
 The new normal in my opinion will be a temporary situation for travel and tourism, 
not for other industries, based on the reports by international organisations like UNWTO 
it will soon come back to normal. The physical presence of a human being in a destina-
tion will not be replaced by any digital technology and I think travel will still be placed as 
it used to maybe like 50 years ago, especially with the airlines coming up. Before that 
people used to visit the nearby places as tourists so tourism has always existed in human 
life. We will need a place to go to relax and get away from a busy life, so tourism will come 
back to normal. What we have to do now and what we are working on in the UAE is that 
we have come up with a lot of precautionary measures and guidelines that are being 
monitored very strictly by our team of inspectors. They are working hand-in-hand with the 
private sector. We have always been very close to our partners in the private sector and 
are working hand-in-hand with them as they are our strategic partners, and at this period 
of time our relationship has further strengthened. 	

In order to keep the industry 
professionals well informed of all 
the initiatives taken for recovery 
post COVID,  conducted two 
digital conclaves with some of the 
eminent personalities in the industry. 
It also entailed the commendable 
leadership steps taken to open the 
country for international visitors. 

HE Khalid Jassim Al Midfa 
Chairman – Sharjah Commerce and 
Tourism Development Authority 

    We have gone through 
unprecedented times and 
the tourism industry has 
been the worst hit industry  
globally not just in the UAE. 
I’m very optimistic about 
tourism especially in United 
Arab Emirates. If you think 
about it in the UAE Currently 
12 per cent of the country’s  
GDP comes from tourism 
and hospitality. Coming 
from an oil rich nation that is 
a significant part of its 

contribution; 750,000 
employees in the United 
Arab Emirates rely on 
hospitality and tourism. I 
was so proud to see that the 
United Arab Emirates was 
one of the first countries to 
open globally and be able 
to welcome international 
tourists to the destination.  
For us being a developing 
destination we were able  
to fare very well during  
the pandemic. 	

    The MENA region has 
world class infrastructure 
and a very strong aviation 
sector. In 2003 we had the 
SARS crisis which dropped 
tourism by 0.4% then in 
2009 the global economic 
crisis which resulted the 
tourism industry to drop by 
4% but today we are looking 
at a drop from 58% to 78% 
now this is unprecedented 
and there is no experience 
for us to cope with this. To 

my mind there is no 
business contingency plan 
or a government support 
programme that can 
handover to tourism sector 
to come out of it without any 
pain. At the same time we 
must understand that 
tourism all over the world 
are in difficult position  
and in order to sustain  
that we do not have the 
luxury to wait for a vaccine 
to come. 

Raki Phillips  
Chief Executive Officer – 
Ras Al Khaimah Tourism 
Development Authority

Suman Billa
Director
Technical Cooperation &  
Silk Road, UNWTO
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The COVID-19 pandemic is an unprecedented crisis on a global scale. Having to navigate through unpredictability has created an 
element of fear and anxiety in the travel and tourism industry, which has been hard hit by the pandemic. Today, there is a knee jerk 
reaction to reach out towards the red telephone in times of crisis, says Arijit Munshi, General Manager of Tune Protect EMEIA.

A
s the world kick-
starts the supply 
chains of travel 

and tourism, there will 
be new health and safety 
protocols implemented, 
which means that busi-
nesses shall operate at 
restricted capacity. It will 
also require some time 
before demands recover 
as consumers and travel-
lers are more cautious in 
making travel plans given 
that the fight against the 
pandemic is still ongo-
ing. Consumers’ trust and 
confidence will need to  

be re-built as it 
will influence 
their travel 
behav iou r 

and decisions. Travelling 
in general will gradually 
recover when all the risk 
management measures 
are put in place by the rel-
evant stakeholders in the 
travel and tourism sector 
to ensure safe travel.

What’s the next step 
for the travel industry 
to manage risk?
From a business risk 
perspective, there are 
numerous commercial 
solutions that can help 
cushion the impact in 
the event of any unfore-

seen circumstances that 
could happen whilst run-
ning businesses. Under 
typical situations, most 
organisations would 
have already thought 
and incorporated some 
of these solutions as 
part of their risk manage-
ment measures to protect  
their businesses. 

Travellers protection or 
the red telephone?
To further mitigate risk, the 
next collective step would 
be to ensure that we have 
the travellers protected 

when they are travelling. 
By facilitating a compre-
hensive travel protection 
product into their travel 
plans, travellers will enjoy 
peace of mind against 
unforeseen incidents dur-
ing their travel, as we have 
witnessed in the last six 

months. It will also help 
in spreading the pressure 
points and not just limiting 
it to the service providers 
within the travel industry. 
As travellers get to enjoy 
peace of mind before, dur-
ing and after their travels, 
the travel industry profes-
sionals indirectly extend 
protection on the services 
they provide. We all defi-
nitely need to step up to 
ensure we educate the 
travellers so that they un-
derstand the importance 
of travel protection.

The immediate 
future – avoiding 
the red telephone
As we restart our respec-
tive travel businesses, we 
should ask ourselves, do 

we scale back to where 
it was before, or do we 
rebuild it to be better in 
the new norm? Wherever  
the road leads us, we 
need to move forward 
with hope and cour-
age, and lean back on 
our time-tested values 
in making the right deci-
sions to cope in these 
uncertain times. 

Most importantly, we must 
start restructuring and re-
building for a new norm in 
the travel and tourism sec-
tor to grow from here and  
not just survive. We need 
to extend travel protec-
tion as an industry norm 
so that there is no need 
to reach out to the red  
telephone again.  

Mitigate risk to ensure safe travel  
TT Bureau

Arijit Munshi
General Manager 
Tune Protect EMEIA

 We need to extend travel protection 
as an industry norm so that there is no need 
to reach out to the red telephone again 

www.hrhtenerife.com
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With all the efforts by the leadership of the United Arab Emirates, last month the country opened for international 
travellers amidst strict protocols to ensure the safety and security of every individual. In the first session of the 
second Travtalk ME conclave, three eminent personalities spoke about the tourism industry and its future. 

Ready for next 
phase  
HE Khalid Jassim Al 
Midfa, Chairman, Shar-
jah Commerce and 
Tourism Development 
Authority, said,  “After go-
ing through the different 
stages and experiments I 
believe that life can come 
back to normal much be-
fore we expect. In other 
countries people with 
symptoms had to visit a 
doctor for check-up but 
here the approach was 
different, the government 

tested over 50 per cent 
of the population so that 
the citizens, people and 
the visitors are safe. We 
are seeing the airlines 
opening up slowly, and 
we are slowly building 
confidence and trust 
due to these efforts over 
the past few months. In 
Phase 2 of this scenario 
which will start early Sep-
tember we will start see-
ing more people coming 
into the UAE and having 
a higher level of comfort 
and trust in what the UAE 

has to offer. I believe that 
the future will be bright 
and from what we are 
seeing from all emirates, 
with the guidelines of the 
leadership we are pre-
pared for the next stage.”

Sharjah hits  
7.3 million visitors  
in 2019
As the set goal of 10 mil-
lion visitors by 2021 ap-
proaches, the pandemic 
has but a short-term im-
pact on the visitor arriv-
als and the UAE was one 
of the leading countries 
in the world to open to 
tourism once again. HE 
Midfa shared, “In 2019, 
we received 7.3 million 
guests both hotel and 
MICE guests to Sharjah, 
the aim was to attract 
10 million by 2021, it will 
be extended to 2022 and 

we should achieve it. You 
can see the numbers 
flowing into the UAE due 
to our strong infrastruc-
ture and road networks, 
which have a competitive 
advantage.  In terms of 
receiving business and 
tourists to the UAE across 
the seven different emir-
ates, the road networks 

and public transport in-
frastructure is here for 
the new normal base. I’m 
very optimistic the near 
future will be very bright. 
We will see things slowly 
coming back.” 

Confidence building 
“I think we should make 
sure that we convey the 
right message, some-
times I have seen some 
companies going back to 
the traditional marketing 
focusing on mixed mes-
sages. I think today it is 
very important looking 
at the present situation 
and the demand of the 
visitors and the people, 
we should  convey the 

message that gives con-
fidence to the visitors, 
always keep that as your 
main message. You have 
done a lot of hard work 
and effort in that regard, 
so why not convey that 
message to your visitors, 
we as government entities 
as well as private compa-
nies or establishments 
need to always focus on 
this area to make sure 
it is given in the proper 
way to give enough in-
formation for the visitors 
to the UAE.  For the time 
being, for the coming six  
months this would be 
the winning area when 
it comes to marketing,” 
added HE Midfa. 

MENA, a robust 
destination 
“One of the most im-
portant factors in this 
region is that most oil 
economies are looking 
at tourism to see as to 
how they can diversify 
from their overhead re-
liance on oil. And they 
have got some extremely 
strong products such as 
culture, shopping and 
M!CE.” He opined that 
the best way forward as 
we are still to find a vac-
cine or even a cure for 

the pandemic is that it 
is better to look at local-
ised bubbles to be pro-
moted where you could 
look at targeted market 
segments to work with 
first and then go on. 

Reassuring safety 
of the travellers 
“They also have a very 
strong aviation sector 
and world-class infra-
structure. The biggest 
plus they have is the abil-
ity of destinations to work 
with the airlines. In order 

to get the tourists in you 
need an airline and in the 
Middle East region this is 
an advantage. They have 
a very cohesive relation-
ship which will come in 
stronger, strategically 
located between Europe 
and Asia with access, 
but the most important 
thing is health and safety 
protocols at this point 
of time, and they need 
to make sure they are 
in place. If you look at 
the global experiences 
the countries that had 

the first wave of infec-
tions, such as Spain and 
Italy, have now restarted 
tourism. It is possible 
to restart your tourism 
with health and hygiene 
protocols in place.  An-
other key advantage the 
Middle East has is that 
they have a lot of global 
players which are rated 
very highly, which goes 
a long way in reassur-
ing travellers, because it 
is not enough to kill the 
virus but also to kill the 
panic or anxiety of the  

HE Khalid Jassim Al Midfa 
Chairman, Sharjah Commerce and Tourism Development Authority

 In 2019, we received 7.3 million guests both hotel and 
MICE guests to Sharjah, the aim was to attract 10 million by 
2021, it will be extended to 2022 and we should achieve it 

Suman Billa
Director
Technical Cooperation & Silk Road, UNWTO

Updates
  In other countries people with symptoms 

had to visit a doctor for check-up but here the 
approach was different, the government tested 
over 50 per cent of the population so that the 
citizens, people and the visitors are safe  

— HE Khalid Jassim Al Midfa

Getting tourism back on 
track in the Middle East 
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Inputs by Shehara Rizly

travellers.  So quality reas-
surance is fairly strong in 
the Middle East, the way 
forward in the short-term 
is to develop these bub-
bles to see how we can 
get people from key mar-
kets in and then to see 
a very aggressive, very 

focused and localised 
targeted marketing pro-
gramme to connect the 
markets that are opened 
up as we go,” stated Billa.

Reprioritise your 
product portfolio
Billa pointed out, “The 

immediate bubble is 
going to be within the 
region but as you go 
forward as some of the 
European countries are 
opening it will be easier 
for the Middle East to 
plug into that and if you 
look at India they are 
looking at UAE.”  He 
further explained what 
the “bubble does”, when 
somebody comes from 
a destination there are 
certain quarantine ele-

ments; they need to 
be sure that they con-
form to the safety and 
hygiene standards as 
the destination wants 
to protect their citizens 
from being exposed to 

risk or getting infect-
ed. So, safety comes 
first. Second is what 
the hotels will do in all 
industry touch points. 
In terms of markets 
they will be staggered 
as they open up. 

You don’t have the luxury 
of pitching your prod-
ucts to the entire world; it 
has to be very localised, 
very specific. If Germany  
is opening up, you  
need to see what are  

the products that  
would be of interest to 
the German market. 
Reprioritise your prod-
uct portfolio and match 
it with the market you 
are going to focus on 
and run a very hyper  
focus campaign.  

RAK, first city to be 
certified as a ‘safe’ 
destination
Raki Phillips, CEO, Ras 
Al Khaimah Tourism 
Development Authority, 

said, “Ras Al Khaimah 
is known for its natural 
beauty, sprawling hotels, 
mountains. For us, it was 
very good to focus on safety 
and security to welcome 
guests back primarily from 
the domestic markets but 
now we are starting to see 
the international travellers 

coming back and that 
excites us. Just last week 
our hotel occupancy was 
60 per cent in the emirate 
and some of the properties 
were sold out. The levels of 
testing are phenomenal in 

the UAE and we are leading 
in the world. The safety 
and security measures put 
in place have made us 
a welcoming destination  
and I think it all comes 
from the leadership to 
drive us in order to have a 
wonderful offering that is 
not only exciting to tourists 

but also safe and secure. I 
also have to commend the 
global organisations like 
the UNWTO and WTTC that 
have worked very closely 
with us in coming up with 
global initiatives that help 
us drive some of our friends 
and colleagues around  
the world. I look forward to 
a good recovery.”

“It is important for us to 
know what the consumer 
sentiment is, the top priority 
we had in Ras Al Khaimah 
was safety and security 
of our colleagues as well 
as our guests so we put 
some guidelines together 
to ensure that we are pre-
pared for the destination 
during the recovery and 
as we opened up. One of 
the things we did was we 

funded COVID testing for 
every single employee who 
works in the hospitality sec-
tor especially at our hotels 
and we put some guide-
lines together for safety and 
security but then apart from 
that what we did is, Ras Al 
Khaimah was confirmed as 
the first city and emirate in 

the world to receive both 
the prestigious safeguard 
label from Bureau Veritas 
and World Travel and Tour-
ism Council Safe Travels 
stamp. Our international 
exhibition and conference 
centre is also the first M!CE 
facility in the Middle East 
to be Bureau Veritas certi-
fied so that means that we 
have got all measures and 
initiatives in place to ensure 
safe tourism options. When 
it comes to M!CE, Ras Al 
Khaimah is very active in 
the M!CE community; it 
is one of our key pillars 
and Indian weddings is a  
big attraction.” 

Travellers look  
for memorable 
experiences 
“Ras Al Khaimah is a sun 
and sand, tree and culture 
and adventure side of the 
business with a mountain 
experience. I think consum-
ers will continue to look for 
experiences that engage 
them and give them long-
lasting memories. Destina-
tions that have a myriad of 
offerings such as culture, 
adventure etc. will have a 
better chance of attracting 
travellers as they value not 
only the experience but 
also the safety aspect. We 
have made sure that our 
hotels and attractions are 
all safe by sanitising eve-

rywhere from our zipline, 
Al Suwaidi Pearl farm, 
hotels and every area is 
sanitised and kept safe,” 
stated Phillips. In terms of 
M!CE, he said that they 
have created programmes 
to attract the M!CE bookers 
where you can get credit 
against your booking, then 
there is the new shortca-
tion campaign and the  
webinar seminars with 
zoom coffee hours. 

Tourism is a 
resilient industry
Phillips reiterated that the 
Ras Al Khaimah Tourism 
Development Author-
ity has taken all neces-
sary actions not only to 
provide safety measures 

and protocols but has  
also waived off some of 
the charges and fees 
for the industry.  It is im-
portant that the indus-
try bounces back; the 
stimulus packages by the 
federal government pro-
vide many incentives to  
the investors. He fur-
ther pointed out that the  
United Arab Emirates 
is just four hours away 
from most countries in 
the world and has some 
of the best in terms of 
tourism products on 
offer, which will bring 
back the tourists very  
soon. He concluded 
that Ras Al Khaimah has  
been able to maintain the 
highest RevPAR. 

Raki Phillips
CEO
Ras Al Khaimah Tourism Development Authority

Session
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Updates
  Ras Al Khaimah was confirmed as the first 

city and emirate in the world to receive both the 
prestigious safeguard label from Bureau Veritas 
and World Travel and Tourism Council Safe 
Travels stamp  

— Raki Phillips

Updates
  We are looking at a reduction of 1 billion 

tourists this year in terms of international tourist 
arrivals and in terms of revenues we are looking 
at a drop of 1 trillion. Also, there will be a change 
in the traveller profile until a vaccine comes, you 
will see a lot of the younger population travelling 
as the virus doesn’t affect them, and as their 
ability to cope is stronger  

— Suman Billa

Developing travel bubbles
  The way forward in the short-term is to develop 
these bubbles to see how we can get people from  
key markets in and then to see a localised targeted 
marketing programme to connect the markets that are 
opened up as we go.

-— Suman Billa

 MENA region has been very robust, their global share is  
6 per cent and by 2030 we expect it would move up to 8 per cent. 
There is nothing to suggest that the robustness of growth and 
development in this region is going to slow down 

 RAKTDA has also waived off some of the charges and fees 
for the tourism industry. It is important that the industry bounces 
back; the stimulus packages by the federal government provide 
many incentives to the investors 
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Thailand Tourism will host its first virtual event on September 9, 2020 from 10 am to 6 pm (UAE). This event will be the annual B2B 
event that the tourism board will promote before ATM but due to Covid-19, it will be held virtually so that it is more convenient for 
the participants. Pichaya Saisaengchan, Director of Tourism Authority of Thailand (TAT) Dubai & The ME Office shares with .

What is the concept and 
aim of the event? 
We aim to promote Thai-
land for leisure in the 
GCC market since more 
than 75 per cent of total  
Middle East visitors  
come from this region. We 
will link our 60 Thai sell-
ers to meet with 180 GCC 
buyers (one-on-one meet-

ing via VDO conference) 
and expect that there will  
be more than 2,880  
appointments during the 
entire day.

How will one register 
for the event? 
180 Buyers can register 
at www.halathailandvir-
tualmart.com or via travel 
trade partner TravTalk  
Middle East.

Who are the target 
audience? 
All travel trade partners in 
GCC & Thailand

Could you share 
the benefits for the 
audience?
Thai sellers & GCC buy-
ers will get to know each 
other during a 10-minute 
session of each meeting  
slot (total 48 slots x 8  

hours meeting), in order 
to create special holiday 
packages with the “new 
normal” to Thailand for 
GCC travellers. 

What are you presenting 
about Thailand? Is it 
one destination or a few 
areas and islands?
We will highlight our new 
products & services in all 
major cities in Thailand in-

TT Bureau

Pichaya Saisaengchan 
Director of Tourism Authority of Thailand (TAT) Dubai & The Middle East Office 

 We aim to promote Thailand for 
leisure in the GCC market since more than 
75 per cent of total Middle East visitors 
come from this region 

Virtual roadshow by ThailandVirtual roadshow by Thailand
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cluding nearby cities such 
as Bangkok & Beyond, 
Phuket & Beyond, Chiang 
Mai & Beyond, Pattaya & 
Beyond, etc., as well as,  
highlight our SHA Certifi-
cate that has been given 
to all qualified Thai pri-
vate sectors  (https://www.
tatnews.org/2020/07/amaz-
ing-thailand-sha-certification-
steps-up-information-sharing- 
and-outreach/). 

Amazing Thailand Safety 
& Health Administration 
(SHA) is a collabora-
tion between the TAT, 
Ministry of Tourism and 
Sports, Ministry of Public  
Health, Board of Trade 
of Thailand, and Thai  
tourism operators. 

The project is TAT’s  
efforts to continuously 
place Thailand’s rank-
ing as a preferred  
destination, to prepare  
tourism establishments 
to be ready for the  

return of tourism post  
COVID-19, as well as, 
offer tourists new tour-
ism experiences with 
regards to “the new 
normal” as a result of  
the pandemic. 

Could you give us more 
details about the virtual 
roadshow?
60 Thai sellers with GCC 
buyers will do one-on-one 
meetings via VDO call. 
The first session will com-

prise GCC Buyers Group 
A, while the second ses-
sion will have participants  
from GCC Buyers Group 
B. For both groups,  
10 minutes will be allotted 
vper appointment. 

https://event.webinarjam.com/register/154/2z71qc6p
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Germany is one of the most important destinations for travellers from the 
GCC due to its diverse offerings that cater to the many needs of the travellers 
from this region. Yamina Sofo, Director, Sales & Marketing, German National  
Tourist Office, Gulf countries shares about their webinar to discover the destination 
in the comfor t of your home, #DiscoverGermanyFromHome. 

What is the reason to 
host a webinar?
We would like to highlight 
the importance of the des-
tination of Germany as one 
of the preferred travel des-
tinations for GCC nationals 
due to its diversity. The we-
binar is a perfect platform 

to reach out to the travel 
professionals in the region. 
Germany ticks all the boxes, 
whether for wellness and 
recreation, nature and sight-
seeing or simply for enter-
tainment and shopping – of-
fering high quality services,  
great value for money, 
luxury accommodation  
and facilities as well as en-

vironment-friendly transpor-
tation links throughout the 
entire country.

When will it be held  
and what time will it 
take place?
The webinar will be  
held on September 21, 
2020 at 11.00 am (UAE 
standard time).

How many speakers will 
attend the session?
There will be a total of 
four speakers including 
myself; I would represent 
the German National Tour-
ist Office, Gulf countries, 
sharing details about the 
importance of the ME 
market and the current 
numbers among many 
other general topics about  
the destination.

Joining me from the State 
Tourist Board Southwest 
Germany will be Janina 
Wittmann, Marketing & 
Sales Manager; she will 
speak about Southwest 
Germany as a special va-
cation destination offering 
something for every age 
from nature to culture and 
culinary experience in the 
sunniest state of Germany.  

The next speaker will be 
from Hochschwarzwald 

Tourism (Hochschwar-
zwald Tourismus GmbH) 
– Christian Gross, Head 
of Incoming/M!CE. Some 
of the topics that he will 
cover include; Where  
are the Black Forest  
Highlands located and 
how to get there? How 
does it look like in the 
region? For which target 
group is the region inter-

esting? Which activities 
are offered in the Black 
Forest Highlands? And, 
what are suitable hotels or 
accommodations?

He will be followed by 
Angela Rieger, Sales 
& Tourism Manager, 
Outletcity Metzingen; 
Europe’s largest out-
let which brings outlet  

TT Bureau 

Yamina Sofo
Director, Sales & Marketing, German National Tourist Office, Gulf countries

 We would like to highlight the 
importance of the destination of Germany 
as one of the preferred travel destinations 
for GCC nationals due to its diversity 

Discover the diversity of  
Germany from home

© Black Forest Highlands

Lake Constance (Bodensee), Southwest Germany © DZT/Guenter Standl
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shopping to a new level.  
You can discover what  
Metzingen can offer as 
a touristic destination 
and why it should be 
your choice for a unique  
shopping trip. 

Who are your target 
audience?
Travel and tourism pro-
fessionals, that is, OTAs,  
travel agencies, tour op-
erators, M!CE representa-
tives and media in the  
GCC region.

What are the areas that 
will be covered in this 
special webinar?
The webinar provides an 
overview of the destina-
tion of Germany as a travel  
and tourism destination 
that perfectly fits GCC  
traveller requirements.

The webinar will focus on 
two aspects of the desti-
nation – nature diversity  
and shopping.
	 ‘Nature diversity’ will 

be highlighted by the 

German local destina-
tion the Federal State 
of Baden-Württemberg 
with the Hochschwar-
zwald region

	 ‘Shopping’ will be high-
lighted by the German 
shopping destination 
Outletcity Metzingen

What are the benefits 
for the agents that will 
attend the sessions?

Agents can explore the 
diversity of the destina-
tion and its highlights 
through an informative and 
educational webinar with  
an opportunity for  
instant and live interaction; 

hold discussions on the 
current and future travel 
conditions to Germany 
and the precautions taken 
in the destination, and 
participate in a quiz with  
raffle prizes. 

GNTO
WEBINAR

© Outletcity Metzingen

© Outletcity Metzingen

https://event.webinarjam.com/register/150/5v7qwi22
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Reopening for 
Tourism 2.0 

Rise in staycations 
or domestic 
tourism
Over the past few months 
the government of UAE has 
been working very hard to 
ensure safety of all those 
who live there by sanitising 
all the areas. Most hotels 
remained open even dur-
ing the lockdown to cater 
to some of the people that 
could not head back to their 
respective destinations due 
to closure of their home 

bound destination airports 
and borders. All hotels in 
the UAE were given in-
structions for opening with 
proper hygiene and safety 
protocols that are neces-
sary. Every year, summer 
is the time of staycations or 
domestic tourism, as most 
people take their vaca-
tion along with that of their 
children and enjoy great 
deals through the summer. 
Surprises for summer an-
nounced by every emirate 

ensure that the retail sec-
tor is active. This year too a 
good amount of residents 
are seen partaking in the 
many hotel offerings. Khan 
noted, “Staycations or do-
mestic tourism has now 
become popular especially 
during the summer. Resi-
dents will make use of the 
good deals on offer.” Ab-
dulnazar reiterated, “As ho-
tels, attractions and malls 
announced their deals we 
can see how residents are 
enjoying the staycations.” 
Khatri mentioned the dif-
ference during this year 
in terms of staycations or 
domestic tourism in the 
Kingdom of Saudi Arabia. 
“People in KSA know that 
the places are safe to travel 
so when they are confident 
they want to travel first to 
destinations within where 
they reside, hence when 
domestic flights started we 
saw a rise in the segment 
of domestic tourism and 
saw that they wanted to 
visit lesser known places 
and cities, which we have  
now incorporated in our  
information guide. ”

Ensuring ‘customer 
confidence’    
Ensuring the confidence of 
the client or the traveller is 

most important at this point 
of time. However, the travel 
agents did play a vital role 
when all the airports went 
on lockdown mode and 
people had to cancel and 
request refunds. This was a 
turning point for the indus-
try, those who had made 
online bookings had to face 
many challenges for obtain-
ing their refunds especially 
as there were cancellations. 

In the GCC, travel agents 
play a key role for travel-
lers hence they ensured 
that the refunds, policies, 
information about the book-
ings were clearly commu-
nicated to their customers. 
Khan stated, “The role of 
the travel agent I believe 
will remain the same or be-
come more important. Over 
the last couple of months 
when people wanted their 

bookings cancelled and 
refunded, they faced many 
issues. Booking tickets 
online was hard over the 
months as getting refunds 
and information too was dif-
ficult. When you go through 
a travel agent you know 
that he will provide you the 
refund and help the cus-
tomer as much as possible. 
Travel agents do play a ma-
jor role; corporates need a 
travel agent so that all their 
requirements are met with 
and most importantly they 
are offered a 30, 60 or 90-
day credit period.” 

Abdulnazar added, “Cur-
rently customer confi-
dence is a big question 
mark but as a travel agent 
we help customers to 
maintain the confidence 
by engaging with them 
and sharing informa-
tion about the health and 
safety measures. Also, 
we made sure that the 
customers received their 
refunds without having to 
wait, this helps build the 
relationship with them as 
we cater to their most im-
portant needs. 

It will take some time to 
overcome the fear caused 
by the pandemic. Airlines 

Shehara Rizly

T
he three panellists mentioned the importance of 
the industry to stay positive during these chal-
lenging times as there will be light at the end of 

the tunnel. One of the key factors mentioned throughout 
was keeping the customers informed as to what is currently 
happening will help in building their confidence. 

GCC ready to travel
In his opening statement, Nasir Jamal Khan, CEO, Al 
Naboodah Travel, mentioned, “If you look into the demo-
graphics of GCC, you will see that most of the people are 

ready to travel, most of the people need to travel; they 
will travel outbound to meet their family and friends, there 
will be people travelling inbound to the UAE to meet their  
family and friends therefore outbound will start in  
August and beyond. We hope that by October,  
November or December we will have a good number of 
inbound visitors to the UAE.” 

Jamal Abdulnazar, Chief Executive Officer, Cozmo Travel, 
shared, “Human beings are very resilient in nature and travel 
is in the blood of most of the people in the Middle East. They 

have the heritage of travelling therefore the doubt of travel not 
coming in is not at all there, business will pick up but at a 
slow pace.” 

Tarique Khatri, Executive Vice President Center of Excel-
lence, Seera Group, shared, “Last month we carried out 
a survey in KSA with 3,000 plus customers, almost 70% 
of the people who participated in the survey expressed  
that they were confident to travel. Secondly they were  
willing to travel to places that has health and safety  
measures in place.”

Nasir Jamal Khan
CEO, Al Naboodah Travel

 Outbound will start in August and 
beyond. We hope that by October, November 
or December we will have a good number of 
inbound visitors to the UAE 

Updates
  Travellers may opt for direct destinations 

than connecting flights during summer, however, 
travel will pick up soon. People will prefer  
to rent a car as a full package with other  
travel requisites.  

— Nasir Jamal Khan

  The government is looking at the ultraviolet 
emissions from the AC vent that can kill any 
virus, including the COVID, which will build 
confidence in customers to travel.  

— Jamal Abdulnazar

  One of the top destinations Saudis like to 
travel to is UAE, I see a big jump, it is all a matter 
of opening the borders and starting flights, then 
Saudis will come to their favourite city.  

— Tarique Khatri

The first digital conclave themed “reselling tourism” concluded with a record number of viewers from the  
Middle East and Asia. There were two sessions; the first session included three personalities in the travel trade –  
Nasir Jamal Khan, Jamal Abdulnazar and Tarique Khatri.
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have now found that there 
is an ultraviolet system 
that can destroy any virus, 
and this will help to regain 
trust among the travellers. 
Our role is important as a 
service provider, it is vital 
at this point of time, espe-
cially at the time of can-

cellations and refunds for 
customers. We should be 
providing them information 
on the safety measures and 
places, hotels that are safe 
so that they may become 
more confident. Travel 
agents’ role will be more 
vital, although everyone 
thought that with the inter-
net coming in travel agents 
will go out of their business. 

However, people realised 
the importance of having a 
travel agent to depend on.” 

Khatri shared, “In our sur-
vey, one of the most im-
portant points was that the 
customer wanted to know 
more details about refunds 

and cancellation policies, 
so as a travel agent we 
provided all this information  
to them to ensure that  
they are clear about the 
policies and conditions.”     

Upgrade 
technology to 
support agents 
Some of the lessons learnt 
through the pandemic were 

that those travel agents who 
were well equipped with 
technology managed to 
serve their customers more 
efficiently. “Going online we 
cannot deny the fact that 
technology will take over, 
however over a time period 
of five to 10 years. After the 
pandemic people will need 
one-to-one interactions; 
currently we are helping 
them by providing informa-
tion on health and safety 
measures, opening of 
countries, their policies on 
entering etc.,” Abdulnazar 
stated. “Customers will pre-
fer technology-driven areas. 
We need to come up with 
new and efficient technolo-
gy to improve transactions.”     

Khatri mentioned that hav-
ing efficient technology can 
support the travel agent. 
“What is most important is 
that we all want to go for-

ward, we do not want to 
go back to doing archaic 
things and one of the ways 
in which we can deal with 
our customers, vendors, 
partners, etc. is to look at 
them from a technology 
point of view; how can we 
make it faster, error free and 
more efficient, more seam-
less in every possible way 
because customers will 
demand a higher level of 
transparency for services 
while engaging with them. 
Travel agents have to in-
vest in technology that will 
enable them to serve cus-
tomers in the best possible 
way. At the end of the day 
it is the customer behaviour 
that drives and influences 
the market trends, not the 
other way around. Technol-
ogy will evolve and there will 
be new methods to support 
the industry. Today tech-
nology is much cheaper 
than before, so investing 
in technology will make the 
travel agent more efficient.  
There are many new  
tools that will make the 
agents serve their custom-
ers more efficiently. In my 
opinion, we need to adapt 
to the new technologies 
and ensure that the cus-
tomer benefits at the end.”   

Outbound travel to 
resume
As UAE has already 
opened for outbound travel 
to the residents, most of 
them are taking shorter 
trips, especially to see their 
families. This has been a 

trend in summer every 
year. Khan shared, 
“Outbound will start 
by August to short-
haul destinations and 
travellers will look for 
health and safety when 
flights start operating and 
airports and borders open. 
Travellers may opt for direct 
destinations than connect-
ing flights during summer, 
however, travel will pick 
up soon. Travel insurance 
will now come into place,  
people will prefer to rent  
a car as a full package  
with other travel requisites. 
As travel agents we will 
have to upgrade our tech-
nology. People will also pre-
fer to reach out to a travel 
agent to book the pack-
age so that they are as-
sured of their refunds and 
information sharing; there 
will be a demand for the 
travel agent, just the role will  
be different.” 

Abdulnazar was confident 
that outbound will pick up 
at a slower pace with lei-
sure and corporate travel 
taking more time to revive. 
“Currently customers are 
interested in places where 
health and safety takes first 
place. Travel insurance will 

be mandatory with a clause 
of COVID test in place. The 
government is looking at 
the ultraviolet emissions 
from the AC vent that can 
kill any virus, including the 
COVID, which will build 
confidence in customers to 
travel.” Khatri went back to 
the survey and shared that 
most people would prefer 
to start off with short-haul 
destinations, especially 
UAE has always been the 
most favourite among Sau-
dis and it will once again 
be so, once restrictions 
are lifted, borders open 
and people can travel. The 
relationship enjoyed be-
tween the two countries is 
another important factor as 

they prioritise on health and 
safety measures. “One of 
the top destinations Sau-
dis like to travel to is UAE, 
I see a big jump, it is all a  
matter of opening the bor-
ders and starting flights, 
then Saudis will come to 
their favourite city.” 

Jamal Abdulnazar
Chief Executive Officer, Cozmo Travel

 People in the Middle East have the 
heritage of travelling therefore the doubt of 
travel not coming in is not at all there, 
business will pick up but at a slow pace 

Tarique Khatri
Executive Vice President Center of Excellence, Seera Group

 We carried out a survey in KSA with 
3,000 plus customers, almost 70% of the 
participants expressed that they were 
confident to travel. Secondly, they were 
willing to travel to places that have health 
and safety measures in place 

Corporate travel
  GCC is a huge corporate market; they need somebody 
to look after their business. They come to the agent for 
credit as online they have to pay cash. Currently we are 
working with corporates in terms of repatriation flights.

-— Nasir Jamal Khan

  Middle East cruise business will resume soon. 
— Jamal Abdulnazar

Efficient technology 
  We have to bring in new information systems and 
financial disciplines with efficient technology to control 
the business, retain customers and enjoy profitability.

— Jamal Abdulnazar

  Most important is changing the way we deal with 
our partners and vendors and customers. Travel agent 
services and technology will go hand-in-hand.

— Tarique Khatri

Session

1
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The final session in a tri-series webinar to promote the rich, beautiful and historical Spain was held last month. In this 
session, Daniel Rosado Bayon, Director of the Spanish Tourism Office in Abu Dhabi walked the viewers through the very 
interesting lush greenery areas in the Spain.

A
s Spain is now an 
open destination 
to foreign visitors, 

behind the scene, the au-
thorities continue to im-
plement all the necessary 
measures to ensure safety 
and hygiene for its travel-
lers. First and foremost, 
Rosado updated attendees 
about the current situation 
in Spain, regarding tourists, 
measures taken, what they 
need to know to travel to 
the destination etc. 

“Although these are unprec-
edented and challenging 
times, we are getting used to 
it and we are together in this 
and while we wait for travel 
and tourism to start to get 
back, from the Spanish Tour-
ism Board we would like to 

use this time so that we can 
educate you about Spain 
and help you to discover all 
it has to offer,” stated Rosa-
do. He showed a video that 
sent a message that Spain 
will wait for the visitors. He 
said that it was the third 
video that was made, which 
gave a more positive outlook 
as Spain is opening up. 

Popular in summer
Rosado shared, “Today we 
are focusing on the islands 

and the north of Spain. But 
before that let me provide 
some basic information 
about the destination.  First 
of all, Spain is located in 
the south western part of 
Europe, surrounded by 
France in the northeast 
and Portugal in the west, 
Mediterranean sea in the 
east and Atlantic ocean 

in the south. Many differ-
ent climates throughout 
the country, throughout 
the year make it an ideal 
all year-round travel des-
tination. Summer is very 
popular as the weather is 
very mild, Canary Island 
has good beach weather 
all year long.  The language 
spoken is Spanish, but 
English is understood eve-
rywhere, and it is easy to 
move around. So, there are 
many reasons to visit Spain 

– its landscape; its climate; 
its good weather and more 
than 5,000 km of coastline. 
We have more than 300 
heritage sites, with lively 
street ambience, world-
class cities and historical 
towns. Shopping is amaz-
ing with a choice of inter-
national brands and Span-
ish designers, VAT refund 
from the first Euro and long 
opening hours. Also, in the 
current situation we have 
flights from UAE to Barce-
lona and Madrid from Emir-
ates and Etihad as well as 
from Qatar Airways. And, 
we expect connectivity to 
increase progressively. 

An unforgettable 
experience 
Another video explained 
the Spanish travel experi-
ence and what makes this 
country one of the most 
visited destinations in the 
world.  Spain welcomed 
more than 83 million travel-
lers in 2019, and in recent 
years Spain has doubled 
its arrivals from the GCC 
region from 119,000 trav-
ellers in 2014 to 240,000 
in 2018; there’s still great 
potential for growth from 
this region. So what makes 
Spain a key destination 
from the GCC? In Spain 
we welcome travellers who 
enjoy our diversity, love our 
warm hospitality and share 
our zest for life. We have an 
excellent climate through-
out the year, for a warm 
summer in December and 
January you could go to the 
Canary Islands where it’s 

an average of 18 - 24 de-
grees Celsius; if you want 
to stay cool in the summer 
months, visit the evergreen 
north of Spain from snow-

capped mountains to rain 
forests or beaches to de-
serts, a metropolis to the 
rural countryside. 

Thereafter Rosado took the 
viewers through an interest-
ing journey of the greener 
areas in northern Spain and 
the many islands.

Journey through 
greener areas
The Balearic Islands are a 
Mediterranean paradise. 
A wonderful place to relax, 
with every modern comfort; 
luxurious resorts, exclusive 
marinas, natural settings 
that are easy to explore, 
beautiful coves and a clear 
turquoise sea. It’s easy to 
see why this is a favourite 
destination for international 
jet setters, with actors and 
athletes from all over the 
world choosing to holiday 

here. The most Mediter-
ranean way to enjoy it is to 
sail from island to island, or 
visit the more private coves 
by yacht. All the islands 

have exclusive marinas 
with large shopping areas 
and renowned restaurants.

The Canary Islands, to the 
south of the Iberian Penin-
sula and of volcanic origin, 
is a place to enjoy a perfect 
climate with warm winters 
and mild summers – per-
fect for a fabulous holiday 
any time of the year. They 
offer paradise beaches with 
green sceneries, great na-
ture, amazing gastronomy 
and history. 

For countryside lovers 
“Green Spain” will be the 

perfect place to go. The 
regions of Galicia, Asturias, 
Cantabria and the Basque 
Country, in northern Spain, 
are home to some of the 

most valuable and best-
conserved ecological areas 
in Europe. These are land-
scapes full of contrasts, 
with salt-water rivers, un-
spoiled beaches, charming 
villages and extraordinary 
nature reserves with end-
less green… Gastronomy 
is fabulous and there are 
regional capital cities with a 
very special charm. 

“Spain is reopening to tour-
ism and soon visitors from 
the GCC countries will be 
able to come back and enjoy 
a fantastic and safe Spain,” 
concluded Rosado. 

Shehara Rizly

 Spain is reopening to tourism and 
soon visitors from the GCC countries will be 
able to come back and enjoy a fantastic and 
safe Spain 

Green Spain & Spanish islands explored
NTO

SPAIN
WEBINAR

Daniel Rosado Bayon 
Director 
Spanish Tourism Office in Abu Dhabi
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 The first roadshow will focus on 
outbound travel agents/tour operators from 
the UAE, Saudi Arabia, Kuwait, Qatar and 
Bahrain while the second roadshow will be 
focused on M!CE intermediaries 
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The maiden vir tual roadshow will be organised by Singapore Tourism Board on August 31, 2020. Beverly Au Yong, Area 
Director, Singapore Tourism Board, Middle East shares with  the importance of connecting the regional stakeholders 
with Singapore service providers for business and networking opportunities. 

What are the main  
objectives of organis-
ing this virtual trade  
roadshow?
We aim to connect local 
and Singapore based travel 
stakeholders with Singa-
pore service providers for 
business and networking 
opportunities. Another ob-
jective is to maintain market 
presence and continue to 
strengthen our relationship 
with travel trade partners. 
We will be organising two 
sessions of the virtual  
roadshows, one on August 
31, 2020, and another in 
January 2021.

Who will be your target 
audience?
The first roadshow will focus 

on outbound travel agents/
tour operators from the UAE, 
Saudi Arabia, Kuwait, Qatar 
and Bahrain while the second 
roadshow will be focused on 
M!CE intermediaries.

What is the theme 
and concept for the 
roadshow?
The roadshow is part of 
Singapore Tourism Board’s 
regional B2B engagement 
effort, under the theme 
#UnitedWeStand with fo-
cus on the GCC countries. It 
aims to provide one-to-one 

networking and foster busi-
ness opportunities for the 
local travel trade stakehold-
ers with Singapore service 
providers. This platform will 
also allow the Singapore 
service providers to share 
the key initiatives taken by 
their organisations, under 
the government’s directive, 
once the borders are open 
for international visitors. 

How will one register 
for the event?
The registration will be 
open for travel trade stake-

holders managing out-
bound travel services from 
the GCC countries on a first 
come first service basis. In-
terested outbound agents 
will be able to register their 
interest to meet a selected 
set of Singapore service 
providers on the registra-
tion link www.stbvirtual-

roadshow2020.com pub-
lished and promoted on 
TravTalk Middle East B2B 
platforms. Each agency is 
allowed a maximum of two 
attendees. The local agents 
who are able to secure 
the highest number of vir-
tual meetings will also get a 
chance to win exciting gifts.

How many buyers and 
sellers will be present?
We are expecting over 
120 quality buyers from 
the GCC countries to vir-
tually network with 10-15 
Singapore service pro-
viders in the respective  
virtual roadshows.

What are the expectations 
from this event?
We aim for a seamless 
and productive networking 

event which will be benefi-
cial not only for our stake-
holders in Singapore but 
will also help strengthen 
our relationship with the re-
gional travel trade partners.

Are there any safety 
measures in place?
Launched in February 2020, 
the SG Clean campaign 
seeks to rally stakeholders 
and members of the pub-
lic to adopt good hygiene 
standards and transform 
cleanliness level of public 
spaces in Singapore. An 
important component of the 
campaign is for an establish-
ment to receive the SG Clean 
quality mark which requires 
organisations to commit to 
sector-specific sanitation 
and hygiene checklists to 
safeguard public health.  

Singapore Tourism connects partners

TT Bureau 

Beverly Au Yong
Area Director
Singapore Tourism Board, Middle East

www.vfsglobal.com
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Gaurav Bhatnagar
Founder
TBO Holidays 

Technology star ted playing a pivotal role over the past few years across the globe and the processes in the travel and 
tourism sector changed rapidly. Today, during the time of the pandemic, it has been put to test like never before by all 
industries. Mamoun Hmedan, Managing Director, MENA and India, Wego shared his views with  .

The travel industry is currently facing the worst of times, yet industry specialists are taking steps to ensure  
that the rebound will incorporate a better outlook. As Dubai opened to international visitors, hope sets in;  
Gaurav Bhatnagar, Founder, TBO Holidays share his views with .

Could you share how 
technology can reshape post 
COVID the travel, tourism 
and hospitality sectors?
In the times of COVID-19, 
technology is playing a sig-

nificant role in reshaping 
the travel and tour-
ism industry. Tourism 
boards and coun-
tries are relying on 
technology to pro-
mote their destina-
tions in the midst 
of coronavirus to 
inspire travellers 
and keep their inter-
est in the destina-
tion alive until travel 
resumes. From 

virtual experiences to 
interactive maps, quizzes, 
and tours, travellers can 

dream now of the destinations 
and travel tomorrow.

At Wego, we’re bringing con-
tent to our users in the comfort 
of their homes until it is safe to 
travel again. We are providing 
inspirational and informative 
content on our blogs and so-
cial media channels as well as 
providing travellers with the lat-
est information on travel restric-
tions to keep them updated.

Researches show that around 
70 per cent of people expect 
to see an increase in the use of 
mobile devices and apps to as-
sist the passenger journey.  We 
will see more investment from 
airlines, airports, and hotels in 
technologies such as touch-
less biometrics, self-service, 
automation, mobile devices 
and apps.

Will there be robots who 
will serve clients?
 A lot of countries are discuss-
ing the possibility of having 
robots to test travellers at the 
airports and ensure social dis-
tancing at public places. De-
spite the number of trials being 
announced, studies show that 
only 27.4 per cent of people 

anticipate the use of robots for 
customer service tasks.

Will there be a different 
way for travellers booking 
their vacations now?
Travellers will book their vaca-
tion slightly differently now. 
They will look to more contact-
less hotel stays using smart 
technology and ensuring the 
highest safety and health 
measures are adopted by the 
operator. The destination they 
book will also depend on the 
quarantine rules and COVID-19 
cases in the desired attraction. 

Where do you see technology 
in the next two years? 
In the latest Arabian Travel Mar-
ket event, it was revealed that 
messaging platforms will be 
a key tool for travel and hos-
pitality brands to interact with  
consumers. Tourism, travel 
companies, and hotels are us-
ing AI to accurately and con-
tinuously sort through data. 
AI helps companies draw 
conclusions about business 
performance as well as trends 
associated with customer sat-
isfaction, and even intelligently 
manage inventories.  

What were the main 
issues you faced during 
the lockdown?
The first and foremost chal-
lenge was ensuring safety of 
our employees and enabling 
them to work from home. The 
other major issue was handling 
tens of thousands of refund 
requests that we got from our 
travel agent partners. We set 
up a separate team dedicat-
ed to COVID refunds which 
worked 24/7 to ensure we 
get maximum refunds 
done in time.

How did you keep the 
clients engaged?
We launched our 

“Stronger Together 
with TBO” cam-

paign. This was an agent out-
reach programme where we 
launched a series of courses, 
webinars, and panel discus-
sions on TBO Academy. The 
idea was to ensure that our 
travel agent partners were  
constructively engaged during 
the lockdown.

Currently what are the 
main areas you focus on? 
We have built a very extensive 
domestic product for our key 
source markets globally. We 
are also preparing two new 
products for launch. PAXES is 
our corporate self-booking tool 
which will allow corporates and 

TMCs to completely automate 
their travel management pro-
cess. And, our religious travel 
product will be unveiled as 
soon as Umrah opens again.

What is your opinion 
about Dubai opening for 
international visitors? 
WTTC has recognised Dubai 
as a safe destination, giving 
the city a Safe Travels stamp 
that validates the stringent 
hygiene and safety protocols 
that the city has put in place. 
The WTTC endorsement fur-
ther enhances the worldwide 
efforts of Dubai Tourism to 
encourage travellers to make 

Dubai their destination of 
choice. It is too early to ex-
pect tourists in large num-
bers, however Dubai’s Sum-
mer Surprises has been a 
key event in the city’s annual 
calendar and is likely to focus 
on local and regional visitors 
in the short-term. 

At TBO Holidays, we have wit-
nessed a gradual pick up from 
the local market in the past few 
weeks and are hopeful that re-
gional and international travel 
will resume as Dubai takes cau-
tious measures to open up its 
borders for travel. Recovery will 
be in stages; however, we are ex-
pecting some form of recovery to 
start from October 2020 onwards 
in time for Dubai’s peak season. 

Could you share some of 
the strategies employed 
by TBO Holidays as Dubai 
opened for visitors? 
We have introduced a country 
specific COVID-19 information 
section to help travel agents 
review and educate their  
customers on safety measures 
and guidelines implemented  
in the UAE.  

Technology to reshape the industry

Stronger together with TBO Holidays 

Shehara Rizly  Researches show that around 70 per cent of 
people expect to see an increase in the use of 
mobile devices and apps to assist the passenger 
journey. We will see more investment from 
airlines, airports, and hotels in technologies 

 Recovery will be in stages; however, we are 
expecting some form of recovery to start from October 
2020 onwards in time for Dubai’s peak season  

Mamoun Hmedan
Managing Director
MENA and India, Wego

Shehara Rizly
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In current times, some countries are slowly opening out for international tourists with health and  
safety standards in place. The tourism boards are now working on plans to ensure that the right 
message is sent out to the travellers which will help them regain their trust and confidence.  
Key speakers representing Germany, Spain and Thailand discussed the new rebranding and 
repositioning policies in the second session of   Digital Conclave II.   

Reviving tourism 
amid crisis

A
t a time when the 
industry is trying 
its best to bounce 

back, one of the key ele-
ments necessary is to 
communicate to the trav-
ellers the efforts and hard 
work that have been put in 
by the relevant authorities 
to ensure a safe destina-
tion. Every tourism board 
has been implementing 
their own standards as 
regulated by the govern-
ment authorities. 

Communicating 
with the industry 
and customers
Yamina Sofo
Director – Sales &  
Marketing, German  
National Tourist Office, 
Gulf countries

“It is important to commu-
nicate with each other, to 
share opinions and share 
ideas and to see how we 
altogether pull on one 
string to get us all out of 
this crisis. It affected the 
tourism industry as one of 
the first and hardest hit, 
every destination has felt 
the impact of the crisis. 
Germany has done a tre-
mendous job in handling 
the crisis, based on our 
research, feedback and 
surveys we are on a high 
ranking of our standards. 
Over the last few weeks 
our partners in the indus-
try have implemented the 
necessary hygiene, dis-
tance rules, they have up-
dated and upgraded their 
products according to the 
new standards so the des-
tination itself is very well 
prepared now to welcome 
back tourists from all over 
the world.” 

Pichaya Saisaengchan
Director of Tourism Au-
thority of Thailand (TAT) 
Dubai & The Middle  
East Office

“The COVID situation dis-
rupted the tourism industry 
but what we are doing now 
along with our partners 
is to ensure that we can 
bounce back with neces-
sary precautionary meas-
ures. The tourism industry 
is adjusting to a set of new 
norms as travel restric-
tions start to ease. Health 
control requirements will 
become just as necessary 
as long-standing security 
protocols, with hygiene be-
coming a major factor.” 

Daniel Rosado Bayon
Director of the Spanish 
Tourism Office in  
Abu Dhabi

“What we can see today is 
that the industry is experi-
encing constant changes, 
as the situation  and cir-
cumstances are evolving 
constantly and that allows 
us to be more flexible and 
change the approach to 
the reality we are living. 
As the customer priority 
shifts we must change with 
them. We must adapt to 
the demands like trust and 
confidence at this point 
of time.  These are the in-
gredients for recovery. We 
must make our destina-
tion secure and safe and 
we must communicate it 
to our customers. When 
the customers see that the 
destination is safe again, 
they will regain trust and 
confidence and we will 
start to see recovery. So, 
what Spain has done in 
these last few weeks is 

that we are open to some 
countries since July 1, 
some European countries 
but GCC will not be able to 
travel, however we will see 

them soon. We keep com-
municating that we are a 
safe destination to travel.”

Keeping the 
industry updated 
Sofo recommended that 
they have the regular up-
dates and the B2B part-
ners need to check them 
as often as possible and 
in terms of the tourist of-
fice in the Gulf, they too will 
be sharing the necessary 
information. “We have up-
dates every two weeks and 
want the industry profes-
sionals to keep checking 

for the latest updates.” She 
went on to state the many 
safety measures that they 
will be communicating 
with their B2B partners. 

Currently the main con-
cern is to ensure that the 
whole traveller journey is 
safe and the standards are 
maintained so as a tourism 
office, this is the work that 
is carried out by sending 
out the message, commu-
nicating safety measures 
that they have taken.  

Saisaengchan stated that 
the GCC expat market is 
very important for them 
and constitutes between 
25-30 per cent of travel-
lers from the GCC, which 
they are continuously de-

veloping with their indus-
try partners. On a regular 
basis they inform the many 
standards of safety not just 
of the hotels and destina-

tions but also of the at-
tractions. Rosado said, 
“People want to travel to 
have fun, relax and have 
a good time, now all that 
is possible. Now when we 
go on a holiday we have 
to wear masks and follow 
the rules implemented by 
the destination that you 
will visit. Spain has imple-
mented 21 guidelines for 
tourists which will ensure 
their safety and security. 
We have to adapt to them.”

Visa regulations
Saisaengchan shared, “At 

the moment, travel entry 
into Thailand is restricted to 
11 traveller types such as 
business travellers, govern-
ment diplomats, and travel-

lers who require medical 
treatment in Thailand. Visa 
requiremevnts remain the 
same, however visitors who 
fall under the approved 
traveller category require a 
health certificate clarifying 
no risk of COVID-19 and 
issued no more than 72 
hours before travelling, as 
well as a health insurance 
policy with COVID-19 cov-
erage. Travel updates can 
be found on tatnews.org.” 
In terms of the Schengen 
visa the regulations will be 
conveyed by the EU stated 
Sofo and Rosado.

 Germany has 
done a tremendous job 
in handling the crisis, 
based on our research, 
feedback and surveys 
we are on a high ranking 
of our standards 

 Health control 
requirements will 
become just as 
necessary as security 
protocols, with hygiene 
becoming one of the 
top factors 

 As the customer 
priority shifts we must 
change with them. We 
must adapt to the 
demands like trust and 
confidence at this point 
of time 

Yamina Sofo
Director – Sales & Marketing, 
German National Tourist Office, 
Gulf countries

Pichaya Saisaengchan
Director of Tourism Authority of 
Thailand (TAT) Dubai & The Middle 
East Office

Daniel Rosado Bayon 
Director of the Spanish Tourism 
Office in Abu Dhabi
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New trends 
On the new trends, Al Qa-
seer commented, “Tourism 
sector is definitely the sec-
tor that has been affected 
the most in this COVID sit-
uation, people are banned 
from travelling, M!CE and 
other industries have been 
affected. A lot of things will 
change but I’m a positive 
person and feel that things 
will slowly go back to nor-
mal. Interestingly there is 
a shift right now, we had 
a partial and full lockdown 
in UAE and what we learnt 
from that is, people are  
still not sure, some are 
okay with going out and 
some are still scared to 
venture out until a vaccine 
is developed. 

But we have noticed during 
the lockdown that we have 
a unique hotel structure. 
We have something called 
the Sharjah Collection that 
consists of three hotels; 
one of them is located in 
the East coast among the 
mangroves in Kalba with 
22 separate villas with their 
own pools; another hotel 
is located in the middle of 
the desert in the beautiful Al 
Badayer Oasis that consists 

of 15 rooms; and the third 
hotel is linked to the archae-
ological site with five rooms. 
All are unique experiences 
and during the lockdown  
we were pleasantly sur-
prised as we received an 
average occupancy rate 
of 60% with a very high 
ADR which was strange 

at that time. But, during 
the lockdown people had 
the chance to go out, they 
wanted to go where they 
felt comfortable. And, in 
our hotels we have sepa-
rate rooms, separate villas; 
we managed to get a lot of 
people to come to the hotel 
because they felt safe. 

However, a lot of things 
change. It is the way you 
receive people. We had to 
restructure because today 
you need to have less in-
teraction with guests. The 
way you deal with guests 
is different as you need to 
adhere to the protocols and 
government policies like 
checking the temperature, 
social distancing etc. You 
just show people how safe it 
is with social distancing and 
the health and safety proto-
cols in place.  

Guests will look at different 
experiences and the focus 
will be on boutique hotels. 
Looking at different experi-
ences is what we are fo-
cusing on. We will continue 
with our developments. You 

Shehara Rizly

T
The government of the UAE issued various pre-
cautions, safety regulations and measures to 
provide a good experience for their clientele. After 

almost two to three months of lockdown, customers will be 
looking for something new, they will look out for a different 
experience, opined the three speakers. 

New protocols in the industry 
Ahmed Obaid Al Qaseer, Chief Operating Officer, 
Shurooq, shared, “Tourism plays a key role in GDP and 
some countries are totally dependent on tourism and what 
has come, has come to us without any notice and there are 
lot of lessons that we have learnt.”  

Alexander Suski, Associate Vice President Sales & Mar-
keting, Millennium Hotels & Resorts Middle East, Africa 
and Turkey, said, “if you look at hospitality industry, two 
major things are already there; the  health and safety pro-
tocols everywhere and secondly how travel industry; trav-
el agents, airlines and hotels will look at the fixed costs. 
These are the two things right now. If you look at health 
and safety protocols, we work with only the best in this re-
gion. As we look at the guest journey it is going to change 
and the routine will change too. If you look at F&B, it will 
change for the better. In the hotel industry procurement is 
also changing. There will be changes in hotels, airlines and 
travel agents as well.” 

Philip Wooller, Area Director – Middle East & Africa, STR, 
stated, “We are in a way in a fortunate position to report 
about the hotel industry worldwide, as we collect hotel per-
formance data across the globe for over 80,000 hotels. For 
the past three to four months, we have been supporting the 
hotel industry as much as we can and giving them as much 
information as possible about what is happening. We know 
that the virus started in Asia, interestingly we’ve seen some 
sort of developments and occupancies beginning to build 
and we see demand coming back to some of the cities. We 
are certainly not out of the woods, but the important thing 
is we can talk in detail about what is happening, and I can 
share a little bit about this region and beyond.” 

Ahmed Obaid Al Qaseer
Chief Operating Officer, Shurooq

 During the lockdown we were pleasantly 
surprised as we received an average 
occupancy rate of 60% with a very high ADR 
which was strange at that time”  

Updates
  It is all about reassuring people and we 

have a lot of bookings coming to our hotels until 
next year. Presently, we have both indoor and  
outdoor experiences.  

— Ahmed Obaid Al Qaseer

  Development in the pipeline is in different 
areas in Dubai, Saudi, Africa and Turkey where 
we see the growth potential. There is a big chunk 
of hotel apartments and during the lockdown 
these functioned well.  

— Alexander Suski

  Development will continue once things start 
getting in place probably in about one or two 
years. However, hotels will still remain as a good 
investment in the region.  

— Philip Wooller 

The second session of the vir tual conclave had three speakers from the hospitality industry – Ahmed Obaid Al Qaseer, 
Chief Operating Officer, Shurooq; Alexander Suski, Associate Vice President Sales & Marketing, Millennium Hotels  
& Resor ts Middle East, Africa and Turkey; and Philip Wooller, Area Director – Middle East & Africa, STR.

New league  
of hotels
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need to make sure that you 
have less interaction with 
other guests.  As humans 
we like to travel and I’m sure 
we will bounce back soon. 
It is all about reassuring 
people and we have a lot 
of bookings coming to our 
hotels until next year. We 
are not sure about which 

countries will be open, so 
you need to diversify.  Pres-
ently, we have both indoor 
and outdoor experiences.” 

Continuous 
development 
Wooller shared that the 
last 10 to 15 years have 
been busy but now things 

will move at a slow pace. 
However, if you are on the 
road to open a hotel, you 
will open it but change the 
functionality. We need to get  
the airlines moving and 
there will be challenges 
temporarily, however things 
will improve. 

Al Qaseer said, “As an 
investor will you put the 
money in hotels. We will 
still go ahead but look at 
boutique hotels’ outdoor 
experiences in Sharjah, 
and adventure and eco-
tourism. You can book 
your own activities with 
your family; the activities 
are safe and you can do 
them comfortably. Travel-
lers are looking for new 
experiences and currently 
we are catering to the do-
mestic market.”

Suski commented, “Devel-
opment in the pipeline is 
in different areas in Dubai, 
Saudi, Africa and Turkey 
where we see the growth 
potential. There is a big 
chunk of hotel apartments 
and during the lockdown 
these functioned well. We 
kept our prices as there was 
a demand. In Dubai prices 
will not go up for the next 
one to two years. As Expo 

and the new year checks in 
there would be an increase 
in terms of the price.”  

Wooller added, “When we 
were at our worst point, 
in China it dropped to 6 
or 8% for occupancy in 
250,000 rooms. Now Chi-
na has 49% occupancy, 
that is, a huge domestic 
market. They are aver-
aging 35% occupancy. 
Europe and Africa had it 
tough. Development will 
continue once things start 

getting in place probably 
in about one or two years. 
However, hotels will still 
remain as a good invest-
ment in the region.” 

Alexander Suski
Associate Vice President Sales & Marketing, Millennium Hotels & Resorts 
Middle East, Africa and Turkey

 If you look at hospitality industry, two 
major things are already there; the health and 
safety protocols everywhere and secondly 
how travel industry; travel agents, airlines 
and hotels will look at the fixed costs 

Philip Wooller
Area Director – Middle East & Africa, STR

 We know that the virus started in 
Asia, interestingly we’ve seen some sort 
of developments and occupancies 
beginning to build and we see demand 
coming back to some of the cities 
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The new normal 
  I think the protocols will change from country 
to country and hotel to hotel as well as in terms of 
implementation of protocols from government entities. 
For example, at Millennium we are an international 
brand and we are reaching out to make sure that we 
have the right partners in place and the right set up. 
Every hotel is a personal experience, at Millennium we 
have touch points, technology will not go to robotics 
stage but it will play a vital role; there will be QR codes 
for F&B menus, and hotels will have key cards. 

—  Alexander Suski

  Since Sharjah Collection has more boutique properties 
that ensure social distancing and more outdoor spaces, 
this helped us gain the trust of the visitors. Access to 
rooms through technology will be the new normal. 

—  Ahmed Obaid Al Qaseer

UK, a lucrative source market 
  UK is an important source market for the UAE and 
likewise UK travellers enjoy the summer in the UAE and 
this year too once restrictions are lifted they will see an 
increase in the number of these travellers. Another key 
point was, for Dubai and Middle East from April to August 
are the months of summer so this year might see a better 
occupancy than last year in summer as now people are 
slowly moving out to explore and enjoy their movements.

— Philip Wooller 

https://all.accor.com/hotel/A089/index.en.shtml?utm_campaign=seo+maps&utm_medium=seo+maps&utm_source=google+Maps
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As a Sharjah release announced that 50% of government 
employees in the UAE can resume work, Cozmo Travel 
started serving their customers with proper protocols of 
social distancing, wearing a mask while in the office and 
sanitising at intervals to maintain health, safety and hygiene.

Under the large umbrella of the initiative, ‘We Care. We 
Clean. We Welcome.’, Millennium Hotels and Resorts 
MEA has kept its guests well informed with regular 
updates on the current situation, we share some of the 
ways in which guests are able to stay safe.

In the wee hours of July 7, 
Dubai gave a warm welcome 
to the first international visitors 
to arrive in the city after a lull 
in inbound travel. Passengers 
were greeted on arrival by 
Dubai International Airport 
staff, who gave them welcome 
kits containing mementoes 
provided by Dubai Tourism.

In keeping with the continued protocols implemented 
by the government of the United Arab Emirates and 
the hotel’s prerogative to ensure customer satisfaction, 
safety and confidence, Ramada by Wyndham Beach 
Hotel Ajman shares their methods of safety.

Cozmo back at work

Safety protocols by  
Millennium Hotels

Dubai welcomes  
international tourists

Safety at Ramada by 
Wyndham Hotel Ajman
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  Dubai announces 
new economic stimulus 
package worth  
AED1.5 billion 

  UAE, Saudi Arabia, & 
Egypt showing consistent 
growth in global 
bookings: Sojern

  Movenpick Grand 
Plaza Media City partners 
with Culligan for health 
and safety role

  Seven Tides appoints 
Minor Hotels to manage 
Ibn Battuta Gate property

  DTCM appoints 
Claviger to drive growth 
from GCC and Egypt

  Two Seasons Hotel 
and Apartments Dubai 
obtains ‘Green Globe  
Gold Status’

  Gulf Reps to  
represent international 
luxury Hotel Group ‘Aman’ 
throughout GCC

  Etihad to resume 
special passenger flights 
from Abu Dhabi to six 
destinations in India

  756,640 domestic 
passengers passed 
through KSA  
airports: GACA

  Emirates to connect 
50 cities by August

August 2020

Thailand Tourism Webinar 
10 (Mon) 		  11 am-12 pm (UAE) 
https://event.webinarjam.com/
register/154/2z71qc6p

Singapore Tourism Virtual Roadshow 
31 (Mon)		  10 am-3 pm (UAE) 
www.stbvirtualroadshow2020.com

SEPTEMBER 2020

Amazing Thailand Virtual Roadshow 
9 (Wed) 		  10 am-6 pm (UAE) 
www.halathailandvirtualmart.com

German Tourism Board Webinar  
21 (Mon) 		  11 am-12 pm (UAE) 
https://event.webinarjam.com/
register/150/5v7qwi22

https://event.webinarjam.com/register/154/2z71qc6p
https://event.webinarjam.com/register/154/2z71qc6p
www.stbvirtualroadshow2020.com
www.halathailandvirtualmart.com
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