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Delhi-based Vasco Travel was one 
of the first Indian inbound travel 

companies to enter the Latin American 
and Canadian markets, nearly 25 

years ago. As the company celebrates 
its silver jubilee, its third generation 

leader, Vikas Abbott, talks about the 
strategy, challenges and the changing 

trends.

Shweta Keshri

•	 Can	 you	 describe	 Vasco	 in	 few	
words?

I am the third generation of my 
family in this business. it was started by 
my grandfather and carried on by my 
father. I joined the company 17 years 
ago. Currently, we have entered the 
Italian market. We have lots of business 
growing in Latin America and Canada. 
Now, our focus is on the UK. We’ve been 
specialising in experiences of travellers 
within the subcontinent. That’s in short 
about Vasco and what the company 
entails.

•	 How	 has	 Vasco’s	 journey	 been	 in	
these	25	years?	How	do	you	renew	your	
25	year	image	in	the	market?

Yes, 2015 will mark the company’s 
25 years. The journey has been fairly 
decent. We have had our ups and downs. 
The market has been changing, we are 
adapting to new challenges, accepting 
new challenges. We have received 
the national award five times from the 
department of tourism. And besides 

that, we’ve evolved in the business, 
understanding new market trends and 
new products. It has been an interesting 
journey. We are just reiterating the fact 
that Vasco Travel as a company has been 
purely focusing on experiential travel in 
India and the subcontinent. And we are 
a young dynamic team. It’s a perfect mix 
of experience, youth, and dynamism. 
We’ve been conveying to our clients that 
we are intelligent company to work with, 
we understand changing market trends, 
we understand what the clients need and 
we endeavour to deliver what the market 
demands.

•	 What	sets	you	apart	 from	 the	 rest?	
What	are	your	strategies?

Personally, I like exploring new 
destinations, new experiences. What sets 
us apart, without being clichéd, is that 
at Vasco Travel, it’s the experience we 
give to our clients when they travel with 
us. There’s a lot of passion behind what 
we do and that’s purely because tourism 
is in my blood and that is what I tell my 

team. It has to come from within. When 
a client has given 15 days of holiday to 
us, we have to strive to deliver the best 
and be passionate about work. My staff 
explores the destinations and see what 
it has to offer, see what the hotel has to 
offer. Then we concentrate on the client’s 
individual requirements. Everything 
India is, its ala carte, it’s not like sun 
destinations that you see on the internet 
and you just book it. We specialise purely 
in ala carte products. Which is why I insist 
that product knowledge is very important 
for us, which we have. So, we explore the 
destination, the hotels and then include it 
in the program.

•	 Who	 are	 your	 target	 audiences?	
What	are	 the	reasons	behind	 focusing	
on	 Latin	 America?	 What	 are	 the	 most	
popular	tours	that	you	offer?	

Our target audience is a mixture. 
Honestly, I would never say ‘no’ to 
business. But to categorise, we are more 
about 5 star luxury, we don’t cater to the 
backpacker kind of stuff. It’s purely for 
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people who are looking for experiential 
travel and lot of “special interest” clientele 
requests like a self-driven tour we get 
from the UK. So, we hired a Toyota 
Fortuner and they drove it from Delhi 
to Srinagar. We try to focus on special 
interest programmes like architecture, 
culinary and culture. So, that is our target 
audience. This could be considered our 
strategy also. Anyone who wants to come 
to India for the golden triangle might 
not want to book through a specialised 
Destination Management Company 
(DMC) like us. They can easily go on the 
internet and book a tour. So, yes, our 
strategy is to focus on experiential travel 
and special interest programmes. 

Yes, Latin America is a strategic 
decision we took a couple of years back 
because I saw an untapped potential 
in that market and today that is what 
paying us. It is an important market for us 
besides Italy and Canada. We as DMC are 
responsible to educate the people and I 
see that in a couple of years the market 
should grow. 

Rajasthan is a popular destination 
because India is perceived as a destination 
of palaces, maharajas (kings) and colour. 
So, anyone wanting to come to India wants 
to cover Rajasthan itself, we have around 
15 to 17 different kinds of products. So, 
Rajasthan itself is what sells the maximum 
market. In these recent years, I have seen 
there is a lot of interest for Kerala spa and 
Ayurveda. Gujarat is surprisingly gaining a 
lot of momentum. India is not a onetime 
destination, people who have travelled to 
Rajasthan want to come back and do the 
classical south India. We have clients who 
have been coming to India 4 to 5 times. 
So, the trends are more towards South 
India especially Kerala. These are the 
new destinations that are coming up. The 
knowledge of northeast is very limited. 
Also, the problem is infrastructure. There 
are no hotels, it’s an area which is troubled. 
Even when we are trying to push these 
destinations towards the clients, they 
are often not too sure. One has to stay in 
rest houses and maybe some don’t even 
have electricity. It’s a different challenge 

altogether. Sikkim is very popular, but 
moving further towards Nagaland and 
Mizoram, the problem is infrastructure.

•	 Has	there	been	any	evolution	in	the	
demand	from	people?	And	how	do	you	
answer	to	those	demands?

People are becoming more demanding 
in terms of what they expect. That also 
could be because of the market scenario. 
It has changed quite a lot. One has to 
understand clients’ needs and cater to 
those demands. If it’s feasible, we will 
try to fulfil all those demands but if it’s 
something really not possible, I tell my 
clients, we as a tour operator try to fulfil 
all possible demands. But if you expect a 
five star luxury in a four star hotel. That is 
not possible. 

•	 What	 are	 the	 challenges	 you	 face	
while	 working	 with	 foreign	 clients?	
Have	the	recent	crimes	against	women	
tourists	in	India	had	any	adverse	effect	
on	tourism?

The biggest challenge which we face 
is security issues - whether India is a safe 
destination because media creates a hype 
that it’s not safe. We come across visa 
issues a lot of times too. I’m really hoping 
the e-visa kicks in. It is really going to help in 
pushing tourism forward. Lately there have 
been a lot of cancellations due to women 
safety, the Ebola outspread or the recent 
plane crashes which have contributed to 
the tourist’s decision to travel.

•	 Do	 you	 plan	 on	 expanding	 your	
destinations/packages	 in	 the	 near	
future?

We are explorers, we are always on 
the lookout. It’s such a huge country 
that we ourselves are still discovering. 
So, whatever comes our way, we try to 
develop it and incorporate it in packages. 
Nowadays, things like meals with Indian 
families, walking trips are the new trends. 
Like flying a kite in Jaipur, for example. 
So, we are always in the lookout for new 
things, new experiences which we can 
incorporate. We are covering the entire 
Indian subcontinent. So, besides India, 
we do Nepal, Bhutan, Srilanka, Maldives. 
We are going to open up Myanmar and 
Bangladesh as well very soon. n
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