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Reshaping Travel @ GTS 9.0

Gulf Travel Show is back with its fifth edition on 28-29 September
2022. The show promises to focus on sustainable travel and keep
the spotlight on best practices in the industry.

TTT Bureau

ack by popular demand,
BGulf Travel Show (GTS)
50 is focussing on
connecting  industry  players
virtually ~ while  demonstrat-

ing its commitment
to sustainability.

SanJeet, Mentor, Gulf
Travel Show, shared,
“The fifth edition brings
with it a variety of new
features as we have
specialised days for
VIPs and networking dedi-
cated to the Kingdom of Saudi
Arabia. As the Kingdom looks

at tourism promotions with
recent opening of its borders,
KSA continues to show prow-
ess towards achigving their
2030 vision on sustainability.
Our main purpose is to ensure
collaboration between destina-

ULF

tions, hotels and travel profes-
sionals, who are committed
to their role in taking the next

TRAVEL
SHOW 5.0

MAKE A SUSTAINABLE CHOICE
28-29 September 2022

steps to promote travel. We
hope that this edition will bring
in all the necessary networking
between industry partners and
look forward to conducting a
bigger and better digital event.”

GTS, a digital initiative that
emerged during the pandemic,
provides a new way to connect
with the trade. In this edition,
@GTS has decided that its panel
discussions would focus on
sustainable travel practices and
showcase sustainability as its
main theme. With an impressive
line-up of speakers planned, the
knowledge sessions are sure to
keep the audience engaged.

SanJeet
Mentor, Gulf Travel Show

An important feature of the GTS
this time is the pre-scheduled
meetings. The travel show has
gone a step further and intro-
duced features dedicated to
accommodate requests by the
travel fraternity. =
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Luxury Holiday homes
trending in ME region

Concept of luxury holiday homes
has now become a lucrative
business in the ME region.

1 Shehara Rizly

hen you look at the
Middle East, most
importantly the

GCC countries, they are the
gpitome of luxury. Whether it
is Dubai, Kingdom of Saudi
Arabia, Qatar, Kuwait, Bah-
rain or Oman, every country
has its own luxury element
or Giga project, and with their
higher  disposable income
they have always been high
spenders at every destination
to receive the luxury that they
need to experience. Prior to
the pandemic, travellers from
the GCC countries had been

Mohammed Sultan
CEO, Luxury Explorers’ Collection

seeking bespoke experiences,
which included a luxury holiday
home against a hotel room. In
the Middle East, where family
travel includes members of their
family and staff, the concept of
luxury holiday homes has again

Contd. on page 9 »

Qataris raring fo travel

Opening of borders has given people confidence to
travel. Ayman Al Qudwa, Manager, Falcon Travel,
shares with ZTl” outbound trends from Qatar.

'T'Shehara Rizly

hat are the latest
summer trends this
year?

This summer of 2022, Qatar
is going through one of the
best season for inbound and
outbound travel in all fields,
whether it is Business Travel,
Education Tours, Visit Friend and
Relatives, Honey Moon, Leisure
Travel or Adventure. There is
a huge increase for outbound

Ayman Al Qudwa
Manager, Falcon Travel

travel through flights and cruises
for Europe and Far East. The

demand is for Turkey, England,
France , Switzerland, Spain, Aus-
tria, Georgia, Thailand, Malaysia,
UAE and Egypt. In addition, there
are FIFA World Cup Qatar 2022
officials, delegations, tour opera-
tors, fans and organisers to and
from Qatar,

Could you share the popular

destinations?

As indicated earlier, the demand

is for Turkey, England, France,
Contd. on page 10 »

KSA invests in hig way!

Saudi Arabia has launched a programme to train
100K young Saudis with key hospitality skills
necessaryto pursue careers inthe tourismindustry.

™
1'TT Bureau

he  programme  was
Tlaunched by His Excel-

lency Ahmed Al Khateeb,
Minister of Tourism, Saudi Ara-
bia, at the 116th session of the
World Tourism Organization’s
Executive Council in Jeddah.
Tourism Trailblazers™ will pro-
vide in-depth global experience
to the tourism industry’s future
leaders. This programme aims
to train 100,000 Saudis, as the

Ahmed Al Khateeh
Minister of Tourism, Saudi Arabia

ministry continues efforts after
the launch of a new human

capital development strategy
in the Kingdom's burgeoning
tourism industry, which aims to
attract more Saudi nationals to
the sector.

His Excellency Ahmed Al Kha-
teeb, Minister of Tourism, Saudi
Arabia, said: “It is vital that we
invest in our youth now. Creat-
ing a skilled workforce with the
talent and ambition to support
and drive the tourism sector

Contd. on page 10 »
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Visa: Major hurdle to cross for travellers

As travel picks up after the decline in intensity of Covid, the greatest hurdle to cross is the visa process.
Summer travel, especially this year, has become a challenge mainly due to visa traffic. Monaz Billimoria,

Deputy Regional Head - UAE, VFS Global shares with

s
1 TT Bureau

isa is the most important
Vand first point of contact

for a traveller visiting
a destination. How has VFS
made this experience an easy
one for the travellers?
Customer service is the cor-
nerstone of our operations
at VFS Global, and we have
made every effort to ensure
a smooth and seamless
customer journey for our
applicants.  Appointments
are available online and
free of cost, ensuring that
our applicants do not have
to wait long for their turn at
the Visa Application Centre
(VAC). We have dedicated
seating areas both outside
and within our premises
for applicants who need to

Tune

Protect

TRAVEL Adventure

Monaz Billimoria
Deputy Regional Head - UAE, VFS Global

wait. Within the centre there
are dedicated counters for
the countries to apply to,
ensuring an efficient appli-
cation submission process.
Additionally, we offer a
range of specially designed
value-added services for ap-
plicants to choose from for
further convenience. These
include SMS updates for
tracking applications, cou-

Assurance

rier return service to have
passports securely delivered
to the doorstep, or our Plati-
num or Premium Lounge
service for a personalised
visa application experience,
among others.

Can fravel agents make
arrangements for visas on
behalf of the traveller without
their coming into VF§?

For missions that do not
require travellers to submit
their applications in person,
travel agents can submit the
documents on their cus-
tomer’s behalf, with a valid
authorisation letter. Appli-
cants who are unable to visit
the centre can also opt for
the doorstep visa service, if
available for the country they
are applying to.

T

What are the new and
improved services, especially
to beat the demand of the
summer traffic?

Applicants are advised to
plan their travel and apply
well in advance to beat the
summer traffic. We work
closely with our clients’ gov-
emments to manage this
demand. VACs are open for
longer hours, sometimes
even on weekends, to best

Doorstep continues to be a
preferred service.

In most cases securing an
appointment is a task and
the portal often fails when
an individual traveller is
applying for visa, how do you
plan to further enhance your
digital offerings to smoothen
the process?

Appointment slots are re-
leased as per availability

Appointments are available online
and free of cost, ensuring that our
applicants do not have to wait long for
their turn at the Visa centre

cater to the demand we see.
For group travel, Visa At Your

for each day. Due to high
demand for visa application

their efforts to make it a better experience.

appointments  during the
current peak travel season,
there may be times when
applicants do not get slots
on their preferred date or
time and will need to opt for
an alternative one. We urge
all travellers to plan well in
advance and apply for their
visas early to avoid any de-
lays before their travels.

How do you work with
governments to ease the visa
issuance in the GCC?

VFS Global only manages
non-judgmental and ad-
ministrative tasks related to
applications for visa, pass-
port and consular services.
Processes, decisions and
turnaround times on visa ap-
plications are the prerogative
of the governments. 2
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Hot air balloon ride
to be new tourist
attraction in RAK

Stella Stays to launch
two towers in Istanbul

Oman Air increases
summer flights to India

OMRAN, Al Shargiyah
sign agreement for
tourism projects

KSA Ministry delegates
visit South Korea to
hoost tourism

Kuwait airways
expands network with
flights to Viienna

Red Sea signs three
global luxury resorts

Saudi Arabia
announces evisa for
GCC residents

pitality must embrace sustainability

In the present day hospitality sector, energy consumption will always be at higher levels.
However, technology and simple alternatives could be the solution towards responsible
consumption, whilst minimising the negative impact on the environment.

e concept of Sustain-
ability when it was first
introduced into  the

business world was a nice
to have - or rather an extra
value addition to the brand.
The case no longer exists,
demanding  business o
adopt sustainable practices
throughout its  day-to-day
processes, and not as an
extra exercise. Benefits of
prioritising  sustainability in-
cludes customer loyalty, cost
savings, and especially envi-
ronmental impact. According
to global travel agency Vir-
tuoso, 82 per cent of luxury
travellers prefer to travel more
sustainably in the future.

Hotel faciliies rank among
the top five in terms of energy
consumption in the tertiary
building sector (minor only

Discover Our
Norwegian EpIC Experience

Free Open bar

Free Specialty dining
Free Excursions
Free Extra guests

to food services and sales,
health care and certain types
of offices). With continuous
24-hour 365-day operations,
hotels establish themselves
as one of the highest energy
and water consumers per
square foot. Approximately

role in reducing the con-
sumption of energy. Rewind
a few years where WiFi,
smart TV, contactless check-
ins etc. were considered an
additional feature to entice
a guest whereas presently it
has become an expectation.

According to global travel agency
Virtuoso, 82 per cent of luxury
travellers prefer to travel more
sustainably in the future

50 per cent of energy use
goes towards cooling (27
per cent), followed by lighting
(23 per cent). (Energy Star)

Industrialization and the ad-

vancements of technology
has played no supporting

Take All

% . FREE

OFF

Offer*

This transformation no doubt
is an addition to capital and
maintenance costs, espe-
cially in the existing times
when the industry is running
on slim margins. Solutions
exist in understanding the
analytics and statistics be-

Free Wifi

hind energy consumption,
and finding ways through
and around while ensuring
high guest satisfaction and
an exceptional experience.

Smart Solutions

While the expected amentties
like a TV or a refrigerator can-
not be excluded for the sake
of saving energy, Internet
of Things (loT) enables an
intelligent analytics platform
into the building manage-
ment system, which provides
relevant data to identify and
efficiently manage energy us-
age of the facility, while identi-
fying areas of high waste and
suggesting for improvement.
Apart from that, renewable
energy sources are need of
the hour. The best renewable
energy source available in
the Middle Eastern region is

solar energy. Sustainability is
no longer a buzzword. It is a
philosophy business should
embrace as a core value. En-
ergy consumption will always
be at higher levels within the
industry.  Technology and
simple alternatives could be
the solution towards respon-
sible consumption.

Swarali Khadtare
Maintenance Manager Engineering
Park Regis Business Bay

(The views expressed
are solely of the author.)
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(ermany expects more travellers from GGC

Germany is one of the most popular summer getaways for GCC travellers. The recent confirmation that the country
no longer requires vaccination or PCR will be an edge, as more travellers will opt for the destination. Yamina Sofo,

Director, Sales and Marketing, German National Tourist Office (GNTO), shares details with Tl

IIr?"TT Bureau

Could you share with us about
the recent ease of restrictions
to travel to Germany?

Germany recently  an-
nounced the encourag-
ing news that until further
notice, visitors no longer
require a Govid-19 vaccina-
tion certificate or negative
PCR test. We are looking
forward to a rise in arriv-
als from the GCC and the
opportunity to  provide
them a variety of cultural

experiences and insights
into the country’s customs.

What is the most important
information a traveller needs
fo know when travelling
to Germany?

Travellers should be aware
that Germany took strin-
gent measures to protect
gveryone throughout the
pandemic and continues to
remain alert should meas-
ures need to be revisited.
We remain agile with the
gver-evolving  situation to

We are looking forward to a rise

in arrivals from the GCC and the
opportunity to provide them a variety
of cultural experiences

Yamina Sofo
Director; Sales and Marketing
German National Tourist Office (GNTO)

ensure visitors can feel safe
while here.

How do you work with travel
agents from the GCC? Do
they have a specialisation
programme? s it updated?

Currently, the GCC is our sec-
ond best overseas market,
following the United States.
We understand the impor-
tance of the region and work

closely with travel agents on
a regular basis. With such a
huge cross-section of travel-
lers coming from the region,
we manage our work with
travel agents individually
rather than on a specialised
programme. As a base, we
use our website Germany.
travel, which is informative
and regularly updated with
everything travellers need to
know before arriving.

What are the Ilatest
campaigns  especially for
GCC travellers?

We have two major cam-
paigns running this year:
German.Local.Culture and
Embrace German Nature.
German.Local.Culture sees a
focus on all elements of cul-
ture, from traditional food and

music, to craftmanship and
historic customs. Embrace
German Nature homes fo-
cus on outdoor life, from the
meandering lakes and moun-
tains, to the country’s cycling
and hiking opportunities.

Are there new attractions,
hotels etc that you will be
promoting for summer?

This summer we are encour-
aging travellers to explore

eco-friendly hotels and at-
tractions. We have more
than 3,000 green-certified
accommodations and more
can be fined visiting: https://
www.germany.travel/en/feel-
good/accommodation.html;
and  https://www.germany.
travel/en/feel-good/tips.
html. We are also encourag-
ing people to go green. For
more information, please visit
www.germany.fravel.

_ASCAN FOR
 MORE DETALLS

Www.wingsway.org

—

Training

Ak Wings: VOl CArRes

Institute

=
—

Developing Professionals for
the Travel & Aviation Industry

Invest in Yourself | Get Certified | Stay Ahead
Enroll for our best selling courses, Now!

@ Airport Operations & Passenger Ground Services

@ Cabin Crew

© Foundation Diploma in Travel and Tourism

© Managing the Travel Business

© Ticketing & Journey Pricing

© Serving the Travel Customer

© Travel & Tourism Consultant (Diploma)
© Accounting & Financial Management for Travel Agencies
© Selling Leisure & Corporate Travel
@ Cargo Introductory (Diploma)

© Airline Revenue Management

Contact our Training Solutions Specialist

B information@wingsway.org

L #8714 2220885 ¢ ©

+071 50 D06 3042

¥ 701, AB Plaza-8 (Office Block), Al Mamzar, PO Box 90934, Dubal, UAE.
KHDA Permit No. 28171 | Dubai Economy & Tourism License No. BE2019


www.wingsway.org

B TRAVTALK JuLy 2022

HOTELS

‘"Slﬂnarv hﬂlﬂllﬂl‘ leader and mentor

Celebrating over two decades in the hospitality industry Wael El Behi, General Manager, The Tower Plaza
Hotel Dubai, has been instrumental in leading his team to achieve its goals in terms of securing revenue or
building a brand. We take a look at his journey over the years and contribution made to the industry.

TTT Bureau

What inspired you to join the
hospitality industry?

Hospitality is an attitude
which | am born with. When
| was young | always dreamt
of being a hotelier. | love our
industry since | was young
and | always wanted to follow
the steps of my father and
uncle, both of them hoteliers.

Could you share with us the
most interesting highlights in
your career?

| started my career in 1993
in a large city business hotel
in my home country Tuni-
sia and | was at that time a
trainee in the sales, market-
ing and banqueting depart-

ments, after six months |
was confirmed as a sales
executive in the same hotel.
In 1998, I joined Corinthia

| love our industry since | was young
and | always wanted to follow the
steps of my father and uncle,

both of them hoteliers

Hotels International in Tuni-
sia as Sales Manager where
| did the opening of three
beautiful city resorts (Gam-
marth, Hammamet and
Sousse). In 2002, | came
to Dubai to open a boutique
five-star hotel in Deira as
Director of Sales & Market-
ing, and from there | started
my exciting career journey
in UAE. In 2007, | was ap-

pointed for the first time
as Hotel Manager in Coral
Boutique Villas and | wanted
to thank my mentor and
boss Michel Noblet, who
believed in me and gave me
that chance, then in 2009
| moved to JBR to open a
deluxe Hotel Apartments.
| contributed as well in the
launch of Auris Hotel Man-
agement as Director of Busi-
ness Development in 2010.
In 2011, | was appointed as
General Manager of Rama-
da Downtown Dubai, from
there | moved back to JBR
with the same owners R
Holding to open Hawthorne
Suites as the first property
of Wyndham in the region.
In 2016, | took over the role
of General Manager at First
Central Hotel TECOM, then
moved in 2018 to Ramada
Jumeirah where | con-
tributed to make it as the
first five-star Ramada Ho-
tel. In December 2021,
| joined The Tower
Plaza Hotel Dubai.

Share with us a
brief about you?

| grew up in Tu-
nisia. | started
my  profes-
sional  career
in 1993 after
| finished my stud-
ies. | have over 28 years of

experience in the hospital-
ity and tourism industry and
General Manager for the
past 15 years.

Having been a GM for so
many years, how would you
say it has evolved especially
after the pandemic?

It is a continuous learning
and development journey.
Every hotel | worked for |
learned and developed new
skills, which helped me to

improve profitability, enhance
the product and improve the
service standards.

Youth need to be mentored
in the right direction in
hospitality? What initiatives
are you taking to pursue it to
the next level?

[ am a strong believer that we
have a duty to develop new
leaders. Giving opportunities
to young stars to shine is
very important and encour-

Giving opportunities to young stars to
shine is very important and encourage
internship programmes to identify
new talents is the way forward

evolve and sustain. A lot
of things changed since
the pandemic, in terms of
management style, decision
making process, business
goals, priority settings etc.

What initiatives  are
you taking to lead the
team about the newly
renamed property as
number one?

Implement our service
culture PROUDLY SERV-
ING YOU, build a strong
team, find new revenue op-
portunities to

age internship programmes
to identify new talents is the
way forward. &
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Gan event-led sales he key to recovery?

Now is the perfect moment to take advantage of the recovery in public concerts and sports events, says
Simon Goddard, a booking technology specialist from Vibe. But selling travel for concert-goers and sports event
attendees should not be like moving a mountain, he suggests.

hould you go to the
Smountain or should

the mountain come to
you? We all know what is
gasier (and the wise prov-
erb that tells this tale). Yet
too much effort is wasted
in travel trying to persuade
people to visit places they
do not actually want to go to.

Those travelling to a destina-
tion to experience an event
such as a concert or sports
match fit into this category.
There is no need to move the
mountain, why not just give
them what they want?

Right now there has never
been a better moment to do
this as minimal Covid-19
restrictions mean pop stars
are finally re-starting the

world tour schedule and
major  sporting  events,
including the  upcoming
football World Cup in Qatar,
get underway.

What do you need to do to
make sure that your online
travel business is top of the
list for places to book the

seem and that is what puts
many off. But the rewards
are there and at Vibe we have
many years of experience in
successfully helping our cli-
ents use events to sell travel
in a better way.

Therefore, if you want to
sell travel for an event such

At the beginning of the ticket
booking process keep the concept
of what you are offering super
simple and concrete

whole travel package when
planning to attend an event
or experience? Of course,
achieving this is more com-
plex than it might at first

as the Champion’s League
football match, consumer
conventions, major concerts,
or even festivals, we have fol-
lowing recommendations.

1. Only focus on events you
have actual entrance tickets
available to sell. This is very
important, as the tickets are
your ‘honey pot’. The minute
you send someone away to
another site to source the
actual tickets, they never
come back.

2. Which events should you
sell? Smaller and more ob-
scure events are often richer
pickings for these types
of campaigns. Just type
in ‘Formula One weekend
trip’ into Google and you
will see. Perhaps consider
literary festivals on aristo-
cratic estates, come-back
concerts for old rock bands
at venues with comfy seat-
ing, cookery courses in Tus-
cany with famous chefs, or

lower league football or mo-
tor racing events?

3. At the beginning of the
booking flow keep the con-
cept of what you are offering
super simple and concrete:
Ultimately it is just a package
to attend X event. By making
it a package to do event X
and Y and Z, you could make
your offering ‘confused’ and
ultimately put people off.

4. Give the traveller total
flexibility on the options they
pick, they might not need a
flight but value a hotel, or
vice-versa.

5. Do not just stop at offering
a flight and hotel, consider
selling extras like the airport
transfer or even insurance.

6. Ensure the traveller has
the flexibility to amend the
travel dates to either arrive
early or stay on. A lot of peo-
ple want to take advantage
of being in a city to explore
it. If you can not offer them
flexible dates they may want
to go elsewhere.

Simon Goddard
Booking Technology
Specialist, Vibe

(The views expressed
are solely of the author.)
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STATISTICS

Wego delves into travellers’ hehaviour

Wego and Cleartrip Travel shares an insight report on behaviour of travellers in the MENA region. The survey
questioned 4,390 residents from UAE and KSA on travel issues. The report also highlights the impact of Covid-19
on travel, trends currently being witnessed and signs of recovery.

s
I TT Bureau

he near-term outlook
for travel looks fa-
vourable, and people

are looking to spend more
and travel longer in 2022.

Travel scenario

After  numerous lock-
downs, never ending
changes in restrictions
and the constant updates
on flights, airport pro-
tocols and hotel capac-
ity changes, a lot of pas-
sengers are still eager to
travel albeit being a bit
more cautious.

Vaccinated travellers
Out of the total survey
respondents, 99 per cent
said they were vaccinat-
ed while only 1 per cent
said they were not.
The increase in the num-
ber of vaccinated people
has had a positive impact
on travel.

Forward look and
planning a trip

As more restrictions are
eased worldwide, and
vaccinations rates have in-
creased, people are eager
to travel more and make
up for the lost time.

According to Wego, in
2022, flights and hotel
searches increased by 81
per cent in February and
102 per cent in March.
This show that people are
looking to travel more.

Lower risk destinations
that guarantee an easy re-

turn have been priori-
tised. The majority of
the respondents have
opted for destinations
which are perceived
to be safe and where
Covid-19  protocols
have been adhered to.

Remote work

and rise in hotel
bookings

With  more people
continuing to work
remotely in 2022, ho-
tels are seeing a great
demand  regardless
of seasonality. Wego
saw a spike in the
number of searches
on holiday homes 136
per cent, hotel apart-
ments 92 per cent and
apartments by 69 per
cent. The length of
stay has increased by
19 per cent in 2022
in comparison with

Airport experience

During these unusual times, airports across the globe have implemented necessary
measures to ensure passenger safety. Travel experience has improved, however, it is still

not as convenient as it used to be pre-COVID. Cleartrip’s survey shows:

Did you spend more than 3

Were any additional
documents required at the
qirport?
N\ =
= i | UAE  No
URE KSA
32% 12% =
Yes No Yes Mo KSA  No

hours at the departure airport?

Yes Q00000 ®( 3%

27%

Ye: 9O0000@ 69%

3%

Did check-in at the airport take more time than usual?

e QH{RBHIHA SIS e

average number of
days between booking
and the actual travel
date. This was due
to the unpredictable
changes that pre-Cov-
id-19 brought.

In 2022, travellers
are significantly more
comfortable planning
travel in advance after
more streamlined pro-
cesses have been put
in place.

Journey type and
leisure holidays
Stay Duration: The
pandemic brought out
an increase of unpre-
dictable scenarios and
with expats readjusting
their work and fam-
ily plans, the propor-
tion of one-way trips
spiked during the early
months of the pandem-

2021. People are also
opting for 5-star ho-
tels, which follow stricter
safety measures. Wego
saw an increase of 66
per cent in searches for
b-star hotels.

Trip expenses and

likelihood to travel

79 per cent of respond-
ents from Cleartrip’s sur-
vey witnessed an increase
in Covid-19 requirements,
surge in ticket prices and
unexpected circumstanc-
es leading to flight chang-
es, which contributed to
a 20 per cent increase in
their trip expenses post-
Covid-19. 78 per cent
of respondents are likely

=

W No 20%

R L L

KS& No 7%
to travel and have trips  Average fares and cent. In April 2021, the
planned, at least once in  booking value 2022 closure of the Asian corri-

the next three months.
The near-term outlook for
travel looks favourable.
According to Wego'’s data,
summer 2022 will be all
about long holidays and
travellers will be spending
more on leisure travel to
make up for the lost time.

Leisure destinations

As to the most popular
destinations respondents
plan to visit, the follow-
ing look to remain tour-
ism powerhouses: UAE,
KSA, Maldives, United

Kingdom, Georgia, Turkey,
Serbia, Seychelles.

< Wego and Cleartrip
see an increase in the
average airfares in
2022 vis-a-vis 2019.

% The average round-
trip fares to and from
the UAE have in-
creased 23 per cent.

<+ Round-trip airfares to
MENA region rose by
20 per cent.

« Round-trip airfares to
Europe increased by
39 per cent.

< Round-trip airfares to
South Asia increased
by 5 per cent.

< For India round-trip
fares have witnessed
a 21 per cent increase
as compared to 2019.

Cancellations

In the UAE, the average
flight cancellations in
2019 were 6-7 per cent
pre-Govid-19. At the on-
set of the pandemic, the
cancellations  witnessed
a considerable spike and
were as high as 519 per

dor once again led to a rise
in cancellations. However,
in 2022 with travel recov-
ering, the cancellations
are slowly moving back
to pre-Covid-19 figures
at 7-8 per cent. A similar
trend was witnessed in the
Saudi market.

Most booked places
% UAE: India, Pakistan,
Egypt, Qatar, Nepal, Mal-
dives, Saudi Arabia, Jor-
dan, Georgia, Turkey.

+ KSA Domestic: Jeddah,
Riyadh, Dammam, Jazan,
Madinah and Tabuk.

< KSA International:
Egypt, UAE, Qatar, Philip-
pines, Bangladesh, Bahrain
% MENA: Saudi Arabia,
Egypt, India, UAE, Turkey,
Kuwait, Jordan, Morocco

Advance purchase

The rise of the pandemic
also showed a sudden
spike in share of near-
time bookings (0-3 days)
and a steep drop in the

ic. Cleartrip also saw a
corresponding  decline
in round trips. Round trips
and, more specifically, lei-
sure travel, have rebound-
ed significantly in the re-
cent months.

KSA: The share of
KSA domestic travel has
been observed to in-
crease during periods of
increased travel restric-
tions. Wego recorded over
65 per cent increase in
flight searches for leisure
trips  between January
— April 2022 compared
to the same period in
2021. Searches for ho-
tels surged by 29 per cent
between January — April
2022 compared to the
same period in 2021.

Trip duration: According
to Wego, the overall trip
duration has increased,
and people are looking
for longer trips. 4-7-day
trips saw an increase of
100 per cent, whereas the
demand for 8-11-day trip
rose by 75 per cent. &
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Luxury holiday homes in demant
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gscalated, as it has its own
element of privacy and space.
Today, it has become one of
the most lucrative businesses in
the region.

Luxurious Dubai

Luxury  Explorers’  Collection,
headed by its CEO Mohammed
Sultan, is a leader in the region’s
luxury holiday home market. Sul-
tan has been developing the con-
cept a few years prior to the pan-
demic and during the pandemic
when it was time for people to
travel, his business model thrived
as GCC travellers needed privacy,
safety and space. The private jet
business too thrived during the
pandemic, earning almost 300
per cent profit at the time.

During the pandemic, Sultan ven-
tured into expanding the rental
portfolio from the Dubai Ma-
rina to Emirates Hills and Palm
Jumeirah. The company, which
has a total of 20 listings cur-
rently in operation, recently made
headlines when one of its prized
Paim Jumeirah villas fetched a
record-breaking rental deal at
AED 3.88 million.

Luxury  Explorers’  Collection
opened an ultra-luxe penthouse
in the heart of Dubai Marina.
Spread across the entire top
floor of the iconic Cayan Tower,
the penthouse offers a breathtak-
ing 360-degree panoramic view
and a stunningly chic interior to
complement the first-rate ameni-
ties and the brand’s renowned
full-service VIP concierge. In a
recent interview, Sultan said,
“Luxury Explorers’ Collection is
strongly positioned and through
increased investment, we are
taking prompt action to ensure
we play a leadership role, and

that we capture the opportuni-
ties in the new travel landscape,
while building our resilience into
the future.”

Sultan highlighted that the com-
pany is constantly coming up
with innovations to enable them
to provide guests with a tailored
concierge service for a truly
memorable vacation experience.
“We are always on the lookout
for new offerings that can help
upgrade the amenities we can of-
fer to our guests. Our mission is
to provide our clients more than a
five-star hotel experience — from
personal chefs to private butler

selves are key amid the positive
projections for the sector. “We
have witnessed an inspiring com-
mitment and strength, especially
from the UAE government, to help
businesses recover and flourish
in the current economic climate.
Itis just fitting therefore that com-
panies do as much as we can to
ultimately transform the sector,
proactively taking actions to en-
sure sustained growth in travel
and tourism,” Sultan stated.

Expansion to Mecca

Adding to their latest portfolio is
the launching five new premium
rentals in Mecca, just in time for

We always have this vision to
re-imagine and re-invent the way
people enjoy holidays, and Covid-19
opened up a unique opportunity

and staff to the ultimate ameni-
ties to the most stringent health
and safety protocols - basically
all the exclusive perks you could
have hoped for, things which
are not readiy available in
hotels,” he added.

The capability of industry play-
ers to adapt and re-invent them-

the season. Sultan mentioned
that these rental luxury homes
will in fact be the best seats for
those who yearn to visit Mecca.

“Governments in the region have
put a lot of efforts in diversifying
the economy away from oil and
a vital sector that has consist-
ently been mapped in strategies

for transformative development,
particularly in the GCC, has been
tourism,” he said. “Taking our
brand to Saudi Arabia is not only
an important part of our strategic
vision, but it is a testament as
well to our commitment to sup-
port tourism and hospitality’s
path to recovery, and ultimately,
long-term growth,” he added.

Sultan revealed that introducing
Luxury Explorers’ Collection to
Mecca market will give them the
right exposure in Saudi Arabia.
“Our Mecca properties will have
spacious apartments and pent-
houses accessible to Haram and
with an uninterrupted Kaaba view.
We will also offer full concierge
services, including in-house chef,
delivery attendants, butlers, and
housekeeping staff,” he said.

“On top of this, we are already de-
veloping a more forward-looking
strategy for future investments in
the Kingdom, in which we plan
to expand in Riyadh to serve the
corporate markets and families
for holidays and weekends in the
capital. This is also in the hope of
supporting the goals of the King-
dom’s Vision 2030, which has set
an ambitious target of 100 million
tourists by 2030,” he added.

Luxury  Explorers’  Collection
thrived despite the pandemic. “We
always have this vision to re-im-
agine and re-invent the way peo-
ple enjoy their holiday break, and
Covid-19 opened up a unique op-
portunity for us to realise this vi-
sion. We were quick to recognise
the need for exclusive properties
without compromising the luxury
lifestyle,” he said, adding that a
new property in Abu Dhabi is also
in the pipeling to add to its rental
listings in Dubai and Mecca. 2
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EXHIBITIONS

Pre-gvents'successteay sround for = wtm

Organisers of World Travel Market London have hailed the performances of springboard events at WTM Latin
America, WTM Africa and ATM in Middle East organised during the month of April and May, saying that their
achievements have laid the groundwork for a successful trade show in London.

M
| TT Bureau

M Latin America
2022 - held in Bra-
zil from 5-7 April

— was the biggest edition of
the event ever held, swiftly
followed by WTM Africa
2022, held from 11-13 April
in South Africa, which hosted
more pre-scheduled appoint-
ments than in 2019. The
month of May saw Arabian
Travel Market (ATM) in Dubai,
during which visitor numbers
reached 23,000 — more than
double the last edition.

With the strapline ‘Reshap-
ing Travel Together’, World
Travel Market London will
be a fully live event, taking
place at ExCeL London from
7-9 November; showcasing
how the sector has evolved

and how to embrace the
opportunities of a post-pan-
demic world.

Vasyl Zhygalo, Portfolio
Director, WTM and IBTM,
said: “The great successes
seen at WTM Latin America,
WTM Africa and ATM show
there is enormous demand
from travel trade profession-
als around the world to meet

face to face —to do business,
network and learn about op-
portunities, as the sector re-
covers and, in many cases,
surges past 2019 levels.
Those outstanding events are
a superb springboard for us
to make WTM London 2022
better than ever.”

Juliette Losardo, Exhibi-
tion Director, WTM London,

said: “The feedback we have
received from exhibitors and
visitors regarding our spring
gvents demonstrate the de-
sire to re-engage face to face,
as the travel industry builds
back better.

“We can see how some
of our latest technological
developments helped del-
egates make the most of their
time and enabled them to
network effectively, deliver-
ing meaningful return on
time investment.

“World Travel Market London
in 2021 generated such posi-
tive reactions from the travel
community and we are look-
ing forward to building on that
in November this year. We are
now focused on working with
industry partners around the

The month of May saw Arabian Travel
Market (ATM) in Dubai, during which
visitor numbers reached 23,000 -
more than double the last edition

globe to deliver an event that
leads the way in reshaping
travel, and supports the sec-
tor in creating a sustainable
and robust future.”

Danielle Curtis, Exhibition
Director ME for ATM, said
innovation,  sustainability,
technology and nurturing tal-
ent were key themes during
the four-day event in Dubai
this May.

“In addition to doubling our
visitor numbers year on year,
ATM 2022 hosted 1,500 ex-

hibitors and attendees from
150 countries,” she said.
“These figures are especially
impressive given lockdowns
stil taking place in China
and other destinations,”
she added.

WTM Latin America 2022,
held in Séo Paulo, attracted
20,000 travel profession-
als over the three-day show.
Excluding professionals from
the 565 exhibiting compa-
nies, there were 15,204 visi-
tors — up by 10 per cent on
numbers seenin 2019. &

‘Best summer’ for Qatar travel

» Contd. from page 1

Switzerland, Spain, Austria,
Georgia, Thailand, Malaysia,
UAE and Egypt.

How is summer this year
different?

In Qatar, it will be different, be-
cause it is short season due to
FIFA World Cup 2022 commit-
ments. Qatar since 2010 be-
came as a workshop to host the

the peak for outbound travel is
during last week of June and
first week of July. In addition, for
inbound travel date it will be in the
first and second week of August.
Duration of travel is from three to
four weeks.

Are the travellers looking at
luxury or semi-luxury?

Qatar, a unique market, is con-
sidered to be one of the best
outbound market for Iluxury

Before Covid-19 travel debate was
about seat on flight or room in a
hotel. Whereas today, it is about
information, safety and procedures!

best edition of World Cup. There-
fore, all travellers and tourists
need to travel and come back
before August 14, 2022.

When are the travellers
looking at travelling and what
is the duration?

It has started already. However,

travel in the GCC and Middle
East region. Despite challenges
during the pandemic, Qatar
remains one of the most com-
petitive and powerful econo-
mies in the region and has
maintained its position at the
top of the international table
for GDP per capita. Therefore,

a majority of Qatari tourists and
travellers are looking for luxury
travel experience.

How has the role changed as
atravel consultant, especially
after the pandemic?

| would like to thank you for this
very good question. Let us agree
that the world after Covid-19 is not
the same. Before Covid-19 travel
debate was about seat on flight or
room in a hotel. Whereas today, it
is about information, safety and
procedures! In travel sector, we
act as an advisor to make travel
happen with a peace of mind!

Visa on arrival or evisa has
become one of the most
important fo travel, how do
you see this and what are the
key benefits for travellers?
Still we need more effort and
more solutions, it is the big
challenge for any transaction,
why Turkey is the first option
for all passengers irrespective
of the nationality is the flexibility
on the option of visa on arrival
or g-visal 2

KSA invests in tourism

» Contd. from page 1

regionally and globally is key to
realising Vision 2030. This pro-
gram demonstrates our com-
mitment to empowering young
people by providing them with
right skills, support and oppor-
tunities to shape the future of
the tourism industry.”

According to His Excellency,
the programme has three main
objectives that aim to nurture,
develop and support talent in
the industry. It seeks to spread
a culture of professionalism,
help  nascent professionals
gain the knowledge and quali-
fications needed to break into
the industry, and support their
success through refinement
of their skills. The programme
will help trainees to secure
jobs within the sector, includ-
ing seasonal, part-time, or
full-time opportunities.

His Excellency further stressed
that this and other initiatives are
geared towards delivering on

Investment of this size shows our
determination to equip our youth,
Tourism attractivness ratio has gone
up 75 per cent among Saudi youth

the National Tourism Strategy
and Saudi Vision 2030 targets,
including the creation of one
million new jobs in tourism by
2030. His Excellency added
that the highly specialised pro-
grammes will empower schol-
arship trainges by equipping
them with the skills and quali-
fications required to enter the
labour market.

Mohammed Bushnag, Deputy
Minister, Human Capital, said:
‘A financial investment of this
Size shows our determina-
tion to equip our youth with
the tools they need to suceed.
Tourism attractivness ratio has
increased 75 per cent among
Saudi young male and female.
Supporting the dreams of our
Tourism Trailblazers and ena-

bling their continued education
at the best global schools, is vi-
tal as we continue to emerge as
a global player in the sector.”

Participants in the programme
are set to benefit from training
scholarships at leading global
institutions in France, Spain,
Switzerland, the United Kindom,
Australia and Italy. Applica-
tions will be accepted not only
from fresh graduates, but also
from Saudis who already work
within the industry and those
who aspire to start a career in
the tourism, hospitality, culinary,
service, and sales fields. Training
100K Saudi youth is one of the
biggest investments announced
amid the pandemic, which will
benefit the industry as it prepares
for vision 2030.
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Europe, a must visit for GCC travellers

Travellers from the Gulf Cooperation Council countries are now able to visit their favoured destinations this
summer. Sapna Aidasani, Director, Marketing, Pluto Travels Dubai, shares with Ml
destinations their customers would like to choose after more than two years of hiatus.

‘1T Bureau

hat are the most
favoured  summer
destinations by UAE/

GCC?

European destinations. Peo-
ple are looking to travel to
cooler destinations, as for
the last two years European
destinations were closed for
tourists, and because of that
we are getting bulk require-
ments for Schengen Visa.
Most travelled destinations
for summer 2022 are Tur-
key, Switzerland, Paris and
Amsterdam. People are also
looking to travel to Paris, Bali
and Thailand. They are look-
ing to travel during Eid, which
is second week of July and
during summer, which is July
and August.

.-'!

Sapna Aidasani
Director Marketing
Pluto Travels Dubai

How important is indulging in
local culture to travellers?
Travellers generally want to

experience the authentic local
culture and heritage, so they
prefer to buy semi-luxury,
which provides an overall
experience and true taste of
the country.

Is it important to have
insurance especially post
pandemic?

As a fravel consultant, our
role is not just to part with
knowledge, but to provide
an end-to-end service to our
customers. Hence, we pro-
vide our clients insurance

Travellers want to experience the
authentic local culture and heritage,
so they prefer to buy semi-luxury,
which provides an overall experience

with a Covid cover and keep
the customers informed of
any Covid cancellation.

Do travellers plan their
holidays based on the
visa process?

The advantage of being a resi-
dent in the UAE is that there

is gvisa or visa on arrival of-
fered. This makes the process
smooth as travellers can plan
their holidays a week before
the departure and they save
on hefty visa cost.

In your opinion, has there
been a demand in travel afer

the most popular

the Covid intensity come
under control?

| would say travel, especially
holiday travel, has increased
manyfold since the year
2019 because people could
not travel for the last two
years and they realised the
value of travelling. &
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MCARTHURGLEN' meets trade in Riyadh

Buzz Marketing Middle East, which represents McArthurGlen in the region, and the team from McArthurGlen head
office, organised a special meeting with the travel trade partners in Riyadh recently. There was a special presentation,
followed by individual meetings to connect with the trade partners in a better way.
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One of the world's 100 greatest places in ‘21!

Desaru Coast, Johor Bahru in Malaysia has been chosen by TIME Magazine as one of the World’s 100 Greatest
Places to visit in 2021. Spanning more than 3,900 acres along a pristine 17-km stretch of beachfront real estate,
it boasts of a curated and refined mix of attractions, including world-class and ultra-luxury hotels.

gstled against 17km
N of pristine beachfront
and home to world-
class and ultra-luxury ho-
tels, Desaru Coast also

boasts a curated and re-
fined mix of attractions.

One&Only

Desaru Coast

As the website coins Asia’s
very first One&Only Resort,
“discover your personal
oasis” at One&Only Desaru
Coast through its luxuri-
ous suites, delicacies and
wellness  facilities, while
being surrounded by the
unspoilt nature and warm
tropical waters. This award-
winning tropical retreat is
ready to provide you with
your own sanctuary com-
plete with a private spar-
kling pool, exquisite din-
ing range from European,

0ast Resorty llas




Mediterranean,  Japanese
and local cuisines, per-
sonalised wellness  pro-
grammes to rejuvenate
your mind, body and soul,
as well as outdoor activities
that will bring you closer to
Mother Nature.

Anantara Desaru
Coast Resort & Villas
Similarly, Anantara Desaru
Coast Resort & Villas is
the perfect place for that
much-needed luxurious re-
treat you have been dream-
ing of. Comprising various
accommodations to suit
your wants and needs,
from premier rooms to
standalone  villas and
beach houses overlook-
ing the South China Sea,
Anantara Desaru Coast is
also equipped with its own
wellness and outdoor pro-
grammes, such as morn-
ing yoga sessions, movie
nights under the stars and
mangrove forest tours (just
to name a few!).

Adventure Waterpark
Desaru Coast

For the little ones (and
the kid in you!), Adven-

JULY 2022 TRAUTALK 15

ture Waterpark Desaru
Coast awaits with more
than 10 “chill” or “thrill”
rides and attractions.
Experience all the fun
water slides or get your
adrenaline pumping at
Kraken’s Revenge roller
coaster and the classic
Swinging Ship!

The Els Club Desaru Coast

-m@%@wZ@t
The Els Club

Desaru Coast

Divided into two courses,
avid golfers get to choose
between The Ocean Course
& Clubhouse or The Valley
Course & Clubhouse. De-
signed by four-time Major
Champion Ernie Els, a re-
nowned South African-born
golfer, Els Club guarantees
a breath-taking and an
unforgettable  experience
for anyone who steps into
the vicinity.

To quote TIME
Magazine

“The saying “If you build
it, they will come” is very

e P 4
- ey
I - l - ..

true of Desaru Coast,
an ambitious new resort
area in the state of Johor.
Spanning more than 3,900
acres along a pristine 17-
km stretch of beachfront

first property in Asia, de-
buted as a spectacular
tropical sanctuary with
a spa and golf course.
Also newly opened is the
Anantara Desaru Coast

For the little ones (and the kid
in you!), Adventure Waterpark Desaru
Coast awaits with more than 10 ‘chil’
or ‘thrill’ rides and attractions

real estate, the area offers
some of Malaysia’s most
coveted luxury bolt-holes.
In 2020, the One&Only
Desaru Coast, the brand’s

Resort and Villas, with
lush gardens and lagoon
swimming pools. Other
draws include champi-
onship golf courses and

cruises through the Sedili

Wetlands, a freshwater
swamp home to the en-
dangered water trumpet.
The imminent opening of
the Desaru Coast Ferry
Terminal  will offer in-
creased transit options for
Singapore and Indonesia.
—Duncan Forgan.”

A well-deserving recognition
and achievement that calls
for a celebration!

When the time permits,
let us visit the greatest
place in the world, with
only a drive (or a flight) to
Johor Bahru! 2

Credits to Desaru Coast, Johor Bahru
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MCcARTHURGLEN Calls on UAE trade

Buzz Marketing Middle East and McArthurGlen jointly organised a special meeting with the travel trade partners from

the United Arab Emirates (UAE) in Dubai recently. The meeting witnessed a special presentation, followed by individual
meetings to connect with the trade partners.
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MOVEMENTS

RAFFLES AND FAIRMONT HOTELS
Doha

CHRISTIAN HIRT, a hospitality industry expert with more than 25 years
of experience, has been appointed by Accor as Managing Director of the
soon-to-open Raffles and Fairmont hotels in Doha.
Hirt, who holds a Bachelor’s degree in Hotel and
Restaurant Administration and a Master's in
. Business Administration, brings to the leadership

role almost three decades of hospitality and F&B
~ expertise, honed in award-wining properties across
Europe, Australia and the United States. He will head
an experienced, multi-national executive
team with many members having
been involved in the launch and
relaunch of national landmark
hotels and resorts.

L&

FAIRMONT HOTEL
Doha

French/Lebanese hotelier HANI' AKKARI will serve as the General
Manager of the 362 rooms and suites at the Fairmont Hotel Doha. Akkari,
who holds a Bachelor's degree in Hotel Management
and a Master’s in Hospitality Management, brings
extensive experience, including more than a decade
working across Europe, the UAE, Saudi Arabia and,
/ since 2017, Qatar. The Fairmont and Raffles tower
are an architectural interpretation of Qatar’s national
emblem of intertwined traditional scimitar
swords. They mark the entry of
both the Fairmont and Raffles
brands into Qatar, following an
agreement  between Katara
Hospitality and Accor.

-

GOODWILL AMBASSADOR
Zanzibar

ZUBIN KARKARIA, Founder and Chief Executive Officer of VFS Global, was
appointed the Goodwill Ambassador for tourism for Zanzibar by the Ministry
of Information, Youth, Cufture and Sports. Karkaria
was among four leaders from distinguished fields
chosen to help promote tourism-driven investments
in the picturesque destination through new avenues
for sports, entertainment and culture. Zanzibar has
attracted tourists from across the world for more
than two decades. Its top attractions include

Stone Town, its ancient city that became a
designated a UNESCO Heritage Site in

2000, its vibrant beach life, surfing and

water activities, and its indigenous

cusing, among others. 1

ROTANA
MEA and Turkey

Rotana announced the appointment of FREDERIC SAVOYE as Vice
President of Brand Performance. As the group pursues its aggressive
expansion plans, overseeing commercial performance
and growing its franchise operations, both remain
critical for Rotana’s development strategies and a
key focus area for the upcoming years. Bringing | B
with him a wealth of knowledge and extensive |
experience in the hospitality industry, Savoye will
oversee the brands’ sales processes in addition to \\
managing and executing commercial plans across new
and existing markets. Savoye is handed over
the responsibility from Victor de Vries,
who takes on the role of Vice President
of Franchise Strategy.

= 4 N

Radisson Blu Hotel, Amman
Galleria Mall

New hotels in the region

Le Royal Meridien Doha

Location - Qatar | Number of

KERTEN HOSPITALITY
UAE

Kerten Hospitality has appointed TARA MARLOW as Group General
Counsel based in the Group’s UAE office, from where Tara will be supporting
and strengthening the footprint expansion in existing and
new markets, at the same time supporting the multiple
ongoing openings in KSA, Kuwait, Georgia, Italy,
UAE and Egypt, which are set to open in the next
12 months. Marlow, a British national living in the
UAE since 2004, is a highly experienced lawyer
in real estate development and the hotels and
leisure industry, with over 20 years of experience.
She has been consistently ranked by international
. legal directories Chambers Global and Legal 500
as a leading individual in the hotels and
leisure market.

(,.\

HYATT
EAME

Hyatt Hotels Corporation announced a leadership change positioning Hyatt
for continued strategic growth in the Europe, Africa & Middle East (EAME)
region. JAVIER AGUILA has been appointed
incoming group president EAME, following the
planned retirement of Peter Fulton, who looks
back on an impressive 39-year career at Hyatt

Aguila and Fulton will work together through

a smooth and thoughtful transition and Aguila

will officially assume the role in the next several
months. Aguila is an internal successor, hailing
from Apple Leisure Group (ALG), which Hyatt
acquired in 2021. He most recently served as

ALG's group president, AMResorts Europe X
and Global Strategy.

Location — Jordan |Number of
Rooms/Suites — 178 Keys

Radisson Hotel Group announced
the signing of Radisson Blu Hotel,
Amman Galleria Mall, bringing its
Middle East portfolio to 74 hotels in
operation and under development.
With construction already underway,
the hotel is scheduled to open by the
summer of 2023. The newly built hotel will be located inside the Galleria Mall, which is
one of the biggest shopping malls in Jordan.

Rooms/Suites — 377 Rooms

Le Méridien Hotels & Resorts unveils
Le Royal Méridien Doha, marking
the European-born brand’s debut
in Qatar. Located in the heart of
the country's future city, Lusail, the
377-room hotel encourages guests
to savour the good life through
the brand’s distinctive European-
chic lens. The hotel seamlessly connects to Place Vendéme Qatar, an iconic
Parisian-inspired luxury complex.

Ritz-Carlton Reserve
Location - Kingdom of Saudi Arabia | Number of Rooms/Suites — 63 Villas

Marriott International, Inc.
announced it has signed an
agreement with The Red Sea

Development Company to debut its
distinguished Ritz-Carlton Reserve
brand off the west coast of Saudi
Arabia. Slated to debut in 20283,
Nujuma, a Ritz-Carlton Reserve, is
expected to form part of the Red
Sea destination and offer a highly
personalised leisure experience that
blends intuitive and heartfelt service.

JW Marriott Istanbul Marmara Sea
Location - Turkey | Number of Rooms/Suites — 204 Keys

JW Marriott announced the opening
of JW Marriott Hotel Istanbul
Marmara Sea. Surrounded by
the tranquil Sea of Marmara, the
new luxury hotel offers guests a
transformative and elevated stay to
nourish the mind, body and spirit
within  Istanbul’'s  serene  Atakoy
district. Styled by London-based
firm KCA International, the hotel's
aesthetic draws inspiration from
Turkey’s vibrant textures.

Director Business Development Manager I is printed on behalf of
Si Bahl i s atl .
umeett Crisna De Guzman Durga Das Publications (Middle East) FZE
Sales & Admin Assistant at Modest Print Pack Pvt. Ltd.,
Mam\gingh El:limr Mliddle East Angelito Villeza (C-52, DDA Sheds Okhla Industrial Area, Phase-I,
Shehara Rizly Manager - Advertising New Delhi-110020
DURGH DAS Jaspreet Kaur UAE : Z1-02, P.O. Box 9348, Saif Zone, Sharjah, UAE
PUBLICATIONS At the Desk Design Ph. +971 6 5528954, Fax: +971 6 5528956
Sushil Kumar Nityanand Misra E-mail: uae@ddppl.com

(MIDDLE EAST) FZE

B is a publication of Durga Das Publications (Middle East) FZE. All
information in 8 is derived from sources, which we consider reliable
and a sincere effort is made to report accurate information. It is passed
on to our readers without any responsibility on our part. The publisher
regret that he cannot accept liability for errors and omissions contained
in this publication, however caused. Similarly, opinions/views expressed
by third parties in abstract and/or in interviews are not necessarily shared
by S, However, we wish to advice our readers that one or more
recognised authorities may hold different views than those reported.
Material used in this publication is intended for information purpose
only. Readers are advised to seek specific advice before acting on

information contained in this publication which is provided for general
use, and may not be appropriate for the readers” particular circumstances.
Contents of this publication are copyright. No part of or any part of
the contents thereof may be reproduced, stored in retrieval system or
transmitted in any form without the permission of the publication in
writing. The same rule applies when there is a copyright or the article
is taken from another publication. An exemption is hereby granted
for the extracts used for the purpose of fair review, provided two
copies of the same publication are sent to us for our records. Publications
reproducing material either in part or in whole, without permission
could face legal action.

The publisher assumes no responsibility for returing any material
solicited or unsolicited nor is he responsible for material lost
or damaged.

‘This publication is not meant to be an endorsement of any specific product
or services voffered. The publisher reserves the right to refuse, withdraw,
amend or otherwise deal with all advertisements without explanation.

All advertisements must comply with the UAE and International
Advertisements Code. The publisher will not be liable for any damage
or loss caused by delayed publication, error or failure of an
advertisement to appear.
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THE TOWER PLAZA HOTEL

The Tower Plaza Hotel is one of the iconic hotels in Dubai. It is centrally located on Sheikh Zayed Road facing Emirates Towers
metro station, is directly connected to Dubai International Airport, and has short driving distance to main landmarks of the city
such as Dubai International Financial Centre, Dubai World Trade Convention Centre, Zabeel park, Dubai Frame, Dubai Mall, Bur|
Khalifa, Dubai Fountain, Souk Al Bahar, The City Walk, and Jumeirah Beach. It is surrounded by restaurants, nightlife, and similar
attractions. The hotel matches the glamor of Dubai with ifs array of five-star amenities. Stay, dine, relax, rejuvenate, and explore

Dubai; leave the rest to us.

: www.thetowerplozahotel.com
For bookings, please confoct us on = +9714 387 7018 or reservationsathetowerplozohotel.com


www.thetowerplazahotel.com

luxury brands for up to 70% less TAX FREE

welcome gifts that give me more IR

Non-EU residents can enjoy a tax refund on

d b 9 iy i r v b ~ products purchased in our European centres. Our
I I—I I s I S |\‘\ I\ I N I) ( I- friendly Guest Services teams are ready to assist
" - i | : with more information.
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discover yours. Y s

EXCLUSIVE
SUMMER
if you're looking for a stylish day PROMOTION
out, look no further. Discover
hundreds of your favourite gggg;; g?ﬂ?;zz
designer brands for up to 70% Travel Marketing
less all year round. Make your on gecsales@
mecarthurglen.com

European holiday even brighter or +971 52 711 7557

with our summer sale season and for more details on
an exclusive offer just for you. claim your summer
g g VIP benefits.

ENJOY A
DAY OF
LUXNURY

BURBERRY
CHLOE

DOLCE &

GABANMA
FAMILY P EASY LOVATION
DAY OUT

JIMMY CHOO We're conveniently
We've thought of every last KARL LAGERFELD located close to major
detail to make your day cities across Europe
easier; tempting cafes and MICHAEL KORS and Canada, including
restaurants, free parking, MOSCHING Diisseldorf, Manchester,
on-site curmency exchange, Milan, Rome, Venice and
plus kids play areas for you e Vienna.
to enjoy the perfect family POLO
day out. Sp, wherever your RALPH LAUREN
next adventure takes you, PRADA
make it extra special with
a visit to McArthurGlen STELLA
Designer Cutlets. MCCARTNEY
VALENTINOG
VERSACE
@
st Designer Outlets

mcarthurglen.com/summer


www.mcarthurglen.com/summer

