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Industry stars dazzle ¢

It was an evening of glitz and glamour at the 7" edition of the Arabian Travel Awards (ATA), which honoured leaders from the industry for their
significant contribution to the Middle East’s travel, tourism, and hospitality sectors. Adnan Kazim, Deputy President and Chief Commercial
Officer, Emirates Airline, and the Chief Guest, graced the occasion with his presence.

(Left to right) Sumeera Bahi, Director, DDP Group; Mohamed Jassim Al Rais, Executive Director, Al Rais Travel; Nasir Jamal Khan, CEQ, Al Naboodah Travel & Tourism; Mohd Faharuddin
Hatmin, Director, Tourism Malaysia (TM) Dubai; Adnan Kazim, Deputy President and Chief Commercial Officer;, Emirates Airlines; SanJeet, Mentor, Arabian Travel Awards; Jamal Abul

Nasar; CEQ, Cozmo Travel and Michael Schmitt, GM, Conrad hotel.

1" Dr Shehara Rizly

anJeet, Director, Arabian
STraveI Awards, address-

ing the event, lauded the
efforts made in the Middle East
region for tourism promotion.
“Middle East has become a
global leader in luxury and ex-
periential tourism, offering eve-
rything from high-end resorts
to unique cultural experiences
like desert safaris and historic
sites. Visitors are drawn to the
region’s rich blend of modern
luxury and authentic local ex-
periences. At the same time,

Middle East has become a global leader
in luxury and experiential tourism,
offering everything from high-end
resorts to unique cultural experiences

there is a big focus on sustain-
able tourism. The Middle East is
working hard to protect herit-
age sites, promote eco-friendly
travel options, and create a
balance between growth and
environmental  responsibility,”
he said.

“Enjoy your success, but please
make sure you innovate, im-
prove and develop the travel
industry. I'm sure everyone will
be watching you very carefully.
These awards are just not a re-
ward but a responsibility on you
all o grow this industry, and I'm

sure with all your efforts, the
Middle East will soon become
the world’s most prominent
Travel hub,” he added.

Addressing the audience, Adnan
Kazim, Deputy President and
Chief Commercial Officer, Emir-
ates Airline, said, “It's a pleasure
to join you tonight. After 32 years
in this industry, I'm inspired by
the incredible growth here, espe-
cially in aviation and hospitality.
Dubai has set a global example,
from handling over 90 million
passengers annually to offering
nearly 250,000 hotel rooms,

e e
Adnan Kazim, Deputy President and Chief Commercial Officer Emirates Airline, Chief
Guest at the Arabian Travel Awards

enabling it to host major events.
Surrounding cities—Abu Dhabi,
Doha, Bahrain, and Kuwait—are

also thriving, embracing Dubai's
visionary model.”

Contd. on page 5 >
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20" Year and counting

Al: an ally more than a technological aid

The continual advancements in technology and Artificial Intelllgence (Al) are not just reshaping, but fundamentally transforming the
hospitality industry. It was a hot topic for the industry at this year’s HSMAI Middle East & Africa Commercial Strategy Conference. Four
industry leaders agree that Al is rapidly evolving from just a tool to a powerful work partner.

Michael J. Goldrich
Founder & Chief Advisor
Vivander Advisors LLC

Al'is a force muttiplier. In revenue management, Al analy-
ses real-time market trends, enabling dynamic pricing and de-
mand forecasting. For marketing, it personalises guest com-
munications and optimises campaigns based on granular data
insights. Leading brands will leverage Al to anticipate guest
needs and personalise at scale, while still delivering warmth
and authenticity through frontline staff. Ultimately, successful
hotels will make the human-Al collaboration invisible. Al wil
likely redefine roles such as data entry, basic customer ser-
vice, and routine reporting in hospitality.

Applied in revenue management solutions specifically, Al
and automation play a critical role in processing forecasting-
related data to detect shifts in demand and quickly responding
with recommended pricing and inventory management deci-
sions. A strong brand identity is key. If using Al-enabled tools
like an online chatbot or a voice-activated virtual assistant
to interact with guests, ensure that they reflect your brand’s
personality and tone of voice. This consistency across all
touchpoints, from online to in-person, creates a more seam-
less and memorable guest experience.

Michael McCartan
Area Vice President EMEA
IDeaS

CS Ramachandran
CRME, VP Hotel Revenue Optimiza-
tion, Preferred Hotels & Resorts

In sales, Al's predictive analytics and automation lead to
better performance and higher deal closures. Overall, Al re-
duces workload and stress, contributing to higher job satisfac-
tion and employee retention. HI (Human Interaction) will trump
Al (Artificial Intelligence) in the fast-evolving landscape of Al
especially in hospitality. Hotels must differentiate by blending
automation alongside personalised guest experiences. Some
steps in this direction include creating a unique brand identity,
ensuring exceptional human interaction, while utilising innova-
tive technology to enhance services.

The real question is that how we are using Al in preparation
for the future. This is what | call the ‘Al opportunity radar’ which
has four quadrants: the internal and external realms of Al appli-
cation as well as the differentiation between today and tomor-
row. Many organisations focus on just the internal applications
of Al for today, without planting the seeds for tomorrow’s work.
In fact, that is just 25 per cent of the opportunity that exists. We
need to move from a focus on Al as a tool to Al as a partner
to transform an organisation’s core offering, to revolutionise
the industry, or even establish a new one.

John Sanei

Global Futurist, 5 bestselling author and

2x award-winning podcast co-host

For gu
Cebu Pacif
+971 43 545 777

or Al Rais Travel ot

Www.Irautalkmiddieeast.com

FU@”&@ ______

Low fares for non-stop smiles!

DUBAI (04)

393 3333, 352 Q200, 393 4444, 3511, 330 601, 396 0288, 508 6777

SHARJAH (068) FUJAIRAH (0%9) gsazalrals.com

572 4421 223 M2 www.alrals.com

GSA (Dubal & Northorn Emirates)

7 cebu pacific

Let's fly everyone

i J3lgullg OLke e L) gu sl GUL_Sg

AL RAIS TRAVEL & SHIPPING AGENCIES LLc.

DECEMBER 2020 ZEITIMH 3



Middle East's Leading Travel Trade Monthly

RAK, Fujairah to drive UAE tourism in 2023

The UAE has long been a premier global destination known for its luxury, culture, and innovative attractions. With 2025 on the horizon,
the UAE is ready to adapt to new tourism trends, ensuring it remains a top choice for visitors. One of the significant transformations in the
tourism landscape is a growing interest in quieter, more authentic experiences, diverging from the traditional ‘bucket list’ destinations.

ndustry reports from key

players like Booking.com

indicate that travellers are
increasingly favouring lesser-
known,  quieter locations
over the traditionally popular,
crowded spots. As global tour-
ist hubs become oversaturated,
many vacationers are seeking
destinations that offer serenity,
peace, and a chance to unwind
away from the typical hustle
and bustle. This trend is likely
to influence how tourists view
the UAE, encouraging them to
explore beyond Dubai and Abu
Dhabi’s famous landmarks to
lesser-visited emirates like Ras
Al Khaimah (RAK), Umm Al
Quwain, and Fujairah. These
areas offer unique natural land-
scapes, historical attractions,
and an opportunity to escape
city crowds.

Today's travellers are no longer
satisfied with the standard
travel itingraries. Instead, there
is a growing desire to discover

hidden gems that have not yet
been popularised by mass tour-
ism. This shift is rooted in the
desire to experience something
new, fresh, and off the beaten
path. Many tourists now prefer
to explore destinations that re-
main undiscovered and, there-
fore, more authentic. In the
UAE, this could translate into a
rise in interest in destinations
like Al Ain’s desert landscapes,
Sharjah’s rich cultural heritage,
or Khor Fakkan’s coastal seren-
ity. These lesser-known spots
provide travellers with an op-
portunity to explore a side of the

c Il
Many tourists now prefer to explore destinations that remain undiscovered

UAE rich in culture and blessed
with natural beauty, while be-
ing away from the bustling
urban districts.

Sports and music tourism are
also emerging as a significant
trend poised to drive growth
in the tourism sector. These
niche markets cater to enthusi-
asts who travel for large-scale
gvents, boosting the local
economy and attracting diverse
audiences. Sports tourism has
seen a sharp rise, with world-
class events, such as the Dubai
World Cup, Abu Dhabi Grand

Prix, and high-profile tourna-
ments gaining international at-
tention. The UAE's investment
in state-of-the-art stadiums and
sports facilities has further en-
hanced its reputation as a lead-
ing sports hub. Interestingly,
this investment is also increas-
ing the popularity of the UAE
as a sports-tour destination at
the grassroots level. Amateur
and youth sports groups are
increasingly opting to visit the
UAE to develop and nurture the

and participants from around
the world.

Similarty, music tourism is gain-
ing traction as the UAE contin-
ues to host top-tier concerts
and music festivals.

As we look toward 2025, the
UAE's tourism landscape is
transforming.  Travellers are
moving away from crowded,
well-trodden destinations and
are instead seeking quieter,

Many tourists, with desire to experience
something new, now prefer to explore
destinations that remain undiscovered
and, therefore, more authentic

next generation of sporting tal-
ent. The country’s ideal climate
and infrastructure make it a
preferred destination for hosting
sporting events, drawing in fans

more unique, and authentic ex-
periences. The UAE, with its di-
verse landscapes, rich cultural
heritage, and commitment to
innovation, is well-positioned to

embrace these trends. By offer-
ing travellers new experiences
and undiscovered gems, the
country will continue to attract
a new generation of tourists
seeking more meaningful jour-
neys. This evolution in tourism
preferences will not only benefit
visitors but also contribute to
the sustainable growth of the
UAE’s tourism sector, ensuring
it remains a global leader in the
years to come.

Dr Ross Curran

Associate Professor, Edinburgh Business
School at Heriot-Watt University Dubai
(The views expressed

are solely of the author.)

2024: year of growth & opportunities

This year has felt like a whirlwind, passing by in what seems like the blink of an eye. Yet, it’s been a period of remarkable growth and
opportunity, especially with new markets emerging globally. The Middle East, in particular, has experienced a boom, setting an inspiring
example for other regions with its proactive and dynamic culture. ZIHEC connects with industry leaders to know their views.

Paul Griffiths
CEO
Dubai Aiports

This year has
highlighted the very best
of DXB, showcasing its
continued growth, resil-
ience, and commitment
to service excellence,
qualities that have be-
come synonymous with
the airport. At the heart
of this success is our
people, whose dedication
and collaboration have
driven our record-break-
ing numbers.

q:mu_ DECEMBER 2024
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John Bevan
CEO
ahata Travel Group

At the dnata Travel
Group, 2024 has been a
time of extensive product
development and innova-
tion across our muftiple
businesses, as we strive
to go beyond traveller
expectations. Some
highlights include for
leisure travel business,
dnata Travel. We opened
stores and enhanced
the customer journey on
dnataTravel.com.

L .

I§!

Mohamed Jassim Al-Rais
Executive Director
Al-Rais Travel and Shipping Agencies

This year has been
remarkable, with the
travel industry nearing a
full rebound in seat ca-
pacity. Many airlines have
returned to pre-COVID
operations, and the
industry is witnessing a
strong recovery. It’s been
an excellent year so far,
and | expect this positive
momentum to continue.
In 2025, | see sustained
growth in demand.

Spencer Wadama
General Manager
SLS Dubai

It has been a
rewarding year full of
growth and achieve-
ment. While we faced
seasonal challenges,
we turned them into
opportunities, enhancing
both our guest offerings
and operations. The
highlights of this year
are the second edition
of Taste of SLS and
achieving the Green
Key Certification.

|
Arijit Paul

Director - Sales and Marketing,
Movenpick Grand Al Bustan

2024 has been an
interesting year for us
because we came on
board at end of 2023. So,
2024 was a big projec-
tion. We have done a lot
basically, starting with
the weddings. Weddings
have been an amazing
thing for our property. We
have also been promot-
ing among the expats for
smaller weddings in our
0pen air venue.

s Al ]

John Raffoul
General Manager
Cheval Maison the Paim

2024 has beena
successtul year for us
and there are a lot of
things to celebrate, start-
ing from achieving our
results and keep driving
our performance until
year-end 2024. We have
also been gaining online
reputation. We have been
number one year to date
on our platforms in terms
of quest reviews.

Inputs by: Dr Shehara Rizly
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ATA recognises industry leaders

P> Contd. from page 1

Sharing tourism numbers from
the region, Kazim added, “In
2023, tourism  contributed
AED137 billion to Dubai's econ-

(Left to right) SanJeet, Mentor, Arabian Travel Awards; H.E. Tengku Dato’ Sirajuzzaman Tengku Mohamed Arif, Ambassadr of Malaysia to the

possible. Your efforts shape not
only today but the future of this
region. Thank you for being part
of this journey, and | wish you all
continued success.”

and Madinat Jumeirah Confer-
ence & Events, was honoured
as the DDP Gourmet Tour-
ism Ambassador and Khaled
Shaker, Director of Investment

UAE; Adnan Kazim, Deputy President and Chief Commercial Officer, Emirates & Sumeera Bah, Director, DDP Group

omy, created 631,000 jobs, with
185,000 more expected by 2030.
This growth owes much to strong
leadership, particularly His High-
ness Sheikh Mohammed bin
Rashid Al Maktoum, who et
high standards across sectors.
QOur region is now a benchmark
for quality, thanks to the dedica-
tion of people like you. Tonight,
I'm honoured to recognise those
whose hard work has made this

Anil  Chandirani, Founder,
Chairman and CEOQ, Satguru
Group of Companies, entered
the Gallery of Legends whilst
Jyoti Panchmatia, General
Manager, Travco Guif Region,
was recognised as the DDP Ga-
mechanger. Mamoun Hmidan,
Chief Business Officer, Wego
got the title of DDP Trailblazer.
Andy Cuthbert, General Man-
ager, Jumeirah Creekside Hotel

and Strategic Projects at Dubai
Developments, emerged as the
DDP Face of the Future.

As the Arabian Travel Awards
celebrated its 7 year, this gath-
ering reaffirmed the Middle
East’s position as a world-class
tourism  destination, ~ setting
an inspiring path forward for
sustainable growth and contin-
ued excellence.. &

20" Year and counting

Qatar sees 4 mn visitors this year

Qatar Tourism has kept its momentum of attracting different markets
to their destination. Four million people visited the destination till end
of October this year, which is 26% increase from the previous year.

1" Dr Shehara Rizy

atar Tourism announced
chat the number of inter-

national visitors to the
destination by the end of Octo-
ber 2024 reached a new high of
4 million, representing a 26 per
cent increase compared to the
same period in 2023. This is an
indication that the number will be
even higher by the end of 2024,
especially with the kick-off of the
winter season and the array of
activities that has been planned
for this period.

GCC nationals make up 41.8
per cent of the visitors, with the
remaining 58.2 per cent from
international markets. The top

[P —

10 visitor markets include King-
dom of Saudi Arabia, Republic
of India, United Kingdom, King-
dom of Bahrain, United States
of America, State of Kuwai,

Citizens from Gulf Cooperation Council
countries make up 41.8% of the
visitors (to Qatar), with the remaining
58.2% from international markets

Sultanate of Oman, Federal Re-
public of Germany, United Arab
Emirates, and People’s Repub-
lic of China.

To date, 56.2 per cent of visitors
arrived by air, 37.84 per cent by
land, and the remaining 5.96 per
cent by sea. Additionally, Qatar’s
hospitality sector has grown sig-
nificantly, surpassing 40,053 ho-
tel keys (as of September 2024)
as part of Qatar’s enhanced tour-
isminfrastructure. 2
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212K GGG residents visit UK in H1 2024

Arecord 512,000 people visited the United Kingdom from the Gulf Cooperation Gouncil (GCC) region from January to June this year, which
was up 25 per cent compared to the same period last year, according to latest official statlstlcs. Visitors from the GCC region also spent a
record £1 billion on their trips in the UK in the first half of 2024, up 6 per cent during the same period in 2023.

o
| TT Bureau

§ Britain’s national tourism
Aagency VisitBritain gears
up to host top travel buy-
ers from across the Gulf Co-op-

eration Council (GCC) countries
on its ‘Destination Britain Middle

East and Asia’ trade mission, lat-
est official statistics show travel-
lers from the GCC region are vis-

Big Ben houses, London

iting the UK in record numbers,
and spending more on their trips.

Latest official statistics, for the
first six months of 2024, show
there were a record 512,000
visits from the GCC to the UK, up
25 per cent on January-to-June
last year. Visitors from the GCC
region also spent a record £1
billion on their trips in the UK in

the first half of 2024, up 6 per
cent on 2023.

To harness this growth and
compete for visitors, VisitBritain
hosted 20 buyers from the GCC
at its ‘Destination Britain Middle
East and Asia’ trade mission in
Bengaluru, India, recently. The
three-day event saw dozens of
UK tourism industry suppliers

Tower Bridge, London

meet with more than 70 top buy-
ers from China, the GCC, Japan,
India and South Korea, to drive
business to Britain.

Speaking ahead of the trade
event, Carol Maddison, Deputy
Director - Middle East and Asia,
VisitBritain, said: “With the grow-

ing airline connectivity through
regional gateways alongside the
Electronic Travel Authorisation
(ETA) scheme, travel to the UK is
now easier and more accessible
for GCC nationals. Working with
our trade partners, including at
our Destination Britain Middle
East and Asia trade event, we are

harnessing the strong growth we
are seeing, showcasing Britain’s
[atest tourism products and ex-
periences to drive bookings. We
want visitors to explore outside
of London through our regional
gateways, staying longer and
discovering exciting destinations
across our nations and regions,
spreading  visitor  spending
across more of Britain.”

The Bengaluru trade mission
comes as VisitBritain gets
set to roll out its international
‘Starring GREAT Britain’ cam-
paign. Launching early 2025,
the campaign will use the
powerful draw of film and TV
locations and places seen-
on-screen to inspire GCC
visitors to discover more of
Britain. Latest forecasts from
VisitBritain estimate 1.3 mil-
lion visits from the GCC to
the UK in 2024 with those visi-
tors spending £3.1 billion on
their trips. 2

Middle East travellers pivotal for Asia

ITB Asia concluded successfully, witnessing a large number of exhibitors and buyers from the Middle East region. Oman and Jordan
tourism boards enjoyed a good number of visitors from the Asia region. Exhibitors from around the globe praised the event for its ability to
bring together the travel industry’s key players under one roof. It is poised to expand its highly popular Travel Tech Asia cluster next year.

‘1" Dr Shenara Rizly

rector, Messe Berlin Asia

Joyce Wang, Executive Di-
Pacific, in a special conver-

sation with I, shared that

this edition of ITB Asia has been
one of the most successful ones,

which attracted a record number
of exhibitors and buyers, not just

from Asia but across the Middle
East region as well. “For ITB Asia,
it's the 17 show where we saw
an immense growth not only in
the Asia sector but also interna-
tionally in Europe and the Middle
East as well. | would particularly
like to mention about the buyers’
programme; we brought down
over 1,000 high quality buyers to
Asia. Asian outbound has always
been a pillar of [TB Asia, that is
why we have been successful
over the past couple of years. Re-
venge travel is big now, everyone
is looking at not just short haul,

but the trend now you see is they

are going for further destinations,

those destinations which offer
more cultural heritage, even for

ﬁ IR DECEMBER 2020

Joyce Wang
Executive Director
Messe Berlin Asia Pacific

FITs and adventure travel. This
has become a big topic for us
now as well,” she said.

On the key takeaways from this
year's show, Wang said, “The

two main focus areas this year
would be the digital transfor-
mation and sustainability.” She
reiterated the necessity of not
just simply gathering data at ex-
hibitions of this nature but also
ensuring that the focus is more
data driven, which could help
the visitors to the event further in
discovering topics and areas that
interest them most, and as an or-
ganiser of the event they are able
to cater to the needs and require-
ments of the 13,000 plus visitors
who explore the exhibition.

ITB Asia is poised to expand
its highly popular Travel Tech
Asia cluster next year, provid-
ing deeper insights into cutting-
edge hotel technology. The

Asian outbound (travel business) has
always been a pillar of ITB Asia, that is
why we have been successful over the
past couple of years at the event

dedicated platform will show-
case the latest advancements
in reservation systems, equip-
ment, Al tools, CRM platforms,
design, and  sustainability
initiatives — set to redefine the
future of accommodation and
guest experiences.

Exhibitors from around the globe
praised ITB Asia for its ability to
bring together the travel indus-
try's key players under one roof.

Ingunn Sakshaug, Market and
Travel Trade Specialist at Visit
Norway, expressed her enthusi-
asm: “ITB Asia provides us with
a unique opportunity to connect
with travel organisers from mul-
tiple countries in one place, and
this year’s event exceeded our
expectations.” Expressing simi-
lar sentiments, Thorleifur Thor
Jonsson, Senior Manager, Trade
Delegations, at Visit Iceland,
said: “ITB Asia is an invaluable

platform for Iceland to engage
with the Southeast Asian mar-
ket. The highly efficient meeting
system ensures we maximise
results.” Xiaolong Wu, Market-
ing Manager — APAC and MENA
Market, at the Malta Tourism

Authority, added: “ITB Asia is
one of the best platforms for
connecting  with ~ Asia-Pacific
travel trade partners. We look
forward to deepening these rela-
tionships further.”

Www.Irautalkmiddieeast.com
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Satguru honours key partners

Satguru Group organised a memorable evening of appreciation to honour and celebrate their valued partners. The event, designed to
express gratitude for the unwavering support and collaboration over the past year, provided an elegant setting for fostering connections and
reflecting on shared achievements. More than 500 valued partners of the company attended the event.
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OTM sees 300 exhihitors from 60 nations

Qatar Travel Mart 2024 brought together over 300 exhibitors from 60 countries, offering an unparalleled platform for industry professionals
to network, collaborate, and explore the latest trends in travel and tourism. The focus was on fostering partnerships, sharing knowledge,
and exploring emerging trends, such as sustainable tourism and experiential travel.

s
1" TT Bureau

g third edition of Qatar
-Fravel Mart  concluded

successfully at the Doha
Exhibition and Convention Center
(DECC) recently with a higger
exhibition area than the previous
year. There were many tourism
boards from Eastern Europe,
which is the emerging market
for Qatar. The main travel agents
in Qatar shared a wide space
together providing the visitors an

opportunity to connect and net-
work with them. Asian tourism
boards, including Korea Tourism,
had brought in many partners
with them this year.

A premier travel and tourism
exhibition of the region, Qatar
Travel Mart 2024 (QTM 2024)
aligns with Qatar’s National Vi-
sion 2030, which prioritises
economic ~ diversification and
sustainable development. Tour-
ism is central to this vision, and

Qatar is already seeing results,
with 2.956 million visitors in

the first seven months of 2024,
representing a 26.2 per cent
growth compared to last year.
Rawad Sleem, Co-founder and
General Manager, NeXTfairs, the
organisers of QTM, stated: “We
are thrilled to open QTM 2024,
which represents a milestone
in Qatar’s journey to become a
global tourism hub. This year's
expanded event, covering 15,000
square metres, reflects the rapid
growth of Qatar’s tourism sector
and its increasing importance on
the world stage. QTM 2024 is not
just an exhibition; it's a catalyst
for innovation, partnerships, and

A premier exhibition, QTM 2024 aligns
with Qatar’s National Vision 2030, which
prioritises economic diversification and
sustainable development

sustainable growth in the travel
industry, aligning perfectly with
Qatar’s National Vision 2030.
This is clear to see with the sup-
port of His Excellency Sheikh
Mohammed bin Abdulrahman
hin Jassim Al Thani, Prime Min-
ister and Minister of Foreign Af-

fairs and the presence of His Ex-
cellency Sheikh Faisal Bin Thani
Al Thani, Minister of Commerce
and Industry in Qatar (MoCl),
and His Excellency Saad bin Ali
Al Kharii, as Chairman of Qatar
Tourism, as well as other distin-
quished quests.” 2

Qatar to get 430k cruisers in 6 months

Qatar is expected to welcome more than 430,000 cruise travellers from November 2024 to April 2025. During the season, renowned cruise
ships, such as Minechef 4, MSC Eurebia, Aida Prima, Costa Esmeralda, Norwegian Sky and Celestial Journey, will dock at Doha Port,
reinforcing Qatar’s growing position as a leading global cruise tourism destination.

™
1 TT Bureau

atar Tourism has launched
chuise season 2024-25

with the arrival of its lux-
ury cruise ship, Resorts World
One. The luxury cruise ship is
expected to become the largest
in the history of the industry,
with 95 cruises, including 33
partial turnovers, 11 depar-
ture and return flights, and four
flights arriving in Qatar for the
first time. Resorts World One
has launched its first voyage to
Qatar and is scheduled to make
23 scheduled visits, carrying
72,000 visitors.

Qatar is expected to welcome
more than 430,000 visitors
from November 2024 to April
2025. During the season, re-
nowned cruise ships, such
as Minechef 4, MSC Eurebia,
Aida Prima, Costa Esmeralda,
Norwegian Sky and Celestial
Journey, will dock at Doha Port,
reinforcing Qatar’s growing po-

HIMIL DECEMBER 2020

sition as a leading global cruise
tourism destination.

Building on the success of
the previous cruise season
(2023-24), during which Qatar
welcomed 73 cruise ships and
more than 347,000 visitors,
the new season is expected to
continue the pace of growth
witnessed by the cruise sector,
with a new record performance

expected. During the previous
season, Doha Port welcomed
world-renowned vessels, such
as MSC Vertusa, Seaborne
Encore, Aida Prima, Artania,
Minechef 2, Azamara Gerney,
MS Riviera, MS Hamburg and
Norway Down.

His Excellency Saad bin Ali
Al Kharji, President, Qatar
Tourism,  said:  “Stimulating

the growth of Qatar's cruise
sector is a key component of
our National Tourism Strategy
2030, and the 2024-25 cruise
season is expected to see a 30
per cent increase in the total
number of vessels, as well as a
24.5 per cent increase in the to-
tal number of visitors compared
to the previous season, reflect-
ing the growing demand for
cruises in the region. With new

partnerships and the increasing
number of international cruise
ships visiting our shores, Qatar
continues to strengthen its posi-
tion as a leading destination for
cruise passengers from around
the world.”

His Excellency Captain Abdul-
la Mohammed Al Khanji, Chief
Executive Officer, Mwani Qatar,
said: “Following last season’s
record level of visitors, we look

an unforgettable experience
for visitors to 95 scheduled
cruises during the new sea-
son 2024-25. The significant
growth in the number of visi-
tors and cruises confirms the
growing interest of cruise op-
erators in docking at Doha Port
and reflects Qatar’s position
as a major cruise destination
in the region. We are proud to
work alongside Qatar Tourism
and stakeholders to maximise

Resorts World One has launched its
first voyage to Qatar and is set to make
23 scheduled visits, carrying 72,000
visitors in the cruise season

forward to welcoming another
record number of visitors from
around the world and reinforc-
ing Qatar’s position as a lead-
ing cruise destination, as Doha
Port stands ready to ensure

the growth of Qatar’s cruise
tourism sector and strength-
en its global footprint in the
travel industry, in line
with the National Tourism
Strategy 2030.” 2

Www.Irautalkmiddieeast.com



SIDDHALEPA AYURVEDA
CELEBRATES 90 YEARS

Siddhalepa Ayurveda heals the world with its wide range of herbal products, Ayurveda hospital and
Ayurveda Health Resort. Experience the relaxation treatment and the medical treatment.

Wadduwa, Sri Lanka.
SIDDHALEPA AYURVEDA HEALTH RESORT FORYOUR

RELAXATIONS TREATMENTS =
SUPIRIV
Stress Releasing and Immunity Boosting. Weight Reducing. @ s
Detoxification. Natural Beauty Enhancement.

Rejuvenation or Anti-age.

Treatment offered not only for relaxation but also for body ilinesses such as orthopedic issues including arthritis, nerve-disorders
such as Parkinson and paralysis conditions, the abnormalities in the digestive system, hemorrhoids, depression and certain other
psychological disarders.

Siddhalepa Ayurveda is a leading Ayurveda treatment and Ayurveda (herbal) products company in 5r Lanka, having an Ayurveda history exceeding 200
years. The company maintains a full-scale Ayurveda hospital, a dedicated Ayurveda Health Resort and a city hotel with optional Ayurveda while
producing a wide range of Ayurveda products including medicines based on 100% natural ingredients, All the oils, tonics, creams, powders, and

decoctions are produced by Siddhalepa’s own manufacturing facilities under strict international standards conforming to 150 9001, 14000, HACCE GMP,

and EU Pharmacopeia Standards. All Siddhalepa products are approved by the Department of Ayurveda, Ministry of Health of Sri Lanka. The company
celebrates 90 years in 2024.

Siddhalepa Ayurveda Health Resort 861, Samanthara Road, Pothupitiya, Wadduwa, 5rf Lanka. & lelsure@siddhalepa.com @ wwwisiddhaleparesort.com
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Singapore Airlines acknowledges

Singapore Airlines celebrated its top-performing travel trade partners in the UAE at a gala event in Dubai recently. The event brought together
industry leaders, partners, and stakeholders to honour the best in the travel trade sector. The awards highlighted the airline’s commitment to
fostering strong relationships within the travel industry while acknowledging the pivotal role the partners play in driving growth and excellence.

l “ CLMET Decemeen 202 Www.Irautalkmiddleeast.con



20" Year and counting

Its partners at gala event in III Dllllal

nuail:ii‘hii'n_-m(zu) DUBAI- YAS-DUBAI(2N)  DUBAI-HHS-MCT-DUBAI(3N)

Starting From ' Starting From - Starting From

AED 643 | AED 799 AED 1143

Parpersonan doubl son on double sharing Par parson on dowbbe sh

Every Wednesday Every Friday Every Sunday

. INCLUSIONS: \
Gratuities and Port Charges are not included | Cabin Cost | Entertainment Charges | Full Board Meal Plon \\anL Us Now_/,-'
® +971 4 556 1010 @ support@toptraveltripcom © www.toptraveltripcom | B B0EBEGO

THIS IS APPUCABLE FOR OUR REGISTERED PARTMERS ONLY

Wwww.Irautalkmiddieeast.con DECEMBER 2024 :‘]EH:"




(Advertorial)

Middle East’s Leading Travel Trade Moninly

Immersive experiences @The Mandrake

The Mandrake is a luxury boutique hotel that combines design, art and immersive experiences. Centrally located off Oxford Street in
Fitzrovia, the property offers guests a unique atmosphere, characterised by its eclectic style. Middle East is a key market for the property
due to its distinctive, sophisticated features and special offerings to the discerning guests, says Martijn Mulder, MD, The Mandrake.

T TT Bureau

ell us about The Man-
Tdrake and its facilities.

Opened in 2017, the hotel
has gained attention for its bold
interior, lavish décor, and curated
ambiance, making it a destina-
tion for travellers who appreciate
immersive, experiential ~stays
that go beyond traditional luxury.
The hotel currently features 33
rooms, including four signature
suites and three junior suites
that embody The Mandrake’s
distinctive style and sophistica-
tion. Starting January 2025,
the property will have three new
three-bedroom ~ apartments,
designed for guests who seek
both privacy and an expansive,
home-like ~experience during
their stay.

How important is the Middle
East market for it?

The Middle Eastern market is a
key area of growth for The Man-
drake. Guests from the region
present a significant opportu-
nity, as they tend to bring higher
spending  power, extended
stays, and strong brand loyalty:

+ High Spending Power: Mid-
dle Eastern travellers, especially
those from Guif Cooperation
Council (GCC) countries, are
known for their high spending
on luxury accommodations,
fine dining, and high-end shop-
ping. This has made them a
valuable market for luxury and
premium hotels in London.
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Martijn Mulder
Managing Director
The Mandrake

< Extended Stays: Middle
Eastern visitors often  stay
longer than average visitors, es-
pecially during summer months
when the weather in the Mid-
die East is very hot. Extended
stays drive up average room
occupancy and revenue, mak-

facilities and services. This
leads to repeat visits, creating
a reliable and loyal customer
base for hotels.

What is the importance of
travel agents, how do you
work with them and what is
the amount of business you
receive from them?

Travel agents are a vital part
of our business, contributing
significantly to our success
by enhancing our marketing
reach, driving bookings and
managing key customer rela-
tionships. They play an espe-
cially crucial role in connecting
us with international travellers
who may not discover us on
their own.

Through our partnerships with
travel agents, we are able to

Guests from the Middle East present a
significant opportunity, as they tend to
bring higher spending power, extended
stays, and strong brand loyalty

ing this segment a priority for
hotels targeting higher Average
Daily Rates.

+ Loyalty and Repeat Vis-
its: London has long been a
favoured destination for the
Middle Eastern travellers due
to its rich shopping, cultural
attractions, and Arabic-friendly

boost occupancy rates and
drive higher revenue. We work
with agents individually through
preferred programmes, as well
as through major consortiums,
offering exclusive packages
and ensuring a tailored experi-
ence for their clients. Over the
past three years, working with
travel agents has been a stra-

tegic priority for us, helping to
expand brand exposure, build

w §

guest loyalty and increase our
Average Daily Rates.

What are The Mandrake’s
Unique Selling Propositions?
The Mandrake’s USPs include its
unique, art-driven environment,
prime location and boutique
luxury experience. Our curated
offerings of live music, spiritual
wellness, and an Artist in Resi-
dence programme distinguish us
from traditional luxury hotels.

How do you position yourself
in the market? Luxury or pri-
vate luxury?

We position ourselves as a
luxury boutique lifestyle ho-
tel that emphasises spiritual
wellbeing, art (our Artist in
Residence programme) and
music to create a transforma-
tive guest experience.

Are you millennial-friendly?
Yes, The Mandrake is millenni-
al-friendly, attracting a sophisti-

,u"‘" W

cated audience aged 21+ with
experiential offerings that reso-
nate with younger travellers.

What type of client reach-
es out to The Mandrake?
Leisure or business and
what demographic?

Our clientele is mostly high-end
leisure travellers, with some
corporate business and event
clientele, including corpora-
tions, event planners and pri-
vate clients.

Will you be offering a special
promotion to attract the Mid-
dle Eastern Market?

While we offer competitive rates,
we are open to targeted promo-
tions to increase our brand pres-
ence in the Middle East.

Important frade events that
you plan to attend next year?
LE Miami, ILTM NA, TFest, SET,
Connection New York, Connec-
tions LA, InVoyage. 2
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KSA 12" in glohal tourism receipts

According to the latest UN Tourism report, Kingdom of Saudi Arabia (KSA) advances 15 positions in international tourism receipts to rank

12 among top 50 countries. This reaffirms the Kingdom’s strong focus on the European and American markets —

in the first half of 2024,

the country welcomed 1.3 million visitors from Europe and Americas, a 37 per cent increase from the same period last year.

o
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ingdom of Saudi Arabia
K(KSA) ranked 12" in inter-

national tourism receipts
in 2023, making a significant
improvement from its 2019
ranking, according to the UN
World  Tourism  Organization.
Saudi Arabia led G20 countries
in growth on the UN Tourism
Barometer, achieving a 73 per
cent increase in international
tourist arrivals and a 207 per
cent rise in international tour-
ism receipts, based on the
latest data from the first seven
months of 2024 compared to
the same period in 2019.

These impressive gains reflect
the Kingdom's success as a
leading tourism destination.
The steady increase in inter-
national tourist arrivals further

His Excellency Ahmed Al-Khateeb
Minister of Tourism
KSA

Recently, at the World Travel
Market in London it was re-
vealed that the Saudi Tourism
Authority has concluded three
successful days, following a
year of unprecedented growth.
During the event, the destina-
tion further cemented its po-
sition as the fastest-growing
tourism destination in the G20

Saudi Arabia led G20 countries in
growth on the UN Tourism Barometer,
achieving a 73 per cent increase in
international tourist arrivals

underscores the trust visitors
place in Saudi Arabia’s rich
and diverse attractions.

Globally, international tourist
arrivals reached 96 per cent of
the pre-pandemic levels in the
first seven months of 2024,
totalling an estimated 790 mil-
lion tourists — an 11 per cent
increase over the same pe-
riod in 2023. The Middle East
maintained the lead as the
strongest-growing region, with
international arrivals rising 26
per cent over 2019 levels.

The Kingdom keeps strength-
ening its global partnerships.

Www.Irautalkmiddieeast.com

after jumping 15 places in the
UN Tourism destination ranking
for international receipts - the
largest upward movement in
the Top 50.

Led by His Excellency Ahmed
Al-Khateeb, the Minister of
Tourism, and joined by Fahd
Hamidaddin, CEO, Saudi Tour-
ism Authority (STA), the Saudi
Pavilion hosted 61 partners
across Saudi's tourism eco-
system, spanning its diverse
regions and offerings, includ-
ing destination managers, tour
operators, hotels, entertain-
ment companies, airlines, and
Cruise companies.

STA hamessed rising interest
from the global travel trade, sign-
ing strategic partnerships with
world-leading travel organisa-
tions. These partnerships are set
to boost Saudi’s tourism sector,
propelling it towards unprec-
edented sustainable growth and
further solidifying the Saudi’s
place as a leading global tourism
destination. More than 11 Saudi
tourism MoU signings were held
in the Saudi Pavilion, including
pivotal partnerships with Ex-
pedia, Trip Advisor, eDreams,
Wego, TBO and Dida Travel to
strengthen Saudi Arabia’s pres-
ence across major global mar-
kets and support it to become a
prime travel destination.

His Excellency Ahmed Al-
Khateeb also hosted a Saudi
Tourism Reception on the side-
lines of WTM at the Saatchi Gal-
lery, inviting partners from the
global travel and tourism sector
to collaborate on the Kingdom'’s
new super destination - the Saudi
Red Sea. The 1,800-km undis-
covered coastal marvel, home
to stunning coral reefs, pristine
turquoise waters, and one of the
richest biomarine diversities in
the world, is set to be a unique
and sustainable destination in the
Heart of Arabia. At the reception,
His Excellency also reinforced
the power of tourism as a force
for good, and invited guests to
experience the upcoming Winter
Season in Saudi Arabia - Where
Winter Lights Up.

Commenting on KSAs capti-
vating presence at this year's
WTM London, His Excellency
Ahmed Al-Khateeb, also the
Chairman of Saudi Tourism
Authority, said: “Aligned with
Vision 2030, the Saudi Pavilion
at WTM London 2024 high-
lighted the significant growth
and transformative progress
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Saudi Arabia leads
the Top 50 ranking

with the bargest upward mavemiend ﬂ =
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of Saudi’s tourism sector. This
year, we were thrilled to unveil
the Saudi Red Sea, an extraor-
dinary 1,800 km coastal marvel
that underscores our commit-
ment to sustainable develop-
ment, showcasing  Saudi’s
diverse, year-round, beauty and
fich heritage.”

Commenting on the London
event, Fahd Hamidaddin,
also a Board Member at the
Saudi Tourism Authority, said:
“Saudi's presence at WTM
London was our most suc-
cessful and energetic yet. The
unforgettable Saudi Pavilion
showcased the diverse range
of destinations and offerings
that are transforming the
Saudi tourism sector, includ-
ing our new super destination,
the Saudi Red Sea. Following
a record-breaking year in tour-
ism, Saudi’s air connectivity
has grown twice as much as
the rest of the world, with a 27
per cent increase from Europe
and the Americas since 2023.
Thousands of WTM visitors
experienced the warmth of
our Saudi hospitality, and we
strengthened our global stra-
tegic partnerships with the

k&

signing of 11 MoUs, elevating
the Heart of Arabia to even
greater heights.

On the final day, Alhasan
Aldabbagh, President - Asia
Pacific at STA, participated in a
panel discussion with industry
leaders on ‘Understanding the
power of Chinese travellers:
Trends to capitalise on and pit-
falls to avoid’.

Reflecting on the growing ap-
peal of Saudi Arabia to Chinese
travellers, he spoke about how
the Kingdom has focused on
the Chinese market within its
broader tourism strategy, in lin

The Saudi Pavilion was a must-
visit experience for the attend-
ees at WTM London, who were
offered a glimpse into Saudi's
Winter Season tourism of-
ferings and unique cultural
heritage. Visitors were able to
engage with a BETA version
of SARA, an Al-powered digi-
tal human that interacts with
users to create personalised
travel experiences.

The visitors at WTM London
were also able to explore the
Saudi Red Sea through virtual
jet ski rides and interactive
maps, enjoy performances
by traditional Saudi musicians
and dancers, and workshops
in crafts like flower crown
making — further immersing
themselves in the country’s
vibrant culture.  Renowned
MDLBEAST DJ Leen, a popu-
lar female DJ who fuses tradi-
tional Saudi sounds with con-
temporary music, performed
live while a mocktail experi-
ence offered guests a selec-
tion of refreshing beverages,
showcasing Saudi's blend of
modernity and tradition.

The event reaffirmed Saudi’s
strong focus on the European
and American markets — in the
first half of 2024, the country

Saudi Pavilion was a must-visit
experience for WTM attendees, who
were offered a glimpse into Saudi’s
Winter Season tourism offerings

with Saudi Vision 2030, which
aims to diversify the economy
and ftransform Saudi into a
global tourism hub.

During the panel discussion,
Aldabbagh underscored how
China is a core strategic mar-
ket, with Saudi aiming to attract
5 million Chinese tourists by
2030. He detailed how Saudi’s
enhanced technology infra-
structure is ensuring a seam-
less experience for Chingse
tourists from start to finish.
Aldabbagh also emphasised the
importance of cultural experi-
ences for Chinese tourists, not-
ing how the Kingdom’s abun-
dance of activities and events
are drawing more travellers
from China every year.

welcomed 1.3 million visitors
from Europe and Americas, a
37 per cent increase from the
same period last year.

Saudi Arabia’s air connectivity
is growing twice as much as
the rest of the world, with a 27
per cent increase from Europe
and the Americas since 2023
and 60 flights a week from the
UK to Saudi Arabia. This is
indicative of the rapid growth
of Saudi tourism sector, which
continues to make strides
towards its ambitious goals.
The country remains com-
mitted to collaborating with
valued partners to boost tour-
ism growth, while prioritising
technological innovation and
sustainability initiatives. 2
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Travel Garavan in the Middle East

The concept of “Travel Caravan in the Middle East’ was reimagined in Dubai recently, which drew inspiration from the ancient trade caravans
that once crisscrossed the Arabian deserts, connecting cultures and economies. Travel trade executives in the Middle East were able to
take advantage of the event by meeting up with many representatives from various tourism boards, hotels and airlines.
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Dubai expo centre to get ready in Q1 2026

AED10 billion Dubai Exhibition Gentre (DEC) Phase 1 expansion project is now underway, with 140,000 sq mt of exhibition space set for
completion by Q1 2026. The project is moving at a rapid pace with main contractor and key subcontractors already been appointed. The
DEC’s expansion represents a major milestone in DWTC’s growth strategy and supports Dubai’s vision as a global MICE destination.

'T TT Bureau

ubai World Trade Centre
D (DWTC), the global events

and exhibitions industry
leader and business enabler,
has initiated the Dubai Exhibition
Centre (DEC) Phase 1 expansion
project at Expo City Dubai, with
enabling works and piling con-
tracts now completed, and main
contract works underway.

The AED10 billion expansion
masterplan, approved by His
Highness Sheikh Mohammed
bin Rashid Al Maktoum, Vice
President and Prime Minister of
the UAE, and Ruler of Dubai, in
September this year, will trans-
form the centre into the region’s
largest indoor events venue
upon completion. The expanded
DEC will serve as the new home
for mega exhibitions, allowing
Dubai to double the number of
large-scale events hosted an-
nually from around 300 today

.

Mahir Julfar
Executive Vice President
Dubai World Trade Centre

new urban centre, encompass-
ing Expo City Dubai - the UAE’S
first 15-minute city — the overall
Dubai South community, and Al
Maktoum International Airport
(DWC), inling with the ambitious
goals of the Dubai 2040 Urban
Master Plan.

Phase 1 of the construction pro-
ject is unprecedented in scale,
beginning with foundation work

DEC expansion marks a transformative
era for Dubai’s MICE sector, solidifying
the city’s standing as a global
powerhouse for mega events

to over 600 by 2033, reinforcing
the emirates’ status as a leading
hub for international exhibitions
and business events.

The DEC masterplan supports
the establishment of Dubai's

Www.Irautalkmiddieeast.com

involving 515 piles to support
the structure, 14,000 tonnes of
structural steel - equivalent to
the weight of two Eiffel Towers
and 48,000 cubic metres of re-
inforced concrete. The expanded
exhibition centre will be covered

with 78,000 square metres of
roof sheeting, an area compa-
rable to 62 Olympic-size swim-
ming pools. The development
will also include a dedicated car
parking facilty and expanded
marshalling yards to enhance
gvent turnaround times. A team
of internationally renowned con-
sultants, including Mace and
Egis, have been appointed to
manage the first phase of Dubai
Exhibition  Centre  expansion,
Building on over four decades of
sustained economic value gen-

eration, the DEC expansion is set
to significantly boost DWTC’s
share of the multi-billion-dollar
MICE industry, aiming to triple
the sector’s economic contribu-
tion to AED54 billion annually by
2033. The first phase will intro-
duce 64,000 square metres of
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permanent exhibition halls, plus
around 30,000 square metres
of temporary halls, adding on
to the venue’s existing 46,000
Square metres. This expansion
will bring the total indoor events
hosting capacity to an expan-
sive 140,000 square metres by
2026, enabling a daily visitor
capacity of 50,000 people.

Mahir Julfar, Executive Vice
President at Dubai World Trade
Centre, said: “The Dubai Exhi-
bition Centre expansion marks

atransformative era for Dubai’s
MICE sector, solidifying our
city’s standing as a global
powerhouse for mega events.
The expanded venue will en-
able us to double the number
of events from 300 to 600 by
2033, setting new international

DEC Phase 1 completion will allow
Dubai to double the number of large-
scale events hosted annually from
around 300 today to over 600 by 2033

benchmarks for  exhibitions
and conferences. With this
state-of-the-art  facility, we
are building a next-generation
venue to meet the evolving
demands of the global events
industry, reinforcing Dubai’s

leadership as the destination
of choice for world-class mega
gvents and exhibitions.”

Amer Al Farsi, Acting Vice Pres-
ident of Real Estate Development
at Dubai World Trade Centre,
said: “The DEC expansion is a

-L

pivotal step towards the future
of Dubai’s flagship mega exhibi-
tions and events. The first phase
alone will increase our purpose-
built indoor event hosting capac-
ity to 140,000 square metres.
The venue is designed to elevate

both the exhibitor and visitor ex-
perience while embedding sus-
tainability into every aspect of its
design and operations. Beyond
its physical footprint, this devel-
opment serves as a catalyst to
redefine the global events indus-
try, with Dubai leading the way.”

The expanded DEC will feature
enhanced flexibility for diverse
event  configurations, ranging
from exceptional connectivity
and accessibility to state-of-the-
art digital infrastructure. DWTC’s
commitment to sustainability is
evidenced by its LEED certifica-
tion from the US Green Building
Council, incorporating numer-
ous environmentally conscious
design elements. The expanded
facility will optimise operational
efficiency while minimising en-
vironmental impact, setting new
standards for sustainable exhibi-
tion venues.

Construction work continues to
progress in parallel to ongoing
events at the existing DEC facil-
ity, ensuring Dubai’s MICE sector
maintains its momentum through-
out the development period. =
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Sharjah’s tourism offerings draw glohal

The Sharjah Commerce and Tourism Development Authority (SCTDA) showcased the emirate’s vibrant tourism offerings at the annual
World Travel Market London 2024 (WTM 2024), accompanied by a delegatlon of 20 public and private sector entities. The event served as
a key platform for Sharjah to highlight its diverse attractions and cultural heritage to a global audience, with a focus on European market.
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GGC’s travel hounty for Germany

With GCC visitors contributing €2.6 billion to Germany’s economy in 2023, the Central European country has reaffirmed the strategic
importance of the GCC countries as one of its leading tourism markets following a high-profile media and trade event co-hosted by the
German National Tourist Office (GNTO) and visitBerlin. The event showcased exciting developments in Germany’s travel sector.

o
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n 2023, Gulf Cooperation

Council (GCC) travellers con-

tributed €2.6 bilion to Ger-
many’s economy, marking a
24 per cent increase over the
previous year—a testament to
Germany’s appeal and deepen-
ing ties with the region.

Germany has recently expanded
it direct flight options from the
GCC region to accommodate
the growing number of tourists,
reinforcing its commitment to

Eurowings, prominent low-cost
carrier of the country, launched
flights from Berlin to Dubai and
Jeddah, alongside new routes
from Cologne-Bonn airport and
Stuttgart. This enhanced con-
nectivity aims to streamline the
travel experience for visitors
from the Guff, fostering seam-
less access to Germany’s di-
verse regions, historic sites, and
cuftural landmarks.

Burkhard Kieker, CEO, Vis-
itBerlin, said: “Berlin is more
accessible than ever for GCC

Germany has recently expanded its
direct flight options from the GCC
region to accommodate the growing
number of tourists from the region

accessible and convenient travel
for GCC visitors. German airline
Condor introduced direct flights
hetween Berlin and Dubai, while

travellers, thanks to enhanced
flight connectivity to the region.
These connections allow visitors
from the GCC to explore Berlin's

Representatives from the Gean National Tourist Office, visitBerlin, Eurowings, and Condlor at the event.

rich cultural heritage, diverse
neighbourhoods, and renowned
medical facilities. Our goal is
to offer seamless, enriching
travel experiences tailored to
the unique preferences of GCC
tourists, strengthening our bond
with the region.” In 2025, Berlin
will celebrate key anniversaries,
including the 200th anniversary
of its renowned Museum Island
and the reopening of historic
sites, including Peacock Island’s
Lustschloss. With its blend of
modern attractions and herit-
age sites, Berlin offers Muslim-

3 f |

friendly amenities, halal dining,
and premier healthcare facilities,
making it a popular destination
for GCC tourists seeking a mix of
leisure and wellness.

Yamina Sofo, Director - Sales
and Marketing, GNTO, said: “Our
approach to tourism is deeply
rooted in offering diverse, im-
mersive experiences tailored to
the unique preferences of GCC
travellers. Through our targeted
campaigns, such as ‘Simply
Feel Good, ‘CultureLand Ger-
many’, and ‘Tourism for AIl', we

aim to highlight the breadth of
Germany’s cultural and natural
beauty. Each initiative reflects
our commitment to inclusivity
and accessibility—whether by
promoting eco-friendly destina-
tions, celebrating Germany's rich
historical landmarks, or ensuring
every traveller can fully engage
with our offerings. We invite GCC
visitors to explore Germany's
dynamic blend of moden at-
tractions and timeless heritage,
crafted with their needs in mind
for a truly enriching journey.”
Berlin's vibrant culture, featur-

ing a range of family-friendly
activities, Michelin-starred res-
taurants, and historical sites,
continues to attract GCC visitors.
Known for its cosmopolitan and
welcoming spirit, Berlin is home
to a thriving Muslim community.
The city has about 80 mosques
and prayer rooms, concentrated
in the Kreuzberg, Wedding, and
Neukélin neighbourhoods. Iconic
sites like the Omar lbn al-Khattab
Mosque and the Sehitlik Mosque,
adjoining Germany’s first Islamic
cemetery, highlight Berlin's re-
spect for diverse faiths.

Amadeus Gulf hosts NDG workshops

Amadeus Gulf recently hosted a series of exclusive NDC workshops, engaging travel professionals in the latest advancements reshaping
airline distribution. Held in Abu Dhabi and Dubai, the workshops provided a comprehensive platform for attendees to interact with NDC-
enabled airlines, explore emerging strategies, and gain first-hand insights into how NDC technology can transform their business.

]ﬂ:JﬂIL DECEMBER 2026

Www.Irautalkmiddieeast.com



20" Year and counting

Resorts World One debuts in Dubai

Resorts World Cruises, the World-Class Cruise Line that Knows the Gulf Best, had arrived in Dubai with the Resorts World One commencing
her first sailing from 1 November 2024 onwards. The 1800-passenger cruise ship departs from the Port Rashid Cruise Terminal 2 in Dubai
three times a week to the Gulf destinations. Guests can look forward to special benefits with the inaugural sailing.

'T' TT Bureau

special celebratory event
Awas held on the ship with

close to 600 invitees to
commemorate the milestone
event. Michael Goh, President,
Resorts World Cruises, along
with other senior management
officials, welcomed onboard
regional  dignitaries, authori-
ties, members of the press and
key influencers. The port-stay
event included a series of spe-
cial  memento presentations
with invitees having the chance
to experience the onboard live
performances, the wide array of
cuisines and a guided tour of the
ship’s accommodations, facili-
ties and offerings.

As part of the inaugural sailing
celebration, guests can look
forward to special added-value
promotions. This includes re-
ceiving complimentary F&B On-
board Credits valued at AED700
or US$190 per cabin for sailings
in November for the 3-Night

Oman Cruise and the 2-Night
Qatar Cruise. During the deploy-
ment, the Resorts World One will
provide new vacation options
from Dubai for the weekend with
the 2-Night Sir Bani Yas Week-
end Cruise departing Fridays.
Guests can also look forward to
the 2-Night Doha (Qatar) Cruise
departing Wednesdays and the
3-Night Muscat-Khasab (Oman)
Cruise departing Sundays. For
longer cruises, guests may com-
bing the itineraries to become a
4,5 and 7-Night cruise.

(Left to right): Naresh Rawal, SVP-Sales, RWC; Michael Goh, President, Rl

Lead, Dubai Department of Economy and Tourism & Colin Au, CEO & Executive Director, RWC

We are looking forward to bringing
unique experiences to the Gulf region and
we are excited to launch our first cruise

- Michael Goh

Goh said: “We would like to
extend our sincere thanks to the
local and regional governments,
authorities,  travel  business
partners, media and our guests

for the support. We are look-
ing forward to bringing unique
experiences to the Guif region
and we are excited to launch our
first cruise with a special on-

board Diwali celebration for the
entire week.”

Saud Hareb Almheiri, Cruise
Tourism & Yachting Lead at the
Dubai Department of Economy
and Tourism (DET), said: “Dubai
extends its warmest congratula-
tions to Resorts World Cruises
on the successful launch of its
new services, which it is proud
to be the homeport for. This
significant development under-
scores Dubai's ongoing growth

WC; Hamza Mustafa, COO, DPWorld; Tan Sri Lim

as a premier cruise destination,
attracting  world-class opera-
tors, and providing exceptional
experiences for global travellers
seeking to explore the region, as
envisioned by our leadership,
and in ling with the goals of the
Dubai Economic Agenda, D33,
to further consolidate Dubai’s
position as a leading global
city for business and leisure.
As we embark on an exciting
new season, we would like to
extend our gratitude to our part-

Kok Thay, Chairman, RWC; Saud Hareb Almheiri, Cruise Tourism & Yachting

.

ners and stakeholders, whose
unwavering support has made
this possible. Together, we look
forward to further reinforcing
Dubai’s position as the cruise
hub of the region.”

The Resorts World One is cer-
tified by the highly reputable
Organisation of Islamic Coop-
gration and The Standards and
Metrology Institute with the ship
offering certified Halal cuisines,
including vegetarian cuisine.

RoyalJet spreads wings to Asia

Abu Dhabi-based premium private jet operator positions its Bombardier Global 5000 A6-RJD aircraft for private charter out of Kuala Lumpur,
Malaysia. Aiming at both business and leisure travel with its combination of luxuriously classic interiors and cutting-edge technology, the
spacious and versatile aircraft seek both individuals or corporate entities who demand exceptional levels of safety, comfort, privacy, and

™
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oyalJet has taken a sig-
Rniﬁcant step forward in

expanding its presence
and reach across the Asian mar-
ket by operating its Bombardier
Global 5000 A6-RJD aircraft
from Kuala Lumpur in Malaysia.
This move is in response to the
increasing demand for private
charters in Asia-Pacific coun-
tries following the strong re-

Www.Iravlalkmiddieeast.com

This move is in response to the
increasing demand for private charters
in Asia-Pacific countries following the
strong rebound of its economies after

bound of its economigs after the
pandemic and increased foreign
investments in the region. Indus-
try reports have indicated that an
increasing number of high-net-

worth individuals (HNWIs) and
ultra-high-net-worth  individu-
als (UHNWIs) in the area have
spurred the appetite for comfort,
privacy, and time efficiency that
business jets offer.

This trend makes RoyalJet's
Bombardier Global 5000 A6-
RJID the perfect aircraft to not
only meet such demands but
also go beyond expectations,
offering  unparalleled  service
and comfort. With classically
designed interiors, developed
and crafted utiising premium
material, such as high-end leath-
ers and beautiful wood veneers,
perfectly complemented  with
state-of-the-art technology that

includes Swift Broadband Wi-
Fi, an iPad-controlled In Flight
Entertainment  (IFE)  System,
mood lighting, and a high-qual-
ity sound system with overhead
speakers and subwoofers. In ad-
dition, the aircraft features some
of the lowest cabin altitudes in
the industry, along with HEPA

filters, which optimise health
and comfort, leaving passen-
gers more relaxed and fresh
upon reaching their destination.
This truly represents an unparal-
leled way to travel, whether you
need to do business or simply
catch your breath or that movie
you missed!

The aircraft offers a versatile
layout for passenger comfort,
featuring 13 seats, a galley, a
club grouping, a mid-cabin con-
ference area, and an aft WIP
lounge with a VIP lavatory. For
relaxation or overnight, it in-
cludes a sleeper divan, four VIP
seats, and six additional seats. &
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ITA starts Dubai-Rome Flumicino flight

ITA Airways officially launches its inaugural route to the United Arab Emirates, introducing a nonstop daily flight connecting Dubai and
Rome Fiumicino. To mark its entry into the UAE market, the Italian flagship carrier hosted an exclusive event at the Grand Hyatt Dubai in
collaboration with the Dubai Department of Economy and Tourism recently. ITA Airways highlighted its extensive network at the event.
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Honored to be named Best Corporate Travel Management Company 2024 by the Arabian Travel Awards.

HOLIDAYS | HOTELS | VISA | INSURANCE | AIR TICKET | ACTIVITIES | TRANSFERS | MICE | CRUISES... AND MORE

ewww.satgurutravel.ae
® Abu Dhabi

® Dubai
®+9714 556 1050 @ tripsaver@satgurutravel.com ®+9712 6394277 @ infoauh@satgurutravel.com
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"SAIL INTO WINTER - UNCOVER ARABIAN WONDERS
WITH A DECEMBER CRUISE ADVENTURE”

SCAN QRTO WEDNESDAY 8
CONTACT IN SAILINGS 4

WhatsA
g Dubai [UAE} - Doha

(Qatar) - Dubal (UAE)

FRIDAY SUNDAY
SAILINGS SAILINGS
= § Meals (Halal Cortified)

Dubral (WAE) - Khasab * Unlimited Activities & Entertainment J.‘
{Oman) - Muscat * Excluding Port & Gratuity Charges HALAL
FOO0

{Oman) - Dubai [LAE) * Shisha available on board

Dubal (UAE) - Sir Banl
Yas Island (AbuDhabi) -
Dubal (UAE)

@ siraj hussain@itvar.com | res.cruise@itvar.com

lT\(A PREFERRED
SALES AGENT @ +971 521 716 582 @www.itvar.com | Q00O




MOVEMENTS

EMIRATES
UAE
Emirates has appointed ADIL AL GHAITH to the role of SVP-Commercial
Operations (Centre), overseeing the Gulf, Middle East, and Africa regions. He is
currently the SVP-Commercial Operations for the Gulf,
- Middle East, and Central Asia. With 24 years of
o working in the Emirates, he has worked in a
. commercial executive role for various markets
a- 6 | in the Middle East. He also previously served
J as Vice President in Pakistan and Senior Vice
President for North and West Africa. Emirates
@ places competent and ambitious UAE talent
W in key leadership positions across
- markets in its network through the
National ~ Commercial ~ Qutstation
Programme, equipping them with
unmatched industry knowledge.

gHI!EBATON DUBAI CREEK HOTEL & TOWERS
unai
Sheraton Dubai Creek Hotel & Towers has appointed NALEEM ARIFF as the
General Manager. With a career spanning nearly three decades in the hospitality
industry, Ariff brings an exceptional record of operational
leadership, transformative growth, and a commitment
to unparalleled guest experiences. He joins Sheraton
Dubai Creek after a highly successful role as Multi-
Property General Manager for Sheraton Jumeirah
Beach Resort and Aloft Palm Jumeirah. His strategic
vision and innovative approach have consistently
transformed  hospitality ~ destinations, ~ achieving
impressive milestones in guest satisfaction, revenue

g;ﬂj.: . i growth, and awardl-winning initi.altivels. Aviff hold§ a
= g ! _ Tange of industry certifications, reflecting
I'r‘ o his dedication to professional growth

and excellence.

DOUBLETREE BY HILTON RESORT & SPA

MARJAN ISLAND
Ras Al Khaimah

DoubleTree by Hilton Resort & Spa Marjan Island, the idyllic holiday destination
nestled on the shores of Marjan Island, has appointed
STASYA RAKHMANQVA as the Director of Sales.
Rakhmanova brings over 16 years of experience in the
luxury hotel industry to the team, with a strong focus
on leisure sales, having worked with numerous
prestigious brands. Prior to her new role, she served
as Cluster Director of Sales Leisure at an established
hotel group, where she received many accolades,
including the Most Valuable Player Award in 2022. Her
career highlights also include playing an active
role in the successful rebranding of two
properties in addition to the launch of
seven distinctive destinations.
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PULLMAN RESORT AL MARJAN ISLAND
Ras Al Khaimah

Pullman Resort Al Marjan Island appoints EVAN HARRINGTON as the
General Manager. With over two decades of experience in hospitality leadership,
Harrington brings deep industry insight and a commitment

to elevating the guest experience, in ling with Pullman’s
vibrant approach to modern hospitality. Harrington’s
distinguished career spans management roles .
across renowned properties in Africa and the Middle %4+
East. Most recently, he served as General Manager
at Hiton Garden Inn Ras Al Khaimah, where he led
operations since January 2023. With past
experience at esteemed brands like Hitton,
Radisson Collection, and Fairmont, he
has consistently demonstrated a strong
commitment to guest satisfaction while
nurturing high-performing teams.

NEOM SPORTS CLUB
Kingdom of Saudi Arabia
Following a successful start to the season, NEOM Sports Club has named
ALEX LEITAO as its new Chief Executive Officer. Formerly the CEOQ of
Brazilian football team, Club Athletico Paranaense,
Leitao’s appointment reaffirms NEOM's commitment
to engaging the best athletic and coaching talent to
champion the continued growth of the club. Building
on his experience with renowned sports clubs across
-y the globe, including Major League Soccer team Orlando
City, Leitao’s role will prioritise driving forward the club’s
growth, performance and brand across the region. In line
with NEOM and the Kingdom’s ambitions under Saudi
Vision 2030, NEOM Sports Club will continue
engaging with the local community, building
on its talent development initiatives to
increase overall sports participation.

HSMAI
Middle East & Africa

BRIAN HICKS has been appointed as the President and CEO of Hospitality
Sales and Marketing Association International (HSMAI). Hicks, a distinguished

hospitality leader with more than 30 years of international
experience, stepsinto this role as the 5th CEQ inHSMAI's
nearly 100-year history, marking a new chapter in the
organisation’s legacy of leadership. His proven track
record of driving growth, innovation, and leadership
across major hotel brands and regions positions him
well to continue building upon the foundation laid by
the late Bob Gilbert, who served as President and CEQ
for 30 years. Hicks appointment comes at a pivotal
time for HSMAI as the organisation continues to
expand its global presence and deepen
its impact on the hospitality industry’s
commercial disciplines.

Tech & easy planning priority for pax

According to IATA Global Passenger Survey — 2024, travellers continue to prioritise convenience and speed. For a smoother travel
experience, they are eager to use biometric identification and complete some travel processes before reaching the airport, the survey reveals.
However, a higher percentage book their flights through a channel where human interaction is involved than in most other regions.

e
| TT Bureau
Regional Trends
ATA Global Passenger Sur- Global| AFl | AsPac | EUR | NrtA | ME |LatAm
vey — 2024 reveals that Mid- Choice Airport | Convenience 70 | 53 | 64 73 | 77 | %5 | 57
dle East passengers are most Price 25 | 23| 28 | 22 | 25 | 24| 2
likely to choose an airport for Perferred airline 2 | 25| 27 17 ] 21 | 26 | 16

movement due to its facilities

Positive Exerience 14 | 20| 15 13| 15 20| 8

and services. A higher percent-

Minimal Travel Time | 33 | 23 | 31 37 | 36 | 27| 26

age book their flights through a Airport Facitilies 17 | 24| 22 12 | 13 |29 | 12
channel where human interac- No alternative 16 | 21| 16 15 | 14 | 15| 26
tion is involved than most other Other 2 1 1 2 2 2 3

regions. They are enthusiastic

about using smartphones to
store digital wallets, digital
passports, and loyalty cards for
booking, payment, and airport
navigation. Over half of them
have used biometrics instead of
a passport for airport processes
inthe past 12 months, with near-
ly all reporting satisfaction with
the experience. Nick Careen,
Senior Vice President of Opera-
tions, Safety, and Security, IATA,

said: “Passengers want flexibility
and transparency when planning
and booking travel, plus speed
and convenience at the airport.
More are embracing biometrics,
digital wallets, and off-airport
processes to make it happen.”

Planning, booking and payment
Passengers prioritise conveni-
ence in the planning, booking
and payment phase of travel.

For this convenience, they may
accept some higher costs, and
they are increasingly willing to
use technologies such as digital
wallets. Muhammad Albakri,
Senior Vice President for Finan-
cial Settlement and Distribution
Services, IATA, said: “Technol-
0gy continues to change the
way people plan, book and
pay for travel. Travellers expect
the same conveniences when

shopping for travel that they get
in any other online shopping ex-
perience. That means simplicity,
clarity, and with options to meet
their preferences while keeping
their data secure.”

Airport

Careen said: “The clear mes-
sage from travellers is that they
expect to board their planes fast-
er with technology and smarter

processes beginning well before
they reach the airport.”

Youth prefer digital solutions

Under-25 travellers are proactive
in using technology to improve
their travel but want assurances
on security. About 51 per cent

would choose digital wallets for
payment; 90 per cent expressed
interest in using a smartphone
with a digital wallet, passport,
and loyalty cards for booking,
payment, and airport navigation,
surpassing the global average of
77 per cent. 2
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Convenient connections from Dubai via Delhi to
New York, Newark, Vancouver, Toronto and San Francisco.
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