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Where every bend in the road feels like a quiet revelation.
Where snow-capped peaks rise endlessly into the sky,

and ancient monasteries hum with stories older than time.
Where the Himalayan trails stretch out as if they’ve been

waiting just for you. It’s a journey that slows you down,
then stays with you long after you’ve moved on.



EDITORS LE T TER

Some months arrive with urgency. Others unfold like a story. March, for me, was the latter- layered, 
immersive, and quietly defining.

It began in Berlin at ITB, where the world gathers, but not everything that matters is spoken aloud. 
Between conversations and corridors, there was a shift you could feel more than articulate. India was 
not louder, not larger, but surer. There was a certain stillness in that presence, the kind that comes from 
knowing your story has found its moment.

That sentiment travelled with us into the Namaste India Showcase with Indian Association of Tour 
Operators across Frankfurt, Paris and Amsterdam. Each city felt like a continuation of the same 
conversation- one that was warm, receptive, and deeply engaged. With the support of Ministry of 
Tourism, the narrative did not just travel, it resonated. There is something powerful about watching a 
country not just being seen, but being understood in its many layers.

This issue, our GITB special, carries that same sense of depth. Rajasthan reveals itself not as a 
destination, but as a mood that lingers. A journey through Japanese cuisine becomes an exercise in 
quiet discovery. On the seas, Disney Cruise Line opens up a world that feels almost cinematic, while our 
conversations around NCL echo a shift I have long believed in. The cruise space is no longer finding its 
way- it is arriving, beautifully and unapologetically.

Travel, at its core, is not about movement. It is about recognition—of places, of people, of moments 
that change the way we see the world, and sometimes, ourselves. As I write this, on the cusp of another 
journey, there is a familiar sense of anticipation.

Perhaps that is what we are always chasing, not just the next destination, but the feeling of discovering 
something, again.

Until then, I hope this issue travels with you, in its own quiet way.

Stay curious. Stay connected. And as always, 
keep growing with Travel Turtle.

 : travelturtlemag

Bharti Sharma
Editor
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Rail Europe expands B2B portfolio with 
BritRail Pass integration

The BritRail Pass, available exclusively to travellers 
residing outside the United Kingdom, enables 
seamless travel across the extensive National Rail 
network, spanning England, Wales and Scotland. 
The pass also provides access to key airport rail 
services, including the Heathrow Express, Gatwick 
Express and Stansted Express, as well as overnight 
journeys such as the Caledonian Sleeper and Night 
Riviera.

ATM 2026 rescheduled to August at the
 Dubai World Trade Centre
Arabian Travel Market (ATM) 2026, originally 
scheduled to take place from 4–7 May 2026 at Dubai 
World Trade Centre, will now take place from 17-20 
August 2026, with the venue remaining unchanged. 
The decision to reschedule the event has been made 
to prioritise the safety and well-being of customers, 
partners and colleagues, and to give the global travel 
and tourism community greater confidence and 
flexibility to attend.

StarDream Cruises brings Bhajan Jamming to the 
SEA with first-of-its-kind onboard experience
Bhajan Jamming has been gaining attention across India as a more 
participatory and community-led form of devotional music. Unlike traditional 
performances, these gatherings are collective, immersive, and open, where 
familiar bhajans are sung together, and the experience feels as much social as 
it is spiritual. StarDream Cruises is introducing this format on Dream Cruises – 
Genting Dream, in an unexpected setting, the open SEA.

Via East DMC strengthens East Asia 
presence with dedicated destination 
verticals
Via East DMC, a venture of RN Tours and Travels, has 
announced its expansion into the East Asian 
markets of South Korea and Taiwan, marking a 
significant step in its regional growth strategy. The 
company, which has built a strong niche in East 
Asia through its Japan-focused brand ILoveJapan 
DMC, continues to broaden its offerings for the 
Indian outbound travel segment.



COM M U NIQUÉ

Norwegian Cruise Line takes delivery of 
Norwegian Luna ahead of Miami debut

JourneyLabel 
partners with 
Los Angeles  
Tourism to 
launch 
‘We Love LA’ 
campaign for 
India’s luxury 
travellers Club Med launches its highly anticipated 

property in Malaysia, Club Med Borneo
Club Med unveils reservations for Club Med Borneo, its highly 
anticipated new resort in Malaysia, opening for bookings from 
23 March 2026 ahead of its official debut in November 2026. 
Located in the unspoiled coastal enclave of Kuala Penyu, near 
Kota Kinabalu, the resort marks the brand’s second property in 
Malaysia and its first large-scale BREEAM-certified sustainable 
beach resort in Asia Pacific, reinforcing Club Med’s continued 
expansion across Southeast Asia.

Under the leadership of Sonia Chang and Jie Lee, the 
company has built a strong operational framework for 
delivering customised leisure programmes, group 
travel, and MICE solutions across Taiwan. The company 
is recognised for its destination expertise, extensive 
supplier network, and strong execution capabilities 
aligned with international market expectations.

The partnership marks a strategic step in continuing to 
connect one of the world’s most iconic cities with India’s 
evolving community of luxury travellers. Known for 
curating hyper personalised holidays for its global HNI 
clientele, JourneyLabel will showcase Los Angeles 
through a distinctive lens that celebrates the city’s 
culture, creativity, entertainment legacy, and 
contemporary luxury lifestyle.

Air India and Air India Express schedules 
ad-hoc flights to West Asia on 9 March 
2026
Air India and Air India Express continues operating their 
scheduled services to and from Jeddah and Muscat on 9 
March 2026, as airspaces over Saudi Arabia and Oman 
remain open. The two airlines operates a total of 10 flights 
to and from Jeddah, while Air India Express operates 14 
flights to and from Muscat. On 9 March 2026, Air India 
operates one round-trip each from Delhi and Mumbai to 
Jeddah, and Air India Express will operate one round-trip 
each from Hyderabad, Bengaluru, and Kozhikode.

Welcome Wonder Travel Service (Taiwan) 
appoints Global Destinations as its official 
India

Norwegian Cruise Line (NCL) has officially taken delivery of its 
newest cruise ship, Norwegian Luna, during a ceremony held at 
the Fincantieri shipyard in Marghera. The vessel is the second ship 
in the Prima Plus Class and brings NCL’s total fleet to 21 ships. 
Norwegian Luna can accommodate 3,565 passengers across 1,809 
cabins, offering a wide range of onboard experiences designed to 
elevate the modern cruising experience.
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IndiGo has been working with the relevant authorities in 
India and respective destinations to progressively 
rebuild its scheduled network in the Middle East and 
Europe. IndiGo restarted its scheduled flights, in a 
staggered manner, to and from select destinations in the 
Middle East from 03 March 2026 and has operated more 
than 165 such flights ever since, flying over 22,000 
customers between India and the region.

Heavens Portfolio appointed to represent Ol
Jogi Private Wildlife Conservancy in Kenya
As demand grows among Singapore’s high-net-worth 
travellers for meaningful, private and transformational 
journeys, Ol Jogi offers a compelling alternative to 
traditional luxury safaris. With rising interest in 
exclusive-use villas, private jet travel and milestone-driven 
experiences, Ol Jogi’s sole-use-only model for customised 
safari stays aligns with the expectations of discerning 
families, C-suite travellers and next-generation wealth 
seeking rare access and purpose-led travel.

Journey Routers ties up with Sentosa 
Island to launch curated packages

COM M U NIQUÉ
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Journey Routers announces a strategic 
collaboration with Sentosa Island, Singapore’s 
premier entertainment and resort destination. 
This partnership is designed for modern travellers 
and marks a significant step towards enhancing 
outbound tourism, offering thoughtfully curated 
itineraries that combine convenience, comfort, 
and access to the island’s newest and most 
exciting attractions.

On board the Disney Adventure, the magic unfolds across 
seven uniquely themed areas—Disney Imagination Garden, 
Toy Story Place, San Fransokyo Street, Town Square, 
Wayfinder Bay, Disney Discovery Reef, and Marvel Landing. 
Each area offers immersive entertainment, thrilling 
attractions, diverse dining options, exclusive retail 
experiences, and family-friendly activities designed for 
guests of all ages.

IndiGo progressively rebuilds Middle East
and Europe network amid volatile 
conditions

Disney Adventure debuts in Asia with 
maiden voyage from Singapore
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LIVE WIRE

How access, policy and connectivity are shaping where Indians go next.
- Bharti Sharma

Engineered
tourism
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LIVE WIRE

The Indian traveller today is more 
ambitious, better informed, and 
ready to spend. Yet, every travel 
decision is increasingly influenced 
by access, approvals, and global 
dynamics. From visa policies to 
airline networks, the forces 
shaping outbound travel are more 
strategic than ever before.

The Illusion of Choice
The modern Indian traveller is 
confident, well-researched, and 
globally aware. Yet, behind every 
travel decision lies a framework 
that quietly influences the final 
outcome. A summer planned in 
the Schengen Area often shifts to 
Southeast Asia. A honeymoon 
imagined in Italy finds its way to 
Japan. A long-awaited European 
holiday is postponed, not out of 
lack of interest, but due to 
process fatigue.
What appears to be a change in 
preference is often a response to 
access. Travel today is shaped as 
much by systems as it is by desire. 
The global map, especially for 
Indian outbound, is being 
redefined through a combination 
of policy, infrastructure, and ease.

Visa Friction and the Shift 
in Demand
Visa processes have moved from 
being a formality to becoming a 
decisive factor. Appointment 
delays, extensive documentation,

and uncertain timelines continue 
to impact regions such as the 
Schengen Area. For many 
travellers, the unpredictability is 
enough to reconsider plans.
Travel advisors across the country 
are seeing a clear pattern. 
Travellers who begin with high 
intent are increasingly choosing 
destinations that offer faster and 
more reliable access. Countries 
with efficient e-visa systems or 
visa-on-arrival policies are seeing 
stronger conversion, not just 
because they are attractive, but 
because they are accessible.
The result is a steady shift in 
demand. Ease of entry is no longer 
an added advantage. It is often the 
deciding factor.

Visa Reality Check 
(India Outbound)
• Europe: High aspiration, 
high friction
• Southeast Asia: Low friction, 
high conversion
• East Asia: Rising interest, 
improving access
• Middle East: Mixed sentiment, 
perception-driven

The Middle East Paradox
The Middle East remains one of the 
most connected and familiar 
regions for Indian travellers. At the 
same time, it presents a layered 
narrative. Destinations such as 
Dubai continue to attract strong 
demand due to ease of travel, 
strong infrastructure, and 
consistent marketing.
However, regional tensions often 
influence traveller sentiment 
beyond specific borders. Even 
when destinations remain 
operational and welcoming, 
perception plays a significant role. 
Travellers tend to shorten booking 
windows, seek reassurance, or 
consider alternatives that feel 
more predictable.
This creates a contrast where 
accessibility and sentiment do not 
always align. Being geographically 
close is no longer enough. 
Confidence in the overall travel 
environment matters just as much.

Airline Strategy and the Power 
of Connectivity
Airlines play a central role in 
shaping travel patterns. While 
demand drives routes, 
connectivity also creates demand. 
The expansion of IndiGo into 
Central Asia and Southeast Asia is 

introducing Indian travellers to 
newer destinations. At the same 
time, the transformation of Air 
India is expected to improve direct 
access to long-haul markets.
For travellers, convenience is key. 
Direct flights, shorter travel times, 
and competitive fares influence 
decisions at an early stage. 
Destinations that require multiple 
connections or long transit times 
are often reconsidered, even if they 
remain desirable.
In many ways, connectivity defines 
possibility. Where airlines go, 
travellers follow.

What Shapes Your Destination 
(Without You Knowing)
1. Visa ease and approval 
probability
2. Direct flight availability
3. Airfare competitiveness
4. Geopolitical sentiment
5. Destination marketing spend
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LIVE WIRE

Tourism as a Strategic Lever
Tourism today is closely linked with 
economic and diplomatic 
priorities. Countries are actively 
positioning themselves to attract 
Indian travellers, recognising their 
growing global influence.
Nations such as Saudi Arabia are 
investing in tourism infrastructure 
and visibility as part of long-term 
economic plans. Meanwhile, Japan 
continues to refine its appeal with 
curated experiences and improved 
access for Indian visitors.
These efforts are supported by 
partnerships, marketing 
collaborations, and policy 
alignment. The approach is 
structured and targeted. 
Attracting Indian travellers is no 
longer just about promotion. It is 
about creating a seamless and 
appealing ecosystem.

Aspiration and Access
A clear distinction is emerging 
between aspiration and access. 
Europe and the United States 
continue to hold strong appeal, 
but practical challenges such as visa 
timelines and cost considerations 
influence final decisions.
At the same time, destinations 
that offer clarity, efficiency, and 
ease are seeing consistent growth. 
Travellers are increasingly 
choosing options that provide 
certainty. The idea of a “smart 
destination” is gaining ground, 
where the overall experience 
begins well before departure.
This does not reduce aspiration. It 
reshapes how it is fulfilled.

The Evolving Indian Traveller
The Indian traveller today 
approaches travel with a strategic 
mindset. Planning often begins 
with understanding visa timelines, 
entry requirements, and flight 
options. Flexibility has become an 
important trait, with travellers 
willing to adjust destinations 

based on practicality.
Luxury is also being redefined. It 
is no longer limited to where one 
travels, but how seamless the 
journey feels. A smooth process, 
from documentation to arrival, is 
valued as much as the 
destination itself.

The New Indian Traveller 3.0
• Time-sensitive, not just 
budget-conscious
• Experience-driven, but 
access-aware
• Flexible with destination, 
clear on convenience
• Influenced by logistics as much 
as aspiration

A Map in Transition
The global travel map is evolving in 
response to policy, connectivity, 
and perception. Destinations that 
simplify access, strengthen 
airline links, and maintain 
stability are better positioned to 
attract Indian travellers.

Others may continue to inspire 
interest but face challenges in 
converting that interest into 
actual travel. The shift is gradual, 
but visible.

Final Word
Travel continues to represent 
freedom, discovery, and aspiration. 
At the same time, it operates 
within a framework shaped by 
access and global dynamics.
The Indian traveller is navigating 
this landscape with awareness and 
adaptability. Choices are being 
made with both ambition and 
practicality in mind.
The question is no longer just about 
where to go next. It is also about 
how easily that journey can begin.
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IN DI A N ESCA PA DE

Rajasthan unfolds like a living tapestry where history breathes through sandstone walls, traditions 
colour everyday life, and hospitality carries the warmth of generations. Industry leaders and veteran 
voices from Rajasthan’s leading tourism and hospitality associations come together to share their 

perspectives on GITB’s growing influence and the evolving global appeal of the state.

-Tripti Jain

grandeur through GITB
rajasthan's
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IN DI A N ESCA PA DE

The state has long held a 
commanding presence on 
India’s tourism map, and today, it 
is stepping into a renewed global 
spotlight with a sharper, more 
experiential narrative. The Great 
Indian Travel Bazaar (GITB) plays 
a pivotal role in this 
transformation, offering a 
powerful platform that connects 
Rajasthan to the world in a 
meaningful and structured way.
Where legacy meets global 
curiosity A fresh wave of 
international travel demand is 
shaping how destinations 
present themselves, with 
travellers seeking depth, 
authenticity, and connection. 
Rajasthan’s tourism ecosystem is
responding with intent, evolving 
beyond sightseeing into curated 
journeys that reflect the state’s 
cultural richness. Hotels, 
heritage properties, and tourism 
stakeholders are embracing this 
shift, creating offerings that feel 
immersive and personal. This 
collective momentum is 
redefining Rajasthan as a 
destination that delivers not just 
travel, but a story worth 
experiencing.

The bazaar that builds 
bridges
GITB continues to strengthen 
Rajasthan’s position as a global 

tourism powerhouse by 
facilitating high-quality 
interactions between 
international buyers and local 
stakeholders.
The platform brings together a 
curated mix of tour operators, 
hospitality players, and 
influencers, all focused on 
unlocking the state’s tourism 
potential.

Shri Surendra Singh Shahpura, 
Co Chairman, FICCI Rajasthan 
and President, FHTR shares, 
“GITB has evolved into a powerful 
bridge between Rajasthan and 
the global travel trade.
What makes it impactful is the 
quality of engagement it 
facilitates. International buyers 
arrive with intent to explore, 
collaborate, and invest in 
Rajasthan as a destination. It 
reinforces our identity as a 
culturally rich, diverse, and 
globally competitive tourism hub.
The curated B2B meetings and 
exposure to niche segments like 
luxury, experiential, and MICE 
tourism position Rajasthan as an 
experience that stands apart on 
the world map.”

He adds, “GITB provides 
unmatched opportunities for 
local stakeholders to engage 
directly with global buyers and 
expand their market reach. It 
opens doors for new 
collaborations, product 
diversification, and access to 
emerging markets. The growing 
emphasis on rural tourism, 
eco-tourism, and experiential 
travel creates avenues for 
smaller players to step into the 
spotlight while strengthening 
the overall tourism ecosystem.”

A growing canvas of 
opportunity
The evolving landscape of 
Rajasthan tourism is creating 
new opportunities for regions 
and experiences that were once 
underexplored. Interest in 
lesser-known destinations is 
steadily rising, bringing fresh 
attention to boutique properties, 
rural circuits, and 
community-driven tourism 
initiatives.

Mr Kuldeep Singh Chandela, 
Imm Past President - FHTR and 
Imm Past President - HRAR 
shares, “GITB has become an 

important platform for building 
long-term opportunities for 
Rajasthan’s tourism 
stakeholders. The increasing 
interest in lesser-known 
destinations is particularly 
encouraging. Boutique 
properties, rural tourism 
initiatives, and smaller players 
are gaining the attention they 
deserve on a global stage.”
He continues, “The platform 
fosters relationships that go 
beyond immediate business. It 
builds confidence among 
stakeholders and integrates 
them into a larger, evolving 
tourism ecosystem. This sense of 
inclusion and recognition plays a 
significant role in shaping 
Rajasthan’s future as a leading 
inbound tourism destination. 
This shift is gradually expanding 
Rajasthan’s tourism map, 
ensuring that benefits reach 
beyond established circuits and 
contribute to a more balanced 
and inclusive growth story.”

Living stories that travel 
the world
Heritage properties remain at the 
heart of Rajasthan’s global 
appeal, offering travellers an 
opportunity to step into history 
while enjoying modern comforts. 
These spaces are more than 
accommodations; they are 
narratives that bring the past to life.
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Thakur Gaj Singh, President, IHHA 
shares, “The Great Indian Travel 
Bazaar offers a powerful platform for 
heritage hotels to present 
themselves as immersive cultural 
experiences rather than just places 
to stay. It brings international buyers 
who are actively seeking unique, 
story-driven products. Through 
curated interactions, these 
properties can showcase their 
identity, from restored palaces and 
forts to havelis that seamlessly blend 
history with modern comfort.”
He adds, “Heritage hotels form the 
backbone of Rajasthan’s tourism 
appeal. They allow travellers to live its 
history through architecture, 
culture, and traditions. Their role 
extends into supporting sustainable 
tourism by preserving legacy 
structures and benefiting local 
communities. Rural heritage 
tourism is also gaining momentum, 
offering travellers access to 
authentic lifestyles and 
lesser-explored regions, which adds 
depth and diversity to Rajasthan’s 
overall tourism narrative.”

From stay to story
Rajasthan’s hospitality sector is 
undergoing a thoughtful 
transformation, with a clear 
focus on creating experiences 
that resonate with global 
travellers. The shift from 
standardised stays to 
personalised journeys is visible 
across segments, from luxury 
resorts to boutique properties.

Mr Tarun Bansal, President, 
HRAR shares, “India’s positioning 
as a stable and culturally rich 
destination creates strong 
opportunities for Rajasthan on 
the global tourism map. GITB 
serves as a premier platform to 
present this potential to 
international buyers. Hotels are 
becoming more proactive, 
focusing on personalisation, 
infrastructure upgrades, and 
experience-driven offerings that 
align with evolving traveller 
expectations.”

Experiences take centre 
stage
The definition of travel is 
evolving, and Rajasthan is 
embracing this change by 
placing experiences at the 
centre of its offerings. Travellers 
today seek connections with 
culture,  cuisine, and 
communities, and the state is 
well-equipped to deliver on 
these expectations.
He explains, “Responsible stays, 
experience-rich offerings, and a 
strong focus on gastronomical 
journeys are shaping the future. 
Travellers prefer hotels that offer 
a personal touch and 
meaningful engagement. 
Heritage properties, smaller 
destinations, and ecologically 
rich stays are gaining strong 
interest, allowing both large 
hotels and boutique properties 
to grow together. This approach 
is encouraging diversity within 
the hospitality sector, ensuring 
that every traveller finds an 
experience that aligns with their 
interests and preferences.”

Rajasthan for the world
Rajasthan’s tourism journey is 
entering an exciting new phase, 
where its timeless heritage 
aligns seamlessly with 
contemporary global 

expectations. The state 
continues to evolve with 
confidence, embracing 
innovation while preserving its 
cultural essence.
GITB stands as a catalyst in this 
transformation, fostering 
meaningful connections and 
long-term partnerships that 
strengthen Rajasthan’s position 
on the global stage. The 
collective efforts of stakeholders 
across the spectrum are shaping 
a tourism ecosystem that feels 
inclusive, dynamic, and 
future-ready.
The road ahead carries a sense of 
optimism and purpose, 
positioning Rajasthan as a 
destination that offers more 
than travel. It offers stories, 
experiences, and memories that 
stay with travellers long after the 
journey ends.
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A EROPHILE

Air India’s transformation story is unfolding with

a renewed sense of purpose, scale, and ambition. 

Manish Puri, Head of Global Sales, Air India shares 

the present and future goals of the Airline.

-Tripti Jain

new era
tak� flight

Manish Puri
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A EROPHILE

Over the past few years, the 
airline has quietly rebuilt its 
foundation, investing in fleet, 
product, people, and systems. 
Today, that effort is becoming 
increasingly visible across 
cabins, campaigns, and 
customer experiences. The shift 
is no longer confined to internal
restructuring; it is now being 
experienced at 35,000 feet and 
beyond.

The takeoff moment
Air India’s transformation has 
entered a phase where 
storytelling meets substance. 
Campaigns like ‘Change is in the 

Air’ and the ongoing premium 
economy narrative are reflective 
of a brand ready to showcase its 
evolution. Manish captures this 
moment with clarity and shares, 
“Over the last three years, the 
focus was on building the 
foundation.
What you are seeing now is the 
outcome of that effort becoming 
visible to customers, partners, 
and the larger ecosystem. This is 
the phase where we are 

confidently telling our story 
because the product is ready to 
be experienced. This transition 
signals a strategic shift from 
internal alignment to external 
engagement, backed by 
tangible improvements across 
the board.”

Scale meets 
sophistication
A defining pillar of Air India’s 
transformation lies in its 
ambitious fleet expansion. With 
an order book of approximately 
600 aircraft, the airline is 
positioning itself for long-term 
global relevance. Manish 

elaborates on the magnitude of 
this commitment and explains, 
“We have placed one of the 
largest aircraft orders in aviation 
history because scale is essential 
for a network carrier. This is 
about building a future-ready 
airline that can serve both India 
and the world with consistency 
and quality.”
The narrowbody fleet has 
already undergone a 
near-complete transformation, 
introducing a uniform 

three-class configuration across 
most aircraft. This 
standardisation ensures that 
passengers experience the same 
level of comfort and service 
regardless of route or aircraft 
type.
“The earlier inconsistency in 
product was a challenge for 
customers. Today, with a 
harmonised narrowbody fleet, 
we are delivering a predictable 
and elevated experience across 
domestic and short-haul 
international routes,” he adds.

Redefining long-haul 
travel

The spotlight in 2026 firmly rests 
on widebody transformation. Air 
India’s legacy Boeing 787 
Dreamliners are being 
completely retrofitted, with 
interiors stripped down to the 
shell and rebuilt to match global 
standards. Manish paints a vivid 
picture of this evolution and 
highlights, “When a widebody 
goes in for retrofit, everything 
inside is brand new. The 
passenger walking into that 

aircraft will feel like they are 
stepping into a completely new 
product. The distinction between 
a legacy aircraft and a new 
delivery will disappear.”
The introduction of 
new-generation aircraft, 
including the Boeing 787-9 and 
Airbus A350 variants, further 
strengthens this narrative. By the 
end of the year, a significant 
portion of the widebody fleet will 
reflect this upgraded identity.
“This is a journey where every 
new aircraft and every retrofit 
adds to the momentum. The goal 
is to ensure that a majority of our 
flights offer a modern, world-class 

experience,” he shares.
Experience beyond the 
seat
Air India’s transformation 
extends far beyond seats and 
cabins. The airline is reimagining
the entire onboard experience, 
from dining to entertainment. 
Manish highlights the attention
to detail in these enhancements 
and shares, “The experience on 
board is being curated 
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thoughtfully. From upgraded 
menus to regional wine 
programs, every element is 
designed to resonate with the 
route and the customer. When 
you fly to Japan, you experience 
a Japanese touch. When you fly 
to Europe, the offering reflects 
that region.”
Digital innovation plays a key 
role as well. The introduction of 
onboard streaming through 
personal devices brings a fresh 
dimension to in-flight 
entertainment. He adds, “We 
have introduced a 
bring-your-own-device platform 
with over 1,300 hours of content. 
This is available across our 
narrowbody fleet and offers a 
seamless entertainment 
experience even on shorter 
routes.”

The sweet spot of 
modern travel
Among the most significant 
strategic bets is the expansion of 
premium economy. Positioned 
as an accessible upgrade, this 
cabin class is redefining value for 
Indian travellers. Manish explains 
its growing relevance and 
explains, “Premium economy is 
where aspiration meets 
practicality. It allows travellers to 
enjoy enhanced comfort, priority 
services, and a better overall 
experience without stepping 
into business class pricing. The 
response from customers has 
been extremely encouraging. 
This segment is increasingly 
attracting both leisure and 
corporate travellers, reflecting a 
broader shift towards 
premiumisation in the Indian 
aviation market.”

Grounded in excellence
The transformation journey 
begins well before takeoff. Air 

India’s new Maharaja Lounge at
Delhi’s Terminal 3 sets the tone 
for a refined ground experience. 
Manish describes the philosophy 
behind this space and 
emphasises, “The lounge is 
designed to reflect the essence 
of Air India’s new identity. It 
combines modern aesthetics 
with elements of Indian 
heritage,
creating an environment that 
feels both premium and rooted.”
Expansion plans across domestic 
and international airports 
indicate a commitment to 
consistency at every touchpoint. 
“For a network carrier, the transit 
experience is just as important 
as the flight. We are building 
spaces that enhance that 
journey,” he adds. 

Building the backbone
Behind the scenes, Air India is 
investing heavily in 
infrastructure to support its 
ambitious growth. Training 
academies, simulator facilities, 
and maintenance hubs are 
being developed at scale. 
Manish shares, “A 600-aircraft 
airline requires a robust 
ecosystem. From pilot training to 
maintenance, every aspect 
needs to be built with scale and 
efficiency in mind.
These investments are critical for 
sustaining long-term growth. 
Such initiatives ensure that the 
transformation is deeply rooted 
in operational excellence, rather 
than surface-level change.”

Connecting India to the 
world
Air India’s strategy is anchored in 
establishing India as a global 
aviation hub. With its 
geographical advantage, the 
airline is well-positioned to 
connect East and West 
seamlessly.
Manish shares his perspective on 
this opportunity and says, “India 
has the potential to become a 
major transit hub. Our network 
strategy is designed to bring 
traffic through India, connecting 
Europe, Southeast Asia, and 
beyond. This is a significant 
opportunity for us as a global 
carrier. The focus on key 
international markets, coupled 
with improved product offerings, 
is already driving a shift in 
passenger profiles, particularly in 
premium cabins.”

A brand reborn in the 
skies
Air India’s revival is a story of 
scale, ambition, and meticulous 
execution. The airline is steadily 
moving towards its goal of 
capturing a larger share of both 
domestic and international 
markets. Manish concludes with 
a forward-looking vision and 
shares, “Our journey is ongoing. 
The transformation is visible, and 
the momentum is strong. Every 
step we take is aimed at 
delivering a world-class 
experience that reflects the 
aspirations of modern India.”
Air India’s transformation 
represents more than an airline 
upgrade; it reflects the 
resurgence of a national icon. 
With a renewed focus on 
product, service, and global 
connectivity, the airline is 
carving a new identity that 
resonates with both Indian and 
international travellers.
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Stepping into his new role as 
Secretary of Tourism, Gujarat, 
Dr. Kuldeep Arya (IAS) carries with 
him a clear and evolving vision 
which is to reposition the state 
beyond its established strengths 
and introduce it as a multifaceted, 
future-ready destination.

- Sudipta Saha

Gujarat
Towards
holistic
travel

2.0

Dr. Kuldeep Arya (IAS)
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While Gujarat has long been 
celebrated for its rich cultural 
heritage, wildlife, and iconic  
landmarks like Somnath Temple 
and Dwarkadhish Temple, the 
focus now is to expand its tourism 
narrative. The roadmap is firmly 
aligned with emerging global 
travel trends, with special 
emphasis on wellness, destination 
weddings, and adventure tourism.
With 2026 declared as the ‘Tourism 
Year,’ Gujarat is entering a dynamic 
new phase, expanding beyond its 
iconic spiritual landmarks to 
embrace a more diverse and 
future-ready tourism identity. The 
focus is steadily shifting towards 
wellness, destination weddings, 
and adventure, positioning the 
state as a holistic destination that 
blends tradition with evolving 
global travel trends.

2026 declared as tourism year
The timing is strategic. “We want 
to promote Gujarat, in addition to 
its existing attractions and 
therefore the state government 
has declared 2026 as the ‘Tourism 
Year,’ signalling a renewed push to 
amplify Gujarat’s visibility and 
appeal. The vision is clear to 
develop Gujarat as a holistic 
tourism hub where wellness and 
hospitality experiences flourish, 
adventure tourism regains 
momentum, and the state 
becomes a preferred destination 
for weddings,” mentions Dr. 
Kuldeep Arya.
Inbound Tourism: A strong yet 
growing segment
Contrary to common perception, 
Gujarat already attracts a 
significant number of 
international visitors, particularly 

for its spiritual circuits. Pilgrims 
and global travellers frequent key 
temples, and many extend their 
journey to explore wildlife at Gir 
National Park. While the base is 
strong, there remains scope to 
further enhance global appeal. 
While iconic attractions like 
Somnath Temple and 
Dwarkadhish Temple continue to 
draw visitors, the state aims to 
build on these strengths. The 
strategy is to complement spiritual 
and cultural tourism with wellness 
retreats, adventure experiences, 
and curated wedding destinations.
Addressing perceptions around 
inbound tourism, Dr. Kuldeep Arya 
offers a data-backed perspective. 
Gujarat, he asserts, already 
commands a strong presence 
among international travellers, 
particularly those drawn to its 
spiritual circuits. Pilgrimage sites 
continue to be major anchors, 
attracting visitors seeking 
profound cultural and spiritual 
experiences. These journeys often 
extend beyond temples, with 
travellers exploring the wilderness 
of Gir National Park, creating a 
well-rounded itinerary.
However, he acknowledges that 
there is always room to grow. 
Enhancing Gujarat’s appeal and 
visibility remains a priority, 
especially on the global stage. 
While the state has been 
consistently active across 
domestic travel exhibitions, efforts 
are now being intensified 
internationally. Participation in 
leading global travel marts like ITB Berlin 
and World Travel Market London is 
being scaled up, alongside 
exploring newer platforms and 
markets to widen outreach.
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Festivals as a key tourism driver
Festivals, too, play a central role in 
Gujarat’s tourism identity. Navratri, 
one of the state’s most vibrant 
celebrations, continues to be 
promoted extensively. Already 
supported and organised at a large 
scale by the state, there are 
ongoing efforts to enhance its 
appeal further—through pre- and 
post-event experiences that can 
attract both domestic and 
international travellers seeking 
immersive cultural engagement. 
“And Gujarat Tourism is celebrating 
and promoting Navratri for many 
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years, and have been sponsoring full 
pre-event and post-events,” says 
Dr. Kuldeep Arya.

Tourism as an economic engine
Policy reforms are also on the horizon. 
Dr. Kuldeep Arya adds, “A new, 
integrated tourism policy is in the 
works—one that aims to bring 
together all aspects of the sector 
under a single, cohesive framework. 
From hotels and adventure tourism 
to homestays, caravans, and even film 
tourism, the policy will be 
comprehensive and 
investor-friendly. Benchmarking 
against leading tourism 
destinations in India and 
neighbouring countries, the goal is 
to create a robust ecosystem that 
encourages investment and 
infrastructure development. We 

assure to come up with a policy 
that would not only be 
attractive but would also be 
investor friendly for those who 
intend to invest in the 
infrastructural development in 
Gujarat.”
At its core, the larger vision ties 
tourism directly to economic 
growth. “With tourism already 
recognised as an industry in 
Gujarat, the focus is now on 
attracting greater private 
participation, boosting 
conventions and events, and 
generating employment 
opportunities across the state,” 
adds Dr. Kuldeep Arya.
In essence, Gujarat’s tourism 
story is entering a new chapter, 
one that builds on its strong 
cultural and spiritual foundation 
while embracing new-age travel 
experiences to capture the 
imagination of a global audience.
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CRUISE ODYS SEY

With a robust pipeline of new ships, refreshed brand positioning, and a sharpened 
focus on trade partnerships, Damian Borg, Senior Director of Sales Strategy & 
Operations, Asia Pacific, NCL shares how they are shaping a future that blends 
scale with sophistication.

-Tripti Jain

Sailing into what’s next

Norwegian
Cruise Line

Damian Borg
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The global cruise industry is 
navigating a powerful position, 
and Norwegian Cruise Line (NCL) 
is riding that wave with 
confidence, clarity, and a 
renewed focus on innovation.
Across regions, including Asia 
Pacific and India, the brand is 
witnessing strong traction 
driven by evolving traveller 
preferences, growing awareness, 
and a deepening appreciation 
for experiential travel. The brand 
is clearly ambitious to deliver 
more immersive, flexible, and 
differentiated cruise experiences 
that resonate across markets.

The Aqua effect
The launch of Norwegian Aqua 
has emerged as a defining 
highlight for the brand, 
reinforcing the enduring appeal 
of new hardware in the cruise 
space. Speaking on the same 
lines Damian shares, “2025 has 
been a really strong year for us 
including Asia Pacific, with India 
performing exceptionally well. 
The response to Aqua has been 
fantastic. New ships naturally 
generate excitement, and Aqua 

has delivered on that 
expectation in every way. We 
positioned her in the Caribbean, 
which continues to be a 
high-performing market, 
especially out of North America 
where demand for new ships is 
incredibly strong.”
He adds how the ship’s design 
evolution has played a crucial 
role in its success and shares, 
“What’s remarkable is that Aqua 
is only about 27 metres longer 
than Prima and Viva, yet that 
additional space has completely 
transformed the onboard 
experience. You can see it in the 
open deck layouts, the expanded 
dining venues, and the more 
spacious cabins. Guests 
immediately notice the 
difference. The ship has been 
rated very highly, and from a 
bookings perspective, she has 
outperformed both Prima and 
Viva in their launch years.”

A fleet that feels 
familiar
Excitement around new ships 
often captures headlines, yet 
NCL’s broader fleet continues to

deliver consistent value and 
experience. Damian explains, 
“There’s always a lot of attention
on our newest ships, and rightly 
so, they are incredible. At the 
same time, our entire fleet has 
undergone significant 
refurbishment over the past few 
years. What we offer is 
consistency. Guests stepping 
onto any of our ships will 
recognise the design language, 
the restaurants, the service 
ethos. That familiarity builds 
trust and comfort, which is 
incredibly important.”
The emphasis lies in ensuring 
that every ship, regardless of 
age, reflects the brand’s core 
promise of quality and 
experience. “Guests may be 
drawn in by features like go-kart 
tracks or water slides on newer 
ships, and those are great 
additions. The essence of a great 
cruise lies in the service, the 
itinerary, and the overall 
atmosphere on board. Our older 
ships deliver that just as 
effectively, and often with a 
sense of nostalgia that many 
guests truly appreciate,” he says.

Charting the future
NCL’s pipeline signals a bold 
expansion strategy, with 
innovation and scale at its core. 
Damian shares highlights about 
the incoming routes and says, 
“We’re incredibly excited about 
what’s coming next. Norwegian 
Luna is set to launch soon, 
followed by Norwegian Aura, 
which is already open for sale. 
Aura will be our largest ship ever, 
accommodating around 3,800 
guests. The focus is on creating 
more space, more experiences, 
and more opportunities for 
guests to engage with the ship 
in their own way.”
He shares about the broader 
vision which extends well 
beyond individual launches. 
“Across the group, including our 
sister brands, we currently have 
17 ships on order. That level of 
investment speaks volumes 
about our confidence in the 
future of cruising. It also gives us
the flexibility to expand into new 
regions and bring our best 
hardware to more markets over 
time,” he adds.
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From the 
Caribbean to the 
world
The Caribbean continues to 
serve as the launchpad for NCL’s 
newest ships, offering scale, 
demand, and immediate 
commercial viability. Damian 
explains, “The Caribbean is a 
natural starting point for our 
new ships. The market there is 
large, established, and very 
receptive to new experiences. It 
allows us to build momentum 
quickly and ensure strong early
performance.”
Growth ambitions extend far 
beyond this core market. He 
adds, “As we continue to expand
the fleet, we will naturally see 
greater distribution of ships 
across different regions. Asia 
Pacific is an area of immense 
opportunity, and we are 
optimistic about bringing more 
and better deployment into this 
part of the world over time.”

India Rising
India stands out as one of the 
most promising markets in NCL’s 
global strategy, driven by its 
scale, diversity, and evolving 

travel mindset. “This is an 
incredibly exciting market for us. 
The opportunity here is 
immense. You have a large 
population with increasing 
disposable income and a 
growing appetite for 
international travel. Our focus is 
on building awareness and 
confidence, particularly through 
our trade partners,” Damian 
shares with conviction.
Travel patterns from India reveal 
a strong preference for specific 
regions. “Europe continues to be 
the number one destination, 
especially the Mediterranean 
and Northern Europe.
Alaska is also performing very 
well. We are seeing growing 
interest in the Caribbean as well, 
particularly as shorter itineraries 
become more visible and 
accessible,” he says.

The Fly-Cruise shift
The concept of fly-cruise remains 
central to NCL’s approach in 
India, supported by a strong 
emphasis on education and 
engagement.
“Our strategy is very clear. We 
want to position cruise as a 
natural extension of an 

international holiday. When a 
customer is planning a trip to 
Europe or Alaska, cruise should 
be part of that conversation. 
That’s where our focus on 
training and education comes 
in,” Damian shares.
A broader industry evolution is 
also contributing to this shift. “As 
more cruise brands enter 
markets closer to home, they are 
introducing new travellers to 
cruising as a category. That’s a 
positive development for 
everyone. Once guests discover 
cruising, they start exploring 
different brands and 
destinations. That’s where we 
come in with our global 
offerings,” he adds.

A new narrative
NCL’s brand evolution is rooted in 
its original philosophy of flexibility 
and choice, now reintroduced 
with a fresh perspective. Damian 
explains, “Freestyle cruising has 
always been at the heart of who 
we are. It’s about giving guests 
the freedom to design their own 
experience, whether that’s dining, 
entertainment, or how they 
spend their time on board.
Our new campaign brings that 

idea back into focus in a more 
contemporary and engaging way,”
The goal is to simplify the 
message and strengthen 
differentiation. “We want guests 
and agents to clearly understand 
what makes us different. It’s 
about flexibility, variety, and the 
ability to create a holiday that 
truly reflects individual 
preferences. That clarity will drive 
stronger engagement and, 
ultimately, better conversion,” he 
says.

Building a future 
anchored in 
experience
India, with its scale and evolving 
traveller base, remains a key pillar 
in this growth story. As awareness 
deepens and aspirations rise, 
NCL’s focus on delivering flexible, 
experience-led cruising is set to 
resonate strongly. The horizon 
ahead looks expansive, and for 
NCL, the course is clear which is to 
create more space, more choice, 
and more reasons for travellers to 
discover the world at sea.

30





Rajasthan’s tourism journey is 
entering a decisive phase, shaped 
by a clear intent to evolve into a 
year-round, high-value global 
destination. The Great Indian 
Travel Bazaar (GITB), hosted 
annually in Jaipur, has emerged 
as a central force driving this 
transformation. The platform 
brings together international 
buyers, Indian tourism 
stakeholders, and policymakers, 
creating a focused environment 
where ideas convert into 
partnerships and visibility 
translates into business.

Setting the stage
GITB reflects a strategic shift in 
how destinations are positioned. 
The emphasis lies on building 
sustained engagement with 
global travel trade rather than 
relying solely on promotional 
campaigns. Rajasthan’s diverse 
offerings, spanning heritage, 
wildlife, luxury, and experiential 
travel, find structured 
representation through this 
marketplace, ensuring that the 
state remains relevant across 
evolving traveller preferences.
Rajasthan in focus

Smt. Rukmani Riar, IAS, 
Commissioner of Tourism and 
Managing Director, RTDC, 
highlights the state’s long-term 
vision anchored by GITB. 
Speaking on the same she shares, 
“Rajasthan’s tourism strategy is 
guided by a clear objective to 
evolve from being admired 
primarily as a heritage 
destination to being consistently 
chosen as a year-round, 
high-value, experience-led global 
tourism hub. Hosting GITB in 
Jaipur positions the state at the 
centre of India’s inbound tourism 
engagement, where curated B2B 
meetings, destination 
familiarisation visits, and focused 
presentations convert visibility 
into tangible commercial 
outcomes. International buyers 
engage directly with our 
stakeholders, assess our 
offerings, and integrate them into 
their travel portfolios, ensuring 
that Rajasthan becomes part of 
sustained global travel planning.”
This approach allows Rajasthan 
to present itself as a 
comprehensive tourism portfolio. 
Experiences range from palace 
stays and desert safaris to rural 
immersion and destination 
weddings, creating strong appeal 
across diverse international 
markets. GITB strengthens this 
positioning by enabling direct 
interactions that accelerate 
decision-making and deepen 
market access.

India’s inbound 
momentum
GITB plays a significant role in 
strengthening India’s global 
tourism narrative. Dr Jyotsna Suri, 
CMD, The Lalit and Past President, 
FICCI, elaborates its importance in 
building credibility and expanding 
reach. She shares, “This year’s 
Great Indian Travel Bazaar plays a 
pivotal role in reinforcing India’s 
credibility as a serious global 
inbound tourism destination. It 
builds confidence by showcasing 
readiness for high-value travel and 
large-scale MICE opportunities, 
while also encouraging 
diversification into newer, 
high-potential source markets. 
The emphasis on experience-led 
storytelling, across luxury, culture, 
wellness, and immersive travel, is 
helping transform India from a 
campaign-driven perception into a 
consistently deliverable global 
tourism product.”
The focus on niche segments such 
as wellness, culture, and experiential 
travel aligns with global demand 
trends. GITB provides a platform 
where these offerings are presented 
in a structured manner, allowing 
international buyers to understand 
and integrate them into their 
travel programs.

PU B LIC EYE

A new phase of tourism growth is taking shape in Rajasthan, built on stronger global engagement and clearer market positioning. GITB sits 
at the centre of this evolution, enabling real business outcomes. Industry leaders speak their mind about the upcoming Travel Bazaar. 

- Tripti Jain

Rajasthan
From heritage to hub

Smt. Rukmani Riar, IAS

Dr Jyotsna Suri
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                   n Madhya Pradesh, the monsoon 
                   isn’t just a season— it’s aI

1 Pachmarhi,
Narmadapuram

2

3 Tamia, 
Chhindwara

4

BEAT THE HEAT WITH
COOL GETAWAYS OF
MADHYA PRADESH

 Follow MP Tourism on: 

            very summer, as the temperature
             of the plains climbs relentlessly,
regular hill stations are rapidly packed
with teeming millions, traffic snarls and
rushed itineraries. For those seeking
sanctuary from a sweltering summer,
Madhya Pradesh offers a clutch of
restorative choices - a collection of cool,
forested highlands and elevated plateaus
where the air is gentler, the landscapes
expansive, and the experience deeply
soothing. From forest towns to hidden
valleys, the heart of India has
destinations ideas for families, wellness
seekers, and travellers craving calm over
crowds.

E

 For more information please visit:  www.mptourism.com |
www.tourism.mp.gov.in | info@mp.gov.in

Pachmarhi, nestled in the Satpura
range, remains the state’s most loved
hill retreat. At a higher elevation,
surrounded by dense forests and open
meadows, it stays pleasantly cool even
through peak summer. Forest walks
punctuated by viewpoints like
Dhoopgarh, gentle climbs, picnics
near the Bee and Apsara Vihar
Waterfalls, heritage-era stays, eco-
resorts, and welcoming homestays
make visitors wish for longer stays. 

Satpura
Tiger Reserve

Make the most of the off-season with
a jeep-safari in the Satpura Tiger
Reserve, with chances of tiger spotting
much higher in the dry season. The
adventurous can try their hand at
canoe rides on the Denwa River, rock
climbing, ATV bike rides and
paragliding.

If Pachmarhi is the queen, Tamia is
the secret sanctuary. Perched quietly
on a ridge, Tamia offers uninterrupted

views, pine-scented air, and near-
total escape from crowds. Life
slows to nature’s rhythm—
birdsong at dawn, forest walks by
day, tribal culture in the afternoon
and glowing sunsets at Sunset
Point. Tamia is ideal for wellness
travel, with yoga-friendly
surroundings and eco-resorts
focused on simplicity and silence.

Patalkot,
Chhindwara

Nearby, Patalkot valley offers a
naturally cool environment
shaped by dense forests and
geography. Take a trek to Raja
Khoh. Nearby, the forested
highlands around Seoni and the
Pench region provide shaded
landscapes, riverside breezes, and
eco-resorts suited to relaxed
summer breaks.

Amarkantak,
Anuppur

Eastward, in the Maikal Hills lies
Amarkantak, where spirituality
and nature coexist effortlessly.
Known as the origin of the
Narmada, Son, and Johila rivers,
its elevation and forest cover keep 

summers mild. Morning walks,
forest trails, and great viewpoints
make it ideal for reflective, family-
friendly, and wellness-driven
holidays supported by eco-
conscious stays and ashram-style
lodges. A defining advantage of
Madhya Pradesh’s summer
destinations is convenience, with
easy access from Bhopal, Indore,
Jabalpur and even Nagpur or
Prayagraj —making them ideal
for short, efficient vacations.

5

As May marks vacation
season, advance planning is
essential. The best eco-resorts,
luxury accommodation,
homestays, and forest lodges
fill quickly. Plan ahead using
great itineraries curated by the
Madhya Pradesh Tourism
Board and ensure better
choices, better views, and a
calmer, more rewarding
escape. For travelers who seek
to skip the crowds, and seek a
summer that is truly
memorable, the hills of central
India are all set to act as a
balm for the soul.
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IATO Namaste India Showcase strengthens 
Europe–India tourism connect

Marking a significant milestone, IATO Namaste 
India Showcase was the first-ever international 
roadshow undertaken by IATO from 6-11 March 
2026, to directly engage with global travel 
markets. A multi-city European roadshow 
organised by the Indian Association of Tour 
Operators, successfully concluded its 
engagements across Frankfurt, Paris, and 
Amsterdam, strengthening tourism ties and 
fostering meaningful dialogue between Indian 
tourism stakeholders and the European travel 
and tourism trade.
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Adaaran & Heritance Aarah hosts 
Awards and Recognition night for 
travel trade in Delhi 

Adaaran Resorts and Heritance Aarah 
Maldives hosted an appreciation evening 
bringing together key trade partners and 
media to recognise their continued 
support. Despite heavy rains, the event 
witnessed strong participation with over 
150 attendees. Around 40 tour operators 
were honoured for their performance, 
reflecting robust engagement with the 
Indian travel trade.

Vietnam Airlines & Aeroprime Group hosts India 
Sales Kick Off 2026 to strengthen trade 
partnerships

Vietnam Airlines with its All India GSA, Aeroprime Group, 
hosted the Vietnam Airlines India Sales Kick Off 2026, a 
landmark industry event bringing together key trade 
partners, travel associations, media, and airline 
representatives to celebrate and accelerate the growing air 
bridge between India and Vietnam. The event, held on 27th 
March 2026 in New Delhi, served as a platform to 
strengthen partnerships, showcase Vietnam Airlines’ 
expanding India network, promote Vietnam as a 
destination, and chart the course for deeper collaboration 
with the Indian travel trade community.
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Korea Tourism Organisation hosts Delhi 
and Mumbai Roadshows

KTO introduced the latest trade-focused 
initiatives for 2026, including the Korea 
Premium Travel Consultant (KPTC) program 
and the K-Incentive Scheme 4.0, both 
designed to support travel partners in 
developing high-quality Korea travel 
experiences. Korea recorded close to 200,000 
visitors from India in 2025, reflecting an 
increase of 13 per cent compared to the 
previous year, underscoring the continued 
growth of the Indian outbound market.

ICC Summit maps India’s Aviation leap 
towards Viksit Bharat 2047

The 2nd ICC Aviation & Tourism Summit 2026, 
held at Le Méridien New Delhi, spotlighted 
India’s rapid aviation growth under the theme 
“Viksit Bharat 2047.” With daily passenger 
traffic rising from 2.39 lakh to 5.46 lakh over the 
past decade, the summit brought together 
key stakeholders to discuss infrastructure 
expansion, enhanced connectivity, and 
regulatory reforms needed to position India as 
a globally competitive tourism hub.
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THE PLACE TO BE

Visit our dedicated trade website   centarahotelsresorts.com/b2b

The world is yours to explore. Across Thailand, Laos, the Maldives,   
Vietnam, Nepal, Japan and more, find a place where you truly belong.  
This is the essence of Centara Hotels & Resorts.

Whether your clients are planning a family beach holiday, an immersive
cultural experience or an exciting urban getaway, Centara’s signature 
hospitality, warm Thai family values and world-class service will be at   
the heart of their stay anywhere in the world.

Centara Grand Beach Resort Hua HinGET TO KNOW CENTARA
WITH UNBEATABLE TRAVEL INDUSTRY RATES




