


Market Flash
Entry of International hotel chains in India

We would start off with Marriott International which entered India through 
Marriot India during 1998. The first hotel, the Goa Marriott Resort was the first 
in the line to be established on 15th Dec 1999. By 2012, the chain is expected to 
develop its Indian operations to cover 30 properties in the luxury to the upper-
budget tiers, and would be controlled through its five brands— JW Marriott Hotels, 
Ritz-Carlton, Marriott Hotels & Resorts, Renaissance Hotels and Courtyard.
Out of the 683rd Courtyards in the world, Courtyard Chennai is the 1st Courtyard 
in India. 

In December 2005, one of India’s leading real estate developers,  Emaar and MGF Developments, announced India’s 
major FDI in real estate amounting in excess of 50 million dollars for projects with an investment of US$4 billion with 
planned projects in Delhi, Mohali, Gurgaon, and the states of Andhra Pradesh, Karnataka, Tamil Nadu, Kerala and 
Maharashtra.
On June 19, 2007, the largest hospitality company in UK, Whitbread PLC joined hands with Emaar MGF in a joint 
venture through its subsidiary Premier Inn. This joint venture meant to extend and operate 80 limited services hotels 
under the brand name “Premier INN” over next 10 years across India with an outlay of upto US$600 million. Emaar 
MGF has united with Marriott International to blueprint, construct and equip luxury-branded JW Marriott Hotels in 
New Delhi, Hyderabad, Kolkata and a Courtyard by Marriott hotel in Amritsar, entailing total investments over US$ 
400 million. 
Hyatt Hotels Corporation is a global hotel company with widely recognized, 
business leading brands and a tradition of innovation developed over its more 
than 50-year history.  Hyatt was among the first international hotel brands to 
enter India in 1980 through a management agreement for Hyatt Regency Delhi 
by its subsidiary which opened in 1982.
 Hyatt has grown its presence in Delhi, Goa, Mumbai, and Kolkata; and has plans 
to expand into 15 new Indian markets such as Bangalore, Chennai, Hyderabad, 
and Gurgaon. 
The Ramada group with already 10 properties in India plans to expand its presence with four additional properties, 
for a chain of 14 hotels in India. These include the 140-room Ramada Amritsar hotel, the 130-room Ramada Gurgaon 
Expressway New Delhi hotel, the 392-room Ramada Plaza Dwarka, New Delhi hotel, and the 100-room Ramada 
Gurgaon Central hotel.
Starwood Hotels & Resorts worldwide has entered India with its urban, boutique aloft brand. The 130-room Aloft 
Chennai OMR-IT Expressway is the first Aloft to open in India. A second hotel under Aloft is expected to open in 
Bangalore shortly. Starwood has stated its plans to set up several Aloft properties in India over the next few years 

through expansion of the brand via Urbanedge Hotels, a special purpose vehicle (SPV) of 
Auromatrix Hotels Private Limited.
Berggruen Hotels has taken over the management of the 50 year old Cama Hotel. This is 
a direct consequence of the low profitability of the hospitality sector of Ahmedabad under 
its brand Keys. It also has plans of investing Rs. 650 
crore in 20 new properties in India by 2015.

The Taj group, the Taj Mahal Palace & Tower was established on December, 
16, 1903 by Jamshedji Nusserwanki Tata, the founder of the Tata group. He was 
motivated into such a venture after an incident involving racial discrimination 
faced by him at the Watson`s hotel in Mumbai which catered only to the British. 
This hotel gained the status of the most iconic hotel in India because of its 
traditional architecture, prime location, huge size and raw materials accumulated 
from different parts of the world.
The history of Oberoi group dates back to 1934 when the group bought from 
an Englishman; two properties - The Clarke’s in Delhi and The Clarke’s in Shimla under the founder Chairman,  Rai 
Bahadur Mohan Singh Oberoi. The first property to be acquired under the “Oberoi” brand was the Oberoi Palm Beach 
resort at Gopalpur, Orissa. The EIH Ltd and EIH Associated Hotels are the two major holding companies of The Oberoi 
Group.
Under the Trident brand, the group owns 9 properties in India. The Group also operates the Clarke’s Hotel in Shimla 
and the Maidens Hotel in Delhi.
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Star wood hotels and resorts worldwide announced 
the opening of its centurion (100th) hotel, Le-meridian 
in Coimbatore, India. Owned by Appu hotels limited, 
Le-meridian Coimbatore is the first internationally 
branded five- star hotel in the city which is located 
105km from the queen of hill stations-Ooty. 

Taj group of hotels under the name of The Gateway hotels 
and resorts had launched its new hotel at the home of 
Asiatic lions at Gir, a famous tourist destination in Gujarat. 
Tata had felt that there is a great potential to develop 
tourism and hospitality industry in Gujarat. Now all the 
major MNC are running towards resorts and tourist places

The Leela palaces, hotel and resorts, owned and operated by hotel 
leela venture ltd is planning to develop a series of hotel chains in 
Chennai followed by Agra, Jaipur, Kerala. The luxury hotel chain 
which is renounced for its grandeur style of architecture and top 
notch quality services embarked in filling the gap in hospitality 
sector.
Leela palace will soon be opening its first ever beachfront luxury 
hotel located at santhome, Chennai. The 14 stored high rise hotel 
will have approximately 329 rooms suites. The architecture inspired 
by the royal, opulent chettinad dynasty, will be offset by the grand 
expanse of the azure blue seas. The grandeur of heritage reveals itself 
in the first quarter of 2012.

A recent survey conducted by online travel agency expedia.com stated that India is the 
5th most deprived nation for vacation after Japan and Korea. The study was conducted in 
India, North America, Europe, Asia, South America and Australia. This shows that, all the 
employees and tourists in developed nations are looking after a place to rejuvenation. India 
has been the place of potential returns. There is a huge gap in hospitality sector and a lot 
of scope for organized sector in this arena. All the major MNC’s are trying you unfold their 
arms to grab the share. There were some industries who launched their brand new hotel and 
restaurants in this year:

WOODVILLE PALACE HOTEL

Woodville Palace, with its Heritage Raj appeal, its touch of royalty 
and romance, a sporting ground for nature in the lap of the 
Himalayas and its vintage ambience has played host to famous faces 
over the years. The number of celebrities that flock to Woodville 
Palace have increased over time, as it built its reputation for classic 
luxury in amalgamation with state-of-the-art hospitality.
A Hollywood Bar with signed photographs of the reigning stars of 
the 1930’s such as Laurel and Hardy, Robert Taylor, Spencer Tracy, 
etc. pays tribute to the timeless charm and popularity of Woodville 
Palace.
 
Located at 7000 feet near the heart of Shimla, the ‘Queen of The Hills 
‘, Woodville Palace is the Kohinoor on this queen’s crown. 
Not only is it a popular destination for Bollywood film shoots, it has 
become the Mecca for the ideal mountain holiday experience for the 
likes of Amitabh Bachchan, Rajesh Khanna, Rishi Kapoor, Hema 
Malini, Sushmita Sen, Shilpa Shetty and the gorgeous Lillette Dubey.
Woodville Palace’s latest addition is its charming garden restaurant 
called ‘The House of the Rising Sun’ and none other than the 
Bollywood legend Amitabh Bachchan inaugurated it.

SALMAN TO BECOME A RESTAURATEUR 

Salman Khan is keen to get into the food business.
The actor is currently on the lookout for prime property 
in Bandra to start a restaurant serving East Indian food in 
partnership with his stylist-designer friend Ashley Rebello. The 
idea came from Ashley who is a fantastic cook, and Salman who 
is a fan of his cooking, decided to go ahead.
 
Salman has taken matters into his hands and is brainstorming 
with Ashley about the decor and menu.”The restaurant won’t be 
restricted to traditional Malvani food and will have something 
for everyone, from a quick bite to an elaborate three-course 
meal. 
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At the Leela

With wife Leela

Ex-Army man to Hotelier - Capt. C.P. KRISHNAN NAIR

Capt C.P. Krishnan Nair, the Chairman of The Leela Group 
of Hotels, is a hard-to-miss name in the hospitality industry. 
This vivacious octogenarian created this internationally 
recognised hospitality brand and put India on the global map 
for outstanding luxury and leisure hotels and resorts. For those 
of you who thought that he was an hotelier at an early age, he 
actually donned this role only when he was 64 years old! His 
life story before that makes for an interesting read…
Capt. Chittarath Poovakkatt Krishnan Nair grew up in Kerala 
in the mid 1920’s. As a small boy from a poor family, he faced 
discrimination because of British colonialism. It was the king 
of that province who sponsored his education after young Nair penned a poem about the ruler and read it 
to him. Nair finished intermediate in Madras and served in the Indian Army’s Maratha Light Infantry until 
1951.He later married Leela whose father owned 2,000 handlooms at that time. Leela wanted Nair to start a 
business of his own and so he decided to quit the army. 
Nair thought of joining his father-in-law but Leela suggested that he start a handloom marketing company 
and sell products of various manufacturers including her father’s materials. Back then, a very colourful 
checked fabric was made around Madras using vegetable dyes and was softened by gingelly oil. After every 
wash, one would get a different pattern and thus the name ‘Madras bleeding fabric’ was born. This became 
a rage abroad and he began selling his fabrics to many prominent chains in America. Nair had always felt 
that every product has an intrinsic value that one can market and so, one must be astute enough to recognise 
opportunity and seize it. In 1958, he became the first in the organized sector to set up a unit to produce 
cotton laces with Scottish Collaboration through ‘Leela Scottish Lace Pvt Ltd’. 

On one of his delegations to promote handloom in West Germany, he 
was inspired by the high standards of hotels there. In his words, “I had 
stayed in the best European hotels. I wanted to make one.” In 1986, Leela 
jumped at the idea of setting up a hotel on the family plot in Mumbai 
and encouraged Nair. He went to seek loans from banks but they refused, 
citing that he won’t be able to raise enough capital. Yet, he managed 
to raise funds from friends and associates, who still hold shares in the 
company. The growth of the conglomerate that has become synonymous 
with ‘warmth and enjoyable service, lavish interiors and opulent designs, 

innovative dining experiences and outstanding technology’ began with a bang !
For his contributions, Capt.Nair was bestowed the Padma Bhushan award in 2010. Other awards include 
the Hall of Fame Award at the Hotel Investment Forum India and the ‘Hotelier of the Century’ Award and 
the ‘Green Hotelier’ Award by the Geneva based International Hotel and Restaurant Association. In 2008, 
Business Week, US listed him among the 50 global octogenarians who still ‘rock the world’. 

The Road Ahead:
Today, Leela Hotels has seven luxury properties and an annual turnover of Rs127 crore. By 2012, Leela 
Hotels aims at a growth of around 2600 rooms in many capital cities across India and in emerging places like 
Chennai, Agra, Kolkata and Lake Ashtamudi in Kerala. Nair is also keen in starting around 40 budget hotels 
in pilgrim cities like Varanasi, Sabarimala and others. Although he will be retiring soon, he will continue to 
be a mentor to his sons and granddaughters who will take the reins. He also has plans to enter international 
markets but is willing to wait for the opportune moment. Nair’s story may seem like a rags-to-riches one. But 
it is his optimism and leadership, business acumen and enthusiasm to ‘delight’ guests – that have taken him 
to greater heights. 

Career in Hotel Industry

The Hotel Industry looks quite promising for employees as well as for the 
employer. Promotional initiatives by the government to promote India 
as a major tourist destination on a global platform have resulted in a 
surge of tourists from all over the world. Domestic tourism is also acting 
as a catalyst for its growth. Ministry of Tourism in its annual report has 
showed that the hotel industry in India has witnessed immense growth in 
the last decade.
There is a big piece in the pie to be taken by MBA executives as well. 
Marketing, housekeeping, managing inventory of stocks, manage log 
books and records, brand building, sales are few among many available 
options in the industry. Remuneration packages for trained professionals 

range from Rs. 20,000 to Rs.1,00,000 per month depending upon experience, qualifications and choice of 
employer. One can work in independent spas, hotels, hospitals, sports clinics, health clubs and corporate 
offices.
Though the opportunities are ample but few issues still rise to haunt - severe manpower shortage, attrition 
hovering at 25-30 per cent, room to staff ratio being 1:1.75 nationally. But, to meet these shortcomings 
some hotels are taking up the initiatives, ITC Hotels, for example, has increased the number of candidates 
for management training to three times. Other hotels like Oberoi have its own Center and Learning 
Development where it provides courses as per its own requirements. Industry sources say there are over 400 
projects under various stages of development with over 70,000 rooms in the next couple of years across the 
country.
In our college, the recent Corporate Interface Session had a speaker with similar experience. Mr. John 
Kourvilla worked as Executive Vice President-Marketing at The Oberoi Group. His insights broadened the 
vision of students and gave a firsthand experience of the industry. So, the beacon definitely burns brightly 
for the budding graduates as well as for experienced ones.
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Leela Group of Hotels Ad Review

The Leela Group of Hotels being one among the India’s most acclaimed hotels, in their recent advertisement 
bring out the lovely interiors of the hotel and also stand out different from the others by not portraying it in 
the so called cliché manner. They have used the emotional appeal in the ad to bring out beautifully how it 
can become a lover’s paradise.
The ad revolves around a couple, where the husband is playing Hide and Seek with his wife guiding her 
through his voice with the intention of taking her to that place in the hotel which he has specially chosen 
and designed to make her feel special. 
The ad opens with the scene, where the husband is sitting in a couch waiting for his wife and just then she 
enters. The mischievousness in the husband’s eyes and the shyness in the wife’s behaviour clearly indicate 
that they are newlywed and have come for their honeymoon. With her entrance the conversation between 
the two starts not verbally but in their mind. The husband claiming that she is late for their date and the wife 
shyly refusing it. From there on the husband mysteriously disappears and the wife comes behind tracing 
his voice to find him. In that phase the beautiful interior of the hotel is shown articulately where the wife is 
on the lookout for her husband. Finally she finds him when she ends up reaching the destination that her 
husband wanted her to reach to give her a surprise. Seeing the ‘surprise setup’ there is a tinkle of delight in 
her eyes and  the story ends with the couple going on a romantic ‘shikara’ ride which is one among the other 
exclusive amenities provided by the Leela Palace Udaipur. 
The background colour, the subtle music, the romantic ambience which is created melts in beautifully with 
the concept of the ad. The eye for detail of the person taking care of the small things such as the costume 
of the actors and the conversation happening through eyes makes the ad all the more better. Though the ad 
being a bit lengthy of around 1minute 14 seconds compared to the other commercials of around 40 to 60 
seconds at the most, still succeeds in retaining the attention of the audience.
The slogan of the ad ‘Romance at the Leela Palace Udaipur’ has been used very nicely as it goes with the 
theme of the ad hand in hand.

Ad Rating: 4 / 5.

AD AGENCY: BMB INDIA (A Unit of Madison World)

A ‘Palace’ To Stay !

El lujo, Richesse, Auwfund, Luxus, Lusso, and Scyilo are words of different origin- Spanish, German, French and 
Italian; but all of these have the same meaning ‘Luxury’.  Whenever I hear the word luxury I tend to associate it 
with five star hotels. Five star hotels- elegantly done tapestries, king sized beds, refrigerators stocked with rich 
chocolates, marble topped tables, tastefully done foyers et al. A stay in a premium five star 
hotel is truly an experience of royalty. 

From the era of Nizams, rajputs and raajgharanas to serving the British royalty, 
the hospitality industry in India has always operated in finesse, opulence and 
grandeur. 
An unconscious effort of hospitality has now made India the hot spot 
destination for those who want crème de la crème service and treatment. 
1956 witnessed India’s first five star hotel aptly named Hotel Ashok after one 
of India’s most servile rulers.  Since then, the advent of hospitality industry in 
India has been unstoppable with names like Hyatt, Taj, ITC Group, Fortune, Leela, 
Trident, Lalit and Jaypee catering to the every tangible and intangible need hospitality 
can define.  
ITC Limited has been in the service industry from 1975, with the launch of 
ITC Chola and has now spread its offerings in 75 destinations by providing 
100 hotels in India. The motto of ITC is ‘responsible luxury’ which can 
be reflected from it being the greenest group of hotels in the world. ITC 
Gardenia in Bangalore has lush flora and fauna and is a classic example 
of corporate social responsibility where there is goodness in service. 
Empathizing with consumers hectic schedules, ITC has set up kiosks at 
airports, accepts on the move bookings through electronic media and 
works round the clock to live up to the magnificence and charm a stay with 
them promises.
  

Captain C.P Krishnan Nair’s dream of delivering impeccable quality 
and quantity materialized in the form of Leela Group of Hotels. Considered one of the 

finest hotel groups in India, Leela has also won international acclaim for depicting the 
essence of India tastefully through its breath taking palaces, hotels and resorts. Leela 
has taken hospitality to a greater degree as along with its environment initiatives it has 
also come up with various community initiatives such as starting the Leela Academy 
of Learning to develop leaders in the service industry. 
 

Not to be left behind, Oberoi group of hotels and resorts markets itself aptly through 
its unparalleled service in choicest tourist locations such as the wild life sanctuary 

Ranthambore or the regal Udaipur.  It has dedicated itself to protection of cultural heritage 
and also provision of state of the art modern facilities. 

 
Taj- one of the Seven Wonders of the World has the name that is synonymous to 

India’s largest hotel chain. The inspiration behind this world class group is an 
incident where the founder of Tata Group Jamshedji Nusserwanji Tata was 
denied entry in Watson’s hotel in Mumbai an account of racial discrimination 
towards Indians. Now with the best materials, rooms, furnishings and artifacts 
Taj truly captivates one into saying wah taj! 

 
Thus, India, once known as the golden cage of the world has always been an 

epitome of first class service, fine dining, and exotic food and of the saying “Atithi 
Devo Bhava” implying a guest is a god. 
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MARKET Mantras
MARKET STRUCTURE OF HOTELS

The hotel industry is a mature industry marked by intense 
competition. Market share increases typically comes at a 
competitor’s expense. Industry-wide, most growth occurs 
in the international, rather than the domestic, arena. The 
hotel industry is a further classified, depending on the 
business model they operate upon. These sub-groups are 
Commercial hotels, Airport hotels, Conference Centers, 
Economy Hotels, Suite or All-Suite Hotels, Residential 
Hotels, Casino Hotels, Resort Hotels. However, the 
Indian structure of hotels are alternately classified as the 
premium and luxury segment – it comprises of the 5-star 
deluxe and 5-star hotels which mainly cater to the upmarket foreign leisure travelers and the business travelers 
and offer a high quality and high range of services, the mid market segment – it comprises of the 3 and 4 
star hotels which cater to the average foreign and domestic leisure travelers, and many of the middle level 
business travelers, the budget segment – comprises of the 1 and 2 star hotels; these categories do not provide 
most of the facilities that other segments do but they provide for inexpensive accommodation to the highly 
price-conscious foreign and domestic business travelers, heritage hotels – certain architecturally distinctive 
properties converted into high-end hotels for the upper middle class and higher.

Further down, the players in this industry can be clustered in the following categories:

The hotel chains – the major players are the Indian Hotels Co.Ltd. (Taj group) and associate companies, EIH 
ltd. (the Oberoi group), ITC hotels Ltd. (the ITC Welcome group) and ITDC. Most of these chains had an 
established presence in one or more metro cities before the tourism boom of the 1980s.Subsequently they 
expanded aggressively and had their presence across multiple locations not only in own country but foreign 
countries too.

Small chains – these are the companies that have come up after the tourism boom during the 80s and 
90s. Due to lack of prior experience in the hotel industry, these players opted for management/operating 
arrangements with international players of repute. Some of the companies in this category are Hotel Leela 
Venture (Kempinski), Asian Hotels (Hyatt International Corp.), Bharat Hotels (formerly with Holiday Inn and 
Hilton and now Intercontinental).

Public sector chains – ITDC and HCI boast of some of the best of locations in major cities but are 
underperformers compared to the private players.

International Hotel Chains – They are looking at India as a major growth destination. These chains are 
establishing themselves in the Indian market by entering into joint ventures with Indian partners or by 
entering into management contracts or by entering into franchisee agreements.

Consumers have a clearly defined preference and sellers attempt to differentiate their products from those 
of their competitors, the goods and services are heterogeneous. In the short-run, the monopolistically 
competitive hotel can exploit the heterogeneity of its brand so as to reap positive economic profit, this is a rate 
of return greater than the rate required to compensate debt and equity holders for the risk of investing in the 
hotel. Therefore the hotel industry faces a monopolistic competition where there are multiple players and they 
dominate and define the prices with their product differentiation and also, the major advantage being there 
aren’t any entry barriers as such. That paves a huge way for the new entrants to capture the ever growing     
 prospects in the growing Indian economic scenario.

CANNIBALIZATION

In marketing strategy, cannibalization refers to a reduction in sales volume, sales revenue, or market share 
of one product as a result of the introduction of a new product by the same producer.
While this may seem inherently negative, in the context of a carefully planned strategy, it can be effective, 
by ultimately growing the market, or better meeting consumer demands. Cannibalization is a key 
consideration in product portfolio analysis.
For example, when Coca Cola introduced Diet Coke, a similar product, this took sales away from the 
original Coke, but ultimately led to an expanded market for diet soft drinks.

DAGMAR

Acronym for Defining Advertising Goals for Measured Advertising Results, after the title of a book by 
Russell H. Colley (New York: Association of National Advertisers, 1961). DAGMAR is an approach to 
measure advertising effectiveness in which advertising objectives are turned into specific measurable goals.

Galvanic Skin Response

A physiological testing technique in which the electrical conductivity of the skin is measured to check the 
level of arousal caused by an advertisement.

Horizontal Co-Operative Advertising

Shared advertising by two or more members at the same level of a distribution channel, each paying part of 
the total cost.

Determinance Model 

A model used in the study of consumer decision processes to evaluate alternative brands. The idea that 
consumers, about to make a purchase, will not be swayed in their product choice by any one product 
attribute, no matter how important, if all products possess the same amount of the attribute. Thus, the 
decision is made on the basis of a less important attribute. Other models of brand evaluation include the 
expectancy-value model, ideal brand model, conjunctive model, lexicographic model and determinance 
model.

“You can’t just ask customers what they want and then try to give that to them .By 
the time you get it built, they will want something new “

- Steve Jobs, Apple
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EDITOR SPEAK

Questions

1. What do you mean by “Back of House” when referred in the Hospitality Sector?

2. “Fortune” Hotels are a business venture of which company?

3. Types of economical hotels that are quite common in Japan are called ____________?

4. Name the following Hotel, where it is located and its Star rating?

 

5. What is the exclusive feature of a Suite Hotel?

6. Hotels which provide long – term accommodation for its guests are called _______________?

7. How do Resort Hotels distinguish themselves from most other types of hotels?

8. The word hotel originates from which language?

9. Name the famous historic hotel of India and where is it located?

10. In which part of the world is a prison converted into a hotel?

            
            

ANSWERS 

1. Positions that usually do not deal with guests directly include accounting and office workers.
2. ITC
3. Capsule Hotels
4. Burj Al Arab, Jumeriah Dubai, 5 Star Property
5. Guestrooms with separate bedrooms and living rooms
6. Residential Hotels
7. They differentiate themselves by providing extra services such as Horse Back Riding, Golf, etc.
8. French
9. Taj Mahal Palace & Tower, Mumbai
10. Switzerland

tourism in india - 5 star Accommodation or exotic Vacation

India’s travel and tourism industry is one of them most lucrative businesses in the country, and also accredited 
with contributing a considerable volume of foreign exchange to the country reserves. The World Travel and 
Tourism Council predicted that the India has the potential to become the number one tourist destination in the 
world with the demand growing at 10.1 percent per annum. The World Travel Organization also predicts that 
India will receive 25 million tourists by 2015. 
A number of reasons are cited as being the cause of the progress and success of India’s travel and tourism sector. 
Economic growth has added millions annually to the ranks of India’s middle class, a group that is driving 
domestic tourism growth. Thanks in part to its booming IT and outsourcing industry a growing number of 
business trips are made by foreigners to India, who will often add a weekend break or longer holiday to their 
trip. Foreign tourists spend more in India than almost any other country worldwide.
Hotels in India are broadly classified into 7 categories by the Ministry of Tourism based on the general features 
and facilities offered and the ratings are reviewed every five years.

The above table clearly shows the void of 5 star accommodations 
in India. The state of New York alone has over 800 5 star hotels. 
This means that even though India has major attractions such 
as the world’s highest mountains, miles of coastline with 
excellent beaches, tropical forests and wildlife, desert safari, 
lagoon backwaters, ancient monuments, forts and palaces, 
adventure tourism and, of course, the Taj Mahal, India 
currently cannot accommodate enough tourists in luxury. 
However, the country is witnessing an unprecedented growth 
in hotel constructions and will be adding almost 114,000 hotel 

guest rooms to its inventory over the next five years. The earlier setbacks in global tourism have strengthened the 
Department of Tourism’s resolve to promote India’s tourism through aggressive marketing strategies through 
its campaign ‘Incredible India’.  The ‘marketing mantra’ for the Department of Tourism is to position India as 
a global brand to take advantage of the burgeoning global travel and trade and the vast untapped potential of 
India as a destination. 
There are several challenges in the sector and the biggest of them all is to improve the image of India as a 
brand. India is prone to socio-economic and political conditions that can turn ugly. Terrorist strikes, riots, 
epidemics, political instability and fiascos, slowdown in economic reforms etc. hamper the brand image. One 
way to overcome this is by allowing international players to set foot and build Aman Resorts, Shangri- Las, 
Four Seasons and Hiltons, the names of which are sure enough to draw tourists in the belief that the stay will 
not be compromised irrespective of the conditions outside. And when it comes to exotic destinations, India is 
becoming an increasingly popular choice for travelers.
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MArketing Club CorporAte interfACe

Date: 19/11/2011

About the speaker:

Name: Mr John Kuruvilla

Experience:
•	 Currently	Founder	&	Advisor	at	taggle.com	
•	 Director	on	the	Board	@	US	PIzza	&	20	North	&	COO	-	Commercial	&	Revenue	at	Deccan
•	 Executive	Vice	President	-Marketing	at	The	Oberoi	Group
•	 Chief	Revenue	Officer	&	Head	Marketing	at	Air	Deccan
•	 CEO	&MD	at	Propmart	Technologies	Ltd.
•	 Senior	VP	at	Leo	Burnett/Orchard	Advertising
•	 Sr	VP	at	Contract	Advertising
•	 Group	Account	Manager	at	Ammirati	Puris	Lintas

Education: 
•	 Executive	Development	Program,	Strategy	for	succeeding	in	Asia,	National	University	of		 	 	
 Singapore
•	 BSc	Statistics,	Madras	Christian	College
•	 Mother’s	International	School
•	 Loyola	High	School,	Jamshedpur

Discussion:
•	 A	successful	advertising	campaign	pre-sells	the	prospect	minimizing	the	effort	that	needs	to	go	into		
 sales.
•	 An	ad	worth	spreading	is	a	short	way	of	communicating	an	idea.	The	ad	can	be	as	long	as	it	takes			
 to communicate the idea powerfully, up to five minutes, whether that’s through state-of-the-art   
 animation, lush imagery or an individual talking directly to the camera. What matters is the “a-ha”  
 moment, the central idea
•	 Group	buying	usually	happens	through	the	internet	(in	this	case,	taggle.com)	as	it	brings	together		
 several like-minded buyers. This helps increase the number of consumers and ensure volumes for   
 merchants which makes it possible for them to slash prices.
•	 Group	buying	allows	consumers	to	buy	at	significantly	lower	prices	and	merchants	to	make	profits
•	 Monopolies	cannot	work	in	long	run!!
•	 Distribution	is	very	critical	and	cost	of	distribution	should	always	be	kept	in	mind.
•	 Never	undermine	the	importance	of	Market	Research
•	 Customer	expectations	management	–	Gain	insights	on	what	makes	them	tick	and	what	makes	them		
	 off!!

Takeaways: 
•	 Innovate	or	exit
•	 Make	choice	–	Life	is	always	to	choose	choices
•	 Be	a	sponge	that	constantly	soaks	in	knowledge
•	 When	your	mind	is	saddled	just	take	a	break
•	 What	cannot	be	measured	cannot	be	implemented

“The great advantage of a hotel is that it’s a great refuge from home life”

- George Bernard Shaw


