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First woman to lead
UN Tourism

Shaikha Al Nowais, Corporate Vice President - Owner Relationship Management, Rotana,
has been nominated as the Secretary-General, UN Tourism for the 2026-2029 term. She
becomes the first Emirati woman to be elected for the coveted post.

Redefining economy
With tourism focus

The UAE’s Ministry of Economy will now
be known as the Ministry of Economy and
Tourism. The announcement comes as
part of UAE’s roadmap to Vision 2031

T Dr Shehara Fernando

e UN Tourism
Executive  Council
recently met for a

milestone session to build
on the legacy of the last
eight years. Meeting for its
1231 session, the council
assessed progress made
around the priorities of in-
novation, investments and
education and nominated
Shaikha Al Nowais as the
new Secretary-General.
Upon confirmation by
the UN Tourism Gen-
eral Assembly, Al Nowais
will become the woman
to hold the position.
U celebrates  the
landmark achievement.

Vision for the future
of global tourism

Al Nowais steps into her
role as UN Tourism Sec-
retary-General with a clear
and ambitious  vision.
She aims to strengthen
the connection between
tourism and gastronomy,

s

TEZ!

Shaikha Al Nowais
Secretary-General, UN Tourism &
Corporate Vice President - Owner
Relationship Management, Rotana

promote sustainable and
inclusive travel, and har-
ness innovative technolo-

Gerald Lawless

Ambassador

World Travel and Tourism Council
(WITC)

aligning with global calls
for responsible tourism
that benefits communities,

Her leadership promises to be
transformative, aligning with global
calls for responsible tourism that
benefits communities

gies to elevate the visitor
experience  worldwide.
Her leadership prom-
ises to be transformative,

protects the environment,
and fosters cultural ex-
change. Her appointment
is being viewed as a major

achievement for the UAE
and a testament to the
country’s ongoing efforts
to empower women in
high-level leadership roles,
according to the Ministry
of Foreign Affairs.

Gerald Lawless, Am-
bassador, World Travel
and Tourism Council
(WTTC), said, “This is
a proud moment for the
United Arab Emirates and
indeed for all those of us
involved in Travel, Tour-
ism and Hospitality. | am
proud indeed that Shai-
kha Al Nowais has been
nominated as the next
Secretary General for
UN Tourism. The United
Arab Emirates certainly
deserves this recogni-
tion and indeed so does
Shaikha Al Nowais as,
in her position as direc-
tor of Rotana Hotels, we
have seen how Rotana
Hotels has developed

Contd. on page 20 »

™
1" TT Bureau

n order to reinforce

the UAE’s global com-

petitiveness and future-
readiness, His Highness
Sheikh Mohammed bin
Rashid Al Maktoum, Vice
President and Prime Min-
ister of the UAE, and Ruler
of Dubai, has announced
a restructuring of the fed-
eral government, with the
aim to enhance economic
performance across tour-
ism, trade and technology.

This strategic shift re-
flects the  country’s
deepening commitment
to positioning tourism as
a cornerstone of its eco-
nomic diversification ef-
forts under Vision 2031.
The Ministry of Economy
and Tourism will remain
under the leadership of
His Excellency Abdulla
bin Touq Al Marri, who
continues to play a cen-
tral role in advancing the
UAE’s global tourism

stature through innova-
tion, strategic policy and
global engagement.

H.E. Abdulla bin Toug Al Marri
Minister of Economy and Tourism
UAE

Central to the UAE’s am-
bitions is the National
Tourism  Strategy 2031.
Through the strategy, the
UAE is focused on creat-
ing a tourism sector that
is inclusive, digitally ena-
bled and environmentally
conscious, with clear em-
phasis on developing na-
tional talent and fostering
SME participation. 2
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217 Year and counting

Malaysia targets Tmn ME tourists in 25

Datuk Manoharan Periasamy, Director General, Tourism Malaysia, in an interview with I, shared that they expect
to close 2025 with one million visitors from the Middle East region. Having received over 190Kk visitors last year, they are
hopeful that alongside their new initiatives and enhanced connectivity, the numbers will rise further by the end of this year.

T Dr Shehara Fernando

peaking on some of

the key initiatives that

Tourism Malaysia is
currently working on, Peri-
asamy said that the tour-
ism board recognises the
growing need to introduce
more B2C-focused pro-
grammes tailored for the
Middle Eastern market.
“We have observed that
younger travellers from
this region are increasing-
ly exploring destinations
other than Malaysia—
possibly due to a percep-
tion that Malaysia lacks
activities or products that
cater specifically to their
interests and lifestyles. In
response, we have initi-
ated collaborations with

trusted local partners in
the Middle East to de-
velop ‘soft adventure’ and
lifestyle experiences that
appeal to the younger de-
mographic. While families
from the region continue
to choose Malaysia as a
preferred holiday destina-
tion, we aim to re-engage
younger travellers who
are currently exploring al-
ternatives in neighbouring
countries. Our industry
discussions and trade
gvents with Middle East-
ern operators have high-
lighted a key challenge:
accessibility,” he said.

Periasamy added, “While
Malaysia receives a
considerable number of
Middle Eastern visitors—

Datuk Manoharan Periasamy
Director General
Tourism Malaysia

many of whom travel for
religious purposes—the
seat capacity between
major cities in Saudi Ara-
bia and Kuala Lumpur
remains limited. To ad-
dress this, we are actively
working with key airlines,

including Riyadh Air and
flynas. We are optimistic
about launching direct
routes from Saudi Arabia
to Malaysia—potentially
as early as the end of this
year—which will greatly
enhance travel acces-

Almosafer in Saudi Arabia
and others who focus on
niche tourism products.
“Destinations like Sa-
bah, Sarawak and Kuala
Lumpur continue to hold
strong appeal for younger
visitors, particularly those

Sabah, Sarawak and Kuala
Lumpur continue to appeal youth,
particularly those interested in
entertainment and urban culture

sibility and support our
broader tourism goals.”

Tourism  Malaysia s
entering into strategic
partnerships with travel
specialists, such as

interested in entertain-
ment, urban culture and
experiential travel. Malay-
sia also offers extensive
halal dining options, with
halal-certified restaurants
and food experiences

readily available. This is
an advantage for Middle
Eastern travellers seek-
ing destinations that align
with their dietary and cul-
tural needs,” he said.

PROJECTIONS
FOR 2025

+ 1 million
visitors from the
Middle East

« Increase
connectivity from
the ME region

« In talks with
Riyadh Air and
flynas to increase
seat capacity
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Riyadh Summit to rehoot tourism

Saudi Arabia’s Minister of Tourism, His Excellency Ahmed Al-Khateeb has launched TOURISE, a bold new global platform
designed to shape a new horizon and plot a shared roadmap for the next 50 years of tourism. Built for ambition and backed by
vision, the new tourism planform will convene a cross-section of public and private sector industry giants for the first time.

™
1" TT Bureau

he inaugural TOUR-
TISE Summit  will

take place in Riyadh
from 11 to 13 November
2025, announced His Ex-
cellency Ahmed Al-Kha-
teeb, Minister of Tourism,
Kingdom of Saudi Arabia
and Chairman, TOURISE,
at the platform’s virtual
launch. The programme,
which will also be lives-
treamed, will focus on
four core themes: The Fu-
ture of Al-Powered Tour-
ism — Innovate or Fade;
The Great Tourism Reset
— Disruptive Business
Models and Investment;
Rebooting the Travel Ex-
perience — Upgrade in
Progress; and Tourism

His Excellency Ahmed Al-Khateeb & Julia Simpson at the announcement of new tourism platform in Riyach

that Works — for People,
Planet and Progress.
A dedicated Innova-
tion Zone will showcase
breakthrough  technolo-
gies and solutions from
SMEs and mid to large
corporations  spanning
Al, mobility, sustainability,
and more from innova-
tors across both public

and private sectors.

Visionary leaders with
tourism, technology, in-
vestment, sustainability
and cultural expertise will
be connected to tackle
critical challenges, unlock
transformative opportuni-
ties and set the agenda
for a sector that is sus-

tainable, equitable and
future-focused.  Along
with global partners from
multilateral  institutions
to private sector leaders,
TOURISE is designed to
unlock major, unprec-
edented deal flow, with
high-value  investment
opportunities and access
to breakthrough technolo-

gies set to be announced
and activated through
the platform.

Julia Simpson, Presi-
dent & CEQ, WTTC and
TOURISE, Advisory
Board Member, said: “We
are delighted to be a part
of this global initiative and
continue our long-stand-
ing collaboration across
the entire tourism eco-
system. For this industry
to evolve and reach its full
potential, public-private
sector collaboration is
critical to the continued
success of Travel & Tour-
ism worldwide. Together,
we can address the chal-
lenges of today while
co-creating a sustainable
future for tomorrow.”

TOURISE is
the first global
platform to unite
public & private
sector leaders
across tourism,
tech, investment
and sustainability
ecosystems.

Accompanying
TOURISE Awards
programme will
recognise best-in-
class destinations
delivering
purposeful travel
experiences

GGG anchors cruise tourism hoom

Cruising has evolved into a global movement—and the Middle East has emerged as one of the fastest-growing cruise market actively
shaping it. From luxury expeditions to family-friendly getaways and new homeports along the Arabian Gulf, cruising is becoming deeply
embedded in the region’s travel culture. I connects with experts in the industry to know their views.

Ashok Kumar
Founder
Cruise Master

Agents are at the
heart of cruise pro-
motion in this region.
Having launched Cruise
Travel Mart shortly
after the pandemic, we
have seen first-hand the
growing enthusiasm. In
our very first year, we
had around 150 travel
agents attending.

qullV 2025

Mohammed Saeed
Managing Director
Royal Caribbean Arabia

Since the pandemic,
cruise travel has not
just rebounded:; it has
roared back to life. We
have seen year-on-year
growth—ranging from
15 per cent to 25 per
cent, depending on the
brand. This double-digit
growth clearly reflects
increasing interest.

Prem Sagar
Group General Manager
Al Rais Travel and Shipping Agencies

Middle East cruises
offer a unique blend
of modern luxury and
deep cultural heritage,
with ports like Dubai,
Abu Dhabi and Doha.
The region’s mild
winter climate makes
it a perfect alternative
during the European
off-season.

Asif Hussain
Manager - Qutbound
Al Tayer Group

We have been
noticing increased
participation from both
expatriates and locals—
Emiratis, Bahrainis,
Qataris and Omanis.
Dubai has been firmly
established as a cruise
hub. Cruise vacations
are some of the easiest
products to sell.

Www.Iravlalkmiddieeast.com

Jasem Zaiton
Director
Zaiton Corp (Cruise Egypt)

The Middle East
cruise industry shows
promising growth. A
total of six established
cruise brands and
a homegrown line,
‘Aroya Cruise”. Egypt
is a key destination
with its rich history,
offering a unique
Cruise experience.

Crystal Pernici
(Global Director - Cruise AMS
IDeaS

Cruise operators
are becoming aware of
the potentia—and the
value—of revenue strate-
gies guided by revenue
optimisation technol-
0gy. With data-driven
decision-making, cruise
leaders are opening up
vessels to a new range
of opportunities.

Midale East's Leading Travel Trade montnty ETHIND
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Cabin crew as tourism amhbassadors

In a first in the Middle East region, flyadeal has announced that Saudi cabin crew will be trained as certified tour guides in
support of the Kingdom’s Vision 2030 to build a dynamic tourism industry. The programme will target 800 crew by 2030 for
comprehensive tour guide training in which they will embrace wider learnings of Saudi Arabia’s culture and historical attractions.

™
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training institute ac-
credited to the Saudi
rabia’s  Ministry

of Tourism will conduct
the courses. flyadeal will
invite applications for the
courses, specifically de-
signed for Saudi nationals,
over the next few weeks.

Elaborating on the plan,
Steven Greenway, Chief
Executive Officer, flyadeal,
said: “flyadeal continues
to push the boundaries
with employee initiatives
designed to enhance
their personal develop-
ment and professional
skills. This new training
programme, the first of its
kind in the Middle East,

Steven Greenway
Chief Executive Officer
flyadeal

will empower crew and
equip them with the skills
and confidence to engage
with visitors as official
tourism ambassadors.”

Upon completion of the
training, the crew mem-

bers will receive a licence
as tourism ambassadors
enabling them to hone
their skills as official
guides engaging with
passengers in a private
capacity. “As licensed
tour guides, the beauty
of the programme al-
lows our crew to use their
new-found skills while
interacting with passen-
gers and also harness
their experience by taking
tourists on guided tours
around the wonderful his-
toric sites that the King-
dom is so renowned for,”
Greenway added.

To kick-off the pro-
gramme, flyadeal crew
were given a guided tour
of the fascinating Dirayah

district — the birthplace
of Saudi Arabia — in the
Kingdom’s capital, Ri-
yadh. They explored and
learned more about the
traditional mud-brick ar-
chitecture and cultural
sites being restored to

developed as the nation’s
historical, cultural and
lifestyle destination.

With Saudi Arabia looking
to welcome 150 million
domestic and international
visitors by 2030 as part of

To kick-off the programme, flyadeal
crew were given a guided tour of
the fascinating Dirayah district in
the Kingdom'’s capital, Riyadh

their former glory, but
more importantly gained
insights into what it takes
to become a certified tour
guide. Massive invest-
ment is underway in the
Dirayah project being

the nation’s economic di-
versification strategy, tour-
ism infrastructure is scal-
ing up across the country.
Saudi Arabia is on a fast
track to redefine its posi-
tion on the global tourism

map with large-scale pro-
jects, airport upgrades,
and mega aviation cities
being developed. flyadeal
is already playing a key
role in national efforts to
promote tourism in the
country. The Saudi-based
airline operates a large do-
mestic network.

flyadeal will
invite applications
for the courses,
specifically
designed for
Saudi nationals,
over the next
few weeks.
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Qatar strengthens hond with China market

Qatar is making bold moves to deepen ties with China’s travel market, spotlighting its growing importance at ITB China.
With a 28% surge in Chinese arrivals in 2024, Jassim Al Mahmoud, PR Director, Visit Qatar, highlights the country’s aims
to build lasting partnerships and expand its presence in what it calls a Tier 1 source market.

T Dr Shehara Fernando

TB China is an impor-
tant event for Qatar’'s
tourism industry for two
reasons. “First, the ex-
ceptional quality and pro-
fessionalism associated
with the ITB brand; and
second, the high calibre
of exhibitors and potential
partners participating in
the show,” said Jassim
Al Mahmoud, PR & Com-
munications Director,
Visit Qatar.

“We are here to build
meaningful partnerships,
but most importantly, to
deepen our engagement
with the Chinese mar-
ket—which we consider
a tier 1 source market for
Qatar. This is my first visit
to China, and already it is

Jassim Al Mahmoud
PR & Communications Director
Visit Qatar

clear that the country of-
fers immense opportuni-
ties. China’s vast popu-
lation and its growing
appetite for international
tourism make it a key
focus in our global tour-
ism strategy. But to truly
attract Chinese travellers,
we must understand their

preferences and expecta-
tions,” Al Mahmoud said.

“We have already identi-
fied that gastronomy,
shopping, cultural experi-
ences and family-friendly
attractions are particularly
appealing to Chinese tour-
ists. Fortunately, Qatar
can offer all of these.
From luxury shopping and
world-class cuisine to rich

Chinese guests. We are
seeing solid growth from
this market. For example,
in 2023 we welcomed
56k Chinese visitors, and
in 2024 we have recorded
a 28 per cent increase—a
clear sign of rising inter-
est,” he added.

Also, Qatar is actively
expanding its partner-
ships to support the mo-

China’s vast population and its
growing appetite for international
tourism make it a key focus in our
global tourism strategy

heritage and attractions
suited for travellers of all
ages, we are confident
in our ability to cater to

mentum. “We brought
10 partners from Doha
with us to ITB China this
year. And based on what

we have experienced
here, we are seriously
considering  expanding
our presence next year.
The market potential is
undeniable, and the hos-
pitality we have received

reinforces the impor-
tance of being here. To
better serve Chinese
travellers, we have al-
ready taken practical
steps,” Al Mahmoud
concluded. 2

Green Standards gain ground in UAE

Farnek, offering a comprehensive range of services to the hospitality sector, has witnessed a significant number of new business
acquisitions in the UAE, valued at over AED 10 million so far during 2025. To service these contracts, 330 additional members
of staff have been mobilised to sites across the UAE, bringing their total headcount now to over 10,000.
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amer Bishay, Di-
Trector - Business

Development,
Farnek, said the volume
of contract wins under-
scores Farnek’s strategic
approach to business de-
velopment, which is re-
nowned for its innovative
smart solutions, sustain-
ability and value-driven
Facility Management
(FM) market proposition.
“This is an exceptional
performance, given we
are not even halfway
through the vyear We
have focused our efforts
on the UAE’s hospitality
sector, given its rapid ex-
pansion and the integral
role it plays in the UAE’s

BJII[V 2025

Tamer Bishay
Director - Business Development
Farnek

economy. We have man-
aged to increase our
market share in this ver-
tical sector considerably
over the past months,
and this bodes well for
the second half of the
year,” he said.

“Although the UAE hos-
pitality sector is expand-
ing at pace, competition
is intense and hotels,
residences, resorts and
restaurants are always
looking at ways to make
their operations more ef-
ficient, sustainable and
cost-effective  without
compromising on qual-
ity. Our fully trained, ex-
perienced and qualified
staff can fulfil a variety of
roles within the hospital-
ity sector seamlessly,”
he added.

Overall, Farnek has
signed multiple new con-
tracts with premier hos-
pitality brands, including
Kempinski, Sofitel, JW
Marriott, Millennium,

Emaar, Grand Hyatt and
Atlantis Dubai. This new
business growth follows
an outstanding year in
2024 when Farnek se-
cured new and retained
hospitality contracts val-
ued at AED 72 million
mobilising 450 staff.

Farnek is a familiar ser-
vice provider to most

Www.Iravlalkmiddieeast.com

hospitality  profession-
als in the UAE. Besides
operational support, it is
the preferred partner for
Green Globe Certifica-
tion, a premier worldwide
sustainability  certifica-
tion developed especially
for the travel and tourism
industry. Farnek audits
and assesses properties
which have to comply

with or exceed over 380
sustainability indicators.
Farnek has certified over
100 hotels and leisure
facilities in 38 cities
across the MENA region.

AED 10 mn

Farnek’s business
value in Q1 2025

330 additional
members of staff
mobilised to sites

across the UAE

10,000 total
headcount of
employees

Midale East's Leading Travel Trade Montniy ____m__]ﬂﬂ:
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Experiences drive ME outhound growth

Travellers, especially those coming from the Middle East region, are redefining the essence of travel, moving beyond mere
luxury accommaodations to seek immersive experiences. They are yearning for experiences beyond high-end resorts and 5-star
amenities and looking for authentic interactions and curated adventures that resonate with their passions.

hether  diving
deep into local
cultures, explor-

ing untouched natural
wonders, or indulg-
ing in bespoke culinary
tours, today’s travellers
desire exclusivity with
authenticity. They seek
seamless  experiences
that effortlessly com-
bine the opportunity for
technology  facilitated
personalisation that re-
mains heavily rooted
in  meaningful human
connections. Luxury for
them is no longer about
extravagance alone, they
seek discovery, enrich-
ment, and crafting un-
forgettable  moments.
As destinations strive
to meet these evolving

expectations, they must
focus on designing ex-
periences that speak to
these traveller motiva-
tions, co-creating stories
and sensations that lin-
ger long after the journey
ends. The future of travel
is experiential, personal,
and undeniably trans-
formative for the traveller.

According to a report by
Market Insights, the GCC
outbound tourism mar-
ket is poised for signifi-
cant growth, projected
to surge from US$81.89
billion in 2025 to an im-
pressive  US$139.53
billion by 2032. This
upward trajectory high-
lights the increasing de-

mand for unique and pre-
mium travel experiences
among Middle Eastern
tourists, presenting lu-
crative opportunities for

ences. Unlike traditional
sightseeing, experiential
travel focuses on engag-
ing with the local culture,
nature, and heritage, pro-

GCC outbound tourism market

is poised for significant growth,
projected to surge from US$81.89
billion in 2025 to an impressive
US$139.53 billion by 2032

destinations worldwide.
In the evolving landscape
of global tourism, experi-
ential travel has emerged
as a key trend, especially
among Middle East-
ern tourists who seek
unique, culturally immer-
sive, and tailored experi-

viding a deeper and more
meaningful journey.

Middle Eastern tour-
ists, particularly from
the GCC countries, are
known for their affinity
for luxury, comfort and
family-oriented  travel.

However, a shift towards
experiential and adven-
ture tourism has be-
come evident, driven by
younger generations and
affluent families seeking
profound  connections
with new cultures.

Dr. Ross Curran

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

are solely of the author.)
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Novotel Riyadh champions ‘Saudization’

Novotel Riyadh Sahafa, the ninth Novotel property in Saudi Arabia, has quickly risen to prominence within the past year, not
just for its state-of-the-art facilities, but for making history. At its helm is Hessa Al Mazroa, first female Saudi General Manager
for Accor Novotel Riyadh Sahafa, a remarkable milestone for the Kingdom’s evolving hospitality sector.

‘117 Bureau

trategically located
Sin the vibrant Al

Sahafa district and
within reach of King Ab-
dullah Financial District,
Riyadh Exhibition Centre
and the bustling Riyadh
Boulevard, Novotel Ri-
yadh Sahafa hotel caters
seamlessly to business
and leisure travellers.
Just 15 kilometres from
King Khalid International
Airport, it has become
a preferred address for
convenience, comfort
and cultural connection.

A year of impactful
leadership
Celebrating its first anni-
versary, Novotel Riyadh
Sahafa stands as a sym-
bol of visionary leader-

Hessa Al Mazroa
General Manager
Novotel Riyach Sahafa

ship and progressive
hospitality. Under Hessa
Al Mazroa’s guidance,
the hotel has achieved
high guest satisfaction
ratings and built a solid
reputation for excellence.
Speaking during the ho-
tel's one-year celebra-
tion, Al Mazroa shared,

“This year has been full
of achievements and
unforgettable moments.
From the successful
opening to the recent
launch of our specialty
restaurant ‘Cassa Myr-
ra’, every step has been

has fostered a culture of
inclusion, empowerment
and service excellence.
“We are proud to support
the Saudisation initiative
by nurturing future Saudi
leaders. At the same
time, our team’s diversity

Celebrating its first anniversary,
Novotel Riyadh Sahafa stands as a
symbol of visionary leadership and
progressive hospitality

a testament to the dedi-
cation of our diverse and
talented team.”

With over 50 per cent of
the staff being Saudi na-
tionals and a team rep-
resenting more than 12
nationalities, Al Mazroa

enriches the guest experi-
ence,” she said.

Design, comfort
and innovation
The four-star property
blends  contemporary
design with traditional
Saudi elements, offering

232 elegantly appointed
rooms and suites with
sweeping views of Olaya
Street. Guests enjoy a
wealth of modern ameni-
ties, including a fully
equipped fitness centre,
outdoor pool, jacuzz,
sauna, and nine flexible
meeting rooms, the larg-
est accommodating up
to 200 guests. Dining is a
standout feature, from the
international buffet at La
Cuisine and the relaxed
Lobby Café to The Ter-
race’s al fresco offerings.

Smart & sustainable
hospitality

From the start, sustain-
ability has been a core
value. “From day one,
we committed to a zero-
plastic policy,” noted
Hessa. “We are also

implementing long-term
strategies for reducing
energy and water con-
sumption.  Sustainabil-
ity is not just a trend—
it's a responsibility,”
she added.

Zero plastic
policy

State-of-the-art
rooms

Personalised
services with
tech system

50% staff are
Saudi nationals

200 hotels at Dubai Summer Surprises

The 28" edition of Dubai Summer Surprises, which kicked off on 27 June and will continue until 31 August 2025, with a host of
new experiences for both residents and international visitors. Over 200 hotels and 4,000 retail outlets will participate with great
deals, such as staycations, daycations, flash sales and discounts to attract the entire family.

11T Bureau

uhaila  Ghubash,

Vice President -

Events and Festi-
vals, Dubai Festivals and
Retail, talking about the
gvent with ZIEL, shared
that what started out
as a simple children’s
summer fun arena has
changed its concept, as
it offers non-stop sum-
mer fun with thousands
of ways to shop, dine,
stay and play at pocket-
friendly prices for the en-
tire family.

“This  year’'s  Dubai
Summer  Surprises s
our most dynamic and
value-packed edition to
date, with thousands of

aJlllV 2025

Suhaila Ghubash
Vice President - Events and
Festivals, Dubai Festivals and Retail

unbeatable offers, com-
pelling retail promotions
and endless experiences
showcasing  everything
that makes the emirate
a ftruly global, world-
class, and diverse family
destination. Promising a

summer well spent for
everyone, DSS 2025
(Dubai ~ Summer  Sur-
prises 2025) strengthens
Dubai’s standing as a city
brimming with unbeat-
able value, seamlessly
bringing together every
major tourism pillar — be
it retail, hospitality, en-
tertainment, gastronomy,

or leisure. Our packed
programme offers com-
pelling reasons for resi-
dents and visitors alike to
stay and explore unique
citywide experiences that
are accessible, exciting,
convenient and full of
unforgettable moments at
the best value time of the
year,” Ghubash said.

Www.Iravlalkmiddieeast.com

In 2024, Dubai Summer
Surprises conducted 45
concerts and events,
gave away prizes valued
at 10 million, over 344
hotel offers were available

ping seasons, each de-
livering fresh new offers,
limited-time  flash sales,
the biggest prizes and un-
beatable value across the
city’s leading brands.

This year’s DSS is our most
dynamic and value-packed edition
to date, with unbeatable offers
and endless experiences

with 140,000 Modesh
World visitors. This year
too, they anticipate many
visitors, who can enjoy 66
days of non-stop fun. For
the first time ever in DSS
history, Dubai’s favourite
summer festival will un-
fold in three curated shop-

This year’s line-up of
iconic and only-in-Dubai
summer  experiences
include the first-ever
editions of DSS Gahwa
Beats, 10 Dirham Dish,
brand-new Modesh ad-
ventures, plus the return
of iconic festivals. 2
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Malaysia’s Global Meet to connect trade

Nuwal Fadhilah Ku Azmi, Director, International Promotion Division, North and East Asia, Tourism Malaysia and Mohd Amirul

key target market and various efforts are being made to intensify business in priority markets like the GCC.

1 17 Burea

ourism  Malaysia
Tis planning a spe-

cial event on World
Tourism Day in Septem-
ber this year to connect
Malaysian sellers with
international buyers and
media to promote Visit
Malaysia 2026, a major
initiative to promote the
country as a premier
tourist destination.

They have launched a
series of sales missions
and workshops for this,
including recent pro-
motional tours in India,
China and the Middle
East, such as the Ara-
bian Travel Market (ATM)
and missions to Jeddah

N\ g
R\
Nuwal Fadhilah Ku Azmi

Director, International Promation Division,
North and East Asia, Tourism Malaysia

and Riyadh. Post-COVID,
the push is clear: re-es-
tablish Malaysia’s pres-
ence in under-engaged
regions and aggressively
market the country as a
top tourism destination.
With 2026 on the hori-
zon, Malaysia is going

Mohd Amirul Rizal Abdul Rahim
Head of Secretariat
Visit Malaysia 2026

“al out” to ensure the
campaign’s success. Ku
Azmi said that Malaysia
is ramping up its prepa-
rations for the Visit Ma-
laysia 2026 campaign,
with  major initiatives
already underway this
year. A national prior-

ity, the campaign brings
together strategic part-
ners from across the
hospitality and tourism
industry—including ho-
tels, airlines and media
platforms—to  amplify
Malaysia’s brand on the
global stage.

‘Among the key high-
lights is Global Meet, a
business-to-business
(B2B) platform taking
place later this year. The
event will connect Malay-
sian tourism sellers with
international buyers and
media, aiming to boost
global awareness and
drive business oppor-
tunities ahead of 2026.
Additionally, ~ Malaysia
will host World Tourism

Day in Melaka this Sep-
tember, further show-
casing its readiness and
commitment. Efforts are
being intensified in prior-
ity markets. While neigh-
bouring countries remain
strong contributors to
tourist arrivals, Malaysia
is expanding its focus to
China, India, and notably
the Middle East—align-
ing with the Prime Min-
ister’s regional engage-
ment efforts. Long-haul
markets like Europe are
also a renewed priority,”
she explained.

As the head of the sec-
retariat, Abdul Rahim,
shared the importance
of the Middle Eastern
tourists, as they are the

ones who spend over
one week in Malaysia,
which is one of the main
source markets.

Middle East

key source
market for
Malaysia

11 days
travellers from
the Middle
East spend in
Malaysia

150
countries
participating

UAE redefines glohal tourism playfield

The United Arab Emirates is cementing its global tourism leadership through visionary planning, strategic connectivity and
cultural innovation. The historic leadership role at UN Tourism for Shaikha Al Nowais underscores its influence, while data-driven

T TT Bureau

he United Arab
TEmirates (UAE) is

asserting its influ-
ence as a global tourism
leader, marked by the
historic election of Shai-
kha Al Nowais as the
first woman Secretary-
General of UN Tourism.
As the region garners
international  attention,
cutting-edge data from
Mabrian, the global trav-
el intelligence company
part of The Data Appeal
Company — Almawave
Group, sheds light on
how the UAE is redefin-
ing the global tourism
playbook through smart
strategies, infrastructure
investments, and a deep
understanding of evolv-
ing traveller preferences.

]"Jlllv 2025

Carlos Cendra
Partner and Director of Marketing and
Communications, Mabrian

According to the World
Travel and Tourism
Council (WTTC), travel
and tourism contrib-
uted 13 per cent to the
UAE’s GDP in 2024,
with a projected growth
of 4 per cent by the
end of 2025. Thanks
to a sustained, long-

term strategy laid in
the 1990s and begin-
ning years of 2000,
the UAE has positioned
itself as a world-class
destination, experienc-
ing consistent growth
in international tourist
arrivals, significant in-
vestments, and diver-
sification efforts; and
it continues to pursue
strategies for sustain-
able expansion.

Multi-segment
tourism strategy
Carlos Cendra, Partner
and Director of Market-
ing and Communica-
tions at Mabrian, says,
“The UAE’s spectacular
tourism  development
results from a clear
roadmap combining a
smart connectivity strat-

Average length
of overnight
stay

Global satisfaction

Satisfaction with tourist products
Satisfaction with accommodation
Perception of security
Perception of climate

Source : Mabrian Travel

Building an Umbrella Brand and Capitalising on
Climate and Safety Advantages

Travellers’ Profile: Jan - May 2025
Reason for visit

Other
[‘, [‘,5 . 4,0%
. Business
18.5%

category
3-star

‘9.7%

4-star
45.5%

5-star
34.8%

Leisure
71.5%

Satisfaction and perception score index

86.0
68.8

73.7 14.9%

us

Preferred accommodation

Average cost of
accommodation

3-star $97

4-star $134

5-star $328
Visitor age

39.9%

21.3%
14.5%
T2 2%

85.3 18-24 25-34 35-44 45-54 55-64 Over 65

egy—enhanced by low-
cost carriers to serve
specific segments and
seasonal demand—
with thoughtful product
design, state-of-the-art
infrastructure, and stra-
tegic use of unique ad-
vantages that are hard
to replicate.”

Www.Iravlalkmiddieeast.com

Data suggests the next
phase involves laser-fo-
cusing on opportunities
arising from the UAE’s
vision and its alignment
with  current  market
and consumer trends,
which were catego-
rised as: Consolidating
Western Europe and

Boosting Asia, Expand-
ing Midscale Hotel Op-
tions to Broaden Market
Reach, Concept Travel
I[tineraries, Building an
Umbrella Brand for the
UAE’s Tourism Offer-
ing, and Capitalising on
Climate and Safety as
Strategic Advantages. 2
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BWH Hotels to expand ME footprint

As global hotel brands race to establish a footprint in the Middle East, BWH Hotels is making significant moves of its own.
Ron Pohl, President - World Hotels and International Operations, BWH Hotels, on the sidelines of Future Hospitality Summit
in Riyadh, shared with ZIZHE their regional ambitions and long-term strategy.

‘11T Bureau

WH Hotels has been
Ba brand in the Middle

East for many years.
Ron Pohl, President -
World Hotels and Inter-
national Operations, BWH
Hotels, said that the Mid-
dle East is the key focus
market for them this year.

“We have established a
legal entity here in Saudi
Arabia, allowing us to do
business differently and
more effectively. Eventu-
ally, we plan to open a
regional office as well,”
said Pohl, adding that
the region was not a new
market for them. “We
have been developing
here for 15 to 20 years.

Ron Pohl
President - World Hotels and
International Operations, BWH Hotels

But now we are scaling
up in a focused and stra-
tegic way,” he explained.

Diverse segments

BWH Hotels is pursuing
a multi-brand strategy,
spanning luxury to econ-
omy. “We see this as a

i, —
I.-
e

BUSINESS OR HOLIDAY?

long-term growth oppor-
tunity for all our brands,”
Pohl said. “Riyadh and
Jeddah are key focus cit-
ies, but our Best Western
brands were originally
built in secondary and

growth. “Luxury projects
take longer and are fewer
in number,” Pohl said.

“Our core brands—Best
Western, Best Western
Plus, Executive Resi-

BWH Hotels has 40 hotels in the
Middle East region. The company
plans to double that number in the
next two to three years

tertiary  markets—and
we see plenty of oppor-
tunity across the region,”
he added. While the
luxury segment remains
important, Pohl clarified
that midscale brands will
drive majority of their

dency by Best Western,
and SureStay—will see
the most expansion. For
luxury, we shall pursue
selective, high-impact
opportunities like our
recent project in AlUla,”
he added.

HOSPITALITY

Growth goals

BWH Hotels currently has
around 40 hotels in the
Middle East region, in-
cluding pipeline projects.
The company plans to
double that number in the
next two to three years.
“If the market continues
to grow as we expect, we
have no concerns about
reaching those goals,”
said Pohl, adding that
the number of keys will
vary based on brand and
property size.

Global expansion
Though the Middle East
remains the company’s
top priority, Pohl high-
lighted two additional key
growth markets: India
and South America.

GROWTH
PLAN

+ 40 hotels BWH

Hotels currently

has in the Middle
East region

<« The company

plans to double

that number in
2-3 years

< Best Western,
Best Western
Plus, Executive
Residency
by Best Western
and SureStay
are its core
brands

Disc-o ver the perfect settin._g with L'AZURE Hospitality.

rience the full spectrum at L'AZURE: event facilities, world-class culinary journeys, serene pools,

play areas, and captivating open-air cinema. Every moment is crafted for a truly remarkable stay,
inviting endless possibilities for connection, celebration, and relaxation
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100 "Super 8s’ to come up in KSA

Dimitris Manikis, President - EMEA, Wyndham Hotels & Resorts, in an interview with ZIZHE, shares insights about the
developments in the Middle East region. Celebrating the 50" anniversary of the iconic Super 8 brand, he recently announced that

they are looking at bringing in 100 Super 8 hotels across the Kingdom of Saudi Arabia in the next 10 years.

™
1" TT Bureau

s Wyndham Ho-
tels & Resorts
celebrates the 50

anniversary of its iconic
Super 8 brand, the hos-
pitality giant makes a
bold statement in the
Middle East — particu-
larly in Saudi Arabia —
with a major expansion
plan that reflects the
Kingdom’s transforma-
tive Vision 2030.

“This year is even more
special for us as we cel-
gbrate the 50" birthday
of one of our most belov-
ed and leading premium
economy brands glob-
ally — Super 8,” said
Dimitris Manikis, President
- EMEA, Wyndham Ho-
tels & Resorts. “We are

Dimitris Manikis
President - EMEA
Wyndham Hotels & Resorts

thrilled to have launched
a partnership here in
Saudi Arabia to open 100
Super 8 hotels across
the Kingdom within the
next 10 years. This ini-
tiative, developed with a
key local partner and
supported by the Minis-
try of Development, is a
testament to our belief

that hospitality should be
inclusive, not exclusive,”
he said.

Empowering locals
Wyndham’s ambitions in
Saudi Arabia go beyond
property count. The
brand is deeply invested
in developing local tal-
ent and embedding itself
within  the Kingdom’s
cultural and economic
evolution. “One of the
greatest things | notice
every time | leave Saudi
Arabia is the incredible
passion of the youth for
hospitality,” Manikis
noted. “Across Europe,
the industry is wonder-
ing whether young peo-
ple still see hospitality as
a passion. That is not a
concern here. The grow-
ing middle class and

dynamic young popula-
tion in Saudi Arabia love
this industry — they are
eager to be part of this
journey,” he added.

KSA: A global
hospitality pioneer
According to Manikis,
Saudi Arabia is not mere-

food waste reduction,
energy consumption and
talent integration that will
not become mainstream
elsewhere for another
five years. The Kingdom
has the capital, the re-
sources and — most im-
portantly — the vision to
create a globally relevant

One of the greatest things | notice
every time | leave Saudi Arabia is
the incredible passion of the youth

for hospitality

ly participating in the
global hospitality race
— it’s leading it. “This
market is the Formula 1
of hospitality,” he said.
“They are piloting inno-
vations in sustainability,

model for the future of
hospitality,” he added.

People first,
technology second
While Wyndham em-
braces the role of tech-

nology in enhancing
operational efficiency, its
leadership remains clear:
hospitality is, and always
will be, about people.

“Yes, technology is im-
portant but let us not
forget that people are the
foundation of this indus-
try,” Manikis emphasised.

50 years
Wyndham’s Super
8 brand completes

100 Super 8
hotels the company
plans to build in Saudi
Arabia in the next
10 years

DCT Ahu Dhahi to host China summit

The Department of Culture and Tourism — Abu Dhabi (DCT Abu Dhabi) has announced that the China Visitors Summit (CVS) will
be held in Abu Dhabi and Al Ain on 28-29 August 2025. The landmark event will bring together 150 elite Chinese travel industry
buyers, making it the largest B2B gathering of Chinese outbound travel professionals ever hosted outside of China.

™
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hina Visitors Sum-

mit Abu Dhabi (CVS

Abu Dhabi), hosted
by the Department of Cul-
ture and Tourism — Abu
Dhabi (DCT Abu Dhabi),
is a highly curated, by-
invitation-only event.
The attending Chinese
buyers are carefully vet-
ted and confirmed to be
actively doing business
with the UAE—specifi-
cally with travel products
and services in the Abu
Dhabi Emirate. Delegates
include senior executives
from travel agencies, tour
operators, luxury agents,
wholesalers,  bespoke
travel designers, MICE
managers, corporate

Izdlllv 2025

-
1"

DCT Abu Dhabi and CVS Abu Dhabi officials at the launch

travel planners, OTAs and
niche specialists in ad-
venture, culture, culinary
and wellness.

Over the two-day work-
shop, participating Abu
Dhabi travel suppliers—

including hotels, DMCs,
attractions,  museums,
shopping malls and trans-
portation  companies—
will engage in pre-sched-
uled B2B appointments.
Each supplier will have
the ability to personally

select the Chinese buy-
ers most relevant to their
product, whether focused
on leisure groups, luxury
FITs, or MICE and corpo-
rate segments. In addition
to the business meetings,
the CVS programme in-

Www.Iravlalkmiddieeast.com

cludes local experience
days in Abu Dhabi and
Al Ain, designed to give
the Chinese delegates
first-hand exposure to
the products they may
sell. These include hotel

This 2025 edition of CVS
Abu Dhabi marks a return
to the summit’s roots.
Originally launched in Abu
Dhabi in 2013, CVS has
since expanded globally.
With its initial event since

Over the two-day workshop,
participating Abu Dhabi travel
suppliers will engage in pre-
scheduled B2B appointments

site inspections, cultural
experiences, F&B show-
cases and interactive des-
tination briefings, allowing
buyers to become more
effective ambassadors for
Abu Dhabi upon returning
to China.

2008, CVS is now rec-
ognised as the longest-
running and most im-
pactful  China-focused
B2B travel event series in
the world.Each participat-
ing buyer from China is
individually approved. 2
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67% increase in sales
@Dubai Safari Park

Dubai Safari Park, the emirate’s leading wildlife and conservation
destination, registered a 16% visitor year-on-year growth and
67% increase in the travel trade sales this season

™
1" TT Bureau

ubai Safari Park has
Dannounced a 67

per cent increase
in the travel trade sales
during its sixth season.
Themed ‘Conservation
for the Planet’, the sea-
son, launched in October
2024, has marked Dubai
Safari Park’s most suc-
cessful to date, achieving
record visitor numbers
and advancing its ef-
forts to raise awareness
about the importance
of wildlife conservation,
supported by growing
demand for recreational
and educational experi-
ences in nature. For the

Muna Alhajeri
Director
Dubai Safari Park

first time, the park an-
nounced that a portion of
all admission revenues
will be allocated directly
to wildlife rescue, care
and research initiatives,
ensuring that every guest

visit contributes to pro-
tecting the animals and
ecosystems at the heart
of its mission.

The sixth season saw
the park’s highest ever
visitor numbers with 16
per cent year-on-year
growth. Muna Alhajeri,
Director, Dubai  Safari
Park, said, “Season 6
marked a transformative
chapter for us, not just in
numbers, but in impact.
We brought new life into
the world, shared knowl-
edge, inspired younger
generations, contributed
to science, and created
meaningful  experiences
for all ages.” 2

Travel Designer expands
technological operations

Travel Designer Group has relocated its Technology Division to
a brand-new, state-of-the-art office at Mondeal Heights, which
also houses the company’s corporate headquarters.

™
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his strategic expan-
Tsion comes as part

of Travel Designer
Group’s ongoing com-
mitment to innovation,
operational  excellence
and delivering best-in-
class solutions to its
partners worldwide. The
new tech office is de-
signed to foster collabo-
ration, boost productivity
and provide a modern
and dynamic environ-
ment for the company’s
expanding tech team.

Commenting on the de-
velopment, Jaal Shah,
Founder, RezLive.com &

Jaal Shah
Founder, RezLive.com & Group MD,
Travel Designer Group

Group Managing Di-
rector, Travel Designer
Group, said, “As our
business continues to
scale across markets,
this new office is a re-
flection of our com-

mitment to investing in
people, technology and
infrastructure. It marks
the beginning of an ex-
citing new chapter as
we focus on developing
cutting-edge travel solu-
tions that power the fu-
ture of our industry.”

expansion of tech
operations help
agents?
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Tech drives Rotana’s growth in KSA

Rotana Hotels is scaling up its footprint in the Kingdom of Saudi Arabia with four new hotel openings by year-end and 13 more in

focus on Riyadh, Mecca and Medina, the group is aligning with Saudi Vision 2030 to meet surging tourism demand.

‘117 Bureau

otana Hotels has
Rhad a remarkable

year, especially in
Saudi Arabia where the
brand currently operates
12 hotels and is prepar-
ing to open four more
before the year ends.
“Saudi Arabia is central
to our regional strategy,”
said Eddy Tannous, Chief
Operating Officer (C0O0),
Rotana Hotels. “We have
13 more properties in the
pipeline, mostly in Riyadh,
with exciting projects also
underway in  Mecca,
Medina and Abha.”

The  brand
launched a
property in

recently
500-key
Mecca's

Eddy Tannous
Chief Operating Officer (CO0)
Rotana Hotels

Mukarramah district and
is set to debut in other
secondary cities. Tan-
nous attributes this rapid
expansion to the mo-
mentum generated by
Vision 2030, which has
significantly  increased
the government’s focus

on tourism. “We have
been present in Saudi
for almost 20 years, but
the last few years have
opened a new chap-
ter. Being an Arab-born
brand, it’s rewarding to
contribute to the King-
dom’s transformation,”
he said.

Beyond Saudi Arabia,
Rotana is eyeing verti-
cal growth in key adja-
cent markets. A devel-
opment lead has been
appointed in Turkey to
explore  opportunities
across Eastern Europe
and the CIS. Meanwhile,
expansion into Africa is
accelerating, with ongo-
ing projects in Congo
and Tanzania and a new

development director fo-
cused on the continent.

Rotana’s expansion
strategy remains ground-
ed in sustainability and
operational  excellence.
“Sustainability for us is
not just about eliminat-

efficient hotel design, the
company is committed
to reducing its environ-
mental impact.

Technology, particularly
Al, is another key area
of focus. “Our mission
is to enhance the guest

The brand recently launched

a 500-key property in Mecca’s
Mukarramah district and is set to
debut in other secondary cities

ing plastic—it’s about
embedding a sustainable
mindset across every
business decision,” Tan-
nous explained. From
supplier accreditation to

experience first and use
technology to support
that goal,” he empha-
sised. Rotana recently
hosted Microsoft at its
leadership conference to

explore relevant Al appli-
cations in hospitality. “We
are already connected
with all major distribu-
tion channels and are
now exploring smarter
systems to improve
guest  communication
and service delivery,” he
added. Rotana’s recent
integration into the Global
Hotel Alliance expands its
loyalty programme reach,
giving Rotana Discovery
members access to over
1,000 hotels. “This part-
nership allows us to grow
without ~ compromising
service quality,” said Tan-
nous, adding: “Our suc-
cess lies in agile execu-
tion, owner partnerships,
and staying true to our
brand values.” &

'Green’ hospitality moves draw praise

Summit in Riyadh, lauded the Kingdom of Saudi Arabia for the efforts being made in sustainable hospitality and said that he was
‘impressed by the leadership and vision being demonstrated at Red Sea Global’ in terms of sustainability.

lenn  Mandziuk,
CEO, World Sus-
tainable Hospitality

Alliance, praised Saudi
Arabia’s progress and
growing  commitment
to sustainable develop-
ment, particularly during
his visit to the Red Sea
Global project. “Dramatic
progress has been made
in  sustainability—from
hotel operations to com-
munity  integration. |
was truly impressed by
the leadership  and
vision being demonstrat-
ed at Red Sea Global,”
Mandziuk said.

A regional push

for global stand-
ards

The alliance, represent-
ing over 8 million rooms
— nearly 50 per cent of

qulllv 2025

Glenn Mandziuk
CEO
World Sustainable Hospitality Alliance

the global hospitality in-
dustry — has been atthe
forefront of establishing
measurable sustainabil-
ity standards. Mandziuk
emphasised that during
COP29 in Baku, industry
stakeholders ~ formally
agreed for the first time
on universal metrics for

carbon, water, waste and
energy. “This is a major
milestone. We are finally
comparing apples to ap-
ples when it comes to

its-kind training platform
designed for every level
of the hospitality work-
force — from front-of-
house staff to general

We are comparing apples to apples
when it comes to sustainability
data, and Saudi Arabia is already
playing a role in this transformation

sustainability data, and
Saudi Arabia is already
playing a role in this
transformation,” he said.

Building talent: The
World Academy

A major highlight of
the alliance’s efforts is
the launch of the World
Academy for Sustaina-
ble Hospitality, a first-of-

managers. “The acad-
emy is created by the
industry, for the indus-
try. It provides practical,
job-based training to
embed sustainability in
day-to-day operations.
We are already working
with several organisa-
tions in Saudi Arabia,
and there will be some
exciting announcements

Www.Iravlalkmiddieeast.com

coming out of this sum-
mit,” Mandziuk said.

Driving change

through investment
The alliance is also
launching a Global Im-
pact Fund — a venture
capital initiative to ac-
celerate sustainable in-
novation in energy, food
systems and nature-
positive solutions.

A future with
passion & purpose
Reflecting on his time in
Saudi Arabia, Mandziuk
expressed genuine ex-
citement about the direc-
tion of hospitality in the
region. “What | witnessed
at Red Sea Global—the
passion, the commit-
ment, the readiness—is
remarkable,” he said.

Over 8 mn
rooms World
Sustainable

Hospitality

Alliance
represents

This accounts
for 50% of the
global hospitality
industry

The Alliance is
launching Global
Impact Fund
— a venture
capital initiative
to accelerate
sustainable
innovations
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Summer camp to nurture talent

The UAE’s Ministry of Economy recently launched the “Summer Hospitality Camp 2025’ to strengthen national talent in the
hospitality sector, in line with the UAE Tourism Strategy 2031. Held in partnership with 35 leading hotels, tourism entities
and academic institutions, the programme targets UAE nationals and residents aged 15 to 22, including students.

™
1" TT Bureau

he United Arab
Emirates’  Ministry

of Economy recently
launched the ‘Summer
Hospitality Camp 2025’
in the presence of His
Excellency Abdulla bin
Touq Al Marri, Minister
of Economy & Tourism
and Chairman, Emirates
Tourism Council. His Ex-
cellency Shaikha Nasser
Al Nowais, Secretary-
General-elect, United Na-
tions World Tourism Or-
ganisation (2026-2029),
attended the event, along
with nearly 100 people
representing the coun-
try’s hospitality sector,
student leaders and in-
dustry professionals.

KEYNOTE SPEECH

rF .

H.E. Abdulla bin Touq Al Marri, Minister of Economy & Tourism and Chairman, Emirates Tourism Council

The comprehensive train-
ing programme places
students in real-world
hospitality settings, such
as hotels and tourism
facilities, to enhance na-
tional tourism capabilities,
supporting broader efforts
to develop human capital

in the UAE’s tourism and
hospitality sectors.

The initiative aligns with
the UAE Tourism Strategy
2031 and is being imple-
mented in strategic part-
nership with academic
institutions, tourism and

hospitality companies and
leading hospitality provid-
ers across the country.

Speaking at the event,
H.E. Bin Toug empha-

he highlighted the impor-
tance of preparing lead-
ers and developing na-
tional capabilities across
tourism-related activities
to ensure sustainable

The training places students in
real-world hospitality settings to
enhance tourism capabilities and
supporting broader efforts

sised that tourism has be-
come a key driver of sus-
tainable development and
gconomic  competitive-
ness, thanks to the vision
and support of the UAE’s
wise leadership. Point-
ing out the sector’s out-
standing  performance,

growth and enhance the
sector’s contribution to
economic and  social
development. The Min-
istry of Economy works
closely with government
and private sector part-
ners to achieve this stra-
tegic objective.

Supports ‘UAE
Tourism Strategy
2031’ with 5
training tracks:
Hotels, Culinary,
Hospitality,
Food Services
and Event
Management

35 leading
hotel and
tourism entities
and academic
institutions
support the
project

2
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BELUEBERRY TRAVEI

YOUR TRAVIL COMPANION

Collaborative

Third Party
Services With
Discounted
Fares

Are You Looking for
Seamless Corporate
Travel Solutions?

Take the stress out of business trips with
Blueberry Travel's expert corporate travel services.
From flight bookings and hotel stays to airport
transfers and travel insurance — we manage it all.

Team
Building
Activities

Meetings,
Incentives,
Conferences,
Exhibitions

Dedicated Corporate Travel Experts

[ —.

Optimized Costs & Detailed Reporting

24/7 Global Support

VIP & Executive Travel Services

Visa, Insurance & Concierge Assistance

NFerwred

www.blueberry-travel.com | @ +971 4 770 7355 | @ info@blueberry-travel.com | Q@O0 QO
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HOTELS

Hospitality future lies in human capital

Future Hospitality Summit Saudi Arabia 2025, held recently at the Mandarin Oriental Al Faisaliah in Riyadh, offered a comprehensive
exploration of the multifaceted challenges and opportunities facing the hospitality industry, with a particular focus on Saudi
Arabia’s Vision 2030 and the importance to modernise hospitality education to meet the growing demands of the sector.

™
1" TT Bureau

he overarching
theme of Future
Hospitality ~ Sum-

mit Saudi Arabia 2025
centred on the critical
importance of investing
in human capital, ad-
dressing talent shortages
and enhancing the appeal
of hospitality careers to
young people.

The discussions repeat-
edly emphasised the
need for collaboration be-
tween educational institu-
tions, industry operators
and government bodies
to create sustainable
pathways for talent de-
velopment and retention.
Several insights emerged

FHS Saudi Arabia panel session

about the integral role of
education, leadership and
culture in shaping the fu-

ture of hospitality in Saudi
Arabia and globally.

A recurring theme was
the urgent need to mod-
ernise hospitality educa-
tion to meet the growing
demands of the sector.
Speakers highlighted the
inadequacies of tradi-

A recurring theme was the urgent
need to modernise hospitality
education to meet the growing
demands of the sector

tional educational formats
and proposed innova-
tive approaches, such
as technology-enabled
training, shorter courses

and integrating hospitality
education into second-
ary schools. Vocational
training and continuous
professional development

were underscored as es-
sential  components for
upskiling and reskilling
the workforce. The dis-
cussions also stressed
the significance of sus-
tainability in attracting and
retaining talent.

This calls for educational
institutions  to  update
their curricula to reflect
modern  sustainability

practices. Leadership and
organisational  culture
were identified as piv-
otal factors in enhancing
employee  engagement
and retention. The speak-
ers emphasised creating
work environments where
employees feel a sense
of belonging, respect and
opportunities for growth.
Transparent remuneration
and development path-
ways were highlighted
as vital in retaining talent,
especially in competitive
markets. The concept of
inverting the organisa-
tional pyramid placing
frontline employees at
the top was introduced
as a strategy to empower
employes and improve
guest experiences. 2

Diriyah: Gearing up for glohal spotlight

Jerry Inzerillo, Group CEO, Diriyah Gate Development Authority, talks about the progress of the $64 billion Diriyah Project with
T, With 14 million sq mt of area under development, Diriyah is fast becoming a global cultural and hospitality destination—
anchored in heritage, powered by Vision 2030 and to host iconic events like Expo 2030 & 2034 FIFA World Cup.

T TT Bureau

(14 e are seven
years in, on
time and

on budget,” says Jerry
Inzerillo, the Group CEO
of Diriyah Gate Develop-
ment  Authority, when
asked about the progress
of the $64 billion Diriyah
Project, which aims to
transform the historic city
of Diriyah into a global
cultural, heritage and en-
tertainment  destination.
“We have already wel-
comed over three million
visitors—while the giga
project is still under con-
struction. That is unheard
of,” he boasts.

Diriyah’s transformation
centres around the his-
toric At-Turaif, a UNESCO

IBJIIIV 2025

Jerry Inzerillo
Group CEQ
Diriyah Gate Development Authority

World Heritage Site. This
revitalised district is sur-
rounded by luxury devel-
opments, including 42
hotels—among them are
The Ritz-Carlton, Ober-
0i, Armani and Cheval
Blanc. “We just opened
the Bab Samhan Hotel
under Marriott’s Luxury

Collection, with 91 per
cent occupancy this
month,” he says. “Peo-
ple love it—it’s walkable,
it's authentic, and it's
alive,” he adds.

A cultural heartheat
and culinary haven
The Bejeri district alone
attracted 11,000 guests
in a single evening. “It's
our cultural heartbeat.
We have 20 phenomenal
restaurants right next
to the heritage site,” in-
forms Inzerillo. Another
new attraction is Zallal,
a vibrant district in soft
opening. “The AOK Café
was packed last night.
Zallal is beautiful—an-
other reason people are
choosing to spend their
weekends here,” he
smiles. Domestic tour-

ism is thriving. “We are
seeing families from Ri-
yadh, tourists from Jed-
dah, and heavy GCC traf-
fic—Kuwaitis,  Qataris,
Emiratis, Omanis. It's
wonderful,” he adds.

Saudi Arabia is playing
the long game. “We hit
100 million visits seven
years early. Now the next
milestone is 150 million
by 2030,” he says. He
credits the leadership of

Diriyah Project aims to transform
the historic city of Diriyah into

a global cultural, heritage and
entertainment destination

Eyes on the future:
Mega events and
Vision 2030

With the 2027 Asian
Games, 2029 Asian
Winter Games in Neom’s
Trojena, Expo 2030, and
FIFA World Cup 2034
on the horizon, Inzer-
illo emphasises that

Www.Iravlalkmiddieeast.com

Crown Prince Moham-
med bin Salman. “The
Crown Prince wanted
Riyadh to feel emotional.
People describe it as
magical. It's the replant-
ing of the wadi, the soft
lighting, the organic ma-
terials. It feels like it did
300 years ago,” he adds.

Inzerillo concludes with
excitement about Saudi
Arabia’s 300" anniversa-
ry on 22 February 2027,
marking the tricentennial
of the first Saudi state.
“Expect hundreds of cul-
tural activations across
the Kingdom. What we
are building here is not
just infrastructure—it’s
identity, it's legacy, and
it's the future.”

CAP
G

How does
Saudi Arabia’s
Diriyah Gate build
its legacy?

¥
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CYBERSECURITY

217 Year and counting

Cyher threats shadow travel growth

A recent analysis of the top 20 travel websites across the UAE, Europe, and the Middle East reveals worrying gaps in
email security. While 85% of UAE sites have adopted DMARC—a protocol designed to prevent email spoofing—only
45% enforce the highest “reject” policy. This leaves travellers and businesses vulnerable to phishing attacks.

™
' TT Bureau

e findings are based
T;n a DMARC adop-
tion analysis of the
top 20 online travel sites in
the UAE, and across Eu-
rope and the Middle East.
DMARC is an email vali-
dation protocol designed
to protect domain names
from  being  misused
by cybercriminals.

A recent KPMG study
found that 77 per cent of
UAE travellers use mo-
bile apps or hotel book-
ing services, which pose
risk of fraud.

Key findings include:
% The UAE demon-
strates stronger foun-

Matt Cooke
Cybersecurity Strategist
Proofpoint

dational email security
adoption compared to its
European counterparts,
with 85 per cent of the
top travel sites publish-
ing a DMARC record, re-
flecting growing aware-
ness of cybersecurity

&~ Travelwings

best practices across the
country’s travel sector.

< However, there is
room for improvement
with only 45 per cent of
the UAE’s top travel sites
using the policy at “re-
ject” level, meaning 55
per cent are leaving their
customers, staff, and
partners more vulnerable
to receiving fraudulent
emails  impersonating
these brands.

% On average, 88 per
cent of the top travel
websites across Europe
and the Middle East
have published a basic
DMARC record. How-
ever, only 46 per cent of
all travel sites analysed

are at reject, meaning 54
per cent of the top travel
sites across the regions
are leaving customers at
risk of email fraud.

Matt Cooke, Cyberse-
curity Strategist, Proof-
point, says, “Travel
companies bear a social

Proofpoint advises con-
sumers to follow these
tips to stay safe when
booking and managing
travel online:

+% Secure your bookings
- and your accounts.
Use strong, unique
passwords for travel

Travel firms bear a responsibility

to do everything they can to stop
convincing scam emails being sent
in their name to holidaymakers

responsibility to do eve-
rything they can to stop
convincing scam emails
being sent in their name
to holidaymakers.”

accounts and booking
sites. Enable Multi-factor
Authentication ~ (MFA)
wherever possible to add
an extra layer of security.

Maldives Blues or Swiss Whites?

Camera-Ready Moments With Travelwings

X Flights

"|'HH Midate East's Leading Travel Trade Moninly

B Hotels

= Car Rental

9,3_5 Holidays B Cruises

& Activities

Flat AED 1,000 OFF* On Holidays

Www.Irautalkmiddieeast.com

< Watch out for fake
travel deals — and web-
sites. Be wary of unso-
licited offers that seem
too good to be true.

< Navigate away from
phishing trips — and sm-
ishing scams. Stay alert
to phishing emails or
smishing (SMS phish-
ing) messages regarding
flight changes, book-
ing confirmations, or
visa applications that
demand urgent action or
personal details.

< Don’t get detoured by
suspicious links. Avoid
clicking directly on links
in unsolicited emails, so-
cial media messages, or
pop-up ads. @

L +97145635800

B www.travelwings.com
B2 holidays@travelwings.com
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FHS 2023 drives innovation an

The Future Hospitality Summit (FHS) 2025, held in Riyadh, underscored Saudi Arabia’s growing leadership in the global tourism and
hospitality industry. The event, focussing on investment, innovation and sustainability, brought together industry leaders, investors and
innovators to explore transformative opportunities across the Kingdom'’s hospitality landscape.
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Date Event Venue

Jung 30-July 3 ILTM Asia Pacific Singapore

2-3 July Travel & Tech Asia 2025 Bangkok, Thailand

3 July International Conference on
Agricultural Tourism and Farming ~~ Naples, taly

3 July International Conference on Wellness - Markham, Canada
Tourism and Destinations (ICWTD)

3 July International Conference on Tourism  Plovdiv, Bulgaria
and Hospiality (ICTH)

14-18July  ASTA Expedition Cruise Virtual Week
Hosted onling by the American Society
of Travel Advisors

22-24July  2UN Tourism and ICAO Ministerial ~ Africa
Conference on Tourism and Air
Transport in Africa

July25-26 11" International Conference Kuala Lumpur, Malaysia
on Tourism and Hospitality
Management (ICOHT)

Al Nowais’ clear
& ambitious vision

»Contd. from page 1

throughout the region.
I'm sure that Shaikha will
bring her vast experience
to the benefit of UN Tour-
ism and indeed to the
ongoing development of
Travel, Tourism and Hos-
pitality across the world
and achieving the recog-
nition of this great indus-
try as a major contributor
to social and economic
success worldwide.”

Champion of
innovation
Throughout her career,
Al Nowais has been a
driving force in shap-
ing more equitable and
forward-thinking hospi-
tality practices. “As we
look ahead, inclusive
tourism must be more
than a concept—it must
be the global standard,”
Al Nowais said follow-
ing her election. “From
the local entrepreneur in
a remote village to major
international travel hubs,
every stakeholder should

2"Jlllv 2025

have a voice and a place
atthe table.” She empha-
sises the critical role of
technology in democra-
tising travel experiences.

“Digital tools and Al can
enhance  accessibility,
personalise journeys and
connect travellers more
meaningfully with desti-
nations,” she said.

Inspiring next
generation leaders
With her appointment,
Al Nowais not only
breaks new ground as
the first female Emi-
rati  Secretary-General
of UN Tourism but also
paves the way for a new
era of leadership rooted in
inclusion,  sustainability,
and innovation.

Her message is clear:
“Empowering  women,
investing in local com-
munities, and embracing
technology are not just
ideals—they are im-
peratives for the future of
global tourism.” 2

Turkish Airlines spread wings

Turkish Airlines, the airline that flies to more countries than any other in the world, and TAP
Air Portugal, the flag carrier of Portugal and the leading European airline flying to Brazil, are
expanding their existing codeshare partnership to cover more destinations.

T TT Bureau

s part of the recent-
Aly expanded agree-

ment  announced
during the IATA Annual
General Meeting held in
New Delhi, Turkish Air-
lines & TAP Air Portugal
will now provide their
guests with a broader
range of seamless travel
options beyond their cur-
rent global networks.

Brazil, Morocco, Qatar
and Mauritius are new
and exciting destinations
entering the scope of co-
operation.  Additionally,
Dalaman and Bodrum,
Tlrkiye’s prominent
summer  destinations,
have also been added to
the agreement, further
augmenting travel op-

------

||||||||

Bilal Eksi, CEO, Turkish Airlines & Luis Rodrigues, CEQ TAP Air Portugal

tions between Tiirkiye
and Portugal, enhanc-
ing access to sought-
after leisure destinations.
Commenting on the
agreement, Bilal Eksi,
CEO, Turkish Airlines,
said: “We are pleased
to further strengthen our
long-standing  partner-
ship with TAP Air Portu-
gal. Enhanced scope of
the new arrangement of-

-----

fers greater flexibility and
a wider range of travel
options, while contribut-
ing to the development of
commercial and tourism
relations between our
countries. We look for-
ward to continuing this
valuable collaboration in
the years ahead.”

Luis Rodrigues, CEO
TAP Air Portugal, said:

“Because of our network
structure, we need to
find intelligent ways to
connect us to the east.
Cooperating with great
partners is our way
forward to do that. This
will provide our global
passengers and our
Portuguese community
with increased options
to visit new and exciting
places using our Turkish
Airlines partner.”

CAP
XC

How will this
network update
benefit Middle East
travellers?
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Important Al tools

Mindtrip: Travel smarter

Mindtripis your Al-powered personal travel planner, designed to build perfectly tailored itineraries
based on your preferences, budget and time, automatically. The tool blends real-time research,
itinerary planning, booking links and personalised suggestions to provide seamless experience.

hether you are

Wplanning solo

or with friends,

Mindtrip  turns

inspiring  travel
Here’s how:

your
vague ideas into an or-
ganised, actionable and
plan.

< Conversational trip
planning: Simply chat
with  Mindtrip  about
where you want to
go, your travel dates,
budget and interests.
Be it nature, food, art,
or adventure, and it will
instantly start crafting a
plan that fits.

= % mindirip.

Travel

differently.

M FH A I eI L i A e

P m e i

-

< RAl-curated itinerar-
ies: From flights and ho-
tels to activities and res-
taurants, Mindtrip finds
the best options, ranked
by relevance, popular-
ity and convenience, no
more hours of googling.

Www.Iravlalkmiddieeast.com

< Interactive itinerary
builder: Add or remove
items, and watch as
Mindtrip  recalibrates
your trip in real time.

< Collaboration made
easy: Share your trip

LI

with others, vote on ex-
periences and build the
dream vacation together.

< Real-time updates &
suggestions:  Mindtrip
can help you by suggest-
ing on-the-go options.
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Middle East shines at ITB Ghina

ITB China 2025 concluded on a high note, spotlighting the Middle East as a key focus region, with strong representation from DCT
Abu Dhabi, Visit Qatar, the Kingdom of Saudi Arabia, Egypt and Morocco. Malaysia Tourism was the official destination partner. The
exhibition floor expanded by 30 per cent compared to 2024, hosting over 700 exhibitors from 85 countries.

2025 | SHANG
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MOVEMENTS

CHEDI HOSPITALITY
Dubai

Chedi Hospitality has appointed KARIM BIZID as Chief
Operating Officer, reinforcing its global growth
strategy. Bizid will lead operations and
brand standards across existing and up-
coming properties, ensuring excellence
and consistency in guest experience.
With over two decades in luxury hospital-
ity, he previously served as Regional
Vice President of Operations
and General Manager at The
Chedi Muscat, where he drove
award-winning success.

ONEWORLD ALLIANCE
Global

CHRIS KELLY SINGLEY has been appointed Vice Presi-
dent - Communications and Marketing at Oneworld Alliance.
A highly respected communications executive
with deep expertise in corporate reputa-
tion, stakeholder engagement and cri-
sis management, Singley brings over
20-year experience in the aviation and
aerospace sectors. She has held senior |
roles at JetZero, Boeing, American Air-
lines and Delta Air Lines, leading high-
profile campaigns and initiatives tﬁ
spanning global media relations, 7
employee engagement and CSR.

TIME HOTELS
Dubai

TIME Hotels has appointed FARES SATLI as the Director
of Business Development. The announcement comes as
TIME Hotels pursues a multi-brand expansion
strategy, with 12 new openings planned by

(1 2026. A seasoned executive with over
[ two decades of cross-sector experience,
Satli brings a unique perspective to the
role. He began his professional journey in
the banking industry, where he held
senior roles in retail, invest-
ment and private banking at
top-tier institutions.

SOFITEL DUBAI DOWNTOWN
Dubai

Sofitel Dubai Downtownhas promoted SASINDU DON
from the position of Financial Controller to Director of Fi-
nance. Since joining the luxury property
in the heart of Downtown Dubai 7 years
ago, Don has been the force behind its
financial finesse. Under his steward-
ship, the hotel has seen record-breaking ¢
gross operating profit, a streamlined pro-

curement process that trimmed costs
without compromising luxury,
and the implementation of a
model that transformed the
decision-making process.

BUbBAI LIMITED INVESTMENT LLC GROUP
unai

Dubai Limited Investment LLC appoints BIMAL JAIN
as Chief Operating Officer. He will oversee the Apar Travel
& Tourism division. A veteran C-suite execu-
tive, Jain brings over three decades of ex-
pertise in the travel industry, including 28
years of leadership in the Middle East.
His extensive background spans airline
and travel operations, having held senior
roles at prominent organisations. Jain
has been instrumental in launch-
ing and scaling businesses
across the UAE, Irag, and
other key markets.

DOUBLETREE BY HILTON RESORT

& SPA MARJAN ISLAND
Ras Al Khaimah

Dou- bleTree by Hilton Resort & Spa Marjan Island
has appointed ANSEN SOUSA as the
Director of Human Resources. Sousa is
a seasoned professional with over 14
years of experience in the hospitality
—- industry. Throughout his career, Sousa

' has built a reputation as a passionate,
results-driven leader who always
puts his team first. Prior to this
role, he worked at several
Hilton properties.

-~

DoubleTree by Hilton Resort & Spa Marjan Island has ap-
pointed MOHAMED HEGAB as the Director of Engi-
neering, to ensure the property’s infrastructure continues
to meet world-class standards. Always leading by ex-
ample and maintaining open communication

with his team members, Hegab has spent F
the past 13 years in hospitality engineer-
ing and facility management across the

UAE, Oman and Egypt. Most recently, -“.5
Hegab'’s role as Chief Engineer at Hilton
Garden Inn Dubai saw him recognised
as Hilton EMEAS Engineering
Leader of the Year 2023, while
overseeing a range of high-
impact projects.

gRﬁ\ND PLAZA MOVENPICK MEDIA CITY DUBAI
unai

Grand Plaza Mdvenpick Media City Dubai has appointed
NANDINI VOHRA as the Director of Sales. A seasoned
hotelier, Vohra moves into the role fol-
lowing a period of exceptional perfor-
mance. Since her promotion, she has
consistently surpassed budgets and
exceeded revenue forecasts across
all business segments. She leads a
growing team overseeing corpo-
rate, leisure and groups. Meet-
ings and events have been
consistently fully booked un-

der her leadership.

FLYADEAL
Saudi Arabia

ROGIER VAN ENK has joined Saudi low-cost airline
flyadeal as Chief Commercial and Customer Officer. Dutch
national Van Enk brings with him a wealth
of industry experience in Europe. He has

significant commercial experience in roles

covering revenue management, distribu-

tion, online sales, business analytics and ¥
ancillary product development. Van Enk
joins flyadeal at a time when the car-
rier plans to more than triple its
38-strong fleet of aircraft to

IﬁlObVOTEL & IBIS DEIRA CREEKSIDE DUBAI
ubai

Accor Shared Services announced the promotion of
SUMIT GUPTA to the position of General Manager of
Novotel & ibis Deira Creekside Dubai, han-
dling 553 keys, part of the Arenco Accor
Cluster. With over two decades of expertise
in hotel operations, business development
and revenue management, Gupta has con-
sistently demonstrated strategic leadership
and a passion for operational excellence.
Gupta has been an integral part of No-
votel and ibis Deira Creekside Dubai

DoubleTree by Hilton Resort & Spa Marjan Island has
appointed seasoned hotelier ERICA QUINTERO as
Quality Manager. With more than a decade of experience
working in front-of-office operations for some of the most

. prestigious luxury hospitality brands in the
UAE and Qatar, Quintero tackles every
challenge with empathy, adaptability
and results in mind. Fluent in four
languages, she thrives in fast-
| paced multicultural environments
and has successfully led guest-
' facing departments. Her skills also
® span revenue generation, leading
' and developing teams and op-
. timising operations.

As the final addition to the leadership team at Double-
Tree by Hilton Resort & Spa Marjan Island, MAHESH
ARIYANATHAN assumes the role of Recreation Man-
ager, bringing with him a decade of experience inthe UAE’s
hospitality scene across both lifestyle and luxury proper-
ties. Leveraging a strong understanding

of local guest preferences, Ariyanathan

will oversee and enhance operations ﬂ
across the hotel’s spa, recreation and ﬁ =
beach facilities. Always putting himself “"" ;
in the guest’s shoes, he tackles each =
project with a focus on both '
creating standout experi-
ences and driving opera- |

over 100 by 2030. since 2021. tional performance.
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