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HOTELS

Home grown hotel brands bullish

on their growth

Albeit enjoying a small presence in India so far, there are a few home grown brands, excluding the ITC, Taj & Oberoi, which can establish a significant presence, despite the onslaught of international hotel brands. TRAVTALK talks to the industry to have their views.
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Taking   a   cue   from

Kamani, Gulshan Arora, sr 
vice president, Sun-n-Sand 
Hotels,  says, “I  think  the

major challenge lies in the 
fact that home grown chains 
lack physical representation 
at international locations thus 
making is difficult to create 
global  awareness  of  the 
brand. Vis-a-vis internation-
al   brands,   home   grown 
brands either do not have 
the expertise or willingness 
to allocate enough resources 
to   invest   in   electronic 
marketing.”

Identifying brand build-
ing, distribution and opera-
tional efficiencies as some of 
the areas the home grown 
brands  need  to  look  into, 
Kumar says, “There is a need 
to build strong distribution 
channels like GDS  (Global 
distribution   System)   and

a significant boom in the hos-

pitality sector. The momen-
tum is only expected to gath-
er more steam. Major inter-
national  hotel  companies

Suresh Kumar,

president,

Fortune Hotels

with global operations are 
fast expanding their base in 
India and a majority of them 
like Carlson, Accor, Hilton


Says  Suresh  Kumar,

president, Fortune Hotels, 
“The future of homegrown 
brands is bright in India. The 
Indian  Hospitality  market 
has witnessed the growth of

Anil Madhok,

managing director,

Sarovar Hotels & Resorts

chains like Fortune Hotels & 
others  which  are  a  true 
example  of  this  genre.” 
Echoing similar sentiments, 
Sanjay Sethi, CEO & presi-


quite  sure  that  the  way

Indian hotel industry is grow-
ing, the day is not far when 
home grown brands will also

account  a  large  chunk  of

Param Kannampilly,

executive chairman,

Concept Hospitality

rooms worldwide.  Let’s also 
not    forget    that    these 
International  brands  have

been in the market for many


Aditya Kamani,

director,

Zuri Hotel & Resorts

factors are now not applica-
ble, though Indian brands 
will have to make extra effort 
to be successful in the inter-
national market. It does take 
a lot to create a name with 
recognition, but it is possible 
and it will happen.”

While  it  is  true  that 
there is stiff competition with 
the international brands that 
are  queuing  up  to  grab  a 
share of the growing Indian 
market, Kumar says, “At this 
stage,  they  are  more  into 
brand representation. Like 
any entity entering a new-
unknown-territory, they too 
are testing waters trying to


Anoop Kumar,

managing director,

Clarks Inn Group of Hotels

ing factor. Madhok suggests 
branding a hotel, located out-
side the metro cities, with 
one of the top Indian hotel 
brand  probably  would  get 
more  advantage  than  an 
international branding.

According  to  Anoop 
Kumar, managing director, 
Clarks Inn Group of Hotels, 
“The  understanding  of  a 
home grown brand has an 
edge, due to which they are 
able to maximize the poten-
tial of the projects, through 
their Indian culture and with 
their unique style of man-
agement  which  is  of  an 
extended family nature.”


internet and a strong brand

identity for this to sustain in the long run. Having said this, the product quality and guest services need to match the brand identity.”

However,   the   major 
challenge for home grown 
brands, Madhok identifies is 
to  develop  manager  man-
power capable of competing 
with the best available glob-
ally. “If we wish to go inter-
national, the recruitment pol-
icy would have to change to 
being  more  merit  centric 
than Indian centric”, he says. 
Kumar identifies marketing, 
global presence, managing 
attrition, International stan-
dard pay packages, and glob-
al recession as areas chal-
lenging home grown brands. 
Whereas Kannampilly also 
suggests that the major chal-
lenges   for   home   grown 
brands is rapidly expanding

and others boast of a robust

development pipeline. And 
with most of these companies 
in hotel business for a very 
long time, these companies 
enjoy huge brand visibility 
globally,  including  India. 
However, the scene is not


dent, Berggruen Hotels says,

“There  is  no  reason  why 
Indian hospitality brands will


years  and  they  too  began
Competitions from outside
the number of hotels, so as to

with  two  to  three  hotels,
have an all India presence.

will only raise the quality of the

Shifting paradigm

Indian Hotel industry
Today, owners prefer to

partner with companies that

have significant interest in

India, both in terms of strate-

Advantage  -  interna-

the  same  for  the  home

grown brands, barring a few, 
and that too, with a limited 
visibility.

And with Fortune 500 
companies looking at devel-
oping the India market to fuel 
their  future  growth  and 
expansion,  and  increasing 
recognition  to  travel  and 
tourism industry as a poten-
tial generator of employment 
and foreign exchange, India’s 
hospitality sector is poised for 
massive growth in the years 
to come. As billions of dollars 
are  being  pumped  in  this 
emerging sector, all kinds of 
players in hospitality sector 
in India including the old and 
new, are identifying opportu-
nity   and   planning   rapid 
expansion. The international 
hotel brands seem to enjoy a 
distinct advantage over the 
home      grown      hotels. 
However, apart from the tra-
ditional troika of ITC, Taj and 
Oberoi  hotels,  brands  like 
Fortune,   Sarovar,   Royal




Sanjay Sethi,

CEO & president,

Berggruen Hotels

not be able to take on and 
sustain leadership position 
not  just  in  India  but  at  a 
global   level.   We   must 
remember that the Taj and 
The Oberoi are also home 
grown brands and they have 
sustained leadership posi-
tions   in   spite   of   the 
onslaught  of  many  global 
brands over the last decade 
or so. I see the Indian brands 
taking them head on. The 
competition is certainly heat-
ing up in the luxury segment 
with Four Seasons and oth-
ers making inroads into the 
Indian market.”




Gulshan Arora,

sr vice president,

Sun-n-Sand Hotels

gradually building a chain over the years.”

Home     grown     vs. International brand

Emphasising that there 
is no reason why Indian hotel 
brands will not become large 
international  brands  and 
compete  with  them,  Anil 
Madhok, managing director, 
Sarovar  Hotels  &  Resorts, 
says, “During the pre-liber-
alization era, we had strict 
foreign exchange regulations, 
putting Indian hotel chains at 
a disadvantage when it came 
to overseas growth. Those


understand the fundamentals

of surviving and doing well in 
the Indian market, where the 
promoters are higher on their 
EQ levels. This factor gives a 
huge advantage to the home 
grown brands, who under-
stand the value of relation-
ships quotient in our business 
environment.”

Advantage
-   home

grown brands

According   to   Param 
Kannampilly, 
executive

chairman,
Concept

Hospitality, “International

brands have specifications 
which are slightly difficult to 
be met by many Indian entre-
preneurs, since the land par-
cel they own may not be able 
to accommodate the required 
number of rooms and areas 
specified to meet interna-
tional brand specifications. 
Hence, there will always be a 
requirement of home grown 
Indian brands, which would 
satisfy the requirement of our 
Indian entrepreneurs.” That 
market could be a key decid-


tional brands

It  is  always  an  extra 
advantage when you have an 
additional expertise in the 
sector, which always boosts 
your capability in the market 
and takes you one step ahead 
from your competitor. “Tying 
up with international hotel 
chains gives you the same 
advantage.  Such  alliances 
present  an  opportunity  to 
understand the international 
requirements and standards 
better. And apart from that, 
the  biggest  benefit  is  the 
brand    visibility,    which 
reaches out to an interna-
tional 
audience 
post

alliance”, says Kamani.

“International  chains 
have clearly defined product 
concepts  and  distribution 
networks in place in addition 
to strong brand identities. 
Towards this end, developers 
currently prefer International 
names”, adds Kumar.

Challenges for the home grown brands


gic  importance  and  direct

investment.  “We have put 
significant  capital  on  the 
table by investing in several 
hotels ourselves. This gives 
confidence to owners when 
they look for partners to man-
age  their  hotels.  ‘Keys’,  a 
Berggruen hotel brand, now 
has three management con-
tracts, and is in discussions 
for about half a dozen more. 
In addition, we have 15 of 
our   own   projects   under 
various stages of develop-
ment,” says Sethi.

Need of the hour

There is a need to build 
strong distribution channels 
like GDS (Global distribution 
System) and internet

The  product  quality  and 
guest  services  need  to 
match the brand identity

The   recruitment   policy would have to change to being more merit centric than Indian centric 

Wpth economies like India








