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Middle East focus on ITB Berlin

Leading travel trade show ITB Berlin takes place from March 8-12, 2017, at Messe Berlin. As many as 120,000
trade visitors from 187 countries will convene at the venue expecting to reap up to €7 billion in turnover.
Leading players from the Middle East share their views for this year’s edition of the event.

%SHEHARA RizLy

Following our success in last year's edition of ITB Berlin — where the Sharjah Commerce and Tourism Development Authority was named
second best exhibitor from the Middle East — we are back in the German capital in 2017 to announce even greater successes for Sharjah’s tourism
sector, buoyed by substantial investments in infrastructure and human resources. We are also throwing significant weight behind the development
of attractions that appeal to nature lovers and environmental enthusiasts: Sharjah boasts a rich and diverse ecosystem where protected areas form
4.6 per cent of the emirate’s total surface area and are divided into eight conservation centres.

Europe remains one of the top source regions for Sharjah-bound tourists. Germany, meanwhile, is one of the top 10 source countries —
and the top source market in the European Union. Europe sent 348,570 visitors to Sharjah in 2016, accounting for around a fifth of tourists to

the emirate. Germany alone sent 27,985 visitors — that’s 8 per cent of all Europeans visiting Sharjah. We will further promote the aspects of
Sharjah that are most appealing to Europeans: warm weather and sunny beaches during the winter months, and authentic Arabian culture

H.E. Khalid Jasim Al Midfa
Chairman

Sharjah Commerce and Tourism
Development Authority

and heritage offerings.

Western Europe contin-
ues to be the second-largest
inbound market for tourism
to Dubai, with more than 3.1
million visitors in 2016. This
accounts for 21 per cent of
total tourism to the city — up
four per cent from 2015. Ger-
many remained one of the top
10 source markets in 2016,
maintaining a stable perfor-
mance with 460,000 visitors.
We aim to help increase visi-
tation from the country and the wider region by further
highlighting Dubai’s overall destination offering, with an
emphasis on newly-opened theme parks, hotels and
attractions in the city.

Issam Abdul Rahim Kazim
CEO, Department of Tourism and
Commerce Marketing-Dubai

We, at Meeting Point
Emirates, pride our-
selves on being the lead-
ing DMC in the UAE for
the German market by
handling 55 per cent of
the market share. Based
on the tourism perfor-
mance report by Visit
Dubai, Western Europe iz jouny
accounted for 21 per cent f\:/ligting Point International
of total visitors to Dubai in
2016 with Germany being the second western source
country after the UK. Increase in flight capacities as well
as having more four star, all-inclusive hotels that cre-
ates diversification and caters to the German market,
can contribute to the increase in German tourists.

The German market now
falls within our top 5 source
markets and we will continue
to work with key DMCs locally
in the UAE and key tour op-
erators in Germany to ensure
we have sustainable growth Y
for years to come. ITB is a NN
very important trade show for .11'1‘
us, and this year we will an-  rreqay Farid
nounce some very exciting AreaGeneral Manager
developments and new ho-
tel openings in the UAE and Saudi Arabia. We will be
located at the Dubai Tourism stand in the Middle East
section and we look forward to meeting as many trade
partners as possible.

Following 109  per
cent year-on-year growth in
visitors in 2016, we're re-
energising our efforts in
Europe this year. Germany,
where we signed strategic
partnerships with five new tour
operators at the end of 2016,
remains our largest interna-
tional source market with visi-
tors up 24.6 per cent last year.
German nationals now consti-
tute one in 10 of all our visitors. With British and Rus-
sian visitor increases of 35 per cent and 19.5 per cent,
respectively. Czech Republic, Poland, Finland, Switzer-
land, France and Denmark are also on our radar.

i.

Haitham Mattar
CEO, Ras Al Khaimah Tourism
Development Authority

There are multiple
complexities in the world
of travel booking, process-
ing and payments, includ-
ing the risk of fraud. That's
why Travelport offers a
travel commerce platform

that facilitates and simpli-
fies ticketing, payment and
fulfilment. We are excited

Simon Ferguson
to attend ITB Berlin and are Managing Director Northern Europe

Travelport

looking forward to meet-

ing partners and customers to exchange thoughts and
ideas, and showcase how fully integrating pioneering
B2B payments technology address the multiple challenges
travel agencies face.

| am delighted to officially
announce that this year's ITB
exhibition will be the location
at which we will premier our
much-anticipated new Busi-
ness Class product. As an
airline we strive to offer our
passengers the very best,
not only in terms of our world I
class on-board experience,
but also our expanding global
network. At this year's ITB, |
look forward to sharing the revolutionary new patented
Business Class seat with the travel industry and world-
wide media, alongside many other new and exciting
developments to our network.

His Excellency Akbar Al Baker
Group Chief Executive
Qatar Airways
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Travelport honours KSA leaders

The awards started in Jeddah on February 20,
followed by Riyadh on February 22 and Dammam
on February 28, 2017.

%}TT BUREAU

With Saudi Arabia’s travel
and tourism industry in-
creasingly in the spotlight as a
driving sector for growth in the
Kingdom’s Vision 2030 eco-
nomic diversification strategy,
the event also provided a net-
working platform for the travel
industry’s stakeholders and
key opinion leaders on how
technology can be leveraged
to drive high performances
in travel and meet traveller
demands; personalising their
travel experiences and further
connecting them to a world of
travel choice. There are cur-
rently 900,000 Saudis in tour-
ism and related sectors and
this number is expected to
rise to 1.2 million in the period
leading up to 2030.

Saudi Arabia leads the
Middle Eastern region in
terms of Internet penetration
and with a young, tech-savvy
population, e-commerce is

Rabih Saab

President and Managing Director of
Europe, Middle East, Africa and South
Asia, Travelport

:The Saudi industry
:is on the rise and
e are very proud
: of our partnerships
in the region, hoth
:in the fravel agent
: community and

- gitlines side

a thriving industry in Saudi
Arabia. Online travel sales
have been growing faster than
offline sales. Internet pen-
etration is high and growing in

Saudi Arabia and the popula-
tion is becoming more aware
and accepting of the idea of
making purchases online.
Mobile travel sales are also
growing fuelled by mobile
device penetration.

Rabih Saab, President
and Managing Director of
Europe, Middle East, Africa
and South Asia commented,
“The Saudi travel and tourism
industry is on the rise and we
are very proud of our partner-
ships in the region, both on
the travel agent community
and airlines side. While uncer-
tainty is a theme in the global
economy in 2017, demand for
international tourism remains
high.  Travelport sits at the
heart of the travel industry and
with Saudi tourism revenues
predicted to reach $81 billion
by 2026, we are committed
to supporting the country’s
travel industry players to grow
their businesses and meet
traveller demands.’en

Infinia’s Dubuy mobile App

Loyalty and Payments Solutions Company —
Infinia Services and Solutions has launched its
geo-location based mobile application, Dubuy.

ﬁi?TT BUREAU

Dubuy is a smartphone ap-
plication which can func-
tion on both Android and iOS
formats for travellers to Dubai.
Tourists can browse for mer-
chant categories, apply filters
and find locations near them
using the simple geo-location
tool, which shows all mer-
chant offers nearby. It can be
availed through hotels, DMCs
or registered travel agents
of Dubuy. A tourist visiting
Dubai will be provided with a
downloadable application link
by the travel agent. Once the
link is downloaded, entering
an authentication code makes
the application ready for use.
The tourist can then view
multiple options of discounts,
offers and deals across
various categories to explore
in Dubai.

Dubuy enfolds a num-
ber of options to discover
Dubai like never before, with

Prashant Khattar
MD and Founder
Infinia

 With the launch of
: Dubuy, we strongly
helieve we have
:filled a huge gap in
the Dubai inbound
:travel market

valuable discounts, offers and
deals across shopping, din-
ing, leisure & attractions, spa
& wellness and many more.
The initial launch phase of
Dubuy has already brought
leading brands on board

and plans are to build Dubuy
into the ultimate experience
for a tourist. With Dubuy,
Infinia  brings to tourists
the ‘great deals more fun’
experience in one of the
world’s most popular tourist
destinations — Dubai.

“The driving force for
growth at Infinia results from
putting the customer at the
centre of everything we do.
Instead of offering a one-
size-fits all model, we invest
time and effort in understand-
ing consumer needs and go
about devising comprehen-
sive solutions with the help of
best-in-class technology and
innovation. With the launch
of Dubuy, we strongly believe
we have filled a huge gap
in the Dubai inbound travel
market. This is a product con-
ceptualised, designed and
delivered keeping a Dubai
tourist in mind,” according to
Prashant Khattar, MD and
Founder, Infinia. em
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HMWIMH Evolution and efficiency

For major tourism destinations in the Middle East, 2016 has been a year
of adaptation to new market dynamics. Traditional business from the
governments and oil & gas sectors dramatically declined and as a result,
tourism boards and hotels had to work together to activate other segments.

EDITORIAL

Billion dollar business

Our attention is focused on Germany
where over €7 bilion turnover
is expected with over 187 countries
participating from five continents. About
10,000 exhibitors, 120,000 trade visitors,
60,000 private visitors, 25,000 convention
visitors and 1000 top quality buyers are
expected to convene at ITB Messe Berlin
from March 8-12, 2017. As the position
of the stand changed this year it ensures
more prominence to the Middle East. The
participating tourism boards are Dubai,
Sharjah, Abu Dhabi and Ras Al Khaimah.

Sports tourism is the next developing
trend in the Middle East as billions of dollars
are spent on sponsoring these events by
various private and public enterprise players.
The next two to three years will witness
many international sporting events starting
with the UAE gearing up for the 2019 edition
of the Asian Football Cup (AFC). As aresult,
stadia in Abu Dhabi, Dubai, Sharjah, and Al
Ain are to witness massive infrastructure
renovations and technological upgrades.

Some of the new terminology and
trending tourismin the region are experiential
tourism, entertainment tourism, spa/beauty
tourism, retail and medical tourism etc. The
dawn of 2017 seems to have given birth to
“selling experiences” in the hospitality and
travel industry. Every agent, hotelier, airline
and other partners are ensuring the best
experiences with best practices in order to
have repeat guests. All trade partners are
investing heavily on revamping websites
and loyalty schemes which results in better
options and experiences to the clientele.

Technology continues to play a pivotal
role in the trade of travel, tourism and
hospitality. Leading partners are investing
billions of dollars to provide the best possible
services ensuring that the profits are kept
high with little or less losses and more
benefits to the guests. Hotel or hospitality is
a trade where you require technology to go
hand in hand with human touch. Ensuring
the smooth flow of these two important
elements is entirely up to the stakeholders
and their many practices.

|n Abu Dhabi, the industry
reacted relatively quickly
and hotels partnered with
tour operators and airlines to
create packages that would
appeal to the FIT market.
This has driven volume from
previously  non-producing
customer segments and
meant that we have been
able to maintain occupancy
levels in the hotels. However,
it has resulted in a reduction
in the average daily rates.

This, | believe, is the
‘new normal’ and there are
no economic grounds for
anyone to forecast room rate
improvement in the coming
months. We're attracting a
broader base of guests who
require a more affordable
package, creating an oppor-
tunity for owners to venture
into upscale four-star and
entry-level five-star  hotel
developments in Abu Dhabi
and beyond.

This is positive, but it
brings with it its own set of

challenges. Owners, like our-
selves at Abu Dhabi National
Hotels, still need to drive a
return on our assets. If we
cant do this via increases

already common practice in
Europe. In Paris, for exam-
ple, a 150-room upscale ho-
tel will have no more than 70
staff. In the Middle East, ho-

. Operators must also address the ongoing

. cost of OTA commissions and take innovative
. and proactive measures to drive direct

. hookings. They need to engage with the

. consumer and understand better what drives
 the customer to book online

in rate, we must look at the
cost component. The cur-
rent business environment
provides opportunity for hotel
brands to revise their oper-
ating models. They need to
put aside historical trends
and focus on how to be-
come efficient in the current
market scenario.

Operators will have to
streamline their operations
by considering clustering,
perhaps, or shared back of-
fice and support services
among their portfolio. This is

tels of this size are currently
running with no less than 150
staff. The time has come for
this to change.

Operators must also
address the ongoing cost of
OTA commissions and take
innovative, proactive meas-
ures to drive direct bookings.
They need to engage with
the consumer and under-
stand better what drives the
customer to book online.
Many are taking steps in this
direction, with Hilton's ‘Stop
Clicking Around’ campaign

a great example of this, but
there is still a long way to go.

From the owner’s per-
spective, these commissions
are not only painful; they
also significantly reduce the
operator’s value proposition.
Operators need to take initia-
tive to bring back the value of
distribution to the owners.

(The views expressed

are solely of the author.
The publication may or may
not subscribe to the same.)

Khalid Anib*
CEO
Abu Dhabi National Hotels

— *Anib is speaking at the upcoming Arabian Hotel Investment Conference 2017 (AHIC), to be held from April 25-27 at Madinat Jumeirah in Dubai

Golden Sands eyes German marlket

Golden Sands Hotel Apartments, part of A. A. Al Moosa Enterprises,
will continue to highlight its affordable accommodation available to
both leisure and business travellers from Europe.

ﬁ?TT BUREAU
ohammed Khoori,
General Manager,

along with his sales team
will meet with decision-mak-
ers and business partners
to share key developments
and strategies such as the
new loyalty scheme that
will be introduced to guests
this year and an update on
GSHA’s website to ensure
that it is user-friendly and
guests can book easily, of-

fering special deals to loy-
alty members.

He added: “We will dis-
cuss ways to further enhance
awareness of Golden Sands
Hotel Apartments to our key
markets by working closely
with our partners. However,
we will also focus on grow-
ing markets such as Scan-
dinavia, Holland, India and
Far East. These markets are
showing continued growth in
number of visitors to Dubai,

and they are also key mar-
kets for Golden Sands”
Golden Sands continues to
participate at key travel and
trade exhibitions such as
ITB because it is an ideal
platform to meet with deci-
sion makers and partners to
discuss contracts as well as
market feedback and trends.

Golden Sands Hotel
Apartments will be exhibiting
with Dubai’s Department of
Tourism Commerce & Mar-

Mohammed Khoori
General Manager
Golden Sands Hotel Apartments

keting (DTCM) stand, hall
2.2, Stand 101. en
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High demand from Middle East @ITB

A high demand from the Middle East and Arab region is expected at this year’s editition of ITB Berlin as
the two main carriers — Emirates and Qatar Airways — have booked in a lot more space than the previous

year. David Ruetz, Head, ITB Berlin, gives "Il further details about the upcoming exhibition.

%SHEHARA RizLy

lease explain the new
hall concept for the
Middle East region?

The new hall concept makes it
possible for the fast-growing mar-
kets of the Arab states to enlarge
their displays. In recent years there
has been an increase in demand for
more floor space and two-tier stands
for certain markets which up to now
we have been unable to satisfy. Sev-
eral display halls already have waiting
lists. By reorganising the halls to suit
the market we are now able to meet
this demand.

QHow many exhibitors
have confirmed their

participation and do you
expect an increase this
year from this region?

Once again we expect more
than 10,000 exhibitors from around
185 countries and regions to be at
the show, including some 32 im-
portant major exhibitors from the
Middle East. We have registered a

very strong growth from Abu Dhabi,
Etihad, Ras Al Khaimah and Qatar
Airways and for the very first time
Saudi Arabia exhibits as a country on
a 300-square-metre stand in Hall 4.2.
Exhibitors from the UAE and Qatar
will be presenting their many prod-
ucts and services on an enlarged
stand in Hall 2.2 which now occupies
3,383 square metres in total.

What’s new and differ-

ent at ITB Berlin 2017?

The new hall concept and that
there is now a better concentration
of markets, which makes it easier
for trade visitors to plan their visit
and allows the growing markets to
receive more space.

At the ITB Berlin Convention
leading international experts will show
how tourism professionals are suc-
cessfully taking on controversial is-
sues and current challenges such as
geopolitical crises, travel safety risks
and the use of artificial intelligence.
The theme will be ‘Disruptive Travel:
The End of the World as We Know It'.

Travel Technology: The e-
Travel World at ITB Berlin is booked
up and for the first time it will occupy
two halls, with more than 70 exhibi-
tors displaying their innovative prod-
ucts and services. In Halls 6.1 and
7.1c, visitors can find established
companies as well as newcom-
ers, which include Aldebaran, Bet-
terspace, Conichi, Dayuse, eNett,
Igola, Paymentwall, Traveltripper
and Wanup.

ITB Speed networking:
Senior buyers who belong to the ex-
clusive ITB Buyers Circle can get to
know exhibitors at previously booked
brief appointments. Using the new
ITB Matchmaking Tool participants
can book appointments in advance.
Personal invitations will be sent to ex-
hibitors, who can invite co-exhibitors
to register for the event too. Buyers
and exhibitors can provide informa-
tion on key themes in their profile and
also emphasise particular interests.
This makes it easier to find exactly
the right conversation partners. Only
participants who have pre-booked

Tune Protect Travel Easy ;
from as low as USD3 W

David Ruetz
Head
ITB Berlin

: Once again we expect

: more than 10,000

: exhibitors from around 185
 countries and regions to

: he at the show, including

: some 32 important major

: exhiitors from ME

may attend the networking event
and they will receive an appoint-
ment list beforehand. During the
eight-minute time slots, participants
can exchange information, establish

new contacts, find out about destina-
tions and products, and expand their
business interests.

Medical Tourism: For the
first time ITB Berlin 2017 will be fully
devoting a platform to medical tour-
ism, which has become an important
fast-growing market. Medical service
providers, hotels and destinations
will be able to exhibit their products
and services in the Medical Tourism
Pavilion in Hall 3.2.

lease share the total

business transacted

last year and the expected
figures for this year?

On the purchasing side, there
was also a further increase in the
number of decision-makers last year:
two thirds of the trade visitors stated
that they held direct authority for all
purchasing decisions. Business con-
ducted during the trade show rose
from 2015's figure of €6.7 billion to
around seven billion last year. | be-
lieve the expected figures 2017 will
equal the previous year's level. en
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Dubai-Kochi on Al Dreamliner

Air India launched the second Dreamliner from Dubai
to Kochi on February 1, 2017.

%SHEHARA RizLy

ir India’s flight 934 will

be a daily operation with
departure from Dubai at 1330
hours arriving in to Kochi at
1850 hours. The return from
Kochi will be Al 933 departing
at 0915 hours from Kochi and
arrive in Dubai at 1200 hours.

The press  briefing
was presided over by Con-
sul General of India, H.E.
Anurag Bhushan and
Melvin D’Silva, Regional
Manager-Middle East and
Africa, Air India. The Consul
General reiterated that last
year the national carrier has
seen an increase in capacity
and the regional connectivity
has improved quite well.

D'Silva stated that Air
India is on a very aggressive
growth trajectory to become
No. 3 in the world after the
US and China with a young
strong fleet of 107 aircraft
and their aim is to “fly more
and fill more.” Kerala has be-

come an important destina-
tion as there has been a 24
per cent increase of traffic
from Dubai. Within the next
four years they will be pur-
chasing nearly 100 new air-

craft and they have planned
about 30 to 35 aircraft to be
purchased this year. In order
to promote the new Dubai-
Kochi service, they will be of-
fering a free baggage allow-
ance of 40 kgs on Economy
Class and 50 kgs on Busi-
ness Class.

Some of the upcoming
new routes will be Delhi-Co-
penhagen from May on the
Dreamliner increasing their
coverage of the European net-
work with the existing flights

ar .

o LB
(L-R): Melvin D'Silva and H.E. Anurag Bhushan

to  London, Birmingham,
Paris, Rome, Milan, Frankfurt,
Moscow, Vienna and Madrid.
In July this year, Al would be
linking the capitals of India
with USA with a non-stop

service between Delhi and
Washington on their Boeing
777. This flight will add to
the North American nonstop
flights to New York, Newark,
Chicago and San Francisco.
Air India will commence op-
erations linking Bangkok with
cities of Kolkata and Chandi-
garh as well. On the domestic
front, frequencies from Delhi
to popular destinations such
as Port Blair, Bangkok, Leh,
Nagpur and Ahmedabad will
be increased from the sum-
mer schedule. en

Etihad, TAT to hoost tourism

Etihad Airways and the Tourism Authority of Thailand
signed a $1 mn deal to promote travel from the UAE.

{!?TT BUREAU

he agreement was

signed by Etihad Airways
Vice President Marketing,
Tim Burnell, and Tourism
Authority of Thailand (TAT’s)
Deputy Governor Tanes
Petsuwan at an event in
Bangkok at the Grande Cen-
tre Point Terminal 21. They
were joined by Etihad Air-

ways Senior Manager Mar-
keting, Lamya Al Nuaimi.
Burnell said, “Etihad Airways
has a long and proud asso-
ciation with Thailand — in fact
Bangkok was one of our first

international routes. It con-
tinues to be one of the busi-
est in our network enjoying
strong year-round demand,
particularly from the UAE,
GCC, Middle East, Africa
and Europe.

“With five daily flights to
Thailand — four to Bangkok
and one to Phuket — Etihad
Airways has a significant

investment in Thai tourism
and the new agreement with
TAT supports and extends
that commitment. Through
innovative joint marketing
campaigns, we aim to bring

hundreds of thousands of
first-time and repeat travel-
lers from Europe and the Mid-
dle East to Thailand to enjoy
this beautiful country and to
experience the warm, friendly
hospitality for which the Thai
people are world-renowned.”

Bangkok continues to
be one of Etihad Airways’
busiest routes - around
800,000 guests travelled to
and from Bangkok in 2016
alone. In all, more than 6
million guests have flown on
the airline’s Thailand routes
since 2007 and further
growth is expected.

In 2017, TAT has set a
target of 34.5 million inter-
national visitors, generating
an estimated 1.81 ftrillion
Baht ($50 billion) — a 10 per
cent increase year on year
— in international tourism re-
ceipts. Etihad Airways added
a second daily service in
June 2006, a third daily flight
in April 2012, and a fourth on
July 1,2015. en
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Turkish now flies to Conakry

Turkish Airlines has launched its first flight
between Istanbul and Conakry, Republic of
Guinea, making it the airline’s 296™ destination.

%TT Bureau

ith this new addition,

Turkish  Airlines has
expanded its network to 51
destinations on the conti-
nent, the largest number of
destinations among all car-
riers. Conakry joins a wid-
ening destination portfolio
in West Africa that include
city-hubs of Accra, Abuja,
Bamako, Dakar, Abidjan,
Cotonou, Douala, Yaounde,

Ahmet Olmugtur
Chief Marketing Officer
Turkish Airlines

: Our entry into the Conakry route is a testimony

- of our faith in the Guinean people and economy.
: This milestone strengthens the position of our
 airline as the one that flies to more countries

¢ than any other air carrier globally

N’'Djamena,
and Niamey.

Ougadougou

The service will pro-
vide a link between Istan-
bul Atatirk Airport and the
Conakry International Air-
port via Ouagadougou. The

return flight will give pas-
sengers departing Guinea
access to top global des-
tinations such as London,
Dubai, Paris, Frankfurt, Mus-
cat, Copenhagen, Stock-
holm, Brussels, Berlin, Am-
sterdam, Vienna, Asmara,
Hamburg, Dusseldorf and

Milano. Flight TK 537 will be
available two times weekly
as of January 30, 2017.

Commenting on the
launch, Ahmet Olmustur,
Chief  Marketing ~ Officer,
Turkish Airlines, said, “Our
entry into the Conakry route
is a testimony of our faith
in the Guinean people and
economy. This milestone
strengthens the position of
our airline as the one that
flies to more countries than
any other air carrier globally.”

Roundtrip  flights  be-
tween Istanbul and Conakry
will be operated two times
per week on Mondays, and
Thursdays in both directions.
Introductory round trip fares
are available from Istanbul
to Conakry starting at $699
(including taxes and fees).
Additionally, for the first 6
months of operation to Cona-
kry, Miles&Smiles members
will be able to earn 25 per
cent extra status miles. en
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Hotels & Resorts

Two Different Destinations for your Fujairah

R&tana

Resent & Spaa— Al Aggal Deach

Perfect Getaway!|

Nestled between the Hajar Mountains and the Indian Ocean, Fujairah Rotana Resort & Spa
is the perfect family holiday destination to rediscover genuine care and outstanding service.
Presenting 250 rooms and suites, 2 cascading pools. the cuisines of the family-friendly resort

cater to every taste with 6 food and beverage outlets. Fujairah Rotana offers as well Flipper’s Th e C ove
Kid's Club with an outdoor playground area. 11 treatment rooms at the award winning Zen
the spa, Bodylines Fitness & Wellness Club, and private beach club. A wide range of water R@t a n a

sports, recreation, and animation activities is also available,

s e Resort - Ras Al Khairmah
Book your getaway now: www.rolana.com/fujairahrotanaresortandspa

Located on an idyllic inlet of stunning turquoise water overlooking the Arabian Guli,

The Cove Rotana Resort — Ras Al Khaimah offers discerning travellers the pleasure of graceful
living and a multitude of activities at only 45 minutes from Dubai airport, With 204 rooms,

78 villas, private plunge pools in the 2 and 3 bedroom villas, 6 outlets, 7 massage rooms,
2 infinity swimming pools, kids pool, Flipper's Kid's Club, Bodylines Fitness &Wellness
Club and a 600 meters of private sandy beach along with a water sports centre. there's
enough space here to do as your heart desires,

Book your getaway now: www.rotana.com/thecoverotanaresort
Retana Rewards :
privileges of life Join now at rotanarewards.com

PO, Box 1856, Al Agah Beach, Fajimirah, LIAE. T: + 9719 244 9888, F: +9719 244 9800, fujairnhresortspagrotana.com
PC3. Box 34429, Ras Al Khaimah, UAE. T: 4971 7 206 6000, F= 4971 7 206 6200, coveresorm@iotana.com rotana.com
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Profitable 2016
for Air Arabia

B Air Arabia’s net profit for the
full year ending December 31,
2016 was AED509 million, a 4
per cent lower than 2015 figure
of AED531 million. Turnover for
the full year 2016 was in line
with the preceding 12 months
reaching AED3.8 billion. More
than 8.4 million passengers
flew with Air Arabia in 2016,
a 12 per cent year-on-year in-
crease. The average seat load
factor — or passengers carried
as a percentage of available
seats — in 2016 stood at an
impressive 79 per cent.

Following its solid full
year 2016 performance, Air
Arabia’s Board of Directors
proposed a dividend distri-
bution of 7 per cent of share
capital, which is equivalent
to 7 fils per share. This pro-
posal was made following
a meeting of the board of
directors of Air Arabia and is
subject to ratification by Air
Arabia’s shareholders at the
company’s upcoming Annual
General Meeting. Air Arabia
added nine new routes to its
global network in 2016 from
its five operating hubs in the
UAE, Morocco, Egypt and
Jordan. The carrier took de-
livery of new new aircraft and
ended the year with a fleet
of 46 Airbus A320 aircraft
operating to 124 routes
across the Middle East,
Africa, Asia and Europe.

DoubleTree RAK tocuses on hieisure

Newly appointed Hotel Manager at DoubleTree by Hilton, Ras Al Khaimah, Nayla
Chowdhury, shares the way forward in 2017 driving a mix of business and leisure guests.

%SHEHARA RizLy

ayla Chowdhury, Hotel

Manager,  DoubleTree
by Hilton, Ras Al Khaimah,
shared that last year the ho-
tel's performance was very
strong as both occupancy
and ADR Y-o-Y were good,
which resulted in a healthy
REVPAR growth.

“The corporate  mar-
ket was an important driver
being in the business and
government hub of the city.
Our weekend leisure busi-
ness has seen a growth as
well since the hotel offers a
great value proposition to our
guests by being able to offer
beach and world class resort
facility access in our sister
property, DoubleTree by Hilton
Resort & Spa Marjan Island.
Another highlight last year
was when we renovated our
Lobby Lounge and expanded

Nayla Chowdhury
Hotel Manager
DoubleTree by Hilton, Ras Al Khaimah

outdoor café for our in-house
as well as guests from the
surrounding areas”

The average lengths of
stay of most of the guests at
the DoubleTree Hilton are 3+
nights. Majority are coming
through agents, although they
have recently seen a lot more
corporate travellers coming to
Ras Al Khaimah that are book-
ing directly through their web-
site and third-party channels.

Chowdhury stated that in
2017 they are focusing on few
additional feeder markets for
the hotel to diversify their mix
by focusing on the GCC, Chi-
nese and CIS market. Some
of the international trade ex-

channel to forge close rela-
tionship with customers and
potential customers in order
to capture their business. The
hospitality industry has be-
gun to fully leverage this new
technology to their advantage.

: We would like to leverage some of the new

. products that are heing developed by RAK

: Tourism for adventure travellers such as Via
. Ferrata, which would include three zip lines,
. and other outdoor adventures

hibitions they will attend this
year would be ITB Berlin, ATM
and WTM.

In terms of technology
in the hospitality sector, she
shared, “Advances in tech-
nology will play a big part in
future customer experience of
the guests. The role of social
media will continue and hotels
need to be very visible in this

Hotels, attractions and restau-
rants are finding unique, con-
sumer-friendly ways to engage
their guests via their mobile
devices, including mobile mi-
crosites, one-click check-ins.”

Ras Al Khaimah is a des-
tination where you receive
both expats and locals apart
from the foreign visitors. “Ras
Al Khaimah is becoming a

popular adventure destination
in the region due to its ma-
jestic mountains, Jebel Jais,
which is the tallest mountain
in the UAE. We would like to
leverage some of the new
products that are being devel-
oped by RAK Tourism for ad-
venture travellers such as Via
Ferrata, which would include
three zip lines, and other
outdoor adventures. In addi-
tion we will continue to attract
visitors from the neighboring
emirates due to our tranquil
white sandy beaches in Mar-
jan Island and desert adven-
tures in the area,” she says.

Currently they are work-
ing on a refurbishment of
the Lobby, the Rooftop Bar
and soft renovation of the
hotel’s 154 rooms. They will
be re-positioning the hotel
very soon to give it a trendier
and more of boutique feel to
the hotel.en

Smartotels launches FORM Hotel

FORM Hotel, the upscale hotel brand in Smartotels Hospitality
International’s portfolio, was launched at Gulf & Indian Ocean Hotel
Investors’ Summit in the UAE.

%TT BUREAU

ORM Hotel's 143-key flag-

ship property is being de-
veloped by Dubai Contracting
Company (DCC), a UAE-based
contracting and development
company, and designed by
Paris-based global architec-
tural firm, Architecture-Studio.
FORM Hotel Dubai's facilities
will include an all-day dining
restaurant, a rooftop infinity
pool, a rooftop gym, and a tech-
nology-focused boardroom. It is

) £ adl
’ & ":;‘,.
i

Tarek M. Daouk
Smartotels Hospitality International’s
Founder and Managing Partner

located within close proximity to
some of Dubai’s most famous

landmarks and business and
leisure destinations. Currently
under construction, it is expect-
ed to openin Q1 2018.

Smartotels Hospital-
ity International’s Founder
and Managing Partner, Tarek
M. Daouk, said, “By offering
a core hospitality experience
with the flexibility of add-on
service and amenity features,
FORM Hotel will empower
its guests to customise their
journey. The hotel will benefit

from an operating model that
is engineered to drive strong
returns to investors through
an increased ability to control
operating expenses by com-
pressing fixed costs and ex-
ploiting variable costs.”

FORM Hotel has de-
signed and developed a
proprietary enterprise appli-
cation system that ensures
operational  efficiency and
seamlessness  of  service
delivery to guests. en

B Starting February 13
to March 15, 2017, all
passengers originating
from Doha, Dubai, Kuwait
and Riyadh travelling to
Manila with pre-purchased
baggage allowance of 40
kilograms will be receiving
additional 25 kilograms
baggage allowance, free-
of-charge on the Philippine

carrier,  Cebu  Pacific.
The extra baggage
allowance will be given

upon check-in of the guest
at the airport.

For those guests with
connecting flights to other
domestic destinations,
the additional 25kg will
be carried over up to
their next flight, given

25kg baggage for ME
on Cebu Pacific

that their flight itineraries
were booked under one
reference  number only.
This promotion is not valid
on return flights from the
Philippines to the Middle
East and on bookings with
Cebgo connecting flights.

“With the launch of
this  special ~ promotion,
CEB opens up more
opportunities for its
travellers across the Middle
East region, most especially
the Filipinos, to maximize
their trip to the Philippines
by allowing them to bring
more items for their families
and friends back home,”
says Atty. JR Mantaring,
CEB Vice President for
Corporate Affairs.

Jumeira

thantwill
surprise
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{all Incluslve Is bed, breakfast and free WI-FL)
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Centara has a spectacular range of properties in gorgeous summer
destinations including Thailand, as well as ravishing resorts in,

the Maldives, Sri Lanka and Vietnam, giving travellers a choice ranging
from sophisticated city retreats to luxurious beachfront resorts.
There’s also total access to local activities, and after the fun, guests can
indulge the senses at super-sumptuous SPA Cenvaree — easy

to enjoy with children busy at the Kids’ Club.

Plus, coming soon, two brand new openings — four-star
Centara Muscat Hotel in Al Ghala, the business district of Oman and the
sophisticated Centara Grand Hotel Doha in West Bay district, where two
children under the age of 12 can stay and play for FREE.
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QUICKBYTES

Middle East buoyant ahout European market

ITB Berlin is undoubtedly the foremost business platform where all stakeholders from around the globe
gather to showcase their products and offerings. Leading hospitality and other stakeholders from the

United Arab Emirates share with

%SHEHARA RizLy

In line with Ajman’s Vi-
sion 2021 and ATDD’s strate-
gic plan, we will be focusing
on increasing brand aware-
ness by promoting our dif-
ferent tourist destinations,
activities and events through
our destination website www.
ajman.travel and mobile App.
We will be discussing tour- .\ oo
ism investment opportunities egﬁse?mmn;gae'rm'

. . . Ajman Tourism Development
and sign major marketing Department
agreements with leading Ger-
man tour operators to attract more tourists and inves-
tors. Germany is one of the most important European
markets for Ajman. Europeans contribute 17 per cent
to room nights and Ajman welcomed around 52,000
tourists from Europe making it overall a very important
market with further potential.

Ramada Downtown
Dubai will highlight its loca-
tion which has always been
its USP. Germans are cham-
pions of world travel and are
loyal tourists. Once they like
the destination, they keep
visiting and we aim to cap-
ture this. The German and
West European market share
in our property was at 14 per
cent and we seek to boost
this percentage, alongside the
overall European segment. There has been a decline in
tourists but the numbers are gradually increasing. The
cruise business is also gaining momentum, which will
help us to develop this market further.

Shahzad Butt
General Manager
Ramada Downtown Dubai

We look forward to gener-
ate contractual business with
German, European operators
and to get an insight on the
latest trends  developed
from a marketing aspect.
European and in  spe-
cific German visitors are
a major market feeder for ; v
our properties holding more 8% *°
than quarter of the leisure Cceo,Time Hotels
market followed by Scandina-
vians countries.

E THE WORLD'S

ITB | eaDING TRAVEL
(BESNT TRADE SHOW®

The main focus will be
for both hotels — Ramada
Plaza Jumeirah Beach and
for Ramada Sharjah. Espe-
cially for Ramada Sharjah as
the conversion of the hotel
has been completed now with
an inventory of 343 units we
will focus on the hotel and all
its benefits and new facilities
available. The European mar-
ket is very important for both
the hotels. The business mix is
very important and for UAE the variety in the incoming
market is big, but one of the main market has always
been the European market.

Angela Christodoulopoulou
Cluster Director of Sales and
Marketing, Ramada Plaza Jumeirah
Beach & Ramada Sharjah

We will be promoting
our new 179-key property,
Wyndham Garden Ajman
Corniche, at this year's ITB.
The new hotel will be part
of Ajman Tourism Develop-
ment Department (ATDD)
stand. We seek to strengthen
our presence in the Bal-
kans, Baltic, East Europe,
and West Europe,
ticularly ~ Germany,
are the stronghold in our
two existing properties in Ajman; and these will
be also be our key markets for Wyndham Garden
Ajman Corniche.

Iftikhar Hamdani
par-  Cluster General Manager
. Ramada Hotel & Suites Ajman,
which  Ramada Beach Hotel Ajman and

Wyndham Garden Ajman Corniche

We are rolling out our loy-
alty scheme to our guests and
expect to see good results not
only for 2017 but also the fu-
ture. We will update our web-
site, ensuring that it is easy
for guests to book and also of-
fer special deals to our loyalty
members. We will continue
to focus on our key markets,
working closely with our part-
ners. However, we are also fo-
cusing on growing markets as well. Golden Sands con-
tinues to participate at key exhibitions as it is important
to meet with decision-makers from our partner compa-
nies to discuss contracts, as well as market feedback
and trends. It is also a good platform for networking.
Our must-attend exhibitions currently are; SATTE, ITB,
ATM & WTM.

Mohammed Khoori
General Manager
Golden Sands Hotel Apartments

Latest product developments and openings includ-
ing Centara’s first properties in the Middle East, open-
ing in Qatar and Oman in mid-2017. Europe is a ma-
jor source market contributing a fifth of total business.
For the Middle East properties, Europe will remain a crucial
market due to location convenience and myriad choices of

airline carriers.

retreat packages.

Paul Wilson
VP Sales, Centara

ITB Berlin will be the first exhibition for us to
officially introduce our new property, MGallery by Sofi-
tel, at the global stage. Located in Palm Jumeirah, it will
be the first health and wellness resort in the GCC. _
There is an increased demand in wellness tourism, not [ ==
just in Europe, but across the globe, and we aim to take )jl -
full advantage of this trend. With all the travel trade pro-
fessionals under one roof, this is an ideal opportunity for
us to promote our product, including the treatments and

)

Samir Arora
General Manager
MGallery by Sofitel

based in

Manoj Kanwal
Operations Director
Danat

online GDS’ channels.

ITB is an important platform to promote our hotels
where we have German guests who like to stay in our
properties for leisure and to enjoy our hotel activities and
the beach. During ITB, we will meet with all our partners
Europe and will
services they may provide us to increase business opportuni-
ties. We will meet travel agencies, DMCs and tour operators
for the leisure business and inbound travel to Abu Dhabi
and discuss the rates that we would offer to book them
mainly from Europe and to meet new TPIs to broaden our

discuss any additional

o/

Mohamed Saad
Director of Sales & Marketing
Hawthorn Suites by Wyndham JBR

With its proximity to the beach, Hawthorn Suites
by Wyndham JBR will be targeting the European
markets seeking the year-long sunny weather which
Dubai has, especially the family travellers. We'll highlight
our kid-friendly facilities and offers, including the Junior
VIP check-in, the spacious family suites, etc. Our property’s
main feeder market remains leisure and family travellers
from the GCC, but we’ve seen an increase in German and
European markets last year, with five per cent in the total
nationality mix and we aim to strengthen our presence in
these segments.
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Rove opens at Healthcare City

The unveiling of Rove Healthcare City follows the
opening of Rove Downtown Dubai and Rove City
Centre, with focus on an engaging guest experience.

%TT BUreEAU

ubai Healthcare City, the

hub for medical enter-
prises, healthcare facilities
and medical education, now
has a new design-influenced,
value-lifestyle hotel adjacent
to it, which will aim to appeal

in equal measure to business
and leisure guests as well as
wellness tourists. The 286-
room hotel, 30 per cent of the
rooms interconnected for the
convenience of families, will
also serve as a stimulating
cultural hub, where the young
and trendy can get together
for a social evening, and for

families to enjoy quality time
with friends and loved ones.

The unique selling prop-
osition of Rove Healthcare
City is its location, which is
only 10 minutes from the
Dubai International Airport,
Dubai World Trade Cen-
tre, Downtown
Dubai and DIFC.
In close proximity
to the established
neighbourhoods
of Karama, Satwa,
Bur Dubai and Dei-
ra, the hotel offers
guests  effortless
access to a wide
range of shopping
and leisure options
that are conventionally part
of the tourist itinerary.

Rove Healthcare City
also serves as a venue of
choice for business events
and Continuing Medical Edu-
cation (CME) training pro-
grammes, which will appeal
to healthcare companies,

distributors and others seek-
ing to engage medical profes-
sionals in Dubai Healthcare
City. Its proximity to Rashid
Hospital and the American
Hospital means guests of
in-house patients, especially
wellness tourists, will have a
comfortable place to stay.

Chris Newman, Chief
Operating Officer of Emaar
Hospitality ~ Group,  said:
“Rove Healthcare City is a
unique property that caters
to the needs of the business
community and visitors to the
Dubai Healthcare City and
the surrounding neighbour-
hoods. The location has a
unique dynamic, being home
to hospitals, schools, so-
cial and cultural clubs, fam-
ily parks and malls. Tucked
away from the bustle of the
city yet in a central location,
the area demanded a ho-
tel that assures guests true
value hospitality experiences.
We deliver that with Rove
Healthcare City.” em

Rapid expansion plans in 2017

Central Hotel has announced aggressive expansion
plans with three new hotels lined up for opening in

Dubai in 2017.

%TT BUREAU
hmad Ali Al Abdulla
Alansaari, Chairman,

Central Hotels, stated, “2017
is a very exciting year for us
with three exceptional prop-
erties opening in quick suc-
cession. This massive expan-

Ahmad Ali Al Abdulla Alansaari
Chairman
Central Hotels

sion will double our existing
inventory of rooms from 524
to 1220 keys and reflects
our commitment to serve
the needs of our guests with
great value in iconic locations

such as The Palm and Busi-
ness Bay. In addition to the
existing development, our
aim is to add another five ho-
tels to our outstanding port-
folio of properties by 2018
creating greater choice and
opportunities for our guests,
associates and stakeholders.

Ammar Kanaan
General Manager
Central Hotels

We are in the midst of ad-
vanced negotiations for three
fabulous projects in KSA as
well as two hotels in the UAE.
These accomplishments are
designed to position Central

Hotels for continued success
in the years ahead”

Giving details about the
new projects opening in 2017,
Ammar Kanaan, General
Manager, Central Hotels, said,
“‘Bay Central located at The
Burj Khalifa district features
284 keys and is expected to
welcome its first guests in the
third quarter of 2017 followed
by two other hotels of 208 and
204 keys each in The Palm.
All three properties are in the
4-stars category and pro-
gressing towards completion.”

Central Hotels has very
quickly established itself as a
reputed hotel management
group in the UAE with its flag-
ship property First Central
Hotel Suites located in Bar-
sha Heights (TECOM) near
Sheikh Zayed Road. Building
up on this, the brand is now
poised to expand its footprint
in the GCC targeting Saudi
Arabia and the UAE as the
primary markets for growth. e»

Travelport -

Redelining trovel commerce

INdiGo now

available

on Travelport

IndiGo

You can now book IndiGo (6E) branded fares and ancillaries with Travelport Smartpoint today, Book excess baggage,
meals, seat selection, lounge access and priority check-in, fast forward without having to visit the airline's website or
leaving your workflow. Access and understand the most relevant travel content and offer your customers the best

choices, Grow your sales with Travelport Smartpoint today

www.travelport.com
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e UK top destination for ME travellers

= oman Ar e naional | CAITYING forward the 2016 trend, the top destinations for Middle East and African travellers
e e aenae | continue to be in Europe’s favour with London and Paris taking the top two spots.

capacity to India whereby
it will increase its weekly
frequencies from 126 to 161 Top 5 Destinations Interestingly, travellers (30%) were either con-
fiights per week between ducting very last-minute searches, within 7 days

Oman and s 11 destinations of their planned departure date, or very far in ad-

Top 5 Destinations

in India. Effective February Istanbul London : ) ;
onward, Mumbai, Delhi, vance (25%), over 60 days in advance of their Paris
Calicut and Hyderabad wil Jeddah Paris planned departure date. Ll
ﬁfh(t’gef;gg Wg;‘ dzluvgﬁr?'(% Dubei At We know that there is a perception in the market
wﬁh 14 weekly fights. The msterdam that consumers in the Middle Eastern and African Istanbul
growth in capacity follows the Cairo Bangkok region have an affinity for impulse buying based Jeddah
recently signed agreement Rivadh _ on price point and last-minute bookings and the
between the Governments of Iya New York City data seems to be echoing this trend. Riyadh/Dubai
Oman and India, where both
sides agreed to increase the SHORTHAUL  LONG-HAUL -
weekly seats. Top Destinations Searched
Paul  Gregorowitsch Beach Metropolitan Sightseeing/
CEO, Oman Air, commented: : Recreational
“India is a key destination Lead Time
for Oman Air and we are Tel Aviv London Bangkok
delighted to be offering
thousands more guests the Barcelona Amsterdam Tel Aviv
opportunity to travel between
Oman and India (and ) ) )
beyond). The demand for all Dubai New York City Madrid
11 of our Indian destinations
has always been high and Miami Paris Rome
the increased frequencies
GLF I IO EIEED Bali Istanbul Berlin
and convenience to our
guests. The extended traffic 30% 12% 9% 7% 17% 25% i o
entitiements will give a further 0107 Days 810 14 Days 15021 Days 2210 29 Days 30 to 59 Days 60+ Days For April, European destinations make up
boost to the tourism sector, half of the top 10 destinations searched by

gﬁﬁgn{% Tizir;yn?aisﬁfrigtianr% Although looking back at past trends can be extremely helpful, we at Sojern, use our billions of travel intent ~ Middle East & African travellers. Tel Aviv
OmEn s wEl asg India’s signals in order to see the early trends that are beginning to evolve for future months. This allows travel  also cracks the top five list - perhaps draw-

beautiful touristic spots.” marketers to effectively optimise future campaigns. ing Easter travellers

Source: Sojern Report on Q2 2016 Global Travel Insights
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SPECIAL FEATURE

Personality of the month

Hamdani: the Green Champion

Iftikhar Hamdani has revolutionised the hospitality industry over the past seven years with his commitment to
carry out projects on environment, community and charity work. Known as the initiator of green programmes
in the emirate of Ajman, he has definitely made his mark to engage hoteliers over the past couple of years.

{!?TT BUREAU

Hamdani with his 22-year
experience in different
hospitality brands in differ-
ent positions, is currently
working as Cluster General
Manager to lead two hotels,
Ramada Ajman and Ramada
Beach Ajman, additionally
he is engaged with his hotel
group expansion and work-
ing as VP Development and
Acquisition - R Hotels.

Iftikhar Hamdani is a
graduate from Hailey Col-
lege of Commerce Lahore,
Pakistan. Hamdani is fully
engaged from 2011 on en-
vironment and charity initia-
tives; he is on a mission to
create awareness among his
hospitality colleagues to do
more for environment and
charity within their routine life
and daily operations of their
hotel job. The Corporate So-
cial Responsibility (CSR) at
Ramada Hotel & Suites Aj-

man has developed through
the initiative and determina-
tion of Hamdani.

He was known for his
remarkable ground-breaking
environment initiatives like
the launch of Zero Landfill
Project in 2012 — a waste
management system of the
property. Four years after the
launch of the project, with the
help of recycling and an in-
house composter machine,
the hotel was able to reduce
its landfill waste disposal by
90 per cent and divert more
than a million kilogram of
waste. Hamdani pioneered
an Urban Farming project,
where the he converted 430
square metres of its vast
parking space to an urban
farm, growing seasonal veg-
etables and crops, which
can be of use in the hotel's
kitchen. He also launched
an all-new Reverse Osmosis
(RO) plant, which aims to re-
cycle the hotel's waste water

by 60 per cent and target an
annual savings of about AED
290,000 ($79,019).

Hamdani led various
activities such as Go Green
Painting Exhibition in 2013
and raised awareness to
100,000 students & parents
in the Northern Emirates.
Recently, Hamdani organ-
ised again an environmental
awareness conference as
“International  Roundtable
Conference by Future Lead-
ers” with topic on Climate

Change on December 2016.
22 young speakers aged be-
tween 12 to 16 years from

22 different nationalities
took part in the interactive
discussion, which aimed to
gather insights and share the
best practices that are being
carried out by their respec-
tive country to address the
pressing subject. Under his
leadership, the Ramada Ho-
tel & Suites Ajman does its
share for sustainable tourism
through regular beach clean-
ups and organising activities
for Earth Hour, Earth Day,
World Environment Day.

To step up its CSR pro-
grammes, Hamdani joined
the United Nations Global
Compact in 2016, the larg-
est corporate social respon-
sibility initiative in the world.
He has been recognised as
the “Brand Ambassador of
Wyndham Hotel Group in
year 2012” which signifies
Wyndham  management’s
appreciation of all his efforts

towards the environment and
community. Hamdani has
also been recognised as a
“Highly Commended CSR
Champion of the Year 2013
by the Hotelier Middle East.
He has been honoured the
“National Award” on April
2014 by the Pakistan Asso-
ciation Dubai (PAD) because
of his good deeds towards
creating better image of Pa-
kistan. Another accolade in
his kitty is the “Alleem Sus-
tainable Development Excel-
lence Awards” on December
18, 2014, by the Alleem
Business  Congress in
recognition to his numerous
CSRinitiatives.

Additionally, he has
been recognised by Pakistan
Social Centre Sharjah on
March 19, 2015, in appre-
ciation to his valuable CSR
initiatives during the com-
memoration of the March
23%s Lahore Resolution
and the adaptation of the 1!
constitution of Pakistan. The
award was given to the key
figures from the Pakistan
community who truly made
noteworthy contribution, in-
fluence and progress in the
UAE. Hamdani received
the CSR Champion 2015 by
the Hozpitality Excellence
Awards. The latest acco-
lade he received was the

General Manager of the Year

2016 by the Hozpitality
Excellence
Awards.

Hamdani continues to
spread the cause on sus-
tainable waste manage-
ment by speaking in differ-
ent forums and conferences
locally and internationally.
The hotel's waste man-
agement system was fea-
tured in the China Central
Television (CCTV-13)
aired in China. He had
represented the hotel to
speak about “Responsible
Tourism” and  “Sustain-
able Hospitality” in London
and Kingdom of Saudi Ara-
bia, respectively.

Over the years, Ramada
Hotel and Suites Ajman, led
by Hamdani, has been ac-
tively leading sustainable
tourism initiatives within the
UAE’s hospitality sector. As
a testament to its successful
green campaigns, the hotel
has won several awards,
citations and certifications
including Green Globe, mak-
ing it the first hotel in North-
ern Emirates to receive the
prestigious certification.
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ubai Miracle Garden
eyes 1.5 million guests

Dubai Miracle Garden, the world’s largest natural flower
garden, is all set to attract over 1.5 million guests as they
display its breathtaking array of over 60 million flowers
with a specially designed floral display in association with
Emirates Airline A380.

%TT BUureAu

bdel Naser Rahhal,

Vice Chairman, Cityland
Group, which is the developer
of the Dubai Miracle Garden,
said, “As a unique destina-
tion to see spectacular floral
displays showcased in a vari-
ety of dramatic sculptures and
designs, the Dubai Miracle
Garden has carved a special
place in the hearts
of residents and visi-
tors over the last four
years. This year, we
look forward to wel-
coming visitors  so
that they can enjoy
the stunning land-
scapes within the
park and enjoy the

Abdel Naser Rahhal, Vice Chairman, Cityland Group

vibrant new displays we have
in store for them”

This year, Dubai Miracle
Garden will also have another
new exhibit called ‘Lost Para-
dise’ which is an underground
floral cascade with a depth of
20 ft. There will also be more
than 20 food and beverage
vendors to choose from for
visitors to enjoy a great meal

with beautiful views. During
the past four years, residents
and visitors from various
other countries have enjoyed
new attractions/features every
time it opens towards the end
of autumn in November. There
are several entrances and
when you enter it is truly as if
you have entered through the
gates of paradise. The fine de-
tailing of every feature in the
garden is an exception-
al concept by the crea-
tors. At the first glance
you will be wooed al-
most magically to this
really happy land full
of flowers. The whole
garden measures up to
about 700,000 square
feet. Some of the at-
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tractions include the love boat,
parrots, white house, butterfly
windmills, beautiful arches
and pergolas with flowers and
umbrellas as well. Burj Khalifa
with a water fountain, many
palaces and houses, crying
face, a flower clock embedded
on the floor.

It is a seasonal attrac-
tion which opens from end of
November to end of May. The
garden will be open from 0900
to 2100 hours on weekdays
and 0900 to 2300 hours on
Friday and Saturdays. Regular
admission is DH40 per adult,
DH 30 per child (from 3-12
years). Entry is free for people
with disabilities and children 2
years and under. en

UNITED ARAB EMIRATES

TULIP INN
RAS AL KHAIMAH

STAY WITH US FEEL AT HOME

TULIP INN

HAS AL KHAIMAKM -
International staralards, local Navouns

In the Cosmopolitian Base of the Rising Emiratte this stylish hotel offers 102 rooms, Champs Sprots Bar and
Ristretto Cafe and 03 Meetings Rooms, Tulip Inn is located in the heart of the city, walking distance from the
Shopping Centre, Exhibition Centre and RAK Free Trade Zone.

P.O. Box 13098, Ras Al Khaimah, UAE Tel: +971 7 2211222
info@tuliplinnrasalkhaimah.com, www.tulipinnrasalkhaimah.com
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Emirates daily to Newark via Athens

Emirates Airlines will launch a new daily service from Dubai to
Newark Liberty International Airport, via the Greek capital city of
Athens, starting March 12, 2017.

%TT Bureau

he new route comple-

ments Emirates’ exist-
ing four daily flights between
Dubai and New York's JFK
airport, by offering global trav-
ellers with another convenient
access point to the popular
New York Metropolitan area.

Emirates’ new Dubai-
Athens-Newark flight will also
provide a year-round non-stop
daily service between the
United States and Greece
— a service that does not ex-

on the route, offering 8 seats
in First, 42 seats in Business
and 304 seats in Economy
Class, as well as 19 tonnes of
belly-hold cargo capacity.

Sir Tim Clark, Presi-
dent, Emirates Airline, said:
“The Greek Government and
Athens International Airport
approached Emirates some
time ago to consider serving
the route between Athens
and New York. After careful
review, Emirates concluded
that extending one of our
Dubai-Athens flights to New-

: The Greek Government and Athens

: International Airport approached Emirates

: some time ago to consider serving the route
: hetween Athens and New York

ist today and has not existed
since 2012. The airline will
operate a wide-body Boeing
777-300ER powered by Gen-
eral Electric GE90 engines

ark would be commercially
and operationally feasible.
We are pleased to be able to
help meet a strong consumer
need long neglected by other

Sir Tim Clark
President
Emirates Airline

airlines, and we would like to
thank the authorities and our
partners in both the US and
Greece for their support of
the new route.

“The availability of high
quality, daily international
air services is essential for
the development of busi-
ness and cultural ties. Trade,
especially in high-value and
time-sensitive products, will
be facilitated by the ample
cargo capacity on Emir-
ates’ Boeing 777 aircraft. We

also expect tourism to re-
ceive a major boost from
the availability of daily flights
year-round.”

Elena Kountoura, Min-
ister of Tourism of the Hel-
lenic Republic said: “Within
the framework of our excel-
lent cooperation, and in line
with our common goal for the
growth of tourism between
our two countries as well as
the expansion to long-haul
markets, | would like to thank
Emirates for having positively
considered our request to
launch a new Emirates itin-
erary connecting Dubai with
New York via Athens all year
round. This strategic choice
substantially supports our
efforts at the Ministry of
Tourism to enhance the
already increasing flow of
visitors to Greece from the
United States and the UAE
on a yearly basis, travel-
ling either for leisure or
business purposes.” en

31.6 million profit

for flydubai

M Flydubai has announced
its full-year results for 2016
reporting a profit of AED31.6
million ($8.6 million). It
has reported total revenue
of AED5 billion ($1.37
billion), an increase of 2.4
per cent compared to the
same period last year. The
stronger second half, driven
by increased passenger
numbers, was impacted by
downward pressure on yield
leading to lower overall
revenue growth reflecting
a continuation of the same
adverse factors reported in
the first half.

His Highness Sheikh
Ahmed bin Saeed Al
Maktoum, Chairman,
flydubai, said: “These
results see flydubai report
its fifth consecutive full-
year of profitability. In 2012,
our third year of operation,
we carried 5.1 million
passengers. This year, we
have carried 10.4 million
passengers demonstrating
that flydubai  continues
to help change the way
both business and leisure
passengers travel around
the region. An established
tourism  destination and
global centre for business
together with the UAE’s
geographic location has
supported the need for
increased connectivity.”

Ghaith Al Ghaith,
Chief Executive Officer
of flydubai, reviewing the
Annual Results for 2016,
commented: “Over the
last two years we have

Ghaith Al Ghaith
Chief Executive Officer

flydubai
seen passenger traffic
grow  cumulatively by

52 per cent in terms of
RPKM.  We continue to
demonstrate that we gain
loyal customers across our
network who recognise the
benefits of direct air links
and enjoy our onboard
offering. The continuation
of mainly lower fuel
prices and ongoing cost
management efforts are
reflected in the 16 per cent
improvement in terms of
ASKM over the last two
years. We have however
seen a difficult pricing and
operating environment.”

Al Barsha Mall
04-3974726

Arabian Centre

04-2845164
Mobile: 050 4575243

E-mail: kwalityrst@gmail.com




All Philippine Airlines Middle East Flights to operate non-stop to Manila

Flag carrier Philippine Airlines will mark a new and
exciting milestone in its Middle East operations on
March 26 this year.

On that much-anticipated date, PAL will have an
'all non-stop service' between seven points in the Middle
East and Manila.

“The non-stop service across all these routes will give us
a better product to offer our primary market which
comprises close to 800,000 Filipino contract workers.
Aside from the convenience of this direct service,
our kababayans (countrymen) will feel right at home on
each and every PAL flight. What we offer our passengers
is the Heart of the Filipino, marked by warmth, care and
hospitality. 'Buong pusong alaga' (wholehearted care)
is what makes Philippine Airlines a cut above the rest’,
said PAL President and COOQ Jaime J. Bautista.

With all flights devoted solely to passengers from origin
to destination, this gives the Middle East — Philippine
route an increased capacity of 47%.

The operating aircraft for the routes will be the
414 - seater Airbus A330 with economy and premium
economy. The shift to the bi-class A330, with full-flat beds
on business class, will take place on June 15 for Dubai,
July 15 for Abu Dhabi and Doha, August 15 for Riyadh,
and September 15 for Kuwait and Jeddah.
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The shift to bi-class service gives our passengers
the flexibility to choose between regular economy,
premium economy and business class service.
Regardless of which class of service you choose,
PAL will deliver its distinct brand of Filipino service”,
Bautista added.

Passengers will also have the option to enjoy wireless
In-flight Entertainment by simply downloading the
myPAL Player app for free in order to stream a wide
selection of movies, TV shows and music from their
personal laptop, tablet or smartphone. The aircraft's
myPALWi-fi allows one to surf, browse and keep in touch
with loved ones and friends while on board the flight.
An added treat is 30 minutes free Wi-fi. Ipads will also
be offered.

Full-service inflight offerings include a selection of Asian,
Continental and Halal meals and a wide selection
of beverages. Each passenger is entitled to free baggage
allowance of two pieces, weighing not more than 23kilos
each.

With the non-stop operations to Manila, travelers from
the Middle East will now have a direct gateway to the
Philippines and international destinations PAL flies to.
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Philippine Airlines flies non-stop from the Middle East to Manila starting March 26, 2017.

Enjoy a comfortable flight experience to the Philippines with our Halal-certified inflight meals
and 2-piece FREE baggage allowance at 23 -F:E {50-1b) each. Plus, stream movies In nur ert.nnal device
text with myPAL Moblle

with myPAL Player, surf onboard with myPAL Wi-fi and send messages or make ta

Fiy non-stop from Riyvadh, Dammam, Abu Dhabi and Dubai to Manila, Philippines
Plus, enjoy more non-stop flights from Jeddah, Doha and Kuwait starting March 26, 2017."

Philippine
.ﬂ Aldl?fs

The Hiore of the Fliping

Have a heartwarming travel experience with the airline that celebrates the Heart of the Filipino

“Joddah/Kuwait - Manila [via Dubai) and Doha-Manila (via Abu Dhabi) Mights 1o

M | ﬂo@o fIvPAL | (57e4d) 3166632 | VISIT A PAL TICKET OFF

PHILIPPINEAIRLIMES CC

aperate untll March 25, 20N7

ICE OR YOUR MEAREST TRAV
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In store for all

The emirate offers an authentic Arabian and cultural experience in close
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proximity to sandy beaches and boasts a wide selection of outdoor adventures,
that cater to all the members of a family

%TT BUureAu

he Emirate of Sharjah has

firmly established itself as

a year-round tourist des-

tination, attracting fami-
lies and travellers seeking to truly
explore the region and immerse
themselves in its traditions, iden-
tity, and culture. The emirate offers
them an authentic Arabian experi-
ence in close proximity to sandy
beaches, basking in perpetually
warm weather.

A visit to Sharjah is never
complete without a stop at Al Ma-
jaz Waterfront. Boasting an im-
pressive line-up of exquisite land-
scaped gardens, cafés, shops,
and kiosks that cater to all tastes,
the waterfront is home to the im-
posing musical fountain. Stretch-
ing as long as 200 metres in
width, and thrusting water as high
up as 100 metres, the Sharjah

Fountain is truly a sight to behold.
In addition to that, the waterfront
features an open-air Roman-style
amphitheatre — the first of its kind
in the region. Located on Khalid
Lagoon’s Al Majaz Island — and
covering a surface area of 7,238
square metres — the semi-circular
theatre includes several terraced
seating areas that can accommo-
date up to 4,500 spectators.

Travellers don’t need to wan-
der too far from Al Majaz to find
themselves facing Al Qasba water-
front. Centrally located within the
city of Sharjah, Al Qasba is easily
accessible from anywhere in the
city, and offers a range of trendy
restaurants and cafés lining up its
banks and serving cuisines from
around the world. Towering over
the waterfront and dominating the
skyline, the Eye of the Emirates
Wheel stands 60 metres tall. From
its highest point, visitors can en-

joy the breath-taking views of the
city’s landmarks, as well as the
Gulf coast stretching all the way to
Dubai. Al Qasba reiterates Shar-
jah’s cultural inclinations, offering
events that combine culture with
entertainment and continuously
striving to develop leisure activi-
ties that highlight the Arabic and
Islamic heritage of the emirate.

Meanwhile, the recently com-
pleted Al Noor Island, engulfed
in the emirate’s famed Khalid La-
goon, is accessible via a pedes-
trian bridge. The most prominent
structures on the island were
designed to invoke nature — but-
terflies, in particular. The island
features a Literature Pavilion,
including an open seating area
for writers and book lovers, an
egg-shaped OVO Art Sculpture —
that has been displayed in major
cities around the world — and a
Butterfly House (one of the des-

tination’s main attractions), which
harbours as many as 500 exotic
butterflies brought from Far East
Asian countries.

The Heart of Sharjah, moreo-
ver, is a microcosm of the blend
of history and progress than char-
acterises the emirate. Sharjah Al
Hisn Museum — the crown jewel
of the Heart of Sharjah — oc-
cupies a historic fort that once
served as the seat of the emir-
ate’s Government, the residence
of the Al Qasimi ruling family, and
a jail. A two-storey traditional rock,
coral, and adobe fortification built
in 1823 in the centre of the city,
the structure now houses a collec-
tion of artefacts, photographs, and
heritage items that cast an en-
chanting image of past centuries.

Other heritage offerings in the
Heart of Sharjah include the Shar-
jah Heritage Museum; Traditional

Games House, which aims to
bring traditional folk games back
to life; and the Emirates Handcraft
Centre, which showcases how
many tasks were handled in by-
gone days — most notably, the pro-
duction of “dibs”; among others.
Overlooking the Sharjah Creek,
the Heart of Sharjah is also home
to four winding souks: Souk Al Ar-
sah, Souk Al Shanasiyah, Souk
Saqgr, and the Old Souk. With its
coral-brick walls, wooden doors,
and hanging lanterns, Souk Al Ar-
sah — believed by many to be the
oldest in the UAE — conjures up
a quintessentially Arabesque am-
biance, complete with shopkeep-
ers serving suleimani (a sweet
and spicy tea) to their patrons as
they narrate their family’s history
with their craft. Souk Al Shanasi-
yah, meanwhile, was built on the
ruins of a much older souk that
were discovered following excava-
tions in the area between Al Hisn

Al Arsa Souq
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Sharjah,
moreover, is a
microcosm of the blend
of history and progress
than characterises

the emirate.

Al Qasba

Noor Mosque

Central Souq

Fort and the Corniche. The souk
gets its name from the merchants
hailing from the state of Shanas in
Oman who used to populate the
market. The 25-year-old Old Souk,
on the other hand, is home to
Al Daleel Mosque — the oldest
mosque in the city — as well as the
Sharjah Art Museum.

Sharjah is a family destination
par excellence; all members of the
family are guaranteed to find some-
thing to their liking in the emirate,
from dazzling shows and carnivals
to enchanting parks and stunning
desert landscapes, as well as an
array of cultural and edutainment
locations. Visitors can relax with
their families in any of the
nearly 55 parks, which of-
fer the latest facilities and
amenities. The emirate’s lat-
est destination for a family
day out is the Al Montazah
Park, a 126,000-square-
metre theme park featuring
eight thrilling rides. For adults
and children seeking an extra
bit of adventure, the park of-
fers Al Montazah Adventures,
which consists of a number
of gladiator-inspired obstacle
courses divided into varying
difficulty levels.

A shoppers’ paradise, the
emirate is home to a host of
modern malls, many of which
include massive entertain-
ment centres for children:
Sahara Centre, for example,
houses an indoor family en-
tertainment park — Adven-
tureland — complete with an
Aztec- and Mayan-inspired
interior, as well as electronic
games and rides, including
an indoor roller coaster. Shar-
jah Mega Mall, meanwhile,
is home to Antic’s Land, a

“distinctively themed” family enter-
tainment centre, comprising three
mystical lands with unique rides,
edutainment activities, a roller
coaster, a monorail, 3D cinema
and haunted house, and the
latest video games.

Additionally, and perhaps most
famously, the Emirate of Sharjah
has long been a magnet for cul-
ture enthusiasts seeking a deeper
understanding of the civilisation of
the Arab region, both traditional and
contemporary — and for good rea-
son. From its fairs and festivals to its
museums and universities, Sharjah
truly holds its own as a cultural capi-
tal in the region.

The traditional Arabian and
Islamic architecture that charac-
terises much of Sharjah’s land-
marks bear faithful witness to the
emirate’s dedication to preserve
its culture. To shed light, quite lit-
erally, on that aspect, the Sharjah
Commerce and Tourism Devel-
opment Authority organises the
now-world-famous yearly Sharjah
Light Festival, whereby landmarks
across Sharjah bear three-dimen-
sional light displays for nine days
each February.

Away from architecture, Shar-
jah pays particular attention to art
and literature, among other cultural
activities. The emirate has been or-
ganising the Sharjah International
Book Fair (SIBF) every November
since 1982. The 10-day fair regu-
larly attracts upwards of one mil-
lion attendees every year (SIBF
attracted 1.2 million visitors and
1,547 exhibitors from 64 countries
in 2015). The American Univer-
sity of Sharjah (AUS), meanwhile,
boasts an 11,000-square-metre
library housing a staggering collec-
tion of 125,000 English-language
books, as well as literature in other
languages — chiefly Arabic.

As for art, the Sharjah Art Mu-
seum presents itself as a three-
storey exhibition space showing
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artworks and collections covering
various mediums and techniques.
The museum welcomes patrons
every day from 8:00 am to 8:00 pm
(4:00 pm to 8:00 pm on Fridays)
free of charge. Throughout the year,
the museum houses several tempo-
rary exhibitions and art events. The
Museum’s Art Library, meanwhile, is
home to over 4,000 titles in Arabic,
English, and other languages, along
with visual and audio materials.

The emirate has also estab-
lished a dedicated Calligraphy
Museum. In over a decade of op-
eration, the Sharjah Calligraphy
Museum has managed to collect
over 300 works adorning canvas,
wood, paper, and ceramics. The
assortment includes historic paint-
ings in the Kufic font and, most
notably, the Al Hulia Al Sharifa
by Iraqi calligrapher Ziad Al Mu-
handis (measuring 280x300cm
and considered the largest in the
Islamic world).

For the outdoorsy and adven-
turous, the emirate offers water
sports, snorkelling, and diving
activities on its east coast, where
travellers have the option to either
camp on the beach or stay in any
of the hotels that line the coast.
The emirate also offers plenty
of attractions for nature lovers
and environmental enthusiasts.
Sharjah boasts a rich and
diverse ecosystem; protected ar-
eas form 4.6 per cent of the area
of the emirate and are divided
into eight conservation centres
— namely, Jazirat Sir Bo Naair,
Algurm Wa Lehhfaiiah, Wasit
Nature Reserve, Ed Dhelaimah,
Wadil Helo, Mleiha Protected
Area, Elebriddi, and Lemdynah.

From family outings and urban
tours to cultural excursions and out-
door expeditions, Sharjah doesn’t
play favourites. The emirate has
something on offer for all visitors
who make the journey to its golden
dunes, azure beaches, and glitter-
ing skyscrapers. en
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Providing solutions for corporate travellers

Amadeus, as a leading travel commerce platform in the region, is on a rapid plan of dispersing all relevant
information to their stakeholders. Jauhar Abdul Gafoor, Director Sales - Abu Dhabi, Al Ain & Oman at

Amadeus Gulf, shares the latest offerings.
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QCould you share the
market dynamics for
Abu Dhabi and Oman?

Abu Dhabi and Oman are
key travel markets in terms of
outbound and inbound traffic, es-
pecially as the tourism sector is
charged with supporting the evo-
lution of Abu Dhabi and Muscat
into world-class destinations —
part of the government initiative.
For this reason, more and more
corporations are realising the
benefit of implementing the latest
technologies in their infrastructure
in order to better manage their
travel spend. A lot of traditional
and accustomed ways of handling
travel are becoming obsolete.
As a result of centralisation and
mergers of large corporations,
more automation and optimisa-
tion of the business processes
have been implemented, which
eventually will help the travel
market to evolve and become
more sophisticated.

QHow has Amadeus
fared in Abu Dhabi and
Oman markets and what
are the challenges faced
and results?

Amadeus continues to invest
in R&D and make innovations in
the travel market. Between 2004
and 2015, Amadeus has invested
€4.1 billion in R&D and has con-
sistently been named an R&D in-
vestment leader by the European

Union. As we cater for majority of
the travel business worldwide, in-
cluding the Middle East which es-
timated online travel market to be
double in coming years rising from
$18 billion to $35 billion (source:
Phocuswright Study). As Ama-
deus, we are better positioned to
address the digital transformation
that we face now in this region.

What are the latest of-

ferings for customers
in 2017 from Amadeus?

Amadeus has large number of
travel provider's bookings through
booking tool known as Ama-

Jauhar Abdul Gafoor, Director Sales - Abu Dhabi, Al Ain & Oman a

As we cater for majority of the travel
business worldwide, including the Middle
East which estimated online travel market
to be double in coming years rising from
$18 hillion to $35 billion (source:
Phocuswright Study). As Amadeus,

we are hetter positioned to address

the digital transformation that we

face now in this region

deus Selling Platform. We have
launched our new cloud-based
Amadeus Selling Platform Con-
nect last year and migrated ma-

10 Middle East people shopping
for goods and services on the
Internet. 60 per cent of smart-
phone users purchased some-

What will be different

this year in terms of
new projects to focus on
Abu Dhabi and Oman mar-
kets?

A new self-booking tool
Amadeus Corporate Travel &
Expense management will be
launched in the market, so we
will rapidly migrate our existing
customers into the new platform
by end of this year. We have
foreseen  many  corporations
looking to implement travel
management systems, so we
expect to have many new projects
as well with this upcoming tool.

We deliver solutions such as Amadeus e-power suite for creating online
presence requiring minimal efforts from travel providers. Similarly we have
Amadeus Mobile Traveler which allow agencies to brand their own hooking

App for their customers. A new self-hooking tool Amadeus Corporate Travel
& Expense management will be launched in the market, so we will rapidly
migrate our existing customers into the new platform by end of this year.

jority of users to this new platform
and looking forward to migrate the
rest of the markets by the end of
2017.The new tool gives immense
flexibility for the users such as mo-
bility, possibility of customisation
and rich contents.

lease share your opin-

ion about the online

trend in your market. How

does Amadeus contrib-
ute?

Online business in the UAE
market has been growing rap-
idly. According to the survey by
Go Gulf; UAE accounts for five in

thing with their smartphones in the
past 12 months.

Such figures are very prom-
ising and as Amadeus we are
constantly looking at innovative
ways to help travel providers to
take the lead and succeed
online. ~ We deliver solutions
such as Amadeus e-power
suite for creating online pres-
ence requiring minimal efforts
from travel providers. Similarly we
have Amadeus Mobile Traveler
which allow agencies to brand
their own booking App for
their customers.

To educate agents on the im-
portance of going digital, we have
successfully organised an event
in Dubai last year called ‘Fly by
Digital’. This was a unique event
where we invited industry experts
to showcase the latest online
trends and their experiences in
the market.

QHow does Amadeus
support travel agents
in Abu Dhabi, Al Ain and
Oman?

We have centralised call cent-

er in Abu Dhabi which operates
from 8 am till 10 pm (extended

What's trending

% UAE accounts for five in 10
Middle East people shopping
for goods and services on
the Internet

% 60 per cent of smartphone
users purchased something
with their smartphones in the
past 12 months

% Amadeus launched its new
cloud-based Amadeus Selling
Platform Connect last year and
migrated majority of users to
this new platform and is looking
forward to migrate the rest of
the markets by the end of 2017

% To educate agents on the
importance of going digital,
Amadeus recently organised
‘Fly by Digital’

hours). We also have out of of-
fice support available for our sub-
scribed customers.

Apart from that, we also have
dedicated product specialists
working closely with customers to
drive their business success.

QDo you conduct any
workshops/training for
new agents?

We conduct product work-
shops every quarter along with
technology shows and keynote
events. We host educational
tours for our customers to our
headquarter (Madrid), develop-
ment centre (France) and to our
data centre (Germany) every
year, as well as regular trainings
scheduled for the end-users
round the year. Apart from that
we also conduct ad-hoc train-
ings for selected customers or for
the market for specific products
and solutions.

ould you share the
plans for 2017 for the
agents and what they can
look forward to?
This year we have key projects in
pipeline such as:

% Launching the new corporate
tool known as ‘Amadeus Online
Corporate Traveller for Abu Dha-
bi and Oman by mid of this year.

% Ongoing Migration of custom-
ers to our new Amadeus Selling
Platform connect — which gives
more freedom.

% Educating the market on the
importance of online and help-
ing agencies to grow their
online presence.

% launching our new state-of-
the-art mobile App by second
quarter of this year. en



EXHIBITIONS

MARCH 2017 TRAVTALK 2].

Glohal hotel industry CEOS at AHIC 2017

Global leaders from some of the world’s largest hotel chains will take to the stage at the Arabian Hotel
Investment Conference 2017 (AHIC) at Madinat Jumeirah in Dubai from April 25-27, in a series of CEQ
keynote sessions to offer an international perspective on the dynamic Middle East hospitality industry.

ﬁ?TT BureAu

he annual knowledge and net-

working platform for the hotel
investment community is set to wel-
come Chris Nassetta, President
and CEO, Hilton; Sébastien Bazin,
Chairman and CEO, AccorHotels;
and Pierre-Frédéric Roulot, CEO,
Louvre Hotels Group, as it takes on
a distinctly international theme for
its 13" edition.

Speaking ahead of AHIC,
Jonathan Worsley, Chairman
of Bench Events and Founder of
AHIC, said: “As the Middle East
plays an increasingly important
role in the international hospitality
industry for owners and operators
alike, it seemed only right to bring
a global perspective to AHIC. We
are delighted to welcome our

Jonathan Worsley
Chairman
Bench Events and Founder of AHIC

 As the Middle

 East plays an

: important role in

: the international

: hospitality industry,
‘it seemed only right
10 bring a global

: perspective o AHIC

keynote speakers to the confer-
ence and look forward to hearing
their take on the current state of
the hospitality industry and their
plans to adapt to an ever-
evolving marketplace.”

The AHIC conference pro-
gramme will open on April 26 with a
one-to-one interview with Nassetta
live on stage hosted by Richard
Dean, Presenter of The Business
Breakfast on Dubai Eye.

The opening keynote will be
followed by a panel session entitled
Global Catalysts For Change, fea-
turing Stefan Leser, Group Chief
Executive Officer, Jumeirah Group;
Olivier Harnisch, Chief Executive
Officer, Emaar Hospitality Group;
Steven Daines, COO New Busi-

nesses and CEQ HotelServices Af-
rica and Middle East AccorHotels;
and Jean-Gabriel Péres, President
and Chief Executive Officer, Ker-
zner International.

This session will tackle the
impact of the ongoing digital revo-

lution, the emergence of the In-
ternet of Things (loT), the advent
of the sharing economy and the
changing face of the consumer
on today’s hotel businesses. The
speakers will share their insights,
learnings and predictions on these
so-called disruptors.

On April 27, Roulot, CEO
of Louvre Hotels Group, which
is owned by Shanghai-based
Jin Jiang International Hotels
(Group) Co., will present a keynote
session on the growing influence
of the East on the international
hotel industry.

AHIC 2017 will close with a
much-anticipated keynote interview
with Bazin, Chairman and CEO, Ac-
corHotels, live from Paris via video
conference. In this session, Bazin
promises to reveal insights behind
the diversification of AccorHotels
and his outlook for the future. em
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Ajman Corniche

Opening

Q4 2017

AJMAN
CORNICHE
HAS A NEW
LANDMARK

Walk in, drop your bags and relax.

It's time to unwind, surrounded by

the calm blue waters of the Arabian
Gulf. With 179 luxurious rooms, we

look forward to your stay with us,

Experience some of the best cuisines

in Ajman with our all-day dining

restaurant and our specialty seafood
restaurant. Indulge yourself with our

pool bar, jJacuzzi and spa.

Welcome to Wyndham Garden. It's

your new address in Ajman Cerniche

WYNDHAMGARDENAJMAN.COM
INFOERWYNDHAMGARDENAJMAN.COM

Wyndham Garden Ajman Corniche is operated by R Hotels under a franchise agreement from Wyndham Hotel Group.
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Business traveller trends 2017

Mobile payments and travel assistance, location-based services and business travel specific insurance
programs are all part of the trends influencing business travel in 2017. Tune Protect and Regency Travels
of Qatar share an insight on the latest business traveller trends for the year.

{l?TT BUREAU

he outlook for business

travel in 2017 forecast
by Business Travel Show UK
showed that the number of
business travel buyers with
big budgets was on the rise
for the first time in four years,
with 32 per cent of the buyers

riers (LCCs) and mid-range
and budget hotels.

“The only difference is
that business travellers are
now looking for a full-service
experience from LCCs, in-
cluding mobile alerts and a
higher level of duty of care”,
says N.M. Shafig, Gen-

: The only difference is that business travellers are
. now looking for a full-service experience from
: LCCs, including mobile alerts and a higher level

. of duty of care.

N.M. Shafig

General Manager, Doha-based Regency Travels

having more money to spend
in 2017 compared to the 29
per cent in 2016. It also pre-
dicted an increase in airline
and accommodation budgets
while emphasizing that cut-
ting costs was still a concern,
prompting the popularity and
preference for low cost car-

eral Manager, Doha-based
Regency Travels.

These trends have been
gaining ground since 2016,
as has the trend for customi-
sation and all things mobile
— to woo the business travel-
ler. “We are seeing a contin-

N.M. Shafiq
General Manager
Doha-based Regency Travels

ued increase in demand for
free services for the price the
business travellers are pay-
ing. For instance, they are
looking to stay in hotels that
offer free Wi-Fi and compli-
mentary breakfast and shuttle
service to the airport, among
other frills. Business travellers
are now choosing to combine
and customise their business
travel trips, with a short break
(in the form of a side trip)
either before or after their
business trips.”
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Arijit Munshi
General Manager
Tune Protect EMEIA

As far as trends go, the
increased use of mobile plat-
forms is changing the ways in
which people travel for busi-
ness. Mobile-based trans-
actions and services are
continuing to play a key role
in the travel sector, allowing
travellers to have more con-
trol over their experience.

“Mobile payments and
location-based services will
soon be a priority among
airlines, airports and hotels,
as will mobile-based travel
assistance. Business trav-
ellers are also looking at
more  experiential  travel,
hence VR (virtual reality)
and AR (augmented reality)
will become important selling
tools. As these technologies
become more mainstream,
travellers will soon be able
to go ‘inside’ an aircraft cabin
and choose their seat, or
walk around a hotel room
or downtown neighborhood,
encouraging them to make
a decision and book the
seat or room of their choice,”
says Shafiq.

More corporates are
also opting for a travel policy
which is more beneficial to
their employees, factoring
in travel safety with more
specific coverage and other
allowances. In fact, a sur-
vey commissioned by the
Business Travel Show, which
was published in February,
showed that more than three
quarters of business travel
buyers have reviewed their
traveller risk strategies to
ensure they provide greater
duty of care.

Awareness is a key fac-
tor when it comes to travel
risk management. It is equal-
ly important in understand-
ing the kind of insurance
that a business traveller has
to have, to avoid scenarios

where they are left without
any support when they travel.

Arijit Munshi, Gen-
eral Manager, Tune Protect
EMEIA, an online facilitator
of travel insurance that has
partnership with the Qatar
Insurance Company (QIC) in
Qatar, UAE, Oman, Kuwait
& similar partnerships with
local insurance companies
in other countries too, says,
“General medical insur-
ance policies for employees,
which are negotiated by the
company would always have
extensive medical cover, un-
til and unless the company
has an in-depth & detailed
recorded understanding of
the travel issues that their
employees could face or
have encountered either be-
fore or during or after his/her
business trips. Majority of
companies would not neces-
sarily prompt the insurance
company to include travel

Before, During & After, pro-
gram, apart from medical as
well as emergency evacu-
ation for the business trav-
ellers is the loss of travel
documents, travel delays,
cancellation/travel  curtail-
ment as well as visa refusal
fees. Additional  benefits
such as Baggage Benefits
covers include baggage de-
lay, baggage damage or
loss by a common carrier
are extremely important to
a business traveller today.
The benefits range from any-
where between $100 up to
$5000 per insured traveller”

Tune Protect, online fa-
cilitator of Travel Insurance
in partnership with QIC in
the four GCC countries and
similar partnerships in other
countries in the region, in-
cluding India, have launched
specific to frequent or busi-
ness travelers called the
Travel Easy, program. Travel

. General medical insurance policies for

. employees, which are negotiated by the company
. would always have extensive medical cover,

. until and unless the company has an in-tepth

. & dletailed recorded understanding of the travel
 issues that their employees could face or have

. encountered either before or during or afte his/

. her business trips.

specific coverage and it's
here that we step in with our
expertise to facilitate peace
of mind for the traveller.

“At Tune Protect, we fa-
cilitate based on our global
expertise on travel through
our various local insurance
partners to include Travel
Inconvenience benefits
within the generic products
related to travel insurance.
Within the Travel Assurance,

Arijit Munshi

General Manager, Tune Protect EMEIA

Easy covers flight delays,
baggage loss, baggage
damage as well as baggage
delays. This travel cover is
per trip (either one-way as
well as return coverage is
available), with variations to
the benefits from the Plati-
num Plan being offered with
the highest benefits to Silver
Plan at the other end of the
spectrum, with  coverage
starting at $300 up to $800
per traveller.
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lhlah.com by 02 2017

The first dual IATA NDC certified travel technology
provider unveiled that it will be launching ihlah.com
— MEA’s first travel search engine, by Q2 of 2017.

%TT Bureau

Travel search website ihlah.
com is accompanied by
mobile apps for travellers liv-
ing in Middle East & Africa re-
gion. lhlah.com or arihlah.com
allows travellers to source
the best possible flight and
hotel deals from various air-
lines and online travel agen-
cies around the web in one
streamlined, convenient and
easy-to-use search engine.
Users will be able to search
for flights and hotels accord-
ing to their preference, com-
pare prices and various offers
and once selected ihlah.com
will take them directly to the
source to make the booking.

“Ihlah.com is Africa &
Middle East’s region’s first
travel search site targeting a
market of 482 million Internet
users in the region and 232
million passengers who trav-
elled by air. We help travellers
with a comprehensive brows-

103"

“Great Night's Stay"

Al Ramada Plaza Jume
your skay mamaor

famaods sites, go
lumerah beach

Praveen Kumar
Chief Technology Officer
TPConnects

:Ihiah.com is Africa &
:Middle East’s region’s
Hfirst travel search site
‘fargeting a market of
:482 million Internet
:users in the region
:and 232 million
:passengers who
travelled by air

ing experience to compare
flight and hotel options and
pricing from various suppli-
ers while keeping shoppers

ramadaplazajbr.com | 4971 4 439 8888

YOU DO YOUR THING.

LEAVE THE REST TO US.*

engaged in a single tab. Ihlah.
com presents an unbiased
comparison of all travel prod-
ucts and prices offered in the
marketplace by merchants
both local and global and
enables shoppers to quickly
find the best deal and place
to book, whether from airline,
hotel direct or with a third
party aggregator website.
Ihlah.com harnesses power-
ful yet simple to use technol-
ogy based on IATA's New
Distribution Capability (NDC)
that automates the process of
searching and comparing re-
sults from hundreds of airline,
hotel and online travel agen-
cy websites,” said Praveen
Kumar, Chief Technology
Officer, TPConnects. For reg-
istered users, to search and
compare travel products on
ihlah.com will be offered as
free of cost, while it works on
a Cost Per Acquisition and/
or Cost Per Click business
model with airlines, hotels and
online travel agencies. en

RAMADA

PLATA
burmasaly Beach

Sabre inks deal with Gulf Air

Sabre Corporation has signed a new agreement
with Gulf Air to provide an expanded portfolio of
core passenger services technology.

%TT BUREAU

or the past two decades,

Gulf Air has been using
SabreSonic core reserva-
tions and departure control
systems to conduct the most
critical services ranging from
sales of tickets to checking in
passengers on flights.

“It is clearly evident
that Gulf Air is enjoying
much greater success and
has a clear path for contin-
ued growth over the coming
years,” said Dino Gelmetti,
Vice President Airline
Solutions EMEA, Sabre.
“Sabre is proud to have
played an integral role in
its turn-around strategy by
providing robust, reliable
and flexible technology
that forms an essential
foundation for streamlin-
ing its operations, reduc-
ing costs and increasing
revenue. We look forward
to continuing to support

03

“Great Night's Stay™

Gulf Air in what continues
to be an important and
exciting period of change
and growth.”

Under this new agree-
ment, Sabre will continue

providing the latest develop-

1=

ments and trends through
its technology solutions to
Gulf Air, giving the airline ac-
cess to an expanded portfolio
of progressive technologies
including passenger re-ac-
commodation, mobile con-
cierge services, ancillary in-
ventory and real time revenue
integrity software.

CREATE MEMORIES... ENJOY SHARJAH

AL T

ramadasharjah.com | +971 6 530 0003
YOU DO YOUR THING. LEAVE THE REST TO US.*

“We continue to invest
in and focus on enhanc-
ing the passenger experi-
ence, and are doing so via a
multi-faceted approach that
includes cutting-edge tech-
nology solutions to make the
entire travel experience more

convenient and comfortable
for Gulf Air passengers,” said
Ahmed Janahi, Gulf Air Chief
Commercial Officer. “We are
pleased to utilise an expand-
ed range of solutions provided
by Sabre, geared towards in-
creasing passenger satisfac-
tion and giving them greater
control over their travel.” en
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Ras Al Khaimah

The next big destination

P——
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long with boundless
natural attractions
and activities, Ras Al

Khaimah boasts a number of
ancient archaeological sites,
giving visitors a fascinating in-
sight into rich culture that still
runs through the very heart of
the local population.

“The continued growth
in visitor numbers to Ras Al
Khaimah reflects the strate-
gic initiatives and promotional
activities undertaken by the
authority in domestic and in-
ternational source markets
during 2016. As the destina-
tion’s diverse tourism offer-
ing continues to mature, the
last 12 months saw a series
of significant developments
including the opening of Je-
bel Jais Via Ferrata and the
emirate hosting a number of
international sporting events
and conferences. Collectively,
our achievements stimulated
increased visitor numbers
from both established source
markets and emerging ones,’
said Haitham Mattar, CEO,
Ras Al Khaimah Tourism De-
velopment Authority.

Year-on-year, the UAE
continues to remain the most
significant source market in

terms of visitor numbers, ac-
counting for 41.2 per cent of
total visitors to Ras Al Khaim-
ah last year. Internationally,
Ras Al Khaimah's four largest
source markets each record-
ed double digit year-on-year
growth in 2016, with German
visitors up 24.6 per cent last
year and now contributing

one in 10 of all visitors to the
emirate. The UK, Russia and
India also reported similar
visitor increases of 35 per
cent, 19.5 per cent and 28 per
cent, respectively.

Relaxing  winter
sun: Only 45 minutes from
Dubai airport, Ras Al Khaim-
ah offers pristine beaches,
clear sea, nature and a truly
relaxed atmosphere away
from the hustle and bustle
of city life. Here you can see

incredible sunsets on post-
card beaches, enjoy world
class resorts that welcome
tourists with relaxed cus-
toms and warm hospitality,
as well as stunning nature
with terracotta deserts and
high mountains making it a
unique destination with year-
round sunshine.

Water activities:
A perfect activity for those
who wish to either relax or
enjoy a wide range of water
sports, Ras Al Khaimah’s
beaches offer an extraor-
dinary experience amongst
the stunning stretches of
white sand — spanning 64
km of pristine coastline. The
many upscale hotels avail-
able in Ras Al Khaimah also
offer private beaches; some
with natural lagoons for a
special retreat.

ah, UAE’s northern-most emirate,

Ras Al Khaim

e

offers visitors an authentic Arabian experience; from
its golden beaches, lush mangroves and terracotta
deserts, to the towering Hajar Mountains. In 2016,
the emirate received 11% more visitors than the
previous year, and reported a continued trend of
increased hotel occupancy rates and length of stay.

For adventure seekers
keen to take to the water, Ras
Al Khaimah offers a great
setting for scuba diving, sail-
ing, water skiing, jet skiing,
parasailing and fishing just
to name a few. Many of the
activities are available via the
emirate’s hotels and resorts,
and span from beginner to
expert level.

Active holidays for
the whole family: Live the
ultimate desert experience! En-
joy a wide range of traditional
Arabic activities with dune
bashing, belly dancers, Arabic
Tanoura, camel riding as well
as Arabic barbecue. Desert
camps also provide facilities to
experience an overnight stay
for those who wish to camp
under the stars. If you enjoy
mountains and cycling, spend
a day mountain biking on
the UAE’s highest mountain,
Jebel Jais, and take part in a
guided hike with three adren-
aline filled ziplines with the
Via  Ferrata  experience
(www.jebeljais.ae).

Whether you're young or
young at heart, there’s plenty
for families to do in Ras Al
Khaimah. The beaches and
hotels offer a variety of ac-
tivities as well as excellent kid
clubs. The desert and moun-

66 The continued growth in visitor
numbers to Ras Al Khaimah reflects the

F

strategic initiatives and promotional
activities undertaken by the authority in
domestic and international source markets

during 2016.99

Haitham Mattar
CEO

Ras Al Khaimah Tourism Development Authority

tains are ideal for safaris, na-
ture trails, riding horses and
camels and experiencing a
falcon show.

From traditional cuisine
to the finest restaurants you
will be spoilt for choice in Ras
Al Khaimah. Whether you are
looking for an elegant dinner
in a five-star hotel or a casual
lunch along the Corniche,
there is something for every
taste and budget.

Kids go free this
summer: Ras Al Khaimah

Tourism Development Au-
thority is rolling out a cam-
paign in all of its key source
markets aimed at driving
even more visitors during
the summer months — June
to August. Tour operators
and hotels are partnering to
create attractive packages
where kids under 12 will
get to stay and enjoy their
holiday free. With so many
activities for children at the
resorts and hotels, this is
one emirate that is going to
be in demand for summer
holiday bookings. «»




ﬁ Only 45 minutes from Dubai International Airport Al Wadi Mature Reserve 9
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SPECIAL FEATURE

The two Rotana Resorts

located in Ras Al Khaimah and
Fujairah witnessed an increased
number of foreign visitors from
Europe and East Europe

apart from the staycations by
local residents and expats during
the past year. Mrad El Khoury,
Cluster General Manager,
Rotana Fujairah and Cove Rotana
Ras Al Khaimah, shares

some insights on the future.

Europe top market
RAK and Fujairah

%SHEHARA RizLy

he two properties

Cove Rotana and

Rotana  Fujairah

witnessed business
results and performance
way above expectation
due to the market cover-
age and targeted marketing
and promotion strategies
and guests need for getting
out of the city’s crowd and
away from their busy sched-
ules. When compared to
2015 it was better mainly
because the European and
East European markets pro-
ductivity increased in the
northern emirates so both
properties became benefi-
ciaries. Taking into consid-
eration as well the increase
of the local market increase
of demands for the week-
ends, public holidays and
festive period.

According to El Khoury,
in order to maintain their po-
sition as leaders they always
search for new feeder mar-
kets and increase their pres-
ence in the existing markets
where they have strong part-
nerships. The two properties
have their own unique selling
points. For instance, Cove
Rotana RAK is located a
short distance from both RAK
airport and Dubai airport
within the proximity of RAK
city and shopping area and
away from the traffic and hus-
tle and bustle of the city. It is
rich in the green landscaping,
two infinity pools, and plunge
private pools in the 2 and 3
bedroom villas. The resort
structure is unique in the UAE
— a 600-metre beach with
variety of activities and F&B
outlets. It offers team building
activities, has the only Medi-
terranean restaurant in RAK.

Fujairah has its own
unique points — a very relax-
ant and family friendly hotel
with an impressive award-
winning Zen; the SPA with 11
treatment rooms for relaxa-
tion. In addition the variety of
water sports activities, mo-
torised and non-motorised,
a dedicated animation team,
variety of fantastic sites
for divers and fisherman
with colonial style interna-
tional F&B flair that suit all
tastes and a huge kids club
with fun activities.

Ras Al Khaimah and
Fujairah are destinations
which receive both expats
and locals apart from the
foreign visitors. We asked
Mrad the strategies lined
up for this year to lure more
travellers to both properties.
“We are focusing to meet
guest needs and expecta-

‘g'f#?

tions by introducing week-
days and weekend pack-
ages, festivity packages,
summer packages including
many other benefits that suit
several tastes and budgets.
Our tailor-made packages
and activities suits most of
our local and international
markets demands and
needs. Rotana in general

have created the Rotana
Escapes that have 5 to 6
different packages includ-
ing night stays and food and
beverage with activities in
the hotels or the city itself,
where guests can explore
the culture of the city and
experience the real meaning
of hospitality,” he says.

These packages have
witnessed an increase in
the number of guests at
the properties managed by
the Rotana group. For
both Ras Al Khaimah and
Fujairah, local expats or
residents from other emir-
ates will spend between
one or two nights during
the weekend, whereas in-
ternational guests will stay
between 5 and 7 nights
with the corporate meeting
and incentives between 2
and 3 nights.

The new search engines
online and the traditional
travel agents are still on a par
when it comes to bookings.
In these two properties there
is a very good mix of book-
ings made online and offline
too. Their regular guests
book direct with the hotel or
through online search en-
gines whereas international

travellers still book through
an agent because they
book a package including
ticket, room, excursions, city
tours, etc.

Their continued par-
ticipation in travel trade in-
ternational events such as
ITB, WTM and MITT Mos-
cow due to the importance
of these countries and the
volume they produce into the
UAE along with ATM here
in Dubai ensures that they
keep their branding busi-
ness in full swing around the
world. In terms of expansion
for 2017, Cove is witnessing
a new extension which in-
cludes a water park for family
entertainment and leisure to
be opened this year around
the second quarter.

Technology plays a
pivotal role in hospitality

whether it is a hotel or a re-
sort, Mrad says: “Technology
is becoming a necessity and
very useful especially as it
is rapidly developing. The
high-tech and new ways of
communication keep you in
direct communication and
reach your client whenever
you want and wherever the
client is located. It keeps him

66 Our tailor-made packages and activities suits
most of our local and international markets de-
mands and needs. Rotana in general have created
the Rotana Escapes that have 5 to 6 different
packages including night stays and food and
beverage with activities in the hotels or the
city itself, where guests can explore
the culture of the city and experience
the real meaning of hospitality.))

Mrad El Khoury

Cluster General Manager, Rotana Fujairah and Cove

Rotana, Ras Al Khaimah

updated with all new promo-
tions, updates, and activities,
packages the social media
channels create a real inter-
action with the guest and give
him the exact look and feel of
the place. In both resorts, we
are very active online and
the Rotana mobile App is a
friendly user which ease your
bookings and stays in any of
the Rotana properties in the
MENA region.”

Rotana USP

% Cove Rotana RAK is
located a short distance
from both RAK airport
and Dubai airport

Cove Rotana will soon
have a water park for
family entertainment
and leisure to be opened
this year around the
second quarter

L
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AVIAREPS represents Bahrain

AVIAREPS has been appointed as market represent-
ative for the Bahrain Tourism & Exhibitions Authority
in Germany, Austria, Switzerland and China.

%TT BUREAU

VIAREPS will be respon-

sible for proactively coor-
dinating and developing the
authority’s media relations,
press events and familiarisa-
tion trips, and the organisa-
tion of roadshows and semi-
nars in Central Europe and
China based on Bahrain’s
tourism offering. These activi-
ties will also include a major
presentation to be conducted
at ITB Berlin, the world’s
leading travel trade show in
March 2017.

Thomas Drechsler,
Chief Operating Officer - Tour-
ism, AVIAREPS, says: “Our
media partners will be pleas-
antly surprised with the unique
and aspirational stories the
Kingdom of Bahrain has to
tell. Bahrain is a small country
packed with many wonders of
nature and a unique culture
to share with travellers. At the
same time, Bahrain boasts an

0,
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Thomas Drechsler
Chief Operating Officer - Tourism
AVIAREPS

impressively modern tourism
infrastructure. We are very
excited and honoured about
our appointment, and look-
ing forward to representing
Bahrain’s interests in both
German-speaking  Europe
and China.”

Yousef AlKhan, Direc-
tor of Marketing and Tourism
promotion, BTEA, added,
“BTEA took a huge step for-
ward by introducing its new
brand ‘Ours. Yours. Bahrain’
at the World Travel Market in

Yousef AlKhan
Director of Marketing and Tourism
Promotion, BTEA

London in November 2016.
We are now showcasing our
new brand outside of the re-
gion. ‘Ours. Yours. Bahrain’
embraces the generosity
and hospitality of our people,
which visitors will surely feel
when they come to Bahrain.
Through Brand Bahrain, we
are hoping to place Bahrain
on the world map by not only
showcasing its authentic cul-
ture and heritage but also
the harmonious blend of an
old and modern, business-
friendly world.” em

Expansion for Sharjah Airport

The Government has approved $400 million for
the expansion of Sharjah International Airport,
according to MEED (Middle East Economic Digest).

%TT BUREAU

ccording to the airline
CEO, the expansion pro-
ject is expected to begin this
summer and will increase air-

port capacity from 8 to 18 mil-
lion passengers a year.

A master plan for the
expansion of the airport
was submitted by American
engineering firm Bechtel in
2013, recommending a new
terminal, construction of new
roads around the airport,
plus additional services such
as a new hotel and a shop-
ping mall. In 2014, Sharjah

THE LIFESTYLE EVERYONE LOVES

International Airport opened
a new AED 500 million ($
136 million) airport runway,
significantly expanding the
airport’s aircraft capacity. The
new runway allows large and

new-generation ICAO Code
F aircraft such as the Airbus
A380 and Boeings B747-8
Intercontinental and B747-8
freighter. The old runway now
serves as a taxiway.

The airport handled
11 million passengers from
January to December, 2016,
registering a 10 percent year-
on-year increase on 2015.
In January 2017, the airport

handled 969,633 passen-
gers, showing a 4 percent in-
crease on January last year.

Sharjah International
Airport’s growth has been

driven by its strategic loca-
tion, the success of Shar-
jah’s in-bound tourism in-
dustry and the expansion of
Sharjah-headquartered  Air
Arabia. The airport’s ideal
location, close to Sharjah
city, Dubai city and the main
highways connecting the
country’s seven emirates,
has made it a convenient
hub for both business and lei-
sure travellers. en

Come home to our spacious suites that fit you and your whole family, and delight in the best of Downtown Living with
) Y ¥ E E
a view of Dubai Fountain, Burj Khalifa and Dubai Opera right from your room.

BENEFITS

= Complimentary International Breakfast Buffet for 2 adults and 20% Discount on Food & Beverage

* Fully-equipped kitchenette
= Complimentary stay for kids up to 12 years of age
* Free WiFi connection of up to 4 devices per suite
* Free shuttle service to Dubai Mall & Kite Beach

WE LOVE DOWNTOWN LIVING AND YOU'LL DO, TOO.

For reservations, please call 4971 4 330 7 330 or email reservations@rdtdubai.com | www.rdtdubai.com

YOU DO YOUR THING. LEAVE THE REST TO US.*®

Q@

RAMADA

Derwrilown Dbl
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New outhound homes for UAE, GGG

The latest trend from the Middle East is the offerings by various destinations to promote more UAE and
GCC visitors to invest on a second home in different destinations. Stavros Caramondanis, Chief

Executive Officer, Ayia Napa Marina, based in Cyprus, speaks to /Tl

%SHEHARA RizLy

QHow important is
the UAE market
to Cyprus in terms of
tourism? Any num-
bers/data that you
can share?

Cyprus is a safe haven
blessed by beautiful nature,
year-round sunshine, modern
infrastructure, a high stand-
ard of living and a genuine
culture of warmth and hospi-
tality, strategically located in
the eastern Mediterranean at

recent figures show there has
been a 45 per cent increase
in visitors from the UAE who
are taking advantage of the
direct, short-haul flights to
this fantastic country.

hy should citi-
zens/residents of
the UAE purchase
beach front properties
from Cyprus? What are
the advantages?
Waterfront living is a real-
ity in the UAE and for those
citizens looking for a second

: There are no restrictions in buying property
: in Gyprus. Furthermore, as we shall operate
 the Marina and the whole compound for the
: next 50 years, we shall also offer facility

: management services

the crossroads of three conti-
nents — Europe, Asia and Af-
rica. It’'s just three and a half
hours’ flight from the UAE and

with your own recreational facilities; including a spa,

——

e St

CALL +971 4 429 3300 TO

home overseas, Ayia Napa
Marina will meet their every
expectation.  Each luxury
residence will feature uninter-

Stavros Caramondanis
CEO
Ayia Napa Marina

rupted panoramic views of
the Mediterranean paired with
comfortable, spacious living
space. Combined with a 600
berth full-service marina and
boatyard and a collection of el-
egant retail, waterfront dining
and premium lifestyle ameni-
ties for residents and visitors,
living on the water has never
been better. Most importantly,
UAE residents can benefit
from the existing citizenship
and/or residency scheme that
Cyprus provides to investors.

b

In essence, they will be eligi-
ble for Cyprus passport which
consequently opens the door
to all EU benefits, as Cyprus
is a full member.

n selling these

properties what is
the benefit the gov-
ernment of Cyprus
gains in terms of tour-
ism?

With its 190 spacious
and deluxe apartments in
two iconic, twisting towers, 29
luxury villas, a 600 berth full-
service marina and boatyard
and a collection of elegant
retail, waterfront dining and
premium lifestyle amenities,
we expect Ayia Napa Marina
to have a very positive im-
pact on tourism to the coun-
try. Such an infrastructure
project will help to attract
higher-end quality tourism
and put Cyprus on the map
as a destination of nautical
tourism as well.

-

L

What criteria, eli-

gibility needs to
be met to purchase
these properties and
can they be rent out
as vacation desti-
nations? Is it like
time sharing basis or
please explain.

There are no restrictions
in buying property in Cyprus.
Furthermore, as we shall
operate the Marina and the
whole compound for the next
50 years, we shall also offer
facility management services.

Obviously, should a purchas-
er wish for us to handle his/
her property then we can rent
it out for them and they will
enjoy the yields produced.

What will be the

future outcome of
this venture?

This  development  will
not only exceed the expecta-
tions of our residents and our
guests and not only trans-
form the Cyprus skyline but
change the way you think
about Cyprus.

RESERVATION REQUIRED

e
- - -

Speciai packages available!

Relax and rejuvenate in peaceful surroundings, located next to twe golf courses,
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BOOK NOW

= ey

.\

+

+€‘I?1 4. 429 Biﬂm

gym and pool.
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Travelport-Emirates extend partnership

Travelport and Emirates Airlines have announced the ability to select and pay for seats in advance according
to the Emirates Fare Brand, available for the first time to book on Travelport’s Travel Commerce Platform.

{l?TT BUuRreAu

he launch of advanced
paid seating options for
certain economy fares on

E

Derek Sharp
Senior Vice President and Managing
Director, Air Commerce, Travelport

Travelport continues to pro-
mote Emirates’ ongoing in-

vestment in inflight customer
experience which includes
numerous new and innova-
tive  products. Previously
only available on Emirates’
website, the enhancement al-
lows over 68,000 Travelport-
connected online and

: around the world.

: Emirates has made some Significant

: investments in its inflight customer

: experience and it's essential that we are
: able to fully explain this to travel bookers

Travelport, com-
mented: “This is an
exciting development in
Travelport’s  longstanding
and deep relationship with
Emirates. Their decision to
launch advanced paid seat-
ing through

offline travel agencies
and travel manage-
ment companies op-
erating in over 180
countries across the
globe an even more
personalised and
enhanced service to
travellers.

Derek  Sharp,
Senior Vice President
and Managing Direc-
tor, Air Commerce,

Technology News
Powered by

Travelport‘v

Redefining travel commerce

Travel-
port —in
an industry-first move
— is testament to how
we are able to help
Emirates market their
unique offerings to the
global travel trade and
end travellers. Emir-
ates has made some
significant invest-
ments in its inflight
customer experience
and it's essential that

we are able to fully explain
this to travel bookers
around the world””

Enhancing Services

2 The enhancement allows
over 68,000 Travelport-
connected online and
offline travel agencies
and travel management
companies an even
more personalised
and enhanced service
to travellers

New interactive website by Qatar Executive

Qatar Executive has enhanced its website to offer its exclusive clientele a VIP service and global expertise
throughout their journey, from online enquiry to arriving at their final destination.

%TT BUREAU

Qatar Executive  cli-
ents can enjoy the
ultimate travel experience
beginning with a visit to its
newly  designed  website
www.qgatarexec.com.qa where
they can explore the world’s
most luxurious private jets
via 360 degree interactive
panoramic photography,
discover flight availability,
and access VIP online enquiry
and charter management ser-
vices from any mobile device
anywhere in the world.

The newly enhanced
website reflects Qatar Execu-
tive’s boundless commitment

. With new interactive tools, mobile optimisation

. and improved responsiveness our customers will
. hegin their extraordinary experience with Qatar

. Executive from the moment they visit us online.
 Tailor-made services ensure that all clients’

travel needs are accommodated

to excellence and utilises the
latest online technology to
provide clients with fast and
convenient access to booking
information, including real-
time worldwide flight avail-
ability of return leg charters.
Reflecting the refined and
elegant style of Qatar Ex-

Ettore Rodaro
Vice President, Qatar Executive

ecutive, the new website has
been designed to provide an
intuitive online experience of-
fering clients a virtual tour on
board any one of its excep-
tional 11 aircraft, including
the fastest ultra-long-range
business jet in the world, the
Gulfstream G650ER, which is

one of the most coveted air-
craft among the global travel-
ling elite. The Qatar Executive
G650ER aircraft can easily
fly a group of up to 13 guests
non-stop from the Middle East
to North America or
from  destinations
in Asia to Africa. It
can fly further, faster
than any other jet
of its kind, and is
perfectly suited for
those whose travel
needs include flights
halfway around the
globe. The Qatar Executive
fleet comprises four Global
5000s, one Global XRS,
three Challenger 605s and
three brand new Gulfstream

G650ERSs, each offering the
highest levels of personalised
service comfort, privacy and
convenience, through flexible
and individual travel to any
place in the world.

Qatar Executive

sponsiveness our customers
will begin their extraordinary
experience with Qatar Ex-
ecutive from the moment they
visit us online. Private travel
is the most comfortable and
convenient way to fly and
tailor-made services ensure

Travelport <&

Redefining travel commernce

o
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Vice President Ettore  that all clients’ travel needs
Rodaro said, “With  are accommodated.”
Qatar Executive,
customers can fly i
wherever they want, QU|Ck Fact
whenever they want, | qhe 0atar Executive
and our new website G650ER aircraft can
_has been gnhanced fly a group of up to 13
to provide them with more guests non-stop from
accessibility to our exclusive ME to North America or
and luxurious private jets. With from destinations in
new interactive tools, mobile Asia to Africa
optimisation and improved re-
X
= }
1‘:\___ -
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www.travelport.com/smartpoint
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For further details, please contact:
gunjan@arabiantravelawards.ae, amit.bhasin@arabiantravelawards.ae, sonia.butalia@arabiantravelawards.ae

HOSPITALITY PARTNER MEDIA PARTNERS
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Glohal Village aims at 5.5 mn visitors

The multicultural festival park opened its 21 season with a record number of 2.3 million guests during
the first two months. This season Global Village promises to take its guests on a journey by ‘discovering
a new world every day.

%SHEHARA RizLy

lobal Village welcomes

its guests from Novem-
ber 1, 2016, until April 8,
2017, for over 159 days of fun
and amazement. While an-
nouncing their plans for the
21% season, Global Village’s
management announced
that they are preparing to
welcome their guests after
two decades of success,
and promised to continue to
deliver the best entertain-
ment experiences in the re-
gion through an exciting and
unique schedule of first-time
events on a regional scale.

Ahmad Hussain bin
Essa, Chief Executive Offic-
er, Global Village, said: “Glob-
al Village is back for its 21¢
season and this year we are
keen on providing our guests
with an experience that al-
lows them to discover a new
world every day. This season

will host more entertainment
shows on an international
scale that are sure to please
our guests.

“With more participation
from different countries by
the inclusion of new pavilions
such as the Far East pavilion
representing Japan, South Ko-
rea, Indonesia and the Philip-
pines, Global Village hopes to
provide its guests with a more
diverse cultural experience.
Other new pavilions include
Algeria, Romania, Serbia, and
Ukraine pavilions, along with
the return of Jordan pavilion.
As part of Global Village’s
plan to help promote tourism
in Dubai, Global Village has
announced partnerships with
international and local travel
and tourism agencies for its
21%t season. Global Village
has also launched a digital
platorm where the travel
agencies can purchase spe-
cial packs that offer exclusive

s

deals for travellers at cheaper
prices. Global Village has

signed with over 42 agencies.

Some of the key partner-
ships include agencies such
as: Cox & Kings, North Tours,
and Royal Arabian Tours. “We
will be working very closely
with Dubai’s tourism authori-
ties and participating in inter-
national expos, roadshows

¢GWith more participation from different coun-

tries by the inclusion of new pavilions such
as the Far East pavilion representing Japan,
South Korea, Indonesia and the Philippines,
Global Village hopes to provide its guests
with a more diverse cultural experience.99

and promotional campaigns
that promote Dubai across
the world with a focus on new
markets such as India and
China,” he said.

He further stated that
this time they were ensuring
that the guest experience is
improved by keeping a close
watch on the touch points
which starts from the time a

Ahmad Hussain bin Essa

Chief Executive Officer
Global Village

person decides to enter Glob-
al Village. From the entrance
up to the exit key touch point
areas are mapped where the
happiness meter during the
past two months have gone up
to 9 out of 10 and the average
stay has increased by 20 per
cent to six hours. Implemen-
tation of Smart solutions with
smart gates, the enhanced
social media portal have cre-

— m_

d_ ZBDAED Per Person [

24/7 Reservation

ated quite a good influx of
tourists and residents alike.
The RTA has allocated special
transport services to and from
Global Village which makes it
easier for the visitors.

Essa explained that
these developments are part
of Global Village’s strategic
development plan to keep up
with the future vision of Dubai,
which aims towards increas-
ing the number of tourists
visiting the city. Global Village
will focus its offerings on family
tourism, which is an essential
aspect to Dubai tourism. He
also pointed out that Global
Village is considered to be
one of the main tourist attrac-
tions of Dubai and the region
as a whole. Over two decades,
Global Village has managed
to position itself as a unique
tourist destination, a shopping
and entertainment outlet for
visitors and travellers, charac-
terised by cultural diversity. em

.

04 262 8889

www.oasispalmdubai.com
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Sharjah sparks at Annual Light Festival

The seventh annual Sharjah Light Festival kicked off at the University City Hall in Sharjah. The 10-day annual festival, organised
by Sharjah Commerce and Tourism Development Authority, covered 14 locations across the emirate.

Registration for WTM Latin America 2017
& 47th Braztoa Business Event is now open

Registration for the ffth edition of WTM  EBvent estimates that the 2016 edition was
Latin America, the main giobal event In the responsible for generating USE 371 m in
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dMaDEUS

Amadeus Gulf

hosted its first ever
football tournament in
Oman for the travel
community

dMaDEUS .,

1

' R Ry ,!' -

Winning team's captain Mr. Khalfan Al Fazari The competition was very healthy, and | According to Jauhar Abdul Gafoor
commented, “Thanks to Amadeus for a very the spectators enjoyed 15 closely Director of Sales Abu Dhabi, Al-Ain
well organized event. We enjoyed participating fought matches. The final between and Oman, "Amadeus will endeavor to
in the tournament. Weather was not too good Bahwan Travel & Majan Intl. was very increase the bonding omong the

but the spirit of the sport brought us together, closely competed and stayed scoreless trovel community and will arrange

oll the participants should have enjoyed the until the final whistle. Bahwan travel mare events where the travel

event as we did. We look forward to many were declared the winners an penalty [fraternity can come together and
more such events” shoot out 3-4. have enjoyable time”

dMdDEUS

Manage your sales
efficiently

It is the most complete and efficient way to manage sales aver travel
agencies network and benefit from cross partner opportunities,
through 5 steps:

* PNR created through non IATA agent

{3 Credit control assessed before ticket issuance
Al Credit limit verified by RTS

4 Ticketing/airline restrictions are checked by RTS

D Tickets, issued by the RTS robot. PNR can be retrieved
immediately therefore in Amadeus Selling Platform

For more information on the product , please contact Amadeus Sales
Managers or send emall to sales@amadeus.ae

Amadeus Gulf

Tel: +971 2493 7500
Facebook: Amadeus.Gulf
Amadeus.com
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New travelling
class for MENA

Emerging middle class will define
the next decade of MENA tour-
ism, says Richard Lung, Senior
Director and International Econo-
mist, Visa Performance Solutions.

%TT BUrREAU

he rise of an emerging

middle class will define
and transform the travel and
tourism industry in the Middle
East and North Africa (MENA)
over the next decade, accord-
ing to global payments tech-
nology company Visa.

Speaking at the Visa
Travel and Payment Trends
Seminar in Dubai recently, the
company’s Senior Director and
International Economist, Rich-
ard Lung, identified three key
global trends that will shape
the industry between now and
2025: a new ‘travelling class,
increasing digital connectiv-
ity, and an ageing population.
By 2025, annual spending on
global cross-border travel will
reach $1.5 trilion in today's
dollars, from $1.1 trillion cur-
rently, with growth driven by
an increasing number of mid-
dle income families, accord-
ing to Visa's “Mapping the
Future of Global Travel and

Richard Lung
Senior Director and International
Economist, Visa Performance Solutions

options, modes of transporta-
tion, accommodation choices,
and costs. Visa says this will
foster not only greater sponta-
neity in travel among tourists
from the MENA region, but
also a broader array of per-
sonalised travel and tourism
options as well.

“Global tourism finds it-
self at a crossroads, with three
key megatrends all pointing
towards an era of transforma-
tion. The MENA region is not
isolated from these forces,
and indeed is set to gain more

: The next decade will be one of significant
: change for the travel and tourism industry
: and all participants need to start planning
: for an exciting new future now

Tourism” study. Households
making $20,000 or more an-
nually account for 90 per cent
of all international travel. Visa
estimates that more than 37
million MENA households will
fall into this category by 2025,
with more than 40 per cent of
this new travelling class taking
at least one international trip
per year.

Visa estimates that the
MENA region will see the num-
ber of annual outbound trips
rise from 42 million in 2016 to
65 million by 2025. This may in
turn lead to regional outbound
travel spend increasing annu-
ally by 3.6 percent, from $77
billion to $110 billion by 2025,
with the middle class account-
ing for approximately two thirds
of growth. In addition to spend-
ing more, these travellers will
be fully connected digitally
and consequently better in-
formed about their destination

than most given the extent
of its growing middle class.
The next decade will be one
of significant change for the
travel and tourism industry
and all participants need to
start planning for an exciting
new future now,” Lung said.
The MENA region’s young de-
mographics, where two-thirds
of the population is under 35,
will help to counter the im-
pact of the third key trend, an
ageing global population. Ap-
proximately one in 10 people
globally will be over the age of
65 by 2025, with older travel-
lers taking about only half as
many trips as the average per-
son. The focus for many in this
group is comfort and health
rather than saving money.
Visa says that destinations like
Dubai and Abu Dhabi, which
have invested heavily in
their healthcare infrastructure,
could be positioned to benefit
from this trend. en

VFS Global

Dubai
Vinay Malhotra has been appointed as Chief Operating Officer
(CO0) — Middle East and South Asia, VFS Global. In this new role,
Malhotra will be based in Dubai, and responsible
for the core visa business and B2C services
for the travel industry, managing key client
relationships, and business development in
the two regions. Malhotra is a commerce
graduate from Delhi University, and also holds
an MBA degree from Bradford University, UK.
Prior to joining VFS Global in 2013, he served
Emirates Airline for over 10 years overseeing
airport as well as commercial operations in
North India, East India & Nepal.

Movenpick Hotel
Doha

Sami Aawar, with 20 years’ experience in the region, has been
appointed to the post of General Manager for Mévenpick Hotel Doha.
His career with Mdvenpick Hotels & Resorts

started in 2002 as Front Office Duty Manager
in Beirut. In 2011, Aawar was appointed as
Rooms Division Manager at Movenpick
Hotel West Bay Doha, then as Director of
Operations at Mdvenpick Hotel Jumeirah
Beach Dubai in 2014. He holds a Bachelor
of Business Administration Degree in
Business Management and
is fluent in English, Arabic
and French.

AVANI Hotels & Resorts
Bangkok

Alejandro Bernabé has been appointed Group Director, AVANI
Hotels & Resorts. With over 20 years of experience, he started

his career in F&B working in Switzerland,
followed by South Africa, France and Sri
Lanka, before joining Kempinski in 1998.
Staying with Kempinski, for the next 16
years, he continued in F&B at the Grand
Hotel Europe in St Petersburg, then at the
Ciragan Palace Hotel Kempinski in Istanbul.
He holds several Bachelor degrees obtained
in Spain and the USA, a Hotel Management
degree from the Hotel Institute Montreux in
Switzerland and MBA from Reims
Management School in France.

Millennium Plaza
Dubai

Nemo Acimovic has been appointed as General Manager at Millennium
Plaza Dubai. He will implement strategic plans to enhance guest
experiences and increase revenues. A Serbian
national who has more than 27 years of
experience in the hospitality industry,
Acimovic has a proven record of success,
managing luxury hotels and resorts in the
UK, Australia and the Middle East. He has
previously served in the capacity of Director
of Food and Beverage and Deputy General
Manager of Le Royal Meridien, Abu Dhabi in
2008. Most recently, he held the position of
General Manager at the Millennium
Corniche Abu Dhabi.

Kempinski Hotel MOE
Dubai

Kempinski Hotel Mall of the Emirates has promoted Slim Zaiane to
General Manager. With 15 years of experience in luxury hospitality
in Europe, working with international chains
including Hilton and Sofitel, Zaiane was
previously Hotel Manager at Kempinski Hotel
Mall of the Emirates, having first joined the
property in this role in 2014. Originally

from the UK, Zaiane graduated with

a B.A. Honours degree in Hotel

Management from Glion Hotel School in
Switzerland and completed his Masters at
Oxford Brookes University.

Ramada Plaza JBR
Dubai

Mircea Canduletiu has been appointed Executive Assistant Manager —
Rooms. A Guest Relationship and Engagement
expert with extensive experience in the hospitality
industry, Canduletiu is responsible for the
operation of Guest Services, Front Office,
Concierge, Housekeeping, Laundry, Security
ﬁ and Engineering departments. Canduletiu
holds a Bachelor's Degree in Management
and Marketing, Economical Affair and
has completed his Master's in Human
Resources from Constantin Brancoveanu
University, Romania.

lleshaa Nijhawan has been appointed as Groups and Events
Sales Manager at Le Méridien Dubai Hotel & Conference Centre.
A Business Management graduate from the
University of Warwick UK, Nijhawan joined
the hotel as an Events & Sales Executive
in 2012 and was soon promoted to
Assistant Groups and Events Sales
Manager. She brings to her new role
years of hands-on experience in the
events and banqueting business. She is
consistently recognised by her clients for
her ‘never say no’ and ‘can-do’ attitude,
excellent service standards and team
leader and player status.

Le Meridien Dubai Hotel & Conference Centre
Dubai

Ekta Kapoor has joined as Groups and Events Sales Manager at Le
Méridien Dubai Hotel & Conference Centre. A post-graduate in Business
Management, Kapoor comes with eight years
of banquet sales and event management
experience. She started her hospitality
career in 2009 in Mumbai, India with
the InterContinental  Hotels ~ Group
followed by The Leela Palaces &
Resorts. Her most recent position
was at JW Marriott in Mumbai before
she came onboard with the groups
and events team at Le Meridien
Dubai in 2016.
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GLORIA HOTEL

Book your group at our special room rates starting from AED 400 for single
occupancy inclusive of breakfast.

DAILY DELEGATE RATES
AED 160 net per person perday 1 coffee break & lunch

AED 180 net per person per day 2 coffee breaks & lunch

The above daily delegate rates include:
* Meeting room accommodating your requirements
* Lavish lunch buffet
* Basic AV package
= Complimentary data projector, screen and flip chart

Added Values:
* One complimentary room for every 10 paid rooms
= 209% discount on spa (Terms & conditions apply)

Terms and conditions apply
* Room rates are subject to 10% municipality fees, 10% service charge per room per night and tourism dirham fee.
» Rates are strictly subject to availability.
* This offer is for new bookings only and cannot be combined with any existing group bookings.
* This offer is valid from 1st January until 31st December 2017.
* These rates are not applicable during exhibitions or major events.

P.O. BOX: 502222 | Dubai Internet City | Sheikh Zayed Road | Dubai | UAE www.gloria-hotels.com
T: 4971 4 399 6666 / BOO-GLORIA (456742)
groups@gloriahotelsdubai.com
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Centrally located in Bur Dubai. Close to major shopping

malls, tourist attractions and restaurants. Easy access

. to metro stations, 10 km drive from Dubai International
4 "" Airport and 18 km from Kite Beach.

www.goldensandsdubai.com

#SimplyGoldenSands
For Booking:

+9714355 5553 4
K@ /goldensandsdubai e TTeY LT



