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• Chapter 1: Inbound market statistics provides insights on key statistics about 

Indian travellers and who they are. It takes a look at Britain and its competitive 

set as well as activities of Indian visitors in the UK.

• Chapter 2: Understanding the market takes a close look at Indian consumer 

trends, booking, planning and further travel behaviour of this source market. 

Perceptions of Britain held by the Indians are also highlighted.

• Chapter 3: Access and travel trade shows how the Indians travel to the UK, 

how to best cater for their needs and wants during their stay and gives insights 

into the Indian travel trade. Further ways of working with VisitBritain and other 

useful research resources are pointed out.
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Chapter summary

• The Indian outbound market is forecast to account for over 

21.5 million trips abroad with at least one overnight stay by 

2020. The UK was the 10th most popular destination for 

such trips in 2016 overall, and the 2nd most popular in 

Europe, just behind France. India ranks 20th globally for 

international tourism expenditure in 2016, up 3 places on 

2015, with US$16.4bn spent in 2016.

• India was the 18th largest source market for the UK for 

volume but 14th for spend in 2016 as average spend per 

visit from India is 74% higher than the all-market average.
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Chapter 1: Inbound market statistics

Source: International Passenger Survey by ONS, NBTC-NIPO based on CVO 2016, Oxford Economics, UNWTO, CAA 2016

2016:
£433m 

spend in 
UK

• Over two thirds of visits to the UK from India are made between April and September.

• Indian visitors spent less time in Scotland and Wales, they spent more time in regional England in 

2016 than average (over 50% of their nights in the UK), especially in West Midlands (14% vs 6%).

• 91% of departing Indian visitors are either ‘very’ or ‘extremely’ likely to recommend Britain for a 

holiday or short break.
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Key insights
• India was Britain’s 18th largest source market in terms of 

visits and 14th most valuable for visitor spending in 2016. 

• 49% of spending came from business trips and 22% from 

holiday visits in 2016.

• Visits to friends and/or relatives still represent around 30% 

of all visits from India to the UK. In the 2010s, holiday visits 

have overtaken business visits, which used to be larger by 

volume in the 2000s.

• London is the leading destination for a trip to Britain but 

South East and the West Midlands are also popular (based 

on nights spent in the UK in 2016).
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Chapter 1.1: Key statistics 

Source: International Passenger Survey by ONS, Oxford Economics

The UK was 10th

most popular 
destination for 

Indian outbound 
travel (2016)

• The most popular activities undertaken by Indian travellers in Britain include dining in a 

restaurant, shopping, visiting parks and gardens, sightseeing famous buildings and 

monuments, visiting castles and historic houses as well as museums and art galleries. 

• 12% of Indian visits were bought as part of a package or an all-inclusive tour, twice the 

all-market average.



Market and Trade Profile India

1.1 Key statistics: global context and 10 year trend
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Source: International Passenger Survey by ONS, UNWTO, Oxford Economics

Measure 2016

International tourism 

expenditure (US$bn)
16.4

Global rank for international 

tourism expenditure
20

Number of outbound 

overnight visits (m)
16.4

Most visited destination 

overall
UAE

Most visited destination in 

Western Europe
France

Global context Inbound travel to Britain overview

Measure Visits 

(000s)

Nights 

(000s)

Spend 

(£m)

10 year trend

2007 336 9,069 267 

2008 359 7,644 280 

2009 273 7,293 269 

2010 371 9,720 363 

2011 355 8,341 318 

2012 339 7,381 333 

2013 373 9,534 439 

2014 390 9,644 444 

2015 422 9,224 433 

2016 415 9,969 433 

Share of UK total 

in 2016
1.1% 3.6% 1.9%
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1.1 Key statistics – volume and value 
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Source: International Passenger Survey by ONS

Measure 2016 Change 

vs. 2015

Rank out of 

UK top 

markets

Visits (000s) 415 -2% 18

Nights (000s) 9,969 8% 9

Spend (£m) 433 0% 14

Inbound volume and value Nights per visit, spend 

Averages by 

journey purpose 

in 2016

Nights 

per 

visit

Spend 

per 

night 

Spend 

per 

visit

Holiday 9 £77 £693

Business 25 £71 £1,778

Visiting Friends/ 

Relatives
38 £13 £494

All visits 24 £43 £1,042
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1.1 Key statistics: journey purpose 
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Journey purpose 2016

Source: International Passenger Survey by ONS; repeat / first time visitors question asked in 2015

• Holiday, VFR and business visits each account for around 

a third of visits from India.

• Holiday visits have just overtaken business and VFR visits 

since 2014 to become the most common journey purpose 

for inbound visits from India to the UK.

• However, business visits make up for close to half of the 

inbound spending (49% in 2016), followed by holiday visits 

(22%) and finally VFR (15%).

• Indian business visitors are the most likely to repeat their 

visit to the UK: in 2015, 72% of all business visits (excl. 

those made by British expats) were repeat visits.
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Journey purpose trend (visits 000s)

• 34% of all visits to the UK from India were made 

for holiday purposes, followed by 31% of visits 

made to visit friends and relatives, and 29% for 

business purposes in 2016.

• Only 33% of holiday visits from Indian residents to 

the UK (excl. UK nationals) are made by repeat 

visitors: it is still very much a growing market 

where first-timers outnumber repeat visitors.

• There were about twice as many repeat visitors 

when looking at VFR visits from India to the UK in 

2015 (65%, excl. UK nationals).
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1.1 Key statistics: seasonality 
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Seasonality 2016

Source: International Passenger Survey by ONS

• In 2016, over two thirds of the visits from India to the 

UK were made between April and September. Apr-Jun 

and Jul-Sep each saw 34% of all 2016 UK-inbound 

visits from India.

• 1-in-5 visits were made during the last quarter in 

2016.

• Q1 is the least popular time for Indians to come to 

visit the UK. The volume of Indian visits to the UK in 

the first quarter has remained fairly stable at around 

50,000 visits since 2010, while visits during the 

second and third quarters have grown.
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1.1 Key statistics: length of stay and accommodation 
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Source: International Passenger Survey by ONS 

Accommodation stayed in, 2016 

(nights, %share)

• Indian visitors tend to stay longer than the all-market 

average visitor spending 24 nights on average per visit in 

the UK, compared to just 7 across all markets. The large 

volume of 15+ night stays accounts for that.

• The Indian inbound market to the UK is still very much 

influenced by visits to friends and relatives. This can 

explain why over half of the nights spent by Indian visitors 

in the UK in 2016 were spent for free as a guest at friends’ 

or relatives’ places. This is followed as the most common 

accommodation type by hostel/university/school (23% of 

all 2016 nights) and hotel/guest house (16%).

Duration of stay trend (visits 000s) 

55%

23%

16%

3%

1%
1%
1% 0.4%

0.4%

Free guest with relatives or friends Rented house/flat

Hotel/guest house Hostel/university/school

Paying guest family or friends house Camping/caravan

Own home Other

Bed & Breakfast

1 
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94 

74 
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Nil  nights 1-3  nights 4-7  nights
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1.1 Key statistics: regional spread

Region Nights stayed 

(000) 

Visits (000)

Total 9,969 415

Scotland (SC) 334 34 

Wales (WA) 101 8 

Northern Ireland (NI) 5 1 

London (LDN) 4,112 273 

North East (NE) 380 7 

North West (NW) 632 19 

Yorkshire (YO) 534 16 

West Midlands (WM) 1,380 47 

East Midlands (EM) 335 17 

East of England (EoE) 286 20 

South West (SW) 374 15 

South East (SE) 1,497 63 

Nil nights (Nil) N/A 1
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Nights (% share, 2016)

Source: International Passenger Survey by ONS. Visits data for nations and regions includes overnight stays, not day trips. 

Visits to the UK (2016)
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1.1 Key statistics: regional spread and top towns and cities 
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Source: International Passenger Survey by ONS, VisitBritain/IPSOS 2016, base: visitors; *To be defined as a package, a holiday must be sold at an inclusive price covering both fares to and from the UK and the 

cost of at least some accommodation. Neither the respondent nor the travel agent from whom the package was bought will know how much of the inclusive price is accounted for by fares or by accommodation.

Town Average yearly overnight visits (000s)

London 267

Birmingham 20

Edinburgh 20

Glasgow 10

Manchester 7

Top towns and cities visited (2014-2016) • London is the leading destination for a trip to Britain, 

accounting for 41% of visitor nights. 

• 54% of nights from India were spent in regional England 

(England outside London) in 2016, higher than the 49% 

from all markets. Indian visitors are much more likely to 

visit the West Midlands (14% of nights, vs 6% from all 

markets), as well as the South East and the North East 

(respectively 15% and 4% compared to 13% and 2% from 

all markets). However, Indian visits tend to spend less 

time in Scotland, Wales, the East of England and the 

South West.

• Visits from India had an above-average propensity to 

feature going to rural and coastal areas of Britain in 2016.

• 12% of visits from India were bought as part of a package 

or an all-inclusive tour in 2016*, twice as much as the all-

market average. 34% of Indian holidays visits were bought 

in this way, about 2.5 times the all-market average.

• Indian visitors were more likely to buy their transport within 

Britain before they visited than once they were in the 

destination. Overall they were more likely than the all-

market average to buy transport tickets within Britain 

and/or to hire a car.

Regional spread 2016 
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1.1 Key statistics: visits to coast, countryside and villages
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Source: International Passenger Survey by ONS 2016

Propensity to visit coast, countryside and villages 
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1.1 Key statistics: use of internal modes of transport
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Source: International Passenger Survey by ONS, 2013

Propensity to use internal modes of transport
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53%

28%
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1.1 Key statistics: purchase of transport and package tours
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International Passenger Survey by ONS, VisitBritain/IPSOS 2016, base: visitors; *To be defined as a package, a holiday must be sold at an inclusive price covering both fares to and from the UK and the cost of at 

least some accommodation. Neither the respondent nor the travel agent from whom the package was bought will know how much of the inclusive price is accounted for by fares or by accommodation.

Transport services purchased before or 

during trip (%) 

Proportion of visits that are bought as part 

of a package or all-inclusive tour in 2016*
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Visitor characteristics 

• Visitors for any journey purposes except stud are 

more likely to be men than women.

• Over one-in-four visitors from India are aged 55+, 

which is above the all-market average (19%).

• One-in-three holiday visitors are making a repeat 

visit to Britain (excluding British expats).

• Most visits from Indian residents to the UK are 

made by Indian nationals (93%), 4% by British 

nationals.

• 91% of departing Indian travellers are either ‘Very’ 

or ‘Extremely’ likely to recommend Britain for a 

holiday or short-break.

• 90% of departing Indian visitors felt ‘very’ or 

‘extremely’ welcome in Britain.

17

1.2 Visitor demographics 

Source: International Passenger Survey by ONS, CAA 2016

91%
‘Very’ or

‘extremely’ likely
to recommend Britain

in 2016 
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1.2 Visitor demographics: gender and age groups 
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Source: International Passenger Survey by ONS

Visitor demographics (2016): 

gender ratio of visits from India: 

35% women, 65% men

Age group trend (rolling 3-year average ending…)
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High

Medium

Low

Visits in 000s | % share of visits
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1.2 Visitor demographics: origin 

Source: International Passenger Survey by ONS, CIA World Factbook 2017

Visits to the UK (000) in 2015

• Over half of the visits to Britain from India were 

made by people who reside in the province 

around Mumbai (Maharashtra) and in Delhi .

• Most of the country, with the exception of some 

desert and mountain areas in the North is 

densely populated, and most of all along the 

banks of the Ganges in the North. The main 

urban areas include New Delhi, Mumbai, 

Kolkata, Bangalore, Chennai and Hyderabad.
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1.2 Visitor demographics: welcome and recommending Britain

20

Source: CAA 2016

Feeling of ‘welcome’ in Britain Likelihood to recommend Britain 
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Market size, share and growth potential

• Britain was the 10th most visited destination by Indian 

travellers on overnight trips in 2016, just behind France.

• Top destinations are concentrated in the GCC area: UAE, 

Saudi Arabia and Bahrain. The USA is the 4th most visited 

destination from India. Other popular destinations include 

South East Asian countries, such as Thailand, Singapore 

and Malaysia, and Kuwait.

• The Indian outbound market is booming: it is forecast to 

reach over 21.5 million outbound overnight visits by 2020, 

up 31% on 2016, and just below 30 million international 

visits within ten years (29.1 million international visits from 

India in 2026, +77% on 2016).

• Forecasts also suggest there is potential for growth in the 

number of visits to Britain from India over the next decade. 

However, the gap with visits to France, which recently 

overtook Britain as the most visited destination in Europe in 

2014, is forecast to continue widening as Britain’s share of 

the Indian outbound market slightly declines.

21

1.3 Britain and competitors

Source: Oxford Economics

Britain 
ranks 10th

among Indian outbound
destinations by volume
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1.3 Britain and competitors
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Source: Oxford Economics, includes visits of at least one overnight

Britain’s market share of Indian outbound 

visits among competitor set

Historic and potential visits to Britain (000s) 
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Inbound Britain activities

• Among Indian visitors, dining in restaurants 

is the most popular activity, followed by 

shopping and visiting parks or gardens. 

Sightseeing famous monuments/ buildings 

too is popular among Indian visitors. 

• Almost one-in-four visits include visiting a 

castle or historic house. And a similar 

proportion of visits from India also features a 

visit to a museum or art galleries.

• Indian visitors have an above average 

propensity to go to the coast or beaches, 

and/or to the countryside or villages during 

their stay in Britain. 

• They will also be slightly more likely than 

average to watch live cricket, or undertake 

cultural activities such as going to a festival, 

a musical, theatre, opera or ballet.

23

1.4 Inbound activities

Source: International Passenger Survey by ONS, rankings based on 2006-2016 data
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1.4 Inbound activities
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Source: International Passenger Survey by ONS 2016

Propensity to visit museums and 

galleries 

Propensity to visit built heritage sites 
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1.4 Inbound activities

25

Source: International Passenger Survey by ONS 2011 and 2016

Propensity to attend the performing arts Number who went to watch live cricket 

during trip (000s)
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1.4 Inbound activities
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Source: International Passenger Survey by ONS 2007, 2010 and 2016

Propensity to go for a walk or cycle Propensity to visit a park or garden 
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1.4 Inbound activities
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Source: International Passenger Survey by ONS 2007, 2008, 2011 and 2013

Propensity to go to restaurants, go to 

pubs, and socialise with locals 

Propensity to purchase selected items (%) 

46%

34%

61%

32%

15%

49%

50%

36%

70%

54%

50%

62%

19%

26%

69%

27%

20%

69%

13%

29%

78%

17%

32%

58%

0% 50% 100%

All journey purposes: went to pub

All journey purposes: socialising with the locals

All journey purposes: dining in restaurants

Business: went to pub

Business: socialising with the locals

Business: dining in restaurants

Holiday: went to pub

Holiday: socialising with the locals

Holiday: dining in restaurants

VFR: went to pub

VFR: socialising with the locals

VFR: dining in restaurants

India All markets

41%

10%

9%

12%

13%

9%

24%

5%

3%

3%

16%

38%

46%

9%

14%

15%

9%

13%

17%

3%

5%

2%

19%

32%

0% 20% 40% 60%

Clothes or Shoes

Personal accessories e.g. jewellery

Bags, purses etc

Cosmetics or toiletries e.g. perfume

Books or stationery

Games, toys or gifts for children

Food or drink

CDs, DVDs, computer games etc

Electrical or electronic items e.g. camera

Items for your home e.g. furnishing

Other holiday souvenir (not mentioned…

None of these

India All markets



Market and Trade Profile India

1.4 Inbound activities
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Source: International Passenger Survey by ONS 2013

Propensity for visit to include an English 

language course (%) 
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Understanding 

the market

Chapter 2:

29
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Chapter summary 
• India is the second most populated country in the world with 1.3bn 

inhabitants. It is forecast to overtake China as most populated 

country by 2022.

• Over the last ten years the number of international visits from India 

has grown over ten times faster than the population.

• 48% of Indian holiday visitors tend to start thinking about their trip to 

Britain early, more than half a year in advance. However, most of 

them (46%) decided on Britain as their destination between 3 and 6 

months in advance, and about two thirds booked within two months 

of travelling.

30

2.Understanding the market 

Source: Arkenford 2013, Oxford Economcis, VisitBritain/IPSOS 2016

Wide variety 
of places to 

visit
Most important 
draw for Indian 

visitors

• Word-of-mouth and information on search engines are the most important influences 

on the holiday destination choice.

• The wide variety of places to visit and the countryside/natural beauty are amongst 

the most important motivations for choosing Britain as a holiday destination. 

Amongst Britain‘s strengths are the perceptions that it is a good destination for 

visiting a lot of historic and famous sites, and for entertainment and nightlife.
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Demographics & society
• Second-most populated country in the world: 1.3bn inhabitants.

• India is a federal parliamentary republic.

• There are 29 states and 7 union territories in India. Just over a third of 

the population lives in urban areas.

• Most of the country, with the exception of some desert and mountain 

areas in the North is densely populated – mainly all along the banks of 

the Ganges in the North. The main urban areas include New Delhi, 

Mumbai, Kolkata, Bangalore, Chennai and Hyderabad.
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2.1 Structural drivers 

Source: Oxford Economics, CIA World Factbook 2017; 2001 census for languages and 2011 data for religions, Thonson Reuters‘ Practival Law

1.3bn
2016 Indian
population

• India is a multi-cultural country: there are many languages spoken, with Hindi being the most 

widely spoken (primary tongue of 41% of the population), and many religions observed, with 

Hindus and Muslims representing the majority (80% and 14% of the population respectively).

• English is very important: it has the status of a subsidiary official language but is largely used 

for national, political and commercial issues.

• There is a minimum of 12 paid holidays in India; public holidays vary according to the region. 
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2.1 Structural drivers: population and economic indicators 
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Source: Oxford Economics, CIA World Factbook 2017

Measure 2016 

estimate

Total population (bn) 1,326

Median age 28 years

Population growth rate (2015-2020) 6%

Population dynamics

Indicator 2016 2017 2018

Real GDP 7.9% 6.5% 7.5%

Consumer spending 9.2% 7.0% 8.8%

Disposable income 11.5% 11.4% 11.3%

Consumer prices 4.9% 3.3% 5.5%

Economic indicators (% growth unless 

stated)
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2.1 Structural drivers: general market overview
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Source:, Oxford Economics, CIA World Factbook 2017 (2011 data and data from 2001 census), UN ‘World Population Prospects’ (2015 Revision), Capgemini World Wealth Report 2016

Key demographic and economic data

Measure (2016 data) India

Population (bn) 1,326

GDP per capita PPP (US$) 5,962

Annual average GDP growth

over past decade (%)
7.3

Annual average GDP growth 

in 2016 (%)
7.9

General market conditions

• India is Britain’s 18th largest source market 

in terms of visits and 14th most valuable, as 

of 2016.

• GDP growth is strong despite occasional 

blips. The domestic economy should 

continue to grow.

• Thanks to a good position in many service industries, 

Oxford Economics forecasts the Indian middle class to 

double in volume within 10 years (households with 

income over US$30K). Overall India’s competitiveness in 

international markets is another asset for its economy.

• India is the second most populated country in the world, 

after China. It is forecast to overtake China by 2022.

• The Indian population is ageing though still very young. 

Its median age is forecast to increase from 26.6 years old 

in 2015 to 31.2 years old in 2030 and 37.3 by 2050.

• There are several languages in India: Hindi is the most 

common primary tongue in India (41% of the population), 

followed by Bengali, Telugu, Marathi, Tamil and Urdu. 4-

in-5 Indians follow the principles of Hinduism. 14% of the 

population are Muslim, 2% Christian, and 2% Sikh.

• In 2015, India ranked 12th globally in number of HNWIs, 

with 200,000 HNWIs (+1% on 2014). It is expected to 

drive global growth in HNWIs’ wealth in the period to 

2025, along China and the USA.
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2.1 Structural drivers: exchange rate trends
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Source: Bank of England

Exchange rate trends (cost of GBP in INR) 
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Please find the most up-to-date exchange rate trend based on monthly averages at visitbritain.org/visitor-economy-facts.

https://www.visitbritain.org/visitor-economy-facts
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• The Indian outbound market shows signs of growth in 

both volume and spend.

• According to the latest report from the Indian Ministry of 

Tourism, Indian outbound depatures reached 21.9m in 

2016, after several years of growth. Oxford Economics 

estimates that almost half of those were outbound 

overnight visits.

• In 2016 international tourism expenditure in India 

reached US$16.4 billion, gaining three places in the 

global ranking, up to 20th position.

• Bookings for long-haul travel from India are still mainly 

influenced by travel agents. However, online sources of 

information and social media already play a key role in 

the decision process. As mobile data access takes over 

on using laptops or desktops, the travel market is slowly 

transiting towards more online transactions.
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2.2 Consumer trends 

Sources: UNWTO, Oxford Economics, India Tourism Statistics 2017, BCG/Google ‘Demystifying the Indian online traveler’ 

21.9m 
Indian nationals 

departures in 2016
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2.2 Consumer trends: overall travel trends
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Source: Oxford Economics, India Tourism Statistics 2017, UNWTO, BCG/Google ‘Demystifying the Indian online traveler’

Travel trends • Both domestic tourism and outbound tourism in India 

have been booming according to official data. However, 

domestic tourism still grows at a faster pace than the 

volume of outbound departures. 

• With a growing middle class, Indian nationals are 

travelling more and more. The importance of word-of-

mouth is great and they would try to liaise with people 

they know or people that have been recommended to 

them by friends or relatives in the country they intend on 

visiting. 

• International tourism expenditure has also increased in 

recent years, with the value of this outbound market 

having grown by 150% between 2005 and 2016 

(USD6.2bn and USD16.4bn respectively). 

• More and more people are accessing the internet and 

attitudes towards booking holidays are changing. The 

online air booking market is forecast to double between 

2015 and 2020, from USD15bn to USD30bn.

• Most Internet access in India is made through mobile. 

However, when it comes to bookings Indians tend to still 

turn to their laptops and desktops, while more and more 

searching on their mobile devices.
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2.2 Consumer trends: motivation and attitudes to holidays
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Source: India Tourism Statistics 2017, Oxford Economics, VB/DEFRA’s “Food is GREAT” research

2016 share of Indian international 

departures by airport

• According to the Indian Ministry of Tourism approximately 1 

in 5 Indian on an outbound trip depart from Mumbai and 

another 1 in 5 from Delhi. 

• As we saw previously, the most visited destinations mainly 

include countries in the Middle East and South East Asia. 

The US, France and the UK are also among their most 

popular destinations. 

• Despite some strong cultural links with the UK, France is 

their most visited destination in Europe, although until 

recently this was the UK. Oxford Economics forecasts this 

trend to continue. 

• Food is an important element of a trip for an Indian visitor. 

Indian diets can be different than European diets. They are 

likely to choose a destination where they know they can 

find food that suit their diet, which can be based on their 

religious beliefs.

• According to recent research from VisitBritain and DEFRA, 

over 1-in-2 Indian respondents would pick the UK as a 

destination that offers attractive food and drinks to the 

tourists. 9-in-10 agreed that British products are of good 

quality. They would be most likely to associate baked 

goods with Britain.
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• Many Indian holiday visitors start thinking about their trip 

early with almost half doing this as early as half a year or 

more in advance.

• However, later steps show shorter lead-times than the all-

market averages. 

• Over 7-in-10 Indian visitors decided on Britain as their 

destination between 1 and 6 months in advance of 

travelling, compared to 58% for all markets. 

• About two thirds of Indian visitors booked within two 

months of travelling, versus less than half for all markets.

• Most bookings to Britain were made online and through 

travel agent/ tour operator and travel comparison 

websites. More Indian visitors had booked their travel face 

to face than the global average. They are also more likely 

to stay at friends‘ or relatives‘ than average.

• Overall Indian visitors are more likely to book an activity in 

the UK than the all-market average and more would do so 

before their trip rather than during.
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2.3 Booking and planning 

Source: VisitBritain/IPSOS 2016

66%
of Indian visitors 

booked their trip to 
Britain within two 

months of travelling
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2.3 Booking and planning: booking channels and ticket sales
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Source: VisitBritain/IPSOS 2016, base: visitors (online survey)

How trips to Britain were booked Propensity to make a purchase before or 

during trip 

49%
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53%

17%
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• Most Indian visitors book their trip to Britain online.

• There are less likely to book their holiday face-to-face than 

the global average when booking travel and accommodation 

as a package (16% compared to 26% respectively), but are 

more likely to do so when booking travel only (14% vs 10%).

• More Indians stay with friends/relatives than the global 

average.

• Indian visitors are more likely to book an activity in the 

UK before their trip than during. They are more likely 

than the all-market average visitor to have bought 

activities tu undertake in Britain.

• The most popular activities bought are tickets or passes 

to other tourist attractions and guided sightseeing tours 

in or out of London.
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2.3 Booking and planning: lead-times 
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Source: VisitBritain/IPSOS 2016, base: visitors

Decision lead-time for visiting 

Britain

• Almost half of Indian holiday visitors tend to start thinking 

about their trip to Britain early: 48% started to think about 

going on holiday more than half a year in advance. A further 

34% of them did so between three and six months ahead of 

their trip. This compares to 49% and 31% respectively on 

average across all markets.

• However, while Indian visitors started to think about their 

trip roughly at the same time as the all-market average they 

had a shorter lead time for deciding on their destination, 

looking at options and booking.

• 46% of Indian visitors decided on Britain as their destination 

between 3 and 6 months in advance of travelling; and 27% 

did so only one to two months ahead of their journey. On 

average across all markets, a total of 58% of visitors to the 

UK did so in the same time frame (1-6 months).

• 70% of Indian visitors researched options and prices 

between one and six months before travelling, compared to 

a global average of 63%.

• Finally about two thirds of Indian visitors booked within two 

months of travelling, versus less than half for all markets.

• About half of bookings are made through travel agent/ tour 

operators/travel comparison websites rather than direct with 

the carrier.
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• Print media is still very important in India, especially in 

top- and lower-tier cities. Tour operators still mostly 

advertise their products for FIT and GIT through print.

• Television, cinema and digital lead the growth of the 

media and entertainment sector in India. In 2016 the 

penetration of television reached 65%, while India 

ranked the 3rd largest internet market in the world.

• Indians living in both rural and urban areas prefer to 

access the internet on their mobile devices rather than 

on laptops or desktops (87% and 73% respectively).

• As word-of-mouth is still a key influencing factor in this 

market, the role of advocacy on social media and review 

websites should not be underestimated.

• India is the leading country in the world in terms of 

volume of Facebook users with 241 million users as of 

July 2017, just ahead of the USA.
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2.4 Reaching the consumer

Sources: 2016 ITA Media and Entertainment Top Markets Report (USA Department of Commerce), Statista 2013-2017, 

BCG/Google ‘Demystifying the Indian online traveler’ , 2016 “Outbound travel – a digital overview” by Google 

86%
of Indians consumers‘ 

decisions are influenced 
by some digital 

information
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2.4 Reaching the consumer: print media

Source: Audit Bureau of Circulations, 2016 ITA Media and Entertainment Top Markets Report (USA Department of Commerce)

*Based on H2 2016 circulation figures published by the Audit Bureau of Circulations, ABC member publications only

Magazines

Major ladies’ magazines

Femina

Cosmopolitan

Savvy

Society

Elle

Women’s Era

Verve

Vogue

Filmfare

Stardust

Showtime

Marie Claire

Harpers Bazaar

Major men’s magazines

Man’s World

GQ

Maxim

Travel magazines

Outlook Traveller

Lonely Planet Magazine

India Today Travel Plus

In-flight magazines

Jet Airways – Jetwings

Spice Jet – Spice Route

Air India – Shubt Yatra

Indigo Airlines – Hello ^E

Go Air – Go Getter

Travel trade publications

Travel Talk

Travel Trends Tabloid

Today’s Traveller

Travelbiz Monitor

Express Travel World

SellingWorld Travel 

Premier

News Wire

Travel Span

Plaza Times

The World of Travel and Tourism

Go Now/ Hospitality India

World of Travel

Xpress Travel and Tourism

The Indian publishing sector ranked as the 10th biggest globally, and third most important media and entertainment 

sector in India, behind filmed entertainment and video games. Travel trade marketing still relies heavily on print.
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Newspapers

Major publishing groups

The Times of India Group

The India Express Group

The Hindustan Times Group

The Hindu Group

The Anandabazar Partika Group

The Eenadu Group

The Malaysia Manorama Group

The Mathrubhumi Group

The Sahara Group

The Nhaskar Group

The Dainik Jagran Group

Highest circulation daily newspapers*

Dainik Jagran Hindi

Dainik Bhaskar Hindi

The Times of India English

Amar Ujala Hindi

Hindustan Hindi

Malayala Manorama Malayalam

Eenadu Telugu

Rajasthan Patrika Hindi

Daily Thanthi Tamil

Mathrubhumi Malayalam

The Hindu English

Daily Sakal Marathi

Patrika Hindi

Hindustan Times English

Punjab Kesari Hindi

Dinakaran Tamil

Sakshi Telugu

Ananda Bazar Patrika Bengali



Market and Trade Profile India

Broadcast media: television & cinema
• In 2016 filmed entertainment ranked as the leading media and 

entertainment sector in India.

• Indians’ main pastimes include movie-going and watching 

cricket. 

• Television has an estimated 65% penetration rate which makes 

it a powerful media in India. Its viewership is growing too, with 

subscriptions to over-the-top (OTT) services, digitised cable TV 

and direct-to-home services booming. 

• Since deregulation in 1991 there has been considerable growth 

in local, national and international offerings.

• The spread of television has resulted in greater awareness of 

global events and different international lifestyles, thereby 

shaping aspirations and attitudes, especially those of the young.

• By the end of 2017 35% of the Indian population is expected to 

live in urban areas. Therefore more people would have access 

to cinema showings.

• The cinema industry in India is dominated by the influence of the 

movies produced in Hindi in Bollywood, Mumbai, and the ones 

produced in Tamil in Kollywood in Chennai (Tamil Nadu region).

2.4 Reaching the consumer: broadcast media, radio and digital

Source: 2014 IRS from MRUC, 2016 ITA Media and Entertainment Top Markets Report (USA Department of Commerce), 

Statista 2017, 2016 “Outbound travel – a digital overview” by Google, BCG/Google ‘Demystifying the Indian online traveler’ 

Radio
• Radio also remains a major media in India. It is also affected by 

a change in distribution methods, with more digitised channels. 

• About 100 million Indian people listened to the radio in 2014.

Internet/Digital Media
• India is ranked as the third largest Internet market in the world, just 

after the USA and China. Internet users are estimated to add up to 

over 300 million Indian people, while mobile users are about 900 

million users. 

• An estimated third of those are smartphone users, making mobile-

ready information a key way of reaching consumers in India.

• According to a 2016 Google report on the Indian online travel 

market, digital information impacts up to 86% of the Indian 

consumers’ decisions. Websites accessed on computer was the 

most popular source of influence according to that report, followed by 

online advertising/ email, websites or applications accessed on 

smartphones and then on tablets.

• According to another Google report developed with BCG, so far 

most internet users are millennials, especially men, living in the top 8 

cities in India (where the population is over 4 million people). 

However, by 2020 this profile will change slightly as women and 

groups from lower tier cities and over 35 years old will gain online 

market share. Today Indians in rural areas already tend to prefer 

mobile internet access to larger screens (87%, compared to 73% in 

urban areas). This means that content has to adapt to those 

channels. Advertisers should also be prepared to adapt their content 

to a larger audience, translating their information to local languages.

• Digital payments are still quite limited in India although the 

government launched a national IPR policy to create a ‘Digital India’ 

by 2019.
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Usage and reach of social media & 

search engine
• Social media has now become part of everyday life for a 

majority of online Indians. As of July 2013, 59% of Indian 

respondents to a Statista survey of internet users declared 

that social media was important to them.

• At that same time visiting a social network was the most 

popular activity on a smartphone among Indians, ahead of 

using a search engine and checking emails (49%, 43% and 

36% respectively).

• The most popular social media in India are YouTube, 

Facebook, and Whatsapp (Statista, Q4 2016).

• India is the first country in the world in terms of volume of 

Facebook users with 241 million users, just ahead of the USA 

(Statista, July 2017). This figure is projected to reach about 

320 million users in India by 2021, with the Facebook 

penetration rate jumping to 23% by 2021.

• Word of mouth is very important for this market, 

whether direct or more indirect when people react to 

images or video posted on social networks, or to 

reviews. According to a recent BCG/Google study 

based on GFK research, advocacy plays a key role in 

Indians’ travel booking journey: over 3-in-4 Indians 

would get inspired about their holiday by conversations 

with family and friends. 23% would be inspired by social 

media.

• In 2016 there were an estimated 200 million searching 

on Google. 34% of all travel queries on Google 

between January and November 2016 were for 

outbound travel (compared to 76% for domestic travel).

• The volume of searches on outbound destination 

activities grew by 23% in 2016. This is the top growth 

rate among outbound travel topics. This shows a 

growing interest in India for this type of information and 

thus opportunities for destinations to catch the interest 

of Indian outbound travellers.

2.4 Reaching the consumer: social media

Source: Statista 2013-2017, BCG/Google ‘Demystifying the Indian online traveler’ , 2016 “Outbound travel – a digital overview” by Google
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2.4 Reaching the consumer: social media on holiday

45

Source: VisitBritain/IPSOS 2016, base: all respondents: Have you used social media in any of the following ways whilst on your last holiday to Britain (visitors) /on your last holiday to a foreign 

destination (considerers)?

Use of social media on holiday • The social media channels most used in the Indian market 

are Facebook, Youtube, Google +, Twitter, and Instagram.

• 58% like to keep in touch with people at home, 54% like to 

post/upload their holiday photos, and 50% like to share 

with others where they are and what they are doing at the 

moment.

• 88% like to stay connected whilst they are on holiday and 

9-in-10 visitors regard their smartphone as an essential 

item whilst they go on holiday (compared to 73% all-

market average).

• 90% of Indian travellers love to take photos when they are 

on holiday which is above the all-market average (78%).

• 74% of Indian travellers have taken and shared holiday 

photos online, and 67% have taken and shared online 

videos on holiday.

• Indian respondents are twice as likely to have used social 

media to ask for advice on where to go or what to do whilst 

on holiday. 8-in-10 Indian travellers trust the reviews of 

other tourists on social media.

• They are also much more likely to share their own advice 

or recommendations about the place they visited on social 

media (46% against 19% on average across all markets).

19%

20%

23%

25%

29%

29%

30%

39%

44%

46%

41%

39%

46%

50%

21%

44%

54%

58%

0% 50% 100%

Share my own advice or recommendations about visiting
where I am

Ask for advice on where to go or what to do

To help you plan / decide where to go or what to see or
what to do

To let people know where I am at a given moment (e.g.
checking in on Facebook)

Share with others where you are / what you are doing
while on holiday

I have not used social media at all on this type of holiday

Look for recommendations for places to eat or drink

To post / upload photos of my holiday

To keep in touch with people at home

India All markets



Market and Trade Profile India

6%

6%

9%

9%

11%

12%

12%

14%

14%

15%

15%

15%

16%

16%

17%

18%

18%

19%

19%

22%

25%

25%

26%

26%

30%

31%

33%

40%

9%

9%

13%

14%

16%

15%

17%

16%

18%

19%

16%

19%

17%

21%

22%

16%

20%

18%

19%

20%

21%

20%

18%

25%

24%

23%

26%

27%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Information in radio adverts

Travel programme on radio

Images / information on billboards / poster adverts

Seeing social media posts from celebrities talking about their holiday destinations

Images / information in TV adverts

Articles on an online encyclopaedia e.g. Wikipedia, Wikitravel

Images / information in adverts in a magazine or newspaper

Travel app

Images or videos from a photo/video sharing social network site

A special offer or price deal you saw advertised offline e.g. in a newspaper, magazine or on TV

Images / information in online adverts

Images or videos your friends or family have posted to social media

Direct advice from a travel agent/tour operator (face-to-face, over the phone)

A travel feature / article in a magazine or newspaper

An official tourist brochure for the country / city / region

An official tourist organisation website or social media site for the country or destination

Travel agent or tour operator brochure

A special offer or price deal you saw advertised online

Travel programme on TV

Travel blogs / forums

Travel agent or tour operator website

A travel guidebook

An accommodation provider/ hotel website

Talking to friends or family in your social network (e.g. via Facebook / Twitter)

Websites providing traveller reviews of destinations [e.g. TripAdvisor]

Looking at prices of holidays/flights on price comparison websites

Information from search engines [e.g. Google]

Talking to friends / relatives / colleagues

India All markets

2.4 Reaching the consumer: influences 
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Source: VisitBritain/IPSOS 2016, base visitors & considerers. Which of the following sources influenced your choice of destination? (Market scores have been adjusted so that the sum of all influences 

for each market is equivalent to the global total, to enable meaningful comparisons)

Influences on destination choice 
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• When asked the most important reasons for choosing Britain as a 

holiday destination, Indian visitors chose the wide variety of 

places to visit, the countryside/natural beauty, and the 

climate/weather, followed by cultural attractions and the 

possibility of visiting friends or relatives, as well as security/safety 

and the variety and quality of the accommodation options.

• Australia is the destination that Indians consider the ‘best place’ 

for delivering the things they most want from a holiday 

destination: enjoying the beauty of the landscape and feeling 

connected to nature.

• Areas of strength for Britain include visiting places with a lot of 

history/historic sites, entertainment/nightlife and visiting world 

famous sites and places. They also tend to have a strong link 

with Britain: compared to other destinations (France, Italy, 

Australia, USA and Germany), they also view Britain as the best 

place to revisit places of nostalgic importance to them.
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2.5 Perceptions of Britain

Source: Arkenford 2013, VisitBritain/IPSOS 2016

Biggest draws for Indian 
holiday visitors:

Wide variety of 
places to visit, 
countryside/ 

natural beauty, 
and climate
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2.5 Perceptions of Britain

48

Source: Anholt-GfK Nation Brands Index 2016

Measure Indian 

respondents

All

respondents

Overall Nation Brand 4 3

Culture (overall) 5 5

The country has a rich cultural heritage 6 7

The country is an interesting and exciting place for contemporary culture such as 

music, films, art and literature
3 4

The country excels at sports 10 5

People (overall) 4 7

If I visited the country, the people would make me feel welcome 8 12

Tourism (overall) 4 5

Would like to visit the country if money was no object 7 5

The country is rich in natural beauty 8 24

The country is rich in historic buildings and monuments 5 5

The country has a vibrant city life and urban attractions 5 4

Britain’s ranking (out of 50 nations)
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2.5 Perceptions of Britain

49

Source: Anholt-GfK Nation Brands Index 2016
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2.5 Perceptions of Britain

50

Holiday wants and % saying destination is best place for…

Source: VisitBritain/Arkenford 2013

Importance GB FR IT AU US GE
6.18 Enjoy the beauty of the landscape 45% 47% 42% 59% 42% 29%

6.13 Feel connected to nature 45% 39% 40% 50% 37% 25%

6.10 Offers good value for money 41% 37% 35% 49% 53% 29%

6.09 Do something the children would really enjoy 51% 43% 35% 60% 68% 34%

6.07 Have fun and laughter 29% 29% 22% 36% 53% 10%

6.07 Enjoy peace & quiet 30% 41% 37% 43% 34% 25%

6.06 See world famous sites and places 55% 51% 48% 42% 60% 35%

6.05 The people are friendly and welcoming 43% 41% 37% 45% 60% 34%

6.02 Be physically healthier 47% 45% 38% 56% 54% 37%

6.01 It offers unique holiday experiences 48% 50% 46% 57% 61% 38%

6.00 A good place to visit at any time of year 40% 41% 36% 54% 56% 30%

5.99 Provides a wide range of holiday experiences 50% 45% 39% 59% 67% 34%

5.94 Explore the place 31% 39% 49% 56% 42% 36%

5.93 Experience things that are new to me 37% 31% 31% 44% 50% 27%

5.89 Broaden my mind/ Stimulate my thinking 45% 48% 33% 49% 61% 37%

5.87 Enjoy high quality food and drink (gourmet food) 41% 48% 49% 49% 59% 29%

5.86 Enjoy local specialities (food and drink) 39% 48% 50% 36% 46% 17%

5.80 Have dedicated time with my other half 47% 59% 49% 58% 59% 38%

5.79 Experience activities/places with a wow factor 40% 46% 47% 56% 55% 29%

5.77 Easy to get around by public transport 52% 37% 30% 44% 57% 36%

5.70 Do something environmentally sustainable/ green 27% 22% 29% 47% 59% 22%

5.68 Visit a place with a lot of history/historic sites 59% 55% 55% 37% 43% 45%

5.67 Good shopping 39% 51% 31% 45% 65% 33%

5.65 Do what I want when I want spontaneously 28% 40% 20% 43% 58% 24%

5.59 Chill/ slow down to a different pace of life 37% 40% 33% 47% 51% 21%

5.57 Visit places important to my family's history 39% 39% 29% 37% 43% 28%

5.57 Revisit places of nostalgic importance to me 51% 32% 45% 37% 45% 25%

5.49 Soak up the atmosphere 40% 41% 22% 42% 48% 41%

5.43 Meet and have fun with other tourists 34% 5% 17% 44% 64% 34%

5.41 Go somewhere that provided lots of laid on entertainment/nightlife 55% 50% 41% 63% 69% 38%

5.33 Party 40% 49% 39% 56% 65% 34%

5.32 Meet the locals 23% 52% 57% 44% 69% 40%

5.30 Feel special or spoilt 37% 40% 33% 50% 55% 23%

5.26 Get some sun 45% 29% 32% 58% 54% 29%

5.24 To participate in an active pastime or sport 36% 37% 26% 55% 41% 26%

5.23 Fashionable destination 47% 61% 44% 41% 62% 29%

5.21 Experience adrenalin filled adventures 29% 29% 39% 38% 48% 18%

5.16 Do something useful like volunteering to help on a project 53% 38% 41% 49% 46% 32%

5.12 Get off the beaten track 28% 43% 24% 62% 44% 31%

5.07 Watch a sporting event 43% 33% 26% 55% 51% 29%
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2.5 Perceptions of Britain
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Motivations for choosing Britain as a holiday destination
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14%
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24%
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15%

28%

16%

14%

33%

26%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Easy to visit with children

Visit a film/TV location

Watching sport

Cost of staying in the destination

The climate / weather

Wide range of holiday activities

Meeting locals

Easy to get plan/organise

Accommodation (variety & quality)

Security / safety

A good deal

Try local food and drink

Contemporary culture

A mix of old and new

A culture different from own

Ease of getting to the country

Visiting friends or relatives

Somewhere English-spoken

Easy to get around

Countryside/natural beauty

Vibrant cities

Wanted to go somewhere new

Wide variety of places to visit

Cultural attractions

India All markets

Source: VisitBritain/IPSOS 2016, base: visitors (Market scores have been adjusted so that the sum of all influences for each market is equivalent to the global total, to enable meaningful comparisons)
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2.5 Perceptions of Britain
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Sought-after Britain activities 

Source: Anholt-GfK Nation Brands Index 2013; If you went on a holiday/vacation to Britain which of the following activities would you most like to do? Please choose a first, second and 

third choice
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0% 5% 10% 15% 20% 25% 30% 35%

Have fish & chips at the seaside

Dine by the fire in a cosy Welsh pub

Watch a musical in London's West End

Tour around quaint Cotswold villages

Visit 16th c. historic Chatsworth House & gardens

Enjoy traditional afternoon tea & cakes

Go on the Harry Potter studio tour

Relax in Bath rooftop spa overlooking Roman baths

Go walking in Yorkshire's moors & hills

Visit Edinburgh castle

Enjoy a night out in Newcastle's bars

Go to a Premier League football match

Take a leisurely steam cruise in the Lake District

Shop on London's Oxford Street

Spot wildlife in Scottish Highlands

Take the mountain train up Snowdon

View London from Shard tower / London Eye

Visit Buckingham Palace

% any % first
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Access and travel 

trade

Chapter 3:
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• Most Indian visits to the UK were made by plane (84%).

• A further 11% of visits were made through the tunnel (just 1% down 

on the all-market average), hinting at a combined itinerary with 

another European country. Indian visitors coming through the 

tunnel had either embarked on the Eurostar or on a coach.

• Direct seat capacity increased in 2016, slowly trying to recover 

from the 13% decline it suffered in 2012, and the 4% dip in 2015.

• Three airlines virtually account for most of direct capacity between 

India and Britain: British Airways, Air India and Jet Airways.

• 6 airports in India (Ahmedabad, Bengaluru, Chennai, Delhi, 

Hyderabad and Mumbai) serve direct routes to two airports in the 

UK (Birmingham and London Heathrow). Flights from Delhi and 

Mumbai made up 82% of the seat capacity in 2016.

• The online Indian travel trade is becoming more important although 

many Indians still prefer booking trips abroad via traditional agents.

54

3. Access and travel trade

Source: Apex Rdc 2016, International Passenger Survey by ONS

84%
of visits to Britain from 

India were made by 
plane in 2016.
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3.1 Access: key facts 

• Just above one-in-ten Indian visits to the UK were made 

through the tunnel.

• 84% of Indian visitors travel to the United Kingdom by plane.

• Indian visitors departing Britain by air pay £75 in Air 

Passenger Duty.

• 6 airports in India (Ahmedabad, Bengaluru, Chennai, Delhi, 

Hyderabad and Mumbai) serve direct routes to two airports in 

the UK (Birmingham and London Heathrow). Flights from 

Delhi and Mumbai made up 82% of the seat capacity in 2016.

• British Airways, Air India and Jet Airways accounted for 94% 

of the direct capacity between those six airports in India and 

the UK in 2016.

• Direct seat capacity between India and the UK has seen 

some challenges in the last few years. After a 13% decline in 

2012 and a softer 4% decline in 2015 year-on-year, it has 

increased in 2016 and is now 3% above the 2012 capacity.

• Connecting routes on Middle Eastern carriers have been 

growing fast in recent years. The trade report them to account 

for a third of the traffic between India and Britain today. They 

offer more regional options in both countries.

55

84% of Indian 

visitors travel to the 

UK by plane.

Source: International Passenger Survey by ONS, Apex RdC 2016 (non-stop flights only, exluding Thomson Airways and Thomas Cook Airlines charter flights from Goa back to Britain).

Measure 2016

Weekly aircraft departures 111

Weekly aircraft seat capacity 30,193

Airports with direct routes in India 6

Airports with direct routes in Britain 2

Access to Britain
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3.1 Access: mode of transport
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Source: International Passenger Survey by ONS
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3.1 Access: capacity
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Source: Apex Rdc 2016: non-stop flights only

*all routes, **excluding charter flights from Goa operated by Thomas Cook Airlines and Thomson Airways.

Note: Amritsar is also linked to the UK through stopping routes with stopover in India (no added capacity).

Annual airline seat capacity trends* Origin airport annual seat capacity**
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3.1 Access: capacity
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Airline seat capacity by carrier (2016)

Source: Apex Rdc 2016: non-stop flights only, excluding charter flights from Goa operated by Thomas Cook Airlines and Thonson Airways

Note: Jet Airways is adding a new departure from Mumbai to London Heathrow starting 29/10/2017, increasing its capacity on direct seats between India and the UK.

Destination airport annual seat 
capacity

94%

6%

London - Heathrow

Birmingham International

40%

29%

25%

6%

British Airways Air India

Jet Airways Virgin Atlantic Airways
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• With some recent infrastructure investments, the development of 

new players, the rise in digital adoption, and support from the 

government, the travel market in India is changing slowly.

• Indian travellers are more and more tech-savvy. However, mobile 

and desktop conversion rates are still very low, even compared to 

other emerging markets. It seems that if the Indians are keen on 

using digital sources for travel inspirations and destination 

information, actual online bookings are still quite low in 

proportion, compared to other markets. A traditional travel agent 

can provide some reassurance that may be more complicated to 

obtain online.

• However, there are signs of change towards more digitalisation of 

the travel market as the two largest online travel agents (OTAs), 

MakeMyTrip and Ibibo, announced their merger in October 2016.

• Two thirds of the daily visits to top travel websites in India were 

made through mobile data: mobile is leading the adoption growth 

of new users. For those who will book through an OTA, they 

would have previously consulted a search engine (91%), the OTA 

they booked with (75%) as well as competitor OTAs (37%).
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3.2 Travel trade: general overview

The Indian 
travel trade is 
changing as 

digital 
adoption rate 

keeps 
increasing

Source: Google studies, Jumpshot 2016, eyefortravel.com
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3.2 Travel trade: Indian tour operators
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Selection of the main travel online 

and offline players

Cox&Kings

Thomas Cook India

Flight Centre India

SOTC

Expedia India

MakeMyTrip

Yatra

GTA

Veena World

TUI

Viator (TripAdvisor)

Ten of the main travel operators 

in India

Main information
• The travel trade in India remains reactive and last minute.

• Online booking is becoming increasingly popular, but at present the trade still plays 

a pivotal role in booking outbound travel. Besides Indian OTAs are quite different 

from the most common definition: they have call centres where consumers can 

call in to book, or modify their bookings, as well as staff that can collect cash from 

consumers’ residence or office for bookings, or networks of sub-agents doing so.

• Recently the OTA market started to consolidate with the merger between two main 

players, MakeMyTrip and the Ibigo Group, that was approved and completed in 

January 2017.

Where to find the trade, how to work with the trade
• The Indian traditional travel market is quite fragmented. There are about 150 

key travel agents in the five cities of Delhi, Mumbai, Chennai, Bangalore and 

Kolkata. There are also large numbers of smaller agents and tour operators 

spread across India, many of which include Britain in their portfolio.

• Some of the main tour operators, online and offline, may just sell air tickets to 

the UK or accommodation there, but not necessarily year-long holiday package 

offerings. Most travel agents in India are only ticketing agents focussing on the 

lower end of the market.

• The Indian travel trade will often insist on credit, but care should be taken 

unless dealing with long-standing partners.

• If doing business directly in India it is wise to carry press releases, features and 

photographs as these can be used for media opportunities, even at short 

notice.
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3.2 Travel trade: practical information 

General practical information:
• The top ten agents of most airlines are consolidators, 

operating on high volume and low margins through a network 

of sub-agents. There are two sorts of consolidators: the 

ticketing wholesalers (Akbar Travels of India for example) and 

the hotel/tour package wholesalers (GTA for example).

• The emergence of agencies servicing the individual travellers 

for their travel-related services is a relatively new 

phenomenon, though some incentive and business agents 

control the bulk of the market. Online booking is becoming 

increasingly popular, most of all for domestic travel. Some 

traditional agencies now have an online presence and the 

OTA market is becoming more mainstream overall.

• Competition can be quite fierce between the larger travel 

agents. Those tend to invest in IT solutions that reduce the 

operating costs, resulting in cheaper options for travellers.

• Many of the smaller agents tend to deal with niche segments 

which can often be those generating the greatest spend per 

visit.

• Mid-April to the end of June is the peak season for leisure 

groups to Britain. Some will be restricted to two or three nights 

in London on a 14-day European coach tour, with the option 

for extra days to be added on an independent basis.

Trade exhibition:
• Indian agents will often travel to trade fairs, including some 

held in Britain so can be contacted at these events. In India 

there are many trade fairs that are worth considering 

attending, including OTM, SATTE, the TTF events (Travel & 

Tourism Fair), and some Travel Mart events such as KTM 

(Kerala Travel Mart) or IITM one (India International Travel 

Mart). 

Planning cycle:
• The trade starts to receive enquiries for travel during the peak 

summer months in January, brochures are therefore planned 

and produced by December or January at the latest.

• You can engage with operators as early as a year in advance 

as they are usually happy to start discussions quite early.

• However, itinerary finalisation and price negotiations continue 

almost until the time of departure and last-minute changes 

happen frequently. Approaching the Indian travel trade in 

October-November, when the outbound programme of the 

next year is actually being planned, is still a valid option. 

• Face-to-face meetings are the best way to make an impact, 

as the trade prefers to deal with people they have met.

• Mumbai, Delhi, Bangalore and Hyderabad are the key cities 

to visit, followed by Kolkata, Chennai, Amritsar and 

Ahmedabad depending on budget and time.
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Source: VisitBritain, India Market Profile, January 2015



Market and Trade Profile India

3.2 Travel trade: doing business

Practical information
• Time difference: India is 5.5 hours ahead of GMT (UK winter 

time), but 4.5 hours ahead of BST (British Summer Time).

• Climate: October to February is the best time to visit 

weather-wise. Avoid April to September. 

• Business hours: during the week tend to be 10.30am until 

late, often 8pm, which can be convenient for contacting the 

trade from Britain. Most travel agents work all day Saturday, 

as well.

• Transport: The best way to travel between appointments is 

to hire a taxi with a driver.

Cultural differences
• India has a hierarchical culture. Titles such as Professor, 

Doctor and Engineer should be used when relevant, instead 

of ‘Sir’ or ‘Madam’.

• People should be greeted and bid farewell individually.

• Shaking hands is common practice. However, because of 

some religious beliefs, it may be preferable to wait for your 

host to extend their hand first. 

• Business attire is quite conservative. 

• Offering gifts to business partners is not unusual. But gifts are 

not to be opened when received. Religious or cultural 

differences should be considered when selecting the gift too.

Meetings & business negotiations
• Appointments should be made 1 to 2 months in advance. The 

best time for a meeting is late morning or early afternoon. 

Last-minute cancellations are common: reconfirm your 

meeting the week before and call again that morning.

• Punctuality is highly valued, but you should keep your 

schedule flexible for last-minute changes.

• Business cards are to be exchanged at the beginning of a 

meeting. Use the right hand to give and receive them. Always 

present yours so that the recipient may read it as it handed to 

them.

• Building relationships comes first: meetings might start with a 

great deal of getting-to-know-you talk.

• Business in India becomes smoother if meetings are well 

documented. It is best to send a detailed agenda in advance, 

as well as back-up materials and charts as this allows 

everyone to review and become comfortable with the material 

prior to the meeting. After the meeting, do send an overview 

of what was discussed, agreements reached, and next steps.

• Many Indians expect concessions in both price and terms. It 

is acceptable to expect concessions in return for those that 

you grant. It is best not to appear overly legalistic during 

negotiations, as trust in one’s word is usually highly valued.
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3.2 Travel trade: Indian holidays
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National public holidays in 2017

Public and local holidays

Date National Holiday

01/01 New Year’s Day

26/01 Republic Day

15/08 Independence Day

02/10 Mahatma Gandhi’s Birthday

25/12 Christmas Day

Source: Officeholidays.com

• There are only 4 days of national public 

holidays in India, However, there are a lot of 

religious holidays that are observed regionally 

depending on the states throughout the year.

• The exact dates of some of these festivals 

can change from year to year.
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3.2 Travel trade: hospitality etiquette
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Understanding the culture and etiquette
•Family plays an extremely important role in Indian 

life. Many Indians will be mindful of the needs of 

children or elder family members who will be 

travelling as part of the group when planning a 

holiday.

•The ‘Namaste’, the greeting with folded hands, is 

the Indian form of salutation and its use is 

appreciated, although men, especially in the 

cities, will not hesitate to shake hands with you if 

you are a man. However, because of some 

religious and cultural differences within the 

country, it can be best for you to wait for your 

guest to extend their hand first to shake it.

•Addressing people by first name does not come 

naturally to many Indians, and it might also be 

preferred to use 'Sir', 'Madam', 'Miss', 'Mrs.' or 

'Mr.’ when addressing them.

•Telephone contact and face-to-face interaction is 

appreciated, as well as additional brochures for 

the family to mull over and make choices of 

where to go. 

•Expectation levels for standards and service are 

high – any issues should be resolved promptly. 

• It is customary for many Indians to shake their 

head in the course of conversation or taking 

instructions. This movement does not necessarily 

signify disagreement and can simply mean that 

they are hearing you.

• Indians are inquisitive by nature and come up 

with questions at all stages. They do not mean to 

be intrusive by doing this. For an Indian, ‘getting-

to-know-you’ questions are made in good faith, 

and with a genuine interest in developing a 

relationship.
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3.2 Travel trade: hospitality
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Accommodation

• When they travel abroad, Indian independent travellers stay 

in a wide variety of accommodation.

• With increasing affluence and greater travel experience, 

many Indian travellers now prefer to stay in hotels rather 

than with friends or relatives when on holidays. They may, 

however, save on accommodation in order to have more 

spending money.

• Indian travellers often request interconnecting and family 

rooms. They also prefer in-suite facilities like TV, refrigerator 

and walk-in closets.

• Indian travellers in London, particularly the more affluent 

families staying for two to three weeks, are likely to rent 

apartments during their visits.

• Indians often ask for late check outs, unless they are on a 

structured tour.

• Leisure visitors from India are less likely than those from the 

average market to use a credit card while in Britain.

Food and drink
• Many Indians are vegetarian, or teetotallers. There is a wide 

range of dietary restrictions in India: 
• Hindus do not eat beef and many are vegetarians,

• Muslims do not eat pork or drink alcohol,

• Sikhs do not eat beef but can drink alcohol and do not limit their meal 

to vegetarian options,

• Jain vegetarians might not eat vegetarian food if it is cooked in the 

same kitchen that cooks food that is unacceptable to them.

• A good variety of vegetarian options should be on menus; 

no non-vegetarian elements should be mixed in the 

preparation or presentation of meals. Lamb, chicken, and fish 

are the most commonly served main courses for non-

vegetarian meals as they avoid the religious meat restrictions.

At meal time Indians expect water to be served and to have 

large portions of bread/rice served with gravy-based dishes.

• Most Indians do not mind eating European or British 

vegetarian food, but will want a truly Indian meal now and 

then. Some Indian tour groups travel with their own chef.

• Indians tend to prefer tea to coffee, which is commonly 

drunk mid-morning and around 5pm. Whisky, beer, vodka 

and rum are the most popular alcoholic beverages among 

those who drink alcohol.

• Dishes are often shared among a group. Dinner time is 

usually late, not before 9pm in many cases.
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3.3 Caring for the consumer

66

Language basics

English Hindi Pronunciation

Please कृप्या krpya

Thank you धन्यवाद dhanyavaad

Yes हााँ haan

No नह ीं nahin

Sorry! 

(apology)
माफ़ कीजिये!

maaf keejiye!

Excuse me! क्षमा कीजिय! kshama keejiy!

Sorry, I do 

not speak

Indian.

क्षमा करें, मैं
भारतीय नह ीं 
बोलता ह ीं

kshama karen, main 

bhaarateey nahin

bolata hoon

Language

• Given the number of regional languages in India, it is not 

realistic to translate brochures and materials for Indian visitors. 

• Although most Indians speak excellent English and have good 

awareness of English literature, it is important to communicate 

clearly and simply as some may have issues understanding 

slang or accents.
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3.3 Caring for the consumer: Hindi language tips
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Language tips for arrival and departure

English Hindi Pronunciation

Hello नमस्ते namaste

My name is… मेरा नाम है mera naam hai

Welcome to Britain ब्रिटेन में आपका स्वागत है briten mein aapaka svaagat hai

Pleased to meet you! आपसे ममलकर खशुी हुई! aapase milakar khushee huee!

How are you? क्या हाल है? kya haal hai?

Enjoy your visit! आपकी यात्रा का आनींद लें! aapakee yaatra ka aanand len!

Goodbye अलववदा alavida

Did you enjoy your visit? क्या आपने अपनी यात्रा का आनींद मलया? kya aapane apanee yaatra ka aanand liya?

Have a safe journey home! एक सुरक्षक्षत यात्रा घर है! ek surakshit yaatra ghar hai!

Hope to see you again soon! उम्मीद करता ह ाँ तुमसे फिर ममलेंगे ummeed karata hoon tumase phir milenge
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We can help you extend your reach 

through:
• Digital and social media such as through 

Twitter, our Facebook page – Love GREAT 

Britain, or Pinterest.

• Press and PR by sending us your newsworthy 

stories or hosting our journalists and broadcast 

crew

• Leisure, and the business travel trade via our 

programme of sales missions, workshops and 

exhibitions or promotion to our qualified 

Britagents and supplier directory

• Print advertising in targeted media/Britain 

supplements 

• Retailing your product through the VisitBritain 

shop

• Or as a major campaign partner
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3.4 Working with VisitBritain

We are here to support you and look 

forward to working with you.

To find out more browse our 

opportunity search 

(visitbritain.org/opportunities)

or trade website

(trade.visitbritain.com)

or contact the B2B events team 

(Email: events@visitbritain.org) 

or campaign partnerships team 

(Email: partnerships@visitbritain.org)

or trade support team

(Email: tradesupport@visitbritain.org)

http://www.visitbritain.org/opportunities
http://trade.visitbritain.com/en
mailto:events@visitbritain.org
mailto:partnerships@visitbritain.org
mailto:tradesupport@visitbritain.org
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We have dedicated research and insights 

available which include:

• Latest monthly and quarterly data from the 

International Passenger Survey by ONS

(visitbritain.org/latest-monthly-data

visitbritain.org/latest-quarterly-data-uk-overall

visitbritain.org/latest-quarterly-data-area)

• Inbound Tourism Trends by Market

visitbritain.org/inbound-tourism-trends

• Sector-specific research

visitbritain.org/sector-specifc-research

• 2017 Inbound Tourism Forecast

visitbritain.org/forecast

• Britain‘s competitiveness

visitbritain.org/britains-competitiveness
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3.5 Useful research resources

We are here to support you and look 

forward to working with you.

To find out more about the Indian or other 

inbound markets browse 

our markets & segments pages or

(visitbritain.org/markets-segments)

our inbound research & insights or

(visitbritain.org/inbound-research-insights)

contact us directly

(Email: research@visitbritain.org)

https://www.visitbritain.org/latest-monthly-data
https://www.visitbritain.org/latest-quarterly-data-uk-overall
https://www.visitbritain.org/latest-monthly-data
https://www.visitbritain.org/latest-quarterly-data-uk-overall
https://www.visitbritain.org/latest-quarterly-data-uk-overall
https://www.visitbritain.org/inbound-tourism-trends
https://www.visitbritain.org/sector-specific-research
https://www.visitbritain.org/forecast
https://www.visitbritain.org/britains-competitiveness
https://www.visitbritain.org/markets-segments
https://www.visitbritain.org/inbound-research-insights
mailto:research@visitbritain.org
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We have dedicated research and insights 

available which include:

• Planning, decision-making and booking cycle of 

international leisure visitors to Britain

https://www.visitbritain.org/understanding-

international-visitors

• Technology and social media

https://www.visitbritain.org/understanding-

international-visitors

• Gateways in England, insights on overseas 

visitors to England's regions, participation in 

leisure activities, multi-destination trips and 

more

visitbritain.org/visitor-characteristics-and-

behaviour
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3.5 Useful market-specific research resources

We are here to support you and look 

forward to working with you.

To find out more about the Indian or other 

inbound markets browse 

our markets & segments pages or

(visitbritain.org/markets-segments)

our inbound research & insights or

(visitbritain.org/inbound-research-insights)

contact us directly

(Email: research@visitbritain.org)

https://www.visitbritain.org/understanding-international-visitors
https://www.visitbritain.org/understanding-international-visitors
https://www.visitbritain.org/visitor-characteristics-and-behaviour
https://www.visitbritain.org/markets-segments
https://www.visitbritain.org/inbound-research-insights
mailto:research@visitbritain.org
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