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Soaring spirits in New Year

The world is finally healing and leaders in the travel, tourism and hospitality sectors
look forward to the New Year with high hopes. What are the expections of the industry
in the coming year. Let’s hear from the experts...

2023 is set to be a vola-
tile year with signs that major
gconomies will be in for a
rough ride, underpinned by
instability in fuel prices and es-
calating inflationary pressures.
In spite of these challenging
dynamics, we continue to see
extraordinary travel demand
across our network, and we
are closely watching how de-
mand will shape up over the

Adil Al Ghaith
Senior Vice President, Commercial Operations,
Gulf, Middle East and Central Asia, Emirates

course of the year. With demand also continuing to outstrip ca-
pacity, and with more major source markets like China expected
to relax their travel restrictions, we are also expecting travellers
to begin planning ahead and lock their trips ahead of time.

We are witnessing strong
passenger volumes continu-
ing on from 2022 into 2023,
as fravel industry recovers
strongly supported by pent-up
demand. This year, we con-
tinue to evolve our product
and service offering to meet
the needs of our global trav-
eller base. Recent product
enhancements include the
expansion of ‘Overnight Safari’

John Bevan
Chief Executive Officer
dnata Travel Group

product for DMC Arabian Adventures, adding more camps in the
Dubai Desert Conservation Reserve. We also intend to expand
our dnata Travel retail footprint further across the UAE.

Contd. on page 5»

Future travel
with Gen Z

Now that travel is back on track and Gen Z in
the driver’s seat, it will revolutionize the way
people travel in future, say experts.

It's people who shape
brands and destinations. In or-
der to reach out to the newer
generations, we need to include
them in our thinking while de-
veloping new activities. If we
reach out to Gen Z, we do that
together with the Gen Z. The
latest example is our close
partnership with the techno
and EDM Sunlce Festival.
Traditional St. Moritz brand is
also undergoing a generational change with the third generation
taking the lead with fresh ideas and offers for Gen Z guests.

Marijana Jakic
Brand Manager
St Moritz, Member of the Management Board ESTW AG

Contd. on page 20 »

Dubai’s key move on autism

Dubai initiates measures to get designated as the first-ever
Certified Autism Destination™ (CAD) outside the US to enhance
its accessibility for visitors from all over the world to next level.

s
1 TT Bureau

ubai is taking steps to
Denhance the destination’s

accessibility and inclusion
for travellers from all over the
world to the next level. The Dubai
Economy and Tourism depart-
ment is spearheading a move-
ment with the International Board
of Credentialing and Continuing
Education Standards (IBCCES)
to designate it as the first-gver
Certified Autism Destination™
(CAD) outside the United States.
The first phase of this initiative
means al Dubai attractions,
hospitality and entertainment
organisations will have access to
specialized autism-specific train-
ing designed to enhance staff
knowledge, understanding and

Issam Kazim
CEQ, Dubai Corporation
for Tourism and Commerce

strategies for communication,
quest experience and safety to
better serve and accommodate
people of determination. With
one in six people having sensory
needs and rising global autism
diagnosis rates, there is an over-
whelming need for more acces-
sibility options in the travel and
entertainment industry.

Through the training and even-
tual certification with IBCCES,
Dubai's leading entertainment,
hospitality and travel facilities will
become essential entities to fur-
thering the initiative and create an
accessible destination for people
of determination.

“We want to ensure that all visi-
tors have the best possible experi-
ence when visiting Dubai. We are
proud to partner with IBCCES to
provide staff training to equip
Duba’s hospitality and entrain-
ment teams with the tools and
training needed to better Serve
people of determination, including
those who are autistic or sensory-
sensitive,” said Issam Kazim,

CEO of Dubai Corporation for

Tourism and Commerce.

New initiatives & approaches

Travel, tourism and hospitality leaders from the Middle East share
initiatives to draw more business towards their destinations,
showcasing their unique offerings that stand out against the rest.

As we are about to enter 2023, it is imperative to focus on what

the travellers seek from travel destinations, and Germany thrives on
its narrative ‘Germany Simply Inspiring’, which was set in stone in
2017 and will continue to do o in the next year as well; this is aimed
to further elevate Germany’s positive image as a travel destination
and its wide-ranging tourism experiences to a global audience. In
the post-pandemic recovery phase, and against the backdrop of the
transition to a more sustainable and more digital economy and soci-
ety, the German National Tourist Board (GNTB) is relaunching ‘Ger-

many Simply Inspiring’ as a new brand narrative that portrays
Destination Germany as a champion of sustainable tourism.

Yamina Sofo
Director, German National Tourist Office (GNTO), the
regional office of GNTB

Carol Maddison
Interim Deputy Director
VisitBritain

The GCC is an important tourism market for Britain. We know there
is pent-up demand for travel from the GCC and we want Britain to be the
destination of choice. We also want to deliver a world-class welcome.
The introduction of Electronic Travel Authorisation scheme for GCC
visitors in 2023, alongside our strong airline and route connectivity, will
make it even easier to visit the UK, boosting our competitive tourism
offer to the region. We are also excited for launching a new marketing
campaign across the GCC early next year, showcasing the reasons to
choose Britain. We also continue to work closely with travel trade in
market to convert the inspiration to visit Britain into bookings.

Contd. on page 11 »
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To charge service fee or not?

Human interaction is an important asset in the field of travel, tourism and hospitality. However, COVID-19 changed the scenario
when technology entered the arena; it started a whole new ball game, to pay for every service rendered. To charge service fee or
not? It’s a crucial, game-changing question on the mind of today’s travel agents.

T Shehara Rizly

he pandemic taught us
Tmany lessons in life, one

was that we should treat
nature with utmost respect, the
other that human interaction is
imperative to go ahead in life.
Those in isolation, realised this
the hard way, families were
separated for months, which
turned to be almost years in
this war against health of the
human system.

Travellers from the Middle East
plan their holidays with the travel
agents, so that 24/7 access is
provided for all their important
inquiries. The travel trade in
the Middle East has been in-
strumental in providing these
services for many years. How-
ever, when technology entered
the arena, it started a whole
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Nasir Jamal Khan
Chief Execitove Offocer,
Al Naboodah Trave!

new ball game, to pay for every
service rendered, but at the end
of the day when you try to can-
cel or rebook, you are charged.
What travel agents carried out
over such a long period of time,
technology tried to sweepinand
change it, and before the pan-
demic some were of the view
that traditional travel agents, or
whom we like to call as travel
curators, would soon come to

—

- HAPPY NEW

Saleem Sharif
Deputy Managing Director
ATS Travel

an end, the pandemic brought
everyone to their senses to un-

derstand the impact of human
interference to better one’s life.

If travellers are willing to pay for
services offered onling, could
they not do the same for those
who work 24/7 trying to coordi-
nate and smooth things over to
enjoy a hassle free vacation? In
other industries everyone charg-

es a service fee, should this be
the same in travel? Nasir Jamal
Khan, CEQ, Al Naboodah Travel
shares, “To fee or not to fee?
It's a crucial, game-changing
question on the mind of today’s
travel agents, and the answer is

Ayman Al Qudwa
Manager
Falcon Trave! Qatar

an unequivocal “yes”. Incorpo-
rating a service fees structure
requires a well-conceived and
gasy-to-implement plan aimed
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at explaining to existing and fu-
ture clients why travel advisors
deserve to be paid.”

Saleem Sharif, Deputy Man-
aging Director at ATS Travel,
reiterates, “The kind of ser-

Arup Banik
Country Head
Shiji India & Midale East

vice we give our customers is
something that clients do not
get to experience anywhere in
the world. We are unique. It's

YEAR

got to do with the culture of the
region, | guess. Post pandemic,
the pricing model and the pay-
ment terms have changed to a
greater extent in our industry. |
am confident, this will continue
in the future too - for our indus-
try cannot suffer for eternity.”
Ayman Al Qudwa, Manager,
Falcon Travel Qatar explained,
“‘Many companies operating
in the sector and destinations
have re-adjusted and devel-
oped their activities according
to these changes.” Arup Banik,
Country Head at Shiji India &
Middle East, states, “Travel
has become more complicated
with in-country & pre-depar-
ture requirements. Travellers
also have an opportunity to
experience the destination from
the local’s perspectives, get the
latest information, and enjoy
personalized services.” 2
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Sustainable Travel - are we ready?

With the increasing number of tourists opting for more sustainable and environmental friendly travel experiences, sustainability is
going to be one of the most important core values for organisations across the world. It has been well established in trends, for
example, a Google survey in 2021 revealed a 70 per cent rise in the number of people searching for sustainable travel options.

ustainability is one of
Sthe most important core

values for organisations
across industries worldwide.
The travel and tourism indus-
try is no different, with the
increasing number of tourists
opting for more sustainable
and environmentally friendly
travel experiences. For exam-
ple, a 2021 Google survey
revealed a 70 per cent rise in
the number of people search-
ing for sustainable travel op-
tions. Additionally, a recent
Booking.com study showed
that 61 per cent travellers
state that the COVID-19 pan-
demic has made them want to
travel more sustainably in the
future. The sustainable tour-
ism market is also expected
to grow considerably over the
next decade. Recent research
by Future Market Insights
indicted that the sustainable
tourism market is expected
to reach a global value of US
$8.4 trillion by 2032.

Sustainable travel embraces
a sense of responsibility to-
wards local communities’
environmental and  socio-
economic well-being. A re-
cent report published by
the Intergovernmental Panel
on Climate Change (IPCC)
states that human-induced
climate change is causing
disruptions in nature and af-
fecting the lives of billions of
people globally.

Furthermore, the travel in-
dustry is also known to be
one of the most significant
contributors to greenhouse
gas emissions as well as an
extensive energy user. The
industry’s negative impact
has been a concern for years
and consumers are now be-
coming more aware of how
their travel choices affect the
sustainability of the places
they visit and the wider world.
Understanding  has  grown
around the enormous emis-

sions from air travel, the social
harm from over-tourism, and
the environmental destruction
caused by the development of
tourist infrastructure, including
airports, hotels, and shopping
destinations - especially in
ecologically sensitive areas.

With heightened concern for
the challenges associated

try stakeholders and wider
influences impacting tourists’
perceptions.

While the onus of travelling
sustainably does fall on the
shoulders of vacationers, the
industry plays an important
role in supporting these choic-
es. For example, destinations
and travel providers can play

Sustainable travel embraces a sense
of responsibility towards local
communities’ environmental and
socioeconomic well-being

with tourism, the question
‘Are we ready for Sustainable
Travel?” is often asked. There
is no question that sustain-
able travel, or the motivation
for sustainable travel, is at the
forefront of many travellers’
minds. Much of this originates
from the actions by the indus-

a key role in making sustain-
able travel more accessible.
Examples include, encouraging
sustainable forms of transport,
promoting ethical consumption
and how to engage with local
communities  positively, and
clearly marketing to tourists’
sustainable tourism  experi-

ences such as encouraging
visits 10 lesser known but
equally important local sites
rather than focusing on hon-
gypots. Across the world there
are unique examples of how
different industry stakeholders
have embraced sustainable ap-
proaches - Singapore’s Jewel
Changi, Copenhagen’s Copen-
hill, and the recently completed
Aile Est terminal at La Genéve
Internationale,  Switzerland.
Destination policymakers are
also embracing strategies to
educate stakeholders, such
as local businesses, regarding
the importance of sustainabil-
ity. One example is the Dubai
Sustainable Tourism initiative.
The hospitality industry has
also played a significant role
in promoting sustainable and
environmentally friendly travel.
For example, hotels can avoid
supplying mini toiletries such
as creams in small plastic
tubes, which go into the bin
once they are over.

The travel industry is uniquely
positioned to make a huge
difference and support the
global  sustainability  and
net-zero agenda. As tourism
has picked up after a nearly
two-year gap, the sector can
be a key ally through initiatives
and creating practical solu-
tions to travel activities that
harm the environment and
have a negative impact on
local communities. 2

Dr Sean Lochrie
Assistant Professor at the School of Social
Sciences at Heriot-Watt University Dubai

(The views expressed
are solely of the author.)

Dubai gets 11 mn int visitors in 10 months

Data showed that Dubai welcomed 11.4 million international overnight visitors between January and October, an impressive year
on year increase of 134 per cent, taking the city further on its journey to becoming the world’s most visited destination. The trend
represented a quantum leap over the 4.88 million visitors that the city welcomed for the same period in 2021.
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High expections from New Year

For 2023, we expect the
growth trajectory of Aleph
Hospitality to continue in the
Middle East and Africa. Leads,
generated through word of
mouth and Aleph’s extensive
regional network, are currently
being negotiated in markets like
South Africa, Rwanda, Saudi
Arabia, Ghana and the Mal-
dives. We have already entered
key target markets in the Middle
East. Aleph operates a hotel in
Doha and has advanced dis-
cussions underway across the
UAE, in places such as Ras Al
Khaimah, as well as in Saudi
Arabia where giga projects are
key targets.

Bani Haddad
Founder & Managing Director
Aleph Hospitality
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Ittikhar Hamdani

Area General Manager - Northern Emirates
Coral Beach Resort Sharjah and Bahi Aiman Palace Hote!

With 2023 just around
the corner, we continue to see
progress as the global appetite
for leisure & business travel is
at its highest point as we wit-
nessed highest occupancy in
2022. In my opinion, tourism’s
outlook in 2023 appears to be
strong as we approach the new
year. Looking ahead, people
who wants to travel for sustain-
ability and responsible tourism
also be the key to travel recov-
ery. Through the last few years,
we have seen sustainabil-
ity emerge as a growing travel
theme as consumers want to
live more sustainably and carry
through on that desire when it
comes to how they travel.

In 2023, | expect wellness
and adventure tourism to grow
in the Middle East. Weliness
goes hand in hand with the
region’s world-leading luxury
hospitality offering. And while
adventure is stil a relatively
small market for the Gulf, it has
tremendous potential - par-
ticularly in Saudi Arabia, where
destinations such as AlUla and
the Red Sea Project look set to
offer truly unique visitor experi-
ences. On a broader level, sus-
tainability will be a key factor,
as airlines, hotels, attractions
and F&B venues work to re-
double contributions to decar-
bonisation targets.

Danielle Curtis
Exhibition Director ME
Arabian Travel Market

Jalil Mekouar
Founder & CEQ
inHovate Solutions

Our industry has shown in-
credible resilience in what was
the most tragic time for travel
and hospitality in decades.
With the need for fast recovery
post pandemic and tackling
challenges like manpower
shortages and increased com-
petition, it's critical to rethink
the way hospitality businesses
are operated and invested into.
This includes looking at how
we can use technology to
streamline operations and opti-
mize productivity and financial
performance, hence maximiz-
ing Return on Investment. At
inHovate, we see the intelligent
use of data as the answer.

After an incredibly strong
2022 with record growth, we
fully expect 2023 to show
continued progress for Hu-
dini. With over 60 per cent
of hotel executives looking to
introduce a fully contactiess
experience by 2025, we are
witnessing  unprecedented
demand for our solutions,
designed to transform the
hotel guest experience. The
pandemic has not just ac-
celerated the demand for
contactless technology, but
caused a significant shift in
mindset when it comes to
digital transformation.

Prince Thampi
Founder & CEQ
Hudini

Taghrid Al Saeed
Executive Director of Group Communications &
Destination Marketing, Miral

The travel industry is well
on the road to recovery and
we expect both domestic and
international hospitality to sur-
pass pre-pandemic visitation
numbers in 2023, as Yas Island
saw a 90 per cent hotel occu-
pancy rate this summer. This
uplift will continue until 2030
when 23 million annual tourists
are expected to visit Abu Dhabi.
While we have seen an empha-
Sis on leisure tourism, we have
identified the business tourism
segment as a major travel trend
and so we established the Abu
Dhabi Convention & Exhibition
Bureau and Miral Joint Busi-
ness Event Fund.

As we look ahead to 2023,
there are three trends that | feel
will dominate the hospitality in-
dustry in 2023, value, technol-
ogy and sustainability. We are
experiencing a shift away from
large traditional luxury hotels to
more accessible, sustainable,
and value-led options. Millen-
nials with Alpha kids and Gen
Z travellers are part of a new
dynamic, looking for compact,
welllocated hotels with a
blend of personal service and
seamless connectivity, that
digitalises their experience from
making an onling reservation to
check out. This demographic
travels more often, but for
shorter stays, so affordability
is also a major consideration.
Sustainability is another signifi-
cant trend.

Mohamed Awadalla
Chief Executive Officer
TIME Hotels

Ahmed Kamal
General Manager
Ajman Saray, a Luxury Collection Resort

The city of Ajman has
witnessed a significant growth
in the hospitality sector in re-
cent years and Ajman Saray, a
Luxury Collection, has been at
the forefront. Curating unique,
luxurious and authentic experi-
ences that evoke lasting and
treasured memories is what we
are known for and we will con-
tinue to go above and beyond
the usual, to stay true to our
brand promise. Ajman Saray is
a renowned vibrant dining des-
tination and has already set the
bar high in the Northern Emir-
ates. We aim to continue cre-
ating elevated and innovative
gpicurean moments for our in-
ternational and local residences
alike. From a travel perspective,
we will continue taking a proac-
tive approach to ensure we stay
ahead of the game.

2023 will be the year of
local discovery; travellers
seeking more authentic ex-
periences that immerse them
in the true spirit of their des-
tination. Globetrotters will be
on the hunt of hidden gems,
uncommon ftrails, and lo-
cal flavours that capture the
essence of the city they're
visiting, away from mass
tourism attractions. This is
why Lokalee is expanding its
network of local heroes to
offer truly exceptional itiner-
aries and recommendations
for travellers, bringing them
unique experiences that take
their exploration journey from
touristic to authentic. The
2023 wanderer will be hunt-
ing authenticity, and Lokalee
will be there to deliver.

Samir Abi Frem
Chief Executive Officer
Lokalee

Daniel Rosado Bayon
Director - Spain Tourism Office
Tourism Counsellor GCC

There are several ongoing
trends moving forward into
the New Year. We expect de-
mand to continue high, at the
same time the tourism sec-
tor strives to cope up with the
continued surge. By summer
2023, we will reach a more
balanced situation, but it will
stil be uneven in sectors
such as aviation. Prices will
continue on the high side. We
must highlight the increasing
importance sustainability, as
awareness  increases  visi-
tors’ search for less carbon
footprint, with zero-kilometre
food and immersive food ex-
periences, experiencing the
real culture and people of
the places visited. There is a
rise of countries encouraging
digital nomads through visas
and incentives.

The pandemic is now be-
hind us and people are now
travelling a lot, as ‘revenge
tourism’ is today's new nor-
mal. The future of aviation,
especially in - our region,
looks very promising and a
testimony is the United Aarb
Emirates’ BSP data, which
by November 2022, already
reached 93 per cent of 2019.
The global passenger demand
is also expected to reach 85
per cent of 2019 in 2023,
from an estimation of 70 per
cent in 2022. These are all
encouraging factors for the
industry, especially with 1ATA
anticipating that airlines will
post a small net profit of $4.7
billion, which is the first profit
since 2019.

)

Shahzad Naqui
Country Manager
Oman Air

i

Nasir Jamal Khan
Chief Executive Officer
Al Naboodah Trave!

Travel and Tourism in-
dustry has shown itself to be
remarkably resilient, resource-
ful, and innovative it is con-
tinuing to bounce back from
the pandemic, and, despite all
the hurdles we face, | believe
2023 will see a strong revival
in fortunes. It's very important
that everybody understands
how fragile the recovery is. The
global tourism arrivals will in-
crease by 30 per cent in 2023,
following growth of 60 per cent
in 2022. The UAE has also
launched its National Tourism
Strategy 2031 which targets
acquiring  $27bn  investment
with the aim of welcoming 40
million guests in a year, which,
in turn, is expected to raise the
industry’s contribution towards
the GDP

Contd. on page 15»
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Germany eyes GCG medical tourists

Germany conducts a special webinar ‘Feel Good Germany’ to promote the destination as an year-round sustainable touristic
destination and also showcases Berlin’s strength in medical tourism. Yamina Sofo, Director, German National Tourist Office,
shares the numbers from the Gulf region, which stands out, especially during the COVID era.

™
1" TT Bureau

ermany is promoting itself
G as an year-round sustain-

able touristic destination
and also showcasing Berlin’s
strength in medical tourism.
“Germany as a traveller destina-
tion has the ideal ingredients for
an exceptional and sustainable
holiday experience and it also
helps to protect our climate and
the environment,” said Yamina
Sofo, Director, German National
Tourist Office (GNTO).

‘A sustainable holiday conserves
natural resources, strengthens
intercultural understanding and
supports regional businesses.
Germany is committed to this
goal and is developing an in-
creasing number of resource
saving offers that are good for
the environment, as well as for
the hosts and the guests. Many

Yamina Sofo
Director, German National Tourist Office

offers and recommendations
can be found in our website,
Germanytravel. In our 2022
market studies we can see the
growing interest and attitudes of
the guests towards environmen-
tal protection,” she added. She
also shared some figures from
the UAE in terms of the interest
shown in sustainable travel.

Michaela  Kehrer, Director,
Medical Tourism, VisitBerlin,
shared the offerings the city has

Michaela Kehrer
Director, Medical Tourism, VisitBerlin

for the GCC clientele. She reiter-
ated that Berlin medical tourism
is popular due to availability, af-
fordability and accessibility and
Germany ranks 5" in the world
medical tourism  destinations,
mainly due to infrastructure,
specialised hospitals, with multi
lingual staff, who could cater
to the requirements of the GCC
clientele. She shared the new
marketing initiatives conducted
to promote Berlin as a medi-
cal touristic destination with 29

medical facilities. She concluded
saying that all relevant informa-
tion is in the website, www.
berlin-health-excellence.com,
whichis currently available in six
different languages.

National and international ex-
perts work in Berlin, their exper-
tise encompassing virtually the
entire spectrum of medical treat-
ment. Patients from all over the

T
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Berlin medical tourism is popular

due to availability, affordability and
accessibility and Germany ranks 5™ in
the world medical tourism destinations

world put their trust in Berlin’'s
hospitals and physicians. The
number of international patients
has risen by 15 per cent since

4

2012 and before the pandemic
between 17,000 and 21,000
patients were coming to Berlin
for check-ups, receive medi-
cal treatment or rehabilitation.
Many hospitals and clinics in
Berlin have adapted themselves
to the needs of the patients from
abroad. They offer multiingual
service with the help of their in-
ternational staff and run an inter-
national office in order to provide
the patient with a most pleasant
medical stay. Several hospitals
feature comfort wards where
the international patient is being
offered greater privacy in single
and double rooms.

Emirates’ USP: Unique flight experiences

Being in the forefront of aviation, Emirates airline continues to provide customers a seamless onboard experience. Their
commitment to accessibility, sustainability and unique flight experience make them the leader in the region. Adil Al Ghaith, Senior
Vice President, Commercial Operations, Gulf, Middle East and Central Asia, shares plans for the New Year with Mt

‘T Shehara Rizly

hat will be the focus
of Emirates this year
in terms of new prod-

ucts onboard?

QOur overall focus for 2023 will
continug to be our Premium
Economy experience as we be-
gin rolling it out to more cities.
Premium Economy has proved
hugely popular with cabins fully
booked up. Since we began
selling Premium Economy in
August 2022, we have seen
many of our Economy Class
customers trading up to fly this
cabin, and the feedback so far
has been fantastic.

We will also continue to build
on the commitment we made
in 2022 to invest US $2 bil-
lion in the inflight customer

experience across all cabins,
including dining and service en-
hancements, onboard amenities
underpinned by sustainability,
rolling out more cabin upgrades
and integrating new digital
initiatives both in the air and on
the ground to ensure we continue
to provide an unrivalled
customer proposition.

How do you cater to travellers
with accessibility issues?

Emirates works hard to make
air travel as comfortable and as
seamless as possible for all our
customers, including those with
special needs and disabilties.
We regularly listen to and review
feedback from our custom-
ers, employees and advocacy
groups, and we are on our own
journey in taking a joined-up ap-
proach with our partners within

et
©

Adil Al Ghaith
Senior Vice President, Commercial Operations,
Gulf, Middle East and Central Asia
the aviation and travel ecosys-
tem to develop improved ser-
vices and solutions and provide
the consistency that travellers
with disabilities expect.

All of our current projects in
place as well as future initiatives
around accessibility ladder back
to Dubai’s aim in becoming one
of the world’s most accessible

cities for People of Determina-
tion. For more information, visit;
https://www.emirates.com/ae/
english/before-you-fly/health/
accessible-travel/

Would you be able to share
the new platforms or services
to be introduced to generate
seamless travel for customers
and how partner travel agen-
cies could assist in ensuing
that this would go further?

Throughout the last few years,
we've been further strength-
ening our customer focus by
developing products and ser-
vices based on key insights
and travel trends. We've me-
ticulously mapped out the pain
points across the customer
journey and doubled down to
ensure a frictionless experience,
infroducing  initiatives like our

‘biometric path’ for an entirely
contactless airport experience,
technology driven services like
self-check in and bag drop ki-
osks, mobile check-in ports,
remote check in facilities in
Ajman with more to be added
in 2023, amongst other ini-

tion to facilitate pilot projects
like a robot check-in agent that
leverages facial recognition to
interact with customers, as well
as a robot waiter to serve pas-
sengers in our airport lounges.
Al of these pilot projects aim to
deliver seamless experiences to

We will continue to build on the
commitment we made in 2022 to
invest US $2 bn in inflight customer
experience across all cabins

tiatives. In 2023, we’ll continue
advancing these initiatives and
exploring  new  cutting-edge
technologies like robotics, arti-
ficial intelligence and automa-
tion. We recently signed an MoU
with the Dubai Future Founda-

our customers, in ling with our
world-class proposition as an
airline and as a destination, to
ensure our trade agency part-
ners have more unique selling
points for Emirates when en-
gaging with ravellers. 2
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Experts’ take on Ghina hiz

Chinese market is one of the key source markets, and the UAE
maybe the first destinations to receive the Chinese visitors whenever
China allows travel. A few experts speak their mind on the issue.

At SLS Dubai, we fully
understand that we need to
stay relevant to stay attrac-
tive for this generation. Gen
Z travellers are set to change
the consumer travel pattern,
that's why understanding their
travel behaviour is crucial. Gen
Z like change and fresh new
concepts — as a brand, at SLS
we are always coming up with
new ways to be able to sur-
prise guests and bring them
unique experiences. We'll con-
tinue to take this approach.

Spencer Wadama
General Manager
SLS Hotel and Residences

a{é.-r Travelwings

wiflr

*T&C Apply

&

B4 holidays@travelwings.com

e J

scan for best offer

Tamara Loeffel
Head of Busingss Development
Graubunden Tourism Board

Upon the quaranting policy,
currently international arrivals
have been cut to 5 days in a
designated quaranting facility,
plus 3 days of home isolation.
Since 7" December, strong
rumours have been circulating
that China’s inbound quaran-
tine will shift to a 2+3 model
later in December, and be fur-
ther reduced to 0+3 in Janu-
ary. That's correct, it appears
that the Chinese government is
taking a step-by-step approach
to opening borders.

The whole world is waiting
to receive Chinese Travellers.
Prior to the pandemic, in 2019,
more than 154 million Chinese
tourists travelled the world. And
today the world is feeling the
pinch of this shortfall. Our DMC
partners in China are optimistic
that outbound tourism will start
by Q2 of 2023. They have al-
ready sought our rates. | don't
think tourism from China will be
in the same scale of what we
used to see prior to 2020, at
least till next year.

Saleem Sharif
Deputy Managing Director
ATS Travel

Dubai for accessihle tourism

His Highness Sheikh Ahmed bin Saeed Al Maktoum has launched
‘Dubai Team for Accessible Travel and Tourism’ to promote the
emirate as a round-the-year destination accessible to all.

™
1 TT Bureau

is Highness Sheikh Ahmed
Hbin Saced Al Maktoum,

President of Dubai Civil Avia-
tion Authority, Chairman of Dubai
Airports and Chairman and Chief
Executive of Emirates Airiine and
Group recently launched Dubai
Team for Accessible Travel and
Tourism as part of the endeav-
ours to consolidate the emirate’s
global standing as round-the-year
destination accessible to all. He
unveiled the decision during a
meeting with senior officials from
government agencies and private
organisations dealing with travel
and tourism businesses.

His Excellency Jamal Al Hai,
Deputy CEQ at Dubai Airports and
Team Leader, expressed deep ap-
preciation for the support provided
by His Highness Sheikh Ahmed
to the travel and tourism industry
in Dubai. He said: ‘Accessible

HH Sheikh Ahmed bin Saeed Al Makioum
President of Dubai Civil Aviation Authortty,
Chairman of Dubai Aiorts and Chairman and
Chief Executive of Emirates Airfine and Group

tourism is an important sector for
our national economy as well as
helps promote the rights of People
of Determination to move around
and travel without hassles and ob-
stacles. The Dubai team will work
to offer a good image of the UAE
to the world as a pioneering tour-
ism with hospitality services for all
visitors being of the best in class.”

The senior Emirati official called
upon the team members, each
expert in their fields, to jointly work

to advice on improvements at
airports, airlines, hotels, shopping
centres and other touristic places
to provide the best services for
tourists with disabilities.

Ghassan Suleiman Amhaz, Team’s
General-Coordinator, said that the
number of People of Determina-
tion has reached about one billion,
or the equivalent of 10-15 per cent
of the total population in the world.
The World Health Organization has
called them an important segment
of society that pumps hundreds of
billions of dollars annually into the
global economy through the travel
and tourism streams. He said that
the number of Tourists of Deter-
mination has reached about 150
million annually, who look to travel
and visit cities and other destina-
tions. According to the European
Network for Accessible Tourism
estimates, the volume of lost op-
portunties for the global economy
stands at 142 billion euros.
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Tatarstan tourism enhances its footprint

Al Rais Travel hosted more than 80 agents from the UAE to create awareness about the beautiful destination
of Tatarstan. Sergey Ivanov, Chairman, State Committee on Tourism of the Republic of Tatarstan, and team from
Persona Grata DMC in Tatarstan attended the inaugural session and interacted with the agents.
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Tatarstan calls on trade

More than 80 leading agents from the UAE attended the first ever presentation over
the Land of 1001 Delights, organised recently in Dubai by Al Rais Travel, along with
il as the media partner.

IIT"TT Bureau

e event kicked off with
-|-rVIalhew Zachariah,

Marketing Manager of Al
Rais Travel, welcoming all the
agents from the UAE for taking
time off their busy schedules
to discover a new destination,
which could be shared among
their clients for the next year.
He introduced Sergey Ivanov,
Chairman, State Committee
on Tourism of the Republic of
Tatarstan, to start off the pres-
entation about the destination,
known as the Land of 1001
Delights. The agents were
kept glued to their seats as the
presentation included some
amazing places, attractions,
and hotels that visitors from
the UAE will enjoy. lvanov said,
“Middle East is a very impor-
tant market for us, especially
with the bilateral ties between
the two countries, now we are
here in the UAE after making

N
W

ter both Kazan and Tatarstan,
expats do need to get a visa,
it is much cheaper and can
be processed at the Russian
consulate within a very short
period of time. We have a vast
range of places to visit, we are
number 3 in Russia in terms of
city development, especially
for tourists, it's an ideal place

We (Tatarstan) have a vast range of
places to visit, we are number 3 in
Russia in terms of city development,
especially for tourists

sure that we have the neces-
sary infrastructure to welcome
visitors from the UAE to dis-
cover and explore our beauti-
ful destination, both locals and
expats. For locals in the UAE,
they don't require a visa to en-

to spend their vacation with
the family, especially the chil-
dren have many areas to play
from forests to parks, for those
who need to shop, we cater to
them and food wise halal cer-
tified restaurants and food is

II et iyl 1 s bbb
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available as part of Tatarstan
follow Islam.”

llia Raevskii, Vice-consul of
the Consulate General of the
Russian Federation in Dubai
and Northern Emirates, reiter-
ated, that the visa process is
simple and can be obtained
garly. He further explained the
documents needed for the
expats and mentioned that for
Indian expats it's much easier
to obtain the visa from the con-
sulate. The crowd was aston-
ished when he mentioned that
if you go early to the consulate
to hand over the documents
the better chance of obtaining
the visa at a much faster time.

Next it was time to learn from
Mohamed Jassim Al Rais, Dep-
uty Managing Director, Al Rais
Travel, about the experiences of
visiting and exploring Tatarstan.
He mentioned that as Emiratis,

destination can be promoted to
their clientele. “Tatarstan has a
lot to offer our travellers from the
UAE, from historical wonders,
to traditional locations, natural
beauty of the destination with its
many rivers, lakes, hills and not
forgetting the culinary journey to
be explored. We want our agents
from the UAE to familiarise
themselves with the destination
and personally speak with the
team from Tatarstan about every
aspect necessary for their travel-
lers today.”

Speaking with travel agents,
Alan Torres Orong, Travel
Manager, South Travels DMCC,
shared, “Every time a new
(estination is being introduced
in the Middle East market, it's
always a refreshing idea and
exciting to embrace when you
know that you have something
unique to offer to the custom-
ers. With the roadshow being

We want our agents from the UAE
to familiarise themselves with the
destination and personally speak
with the team about every aspect

how they look for places that
are unique where the distance to
walk is less, but more to explore
and discover, and he mentioned
the word safe several times, and
suggested that it is a destination
suited both for locals and expats,
hence to speak with the partners
at the event and see how the

held for us, travel partners, it's
ahuge advantage to understand
the new destination well and to
meet potential partners; and
at the same time, to give way
the Tatarstan Tourism Board
to shake hands with the travel
agents in the UAE for a fruitful
business collaboration.”
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A'Moss Farmstay is an itleal yetaway for couples who wish to spend time in solitude and quiet of nature
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ave you ever heard of
HFarmstay? It is ideal for

a lone-ranger or lovely
couple who desire to spend
time in the solitude and quiet of
nature. AMoss Farmstay, popu-
larly known as dreamy bubble
domes, is a farmstay located in
Cameron Highlands, Brinchang.
Ee Feng Gu Bee Farm is a few
minutes drive away, whereas
Boh Tea Plantation is 28 km
away from Amoss Farmstay.
The nearest airport is Sultan
Azlan Shah Airport in Ipoh, Per-
ak, which is 35 minutes away
from the lodging itself.

These domes are ideal for
a romantic getaway with
outstanding  views  such
as marveling at spectacu-
lar sunrises and sunsets,
sipping a hot drink with a

loved one beneath a gor-
geous starry sky, and even
savouring Mount Yong Be-
lar's majestic perspective.
AMoss Farmstay is situated
near the Boh Tea Plantation,

where it is largely bordered
by woods, a cabbage farm
and tea plantation.

Since it is located on the
outskirts of the Mossy For-
est, it may be very chilly at
night. Therefore, don’t forget
to pack spare sweaters and
socks for those who can't
tolerate the cold. For people
who wish to obtain more un-
derstanding about farming,
this is the best spot for you.

AMoss Farmstay comprises
a total of three domes with
basic utilities such as fan,
kettle, and mug, of course,
undoubtedly you will appreci-
ate the scenic-view outside
through the transparent wall.
Each dome has one separate
toilet and it's placed simply
two steps from your bub-
bling dome, and don’t worry,

A’Moss Farmstay comprises a total
of three domes with basic utilities
such as fan, kettle, and mug.

And each dome has a separate toilet

you won't die from the cold,
because they provide shower
with heater.

Yet, each dome also has its own
open space for you to rest, star-
gaze and even do steamboat!
It's a necessity to eat your meal
while staring out at the mag-
nificent scenery! You might be
wondering how about the pri-
vacy? Well, in terms of privacy,
there are heavy drapes that to-
tally cover the transparent wall

fully, remember, safety comes
first peeps.

Aside from farm tours, they
also offer a Mossy Forest tour
for visitors who wish to hike
or you may ride a 4x4 vehicle
service, which is offered by the
Farmstay itself. This gorgeous
bubble domes glamping defi-
nitely recommended for those
who wish to be close with na-
ture without sleeping in a typi-
cal hotel or tent!
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‘Innovative approach to drive husiness’

Turespafia is always tak-
ing an innovative approach
to market the destination. For
2023, we expect to come back
with amazing events, such as
presentations and roadshows
with a Spanish touch that
showcases through the sens-
es the experiences awaiting in
Spain. Some of this will also
be shared with the public in an
amazing B2C experience. Gas-
tronomy and Spanish art and
cufture will also be showcased,
along with specific products
such as sports or wine, for im-
Mersive experiences.

Daniel Rosado Bayon
Director - Spain Tourism Office
Tourism Counsellor GCC
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Nasir Jamal Khan
Chief Executive Officer
Al Naboodah Travel

As 2022 winds down and
2023 countdown begins, it
is very important to identify
what will be the key trends
for travel and tourism indus-
try. Travel sales are pacing
more than 47 per cent higher
in 2023 than in 2019, and
that was a highwater year for
travel. Travellers are ready and
willing to spend more in 2023
to discover new experiences
and share them with family
and friends. Key trend is trav-
ellers don't want the holiday to
stop on a Monday morning,
but to work where they could
holiday too.

As travel and tourism is re-
bounding globally, especially in
the leisure sector, hotel owners
will be more conscious than
ever of fluctuations in occu-
pancy rates and costs. | believe
that flexibility is paramount
to protect assets and that the
ability to adapt quickly will be
key to financial growth for in-
vestors. | predict a continued
interest in the benefits of in-
dependent hotel management,
particularly in conversion proj-
ects. The hospitality sector in
Saudi Arabia is developing at
anincredible pace.

Bani Haddad
Managing Director & Founder
Aleph Hospitality

DOCUMENT Protection »

Assurance

Protect your Passport,
National ID, Driver’s

License on the go

Nikide Singh
Senior Vice President
Shiji APAC/ Midclle East

As the world is only now
beginning to recover from
the pandemic that swept the
entire planet, many people
will place a high priority on
their health and wellbeing.
Because of the rise in costs,
travelers are more con-
scious of their budgets when
they are making plans for
their trips. In the year 2023,
marketing campaigns that
reward loyal customers,
extend all-inclusive holiday
packages, and promote men-
tal and physical health are
likely to be successful in
attracting travellers.

The pandemic has ush-
ered a new era for the global
hospitality industry. Hotels and
tourism  establishments have
suffered great losses over the
past two years, but things are
gradually picking up. Digitiza-
tion has become a powerful
tool that hotels can leverage to
stand out from the crowd, and
offer a truly distinguished hos-
pitality experience to guests.
Not only does our Al-powered
app provide unique local con-
tent to quests, it also offers
hotels an innovative channel
for ancillary revenue.

Samir Abi Frem
Chief Executive Officer
Lokalee

Diana Kornilakis
General Manager
Tilal Liwa Hotel

This 2023, Tilal Liwa is
keen to reach guests and
introduce the beauty of the
property. We are such a
unique destination with unique
experiences to offer that are
incomparable to other desti-
nations. As we recognized the
rise of the digital age, we have
been proactive in social media
and other media platforms
whilst remaining active in
other channels where we can
reach our guests. It is our goal
to create an unparalleled ex-
perience and make sure that
our guests are aware of it.

Inputs by Shehara Rizly

*Terms and conditions apply.




Alexia Laine, Acting Director, Courchevel Tourism, shares with ZHIE" | the ski destination which over the years has become a
firm favourite among the UAE and Saudi Arabian travellers. Since the Middle East is a key source market for Courchevel Tourism,
Laine also talks about what makes them a family oriented unique destination, most suited for the clientele from the region.

E Shehara Rizly

ow important is the
HMiddIe East or GCC

market for Courchevel?
The Middle East is an extremely
important market for Courch-
evel, and we are thrilled to
welcome increasing numbers
of skiers and non-skiers from
across the region year on year.
There are many elements that
come together to make Courch-
evel a firm favourite among the
region’s travellers, not least its
reputation for the high-quality
and consistency of its snow, the
versatility of its terrain and its
enviably glamorous feel — with
over 16 per cent of all interna-
tional visitors in the 2021/ 2022
season coming from the Middle
East, alarge proportion of which
—10.5 per cent — come from the
UAE, followed by 2.7 per cent
from Saudi Arabia.

How do you define luxury at
Courchevel?

Courchevel is first and foremost
a ski resort, a winter wonder-
land in the heart of the Alps. It
forms part of Les Trois Vallées
(The Three Valleys) - the largest
lift-linked ski area in the world
- which encompasses some
600km of slopes, with over 180

green-blue ski runs and 140-
plus red-black runs.

Courchevel itself is made up of
six linked villages and 150km of
majestic, impeccably groomed

Mlexia Laine
Acting Director of Courchevel Tourism shares

slopes set against a backdrop of
incredible mountain scenery. A
mix of green, blue, red and black
runs and a family-focused snow
park ensure that the resort of-
fers something for all ages and

de vivre’, has enabled Courch-
gvel to attract a broad range of
international clientele.

While it is fair to say that the vil-
lages provide a wealth of choice
when it comes to accommoda-
tion and dining, the exceptional
Quality and concentration of
refined luxury offerings has
helped Courchevel to carve out
an incomparable position and
secured the resort’s credentials
as one of the finest skiing dest-
nations on the planet and a true
bucket list destination.

In terms of luxury accommo-
dation, Courchevel offers the
whole spectrum - from cosy
mountain chalets with glacier
views and sleek, stylish apart-
ments to high-end global and
boutique hotel brands - and

There are many elements that make
Courchevel a firm favourite among
the region’s travellers, not least its
reputation for high-quality features

abilities, while a seamless and
speedy lift system makes navi-
gating the area simple - com-
bined with a unique French ‘Art

we are proud to be home to
five hotels that have achieved
the supreme distinction of being
accepted into the select fold of

| =

French hotels with the right to
call themselves a palace.

Courchevel's  reputation  for
gastronomy is also world re-
nowned, with plenty for the dis-
cerning foodie to enjoy too!

Are there specialized offerings
or experiences more suited for
GCC/ ME travellers?

On the practical side, having
welcomed visitors from the Mid-
dle East for many years now,
the various establishments in
Courchevel are well versed in
catering to the specific needs of
travelers from the Middle East,
whether it be providing Halal

menus or tailoring individual
activities. Ultimately, the reason
people come to Courchevel from
the Middle East is the same that
people come from the rest of the
world, and that’s to experience
its sheer beauty and experience
its unrivalled amenities mean
there is always something to do
for the whole family.

What will be your marketing
initiatives to work with travel
agents/ travel curators from
the Middle East?

We had a really successful visit
to the region back in Novem-
ber, visiting trade in the UAE
and Saudi Arabia, and we plan

to repeat this annually moving
forwards to take in different cit-
ies, different countries. We were
blown away with the response
and it has further reinforced the
important role that the region
plays in our long-term plans,
as well as providing some
valuable insights which we will
look to incorporate into our fu-
ture plans. Looking ahead, we
will continue to host an annual
roadshow each year ahead of
the new season, with a series of
meetings and immersive events,
culminating with a special gala
dinner. We find this face-to-face
approach works particularty well
inthe Middle East. &
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Lunar experience in Duba

Dubai will once again wow the world with its latest project, Moon
World Resorts, which will introduce a new experience to the
visitors, says Michael R Henderson, Co-Founder, Moon Resorts.

1" shehara Rizly

ould you share about the
C Moon World Resorts?

MOON s a contemporary,
fully integrated, luxurious, technol-
0gy driven, unique Destination Re-
sort. MOON will be constructed to
a LEED Gold five-star standard and
operated at a five diamond level.

MOON will adhere to the highest
global standards of environmental
stewardship! MOON will welcome
10m+ annual guests, 2.5m of

whom will be able to visit MOON's
signature attraction.

What is unique about the
destination?

Within MOON one wil find a huge
array of components which will
integrate to deliver a seemingly
never ending journey of discovery.
MOON's “signature ~attraction”

will enable guests to experience
walking on the lunar surface while
exploring a vast working lunar
colony. An amazing, out of this

world attraction, MOON will form
the “bridge” delivering an afford-
able and entirely authentic space
tourism  experience millions  of
enthusiasts around planet earth
have been patiently waiting for; a
chance to actually “participate”.
MOON touches on  hospitalit,
entertainment, attractions, educa-
tion, technology, the environment
and of course space tourism.
MOON's focus is on leading edge
Architecture, Engineering, Design
and Technology. MOON will also
be an authentic training plat-
form for various space agencies
and their respective Astronauts.
MOON will incorporate houtique
“Sky Villas” known as “The Pri-
vate Residence at MOON”. These
luxury units will be housed inter-
nally within the main Superstruc-
ture disc buildings. Approximately
300 units will be available for
purchase. Sky Villa owners will be
members of the exclusive Private
Members Club at MOON .

Sindalah, the luxury island

His Royal Highness Mohammed bin Salman, Crown Prince,
Prime Minister and Chairman of the NEOM Company Board of
Directors, announces the first luxury island destination in NEOM.

TTT Bureau

main gateway to the Red
ASea offering bespoke nau-

tical experiences, Sindalah
is expected to start welcoming
quests to enjoy its exquisite fa-
cilities and exclusive offerings
from early 2024. 1t is anticipated
that the development will create
3,500 jobs for the tourism sector
and hospitality and leisure servic-
es. Extending over an area of ap-
proximately 840,000 square me-
ters, Sindalah, is one of a group
of islands that will be developed
in NEOM, each according to its
unique vision and design.

His Royal Highness said: “This
is another significant moment
for NEOM and a major step in
the Kingdom realizing its tourism
ambitions  under Vision 2030.
Sindalah will be NEOM's first
luxury island and yacht club des-
tination in the Red Sea, providing

a scenic gateway to the Red Sea
that will become the region’s most
exciting and atiractive tourism
location. It will be a destination
where travelers can experience the

marina, an ideal destination for
accommodating luxury vessels,
while offshore buoys will house
Superyachts. Providing one-of-a-
kind nautical experiences, Sindalah

true beauty of NEOM and Saudi
Arabia, above and below the wa-
ter, making Sindalah the future of
[uxury travel.”

Adding to NEOM’s tourism offer-
ings, Sindalah will reshape the lux-
ury international yachting calendar
offering a new season for guests
to enjoy. It will feature an 86-berth

will offer 413 ultra-premium hotel
rooms, in addition to 333 top-end
serviced apartments. A luxe beach
club, glamorous yacht club, and
38 unique culinary offerings will
provide an incomparable experi-
ence in the Red Sea. It has an ar-
ray of amenties, state-of-the-art
maring faciliies, strategic location
and natural landscapes. =

A new world of luxury

Luxury is a way of life for the Middle Eastern traveller. However, it exceeded its limits during the time of the pandemic taking a whole
new outlook. —_ 4t speaks to half-a-dozen leaders from the industry to know how the luxury travel industry has shaped up in the
recent years and what do they think about the industry’s future.

The luxury travel industry
has experienced a huge trans-
formation over the years. It has
not only grown in size, as now
we are seeing four generation
of travellers seeking for pre-
mium experiences, but also we
are watching a change in the
trends of services and experi-
ences. The sector is shifting as
people are not any longer just
looking for a room with a view,
but rather an exclusive and per-
sonalised holiday.

Daniel Rosado Bayon
Director - Spain Tourism Office
Tourism Counsellor GCC

Spencer Wadama
General Manager
SLS Hotel and Residences
| believe we are now at the
stage where we are returning
to normality and luxury travel
today is becoming similar to
the pre-covid era. | think the
main difference is the aware-
ness of hygiene amongst
travellers. Guests are much
more appreciative of, and are
actively looking for, properties
and brands that maintain high
levels of hygiene standards.
We also need to stay relevant
to Generation Z.

How has luxury travel
evolved in the post COVID
era? ATS Travel has tradition-
ally been a travel management
company that catered to luxury
travel for the past 45 years.
This profile has helped us tap
into this market segment fur-
ther after the pandemic stuck.
We have found the trend to
book luxury travel has grown
manifold. More and more
people want bespoke, luxury
hotels and private tours.

Saleem Sharif
Deputy Managing Director
ATS Travel

Ahmed Abdrahoh

Cluster Director of Sales and Marketing

Fairmont Dubail Fairmont Ajman/ Fairmont Fujairah
Beach Resort

COVID-19 has caused a
surge in consumer travel pat-
terns in the luxury travel indus-
try. This includes a surge in
high-end private aviation ser-
vices, remote business from
other countries, and interest in
private acquisitions of expan-
sive villas or upscale hotels.
Despite the popularity of luxury
travel, an increasing number of
wealthy customers are choos-
ing ethical consumption over
obvious shows of wealth.

Dubai’s hospitality industry
is set to grow exponentially due
to plenty of hotel openings. In-
novative hospitality projects,
theme parks, and medical tour-
ism are a few of the catalysts
that would support the hospi-
tality industry to thrive in future,
as will the influx of tourists
from Expo 2020. The hospital-
ity industry in Dubai is showing
signs of quick recovery, and
we expect pre-COVID numbers
to return by 2023.

George El Hawi
Sales Director
Grand Millennium Dubai Barsha Heights

Deepak Rajawat
Chief Commercial Officer
Vistara

Travel, over the years, has
come to mean a lot more than
just going from one place to
another and has become more
about the overall experience.
Travellers, today, are increasing-
ly looking for enhanced comfort
and joy while travelling, evenif it
comes at a marginal extra cost.
We have also witnessed a pref-
erence for holidays that offer
wellness elements and immer-
Sive experiences.

Inputs by Shehara Rizly
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MEBAA show focuses on future of aviation

Business aviation leaders from more than 95 countries participated in the 9" edition of MEBAA Show, which concluded
in Dubai recently. During the show, they connected with exhibitors. Key themes for the event included future aviation
with a focus on digitalization, block chain, Al and crypto based payment.

L LI LEITE AT

UAE hackathon taps tourism talent

In keeping with the UAE’s national tourism strategy to include human capital as an important pillar in the nation’s
development, the tourism arm of the ministry of economy conducted a hackathon, which gave the youth an opportunity
to share their novel ideas and be part of the tourism sector.
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Tourism temand to increase this year

One of the most exciting as-
pects of the hospitality industry
is how fluid it is, in the way it
responds to what is happening
in both local and global markets,
and to the shifting consumer
expectations  that  influence
them. The UAE tourism industry
experienced a significant boom
after Expo 2020, and now we
are seeing the positive effects
of FIFA World Cup 2022, with
hotel rooms in high demand de-
Spite an increase in proaches in
2023, tourism in Dubai should
continue to see an upward trend
this year as well, supported by
the growing confidence among
travellers and the industry.

£ |

Saleem Sharif
Deputy Managing Director
ATS Trave!

We have just concluded
our budgeting exercise for
2023 and our BU heads have
projected aggressive num-
bers for next year. We hope
to achieve revenues higher
than what we have achieved
in the past several years. Our
“dipstick survey” with a large
spectrum of our customers
has sown a result that busi-
ness travel is set to grow
further in 2023. And so is the
MICE business too. We have
found, about 62 per cent of
our corporate customers have
amended their travel policy
towards last quarter of 2023,

For some time now tourism
destinations have been slowly
taking the topic of ‘sustainable
tourism’ more seriously and
during 2022 we saw an accel-
gration of this, meaning 2023
could be a tipping point. This
is in part being driven by in-
creased consumer awareness
of sustainability issues, and
thus demanding higher stan-
dards. But equally destinations
are starting to ask themselves
about the economic contribu-
tion of the visitors versus their
environmental impact, so that
they can target those that of-
fer them the most sustainable
tourism model overall.

Nikkie Singh
Senior Vice President
Shiii APAC/ Middle East

In spite of the fact that
many nations will not open
their doors to tourists from
other parts of the world and the
global economy will continue
to be unstable, the number of
people travelling will increase
significantly in  2023. The
decision-making process for
travellers is heavily influenced
by considerations regarding
their health, convenience, safe-
ty, and flexibility. Many people
also look for environmentally
friendly travel options, such as
places to stay, things to do, and
restaurants. The provision of
a personalised experience for

In 2023, Maldives’ tour-
ism mechanism specifically on
island resorts must focus on
travel advisors. As the world
continuously evolves nowa-
days and so with its people
becoming practical and wise.
The travel agent/ operators in
alliance with a certain resort
are who the travellers need as
they decide to explore the is-
land they want to know. With
the knowledge that the agent
has regarding everything the
tourists desire to know about
the island, the tourists will be
guided to arrive at the best
decision based on their goal of
visiting the destination.

Mikel Ibrahim
(General Manager
Monafrian Doha

The whole world was
watching Qatar last year with
the World Gup being hosted
right on our doorstep here at
Mondrian Doha. Viewers have
seen how much Qatar has to
offer with our growing cultural
scene, traditional authentic
experiences, a range of at-
tractions to suit all types of
travellers and our warm and
welcoming  hospitality. Fol-
lowing on from this momen-
tous event, we are expecting
a substantial boost in tourism
interest and a host of oppor-
tunities brought into the city,

KitiAnchan — paving the way to more busi- CarisCendraCnz~~ quests remains an indispens- Hassandi not just for Mondrian but for
General Manager X i ; . General Manager P
Jumeirah Emirates Towers ness travel in 2023. DlrectoroIMarkerlnglﬁaia”{:; able requirement. Sun Siyam Olhuveli Doha as a destination.
In 2023, travel is set With  the  upcom- Regarding trends and pro-

to rise exponentially in the
Middle East in this post pan-
demic environment we see
ourselves in. Dubai is the
epicentre of this travel as it
continues to grow amongst
tourists as a place to be for
eisure, rebounding business
travel and entertainment.
Important to add that luxury
travel is on the rise as well,
with younger travellers willing
to splurge on their high-end
holidays and experiences.
The Dubai hospitality land-
scape only continues to grow
with the openings of new
properties, culinary destina-
tions and must visit tourist at-
tractions which draw tourism
traffic into the city.

Spencer Wadama
General Manager
SLS Hotel and Residences

Alex Barros
Chief Marketing & Innovation Officer
BeonX

In 2023 the Hospitality
industry must departure from
room revenue to holistic ex-
periences, changing the focus
from RevPAR and occupancy
rates metrics and instead
adopt “total sustainable prof-
itability” opportunities as the
future of hospitality is about so
much more than just rooms.
Following a ‘revenue-per-avail-
able-guest’ (RevPAG) concept
that looks at the full lifecycle
of the traveller journey and ex-
plores new non-room revenue
streams is the way forward.
This could include co-working
spaces, enhanced digital ser-
vices or subscriptions, selling
of in-destination  activities,
and use of retail spaces — as
well as better use of all the on-
property services like restau-
rants and so on.

ing 2023 Trade Shows in
the United Arab Emirates,
January is a good startin terms
of market trends with such at-
tractive and renowned exhibi-
tions like Arab Health, World
Future Environment Exhibition,
Building  Healthcare  Middle
East, or Otolaryngology Con-
gress Dubai. These exhibitions
will post strong double-price
growth and lead global market
at the beginning of 2023. Add-
ing to that, Dubai as is already
proved the world is one of the
best places to live in and to in-
vest by the way how has been
handled the pandemic and
post-pandemic. It is expected
to be the world’s strongest
growth in the next year.

Christina Rymbai
Sales and Marketing Executive
Mercure Gold Hotel

Deepak Rajawat
Chief Commercial Officer
Vistara

Some key consumer
trends gaining prominence
include a growing preference
for direct, non-stop travel to
avoid transit points; stronger
inclination towards trusted
brands due to the custom-
ers’ confidence in them to
maintain highest hygiene and
safety standards; increased
subscription of the premium
cabins as people seek more
privacy, space and comfort.
We expect these trends to
continue as we enter the new
year. Customer needs and
expectations are ever-evolv-
ing, and at Vistara, it is our
constant endeavor to offer a
holistic flying experience. As
per the luxury tourism is con-
crened, we have witnessed
a preference for holidays
offering wellness.

jections for 2023, | believe
the comig year will be similar
to 2019. As events such as
Arab Health and Gulf Food an-
ticipate unprecedented footfall
next year, we hope that Dubai
hotels will see a high volume
of corporate clientele return.
COP 28 is expected to aftract
more than 85,000 delegates,
including bureaucrats and
media professionals. Another
big event for Q4 will be the
Dubai Air Show, which has
traditionally drawn thousands
of aerospace stakeholders
and media professionals to
the city. During Quarter 2 and
Quarter 3, resident offers are
expected to drive domestic
business at city hotels and
beach resorts.

Tamara Salha
General Manager
Crowne Plaza Dubai Marina

Raheesh Bahu
c00
Musafircom

The global travel industry
has been on a steady incling,
and it's not showing any signs
of slowing down. The revenge
travel trend is one of the most
recent trends in the travel
industry. It is a result of the
increased number of people
who are travelling. In 2022, we
witnessed revenge travel in the
leisure & business segment
and anticipate seeing the same
in 2023. Musafir.com foresees
that the leisure & corporate
travel market will go back to
pre-pandemic time. This is
because travel has become
less of a hassle and people
are willing to spend more on
their vacations. In 2023, winter
destinations and shorter flight
duration will attract leisure trav-
ellers from the UAE.

Inputs by Shehara Rizly
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GEQs travel to McArthurGlen outlets

A familiarization trip was organised for prominent chief executive officers (CEOs) from the travel sector by leading
shopping destination McArthurGlen at two locations, Netherlands and Italy. The CEOs were able to receive a first-hand
experience of the many offerings by the retail outlet destination.
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Revenue optimization by HSMAI hailed

Bob Gilbert, President and CEO, HSMAI, congratulates HSMAI ME for organising 29 events over the past year and highlights the
importance of revenue optimization. HSMAI ROC has delivered the most compelling and comprehensive revenue optimization
event for the hotel industry, convening key stakeholders to address the most critical trends affecting hotels today.

i
1 TT Bureau

he 5th edition of the Com-
Tmercial Strategy Confer-

ence, orgnised recently by
the Hospitality Sales and Mar-
keting Association International
(HSMAV) Middle East, along with
TravTalk, TravelTV MiddleEast
and Tourismbreakingnews as
media partners, concluded suc-
cessully. Mona Faraj, Manag-
ing Director, HSMAI ME, in her
opening remarks, said, “This
year we have created two stag-
es - one the main stage for topi-
cal events and the other focused
on trends and insights with
topical content on marketing
and communications. Last year,
| was told Mona you are not
covering enough topical content
across commercial disciplines,
specifically marketing and com-
munications, you know we are

all marketers here whether we
know it or not, but we don't
have the skills for it and what
we did is that we created or
formed the most active market-
ing advisory board that have
put a lot of the content over the
past two years. Every single
year we listen to your feedback
and try to deliver educational
content that is more meaningful
to you. We also did a lot of new
content this year, so you will see
we have a new ROC star later
on and you will hear why, we
brought in the lightning round,
now please make sure you at-
tend all six of them, you are up
for a treat. 2022 was a year
full of educational webinars,
activities, events and  expo-
sure because it is important
to  maintain that  social
element within our regional
organisational members.”

She concluded saying that over
the past year, 29 events were
hosted by HSMAI ME and that
they look forward to make it 50
next year. Bob Gilbert, President
and CEQ, HSMAI, congratulated
Mona and the team for the 29

Mona Faraj
Managing Director, HSMAI ME

gvents over the past year form
the Middle East chapter. He re-
iterated the importance of the
revenue optimization at this
point of time for those engaged

in sales and marketing roles.
HSMAI ROC has delivered the
most compelling and compre-
hensive revenue optimization
event for the hotel industry,
convening key stakeholders to
address the most critical trends
affecting hotels today, with
powerful educational and net-
working opportunities, ROC is
the can't-miss event of the year
for learning and engagement.
It's where senior leaders in
hotel revenue optimization con-
nect and engage in meaningful,
thought-provoking  conversa-
tions about the most important
strategic issues facing the busi-
ness. The HSMAI is committed
to growing business for hotels
and their partners, and is the
industry’s leading advocate for
intelligent, sustainable hotel rev-
enue growth. The association
provides hotel professionals

and their partners with tools,
insights, and expertise to fuel
sales, inspire marketing, and
optimize revenue.

This year's conference also fea-
tured speakers and experts from

day one included a fireside chat
with HE Issam Kazim, CEO DET
discussing the outlook of tourism
to Dubai and what the destination
needs to do to remain an attrac-
tive city for international markets,
while Scott Livermore, Chief

The HSMAI is committed to growing
business for hotels and their partners,
and is the industry’s leading advocate
for sustainable hotel revenue growth

outside the hospitality industry
who contributed with a fresh
perspective, bringing in valuable
insights and ideas to attendees.
The event highlighted how the
region has seized its unique po-
sition post-pandemic, as speak-
ers focused on industry relevant
issues. Some of the highlights of

Economist & Managing Director
Oxford Economics ME delved
into the impact of inflation and
the looming fear of recession
on the tourism industry. A Panel
discussion on the role F&B today
and how it forms critical revenue
share for hospitality brands took
centre stage. 2

Experts deliberate hospitality strategy

The 5" edition of the Commercial Strategy Conference, orgnised recently by the Hospitality Sales and Marketing

Association International (HSMAI) Middle East, along with

T

, TravelTV MiddleEast and Tourismbreakingnews as

media partners, concluded successully. This year’s meet also featured speakers from outside the industry.
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Switzerland ends season with Dubai show

Switzerland tourism conducted a roadshow in Dubai recently, which was their last destination in the GCC region for the
year. Key partners from the travel trade attended the event, which provided them opportunity to meet 18 different Swiss
partners from tourism boards, hotels, and destination management companies (DMCs).
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Gen Z shaping future of travel

Before being real-life
wanderers, GenZ travellers
are digital explorers. They
are constantly connected to
their smart devices, hooked
to online search engines, and
completely immersed in so-
cial media. For them, time is
of the essence as they value
the present moment and seek
to make the most out of every
minute. This makes them dig-
itally-wired, prioritizing quick
access to information, easy
navigation, and user-friendly
onling platforms that provide
them with rich content. Lo-
kalee offers them all of this
and more.

Samir Abi Frem
Chief Executive Officer
Lokalee

!
E ‘
o/ A
Natasha Hatherall Shawe

Founder and CEQ
Tish Tash

Gen Z travellers in 2023 are
looking for longer trips, to make
up for ‘lost time” ideally with a
sustainable or ‘hack to basics’
focus on wellbeing and the
opportunity to work remotely
whilst abroad. Gen Z also looks
to ‘travel with a purpose’ and
marketing must reflect this.
As a ‘mobile first” generation,
all available channels must be
utilised for customer service.
These first impressions are as
important for the sale as the
trip itself. Social proof is vital
in attracting to your property
or destination. Now is the time
to look at overall strategies
and user experience from the
ground up. Destinations must
amplify experiences.

Hotels need to be ready for
Gen Z. Born into an on-demand
world of instant everything,
these first true “digital natives”
have high expectations, and
they interact differently with
technology, social media, and
brands. All of this means that
hotels will need to market and
communicate with Gen Z con-
sumers differently, rethink the
services and experiences, and
understand the unique traits of
Gen Z in order to form strong
and meaningful relationships.
Catering to Millennials has
been a main focus for about as
long as millennials have existed
as a consumer in the hotel and
travel industry.

Nuran Kilani
Director of Sales and Marketing
The Tower Plaza Hotel

Matthew Clark

]
l :
Regional Sales Director

APAC A & Middle East, Shi

The generation known as
Gen Z is the first to grow up
with mobile technology and
is concerned with issues of
sustainability,  authenticity,
gender identity, and sexuality.
When they are making their
travel plans, they are look-
ing for exciting content, one-
of-a-kind experiences, and
sources of inspiration. Con-
necting with Generation Z is
made easier with the help of
social media platforms such
as Facebook, Instagram, Tik-
Tok, and Youtube. Attracting
Generation Z will be easier
for brands that have a strong
digital presence and produce
content that is both interest-
ing and engaging.

The new generation is an
interesting market to welcome.
They are curious and smart in
choosing what experience
they want to take. They like
to try new things and explore
new horizon. What is more in-
teresting than a hotel resort in
Abu Dhabi offering some des-
ertaction? This year, Tilal Liwa
will be launching huge outdoor
experiences from a falcon
show in the desert, Moreeb
sunrise safari and Moreeb
sunset safari tours. They can
now experience the lowest roll
of sands up to the towering
dunes of the desert, and relax
in a well-appointed room with
an elegant view after.

Diana Kornilakis
General Manager
Tilal Liwa Hotel

Deepak Rajawat
Chief Commercial Officer
Vistara

As a contemporary Indian
aifine, we constantly aim to
enhance our offerings to cater
to the discerning modern trav-
ellers, who look for a holistic
flying experience. We have
progressively launched numer-
ous customer-friendly services
including Live TV, heafthier and
vegan meal options, calming
inflight content as well as ame-
nity kits by Forest Essentials
and RAS luxury oils. Further, we
persistently try to upgrade our
operational infrastructure with
state-of-the-art digital solutions
such as chatbots and biometric
facial recognition.

Inputs by Shehara Rizly

CTDA unveils revamped Al Rafisah Dam

The Sharjah Commerce and Tourism Development Authority (SCTDA) unveiled the brand identity of Al Rafisah Dam, a
premier leisure and tourist destination in Sharjah’s eastern region. The move aims to bolster the destination’s position
and support the inflow of tourists, as well as promote its array of inclusive entertainment and tourist offerings.




+% Tourisma and Caravaning
Date: 6-8 January
Venue: Germany

+% Fair for Special Journeys
Date: 7-8 January
Venue: Beurs van Berlage, Netherlands

+% Tourism Fair Oslo
Date: 7-8 January
Venue: Oslo, Norway

+% Grand Rapids Camper, Travel & RV Show
Date: 12-15 January
Venue: Michigan, USA

+ Vlakantiebeurs
Date: 12-15 January
Venue: Utrecht - Jaarbeurs, Netherlands

+ Ferienmesse Bern
Date: 12-15 January
Venue: Bern, Switzerland

+% Destinations The Holiday & Travel Show
Date: 12-15 January
Venue: Manchester, UK

+ Boston Rv & Camping Expo
Date: 13-16 January
Venue: Boston, USA

< HOUSE | GARDEN | TOURISTICS |
WEDDING | GESUND + FIT

Date: 13-15 January

Venue: Germany

+ OKC Boat & RV Show
Date: 13-15 January
Venue: Oklahoma, USA

+% Greater Chicago RV Show
Date: 13-15 January
Venue: Schaumburg, USA

+% Chicago Travel & Adventure Show
Date: 14-15 January
Venue: Rosemont, USA

+% CMT-The Holiday Exhibition
Date: 14-22 January
Venue: Stuttgart, Germany

+ Bicycle & Hiking Trips
Date: 14-16 January
Venue: Stuttgart, Germany

+% Detroit Boat Show
Date: 14-22 January
Venue: Detroit, USA

& Fitur < Fitur »
Date: 14-22 January
Venue: Madrid, Spain

+% InterDive Stuttgart
Date: 19-22 January
Venue: Stuttgart, Germany

+ Matka Nordic travel fair
Date: 20-22 January
Venue: Helsinki, Finland

@&

«+ I0DE trade fair for outdoor hotels,
tourism & leisure

Date: 25-26 January

Venue: Madrid, Spain

+ Reisemesse
Date: 27-29 January
Venu: Sacramento, USA

FEBRUARY

< O0TM
Date: 2-4 February
Venue: Mumbai, India

+»Destinations - holidays and travel show
Date: 2-5 February
Venue: Belfast, UK

+ Balt Tour
Date: 3-5 February
Venue: Oldenburg, Germany

« Reiseborse travel fair
Date: 3-4 February
Venue: France

+ Touristik tourism fair
Date: 4-5 February
Venue: Dresden, Germany

<+ [TF Slovakistour fair for travel and leisure
Date: 8-11 February
Venue: London, UK

+ SATTE
Date: 9-11 February
Venue: NCR, India

+ Reiseborse travel fair
Date: 10-11 February
Venue: Riga, Latvia

+% Holiday and Spa Expo
Date: 15-17 February
Venue: Koblenz, Germany

+» Alpe Adria tourism and leisure show
Date: 15-18 February
Venue: Regensburg, Germany

+% Holiday and Spa Expo
Date: 15-17 February
Venue: Koblenz, Germany

+ Reiseborse travel fair
Date: 17-18 February
Venue: Incheba Exhibition Center Bratislava, Slovakia

+% TTF and tourism fair
Date: 17-19 February
Venue: Sachsen, Germany

+% Kultur Reisemesse
Date: 18-19 February
Venue: Ljublijana, Slovenia

< free
Date: 22-26 February
Venue: Sofia, Bulgaria

+% Travel and camping
Date: 22-26 February
Venue: Potsdam, Germany

« Reiseborse travel fair
Date: 24-25 February
Venue: Hamburg, Germany

+ Reisen and Freizeit Messe Saar
(leisure and travel fair)

Date: 25-26 February

Venue: Saarbrucken, Germany

+%Boot Tulln Austrian Boat Show
Date: 2-5 March
Venue: Messe Tulln, Austria

+ Reiseborse travel fair
Date: 3-4 March
Venue: Anshach, Germany

+ International tourist fair
Date: 3-5 March
Venue: Wroclaw, Poland

< ScotHot
Date: 8-9 March
Venue: UK

+% [TB Berlin <. 178
Date: 8-12 March
Venue: Messe Berlin, Germany

« Franken aktive and vital
Date: 10-12 March
Venue: Bamberg, Germany

+% B Travel
Date: 10-12 March
Venue: Barcelona, Spain

« Ferien Messe
Date: 16-19 March
Venue: Vienna, Austria

< Aitf

Date: 4-6 April

Venue: Baku, Azerbaijan

+ WTM Latin America
Date: 4-6April

Venue: Sao Paulo, Brazil

< Tourism leisure hotels
Date: 6-9April

Venue: Chisinau, Moldova

< Kitf

Date: 19-21 April

Venue: Almaty, Kazakhstan
+%> RDA Group Travel Expo
Date: 25-26 April

Venue: Cologne, Germany
+ Luga

Date: 28 April-7 May

Venue: Lucerne, Switzerland
« RHEMA

Date: 28-30 April

Venue; Alstatten, Switzerland

+Arabian Travel Market & ==
Date: 1-4 May

Venue: Dubai, UAE

+ Future Hospitality Summit KSA
Date: 7-9 May

Venue: Riyadh, KSA

+ ILTM Latin America

Date: 9-12 May

Venue: Sao Paulo, Brazil

+% International health tourism services
Date: 25-27 May

Venue: Dhaka, Bangladesh

< Karibu Kilifair
Date: 2-4 June
Venue: Arusha, Tanzania

+% [TE Hong Kong International Travel Expo
Date: 15-18May
Venue: Hong Kong

< ILTM Asia Pacific

Date: 19-22 June
Venue: Singapore

«TTF Travel and tourism fair
Date: 28-30 July
Venue: Kolkata, India

+ Allgauer festival
Date: 19-20 August
Venue: Kempten, Germany

+ TTF Travel and tourism fair
Date: 23-25 August
Venue: Ahmedabad, India

SEPTEMBER

+% Seatrade Europe - cruises tourism
for river and sea

Date: 6-8 September

Venue: Hamburg, Germany

+% Future Hospitality Summit UAE
Date: 25-27 September
Venue: Abu Dhabi

OCTOBER

+ |FTM Top Resa
Date: 3-5 October
Venue: Paris, France

+ Expo International
Date: 4-6 October
Venue: Astana, Kazakhstan

< [TB Asia «. '™
Date: 25-27 October
Venue: Singapore

NOVEMBER

<« WIM = wtm
Date: 6-8 November
Venue: London, UK

+ Qatar Travel Mart
Date: 20-22 November
Venue: Doha, Qatar

+% HSMAI ME Commercial Strategy
Summit ME

Date: 28-29 November

Venue: Dubai, UAE

< COP 28
Date: 30 November -12 December
Venue: Dubai, UAE

DEGEMBER

< ILTM
Date: 4-7 December
Venue: Cannes, France

For more details, contact: events@ddppl.com
The dates shown on the annual event calendar are subject to change. Please refer to Event Talk in __1

to track the changes in dates.
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MOVEMENTS

TRAVCO
Dubai

ROCHELL SALEEM takes up reins as Holidays Manager at Travco bringing
with her over 25 years of experience in the sector. Her expertise lies with cruise

holidays, leisure, outbound and corporate travel. Rochell is
known as a leading cruise holiday planner in the
travel sector having worked with some of the
world’s leading cruise lings such as Costa anbd
Royal Caribbean. Her previous role as Sales
Manager at Alpha Holidays for over 10 years
saw growth in the cruise tourism sector.
Bringing together this niche market placed
her as a leading cruise holiday planner. In her
new role, she will look at reinventing
tourism  opportunities, recognising
new strategies and initiatives to drive
more tourists into the destination.

RIXOS HOTELS GULF

Dubai

Rixos Hotels Gulf announces the promotion of ANJEANETTE
MANUEL to Country Public Relations Manager for all Rixos properties in

GCC. Manuel will now oversee establishing a clear
standard for Rixos Hotels PR & Communications
Strategy, initiating regional and wider
activations and campaigns for Rixos Hotels
Gulf, along with organising larger FAM trips
and international press visits and sourcing
media opportunities for the properties. Prior
to this role, Manuel served as the Marketing
Manager for Rixos Premium Dubai for the
ast year. Born and raised in Dubai,
Anjeanette comes from a family
of seasoned hoteliers and has
been around the industry from
ayoung age.

Newly appointed Director of Sales and Marketing, MONA METWALLY,
joins Rosewood Abu Dhabi with more than two decades of cross continent
career in luxury hospitality, bringing about an impressive
,. wealth of knowledge in brand positioning and profit
. generation. Resuft oriented and guest centric,
\ Metwally plans to extend an extraordinary level
. of service to guests and to build on Redwood
Abu Dhabi's market position as a leading luxury
lifestyle hotel. She joins the property after having
worked in 11 markets within the most prestigious
and luxurious brands in the world. Metwally
finds it important to connect with
people to understand their needs, to
further extend a tailor made and

memorable experiences.

5

ROSEWOOD ABU DHABI
Abu Dhabi

Passionate hotelier REMUS PALIMARU joins Rosewood Abu Dhabi as its
new Managing Director. With over two decades of global hospitality experience

across Europe, Asia, and the Americas, Palimaru brings
a wealth of experience and outstanding knowledge.
Prior to joining Rosewood Abu Dhabi, Palimaru
was the Hotel Manager of Rosewood London since
2017, where he aligned the hotel's strategy to
. achigve outstanding performance by exceeding its
* budgeted profits for that year. Moreover, Palimaru
was selected to support Rosewood Bermuda in
2019 as the Interim Managing Director. Palimaru
has a proven track record in inspiring and
leading change to impact performance as well
as overseeing several lavishing global hotel
properties through their brand repositioning.

SWISSOTEL AL MUR0OJ

Dubai

KAMAL KASHYAP has joined Swissotel Al Murooj Dubai as the Director of
Revenue. A 20-year veteran in the industry, Kamal joins the team

with extensive experience managing revenue management
teams for several prestigious hotel companies, including
Shangri-La Hotels & Resorts, RODA Hotels, Rotana,
and Marriott Hotels with great success. As Director
of Revenue, he will spearhead the development of the
hotel's hospitality business and oversee all distribution
channels, and revenue management Strategies at
Swissotel Al Murooj Dubai. Kashyap received his
Bachelor of Business Administration from Annamalai
University. He completed the master’s course on
(ata analytics of hotel revenue optimization.
He also received his cerfification in advanced
hotel revenue management, pricing and
demand strategy from Cornell University.

SWISSOTEL AL GHURAIR AND SWISSOTEL

LIVING AL GHURAIR
Dubai

Swissotel Al Ghurair and Swissotel Living Al Ghurair has appointed
AMAL EL ANSARI as the new General Manager, who willlead the team and
drive the business for the 620-room property. Born and

raised in Morocco, she brings a wealth of experience
in the hospitality industry and commercials, and
provides a strategic vision to the flagship hotel for
Accor. She has been with Accor for 11 years, and
held key positions and cluster roles of Director
of Sales and Marketing, Hotel Manager and
General Manager. Prior to this, she was the
General Manager of Novotel Sharjah
Expo Centre, and had led her team
through the pandemic, maintaining
Accor’s business strategy.

sl griasl i
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Conrad Hotels and Resorts debuts in Morocco

Cozmo travel opens its 20" branch in UAE

“"m"

T

Dubai International adds Kenya Airways to its list
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@ TURKISH AIRLINES

EVERY LAYOVER IS AN OPPORTUNITY TO
EXPLORE THIS BEAUTIFUL CITY

Free touristanbul service in Istanbul for international transfer
passengers who have 6-24 hours of layover time at Istanbul Airport
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