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As many as 19 participants from the government and private sector of Sharjah participated 
at ITB Berlin, showcasing new developments taking place in the region. Sharjah’s rich 
culture and heritage has been attracting European travellers to the emirate for years.

This year Sharjah brought in 
some of the key elements at 
ITB Berlin, highlighting them 

on the map. The pristine beaches 
of Sharjah have been an inherent 
decider for the travellers from the 
European destinations to holiday 
in one of the most intriguing 
places in the world. 

With the development of Shar-
jah’s eastern coast, they have 
just multiplied their reach to 
attract more visitors from these 
destinations which crave for 
adventure as well as rich her-
itage. Sharjah’s eastern coast 
captivates visitors with its time-
less charm, drawing thousands 
each year to its breathtaking 
landscapes and immersive 
experiences. Picture luxurious 
resorts nestled amid the tower-
ing mountains of Kalba, ancient 
rock formations echoing tales 
of civilizations over 2,000 years 
old, and serene lakes offer-
ing peaceful retreats. One can 
step into history as you explore 
centuries-old forts that reveal 

the stories of the land and its 
people. Venture into nature re-
serves teeming with biodiver-
sity, where adventure and tran-
quillity coexist. Whether seeking 
exploration or relaxation, Shar-
jah’s eastern coast promises an 
unforgettable journey through 
its captivating beauty.

His Excellency Khalid Jassim 
Al Midfa, Chairman, Sharjah 
Commerce and Tourism Devel-
opment Authority, shared onsite, 
“This is our 25th participation 
at the ITB, which is the biggest 
international travel and tourism 
exhibition, here in Berlin. This 
year we had 19 participants 

from both the government and 
the private sector, and we always 
showcase and highlight the main 
new developments that we have 
in Sharjah and in different cities 
in Sharjah, from the main city of 
Sharjah to the east coast of Shar-
jah from Khorfakkan, Kalba and 
the central region of Al Dhaid and 
the surrounding areas. 

“So, we focus on the new experi-
ences, new developments and 
we are also showcasing the new 
projects that will take place in the 
near future like the airport expan-
sion programme, the new hotels, 
the new hospitality products that 
we have the new experiences we 
have in the destination, such as 
eco-tourism, adventure tourism, 
leisure, cultural tourism, exhibi-
tions and so on. This is really im-
portant for us, as here we have 
decision makers from all around 
the world to see the opportunities 
that we have in terms of potential 
growth and collaboration with 
the private sector in this part of 
the world. We are always keen 
to participate at ITB to showcase 
the destination.” 

Sharjah calls on Europe to 
see ‘new’ eastern coast

Dr Shehara Fernando 

H.E. Khalid Jasim Al Midfa 
Chairman, Sharjah Commerce and Tourism Development Authority

Sharjah’s eastern coast captivates 
visitors with its timeless charm, drawing 
thousands each year to its breathtaking 
landscapes and immersive experiences

 The Middle Eastern travel 
sector is witnessing rapid 
adoption of digital payments, 
driven by fintech innova-
tion, BNPL (buy now, pay 
later) solutions, and mobile 
wallets. Travel agents are 
increasingly embracing se-
cure, real-time payment plat-
forms to enhance efficiency 
and customer experience. 

Travel agents are progressing toward digital payments, 
but traditional credit models still play a role. 

 In the Middle East, there 
is a noticeable shift towards 
mobile payments and con-
tactless transactions. Digital 
wallets like Apple Pay and 
Google Pay are gaining trac-
tion, while local systems, 
such as Tabby, Tamara in 
UAE and some other Gulf 
regions are also on the rise. 
There is a clear movement 
toward cashless payments, especially in tourism and 
hospitality sectors. 

Jaal Shah 
Group Managing Director  

Travel Designer Group

Jyoti Panchmatia 
General Manager - Gulf Region 

Travco LLC 

ME embracing 
digital payments 
The Middle East’s travel, tourism and 
hospitality industries are rapidly embracing 
digital payments, aligning with the region’s 
vision for a tech-driven economy.

Contd. on page 4 
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ATS Travel and Payhound announced a partnership that will enable ATS Travel to accept cryptocurrency as a form of payment for all its 
services. The development marks a significant milestone in the Middle East’s travel industry, making ATS Travel the first large-scale travel 
management company in the region to adopt cryptocurrency for both corporate and leisure travel transactions.

Saleem Sharif, Deputy 
Managing Director, ATS 
travel, on the sidelines 

of the travel industry’s leading 
event, Private Luxury Barce-
lona, shared that ATS Travel will 
be the first travel management 
company in the region to adopt 
cryptocurrency for leisure and 
corporate travel transactions. 

Under the historic arrangement, 
ATS Travel’s clients – many 
of whom are High-Net-worth 
Individuals (HNIs) from across 
the Middle East – will now have 
the flexibility to pay for a wide 
range of travel services, includ-
ing airline tickets, luxury travel, 
holiday packages, MICE (Meet-
ings, Incentives, Exhibitions, 
and Events) services, and more, 
using leading cryptocurrencies, 
such as Bitcoin and Ethereum. 
“This initiative is poised to be a 
game changer in the travel in-

dustry and reflects the region’s 
growing interest in digital cur-
rencies and blockchain technol-
ogy,” Sharif said.

A first in the Middle East 
The collaboration is the first of 
its kind for a company of ATS 
Travel’s scale and prestige in 

the Middle East, setting a new 
benchmark for the industry. 
With a focus on innovation and 
forward-thinking business solu-
tions, the understanding with 
Payhound enables ATS Travel 
to meet the demands of a tech-
savvy, digital-first clientele, 
particularly those accustomed 

to high-end services. The imple-
mentation of crypto payments 
is expected to significantly en-
hance the customer experience 
by providing seamless, instant, 
and secure payment options 
while eliminating the delays and 
costs typically associated with 
traditional banking methods, in-
formed Sharif. 

Pioneering the  
future of payments
Melissa Lamb, Director of Sales 
- Luxury, Payhound, said, “We 
are excited about the prospect 
of collaborating with ATS Travel 
to facilitate acceptance of cryp-
tocurrency as a form of payment 
for them.”

Payhound, headquartered in 
Malta, is a fully regulated crypto 
payment provider with a proven 
track record of supporting busi-
nesses across multiple indus-
tries, including iGaming, finan-
cial institutions, e-commerce, 

affiliate marketing, and more. 
The company specialises in 
crypto payment processing, 
settlements, and large volume 
trading, offering businesses a 
secure and efficient way to ac-
cept digital currencies for their 
products and services. 

A strategic move  
for ATS Travel
The strategic collaboration 
with Payhound aligns with ATS 
Travel’s ongoing commitment 
to providing innovative solu-
tions to its corporate and lei-
sure customers. Khaled Ghu-
bash, Managing Director, ATS 
Travel, expressed excitement 

over the proposed partnership, 
saying, “We are thrilled to be 
the first travel management 
company in the Middle East  
to integrate cryptocurrency 
payments into our services, 
once done.”

ATS Travel to accept crypto payments
TT Bureau 

Do you find NDC 
effective in personalis-

ing experiences for 
customers? 

How will  
cryptocurrencies 
impact the travel 

industry?

This initiative is poised to be a game 
changer in the travel industry and reflects 
the region’s growing interest in digital 
currencies and blockchain technology

Saleem Sharif and Melissa Lamb at Private Luxury Event Barcelona



4 www. trav ta lkmidd leeas t . com

Middle East’s Leading Travel Trade Monthly covErSTory

 APRIL  2025

 The Middle East is 
rapidly adopting digital 
payments, driven by 
fintech growth, mobile 
wallets, open bank-
ing, and government 
initiatives. Contact-
less payments, BNPL, 
and blockchain-based 
transactions are gaining 
traction, transforming 
consumer and business 

payment behaviours. 
While progress is evident, 
many travel agents still 
rely on traditional pay-
ment methods. Larger 
agencies integrating 
digital solutions. 

 Digital payments in 
the Middle East region 
are growing rapidly, 
driven by contactless 
payments, e-wallets 
and virtual cards. This 
trend is supported by 
tech-savvy consumers, 
growing fintech adoption 
and AML regulation 
to discourage cash-
less economies. Travel 

agents are progress-
ing but not fully there 
yet. Legacy systems, 
credit dependencies, 
and market variations 
slow complete digital 
transformation. 

 I see digital pay-
ments evolving fast—
contactless, mobile 
wallets, and BNPL are 
everywhere. But for us, 
bank transfers remain the 
norm, with credit card 
and global fees adding 
costs. As the region goes 
cashless, I hope for easi-
er, cost-effective options. 
Unfortunately, we don’t 
seem to be there yet. 
Travel agents still depend 
on bank transfers. We 
would like the options of 
tabby made easier, but 
they all come at a cost. I 
personally think we need 
about 4 to 5 years more 
to catch up. 

 The region is see-
ing rapid adoption of 
alternative payment 
methods like BNPL and 
digital wallets, driven by 
mobile-first consumers 
and evolving regula-
tory frameworks. More 
payment providers are 
looking beyond transac-
tions—seeking ways to 
add value, drive engage-
ment, and unlock new 
revenue streams. Many 
agents are transitioning, 
but fragmentation, legacy 
systems, and costs cre-
ate roadblocks. Payment 
providers have a key role 
in bridging this gap by 
offering solutions. 

 The Middle East re-
gion is embracing seam-
less digital payments 
with rising adoption of 
mobile wallets, real-time 
transactions, and block-
chain based security. 
B2B travel payments 
are evolving with flexible 
options like virtual cards 
and BNPL ,ensuring 
smoother transactions 
for travel agents and sup-
pliers. Travel agents in 
ME region are transition-
ing to digital payments, 
with increasing adoption 
of virtual cards and 
e-wallets. However, 
reliance on traditional 
methods persists. 

 In the Middle East, 
digital payments are 
growing quickly, with 
mobile wallets and con-
tactless payments. Gov-
ernments are pushing 
for innovation, and local 
companies are focusing 
on making payments 
safer and easier to use 
worldwide. Travel agents 
are getting on board 

with digital payments 
too, but they are not fully 
there yet. There is still 
a gap when it comes to 
integrating mobile wallets 
and handling payments 
across borders. 

Ipshita Sharma 
Travel Tailor 

SCN Travel & More

Tamer Nassar 
Regional Director - Middle East & 

Turkey, Protect Group 

Ayşe Yaşar 
Vice President – Sales 
Prime Travel/ Bedsopia

Aga Khatib  
General Manager 
PanWorld Travel

Salim Sikander 
CFO 

Desert Adventures 

Prem Sagar 
Group General Manager 

Al Rais Travel and Shipping 

 Digital payments 
in the Middle East are 
booming, with contact-
less transactions, mobile 
wallets, and BNPL gaining 
traction. Travellers expect 
seamless, cashless expe-
riences, pushing agents 
to adopt secure, instant 
payment solutions for 
bookings and services. 
Travel agents have come 
a long way in digital pay-
ments, but full adoption 
of digital payment is still 
a work in progress. Many 
people are embracing 
online transactions. 

 In the Middle Eastern 
travel sector, key digital 
payment trends include 
the rise of mobile and 
contactless payments, 
the adoption of local pay-
ment methods, increas-
ing use of BNPL options, 
enhanced security 
through biometrics, and 
blockchain integration for 

cross-border transac-
tions. Travel agents in the 
Middle East are progress-
ing steadily with digital 
payments, but there’s still 
work to be done. 

 In Qatar and the 
Middle East region, 
digital payment trends 
in Travel and Tourism 
include seamless mobile 
payments, contactless 
transactions, and inte-
grated booking platforms. 
Fintech solutions like 
e-wallets and blockchain 
are enhancing security, 

convenience, and per-
sonalised experiences for 
travellers and businesses 
alike. Agents in Qatar and 
ME are moving toward 
digital payments. 

 AI will enhance the 
guest experiences with 
chatbots for instant sup-
port, smart room con-
trols, facial recognition 
check-in, personalised 
recommendations, and 
predictive maintenance—
boosting satisfaction, 
and loyalty in travel and 
hospitality. Some hotels, 
use AI-powered facial 
recognition for seamless 
check-in, reducing wait 
times and improving 
convenience. AI reviews 
guest feedback and en-
hance service quality. 

 Current trends high-
light a transformative 
shift towards a cashless 
economy in the Middle 
East, driven by tech-
nological innovation, 
government support, 
and changing consumer 
preferences. While 
travel agents in the 
Middle East are making 

significant progress in 
adopting digital pay-
ments, they are not yet 
fully ‘there’. The travel 
industry is in a transi-
tional phase. 

 The Middle East’s 
B2B travel sector is shift-
ing from traditional pay-
ments to virtual corporate 
cards, driven by the need 
for greater efficiency and 
financial control. Growing 
demand for seamless 
integration and rebate 
incentives is accelerat-
ing the transition. Digital 
payment adoption among 
travel agents is growing 
fast. Agents are already 
leveraging card payments. 
The bottleneck is created 
when suppliers don’t ac-
cept digital payments. 

Ayman Al Qudwa 
General Manager 

Falcon Travel

Dinkar Dasaur 
General Manager - UAE

Satguru 

Ahmed Ibrahim 
Director - Sales and Marketing  

The Tower Plaza Hotel 

Sushant Pliankar 
Leisure/ Mice Manager 

Uranus Travel and Tourism

Armin Moradi 
CEO & Co-Founder 

Qashio

Mouna Ouni 
Director - Sales and Marketing 

Swissotel Al Murooj 

Digital payments make inroads
 Contd. from page 1
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At a time when the Middle East’s hospitality sector is at its highest point, it is crucial to have partners to support further growth in the 
industry. In today’s dynamic hospitality landscape, a well-crafted commercial strategy is key to maximising revenue and sustaining  
long-term growth. Mona Faraj, President, HSMAI - Middle East & Africa (MEA), shares more on the topic.

Can you share with us a 
brief overview of HSMAI 
MEA and the work it does 

in the region?
The Hospitality Sales and Mar-
keting Association International 
(HSMAI) Middle East is at the 
forefront of education and net-
working opportunities with 
curated insights. We facilitate 
connections within the vibrant 
community of hospitality sales, 
marketing, and revenue optimi-
sation at national, regional, and 
international levels. The associa-
tion provides hotel professionals 
and their partners with tools, 
insights, and expertise to fuel 
sales, inspire marketing, and 
optimise revenue.

What does 2025 look like for 
HSMAI MEA?
We have got a full calendar of 
educational and social events 
planned for 2025, including six 

Executive Roundtables on trend-
ing topics for the industry, our 
popular monthly social network-
ing events called Thirsty Thurs-
days, and the 8th annual Com-
mercial Strategy Conference.

What are the key priorities for 
the year 2025? 
Motivated by the success of 
last year’s Commercial Strategy 
Conference, which featured 90 

speakers, had a 15 per cent in-
crease in attendees and a record 
26 per cent of delegates from 
outside the UAE, we are in the 
early stages of planning new and 
exciting content for the 2025 con-
ference. The annual event brings 
together the region’s hospitality 
sales, marketing, revenue man-
agement and distribution com-
munity for two action-packed 
days of industry insights, net-
working, and awards. 

In 2025, we will be bringing more 
GCC members onboard, show-
casing the value of education, 
best practice sharing, networking 
and accessing industry insights. 
In April, we will open for nomina-
tions to the popular ROCKSTAR 
Awards with categories available 
for DMCs, hoteliers, tour compa-
nies and cruises from the Middle 
East. Finally, we will be enhancing 
our mentorship programmes so 
that hoteliers can advance in their 
respective fields.

How will HSMAI MEA continue 
to support learning and devel-
opment for professionals?
For nearly 30 years, HSMAI has 
been offering certification for ho-
tel professionals, and today we 
offer both training and certifica-
tion in a multitude of disciplines, 
from digital marketing, revenue 

management, business acu-
men, and sales leadership to 
courses in restaurant manage-
ment, events revenue manage-
ment and total revenue manage-
ment. The HSMAI Academy has 
also partnered with Les Roches 
and Glion to present a range of 
self-paced courses, enabling 

our members to start anytime 
and study anywhere. 

How relevant are AI and dis-
ruptive technologies in the hos-
pitality industry?
AI and disruptive technologies 
are transforming the hospi-
tality industry, making guest 

interactions more intuitive and 
operations more efficient. From 
AI-driven chatbots and virtual 
assistants, powered by Natural 
Language Processing (NLP), 
to Machine Learning-powered 
personalisation and dynamic 
pricing, these innovations 
are all extremely relevant to 

the industry, as they enhance 
customer experiences and op-
timise revenue. 

What is one message you 
would like to share with hos-
pitality professionals as they 
prepare for the year ahead?
My best advice is to stay ahead, 
stay curious. Keep learning and 
growing, gain insights from our 
Advisory Board members and 
mentorship programmes, as 
well as network with like-minded 
professionals at our events.

HSMAI plans new content for partners

For 30 years, HSMAi has been offering 
certification for hotel professionals, 
and today we offer both training and 
certification in a multitude of disciplines

Do you find NDC 
effective in personalis-

ing experiences for 
customers? 

Mona Faraj 
President, HSMAI - Middle East  

& Africa (MEA)

In what way,  
HSMAI MEA adopting 

AI to benefit its 
partners?

TT Bureau 
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DCT Abu Dhabi has partnered with Polish travel company ITAKA to host 200 top travel trade professionals from Poland at the two-day 
Top Sellers Conference in Al Ain, UAE, beginning 11 April 2025. The conference is aimed at fostering deeper connections with the travel 
trade professionals and increase awareness about the emirate of Abu Dhabi in the Polish market. 

Al Ain, the “living oasis” 
of Abu Dhabi and home 
to the UAE’s only UN-

ESCO World Heritage Site and 
a growing culture, wellness 
and adventure destination, has 
been selected as the Gulf Capi-
tal of Tourism for 2025. The Top 
Sellers Conference in Al Ain will 
highlight Abu Dhabi’s range of 
itineraries and travel packages 
for both summer and winter, and 
attendees will also be able to 
participate in expert-led training 
sessions. Following the two-day 
event, the 200 top travel trade 
professionals from Poland will 
embark on curated site visits 
and tours in Abu Dhabi city from 
13 to 17 April, experiencing its 
leading cultural institutions and 
heritage sites, world-class hos-
pitality infrastructure, and unique 
attractions firsthand.

H.E. Saleh Mohamed Al Geziry, 
Director General - Tourism, DCT 

Abu Dhabi, said: “Welcoming 
ITAKA’s Top Sellers Confer-
ence to Abu Dhabi underscores 
our commitment to fostering 
strong ties with Poland’s travel 

trade community. Poland offers 
tremendous potential, and this 
partnership highlights the unique 
blend of world-class experienc-
es, cultural heritage, and warm 

Emirati hospitality that define 
Abu Dhabi as a destination. By 
offering leading travel profes-
sionals first-hand experience of 
Abu Dhabi, we strengthen their 
connection with the destination, 
inspiring more Polish travellers 
to explore diverse attractions 
and rich experiences.”

Mariusz Janczuk, President, 
ITAKA, said: “It is extremely 
satisfying that ITAKA is working 
so closely with DCT Abu Dhabi 
to organise the prestigious Top 
Sellers Conference in Abu Dha-
bi. The cooperation between our 
organisations at every stage of 
preparing this event, has been 
highly professional and effi-

cient. We greatly appreciate the 
extensive support we receive 
from DCT Abu Dhabi, as well 
as smooth operation that allows 
us to finalise key aspects of the 
conference in a short time. We 
are confident that our common 
guests – the top Polish travel 
sellers – will play an integral 

role in promoting Abu Dhabi 
in Poland by sharing their best 
travel experiences with clients 
and colleagues. Abu Dhabi is 
an extraordinary destination that 
is gaining increasing interest 
among Polish tourists.”

The event being hosted in the 
emirate aligns with Abu Dha-

bi’s Tourism Strategy 2030, 
which targets 39.3 million 
visitors, creation of 178,000 
new tourism jobs, and a con-
tribution of AED90 billion to 
the emirate’s GDP by the end 
of the decade. The partnership 
reflects Abu Dhabi’s commit-
ment to fostering relationships 
with key international markets 
and investing in initiatives that 
promote tourism growth and 
cultural exchange.

Abu Dhabi to greet 200 Polish agents

TT Bureau 

The Top Sellers conference in Al Ain, the 
‘living oasis’ of Abu Dhabi, will highlight 
Abu Dhabi’s range of itineraries and travel 
packages for both summer and winter Goals of Tourism 

sTraTeGy 2030 
39.3 million  

visitors

178,000  
new tourism jobs

aeD90 billion   
contribution to the GDP  

of Abu Dhabi

Mariusz Janczuk and H.E. Saleh Mohamed Al Geziry

Maher Azizia, Chief Executive Officer, STM Tours LLC International, in an interview with , talks about the importance of the travel 
industry to be relevant and consistent to reap the benefits it seeks. He shares some of the key products they will be focussing this year. 
Asia, Middle East and Europe have been our strongest markets, but South Africa is our newest addition, he informs.

What made you a regular part-
ner for ,?
Since I started partnering with 

, I have been able to find 
many new bookings, especially 
from Dubai. Some of the book-
ings were groups which made 
it worthwhile. My real message 
is that one has to be consistent 
in order to achieve results and 
I’m sharing this experience with 
you as I would like to spread 

the word on the importance of 
working with the most important 
channel of support, B2B media 
which helps our businesses 
grow step by step. 

How do you describe the na-
ture of your business?
We are well versed in fixed de-
partures, especially catering 
to German speaking travellers/ 
clients. The details are shared 

with our clients at the necessary 
time, so that there is no mis-
communication. Each client is 

looked after very well as we offer 
bespoke experiences. There is a 
great deal of increase in terms of 

leisure travel, as we have fixed 
departures, we witness this es-
pecially from groups. You could 
also say MICE groups too have 
seen a rise. 

Which will be your main areas 
of focus this year?
Our focus is to work on the 
quality of our products on of-
fer, especially in Europe, also 

to increase our products online. 
Some of the key areas we are 
focusing on is sustainable travel 
in Europe where we are promot-
ing travelling by train. Currently, 
we have travel to Italy by train, as 
well as Spain by train from east 
to west. But now we are going to 
connect multi countries by train. 

Are you looking at new markets 
this year?
Our stronger markets are now 
Asia, Middle East and Europe 
with various other products. 
However, our newest addition 
is South Africa as we have them 
with new products. From Zan-
zibar and Kenya. This is an ex-
citing market, as it offers many 
different products catering to our 
discerning clients. Lately, USA 
has also become a market that 
we like, especially as we have 
many clients from Dubai book-
ing with us to the USA and vice 
versa. The UAE and Saudi Arabia 
are the two top travel markets.  

STM to strengthen European products
TT Bureau 

Maher Azizia 
Chief Executive Officer 

STM Tours LLC International

our focus is on the quality of products, 
also to increase products online. Some 
of the key areas we are focusing on is 
sustainable travel in Europe

in focus 
DurinG 2025

v UAE, KSA, Qatar and 
Bahrain – main feeder 

markets

v South Africa, Kenya and 
Zanzibar – new markets 

v Quality of products on 
offer, especially in Europe 
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Emirates airlines has partnered with Parsys Telemedicine to introduce next generation equipment that will enable customers to receive 
high-quality, speedy medical care in the air. Emirates has invested more than US$2.4 million in co-designing the new equipment set 
with Parsys, which will be rolled out to 300 aircraft over the next few years. 

Emirates has joined hands 
with Parsys Telemedicine to 
introduce a groundbreaking 

in-flight telemedicine solution. 
The groundbreaking ‘telemedi-
cine station’ developed through 
the joint effort has several ad-
vanced features, such as high-
definition video conferencing, 
remote passenger assessment, 
secure data transmission and 
12-Leads Telecardia ECG – 
enabling Emirates’ highly trained 
cabin crew to save lives in emer-
gency situations. 

Emirates has always invested 
in high quality medical equip-
ment, but the new Parsys kit is 
the result of a year-long collab-
oration between Emirates and 
Parsys to create a bespoke in-
flight tool that is more efficient 
and reliable, more connected, 
and ultimately safer for Emir-
ates’ customers. 

More safety, speed & reliability 
for Emirates’ customers
The best-in-class new system 
includes the Parsys Telemedicine 
Kit for Emirates and the Parsys 
Cloud. The kit is an integrated, 
portable telemedicine station de-
signed for cabin crew to gather 
important information and vital 
signs, which can then be trans-
mitted to Emirates’ Ground Medi-
cal Support – a dedicated team of 

medical professionals who sit in 
Emirates Group Headquarters in 
Dubai and are contactable 24/7. 

The kit includes several medical 
devices like a pulse oximeter, 
thermometer, blood pressure 

monitor, glucometer, and elec-
trocardiogram (ECG). Emirates 
customers who need medical 
support onboard flights can now 
have their vital signs or read-
ings automatically transmitted 
to the Medcapture© device via 
Bluetooth, eliminating any need 
for cabin crew to take notes and 
relay information manually.

The Medcapture© device is 
a tablet which contains a new 
software application, custom-
ised to align with Emirates’ com-
prehensive medical procedures. 
The interface has an intuitive 
and easy-to-use design so crew 
members can operate it effi-
ciently, even under challenging 
conditions. It also allows Emir-
ates cabin crew to have real-
time communication with the 
Ground Medical Support team, 
ensuring immediate access to 
expert medical advice while in 
the air. The tablet enables cabin 
crew to connect with ground-

based doctors for real-time as-
sessment of passenger medical 
cases. In some instances, it al-
lows doctors to visually evaluate 
injuries or medical concerns re-
motely, if required. Linked to the 
key device is the Parsys Cloud, a 
cloud-based platform for Ground 
Medical Support to receive in-
flight data and communicate 
with cabin crew. It is safe and re-
liable and ensures that customer 
data is handled in compliance 
with data protection regulations.

Emirates, Parsys to save lives in the sky 
TT Bureau 

Emirates customers who need medical 
support onboard flights can now have 
their vital signs or readings transmitted 
to the key device via Bluetooth

TraininG for 
cabin crew

v 1.5-hour online course

v 2-hour practical session 
for CPR, AED, severe 

bleeding, severe allergy 
management 

v Annual flight simulation 
exercises 
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How has golf tourism in 
Mauritius evolved over 
the years, from the past 

to the present?
The evolution of golf tourism in 
Mauritius has been remarkable 
over the years. In the past, the 
island was primarily known for 
its pristine beaches and tropical 
scenery rather than as a golf-
ing destination. However, the 
development of golf tourism be-
gan to take shape in the 1990s 
with the establishment of a few 
notable golf courses. Today, 
Mauritius is firmly positioned as 
a world-class golf destination, 
attracting international players 
to its renowned courses. The 
growth of golf tourism has been 
significantly supported by global 

tournaments, such as the Mau-
ritius Open, which is part of the 
European Tour, showcasing the 
island’s golfing appeal on an 
international scale. Furthermore, 
Mauritius is increasingly recog-
nised for seamlessly combin-
ing the golfing experience with 
luxury accommodation, making 

it a desirable choice for high-
end travellers. Looking ahead, 
the country continues to focus 
on developing additional cham-
pionship-level golf courses and 
refining golf tourism packages 
to attract even more international 

visitors from Europe, the US, 
Asia, and the GCC region.

Is interest in travelling to Mau-
ritius for golf growing among 
people from the GCC region 
and other parts of the world?
Interest in travelling to Mauritius 
for golf has been increasing, 

particularly among visitors from 
the GCC region. Golf is a widely 
enjoyed sport in many coun-
tries, such as the UAE and Qatar, 
and Mauritius is gaining recogni-
tion as a premier golf destination 
due to its world-class courses, 
luxurious resorts, and breath-
taking landscapes. GCC visitors 
appreciate the blend of golf, re-
laxation, and high-end hospitality 
that Mauritius offers. The island 
is home to several champion-
ship-level golf courses designed 
by renowned architects, making 
it an appealing choice for golf 
enthusiasts, not only from the 
GCC but from across the globe.

What are the key source mar-
kets for the hotel? Where does 
the Middle East market stand?
The Middle Eastern market, 

particularly from the UAE and 
Saudi Arabia, has been gaining 
momentum in recent years. Al-
though the key source markets 
for the hotel primarily include 
European countries, such as 
France, the United Kingdom, and 
Germany, as well as India and 
South Africa. The Middle East 

market has been expanding, 
particularly among high-net-
worth individuals seeking luxury 
destinations and golf-oriented 
vacations. With direct flights to 
Mauritius and its appeal as a 
year-round destination, the Mid-
dle East is becoming an increas-
ingly important source market 
for our Mauritian hotels.

Are there any specialised facil-
ities that cater to this market?
To cater to Middle Eastern 
guests, our hotels in Mauritius 
have adapted their offerings 
with specialised facilities and 
services. We provide halal-
certified meals and private din-
ing options to accommodate 
dietary requirements. For guests 
seeking privacy and exclusivity, 
we offer luxury villas and suites 
with private pools and gardens. 
Additionally, some of our re-
sorts employ Arabic-speaking 
staff to enhance communica-
tion and create a culturally 
comfortable environment. We 
have also made adjustments 

to room configurations to align 
with Middle Eastern guest pref-
erences, such as installing bidet 
sprayers in bathrooms. Tailored 
spa and wellness programmes 
have been developed to meet 
the expectations of this clientele, 
along with luxury experiences 
like private catamaran trips and 
personalised excursions.

Could you share some initia-
tives taken to engage the travel 
trade in the Middle East region 
to promote this property?
To promote the property to the 
Middle Eastern market, several 
strategic initiatives have been 
implemented. We collaborate 
with travel agencies and tour op-
erators in the UAE, Saudi Arabia 

and Qatar to create tailored travel 
packages to Mauritius. Familiari-
sation (Fam) trips are organised 
to bring Middle Eastern travel 
agents and tour operators to ex-
perience the hotel first-hand. Our 
presence at major travel trade 
events, such as the Arabian 
Travel Market (ATM) in Dubai, 
allows us to showcase our of-

ferings directly to key industry 
professionals. Additionally, we 
invest in targeted digital market-
ing and advertising campaigns 
on platforms like Instagram and 
Facebook, specifically aimed at 
Middle Eastern audiences. Part-
nerships with influencers and 
celebrities from the region also 
help to enhance brand aware-
ness and engagement. Further-
more, we introduce exclusive 
promotions and packages tai-
lored to significant Middle East-
ern holidays, such as Ramadan 
and Eid, to attract travellers dur-
ing key periods.
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Today, Mauritius is firmly positioned as 
a world-class golf destination, attracting 
international players to its renowned 
green fields and golf courses

Mauritius has gained traction from Middle East travellers as one of the key golfing destinations over the past few years. Mauritius Golf 
Tours has become an increasingly important event for travellers from the Middle East. Gert Puchtler, General Manager, Constance Belle 
Mare Plage, shares with  their contribution towards the game for being the host hotel catering to the Middle Eastern guests. 

Mauritius Golf Tours woo enthusiasts
TT Bureau 

caTerinG To  
me GuesTs

v Engaging with travel trade 
to understand the needs of 

their clients

v Halal meals and private 
dining options

v Private luxury villas and 
suites with bidet sprays, 

private pools and gardens

Gert Puchtler 
General Manager 

Constance Belle Mare Plage
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Sun Siyam Olhuveli, one of the favourite resorts for travellers from the Middle East due to its accessibility by speedboat, announces that 
it has the longest pool in the Maldives, with a whopping 210 metres in length. In an interview with  at ITB Berlin, Zulaikha Manik 
(Zuley), Deputy Managing Director, Sun Siyam Resorts, shared details about its new additions. 

What are the latest de-
velopments for guests 
from the Middle East?

One of the most exciting news to 
convey to our Middle East guests 
is that we have just opened the 
longest swimming pool in the 
Maldives with a length of 210 
metres. It basically runs from 
one end to the other in the is-
land. Apart from this, we have 
revamped and restyled our de-
luxe rooms and renamed them 
as ‘Beach Pavilions’ and ‘Sunset 
Beach Pavilions’.

Could you tell us what is differ-
ent in the new rooms?
We have changed the placement 
of the facilities in the rooms, and 
it can accommodate up to two 
children, which is important for 
our guests from the Middle East 
as they travel with their families. 
Siyam World is our largest prop-
erty known to our Middle East 

guests as that is where the only 
horse barn in Maldives is, but 
recent introduction of our go-

kart track is also something very 
much enjoyed by the families and 
we are getting good reviews. 

What are your summer plans 
for the ME travellers? 
We are looking at introducing 
some fresh offers and discounts 
to our Middle East guests through 
the travel partners as we cel-
ebrate 35 years, which is a huge 
milestone for us. Our Chairman 
and Managing Director Hon. FDr. 
Ahmed Siyam Mohamed started 
the company in 1990. Hence, 
this is a special year of celebra-
tions. He started the company as 
a small travel agency and today 
he owns the largest number of 

rooms and beds in the country, 
so it’s a 35-year-long successful 
journey. A true visionary behind 
the success of the group, he 
brings in innovation, keeping the 
strategy in place and making sure 
that the travellers can witness 
something new every time they 
visit. He understands the rapid 
changes in the market and aims 
to have the group as a top-of-
mind destination for all travellers. 
We are really focused on the Mid-
dle East because we know that 

it has a modest set of countries, 
and we also want the ladies to 
really enjoy themselves within 
the privacy. So, in all our resorts 
we have private swimming pools, 
some of them are within the con-
fines of the courtyard, so that the 
ladies can also enjoy themselves.

Do you see a change in profile 
of travellers/ guests?
Traditionally, the Middle East 
has been a family market for us, 
but of recent, and this has been 

mostly post-pandemic, we also 
have group of friends travelling 
together. Recently, when I was in 
the resort, there was this lovely 
group of ladies from the Middle 
East, around five or six of them, 
and they were really enjoying 
themselves. So, it’s not just a 
couple’s or a family destination 
anymore, there is a lot that you 
can do as a group of friends in 
the Maldives now. 

Sun Siyam flaunts ‘longest pool’

We are looking at introducing some fresh 
offers and discounts to our Middle East 
guests through the travel partners as we 
celebrate 35 years

Dr Shehara Fernando

Zulaikha Manik (Zuley) 
Deputy Managing Director 

Sun Siyam Resorts Quick picks
35 years 

Sun Siyam celebrates

210 metre 
pool at Sun Siyam 

Olhuveli, which is the 
longest in the Maldives

only horse barn  
in the Maldives at Siyam 

World 
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Luxury takes flight once again as Singapore Airlines (SIA) restarted First Class and Premium Economy Class on the Singapore-Dubai route 
since 30 March 2025. Operated seven times a week aboard Boeing 777-300ER, the service features a four-class cabin configuration, 
ensuring that every traveller—whether seeking ultimate luxury or elevated comfort—enjoys an exceptional journey. 

Premium Economy 
Class: A refined travel 
experience 

Designed for travellers who seek 
extra space and style, Premium 
Economy Class offers a gen-
erous 38-inch seat pitch, an 
8-inch recline, and a seat width 
of 18.5 to 19.5 inches. Each 
seat is equipped with a 13.3-
inch full HD touchscreen moni-
tor and active noise-cancelling 
headphones, creating an immer-
sive entertainment experience.

Seamless travel  
with priority services
Premium Economy passengers 
enjoy priority check-in, board-
ing, and baggage handling, 
ensuring a stress-free airport 
experience. Luggage is tagged 
for priority delivery, reducing 
wait times upon arrival.

Elevated dining with  
Book the Cook service
Fine dining meets the skies with 
the Book the Cook service, al-
lowing passengers to pre-select 

their gourmet main course up to 
24 hours before departure. From 
international favourites to regional 
delicacies, every meal is thought-
fully curated for an unforgettable 
in-flight dining experience.

Exclusive in-flight  
amenities for passengers
Sustainability meets sophistica-
tion with eco-friendly amenity 
kits by Out of the Woods, fea-
turing biodegradable-packaged 
lip balm, recycled PET slippers, 
and soft eyeshades for en-
hanced comfort.

Stay connected with  
complimentary Wi-Fi
KrisFlyer members in Premium 
Economy enjoy unlimited com-
plimentary Wi-Fi, making it eas-
ier to stay connected, work, or 
stream entertainment through-
out the journey. Signing up is 
free, ensuring effortless access 
to this exclusive benefit.

First Class: The ultimate 
luxury in the sky
First Class redefines luxury with 
sumptuously upholstered leath-

er seats, featuring ergonomi-
cally sculpted headrests, plush 
cushions, and a fixed-back shell 
design for enhanced privacy. 
With a 35-inch-wide seat that 
transforms into a full-flat bed, 
passengers enjoy unmatched 
comfort at 30,000 feet.

Intelligent lighting &  
premium entertainment
Personalised lighting settings 
allow travellers to create the 
perfect ambiance for work or 
relaxation, while a 24-inch HD 
LCD monitor and video touch-
screen handset provide next-
level entertainment. Discreetly 
placed USB and power outlets 
ensure devices stay charged 
throughout the flight.

Exquisite dining at 30k feet
The Book the Cook service 
brings five-star dining to the 

skies, offering gourmet dishes 
crafted by world-renowned 
chefs. Enjoy a curated selection 
of premium wines, champagne, 

and artisanal beverages, com-
plemented by full table service.

Priority treatment &  
exclusive amenities
From the moment travellers ar-
rive at the airport, First Class 
passengers receive VIP treat-
ment, including dedicated 
check-in counters, priority bag-
gage handling, and access to 

exclusive First Class amenities, 
ensuring a seamless and indul-
gent journey. With the return of 
First Class and Premium Econ-

omy on the Singapore-Dubai 
route, now is the perfect time to 
secure your clients’ bookings. 
Offer them an unparalleled travel 
experience where comfort, con-
venience, and indulgence come 
together in perfect harmony. 

Reserve their seats today  
and elevate their journey to 
new heights. 

SIA returns with First Class luxury
TT Bureau 

With the return of First class and Premium 
Economy on the Singapore-Dubai route, 
now is the perfect time to secure your 
clients’ bookings
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Deborah Rothe, Director, ITB Berlin, in an interview with , shares some of the key takeaways from the world’s leading travel 
trade show which celebrates its 60th anniversary next year by kicking off ITB Americas in Mexico. This year’s event saw a record 
number of 5800 exhibitors from 170 countries and 100,000 visitors over three days, 87% of them international trade visitors. 

Which areas had the 
biggest exhibition 
space this year? 

The exhibition space saw signif-
icant growth, particularly from 
key regions such as the Middle 
East, Asia-Pacific (APAC) and 
Europe. Egypt, Saudi Arabia 
and Thailand emerged as the 
largest exhibitors, highlighting 
their commitment to expanding 
tourism offerings. Saudi Arabia, 
in particular, has been steadily 
increasing its presence post-
pandemic, with significant in-
vestments in infrastructure and 
heritage tourism. European na-
tions like Italy and Greece also 
demonstrated strong growth, 
reinforcing their appeal as pre-
mier global destinations. ITB 
Berlin continues to serve as a 
vital industry barometer, reflect-
ing these evolving travel trends.

Could you share some of the 
key insights of the show? 
There were two dominant 
themes which emerged from 
ITB Berlin this year: sustainabil-
ity and digitalisation. In terms of 
sustainability, industry leaders 
are actively seeking solutions 

to balance environmental re-
sponsibility with affordability. 
There is a growing consumer 
interest in sustainable travel, 
yet a gap remains between 
interest and actual booking be-

haviour. Investments in sustain-
able aviation fuels, eco-friendly 
hospitality practices, and green 

travel initiatives are gaining mo-
mentum. Looking at digitalisa-
tion and Artificial Intelligence 
(AI), the role of AI in travel is 
expanding, with major play-
ers like Booking.com, Airbnb, 
Visa, Mastercard, and PayPal 
showcasing innovative solu-
tions. AI-driven personalisation, 
automation in hospitality, and 
smart payment systems are 
transforming the industry. ITB 
Berlin introduced new formats 
like Transition Labs, offering 
deep dives into sustainabil-
ity, digital transformation, and  
AI applications.

How will you be celebrating 
your milestone year next year?
ITB Americas 2026 announce-
ment, marking the show’s 

expansion into the Western 
Hemisphere will be our way 
of celebrating this milestone 

year. Looking ahead, ITB Ber-
lin 2026 marks a significant 
milestone—60 years of shap-
ing the global travel industry. 
The event plans to reinforce its 
identity as a “family gathering 
of the industry”, emphasis-
ing personal interactions and 
cross-cultural networking. Set 
to take place from 10-12 No-
vember 2026 in Mexico, ITB 
Americas represents a strate-
gic move to strengthen ITB’s 
global footprint. With success-
ful editions in Asia (Singapore), 
China (Shanghai), and India 
(Mumbai), the new Americas 
event will cater to the growing 
demand from Western markets.

What are the key takeaways 
from the event?
ITB Berlin 2025 reaffirmed its 
position as the world’s leading 
travel trade show, reflecting a 
resilient and thriving tourism in-
dustry. With participation levels 
nearly matching pre-pandemic 
figures, the event showcased 
a strong global appetite for 
travel despite inflationary pres-
sures. Notably, travellers are 
prioritising experiences over 

other discretionary spending, 
emphasising the industry’s 
robustness. Among its new 
initiatives included expanded 
masterclasses focusing on 
best practices in sustainability, 
AI, and digitalisation, industry-
specific workshops to facilitate 
knowledge-sharing and collab-
oration. In terms of regions, the 
Middle East and Asia-Pacific 
continue to be focal points of 
growth. Middle East: Increas-
ing exhibition space, multi-
story pavilions, and a strong 

push toward luxury and infra-
structure development. APAC: 
Thailand, Vietnam, and China 
demonstrated substantial 
growth, reinforcing their posi-
tions as tourism powerhouses. 
In response to this demand, 
ITB Berlin 2025 will host re-
gional insight sessions, with a 
particular focus on the Middle 
East’s rapid transformation 
into a world-class destination. 
Discussions will explore invest-
ments in airports, hospitality, 
and new tourism projects.  

5800 exhibitors, 100k visitors @ITB
Dr Shehara Fernando

Deborah Rothe 
Director 

ITB Berlin

In terms of support for sustainability, 
industry leaders are actively seeking 
solutions to balance environmental 
responsibility with affordability
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Emirates concluded yet another successful ITB Berlin, reinforcing its commitment to the world’s largest travel trade show while 
deepening strategic partnerships across the global travel eco-system. Over the event’s three-day run, the airline signed 11 strategic 
agreements, held 270 high-level meetings and received over 6,000 visitors at its stand. 

Emirates featured its latest-
generation A350 cabin 
products at ITB Berlin. 

The airline also showcased its 
signature Onboard Lounge and 
Shower Spa, besides its sus-
tainability initiatives. It signed 
11 strategic agreements over 
three days of participation at 
the event. 

Ahead of its return to this year’s 
edition of ITB Berlin, Emirates 
announced the launch of three 
new Asian destinations – Shen-
zhen in China (1 July), Da Nang 
in Vietnam (2 June) and Siem 
Reap in Cambodia (3 June). 
This move will establish essen-
tial connections that benefit both 
leisure and business travellers, 
delivering enhanced options, 
better connectivity, and greater 
access to Southeast and East 
Asian markets.

Promoting Central Europe 
and Mediterranean gateways
Emirates also renewed its 
Memorandum of Understand-
ing (MoU) with the Austrian 
National Tourist Office (ANTO) 
on the sidelines of ITB Berlin, 
further reinforcing its ongo-
ing commitment to attracting 
travellers from across its global 

network to explore this Euro-
pean gateway. The renewal of 
the partnership coincides with 
Emirates celebrating 20 years 
of operations to Vienna last year, 
having carried more than 5 mil-
lion passengers between Dubai 
and the Austrian capital so far. 
In a similar move to promote 
Malta, Emirates also signed an 

MoU with the Malta Tourism Au-
thority to boost inbound tourism 
to the Mediterranean gateway 
from across its global network.

Air-land-sea links
ITB Berlin this year served as a 
springboard for the airline’s ever-
expanding cruise partnerships. 
The airline’s long-standing 

commitment to promote Dubai 
as a preferred global cruise des-
tination and hub was supported 
by the extension and expansion 
of its strategic partnerships with 
TUI Cruises, Costa Cruises and 
AIDA Cruises. 

The airline’s partnership exten-
sion with TUI Cruises is opti-
mally timed with the addition of 
their second vessel homeport-
ing its operations in Dubai for 
the 2025-26 cruise season. 
Emirates’ extended partnership 
with Costa Cruises through 
2027 will see both entities work 
even closer to explore enhanced 
transport solutions between 
Dubai International Airport and 
Dubai Harbour Cruise Terminal. 
These tie-ups will enhance con-
nectivity between air, land and 
sea, offering cruise customers 
a seamless booking experi-
ence and convenience at every 
touchpoint of their journey.

Elevating the customer 
experience through OTAs
Emirates strategically used ITB 
Berlin as a platform to expand 
its partnerships with key global 
travel platforms as part of its 
continued commitment to cus-
tomer experience excellence, 
from booking to boarding. The 
airline expanded its long-term 
partnership with Expedia Group 
to offer travellers the conveni-
ence of personalising their own 
trips on Emirates. 

Emirates signs 11 deals at ITB
TT Bureau 

Kai Wegner, Governing Mayor of Berlin, experiencing the A350 Business Class seat, alongside Sir Tim Clark, President, Emirates 

Do you find NDC 
effective in personalis-

ing experiences for 
customers? 

What is your  
experience about  

flying with Emirates?

mIcetalk
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MICE Meeting Point China, announced by ITB China in Beijing from 11-12 September 2025, is designed to cater to the evolving needs 
of China’s rapidly changing MICE industry. The high-profile confex-style event will be co-located with the ITB China Business Travel 
Conference, offering its attendees a dynamic platform for networking, knowledge exchange, and business development. 

The MICE Meeting Point 
China event will feature a 
dynamic conference stage 

where leading experts and inno-
vators will present cutting-edge 
insights, trends, and first-hand 
updates shaping the future of 
MICE and business travel. The 
event will also host a dedicated 
business mart area, enabling 
sponsors to showcase their 
products, solutions, and servic-
es to a highly targeted audience 
at branded sponsor booths and 
tables. Additionally, exclusive 
networking events will offer op-
portunities to connect with key 
industry players and decision-
makers, fostering meaningful 
business interactions.

The MICE Meeting Point China 
event is supported by the Bei-
jing Municipal Bureau of Culture 
and Tourism. “Beijing has al-
ways played a significant role 
in advancing the development 

of China’s MICE industry. As a 
supporting unit for this event, 
we are deeply honoured to 
host such an international MICE 
gathering in Beijing. We look for-
ward to fostering innovation and 
growth in China’s MICE industry 
through this event and further 
deepening cooperation both do-
mestically and internationally,” 
said Sun Jian, Deputy Director, 
Beijing Municipal Bureau of Cul-
ture and Tourism. 

These emerging trends and 
industry shifts will take center 
stage at the conference, where 
experts and innovators will 
delve into a wide range of press-
ing topics, including: 

v Bleisure Travel:  How is the 
bleisure travel rise creating op-
portunities in MICE industry?

v Cost vs Quality:  Which 
destinations are preferred for 
balancing budget efficiency with 
high-quality experiences?

v AI-Driven Transformation:  
How is AI reshaping person-
alisation and efficiency in the 
MICE sector?

v Corporate Globalisation: 
How can MICE activities drive 

internationalisation and cross-
cultural exchange?

v Customisation Trends:  How 

are personalised MICE experi-
ences redefining the market?

v Sustainability & ESG:  How 
can MICE events integrate 
green innovation and social 
responsibility?

v 5G & Virtual Reality:  How 
are emerging technologies en-
hancing hybrid meetings and 
live event experiences?

Lydia Li, Director, ITB China, 
said, “The launch of MICE 
Meeting Point in China’s capital 

Beijing is a significant step in 
providing a tailor-made platform 
for China's MICE and business 
travel industry, with the prospect 
of facilitating communication 
between domestic and interna-
tional industry professionals, 
fostering innovation and creating 
new business opportunities.”

ITB China launches new trade event
TT Bureau 

Lydia Li 
Director 

ITB China

Dragon  
Power

1st    
China ranked with $372.5 billion 

in business travel spending 
among the top 15 countries in 

2023, as per GBTA

9%    
increase in the business  

travel spending

$2 trillion   
China’s business travel 
spending is expected to  

reach by 2028 

the launch of mIce meeting Point in 
china’s capital Beijing is a significant step 
in providing a tailor-made platform for 
china's mIce and business travel industry
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Discover Saudi’s appointment as the member of International Congress and Convention Association (ICCA) is likely to boost the MICE 
sector in the Kingdom of Saudi Arabia. The first fully integrated DMC from the Kingdom of Saudi Arabia (KSA), Discover Saudi will 
collaborate with the global association to amplify Saudi Arabia as a destination of choice for meetings and events. 

Discover Saudi, a sub-
sidiary of Almosafer, has 
been appointed as the 

first Destination Management 
Company (DMC) from the 
Kingdom of Saudi Arabia (KSA) 
to become a member of the In-
ternational Congress and Con-
vention Association (ICCA), the 
global community and knowl-
edge hub for the international 
association and governmental 
meetings industry. 

The move will enable Discover 
Saudi to leverage its status as 
the Kingdom’s ‘DMC of Choice’ 
and enhance KSA’s MICE sec-
tor, aligning with Saudi Vision 
2030. As a member of the 
ICCA, Discover Saudi will gain 
access to a global network of 
event organisers, enabling them 
to boost KSA’s flourishing con-
vention and congress industry. 

Discover Saudi will also lever-
age Almosafer’s digitally ad-
vanced and integrated platforms 
to further engage ICCA’s exten-
sive network of partners and 
collaborators to provide various 
opportunities for travel and tour-
ism services. 

Elaborating on the status 
of Discover Saudi, Senthil  
Gopinath, CEO, ICCA, said: 
“We are delighted to welcome 
Discover Saudi as the new-
est member of ICCA in Saudi 
Arabia. Their commitment 
to enhancing the Kingdom’s 
position as a premier busi-
ness events destination aligns 
perfectly with ICCA’s vision of 
fostering global collaboration 
and industry growth. As Saudi 
Arabia continues to expand its 
MICE sector, we look forward 
to supporting Discover Saudi 
in leveraging ICCA’s global net-
work, resources, and expertise 

to drive impactful and sustain-
able business events.” 

Talking about Discover Saudi’s 
inclusion in ICCA, Muzzammil 
Ahussain, CEO, Almosafer, 
said: “With our membership 
in ICCA we aim to redefine the 
landscape of interconnected 
businesses through collabora-
tion and innovation to capitalise 
on Saudi Arabia’s ever-growing 

conferences and conventions 
sector. Supporting Saudi Ara-
bia’s ambition to lead the world 
in large-scale business events 
and exhibitions, Discover Saudi, 
as a leading provider of event 

logistics services in the King-
dom, will work with ICCA to 
further enhance our offerings, 
especially within the crucial 
MICE sector while driving more 
business inwards in keeping 
with our commitment to sup-
port Saudi Vision 2030.”

ICCA’s standing in the interna-
tional association meetings sec-

tor enables them to offer data, 
education, and communication 
channels, as well as business 
development and networking 
opportunities for members. 
Discover Saudi will gain access 

to an extensive database of over 
220,000 meetings, 20,000 reg-
ularly occurring meeting series, 
and 11,500 associations. With 
more than 1,100 members in al-
most 100 countries worldwide, 
ICCA helps organisations build 
long-term resilience and stabil-
ity through events and meetings 
that help drive economic and 
social progress. 

Discover Saudi’s membership 
will enable them to grow the 
convention and congress busi-
ness in the Kingdom.

Discover Saudi joins ICCA

Discover Saudi will gain access to a 
global network of event organisers, 
enabling them to boost kSa’s flourishing 
convention and congress industryMuzzammil Ahussain 

CEO 
Almosafer

TT Bureau 

MeMbershiP 
benefits

v Discover Saudi will gain 
access to a database of 
over 220,000 meetings, 

20,000 regularly occurring 
meeting series, and 11,500 

associations

v With over 1,100 members 
in 100 countries worldwide, 
ICCA helps organisations 
build long-term resilience 

and stability through events  
and meetings

v Discover Saudi’s 
membership within this 

global network will enable 
them to further grow the 

convention and congress 
business in KSA.

Yogeesh Chandra, Chief Strategy Officer, RateGain, in an interview with , shares some of the key travel trends in the Middle 
East and Africa region, business outlook for 2025 and the strategies that can transform the industry. Investments in AI and digital 
transformation are expected to bring smarter pricing strategies, efficient distribution models and guest personalisation, he says. 

What are the key travel 
trends that you see in 
the region? 

The Middle East and Africa 
(MEA) region is experiencing 
strong tourism growth, driven 
by major infrastructure pro-
jects, increasing international 
arrivals, and rapid adoption of 
AI and digital solutions. The 
UAE led global hotel occupancy 
in 2024 at 77 per cent, with a 
long-term vision to welcome 
40 million visitors annually by 
2031. Saudi Arabia, having 
already surpassed its Vision 
2030 goals, saw US$37.6 
billion in international visitor 
contributions in 2023, reinforc-
ing its position as a key global 
tourism player. Africa is also 
emerging as a high-growth 
market, with 95 million inbound 
travellers projected by 2027. 
Egypt alone recorded 15.7 mil-
lion tourists in 2024, targeting 
18 million in 2025—creating 

new opportunities for hotels, 
airlines, and OTAs. These 
trends highlight a shift towards 
personalised pricing, AI-driven 
revenue strategies, and auto-
mated distribution solutions to 
support the evolving needs of 
industry. 

What is your outlook for the 
region in 2025? 
With investments in Artificial In-
telligence (AI) and digital trans-

formation accelerating, 2025 
is expected to bring smarter 
pricing strategies, more ef-
ficient distribution models, and 
enhanced guest personalisa-
tion. Hotels and airlines are lev-
eraging AI for dynamic pricing, 
demand forecasting, and hyper-
personalised guest experiences, 
ensuring greater profitability and 
operational efficiency. 

Saudi Arabia’s hospitality sec-
tor remains a focal point, with 
plans to add 250,000 hotel 
rooms by 2030, while major 
projects like The Red Sea Pro-
ject and Diriyah Development 
continue to shape luxury and 
experiential travel. With the 
UAE gearing up for 40 million 
visitors annually, tourism-driven 
demand will further boost travel 
tech adoption.

Will RateGain be expanding 
towards the region? If so, 
please share some details. 
RateGain has a strong and 

growing presence in the MEA 
region, particularly in Saudi Ara-
bia, where the demand for AI-
powered pricing intelligence and 
automated distribution solutions 
is surging. With the Kingdom’s 
hospitality sector expanding 
rapidly, RateGain is focused on 

supporting hotels, airlines, and 
OTAs in optimising market posi-
tioning, revenue strategies, and 
guest acquisition.

How are Bahrain, Oman, and 
Qatar positioning themselves?
While UAE and Saudi Arabia lead 
the region’s tourism growth, 
Bahrain, Oman, and Qatar are 
making strategic moves to 

strengthen their positions. Qatar 
has witnessed a surge in tour-
ism since hosting FIFA 2022. 
Oman is focusing on sustainable 
tourism and international part-
nerships. Additionally, Bahrain 
is investing in tourism infrastruc-
ture, and hospitality innovation.

Could you highlight the role 
AI's role in the industry future? 
AI is revolutionising travel and 
hospitality by enhancing pric-
ing intelligence, distribution 
efficiency, and guest person-
alisation. Dynamic pricing is 
now fully automated through 
AI-powered solutions, ensur-
ing real-time rate optimisation 
and competitive positioning. 

AI is also transforming guest 
experiences—hotels can now 
analyse booking patterns, pref-
erences, and sentiment data 
to create hyper-personalised 
offers and loyalty programmes.

AI improving pricing, distribution

Hotels and airlines are leveraging aI for 
dynamic pricing, demand forecasting, 
and hyper-personalised guest 
experiences, ensuring greater profitability
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Yogeesh Chandra 
Chief Strategy Officer 
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welcome 40 million visitors 
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its Vision 2030 goals, saw 

$37.6 billion in international 
visitor contributions in 2023
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a high-growth market, with 

95 million inbound travellers 
projected by 2027. 

v Egypt recorded  
15.7 million tourists in 2024, 
targeting 18 million in 2025
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The Department of Culture and Tourism – Abu Dhabi has partnered with Etihad Airways to launch the new Abu Dhabi Pass at ITB 
Berlin. The free Abu Dhabi Pass unlocks a range of benefits for Etihad passengers and all visitors to the emirate. It will transform the 
visitor experience into a fully digital journey, simplifying access to the emirate’s offerings.

Etihad passengers will re-
ceive an email with a link 
to access the Abu Dhabi 

Pass through a dedicated web-
site, with no additional cost or 
app download required. The 
free Abu Dhabi Pass unlocks a 
range of benefits for Etihad pas-
sengers and all visitors to the 
emirate. These include a tourist 
SIM card with 10GB data to stay 
connected, unlimited access 
to public buses, and 24-hour 
unlimited access to the hop-
on-hop-off tourist bus network 
exploring key city attractions.

Abdulla Yousuf, Director - Inter-
national Operations, DCT Abu 
Dhabi, said: “The launch of the 
new Abu Dhabi Pass reflects 
our commitment to enhancing 
the visitor experience by pro-
viding seamless access to the 
emirate’s diverse, world-class 
attractions, cultural landmarks, 
and entertainment offerings. 

Through this partnership, we 
aim to introduce Abu Dhabi as a 
top global destination to a wider 
audience, making it easier for 
our travel and tourism stake-
holders to showcase the very 
best the emirate has to offer.” 
Aysha Al Kaabi, Vice President 
- Commercial Enablement & En-
gagement, Etihad Airways, said: 
“Our collaboration with DCT 
Abu Dhabi makes experiencing 

the emirate’s attractions more 
appealing than ever. By com-
bining transport, connectivity, 
and attraction discounts in one 
digital pass, we are making it 
simpler for visitors to enjoy Abu 
Dhabi’s diverse experiences, 
from cultural discoveries to 
family entertainment.”

The agreement builds on the 
success of Etihad's stopover 

programme, which welcomed 
85,000 international visitors 
in 2024, compared to 12,000 
in 2023. In 2025, the airline 
anticipates hosting more than 
130,000 stopover guests, rep-
resenting more than 50 per cent 
year-on-year increase. When 

booking through etihad.com, 
visitors choosing to stopover in 
Abu Dhabi can also benefit from 
a complimentary hotel stay of 
up to two nights, turning their 
journey into two holidays in one.

Pass holders also enjoy exclu-
sive discounts of 15 per cent 
at Abu Dhabi's premier cultural 
venues, including Qasr Al Wa-

tan and Louvre Abu Dhabi, and 
special rates at Yas Island's en-
tertainment destinations. This 
includes Ferrari World Abu Dha-
bi, Warner Bros. World™ Abu 
Dhabi, SeaWorld Yas Island, 
Abu Dhabi and Yas Waterworld. 
The pass also provides access 

to deals at over 200 restaurants 
across the emirate and savings 
on popular experiences like 
desert safaris and guided city 
tours.

The Abu Dhabi Pass aligns with 
the objectives of Abu Dhabi’s 
Tourism Strategy 2030, en-
hancing the visitor experience 
through exceptional offerings 

and improved connectivity, and 
it supports the strategy’s goals 
of attracting 39.3 million visi-
tors, creating 178,000 new jobs 
in the tourism sector, and con-
tributing AED90 billion to Abu 
Dhabi’s GDP by 2030.

New Abu Dhabi Pass for travellers

It offers a SIm card with 10GB data, 
access to public buses and 24-hour 
access to the hop-on-hop-off tourist bus 
network to explore key city attractions
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Aysha Al Kaabi, Saleh Mohamed Al Geziry and Abdulla Yousuf at ITB Berlin

Dubai World Trade Centre and Informa Group announced a strategic venture to create a global powerhouse in Exhibitions and Event 
Management, operating out of the Middle East, South Asia and Africa regions. The new entity, headquartered in Dubai, will be servicing 
super-regional MICE markets, besides leveraging their scale to export home-grown mega brands across the world. 

Dubai World Trade Cen-
tre and Informa Group 
announced a strategic 

venture to create a global 
powerhouse in Exhibitions 
and Event Management, op-
erating out of the Middle East, 
South Asia and Africa regions. 
The partnership between two 
commercial equals with highly 
complementary assets and 
capabilities drives the creation 
of a new DWTC-Informa com-
pany - Informa International - 
that will be fully operational by 
Q4 2025. 

The new entity, headquartered 
in Dubai, will be servicing 
super-regional MICE (Meetings, 
Incentives, Conferences, and 
Exhibitions) markets, in addition 
to leveraging their scale to ex-
port home-grown megabrands 
across the world. 

The move anchors DWTC’s 
commitment to tripling Dubai’s 
MICE Sector GDP contribution 
to AED54 billion annually by 
2033, in line with targets in the 
D33 Dubai Economic Agenda . 
Equally, it will focus on cement-
ing Dubai as the global epicen-
tre for business and enterprise, 
even as the city gains in repute 
as the world’s preferred MICE 

industry hub.Informa Interna-
tional will include exhibitions, 
confexes, conferences, profes-
sional training and accreditation 
businesses of both DWTC and 
Informa in Dubai and connected 
partner markets, creating a mar-
ket leader with revenues of more 
than US$700 million.

Key objectives 
Global MICE Powerhouse: 
Combines DWTC’s global 
events with Informa Group’s 
events business in the UAE and 
connected partner markets to 
own and operate more than 40 
market-leading brands in highly 
attractive growth categories, 
such as Food (Gulfood), ICT 
(GITEX), Information Security 
(GISEC), Healthcare (WHX), En-
ergy (Middle East Energy) and 
Aviation (Dubai Airshow);

Accelerated Global Expan-
sion: Creates further scale and 

opportunity to export DWTC’s 
brands across the fastest 
global growth markets for B2B 
events, including the Indian 
Subcontinent, Asia, Middle 
East, Europe and Africa; 

Dubai as #1 Global Business 
Hub: Targets attracting mar-
quee events from the 100+ 
specialist Informa global 
brands across wide ranging 
sectors into Dubai. This feeds 
into the city’s economic strat-
egy with significant venue in-
frastructure coming on stream 
from 2026, at Dubai Exhibition 
Centre (DEC).

His Excellency Helal Saeed Al 
Marri, Director General, Dubai 
World Trade Centre Authority, 
said: “DWTC has anchored and 
enabled Dubai’s leadership as 
a preferred global hub for the 

MICE Sector. With the city’s 
flagship events like GITEX and 
Gulfood expanding internation-
ally, and Informa’s portfolio of 
leading shows in complemen-
tary sectors across the super-
region, this strategic partnership 
is set to be a transformation en-
gine for cross-border trade and 
enterprise, co-creating sustain-
able value for the industries and 

economies.” Stephen A Carter, 
Group Chief Executive, Informa 
PLC, said: “We have a great 
partnership in Dubai with DWTC 
and today’s announcement will 
further expand our relationship, 
allowing us to create something 
quite unique and special togeth-
er in what is a highly vibrant and 
fast-growing market.”

DWTC-Informa venture to start by Q4 

Informa International will focus on 
cementing Dubai as the global epicentre 
for business and enterprise, even as the 
city gains in repute His Excellency Helal Saeed Al Marri 

Director General, Dubai World Trade 
Centre Authority
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The United Nations has adopted a new tourism employment indicator as part of the official Sustainable Development Goals (SDGs) 
Indicator Framework, which was approved at the 56th session of the UN Statistical Commission. With this decision, global data on 
tourism employment will be systematically monitored within the SDG monitoring process for the first time.

The United Nations has taken 
a major step in recognising 
tourism’s role in sustain-

able development by adopting 
a new tourism employment 
indicator as part of the official 
Sustainable Development Goals 
(SDGs) Indicator Framework. 
Endorsed at the 56th session of 
the UN Statistical Commission, 
the landmark decision means 
that, for the first time, global data 
on tourism employment will be 
systematically monitored within 
the SDG monitoring process. 
It also increases the number of 
official tourism SDG indicators 
from two to three, raising rec-
ognition of the sector’s global 
contribution to economic and 
social progress.

Zurab Pololikashvili, Sec-
retary-General, UN Tourism, 
says: “What gets measured, 
gets done. As part of Goal 8, 

we strive for sustainable tour-
ism that creates jobs. The 
new tourism employment in-
dicator goes beyond GDP to 
enhance our understanding of 
tourism’s potential for social 
progress. Policymakers will 
be better equipped to identify 
gaps, address inequalities, and 
maximise tourism’s social and 
economic benefits—ensuring 
no one is left behind.”

UN Tourism’s most recent survey 
of Member States’ priorities re-
vealed a strong preference for the 
organisation to work towards en-
suring tourism contributes to the 
achievement of the SDGs. The 
new indicator, with UN Tourism 
as its custodian, delivers the evi-
dence to advance on this priority.

Strengthening tourism’s  
role in global development
The indicator responds to a criti-
cal policy issue in many coun-
tries. Together with the existing 
SDG indicator on tourism’s GDP, 
the new indicator offers a broad-
er perspective on tourism’s sus-
tainability that better considers 
social progress. 

With this recognition, tourism 
employment will now be offi-
cially integrated into the delibera-
tions of the United Nations High-
Level Political Forum (HLPF) 
on Sustainable Development, 
including the UN Sustainable 

Development Goals Report. The 
data will be available on the SDG 
Global Database, as well as on 
the UN Tourism Statistics Data-
base website.

The indicator was jointly ad-
vanced under the leadership of 
Austria, Spain, Saudi Arabia, 
CARICOM, ILO and UN Tourism. 

It is fruit of extensive research 
and development through con-
sultative and intergovernmental 
processes over several years. 
The inclusion of the tourism 
employment indicator is one of 
three new indicators endorsed 
by the UN Statistical Commis-

sion as part the second, and 
last, SDG Indicator Framework 
review within the 2030 Agen-
da’s time horizon. Thanks to a 
partnership between UN Tour-
ism and ILO, the new indicator 
leverages on both organisa-
tion’s data reporting mecha-
nisms, maximising prior sta-
tistical investments at national 

and international levels, while 
minimising reporting burden  
on countries.

Tourism represents 5.6 per 
cent of employed people
Between 2015 and 2023, tour-
ism accounted for 5.6 per cent 

of global employment. In 2023 
alone, 127 million people were 
employed in tourism worldwide, 
based on data reported by 89 
countries and comprising 68 
per cent of the world population. 
Tourism offers employment and 
income opportunities in devel-
oped and developing countries 
alike, even in remote areas. 

UN adopts tourism jobs indicator as SDG
TT Bureau 

The new tourism employment indicator 
goes beyond GDP to enhance our 
understanding of tourism’s potential for 
social progress 

Zurab Pololikashvili 
Secretary-General 

UN Tourism

Tourism share 
in jobs 
5.6%  

share of tourism jobs 
in global employment 

between 2015 and 2023

127 million  
people were employed in 
tourism worldwide in 2023

89 countries 
data was collected from, 

which covered 68% of the 
world population
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Riyadh Air will leverage IBM watsonx and IBM Consulting solutions to drive its vision as the world’s first digital-native airline, as per an 
agreement between Riyadh Air and IBM. The collaboration between the two conglomerates aims to help power the Saudi Arabian airline’s 
mission to launch flights in 2025 while offering an elevated guest experience. 

IBM announced a new agree-
ment with Riyadh Air, which 
will integrate watsonx, IBM’s 

portfolio of AI products, and 
IBM Consulting AI solutions to 
establish an enterprise-wide 
AI capability to elevate Riyadh 
Air’s guest and employee expe-
riences. As Riyadh Air prepares 
for its inaugural flights in late 
2025, the new Saudi Arabian 
airline sets another key building 
block of its journey in redefin-
ing air travel as the world’s 
first digital-native carrier. The 
announcement took place at 
the third edition of The FII PRI-
ORITY Miami 2025 Summit, 
where senior executives from 
both IBM and Riyadh Air, in-
cluding Adam Boukadida, Chief 
Financial Officer, Riyadh Air and 
Mohamad Ali, SVP and Head of 
IBM Consulting, reaffirmed their 
commitment to driving innova-
tion in the aviation sector. 

Building a world-class airline 
requires more than just aircraft 
and infrastructure; it demands 
an intelligent digital founda-
tion that anticipates passenger 
needs, streamlines operations, 
and empowers employees. Ri-
yadh Air is embracing this chal-
lenge by making AI the driving 
force behind its transformation.

Boukadida said: “Riyadh Air is 
more than just an airline; it is a 

gateway to new opportunities for 
travellers from the Kingdom and 
beyond. As we move closer to 
our first flight later in 2025, our 
vision is to deliver a seamless, 
world-class travel experience by 
expanding our reach, pioneer-
ing innovations, and redefining 
industry standards. By deepen-
ing our collaboration with IBM, 
we are harnessing the power 
of AI, from intelligent customer 
interactions to optimised flight 

operations, to set a new bench-
mark for the future of aviation.”

This agreement aims to 
strengthen Riyadh Air’s posi-
tion as a truly digital-native air-
line, building on IBM’s AI-driven 
products and solutions together 
with IBM Consulting as its lead 
systems integrator. 

IBM’s watsonx, IBM’s portfolio 
of AI products, will serve as 

the foundation for Riyadh Air’s 
AI platform, driving mission-
critical functions and fostering 
open innovation with multi-
model AI. The new platform 
will be built with a focus on 
data security, privacy, regula-
tory compliance, and respon-
sible AI adoption. Riyadh Air 
will also leverage Agentic AI 
to deploy autonomous bots to 
enable seamless and personal-
ised system interactions. 

Ali, Senior Vice President and 
Head of IBM Consulting, said: 
“By embedding watsonx at the 
core of its operations, Riyadh 
Air is taking an AI-first ap-
proach to redefine air travel and 
set new industry standards as 
the world’s first digital-native 
airline. Together, we are super-
charging our teams with AI to 
enhance traveller experiences, 
optimise operations, and shape 
the future of aviation in Saudi 
Arabia and beyond.” 

The airline’s decision to partner 
with IBM Consulting and wat-
sonx was driven by IBM’s strong 
track record in AI transformation, 
backed by successful past en-
gagements with Riyadh Air that 
established trust and credibility. 
IBM’s immersive engagement 
model played a key role in the 
expanded relationship. 

IBM tech to elevate Riyadh Air’s flight
TT Bureau 
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v Riyadh Air’s AI-driven 
strategy aligns with Saudi 

Arabia’s Vision 2030

v The vision aims to serve 
330 million passengers 

annually by 2030 

v Use of IBM watsonx and 
IBM Consulting solutions 

to drive Riyadh Air’s plan to 
become the world’s  

first digital-native airline

Mohamad Ali, SVP and Head of IBM Consulting and Adam Boukadida, Chief Financial Officer, Riyadh Air, at the summit

The World Travel & Tourism Council (WTTC) has announced Andrea Grisdale, Founder and CEO, IC Bellagio, as the Vice Chair of its new 
initiative, Together in Travel, alongside 13 founding partners. The new platform, offering innovative travel solutions, aims to transform 
how Small and Medium Enterprises (SMEs) operate and succeed within the global travel industry.

Andrea Grisdale, Founder 
and CEO, IC Bellagio, has 
been appointed by the 

World Travel & Tourism Council 
(WTTC) as the Vice Chair of its 
new initiative, Together in Travel, 
alongside 13 founding partners. 
With more than 25 years of 
experience in crafting bespoke 
travel experiences, Grisdale will 
lead the initiative’s mission to 
foster inclusivity, resilience, and 
sustainability across the sector. 

‘Together in Travel’ provides 
Small and Medium Enterprises 
(SMEs) with vital resources, 
including access to global mar-
kets and investment opportuni-
ties, specialised training pro-
grammes, digital transformation 
tools and sustainable business 
practice frameworks. 

Julia Simpson, President & 
CEO, WTTC, said: “Small busi-
nesses are the backbone of 

Travel & Tourism, and ‘Together 
in Travel’ represents an un-
precedented collaboration that 
will equip SMEs with essential 
tools for success in our evolving 
global landscape. Under Andrea 
Grisdale’s leadership, whose 
commitment to sustainable 
tourism is exemplary, this initia-
tive will catalyse transformative 
growth across our sector.”

Matthew Upchurch, Vice Chair, 
Chairman and CEO, Virtuoso, 

said: “The ‘Together in Travel’ 
initiative, which I am proud to 
have spearheaded in my WTTC 
role, represents a transforma-
tive effort to support critical 
small to medium enterprises. By 
joining forces with an outstand-
ing group of high-profile WTTC 
member founding partners, we 
are providing these businesses 
with the tools, resources, and 
opportunities necessary to not 
only survive but thrive in an 
increasingly complex and com-
petitive market. This initiative is a 
vital step in ensuring that SMEs 
can scale, innovate, and contrib-
ute to a more resilient and sus-
tainable global travel ecosystem. 
Along with the leadership of Julia 
Simpson and Andrea Grisdale, 
‘Together in Travel’ is setting 
the stage for long-term, positive 
change, strengthening the sec-
tor’s foundations and ensuring 
its future success.”

Grisdale said: “I am deeply hon-
oured to serve as Vice Chair of 
the ‘Together in Travel’ initiative. 

This programme is a powerful 
opportunity to empower SMEs 
within the travel sector, providing 
them with the tools, resources, 
and support they need to thrive 
in an ever-evolving industry. By 
fostering inclusivity, resilience, 
and sustainability, we can help 
these businesses not only navi-
gate today’s challenges but also 
shape a more dynamic and sus-

tainable future for global travel. 
Together, we are setting the 
stage for long-term growth and 
positive transformation across 
the entire travel ecosystem.”

The distinguished founding 
partners represent leaders 
across the travel ecosystem: 

Abercrombie & Kent Group, Ac-
cor, Diriyah Gate, FINN Partners, 
Hilton, Intrepid, Microsoft, MSC 
Cruises, OMRAN, Red Carna-
tion Hotels, Trip.com Group, 
VFS Global and Virtuoso.

The partnership brings together 
diverse expertise from across 
the travel and hospitality sec-
tors. Accor and Red Carnation 

Hotels contribute their deep 
hospitality experience, while 
MSC Cruises brings unparal-
leled cruise expertise. Virtuoso, 
Hilton, and Abercrombie & Kent 
Group offer extensive luxury 
travel knowledge. Microsoft 
and Trip.com Group provide 
cutting-edge technological 

innovation, ensuring a seam-
less experience for travellers. 
OMRAN and Diriyah Gate offer 
invaluable insights into destina-
tion development. VFS Global 
and FINN Partners complete 
the ecosystem, offering visa 
services and marketing com-
munications support.  

‘Together in Travel’ initiative by WTTC 

‘Together in Travel’ provides SMEs with 
vital resources, including access to global 
markets and investment opportunities, 
and specialised training programmes

Julia Simpson 
President & CEO 

WTTC
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How has the woman 
leadership landscape in 
Saudi Arabia’s hospitality 

sector evolved, and what major 
challenges remain?
Dr Maryam Ficociello, Chief 
Governance Officer, Red Sea 
Global: “Vision 2030 is trans-
forming Saudi Arabia’s society. 
The woman workforce reached 
35.4 per cent in 2024, surpass-
ing initial targets. At Red Sea 
Global (RSG), some depart-
ments boast 44 per cent woman 
representation, and my own 
journey to becoming Chief Gov-
ernance Officer demonstrates 
the leadership opportunities now 
available for women. Progress 

has been significant, but there 
is more to do. That is why we 
are investing in initiatives like our 
Female Leadership Programme, 
vocational training and schemes 
for elite graduates to provide 
more Saudi women with reward-
ing career pathways.”

Mashael Alnosayan, Marketing 
& Communication, Taiba Invest-
ments: “Vision 2030 has driven 
a remarkable surge in woman 
leadership within Saudi Arabia’s 

hospitality sector. Women are 
increasingly empowered, taking 
on prominent roles and demon-
strating immense potential. The 
sector champions equal oppor-
tunities and inclusivity, ensuring 

women thrive. A growing talent 
pipeline signifies a bright future 
for woman leaders. While rep-
resentation evolves, emerging 
role models and focused devel-

opment initiatives are crucial, 
solidifying women’s vital role in 
shaping the sector’s future.”

With the Kingdom’s Vision 
2030 emphasising gender in-
clusivity, what new opportuni-
ties are emerging for women in 
hospitality leadership?
Dr Ficociello: “Vision 2030’s 
commitment to woman empow-
erment enables young Saudi 
women to participate in a rap-
idly growing hospitality sector, 

which is generating new, excit-
ing opportunities. At RSG, these 
range from roles dominated by 
men globally, such as security 
and fire and rescue teams, to 
hospitality managers and senior 

leaders. It has never been such 
an exciting time to be a woman 
in Saudi Arabia, and it is so re-
warding to see junior colleagues 
rise through the ranks and de-
liver impact.”

How can the hospitality indus-
try further accelerate diversity 
and create more leadership op-
portunities for women?
Dr Sarah Gasim, Senior Vice 
President, Head of Hotels KSA, 
JLL: “The advancement of 
women in Saudi Arabia’s hos-
pitality sector extends beyond 
breaking barriers; it is about 
establishing pathways for future 
generations to thrive. Meaningful 
progress is achieved when busi-

nesses go beyond merely open-
ing doors for women, fostering 
an environment where they can 
excel and lead with impact.”

Alnosayan: “Among Saudi Ara-
bia’s various sectors, hospitality 
is particularly noteworthy for its 
rapid advancement of women’s 
roles. The Saudi government 
has prioritised women’s em-
powerment, leading to faster 
growth in opportunities. Women 
in Saudi Arabia have proven to 
be strong leaders, especially in 
hospitality, with continued sup-
port, mentorship, and a com-
mitment to diversity. This is a 
key part of the Kingdom’s vision 
for a more inclusive economy. 

The sector is rapidly progress-
ing towards women leading at 
all levels, with opportunities for 
them to excel in their careers and 
achieve their full potential.”

Dr Ficociello: “The sector 
must champion inclusivity at all 
levels, and this principle runs 
through our entire people strat-
egy. We use gender-neutral job 
adverts and diverse recruitment 
shortlists to boost woman rep-
resentation. We are also com-
mitted to equal pay and career 
advancement through develop-

ment, mentoring and leadership 
programmes. By recognising 
the essential value women offer, 
we can inspire change and build 
a society rich with opportunity.”

Inspiring the Next Generation 
- What advice do you have for 
young women aspiring to lead-
ership roles in hospitality?
Dr Abeer Alamri, Skills Devel-
opment and Talent Optimisation 
Expert: “Develop your skills, 
seek mentors, and build a strong 
network. Embrace challenges as 
learning opportunities and don’t 
be afraid to voice your ideas. 
Confidence and resilience are 
key. Stay passionate, adaptable, 
and always strive for excellence. 
Your unique perspective is inval-
uable to the future of hospitality.”

Lama Kamakhi, Colleague En-
gagement Manager, Mandarin 
Oriental Al Faisaliah: “Connect-
ing with mentors and industry 
professionals is vital for women 
aspiring leadership in the hos-
pitality industry, offering essen-
tial guidance and networking 
chances. To remain competitive, 
consistently improve your skills 
through educational courses and 
practical experiences. Develop 
your leadership capabilities, 
focusing on effective commu-
nication, decision-making, and 
empathy. Encourage inclusivity 
by appreciating diverse perspec-
tives within your team, which 
can drive innovation. Finally, 
have confidence in your abilities 

by being assertive and proactive 
when sharing ideas, while re-
maining true to your values and 
leading by example.”

Alnosayan: “To every young 
woman aspiring to leadership 
in hospitality: start by embrac-
ing every challenge as a chance 
for growth, and every opportu-
nity as a pathway to success. 
Vision 2030 is transforming 
Saudi Arabia’s hospitality sec-
tor, driving rapid innovation and 
growth through AI-powered 
management, sustainability 

initiatives, and advanced tech-
nology integration. The industry 
is evolving with cutting-edge 
advancements, creating exciting 
opportunities for future leaders. 
Equip and build yourself with 
skills and knowledge, celebrate 
wins, and find mentors. Leader-
ship is an art; learn and shape 
the future.”

Dr Ficociello: “An essential part 
of my growth journey has been 
mentoring. I would encourage 
any young woman to seek out 
mentors—people they find in-
spiring or who they have learned 
from in the past—and meet with 
them regularly. Mentors can be a 
brilliant sounding board for ideas 
and can provide invaluable advice 
on problems. At RSG, we have 
a range of initiatives designed to 
give female Saudi talent the op-
portunity to speak to more expe-
rienced colleagues and facilitate 
knowledge-sharing.”

While representation evolves, emerging 
role models and focused development 
initiatives are crucial, solidifying women’s 
vital role in shaping the sector’s future

– Mashael Alnosayan

At rSG), some departments boast 44% 
woman representation, and my own 
journey to becoming cGo demonstrates 
the leadership opportunities now available 
to women  – Dr Maryam Ficociello

With Vision 2030 as a driving force, Saudi Arabia has unlocked unprecedented opportunities for women to lead, innovate and shape the 
future of tourism and hospitality. Yet, real progress means going beyond symbolic gestures – it’s about creating lasting pathways for 
growth, mentorship, and leadership.  as media partner for Future Hospitality Summit - Saudi Arabia talks to woman professionals.

Vision 2030 changing KSA’s society
TT Bureau 

Dr Maryam Ficociello 
Chief Governance Officer 

Red Sea Global

Dr Sarah Gasim 
Senior Vice President 

Head of Hotels KSA, JLL

Mashael Alnosayan 
Marketing & Communication 

Taiba Investments

Dr Abeer Alamri 
Skills Development and Talent 

Optimisation Expert

Lama Kamakhi 
Colleague Engagement Manager 

Mandarin Oriental Al Faisaliah

abouT fhs 
sauDi arabia

v FHS Saudi Arabia will be 
held at Mandarin Oriental Al 

Faisaliah, Riyadh

v Dates 11-13 May 2025

v Theme – ‘Where Vision 
Shapes Opportunity’

v Over 1400 delegates are 
expected to attend

special raTe passes 
for women

The bench, organisers of Future 
Hospitality Summit - Saudi Ara-
bia, as part of its commitment 
and focus on women in hospital-
ity, will be offering special rate 
passes to FHS - Saudi Arabia 
2025 for Saudi national women 
working in hospitality. The #FHS-
WomenPower campaign is an ini-
tiative to champion gender diver-
sity and women empowerment 
in the industry in line with Saudi 
Vision 2030 and the region’s so-
cial and economic aspirations. All 
senior woman professionals in 
hospitality are invited to join FHS on the journey towards an inclu-
sive and progressive hospitality landscape. Tanja Millner, Pro-
duction Director, The Bench, said: “International Women’s Day 
in hospitality should be about action, not just awareness. True in-
clusivity means ensuring women have real access to knowledge, 
mentorship, and leadership pathways to embrace opportunities. 
We must move beyond token gestures to actively support career 
progression, equal pay, and recognition based on merit. A more 
inclusive industry benefits everyone—when we uplift women 
with tangible opportunities, we promote innovation, excellence, 
and a stronger future for hospitality.”

Tanja Millner 
Production Director 

The Bench
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With summer round the corner, travellers from the United Arab Emirates are planning their outbound journeys earlier than anticipated. 
Monaz Billimoria, Regional Head - UAE, VFS Global, shares with  some important tips to simplify the visa application process for 
the travellers, which they could also do with the assistance of travel partners/ agents. 

Summer is a peak travel sea-
son, which means higher 
volumes of travellers ap-

plying for their visas, resulting in 
delays. But by simply planning 
and being prepared, one can sim-
plify the process and focus on the 
joy of travel. Here are the tips for 
a smart, stress-free and on-time 
visa application experience. 

v #ApplyinAdvance: It is rec-
ommended to apply for visas as 
early as booking flights and stay. 
Keeping in view the expected 
higher demand this year, appli-
cants should apply for their visa 
as early as possible. Most coun-
tries accept visa applications up 
to 90 days (3 months) before 
your date of travel. You can ap-
ply for a Schengen visa up to 6 
months prior to departure. 

v Check for visa processing 
timelines: It’s peak season and 

a common concern is how long 
processing a visa will take, es-
pecially when your travel dates 
are approaching. While VFS 
Global ensures that your official 
documents are passed on to the 
concerned Consulate/ Embassy 
within 24 hours of submission, 
it is important to know that each 
country has a different timeline 
for its visa processing. During 
peak season, visa processing 

at the Embassy/ Consulate can 
take longer than usual. These 
timelines are clearly mentioned 
on the country-specific websites 
and the website of the respective 
Embassy/ Consulate. 

v Follow the checklist: A 
checklist of the documentation 
required for visa applications 
for each country served by VFS 
Global is available on www.vf-
sglobal.com. Refer to this and 
be sure to carry all the requisite 
documentation to submit along 
with the duly filled application 
form. Also, check your pass-
port’s validity. Many countries 
require a passport valid six 
months beyond your return date. 

v Book an appointment: Ap-
pointments to submit a visa ap-
plication are available online on 
www.vfsglobal.com and avail-
ability is reflected in real-time. 
Once you choose your preferred 
date and time, it is recommend-

ed that you arrive at least 15 
minutes prior to the appointed 
time to avoid missing your slot. 

v Track your application: 
Once your application is submit-
ted, you can track the progress 
of the application online. The sta-
tus will be updated as and when 

your passport is ready for collec-
tion/ delivery. Please note, once 
your application reaches the Em-
bassy, VFS Global has no influ-
ence on its progress and cannot 
track the status at this stage. 

v #DoNotFallForFraud: Visa 
applicants are advised to be-

ware of fraudulent entities who 
charge fees from customers 
for scheduling appointments 
or providing any other services 
using VFS Global’s name. VFS 
Global does not charge any 
fee for booking appointments 
on www.vfsglobal.com, which 
is the official website catering 

to visa applications. However, 
some governments require 
pre-payment of the service fee 
at the time of booking the ap-
pointment. This step is only to 
ensure genuine travellers use 
appointment booking and the 
system is kept safe from mis-
use by fraudulent entities. 

By following these tips, you can 
ensure that your visa application 
process is stress-free and that 
you are able to enjoy your in-
ternational travels with ease and 
peace of mind. Applicants look-
ing for an enhanced experience 
can also choose from a range 
of optional services provided by 
VFS Global for additional com-
fort and convenience, such as 
premium lounge for end-to-end 
personalised help, doorstep visa 
services for an at-home solu-
tion, among many others.

Summer travel visa tips with VFS

Most countries accept visa applications up 
to 90 days (3 months) before your date of 
travel. you can apply for a Schengen visa 
up to 6 months prior to departure

Do you find NDC 
effective in personalis-

ing experiences for 
customers? 

Monaz Billimoria 
Regional Head - UAE 

VFS Global

What was your 
experience when you 

applied for a visa  
last time? 

TT Bureau 

From Artificial Intelligence 
(AI) revolutionising cus-
tomer experiences to smart 

infrastructure optimising travel 
operations, emerging technolo-
gies are reshaping how travel-
lers explore and interact with 
destinations. Digitalisation is at 
the core of this transformation, 
with advancements, such as bi-
ometric authentication, contact-
less services, and AI-powered 
personalisation, creating seam-
less travel experiences. As gov-
ernments and private enterpris-
es invest in futuristic solutions 
ranging from air taxis in the UAE 
to AI-driven booking platforms, 

technology is driving the Middle 
East’s tourism boom. 

AI has been significantly con-
tributing to modernising the 
travel industry. As travellers 
seek convenience, businesses 
leverage AI-powered chatbots, 
intuitive mobile apps, and per-
sonalised loyalty programmes 
to enhance the booking experi-
ence. These tools offer instant 
support, seamless navigation, 
and tailored recommendations, 
making online reservations 

more efficient and user-friend-
ly. For instance, companies 
like Expedia and Booking.com 
utilise AI to offer personalised 
itineraries and summarise 
guest reviews, streamlining 
the decision-making process 
for travellers. Furthermore, 
airlines like Emirates have  
been employing AI for tasks 
like rebooking flights, optimis-
ing routes, predicting meal 
preferences, and enhancing 
operational efficiency and pas-
senger satisfaction. 

Beyond front-end improve-
ments, travel companies 
are also strengthening their 
back-end systems. Advanced 
booking engines streamline 
reservations by offering real-
time availability and automated 
confirmations. Dynamic pricing 
tools analyse demand patterns 
and competitor rates to opti-
mise pricing strategies, ensur-
ing competitive yet profitable 

offerings. Additionally, wider 
distribution channels—integrat-
ing with Online Travel Agencies 
(OTAs), metasearch engines, 
and direct booking platforms, 
allow businesses to reach 
larger audience, increasing their 
visibility and revenue potential. 

These advancements improve 
customer engagement and 
drive operational efficiency—
AI-powered preferences. Mean-
while, pricing and inventory 
management automation en-
sures businesses remain agile 
in fluctuating market conditions.

With Middle Eastern destinations 
experiencing a surge in digital 
adoption, travel firms prioritise 

seamless, tech-driven book-
ing experiences. For example, 
the Jumeirah Group is actively 
adopting digital solutions, in-
cluding virtual gift experiences, 
language translation tools, and 
contactless check-in options. 
Emirates is another example 

which uses AI to analyse cus-
tomer data and personalise ex-
periences, offering customised 
recommendations for meals, 
entertainment, seating prefer-
ences, and personalised pro-
motions and offers. This has 
a positive impact on customer 
experience. For instance, in 
2024, a survey by Travel Tech 
Innovations shows 75 per 
cent of Emirates passengers  
value the convenience of its  
digital services. 

The travel and tourism sector in the Middle East region is experiencing a significant shift fuelled by cutting-edge technology and digital 
transformation. Digitalisation is at the core of this transformation. With the industry projected to generate approximately US $39.57 billion 
in revenue by 2025, the region embraces innovations that enhance efficiency, convenience and sustainability. 

Tech-driven steps streamline bookings

Dr Sean Lochrie 
Associate Professor at Heriot-Watt 

University Dubai  
(The views expressed  

are solely of the author.)  

With Middle Eastern destinations 
experiencing a surge in digital adoption, 
travel firms prioritise seamless, tech-
driven booking experiences

Have you started  
using AI in your  

business model? 
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Important AI tools
for business

Your video creation partner
FlexClip empowers travel agents with an intuitive platform that streamlines video 
creation. Whether you are crafting promotional content, virtual tours, or itinerary 
previews, it provides the tools to transform ideas into visually stunning videos.

What makes FlexClip 
unique AI tool?
FlexClip distinguish-

es itself through a combina-
tion of innovative features 
and an extensive media li-
brary, all accessible directly 
from your browser. Key high-
lights include: 

v AI-powered tool: Lever-
age artificial intelligence to 
automate and enhance your 
video creation. Features 
such as the AI Video Genera-
tor allow you to produce vid-
eos from text prompts, arti-
cles, or URLs, while the AI 
Text to Speech tool converts 

written content into natural-
sounding voiceovers. 

v Extensive template library: 
Access over 6,000 profession-
ally designed templates across 
various categories, including 
business, lifestyle, and social 
media. These templates pro-
vide a solid foundation, ena-
bling you to create compelling 
videos quickly and efficiently. 

v Rich media resources: En-
hance your projects with a vast 
collection of media assets. 
FlexClip offers more than 4 
million royalty-free videos and 
photos, 74,000 music tracks 
and sound effects, and 3 mil-
lion dynamic elements, ensur-

ing you have the right resourc-
es to elevate your content.

v User-friendly editing tools: 
Perform essential editing tasks 
with ease. FlexClip’s intuitive 
interface allows you to trim, 
merge, and adjust video speed 
effortlessly. Additionally, you 
can add text, music, voiceo-
vers, and animated elements to 
keep your audience engaged. 

v Seamless collaboration 
and sharing: Collaborate with 
team members in real-time, 
thanks to cloud storage that 
provides smooth access to 
your files and projects. Once 
your video is complete, export 
it in up to 4K resolution. 

Visit Abu Dhabi
Visit Abu Dhabi’s video post showcasing the 

Ramadan as rich in culture and cuisine for tourists 
garnered 831K views & 1.6K likes.

Saudia Airlines
Saudia Airlines’ video of the team that works 
behind every flight to make it seamless for 

travellers garnered 24.9K views & 417 likes.

Riyadh Air 
The recent LinkedIn post by Riyadh Air,  

celebrating 2 years since its launch, received  
3.6K likes & 54 reposts.

Qatar Airways
Qatar Airways celebrated the women in aviation 

on their recent LinkedIn post that received  
5.5K likes & 136 reposts. 

Emirates
Emirates Airlines’ Ramadan Kareem wishes 

post with flights under the moon went viral on 
Instagram with 1.1M views & 74.8K likes. 

Saudi Arabia
Saudi Arabia’s tourism community page’s video 

of people on the rocky hill that faces Makkah went 
viral with 107K views & 10.6K likes. 

Trendsetters of the month

1 SITE Incentive Summit Americas 2025 Stowe, US

3 CAPA Airline Leader Summit- Americas Cayman Islands

3 Hospitality Leadership Summit Boston, US

3  ABTA: Aviation Forum 2025 London, UK

6  ILTM Africa- International Luxury  Cape Town, Africa 
 Travel Market Africa 2025 

6-9  Connections Luxury Europe 2025 Catalunya, Spain

8 Deluxe Travel Market Georgia  Tbilisi, Georgia

8-10 Hotel & Hospitality Expo- Saudi Arabia Riyadh, Saudi Arabia

8- 11 International Conference  Lisbon, Portugal 
 on Tourism and Hospitality - Lisbon

9-11  WTM Africa Cape Town, SA

13 Health Tourism Conference & Exhibition Dubai, UAE

14-16 WTM Latin America São Paulo, Brazil

15-16 Hospitality Vietnam Conference (HVC) Saigon, Vietnam

16- 17 The Meetings Show- Asia Pacific Marina Bay Sands, 
  Singapore

16-17 Business Travel Show- Europe Marina Bay Sands, 
  Singapore

18-20 MATTA Fair Asia Pacific Kuala Lumpur, 
  Malaysia

18 Deluxe Travel Market- Uzbekistan  Navoi, Uzbekistan

23- 25 Kazakhstan International Exhibition KITF Almaty, Kazakhstan

24-26 China Outbound Travel & Tourism Market Beijing, China

27 Apr-1 May  Australian Tourism Exchange Brisbane, Australia

28 Apr-1 May Arabian Travel Market Show Dubai, UAE

april 2025
Date Event Venue

Middle East’s Leading Travel Trade Monthly

Bahi Ajman Palace 
signs new contracts

ITB Berlin 2025 has proven to 
be a resounding success for 
Bahi Ajman Palace Hotel and 

Coral Beach Resort Sharjah, as it 
solidified its relationships with ex-
isting partners and secured new 
contracts, which will enhance the 
offerings of the two properties. 

Iftikhar Hamdani, Area General 
Manager, Bahi Ajman Palace Ho-
tel and Coral Beach Resort Shar-
jah, said, “We are excited about 
the strong ties we have formed 
with both existing and new part-
ners (at ITB).” 

He added, “We are particularly 
proud of the success of Coral 
Beach Resort Sharjah, which 
boasts a remarkable 97 per cent 
recommendation rate on Holi-

dayCheck, making it a top choice 
among German tourists in the 
northern Emirates.”

Despite a decline in demand to 
the Northern Emirates due to the 
recent bankruptcy of the giant FTI 
Group, which has left a void in 
mass bookings from Germany 
to the UAE, Bahi Ajman Palace 
Hotel and Coral Beach Resort 
Sharjah’s partners have strategi-
cally managed to capture a sig-
nificant share of the market. The 
two properties are confident to 
see an increase in tourists from 
Germany in the upcoming sum-
mer and the last quarter of 2025.

ITB Berlin continues to be the 
premiere event uniting the inter-
national travel community and 
connecting with so many vision-
aries in hospitality industry. 

TT Bureau 
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25HOURS HOTEL ONE CENTRAL
Dubai 
25hours Hotel One Central has appointed JAMEs BErrY as the General 
Manager. With nearly three decades of experience with esteemed hospitality 

brands, such as Accor, Marriott International, and Radisson 
Hotel Group, almost 20 years of which as General 

Manager, Berry brings a wealth of expertise and a deep 
understanding of hotel management to his new role. 
Originally from the UK, Berry grew up in the heart 
of the Midlands, just an hour North of London. His 
ability to foster exceptional employee engagement, 

improve guest satisfaction, and elevate hotel 
performance has been a cornerstone of 

his success. Berry, now 47, will play a 
pivotal role in delivering on the brand’s 
promise of creating exceptional 

experiences for both travellers and 
locals alike. 

NOVOTEL DUBAI AL BARSHA & APARTHOTEL 
ADAGIO PREMIUM DUBAI AL BARSHA
Dubai
Novotel Dubai Al Barsha and Aparthotel Adagio Premium Dubai Al Barsha 
announced the appointment of JULIA SCHAMNE as 
the Cluster General Manager. With an illustrious 17-year 
career that spans across several top-tier global hospitality 
brands, including Kempinski, Sofitel, JA Resorts & 
Hotels, and Radisson, Schamne is well-prepared to 
steer the properties towards new heights of success 
and operational excellence. Her professional journey 
within the Accor group is notable, having previously served 
in strategic roles, such as Director of Rooms at 
Sofitel Abu Dhabi Corniche, GM at Adagio 
Premium The Palm, Cluster General Manager 
at Adagio Dubai Deira, Ibis Styles Dubai 
Deira and Mercure Dubai Deira. 

TABUK INVESTMENT & TOURISM CO.
Saudi Arabia
Joining Saudi Arabia’s distinguished leader in investment and hospitality,  
NURAN KILANI has been appointed as the Group Director of Commercial at 

Tabuk Investment & Tourism Co. With over two decades 
of extensive experience in the hospitality industry, Kilani 

has a proven track record of driving revenue growth, 
enhancing market presence, and implementing 
innovative commercial strategies. Throughout 
her career, Kilani has held key leadership 
positions at globally renowned hospitality 
brands, including Hilton, Hyatt, Shangri-
La, Emaar, Louvre, Rixos, Millennium, and 
TIME Hotels. She has been instrumental in 
shaping commercial strategies, optimising 
revenue management and pioneering guest 
personalisation initiatives. 

rADisson Blu HotEl, DuBAi MEDiA CitY AnD 
PArk inn BY rADisson, DuBAi Motor CitY
Dubai
Radisson Blu Hotel, Dubai Media City and Park Inn by Radisson, Dubai Motor 
City appointed AAFRIN SHAIKH as the Cluster 
Director of Marketing and PR. With over 15 years 
of hospitality experience, Shaikh brings a wealth of 
expertise in strategic marketing, brand positioning, 
digital campaigns, and public relations. Her career 
encompasses leadership roles at renowned 
hospitality brands in India and the UAE, including 
Mövenpick Hotels & Resorts and most recently, The 
H Dubai hotel. In her new role, Shaikh will oversee 
all brand, marketing, and communication 
strategies for both Radisson Blu Hotel, 
Dubai Media City, and Park Inn by 
Radisson, Dubai Motor City.

BAnYAn trEE AlulA 
Kingdom of Saudi Arabia 
Banyan Tree AlUla, the all-villa luxury resort nestled in the Ashar Valley, has 
appointed BHAVESH RAWAL as the General Manager. With over 25 years of 

experience in luxury hospitality across the Middle East and 
Canada, Rawal brings a wealth of expertise in operational 
leadership, strategic growth, and delivering exceptional 
guest experiences. Having started his career as a chef, 
his deep understanding of Food & Beverage operations 
has shaped his leadership style, with a strong focus 
on culinary excellence in hospitality. In his new 

role, Rawal will lead the management of Banyan 
Tree AlUla, overseeing daily operations, 

financial performance, and strategic 
alignment. His leadership is 

rooted in a unified vision, mutual 
respect and a collective drive 
for excellence. 

SHANGRI-LA JEDDAH
Kingdom of Saudi Arabia 
Shangri-La Jeddah has appointed BRICE LUNOT as the General Manager. 
A cultivated hospitality leader with over three decades of experience in luxury 
hospitality, Lunot brings a wealth of expertise and 
leadership to the property. He joined Shangri-La Hotels 
and Resorts in 2019. His journey with the group 
includes serving as General Manager at Shangri-La Le 
Touessrok in Mauritius and later leading Shangri-La 
operations in Maldives. Most recently, Lunot served 
as Acting General Manager at Shangri-La’s flagship 
property on the Red Sea. In his new role, Lunot is set 
to enhance the guest experience while reinforcing 
the hotel’s presence in the region. His deep 
understanding of the Shangri-La brand, 
coupled with dedication to excellence, will 
drive innovation, exceptional service, and 
operational success. 

sun siYAM 
Maldives 
Sun Siyam Resorts has promoted AHMED NAUFAL to the position of Group 
Director of Business Development. Naufal steps into the expanded role after his 

outstanding performance as the Group Director of 
Sales & Marketing. In his new role, Naufal will leverage 

his extensive experience to lead initiatives that foster 
long-term growth and solidify Sun Siyam Resorts’ 
position in the market. He will work closely with 
cross-functional teams to develop innovative 

strategies, drive operational efficiencies, and support 
the company’s efforts to expand into new markets, 

all while enhancing the brand’s presence across its 
properties in the Maldives and Sri Lanka. He 

joined Sun Siyam Resorts in 2021 as 
Director Sales & Marketing at 

Sun Siyam Olhuveli. 

HILTON CORPORATE OFFICE 
Dubai
Hilton has appointed ALESSANDRO REDAELLI as the Vice President of 
Operations for North Africa and Levant, based at Hilton’s office in Cairo. In his 
new role, Redaelli will be responsible for Hilton’s dynamic 
portfolio across North Africa and Levant, overseeing 
operations at 35 hotels across seven of Hilton’s market-
leading brands, with almost 50 additional properties set 
to open in the coming years. With a hospitality career 
spanning over 30 years, Redaelli has held significant 
leadership positions across multiple markets in 
Europe and the Middle East. Most recently, he served 
as General Manager of Conrad Abu Dhabi Etihad 
Towers. Hilton recently announced plans 
to triple its portfolio in Egypt, including 
the introduction of the Curio Collection 
by Hilton and Tapestry Collection by 
Hilton lifestyle brands. 

ACCOR 
Jeddah, KSA
Accor has appointed ISLAM SAMAD as Vice President Development, Middle 
East. Based in Jeddah, Islam will be instrumental in advancing Accor’s ambitious 

expansion strategy, reinforcing the brand’s position in the 
market and driving accelerated growth through strategic 

partnerships, high-value deals, and transformative 
development initiatives. A visionary leader with over 
23 years of experience, Islam has played a pivotal 
role in shaping the hospitality landscape across the 
Middle East - the Kingdom of Saudi Arabia, Egypt 

and United Arab Emirates. In his new role, his focus 
will be on driving the group’s expansion strategy, 

strengthening brand presence, and ensuring 
the execution of Accor’s development 

plans, specifically in the Kingdom 
of Saudi Arabia and Egypt 
among other countries. 

HYAtt rEgEnCY orYx DoHA 
Qatar 
Hyatt Regency Oryx Doha has promoted SAMER KHEIR to the position of 
Hotel Manager. With an exceptional track record in hotel operations, finance, and 
leadership, Kheir is a seasoned hospitality professional 
with over 19 years of experience across Lebanon, 
Oman, and Qatar. His new responsibilities will include 
spearheading initiatives to strengthen the property’s 
standing as a premier choice for business and leisure 
travellers in Doha and ensuring alignment with Hyatt’s 
global standards for innovation and hospitality. He will 
oversee daily operations with a focus on elevating service 
quality. He will also guide the development and 
execution of financial and operational 
strategies. Prior to this, Kheir held 
key roles, including Director of 
Operations and Director of Finance 
at Hyatt Regency Oryx Doha. 

grAnD MErCurE DuBAi CitY AnD iBis 
stYlEs DuBAi AirPort
Dubai
Grand Mercure Dubai City and ibis Styles Dubai Airport promoted NAWAF 

HASAN to the position of Cluster Hotel Manager. He was 
currently serving as the Cluster Director of Operations 

Acting General Manager since 4 January 2024. With an 
illustrious career spanning over 23 years in the hospitality 
industry, Hasan brings a wealth of experience and 
leadership expertise. His extensive background includes 
key positions at globally renowned hotel brands, where 

he honed his skills in operations management and team 
development. In his new role, Hasan will lead the team 

in maintaining the highest standards of hotel 
operations, ensuring adherence to Accor 

Core Standards, operational controls, 
policies, and service excellence. 

HAMPton BY Hilton MArJAn islAnD 
Ras Al Khaimah
Hampton by Hilton Marjan Island has appointed PRASANTH JANARTHANAN 
as its first Commercial Manager since the hotel opening. Janarthanan, who has 
over 20 years of experience, currently served as the 
Complex Director of Sales & Marketing for Millennium 
Place Barsha Heights Hotel & Hotel Apartments. 
Among the key leadership roles, he has held Cluster 
Head of Sales and Marketing and Cluster Reservation 
Manager positions within global brands, showcasing 
his ability to drive results and foster growth. His new 
position will see him oversee the day-to-day operations 
of the commercial division within Hampton by Hilton 
Marjan Island and elevate its market’s presence, aligning 
with its goals and providing exceptional guest service. 
His appointment comes as the hotel enters a 
transformative phase of growth, aligning with 
Ras Al Khaimah’s dynamic tourism landscape. 
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