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The FIrst And Largest Daily Tourism Newspaper In The Arab World

As Part of “Al-Rehla” Annual Awards Honoring Tourism Excellence in the Middle East
Pickalbatros Hotels Group Wins the “Golden Pyramid” Award
as Egypt’s Best Hotel Group for 2025

In a new
achievement add-
ed to its impressive
track record, Pickal-
batros Hotels Group
was crowned with
the prestigious
Golden Pyramid
Emblem in the cate-
gory of “Best Hotel
Group in Egypt”, as
part of the annu-
al Al-Rihla Awards,
which recognize
the most influen-
tial institutions and
figures in the tour-
ism industry across
the Middle East.

The group was hon-
ored during an official

PICKALBATROS

HOTELS & RESORTS

NI

ceremony held on the
sidelines of the Arabi-
an Travel Market 2025
in Dubai—the region's
largest and most in-
fluential tourism
event—which brought
together thousands
of professionals, deci-
sion-makers, and inno-
vators from the tour-
ism and travel sectors.

The Al-Rehla Awards
are presented annu-
ally by Al-Rihla News-
paper, a publication
specializing in tour-
ism and travel affairs.
This awards program
was launched to spot-
light leading models

contributing to the
development of the
Arab tourism sector,
enhancing its image
both locally and inter-
nationally, and encour-
aging institutions to
adopt best practices
and global standards.

A Leading Group
in Egypt’s Tourism
journey

Pickalbatros  Hotels
Group is one of Egypt’s
most prominent hotel
chains, owning and
operating a series of
hotels and resorts
known for delivering
a distinguished hos-

pitality  experience
that combines luxury,
high-quality service,
and unique archi-
tectural design. The
group has played a
key role in boosting
Egypt's appeal as a
tourist  destination,
particularly in major
coastal and resort cit-
ies such as Hurgha-
da, Sharm El-Sheikh,
and Marsa Alam.

In a statement fol-
lowing the award
ceremony, Mr. Kamel
Abou Ali, Chairman
and CEO of the group,
expressed his pride
in receiving this rec-

ognition, saying:
“"Winning the Gold-
en Pyramid Award
is a tribute to every
member of the Pick-
albatros family and a
confirmation that our
vision—centered on
quality, innovation,
and sustainable de-
velopment—is on the
right path. We believe
that the tourism in-
dustry must constant-
lv evolve to meet the
expectations of to-
day’s global traveler.”

He added: "We are
not just focused on
delivering high-level
hospitality services;

we are committed to
offering a holistic ex-
perience that reflects
Egyptian heritage,
respects the environ-
ment, and supports
local communities.”

Al-Rehla Awards:
Celebrating Lead-
ership and Impact

For his part, Mr.
Mahmoud Al-Jishi, CEO
of Al-Rihla Newspa-
per, explained that the
Golden Pyramid Award
was the result of a
meticulous evaluation
of the performance
of hotel institutions
in Egypt. He stated:
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Winning the Golden Pyramid Award
is a tribute to every member of the
Pickalbatros family and a confirma-
tion that our vision—centered on
quality, innovation, and sustain-
able development—is on the right
path

Kamel Abou Ali
Chairman and CEO of the group

“Pickalbatros is not
just a successful hotel
group; it is a true mod-
el of leadership in the
hospitality  sector—
demonstrating profes-
sionalism, appeal, and
sustainability. That is
why it was the ideal
nominee for the Gold-
en Pyramid Award,
which honors the best
according to rigor-
ous criteria, including
quality, innovation, in-
stitutional impact, and
contribution to the na-
tional tourism image.”

Al-Jishi added: "We
aspire for the Al-Rih-
la Annual Awards to
become the Oscars of
the Arab tourism in-
dustry. Our region has
immense potential
and institutions wor-
thy of global recogni-
tion, and at Al-Rihla,
we believe in the vital
role of tourism media
in supporting that vi-
sion.”

A Vision for the
Future of Arab
Tourism

Through its annu-
al awards program,
Al-Rihla Newspaper
aims to spotlight in-
spiring tourism mod-
els, promote a culture
of excellence, and
document best prac-
tices that can shape
the future of Arab
tourism—whether

through  technolog-
ical innovation, sus-
tainable hospitality,

Pickalbatros is not just a success-
ful hotel group; it is a true model
of leadership in the hospitality sec-

tor—-demonstrating

professional-

iIsm, appeal, and sustainability. That
Is why it was the ideal nominee for
the Golden Pyramid Award

Mahmoud Al-Jishi
CEO of Al-Rihla Newspaper

or efficient human re-
source management.

Many attendees at
the ceremony ex-
pressed their admira-
tion for Pickalbatros
Hotels Group and its
ability to blend au-
thentic local identity
with global ambition,
making it one of the
hotel brands that truly
reflect Egypt’s cultural
and hospitable face.

A Destination Wor-
thy of Arab Hospi-
tality

With this accolade,
Pickalbatros  Hotels
Group cements its
position as one of
the most remarka-
ble success stories
in the Arab hospital-
ity sector, embody-
ing Egypt's ambition
to deliver a globally
competitive hotel ex-
perience. Meanwhile,
Al-Rihla  Newspaper
reaffirms its commit-

ment to showcasing
inspiring models and
honoring those who
make a real impact in
shaping the region’s
tourism journey.
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G EEN # of the group
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Pickalbatros Hotels & Resorts is Re-
defining Arab Tourism Through Smart
Expansion and a Renewed Identity

e Pickalbatros opens two new hotels in Morocco to
strengthen its regional presence

 The group plans to launch 2,000 new hotel rooms
in Egypt this year

* A smart expansion strategy focused on quality
and sustainability in new markets

* Pickalbatros celebrates its 15th anniversary in
Morocco and 33rd in Egypt

‘ ‘WeAreRedeﬁningLuxuryThrough
Deep Personal Experiences Pickalba-
tros Hotels & Resorts stands out for
its commitment to delivering hospital-
ity experiences that go beyond luxury
accommodation

y < &N
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PICKALBATROS

During his
participation in the
2025 Arabian Trav-
el Market in Dubai,
Kamel Abou Al,
Chairman of Pick-
albatros Hotels &
Resorts, one of the
most prominent
names in the hospi-
tality sector in the
region, revealed the
group’s latest stra-
tegic developments
in an exclusive in-
terview with alreh-
la-the strategic me-
dia partner of ATM.
Abou Ali announced
a series of major ho-
tel openings in both
Morocco and Egypt,
aimed at enhancing
the group’s pres-
ence in new mar-
kets and investing
in the development
of world-class hos-
pitality centers.

Pickalbatros  Opens
Two New Hotels in Mo-
rocco to Strengthen
Its Regional Presence
Abou Ali announced
the upcoming opening
of the “Qasr Al-Wurud”

HOTELS & RESORTS

resort in Agadir, Mo-
rocco, scheduled for
May 22, 2025, and
the “SunGo” hotel in
Marrakech, expect-
ed to open in July of
the same year. These
openings are part of
the group’s expansion
plan aimed at cement-
ing its position in Mo-
rocco. The group has
acquired four new ho-
tels in the Kingdom,
bringing its total in-
vestment in Morocco
to over $200 million.
Morocco is considered
a promising market for
Pickalbatros Hotels &
Resorts, as Moroccan
tourism is one of the
fastest-growing in
North Africa, attract-
ing large numbers of
visitors from around
the globe. Abou Ali
stated: “We are com-
mitted to delivering a
fully integrated hos-
pitality experience
through substantial
investments in infra-
structure, with an un-
wavering focus on the
highest standards of
quality service.”

The Group Plans
to Launch 2,000
New Hotel Rooms

in Egypt This Year
As for Egypt, Pickal-
batros continues to
strengthen its strong
market presence with
new projects, most
notably the opening
of "Albatros Makadi”
Hotel in Hurghada.
The hotel features
900 rooms and offers
a wide array of leisure
and entertainment fa-
cilities, includinginter-
national restaurants
and sports amenities.
Abou Ali confirmed
that the group plans
to open 2,000 new
hotel rooms in Egypt
by the end of 2025.
He elaborated in his
statements to alrehla
that the group's ex-
pansion in Egypt also
includes new invest-
ments in prime tour-
ist destinations such
as Sharm El-Sheikh
and Hurghada—both
among the top tour-
ist spots on the Red
Sea. He said: "Egypt
remains the largest
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market for us in the
Middle East, and we
are focused on de-
livering exceptional
hospitality experi-
ences that meet the
needs of tourists from
around the world,
with a firm commit-
ment to sustaina-
ble development.”

“We Are Redefining
Luxury Through Deep
Personal Experiences”
Pickalbatros  Hotels
& Resorts stands out
for its commitment to
delivering hospitality
experiences that go
beyond luxury accom-
modation. Speaking
about the group'’s ser-
vice philosophy, Abou
Ali said: "We are re-
defining luxury by of-
fering deep, personal-
ized experiences. For
us, hospitality is not
merely about offering
a luxurious stay—it is
about creating an in-
tegrated experience
that resonates with
the needs and aspira-
tions of every guest.”
He pointed out that
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the group applies this
principle across all its
properties, providing
specialized servic-
es such as person-
al wellness, cultural
and artistic activities
aligned with authentic
Arab identity, and tai-
lor-made experienc-
es that allow guests
to enjoy the finest
details according to
their preferences.

A Smart Expansion
Strategy Focused on
Quality and Sustaina-
bility in New Markets
Pickalbatros  Hotels
& Resorts aims to ex-
pand into new markets
with a strong focus on
operational sustain-
ability and innova-
tive hospitality offer-
ings. Commenting on
the expansion plans,
Abou Ali emphasized
that the group prior-
itizes quality service
and the development
of sustainable tour-
ism facilities. He stat-
ed: "We focus on the
sustainability of our
projects and under-

stand the importance
of developing envi-
ronmentally friend-
lv hotels and resorts
by adopting smart
solutions in construc-
tion, maintenance,
and service delivery.”
The group seeks to set
newbenchmarksinthe
hospitality sector by
leveraging advanced
technologies and sus-
tainable practices to
reduce the environ-
mental footprint in the
destinations it invests
in. Abou Ali added:
“We believe the future
lies in combining lux-
ury and sustainability
to deliver a compre-
hensive and responsi-
ble travel experience.”

Pickalbatros Cele-
brates Its 15th An-
niversary in Moroc-
co and 33rd in Egypt
Coinciding with its
latest expansions,
Pickalbatros Hotels &
Resorts is celebrating
15 years of operations
in Morocco and 33
years in Egypt—mile-
stones that highlight

the group’s integral
role in the region's
hospitality history.

Abou Ali commented:
“"We are proud of what
we have achieved in
Morocco and Egypt,
and celebrating these
anniversaries  marks
the beginning of a
new phase of growth
and future expansion.”
He revealed that the
group is preparing a se-
ries of special events
to commemorate the
occasion, including ex-
clusive offers and en-
tertainment programs
throughout the year.

The Group Targets New
Markets Such as the
UAE and Tunisia as Part
of Its Expansion Plans
Pickalbatros’s  ambi-
tions are not limited
to Egypt and Morocco.
The group also plans
to enter new markets
such as the UAE and
Tunisia. In this con-
text, Abou Ali said:
“We are planning to
expand into the Gulf
region and Tunisia, as
these are promising

markets for us. Our
focus is on delivering
innovative hospital-
ity experiences that
meet the expecta-
tions of modern trav-
elers seeking unique
and luxurious stays.”
Abou Ali added that
the group looks for-
ward to building stra-
tegic partnerships
with local companies
in these markets to
strengthen its po-
sition and broaden
its business reach.
He emphasized that
such plans will allow
Pickalbatros  Hotels
& Resorts to provide
luxury services in
emergingdestinations.

A Message to Part-
ners and Investors
in the Arab World
In closing, Kamel Abou
Ali addressed partners
andinvestorsinthere-
gion, saying: "At Pick-
albatros, we are com-
mitted to delivering
outstanding hospitali-
ty experiences that re-
flect the spirit of Arab
hospitality and meet

SN T -
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the expectations of
tourists from all over
the world. We look
forward to continuing
our collaboration with
partners across vari-
ous markets to devel-
op the tourism sector
in the region and ele-
vate the Arab world’s
status as a leading
travel destination.”
Abou Ali reaffirmed
that Pickalbatros Ho-
tels & Resorts will
remain at the fore-
front of the hospi-
tality industry in the
region thanks to its
smart strategies and
unwavering com-
mitment to innova-
tion and excellence.
Through this ambi-
tious vision, Pickalba-
tros Hotels & Resorts
continues to reshape
the future of hospital-
ity in the Arab world,
solidifying its position
as one of the most
prominent names in
this vital sector.
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The FIrst And Largest Daily Tourism Newspaper In The Arab World

“In a Remarkable Honor at the “Alrehla Annual Awards for Tourism Excellence in the Middle East

Nawaf Hassan Named Tourism Leader of the Year in the “Vision Shaping Travel”
Category at Arabian Travel Market 2025 in Dubai

Amid a daz-
zling celebration
that brought to-

gether top leaders
and innovators of
the tourism indus-
try from across the
Middle East and the
world, AlrehlaNews-
paper, the organizer
of the region’s most
prestigious tourism
awards, announced
the crowning of
Nawaf Hassan,
General Manager
of Grand Mercure
Dubai, as Tourism
Leader of the Yearin
the “Vision Shaping
Travel” category.
The announcement

took place during
the official awards
ceremony held on
the sidelines of the
Arabian Travel Mar-
ket 2025 in Dubai.

This distinguished
honor solidifies the
pioneering role played
by Nawaf Hassan in
driving innovation and
transforming the hos-
pitality and tourism
landscape in Dubai
and the wider region.

Through his insightful
leadership and strate-
gic vision, he has suc-
cessfully combined
authenticity with

innovation, and sus-
tainable luxury with a
comprehensive hospi-
tality experience.

Visionary Leader-
ship That Makes a
Difference

Nawaf Hassan ex-
pressed his pride
in  receiving the
award, stating:
"To be granted this
prestigious title by a
renowned entity such
as Alrehla means a
great deal to me. This
award is not solely
mine—it is the culmi-
nation of the tireless
efforts of an entire

team that strives
every day to make a
real difference in the
guest experience and
to transform every
stay into an unforget-
table memory.”

He added: “Leading
a tourism establish-
ment today requires
more than operational
management. It de-
mands the creation
of a forward-thinking
vision that anticipates
challenges and keeps
pace with global de-
velopments in hos-
pitality, technology,
and traveler expecta-
tions.”

A Recognition that
Embodies Individ-
ual Leadershipina
Collective Industry

For his part, Mahmoud
Al-Jishi, CEO of Alrehla
Newspaper, affirmed
that the award cele-
brates leaders who
go beyond managing
their establishments—
they reshape the en-
tire travel experience:
“Nawaf Hassan ex-
emplifies the type of
leadership we strive
to honor: a leader
with vision, passion,
and the ability to turn
challenges into oppor-
tunities. Through his

2

work at Grand Mercu-
re Dubai, Nawaf has
not only delivered
premium service but
has created a model
of hospitality that har-
monizes with Dubai's
unique identity as a
global tourism hub.”

Al-Jishi added that the
Alrehla Annual Awards
aim to highlight posi-
tive role models in the
tourism industry and

encourage healthy
competition based
on quality, vision,

and positive impact.
Awards That Inspire,
Motivate, and Cre-
ate Real Change
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The award celebrates leaders who
do not just manage their establish-
ments but redefine the entire trav-
el scene. The “Journey” Awards aim
to highlight positive role models in
the tourism industry and to encour-

age competition based on quality,
vision, and positive impact

Mahmoud Al-Jishi
CEO of Al-Rihla Newspaper

The annual awards
presented by Alrehla
aim to serve as a true
reflection of Arab and
regional excellence in
the tourism industry.

They seek to spotlight
the kind of leadership
that makes a differ-
ence and institutions
that elevate quali-
ty standards to new
heights. These awards
also aim to foster a
culture of recognition
and appreciation with-
in the tourism sector,
where creativity and

commitment become
the hallmarks of every
experience and every
project.

Alrehla aspires to turn
these awards into
a regional platform
that inspires tourism
leaders across the
Arab world to reim-
agine the future of
tourism with a proac-
tive vision—one that
meets the challeng-
es of the era and ful-
fills the aspirations of
the modern traveler.
With the recognition

Leadingatourismestablishment
today requires more than just op-
erational management; it requires
creating a future vision that antic-
ipates challenges and keeps pace
with global developments In hos-
pitality, technology, and travelers’
expectations

Nawaf Hassan
General Manager of Grand Mercu-
re Dubai Hotel

KATARA
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The FIrst And Largest Daily Tourism Newspaper In The Arab World
As Part of the Alrehla Annual Awards for Tourism Excellence in the Middle East

Hilton Garden Inn Bahrain Bay Wins the “Shining 4 Star Excellence” Award as the
Best Four-Star Hotel in the Region

EdHilton
Garden Inn

Bahrain Bay

In a new mile-
stone added to its
impressive track
record, Hilton Gar-
den Inn Bahrain Bay
has been crowned
with the prestig-
ious “Shining 4 Star
Excellence” award
in the Four-Star Dis-
tinction in the Mid-
dle East category.
This honor is part of
the annual awards
presented by Alre-
hla Newspaper to
recognize leading
tourism institutions
across the region.

The award was pre-
sented during the Al-

rehla Annual Awards
Ceremony, held on the
sidelines of the Arabi-
an Travel Market 2025
in Dubai—a prominent
platform that show-
cases achievements
and innovations with-
in the tourism sector
in the Middle East and
beyond.

A New Standard of
Excellence in the
Four-Star Category

The selection of Hilton
Garden Inn Bahrain
Bay for this award
was no coincidence;
it is the result of con-
tinuous efforts and in-

novation in delivering
an exceptional hospi-
tality experience. The
hotel has become a
benchmark for refined
service that com-
bines simplicity and
efficiency, catering to
both business travel-
ers and tourists alike.

Manuela Brode, Gen-
eral Manager of the
hotel, expressed
her pride in this
achievement, stating:
“We are truly proud

of this recognition,
which reflects our
deep commitment

to quality and excel-
lence. The four-star

category is not merely
a transitional stage—it
iSs a space where we
passionately compete
to deliver the best for
our guests. At Hilton,
we believe in the
Hilton Guest Prom-
ise—a pledge through
which we commit to
delivering a stay that
exceeds expectations
in terms of comfort,
cleanliness, and effi-
cient service. This is a
promise we translate
into daily action.”

She added: "This
achievement would
not have been possi-
ble without our amaz-

ing team, who em-
body the core of our
Brighthearted Hos-
pitality philosophy—
providing hospitality
with bright hearts and
open minds. We be-
lieve that excellence s
not built solely on lux-
ury, but on the small
details that make all
the difference. One
of our top priorities
is the global initiative
Travel with Purpose,
which aims to deliv-
er sustainable hos-
pitality that creates
a positive impact on
communities and the
environment. This is
something we remain

committed to through
every service we offer
and every decision we
make."”

She conclud-
ed by saying:
“We strive to ensure
that our services are
always Reliable and
Friendly. These simple
values, when execut-
ed with precision, cre-
ate an unforgettable
stay experience and
make the guest feel
truly at home.

We will continue to
deliver hospitality ex-
periences that reflect
Bahrain’s status as
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Hilton Garden Inn Bahrain Bay
Is a living example that excellence
Is not exclusive to five-star luxury
hotels; it can be achieved across all
categories when there is a clear vi-
sion and genuine attention to detail

Mahmoud Al-Jishi
CEO of Al-Rihla Newspaper

a world-class tourist
destination.”

Alrehla: Celebrating
Excellence to Shape
the Future of Tourism
For his part, Mr.
Mahmoud Al-Jishi, CEO
of Alrehla Newspaper,
emphasized the signif-
icance of this award
in  supporting the
concept of high-qual-
ity hospitality in the
region. He stated:
“Hilton Garden Inn
Bahrain Bay is a living
example that excel-
lence is not exclusive

to luxury five-star ho-
tels. It can be achieved
across all categories
when there is a clear
vision and a genuine
attention to detail.
This award recognizes
the hotel’'s ability to
combine comfort, val-
ue, and professional-
ism all at once.”

Al-Jishi continued:
“The Alrehla Annual
Awards aim to be a
platform that reflects
the spirit of healthy
competition in the
sector, encouraging

tourism institutions to
continue innovating,
and offering a living
example of successful
models that deserve
to be followed.”

An Ambitious
Award... Honoring
the Present and
Building the Fu-
ture

The objectives of the
Alrehla Awards go be-
yond simple recogni-
tion. They aim to cre-
ate an informed and
sustainable tourism

We are committed to ensuring
that our services are always relia-
ble and friendly. These simple val-

ues, when executed

with excel-

lence, create an unforgettable stay
experience and make guests feel at

home

Manuela Brode
General Manager of Hilton Garden
Inn Bahrain Bay

movement that rede-
fines the landscape
of the Arab tourism
industry. Through its
various  categories,
the awards cover all
aspects of the sector—
from luxury hospital-
ity to technological
innovation and sus-
tainable practices.

These awards aspire
to become a bench-
mark for everyone
seeking to raise the
bar of quality and ex-
cellence in tourism,
and to serve as an

annual incentive for
performance develop-
ment and enhancing
the region’s global
tourism standing.

With Hilton Garden Inn
Bahrain Bay receiving
this award, it is reaf-
firmed that success
is not measured by
the size of the hotel
alone, but by the qual-
ity of the experience,
the spirit of the team,
and the forward-look-
ing vision that drives
the institution toward
sustainable excel-

lence recognized both
regionally and inter-
nationally.




*

<+

travel market®

01 May 2025

3;_’{_]_0]] Al Rehla Special Supplement
arabian

Arabian Travel
Market 2025 Dubal - ,14

10

The FIrst And L

Sponsore

FUN

&

SuN

b2b.funsuntravel.com

KATARA

HOSPITALITY

argest Daily Tourism Newspaper In The Arab World

As Part of the “Alrehla” Annual Awards for Tourism Excellence in the Middle East

Wego Wins the “Golden App of the Year”
Award for Best Booking Application in the Region

In a digital
achievement that
highlights its lead-
ership in the field

of travel and online
bookings, Wego has
won the prestigious
“Golden App of the
Year” award in the Top
Booking App in MENA
category—an  honor
presented by Alreh-
la Newspaper as part
of its distinguished
annual awards recog-
nizing  outstanding
tourism achievements
across the region.
Wego was honored
during the annual
awards ceremony ofr-
ganized by the news-

paper on the sidelines
of the Arabian Travel
Market 2025 in Dubai.

The event is the larg-
est platform for tour-
ism industry leadersin
the Arab world and at-
tracts a distinguished
group of institutions,
companies, and inno-
vations shaping the
future of the sector.

Digital Transforma-
tion at the Heart of
Tourism Excellence

Wego's win of the
Golden App of the
Year 2025 affirms
its leading position
in the world of digi-
tal travel. Through its

intelligent interface
and user-friendly de-
sign, the application
has become the first
choice for millions of
users seeking hotel
and flight bookings
at competitive prices
with a seamless expe-
rience.

In a special statement
following the award
reception, Mr. Mamoun
Hmedan, Chief Com-
mercial Officer at
Wego, expressed his
happiness with this
achievement, saying:
"We are proud to re-
ceive this recognition
from Alrehla, which

reflects the trust that
users and the industry
place in us. We believe
that innovation is at
the heart of the mod-
ern travel experience,
and we continue to in-
vest in artificial intelli-
gence, data analytics,
and service personal-
ization to offer an ex-
ceptional experience
tailored to the diverse
markets of the re-
gion.”

Hmedan added: "At
Wego, we do not mere-
ly provide a booking
tool-we empower
travelers to make
smart, fast, and relia-

ble decisions anytime
and from anywhere.”

Alrehla: Awards
That Celebrate
Leadership and

Redefine the Sec-
tor
The annual awards

presented by Alrehla
Newspaper have be-
come one of the most
significant journalistic
initiatives specialized
in the tourism sector.
They aim to spotlight
individuals and in-
stitutions who have
changed the rules of
the game and brought

about real transfor-
mations in the experi-
ence of both Arab and
international travel-
ers.

In this context, Mr.

Mahmoud Al-Ji-
shi, CEO of Alrehla
Newspaper, stated:

“"Wego fully deserves
this recognition. It
has successfully made
the booking experi-
ence simpler, more
user-centric, and bet-
ter aligned with the
needs of today’s trav-
eler. The award also
reflects appreciation
for applications that
go beyond competi-
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Wego fully deserves this recog-
nition. It has successfully made the
booking experience simpler, more
user-centric, and better alighed with
the needs of today’s traveler. The
award also reflects appreciation for
applications that go beyond compe-
tition to inspire the entire industry

Mahmoud Al-Jishi
CEO of Al-Rihla Newspaper

tion to inspire the en-
tire industry.”

Al-Jishi continued:
“At Alrehla, we be-
lieve that recognition
is not only about the
past—it is a signal of
a more ambitious fu-
ture. Through these
awards, we aim to
build a platform that
frames excellence,
fosters a culture of in-
novation, and embrac-
es success stories that
shape the new identi-
ty of Arab tourism.”

Toward a Bench-
mark Award in the
Regional Travel
Industry

The Alrehla Annual
Awards carry a bold
ambition to become
the foremost refer-
ence for recognizing
excellence in the Arab
tourism sector. Their
mission extends be-
yond merely highlight-
ing  successes—they
aim to create lasting
motivation for growth
and encourage inter-
action between pio-

neering experiences
and emerging initia-
tives.

Wego’'s win of the
Golden App of the
Year is not merely a
celebration of a smart
application—it is a
testament to the pro-
found transformation
sweeping through the
travel industry in the
region. Technology
and innovation have
become central to the
experience, and the
Arab traveler is now
more demanding and

more connected to
advanced digital solu-
tions.

With this accolade,
Wego reinforces its
position at the fore-
front of travel applica-
tions in the region and
sets a new standard
for quality, ease, and
efficiency in the world
of digital travel.
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The FIrst And Largest Daily Tourism Newspaper In The Arab World

As Part of “Al-Rehla” Annual Awards for Tourism Excellence in the Middle East

Mazagan Beach & Golf Resort Wins the “Atlas Crown of Luxury”
Award for Best Luxury Hotel in Morocco

In a landmark
achievement that
reinforces its lead-
ing position in the
luxury hospitality
sector, Mazagan
Beach & Golf Re-
sort, located along
the Moroccan coast
in the city of €l ]a-
dida, was awarded
the prestigious At-
las Crown of Luxury
by Al-Rehla News-
paper in the catego-
ry of “Luxury Rede-
fined in Morocco”.

This marks the first
time a Moroccan ho-
tel has received this
distinguished title

within the framework
of Al-Rehla Awards.
The announcement
and award presenta-
tion took place dur-
ing the Arabian Travel
Market 2025 in Dubai,
the most prominent
and influential tour-
ism event in the Mid-
dle East, bringing to-
gether thousands of
industry leaders and
tourism entities under
one roof to explore
new opportunities and
celebrate outstanding
achievements.

AnAwardThatReflects
the Spirit of Authen-
tic Moroccan Luxury

Perched amidst stun-

ning natural land-
scapes, Mazagan
masterfully  blends
modernity with au-
thentic Moroccan
character, redefining

the concept of luxury
in Morocco. The resort
offers a holistic hospi-
tality experience that
extends beyond top-
tier accommodations
to include rich cultural
encounters, fine din-
ing, leisure, and highly
personalized service.

In a statement follow-
ing the award ceremo-
ny, Jacques Claudel,
General Manager of

Mazagan Resort, said:
“We are honored and
proud to receive this
award, which repre-
sents international
recognition of the ex-
ceptional hospitality
experience we deliv-
er—an experience that
reflects the spirit and
rich culture of Moroc-
co. This award does
not merely celebrate
a hotel; it celebrates
Moroccan identity and
the spirit of innova-
tion that drives our
daily operations.”

He added: "We con-
tinuously strive to
present a new stand-

MAZAGAN

BEACH & GOLF RESORT MOROCCO

ard of luxury that har-
monizes authenticity
with modernity. This
is what allows us to
elevate hospitality
benchmarks both lo-
cally and regionally.”

Al-Rehla Awards:
A Regional Plat-
form for Recogniz-

ing

Tourism Creativity
Al-Rehla Annual
Awards are a pioneer-
ing media initiative
launched by Al-Rehla
Newspaper, the pub-
lication specialized in
tourism and travel af-

fairs. The awards aim
to honor institutions
and individuals who
have made a tangible
impact on the tourism
landscape in the Arab
world and the Middle
East. The awards span
a variety of catego-
ries, including luxury
hotels, travel compa-
nies, sustainable ini-
tiatives, cultural expe-
riences, and tourism
media.

Speaking about the
significance of the
award, Mr. Mahmoud
Al-Jishi, Ceo of
Al-Rehla Newspa-
per, commented:
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The Annual Travel Awards carry a
vision that goes beyond recognition to
impact; they aim to document success-
es, foster networking among leading
entities, and promote a culture of ex-
cellence across various aspects of the
tourism sector. This includes infrastruc-
ture, service and experience quality,
and innovative destination marketing

Mahmoud Al-Jishi
CEO of Al-Rihla Newspaper

“Mazagan Resort per-
fectly embodies the
criteria of the Atlas
Crown of Luxury. It
does not merely offer
architectural and ser-
vice-based luxury—it
reintroduces Moroc-
co to the global trav-
eler with elegance,
through an integrated
experience that hon-
ors local identity and
enhances the coun-
try's tourism image.”

Al-Jishi continued:
“"Our awards are not
merely honorary—

they serve as a strate-
gic platform through
which we aim to spot-
light pioneering mod-
els in the industry
and encourage inno-
vation and excellence
across the board. We
aspire for the Al-Rehla
Awards to become the
regional benchmark
for quality and tourism
leadership, a standard
of excellence that the
region can proudly up-
hold.”

A Bold Vision for
the Future of Arab
Tourism

The Al-Rehla Awards
carry a vision that
goes beyond recog-
nition to real impact.
They aim to document
success stories, foster
connections among
leading entities, and
promote a culture of
excellence across all
aspects of the tour-
ism sector—from infra-
structure and guest
experience to destina-
tion marketing, all in

alignment with digital
transformation and
evolving traveler ex-
pectations.

This award, present-
ed this year to Maza-
gan Resort, affirms
that luxury in tourism
is no longer confined
to material or archi-
tectural features—it
now encompasses
authenticity, envi-
ronmental respect,
and a deep connec-
tion to local culture.
With this achieve-
ment, Mazagan takes

a significant step to-
ward global recogni-
tion, reinforcing Mo-
rocco’s position as a
luxurious destination
capable of competing
on both regional and
international levels.
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The FIrst And Largest Daily Tourism Newspaper In The Arab World
As Part of Al-Rehla Newspaper’s Annual Middle East Tourism Excellence Awards

Etihad Airways Soars to New Heights with the “Golden Wings Airline Award” for
Excellence in the Sky at Arabian Travel Market 2025

In a remarka-
ble celebration held
during the Arabian
Travel Market 2025
in Dubai, Etihad Air-
ways, the national
carrier of the Unit-
ed Arab Emirates,
added yet another
accolade to its dis-
tinguished record.
The airline was
honored with the
prestigious Golden
Wings Airline Award
under the catego-
ry of “Excellence in
the Sky", presented
annually by Al-Re-
hla Newspaper to
recognize the top
tourism companies

and figures that
have made a lasting
impact on the travel
and tourism indus-
try in the Middle
East.

This award serves as
international recog-
nition of Etihad’s ex-
cellence across key
areas such as service
quality, innovation,
sustainability, and
overall passenger ex-
perience—factors that
have become vital
benchmarks in today’s
ever-evolving global
aviation landscape.

Etihad Airways...
A Model of Emirati
Excellence in the
Skies

In his remarks on this
occasion, the CEO of
Etihad Airways ex-
pressed pride in re-
ceiving this honor,
stating: “Winning the
Golden Wings Airline
Award is not just a rec-
ognition of our service
quality—it is a tribute
to the relentless ef-
forts of thousands of
dedicated employees
who work tirelessly to
deliver an exception-
al travel experience
on every flight. This

award places an even
greater responsibility
on us to continue in-
novating and always
deliver the very best.”

He added: “Etihad Air-
ways is committed to
leading the future of
aviation through sus-
tainable technology
investment, fleet effi-
ciency enhancements,
and the highest stand-
ards of comfort and
luxury—ensuring that
the journey itself be-
comes part of the joy,
not just a means to an
end.”

An Award That
Elevates Industry
Standards to New
Heights

From his side, Mr.
Mahmoud Al-]Jashi,
CEO of Al-Rehla News-
paper, commented:
"The skies are no
longer just pathways
for travelers—they
have become compet-
itive arenas where
airlines express their
identities, values, and
future visions.

Etihad Airways has
succeeded in crafting
a flight experience
that truly embodies

the spirit of the UAE:
modern, refined, and
forward-looking. At
Al-Rehla, we take
pride in honoring
those who present
such an exemplary im-
age to the world.”

Al-Jashi added that
the award aims not
only to recognize ex-
cellent service but
also to spotlight those
reshaping the defini-
tion of quality, offer-
ing both Arab and in-
ternational travelers
a memorable experi-
ence worth sharing.
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The FIrst And Largest Daily Tourism Newspaper In The Arab World

The skies are no longer just path-
ways for travelers—they have become
competitive arenas where airlines ex-
press theiridentities, values, and future
visions. Etihad Airways has succeeded
in crafting a flight experience that tru-
ly embodies the spirit of the UAE: mod-
ern, refined, and forward-looking

Mahmoud Al-Jishi
CEO of Al-Rihla Newspaper

Al-Rehla Awards...
A Platform for Ev-
er-Evolving Arab
Tourism Excel-
lence

The Al-Rehla Annual
Tourism Awards were
established as both a
motivational and hon-
orary framework for
tourism pioneers in
the Middle East. The
awards aim to create a
true system of appre-
ciation that highlights
those who make a
tangible impact in this
vital sector. The suc-

cess metrics are not
confined to numbers
alone but extend to
innovation, sustaina-
bility, and the ability
to craft a comprehen-
sive tourism experi-
ence that sets new in-
dustry standards.

Throughtheseawards,
Al-Rehla aspires to be-
come a trusted Arab
and global reference
for evaluating tour-
ism performance, and
a source of inspira-
tion for institutions in
pursuit of genuine—

not superficial-excel-
lence.

With Etihad Airways
receiving the Ex-
cellence in the Sky
award, the message
is reaffirmed: lead-
ership in aviation is
not a destination—it
is a continuous jour-
ney. And the sky is
not the limit—it is
only the beginning
of true excellence.

11

Etihad Airways is committed to leading
the future of aviation through sustainable
technology investment, fleet efficiency en-
hancements, and the highest standards of
comfort and luxury—ensuring that the jour-
ney itself becomes part of the joy, not just a
means to an end

Antonaldo Neves
Chief Executive Officer of Etihad
Airways
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The FIrst And Largest Daily Tourism Newspaper In The Arab World
As Part of Al-Rehla Newspaper’s Annual Tourism Excellence Awards

Jabal Omar Hotels Honored with the “Saudi Hospitality Shield” for the
True Saudi Welcome” Category at Arabian Travel Market 2025"
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The Arabian Trav-
el Market 2025 in
Dubai witnessed a
proud moment for
authentic Saudi
hospitality, as Jabal
Omar Hotels were
awarded the Saudi
Hospitality Shield
under the “True
Saudi Welcome” cat-
egory. This award is
presented annually
by Al-Rehla News-
paper as part of
its flagship awards
program that cele-
brates tourism and

hospitality excel-
lence across the
Middle East.
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This prestigious rec-

ognition celebrates
the vision embodied
by Jabal Omar Hotels
in portraying the es-
sence of Saudi hospi-
tality—deeply rooted
in tradition yet exe-
cuted with contempo-
rary finesse. The hotel
group has gone be-
yond offering luxuri-
ous accommodations
by turning the idea
of a “Saudi welcome”
into a fully immersive
experience, especial-
lv in the heart of the
Holy City of Makkah.

Ft'ﬁ’
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Saudi Hospitali-
ty with a Global
Voice

Speaking on the oc-
casion, the CEO of Ja-
bal Omar Hotels ex-
pressed his pride in
receiving the award,
stating:"Hospitality is
an inseparable part of
Saudi identity. Since
the inception of our
projects in Makkah,
we have always un-
derstood that serving
visitors, pilgrims, and
Umrah performers
is more than just a
profession—it is a re-
sponsibility. Winning
the Saudi Hospitality

uuuuuu

Shield is a testament
from a credible institu-
tion that we are on the
right path. We remain
committed to continu-
ous improvement and
to delivering an expe-
rience that exceeds
expectations.”

He added: “This recog-
nition reinforces Jabal
Omar Hotels’ mission
to preserve the spirit
of authenticity while
embracing the high-
est global standards.
It also reaffirms that
Saudi hospitality is
competitive and capa-
ble of standing out on
the global hospitality
stage.”

Recognition That
Highlights the
Cultural Depth of
Tourism

From his end, Mr.
Mahmoud Al-]Jashi,
CeO of Al-Rehla News-
paper, emphasized
that the "True Saudi
Welcome”  category
was specifically cre-
ated to highlight the
unique cultural and
tourism value of Saudi
hospitality. He stated:
"Hospitality is not
merely a hotel ser-
vice; it is a reflection
of a community’s val-
ues and its historical
depth. Jabal Omar Ho-
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tels exemplifies these
values in their most
elegant form—espe-
cially in one of the ho-
liest places on Earth.”

Al-Jashi continued:
“Through  Al-Rehla’s
annual awards, we aim
to celebrate initiatives
that go beyond opera-
tional excellence. We
look for those that
add a human and cul-
tural dimension that
deepens the visitor's
experience. Our am-
bition is for these
awards to become a
regional benchmark of
excellence and a plat-
form that showcases
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The “True Saudi Welcome” award

was specifically designed to highlight
the uniqueness of Saudi hospitality as
a unique cultural and tourism element.
Hospitality is not just a hotel service; it
is a reflection of a society’s values and
history, and Jabal Omar hotels embody
these values in the most beautiful way

CEO of Al-Rihla Newspaper

the true potential of
our tourism industry
to the world."

a platform for build-
ing Arab success sto-
ries with global res-
onance. The awards
span various catego-
ries including hotels,
digital applications,
destinations, and in-
novation, and they are
designed to promote
sustainability, quality,
and authentic travel
experiences.

The awards also aspire
to serve as a launch-
pad for building an
Arab network of tour-
ism leaders united

by shared values and
ambitions—together
shaping a promising
future for the regional
tourism sector.

With Jabal Omar Ho-
tels being crowned
in this prestigious
category, the role
of Saudi hospitali-
ty is reaffirmed as
a strategic pillar in
tourism  develop-
ment, opening the
door to embedding
age-old traditions
within globally com-
petitive standards.

11

Winning the Saudi Hospitality Shield
award is a testament from a reputable
institution that we areon theright track,
and we are committed to continuing to
develop and deliver an experience that
exceeds expectations

Saleh Habdan Al Habdan
CEO of Jabal Omar Hotels

KATARA
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The FIrst And Largest Daily Tourism Newspaper In The Arab World

Arabian Travel Market: Three Decades of Leadership and Transformation into
an Influential Global Platform
Dubai Consolidates Its Position as a Central Hub for International Tourism with the
Region’s Largest Tourism Event
Strategic Partnership between Al Rehla and Arabian Travel Market: The Voice of
Arab Tourism Media from the Heart of the Event
Arabian Travel Market 2025: A Window into Luxury, Sustainable, and Smart Tourism Trends

Since its inau-
gural edition more
than 30 years ago,
the Arabian Travel
Market (ATM) has
firmly established
itself as the largest
tourism exhibition
in the Middle East
and North Africa,
and one of the most
prominent global
events that bring
together thought
leaders and deci-
sion-makers in the
tourism and travel
industry. With each
new edition, the
exhibition contin-

ues to enhance its
role as a powerful
driver of growth in
the sector, offering
a comprehensive
platform that inte-
grates entertain-
ment, technology,
investment, and
tourism services un-
der one roof.

In its 2025 edition,
the exhibition comes
under the theme “Em-
powering Connections
to Shape the Future
of Tourism,” shedding
light on the impor-
tance of linking peo-

ple, markets, and eco-
nomicsectors atatime
when the world is wit-
nessing unprecedent-
ed transformations in
travel patterns and a
growing orientation
towards sustainable
and smart tourism.
Recognizing the me-
dia’s role as a partner
in shaping this future,
Alrehla joins this year
as a strategic media
partner, bringing its
readers exclusive in-
sights, data, trends,
and inspiring stories
from the heart of the
event — all of which

are redefining the
global tourism map.

A Global Platform
Bridging Markets
and Trends

What  distinguishes
Arabian Travel Market
is that it is far more
than a conventional
tourism exhibition. It
has evolved into an
analytical and stra-
tegic platform that
forecasts the future
of global tourism.
The event annually
attracts over 40,000
participants from

The data indicates
that Asia will lead the
luxury market in the
coming years, and at
Peak Albatros, we are
preparing for this shift
by strengthening our
presence in the Moroc-
can and Gulf markets
and opening new chan-
nels with the Asian
market

Mohamed €Eid Suleiman
Regional Marketing Di-
rector of Peak Albatros
Hotels Group
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This year’s theme
on connectivity high-

lights

the

growing

awareness of the im-

portance of

linking

markets, communities,
and sectors, not only
to achieve econom-
ic growth but also to
shape a more inclusive
and sustainable global

tourism

landscape

Media professional
Reem El-Shafai

more than 150 coun-
tries, making it the
most important hub
for exchanging knowl-
edge, technologies,
and innovative solu-
tions in hospitality
and travel.

Recent statistics show

that the luxury tour-
ism sector is expe-
riencing remarkable
growth, with fore-
casts estimating its
market value to reach
USD 391 billion by
2028, as Asian mar-
kets gain significant
momentum in this

space. According to
the GCC Statistical
Center, international
tourism revenues for
Gulf countries reached
USD 110.4 billion in
2023 — a clear sign of
the sector's recovery
and its increasing role
as a key economic and
developmental pillar.

Alrehla: Strategic
Media Partner
Amplifying Arab
Voices in Global
Tourism

Through its strate-
gic partnership with
ATM's organizing
body, Alrehla has se-
cured a dedicated ed-
itorial platform with-
in the International
Media Hub at the
event. This space is
committed to produc-
ing exclusive inter-
views and real-time
coverage of the ex-

hibition’s  activities.
The objective of this
partnership is to am-
plify the Arab media
voice within one of
the world’s most pres-
tigious tourism gath-
erings. It aims to de-
liver specialized and
in-depth content tai-
lored to the needs of
industry professionals
while also reflecting
the aspirations of Arab
communities that
view tourism as a cul-
tural, economic, and
civilizational domain.

Mohamed Eid Sulei-
man: ATM as a Gate-
way for Arabs to
Asia and Billions
in  luxury Tourism
In an exclusive inter-
view with Alrehla, Mo-
hamed Eid Suleiman,
Regional Marketing
Director of Pickalba-
tros Hotels Group, ex-
pressed his pride in
participating in what

he called "“the Arab
gateway to global
markets,” emphasiz-
ing that the pres-
ence of leading hotel
and tourism brands
demonstrates the
sheer scale of oppor-
tunities available.

“"What delights me the
most,” said Suleiman,
“is being surround-
ed by an exceptional
group of prominent
businessmen, inves-
tors, and owners of
iconic tourism estab-
lishments, allshowcas-
ing the latest trends
in luxury tourism.”
He added: “The data
indicates that Asia will
lead the luxury market
in the coming vears,
and at Pickalbatros,
we are preparing for
this shift by strength-
ening our presence in
Morocco and the Gulf,
while opening new
channels to connect

with Asian markets.”

Journalist Reem €l
Shafie: Dubai Cement-
ed Its Role as a Glob-
al Tourism Capital

Media profession-
al Reem El Shafie, a
long-time  observer

of ATM, highlighted
the event's role as a
bridge between media
and the tourism indus-
try, all under one roof.
"€l Shafie said: “Trav-
el professionals and
tour operators eager-
ly await the Arabian
Travel Market, which
has, over the years,
proven itself to be an
interactive global plat-
form hosted on Arab
soil — specifically in
Dubai, which has firm-
ly established itself as
a prime international
tourism destination.”
She noted that the
event's theme this
year underscores a
growing awareness
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The strong pres-
ence of both govern-
ment delegations and
startups reflects the

dvnamic nature of the
exhibition, bringing to-

gether decision-mak-
ers and innovation pio-
neers in one place

Advisor to the
Afro-Asian Tourism
Union

of the importance of
linking markets, com-
munities, and sectors
—not just for economic
growth, but for shap-
ing a more inclusive
and sustainable glob-
al tourism landscape.

Ramadan Tantawi:
ATM Elevates Na-
tional Companies

on the Global Stage
Ramadan Tantawi,
Advisor to the Af-
ro-Asian Union for
Tourism, emphasized
the Arabian Travel
Market's role in en-
hancing Arab-interna-
tional cooperation in
aviation and tourism.
Speaking to Alreh-
la, Tantawi said: “At
EgyptAir, we see ATM
as a gateway to new
markets. It is a stra-
tegic platform that
allows national com-
panies to showcase
their competitiveness
on a global level — par-

ticularly as air travel
rebounds and demand
rises for connectiv-
ity between Arab
capitals and interna-
tional destinations.”
He pointed out that
the strong presence
of both government
delegations and start-
ups highlights the dy-
namism of the event,
which brings together
decision-makers and
innovators under one
roof. He also stressed
the need to invest in
digital technologies
and training to keep
pace with the sector’s
rapid growth.

The Future of
Tourism Starts
Here

Experts agree that
Arabian Travel Mar-
ket has become far
more than an annual
occasion. It is now a
true mirror reflecting

the ongoing transfor-
mations in the glob-
al tourism industry.
It has become a cor-
nerstone in the cal-
endars of major cor-
porations and policy
makers alike — a ven-
ue to plan the future.
With hundreds of ex-
hibitors from across
the continents, spe-
cialized workshops,
ministerial dialogues,
and sessions focused
on artificial intelli-
gence, sustainability,
and digital transfor-
mation, the event af-
firms that the future
of tourism rests on
innovation, integra-
tion, and cross-bor-
der collaboration.

Alrehla Moves
Forward...

Amid the bustling

halls of Arabian Trav-
el Market, signs of
transformation are

evident — not only in
the exhibits and tech
platforms but in the
collective vision for
tourism’s future. It's a
future in which Arab
nations are not merely
destinations but also
creators of experi-
ences, standards, and
global best practices.
As an integral part of
this journey, Alrehla
remains committed to
sharing these trans-
formations with its
readers and followers
throughout the Arab
world — through exclu-
sive reports, in-depth
analyses, and on-
the-ground coverage.
Arabian Travel Mar-
ket 2025 is not just
an exhibition... It is a
message, a vision, and
a journey toward the
future.
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"Massive Expansion by “Miners
New Strategies and Promising Opportunitiesin Regional and Global Markets

Amir Golbarg ¢\
Senior Vice Pre5|d t, Operations,

Minor Hotels, Mid@fle East _and Africa

Founded in through strategic  Africa, about Minor  panyaimstostrength- in Bahrain Sustainability:
1967, “Miners” has partnerships with Hotels’ plans and fu- en its presence in The Company’s
witnessed remark- leading companies. ture. these promising mar-  Among its standout  Philosophy in
able growth over With bold expan- kets and expand its  expansions, “Miners”  Every Aspect of

the past five dec-
ades, becoming
one of the largest
players in the glob-
al tourism industry.
Having  achieved
several milestones,
the company is
now expanding its
portfolio to include
new markets and
diverse resorts in
various regions of
the world, including
Egypt, the UAE, Bah-
rain, as well as en-
tering new markets

sion plans aimed at
increasing its mar-
ket share, “Miners”
seems poised to
achieve even more
success in the Mid-
dle Eastern and
global markets.

At the Arabian Travel
Market in Dubai, Al Re-
hla newspaper spoke
exclusively to Amir
Golbarg, Senior Vice
President of Opera-
tions for Minor Hotels
in the Middle East and

A Bright Future in
the Middle East:
Expansion in
Egypt and the UAE

“Miners” is turning
its attention to new
markets, announcing
its entry into Egypt
and the UAE with the
opening of its first
luxury resort in Egypt
under the “Anantara”
brand, in addition to
launching the "“Kojira”
brand. With this an-
nouncement, the com-

portfolio in the Middle
East region.

"Miners” is one of the
leading companies in
the tourism industry,
investing in hotels
and resorts with re-
nowned brands, re-
flecting the company'’s
strategy to offer inno-
vative and luxurious
tourism experiences
in diverse markets.

Strategic Partner-
ships: A New Giant

announced a strate-
gic partnership with
Bahrain to build new
tourism destinations.
This partnership is ex-
pected to include sev-
eral luxury projects,
further enhancing
Bahrain’s position as
a premier tourist des-
tination in the region.
This collaboration rep-
resents a significant
step in the company's
journey toward global
expansion.

Its Operations

One of “Miners™ most
notable attributes
is its deep commit-
ment to sustainability
across all of its pro-
jects. Mr. Amir Gold-
berg, CEO of "Miners”
in the Middle East and
Africa, explains that
the company imple-
ments strict sustain-
ability policies in the
design and construc-
tion of its tourism
and hotel facilities,
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integrating  sustain-
able elements into
the infrastructure
to make them an in-
herent part of the
tourism experience.
Mr. Goldberg also add-
ed that “"Miners” aims
to reduce its carbon
footprint to zero emis-
sions by 2050. This
goal is part of the
company’'s vision to
boost investment in
eco-friendly projects,
making it one of the
most respected com-
panies in this field.

Diverse Expan-
sions: New Pro-
jects Across Multi-
ple Sectors

“Miners” is among the
few companies that
have diversified its
investments  across
various sectors within
the tourism industry,
including restaurants,
aviation, and fitness.
The company current-
lv manages over 560
hotels worldwide,
along with more than
2,000 independent
restaurants. Recent-
ly, it entered the avi-
ation sector through
strategic partnerships
with companies spe-
cializing in aircraft and
vachts. These steps
highlight the com-
pany’s comprehen-
sive strategy, aiming
to diversify revenue
streams and expand
its customer base.

Innovative Business
Model: How Does “Min-
ers” Balance Technol-
ogy and Humanity?
In the age of digi-
tal transformation,
“Miners” strives to
integrate the latest
technologies into its

daily operations, us-
ing smart systems to
enhance customer ex-
perience and improve
operational efficiency.
However, Mr. Goldberg
emphasizes that these
transformations do
not conflict with main-
taining the human
element in daily op-
erations, stating that
“technology should
support the human el-
ement, not replace it.”
In addition to tech-
nology, the company
is strengthening its
collaboration with lo-
cal communities in
all of its tourism des-
tinations. This is evi-
dent through support
for local farmers and
producers in various
markets, contributing
to a sustainable eco-
nomic cycle in every
city where it develops
projects.

Investing in the
Future: What Lies
Ahead for “Min-
ers”?

As “Miners” contin-
ues its expansions
in regional and glob-
al markets, its core
goal remains to offer
unparalleled tour-
ism experiences that
combine luxury with
sustainability. With
its success in forming
several strategic part-
nerships and expand-
ing its portfolio of ho-
tels and restaurants,
the company appears
to be on the right path
toward achieving even
greater success in the
tourism industry.

In the end, “Miners”
remains a prime ex-
ample of how sus-
tainable growth can

&iﬁ
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be achieved in the
global tourism sec-
tor through strategic
partnerships and con-
tinuous innovation,
ensuring expansion
into new markets and
long-term success.

“Miners” continues to
solidify its position
among the giants of
global tourism thanks
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to its well-thought-
out expansion strat-
egies, commitment
to sustainability, and
focus on innovation.
With new projects
in multiple markets
and strategic partner-
ships, the company
seems poised for even
more achievements in
the near future.
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Campbell Gray"... Where British Elegance Meets the New Gulf Vision”

Saad Aoude to Al-Rihla: We see the Gulf as the ideal environment for crafting an
authentic and sustainable hospitality experience

Amid a fast
changing global
tourism landscape,
and in markets
striving to redefine
the meaning of lux-
ury, Campbell Gray
Hotels stands out
as an independent
brand weaving its
hospitality experi-
ence with threads
of British taste,
authentic architec-
ture, and attention
to detail. At the
heart of this vision,
Sadd Audeh, Chair-
man of the Board,

aF B

Board of Directors

leads an ambitious
expansion strate-
gy that views the
Gulf region not just
as a promising mar-
ket, but as a fertile
cultural and social
ground for a new
kind of hotel expe-
rience.

In this exclusive in-
terview with Al-Rihla
Newspaper, we dive
into the group's vision,
uncover the secrets of
its unique philosophy,
and explore the chal-
lenges and opportu-

nities shaping the fu-
ture of hospitality in a
region rapidly becom-
ing a global laboratory
for high-end travel ex-
periences.

Personalized Lux-
ury... the Core of
Campbell Gray’s
Philosophy

When asked about the
philosophy that dis-
tinguishes Campbell
Gray, Audeh respond-
ed without hesitation:
“We believe that lux-
ury must be personal,

not standard. Each of
our hotels is designed
to tell a story—to be an
extension of the place
it inhabits. It's not just
about premium servic-
es; it's about creating
an experience with a
human, local, and cul-
tural essence.”

In a time when many
major hospitality
brands have become
similar, Campbell Gray
emerges with a phi-
losophy rooted in in-
dividuality, distinctive
design, and a service
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that guests feel rather
than merely see. This
approach strongly res-
onates with Gulf mar-
kets, where travelers’
tastes have evolved
significantly over the
past decade and now
seek authenticity over
superficial glamour.

The Gulf Region:
A Mature Market
Seeking Unique
Experiences

According to Audeh,
“The Gulf markets—es-
pecially Saudi Arabia,

the UAE, and Qatar—
are going through an
unprecedented phase
of investment and
tourism maturity.”

He adds: “There's a
clear evolution in the
Gulf traveler's taste
and the expectations
of local investors. The
goal is no longer just
to build a luxurious
facility, but to offer
a product that adds
value to the tourism
scene, carries a soul,
and reflects the cul-
ture of the location.”
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Here lies the syner-
gy between Campbell
Gray's philosophy and
the region’s direc-
tion. With the rise of
trends like experien-
tial tourism, sustain-
able hospitality, and
storytelling hotels, in-
dependent brands like
Campbell Gray are be-
coming the preferred
choice for a new gen-
eration of guests and
investors alike.

Travel Exhibitions:
A Platform for

Market Insight and
Strategic Alliances

Through his repeated
participation in ma-
jor travel exhibitions
such as the Arabian
Travel Market, Audeh
believes these plat-
forms are “not just for
promotion—they of-
fer a rare opportunity
to understand mar-
ket transformations,
engage directly with
decision-makers, and
build long-term rela-
tionships.”

He continues: “In the

Gulf, personal rela-
tionships carry sig-
nificant weight, and
investment decisions
are built on trust. So,
being present at such
eventsisn'tonly about
marketing our brand—
it'saboutlistening and
establishing mature
partnerships based on
a shared vision.”

Market Challeng-
es: Regulation and
Cultural Alignment

When expanding into
the Gulf, Campbell
Gray is fully aware
that success isn't just
about market demand
or financial returns—
but also about how
well the project aligns
with local identity.

“We face different
regulatory challenges
in each market—from
licensing to partner-
ship models,” says
Audeh. "But the big-
gest challenge is re-
specting the local con-
text... does what we
offer truly harmonize
with the spirit of the

place?”

For that reason, the
group relies on in-
depth studies before
entering any new mar-
ket, and insists that
each project be part
of a broader develop-
ment vision, support-
ed by local tourism au-
thorities and aligned
with the host coun-
try's sustainable de-
velopment goals.

Partnership with
Government En-

tities: The Key to
Regional Success

Audeh emphasizes
that collaboration
with local tourism au-
thorities is not just a
strategic option, but a
necessity.

“"Without genuine
partnerships with
ministries of tourism
and national tourism
boards, it's impossible
to develop projects
with long-term impact.
These entities shape
national visions, pro-
vide the right envi-

ronment, and direct
investments toward
well-studied goals.”

Through such collabo-
rations, Campbell Gray
benefits from avail-
able incentives and
gains deep insights
into government pri-
orities—whether in
terms of project loca-
tions or the type of
travelers targeted.

The New Gulf
Hospitality Expe-
rience: Personal,
Cultural, and Sus-
tainable

Audeh believes that
what  distinguishes
the Gulf audience to-
day is their combina-
tion of refined taste
and a thirst for new
experiences.

"Gulf guests aren't
looking for a carbon
copy of a luxury ho-
tel in London or Paris.
They want an experi-
ence that resembles
them, reflects the
place, and respects
their cultural prefer-

ences.”

That's why the brand
focuses its new re-
gional projects on el-
ements such as archi-
tecture inspired by the
local environment, in-
tegration of art, prior-
itizing local products,
and offering a service
that is humane rather
than mechanical.

The Future in the Gulf:
A Thoughtful Vision,
Not a Hasty Expansion
Regarding  regional
expansion plans, Au-
deh reveals a cautious
and well-studied ap-
proach: “We are not
seeking quantity but
quality. Our priority is
to enter markets that
are aligned with us in-
tellectually and cultur-
ally. We are currently
exploring opportuni-
ties in Saudi Arabia,
Bahrain, and Qatar,
and we are working
carefully to select the
right partners.”

He adds: “We are de-
veloping a sustainable
hospitality model that

relies on well-trained
local human resources
and smart technolo-
gies that reduce oper-
ational costs without
compromising  luxu-
ry. This is the future
of hospitality in the
Gulf.”

A Message to the Arab
Tourism Community
Audeh concludes the
interview with a mes-
sage to professionals
across the Gulf and
Arab tourism industry:
“We have a historic op-
portunity to redefine
the luxury hospitality
experience—to make it
more human, cultural,
and sustainable. The
Gulf today is leading
this transformation,
and at Campbell Gray,
we believe that smart
local partnerships are
the key to success. To-
gether, let us create
unforgettable destina-
tions that honor herit-
age and embrace the
future.”




<* -
+

| AIRehla Special Supplement
arabian

travel market®

Arabian Travel )

Market 2025 Dubal - ,14

01 May 2025

Sponsore

28

SUN

E' _ ,} KATARA
b2b.funsuntravel.com

: | /;j HOSPITALIT

The FIrst And Largest Daily Tourism Newspaper In The Arab World
Crimson Resort and Spa Boracay: Where Filipino Hospitality Meets Global Luxury

Ria Gumaru speaks to Alrehla during Arabian Travel Market 2025

=y 14

J

In the vibrant
setting of Arabian
Travel Market (ATM)
2025, where global
tourism leaders con-
verge to shape the
future of travel, Al-
rehla had the pleas-
ure of sitting down
with Ms. Ria Guma-
ru, Director of Sales
at Crimson Resort
and Spa, Boracay.
Representing one
of the Philippines’
most luxurious and
culturally rooted
hospitality brands,
Ms. Gumaru shared
compelling insights

into the company’s
offerings, its strate-
gic ambitions in the
Middle East, and its
unwavering com-
mitment to authen-
tic service and sus-
tainable practices.

Five-Star Comfort
in Paradise - with
a Filipino Soul

Crimson Resort and
Spa, Boracay is not
just another luxury
hotel on a tropical is-
land—it is a proud am-
bassador of genuine

Filipino hospitality. At
ATM 2025, the resort
showcased its hall-
mark offering: five-
star resort accommo-
dations nestled in
the serene beauty of
Boracay, a world-re-
nowned island des-
tination. "We are a
proudly homegrown
brand,” Ms. Gumaru af-
firmed, “offering pre-
mium service deeply
rooted in the warmth,
sincerity, and atten-
tiveness that defines
Filipino culture.”

We're not just accommodat-

Ing guests; we are creating spac-
es where they feel understood
and welcomed. With Hijiffy, we're
able to attend to guests’ needs
before they even step onto our

property

This unique posi-
tioning allows Crim-
son Boracay to stand
apart in an increas-
ingly crowded luxury
market. While other
brands may tout op-
ulence through archi-
tecture and price tags,
Crimson finds its edge
in personalization,
cultural depth, and
heartfelt experiences.
"Our guests don't just
stay with us—they con-
nect, they feel, they
remember,” she add-
ed with confidence.

ATM: A Gateway
to Stronger Global
Connections

For Crimson Resorts,
participating in Ara-
bian Travel Market is

22

CRIMSON
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far more than an an-
nual calendar event—
it's a vital strategic
move. “This platform
strengthens our pres-
ence in the global
tourism scene,” said
Ms. Gumaru. “It allows
us to connect face-
to-face with key part-
ners, travel agents,
and potential clients,
particularly from the
Middle East.”

She emphasized that
these interactions
are essential for both
brand exposure and
trust-building, laying
the foundation for
long-term  business
relationships. "The
Middle East is one of
our top growth pri-
orities, and events
like ATM provide the

visibility and cred-
ibility we need to
reach this discerning

market,” she noted.
“Middle Eastern
Travelers Are Look-
ing for More Than
Just Comfort—They
Seek Connection”

As the resort refines
its market strategies,
it is placing a spe-
cial focus on attract-
ing Middle Eastern
guests.

“This year, we are in-
tensifying our efforts
to reach the Middle
Eastern market, not
only because of its po-
tential but because of
the cultural synergy,”
Ms. Gumaru explained.
Crimson Resort and
Spa, Boracay is a Mus-
lim-friendly destina-
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tion, thoughtfully de-
signed to respect the
needs and values of
Middle Eastern trav-

elers. This includes
tailored amenities,
considerate  dining

options, and an envi-
ronment that fosters
both relaxation and
cultural alignment.

"We're not just ac-
commodating guests;
we are creating spac-
es where they feel
understood and wel-
comed,” she stressed.
The strategy to pen-
etrate this market is
multi-faceted. It in-
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cludes strengthening
partnerships with re-
gional travel agen-
cies, boosting the re-
sort's digital footprint
through targeted cam-
paigns, and collaborat-
ing with influencers
to showcase the re-
sort’s authenticity and
charm. All of these ef-
forts, according to Ms.
Gumaru, are part of a
carefully mapped jour-
ney toward deeper re-
gional engagement.

Tackling Challeng-
es with Smart
Solutions

Despite its impres-
sive offerings, Crim-
son is not immune to
the broader challeng-
es facing the tour-
ism sector. One of
the pressing issues,
as highlighted by Ms.
Gumaruy, is the rising
cost of travel and lim-
ited airline connec-
tivity—particularly to
destinations like Bo-
racay. “High airfare
and the lack of direct
flights are significant
barriers,” she admit-
ted. “They can dis-
courage travel plans
or shorten stays, even
when interest in the

destination is high.”
To mitigate this, the
resort is proactively
working with industry
stakeholders to find

creative solutions,
including packaging
offers, strengthen-

ing ground transport
connections, and lob-
bying for improved
flight routes to key
island locations.

Technology That
Understands
Guests Before
They Even Arrive

Innovation is another
cornerstone of Crim-

son’s evolution. The
resort is actively em-
bracing modern travel
technologies to en-
hance the guest ex-
perience and stream-
line operations. One
such tool is Hi)iffy,
an Al-driven platform
that provides instant
responses to guest
inquiries across vari-
ous channels. “It's all
about anticipation and
responsiveness,” Ms.
Gumaru said. “With Hi-
Jiffy, we're able to at-
tend to guests’ needs
before they even step
onto our property.”

Additionally, the re-
sort has introduced
self check-in kiosks,
allowing guests to by-
pass queues and per-
sonalize their arrival.
These technological
advancements, she
noted, don't just make
processes efficient—
they elevate the emo-
tional experience of
the guest, giving them
more control and less
friction during their
stay.
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Managing Dir'ett_or
Tourism Promotion Bureau (SLTPB)

the Sri Lanka

Sri Lanka unveils a “Renewed Tourism Vi-
sion” during a press conference held at

Arabian Travel Market 2025

As part of Sri
Lanka’s participa-
tion in Arabian Trav-
el Market 2025 in
Dubai, the Sri Lan-
ka Tourism Promo-
tion Bureau (SLTPB)
organized a press
conference during
the exhibition. Dur-
ing the event, the
bureau reiterated
its commitment to
expanding tourism
partnerships and in-

creasingthenumber
of visitors from Gulf
Cooperation Council
(GCC) countries, the
Middle East region,
and international
markets. The con-
ference also high-
lighted the Ilatest
developments in Sri
Lanka’s tourism sec-
tor, including infra-
structure updates,
market trends, and
the destination’s

unique travel expe-
riences.

In a speech before the
attendees, Sampath
Nisantha, Managing
Director of the Sri Lan-
ka Tourism Promotion
Bureau (SLTPB), pre-
sented the bureau’s
strategic vision, em-
phasizing Sri Lanka’s
focus on promoting
community-based
tourism, eco-tourism,

‘ ‘ Sri Lanka is not just a travel
destination, but a comprehensive
travel experience rich in cultural
heritage, extraordinary adven-
tures, and authentic experiences

sought by the modern travele) )
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YOU'LL COME BACK FOR MORE

wellness tourism, and
luxury hospitality op-
tions. Sampath stated:
"Sri Lanka is not just
a travel destination,
but an immersive
travel experience rich
in cultural heritage,
extraordinary adven-
tures, and authentic
experiences sought by
the modern traveler.
We take pride in our
heritage, traditions,
and the hospitality
that characterizes
our people. And from
here, at Arabian Travel
Market, we renew our
invitation to the world
to rediscover Sri Lanka
with a fresh outlook
and a spirit eager for
new experiences.”

The conference also
highlighted the coop-
eration between the
Sri Lanka Tourism Pro-
motion Bureau and

travel agencies, air-
lines, and partners in
GCC markets to facil-
itate air connectivity
and design custom-
ized trips for travelers
from the region. Addi-
tionally, it showcased
the bureau’s efforts to
strengthen communi-
cation with media and
industry partners, and
to enhance Sri Lanka's
position as an ide-
al travel destination
year-round for travel-
ers from GCC countries
and the Middle East.

Sri Lanka’s pavilion at
this vear's exhibition
features a diverse
range of exhibitors,
including boutique ho-
tels, wellness centers,
and Destination Man-
agement Companies
(DMCs), all seeking to
establish fruitful part-
nerships with coun-

terparts in the region
and around the world.
The bureau also an-
nounced new initia-
tives targeting fami-
lies, leisure travelers,
and adventure enthu-
siasts, aligning with
travel trends during
the summer season.
Visa exemptions for
GCC citizens, along
with direct flights
and competitive lux-
ury packages, con-
sistently reinforce Sri
Lanka's status as an
ideal destination for
travel lovers.

Sri Lanka continues
to establish itself as a
top choice for travel-
ers from GCC countries
and the Middle East,
thanks to its Mus-
lim-friendly services,
safe environment,
rich cultural heritage,
and stunning nature.
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Its favorable climate
year-round, luxurious
tourism facilities, and
constantly evolving
infrastructure attract
diverse traveler seg-
ments from GCC and
the Middle Eastern
market.

Through its ongoing
participation in the
Arabian Travel Market,
Sri Lanka affirms its
increasing interest in
GCC markets and the
broader region, con-
fidently progressing
toward a prosperous
tourism future based
on sector innovation,
strengthened coop-
eration and partner-
ships, and delivering
exceptional travel ex-
periences centered
around visitor prefer-
ences.

About the Sri Lan-
ka Tourism Promo-
tion Bureau (SLT-
PB)

The Sri Lanka Tour-
ism Promotion Bureau
(SLTPB) is the official
government authority
responsible for over-
seeing all marketing
and promotional ef-
forts related to the
travel and tourism
sector in Sri Lanka.

The bureau is headed
by a Chairman, Man-
aging Director, and
a Board of Directors
comprising represent-
atives from key in-
dustry associations,
such as the Sri Lanka
Hotel Association, the
Sri Lanka Incoming
Tour Operators Asso-
ciation, the Small and
Medium Tourism En-
terprises Association,
and others.
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Savoy Dubai ...
Where Homely Comfort Meets Hotel Hospitality in the Heart of the City

DUBAI —

In a vibrant
city like Dubai, hotel
apartments offer
the perfect solution
for travelers seek-
ing comfort and pri-
vacy with a home-
ly touch. Savoy
Dubai masterfully
delivers this ex-
perience, offering
fully serviced ho-
tel apartments that
blend the warmth
of home with high-
end hotel services,
all wrapped in a per-
sonal approach that
makes guests feel
like part of a family.

Faroug Sani, the
Group General Man-
ager, speaks warmly
and confidently about
the unique experi-
ence Savoy offers:
“We don't just host
guests—we welcome
family members. Every

person who walks
into Savoy is treated
as part of our commu-
nity, from the recep-
tion desk to house-
keeping,” he says.

Four Hotels in
Al Mankhool... A
Heart Beating with
Life and Service

Savoy's four hotel
properties are all
strategically locat-
ed in the bustling Al
Mankhool area of Du-
bai. Each apartment
spans at least 425
square feet and is ful-
ly furnished with a
kitchenette stocked
with everything need-
ed—from cookware
and cutlery to ma-
jor appliances like a
large refrigerator, mi-
crowave, and even
a washing machine.
“"Our guests prefer

long stays—seven
nights or more—be-
cause they feel at
home,” says Mr. Sani.
“They have the free-
dom to cook and do
their laundry, which
you usually can’t do
in a standard hotel
room.”

Innovative Servic-
es and Added Value
for Families and Kids
What sets Savoy
apart, according to
Sharoogq, is the atten-
tion to small details
that make a big dif-
ference. During the
summer, the group of-
fers attractive family
packages that include
free stays for children,
welcome gifts and
toys, and special cards
that allow kids to
claim complimentary
ice cream and popcorn
from the coffee shop.

Savoy also provides
a free shuttle bus
service to the near-
est metro station,
even though it's just
an 1l-minute walk
away—adding con-
venience for guests.
This service extends
to public beaches
as well, with daily
transfers and compli-
mentary beach mats
and towels, giving
guests a beachside
experience  without
paying for expensive
beachfront hotels.

Targeting Emerg-
ing Markets...
From South Asia
to Africa

While Savoy already
has a solid client base
in Russian and Eu-
ropean markets, the
group is now actively
expanding into prom-

ising new territories.

“"We're now focusing
on emerging mar-
kets such as Sri Lan-
ka, East Asia, and
Africa—especially
South Africa—where
we're seeing a grow-
ing demand for fam-
ily-style hotel apart-
ments,” says Mr. Sani.
“We're not just looking
for guests, but also
for new partners—
travel agents and tour
distributors in these
markets to build long-
term, sustainable rela-
tionships,” he adds.

Sustainability Is
Not a Slogan, It's a
Commitment: Con-
tinuous Awards
Since 2009

At Savoy, sustaina-
bility is more than a
buzzword—it's a com-
pany-wide culture

that extends to both

staff and guests.
“Our motto is ‘Green
Today, Better To-

morrow,’ and we've
been living by it since
2009,” says Sharooq.
“Since the launch of
the sustainability
awards by Dubai's De-
partment of Tourism,
we've won every cy-
cle.”

The initiatives in-
clude guest edu-
cation through in-
room brochures and
interactive quizzes
that promote envi-
ronmental aware-
ness. Guests are
encouraged to par-
ticipate, and win-
ners receive small
prizes—making sus-
tainability fun, in-
formative, and en-
gaging.
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Ihab,Abdel
Representat
Tourism Fede

Egypt’'s Strong Comeback on the
Global Tourism Map: Strategic Part-
nerships and Major Announcements

at Arabian Travel Market

Amid a large
turnout of visitors
and participants at
the Arabian Travel
Market in Dubai, the
Egyptian  pavilion
once again caught
the eye with its el-
egant design and
diversity of exhibi-
tors. However, what
was truly new this
vear was not just
the aesthetics, but

the ambitious direc-
tions and strategic
visions carried by
Egyptian institu-
tions and compa-
nies—most notably,
the Egyptian Tour-
ism Federation.

In an exclusive inter-
view with Al-Rehla
newspaper, Mr. lhab
Abdel Aal, represent-
ative of the Egyptian

Tourism  Federation,
emphasized that
Egypt's participation
this year has taken
on a distinctly strate-
gic nature, signaling a
calculated and strong
comeback for Egyp-
tian tourism.

This is especially evi-
dent in the significant
diversity of the par-
ticipating exhibitors,

‘ ‘ There Is a growing trend

among Arab tourists toward
experiencing the Nile River. It

Is no longer just the historical
site that attracts them; rather,
the Nile experience in all its el-
ements has become an inte-

gral part of the demand. ) )

which exceeded 80
companies, including
major travel agen-
cies and hotel groups.

Regional Part-
nerships to Open
New Gateways to

Egypt

One of the most no-
table developments
announced during
the exhibition was
the signing of agree-
ments with tour op-
erators in Southeast
Asia, including India,
Japan, and South Ko-
rea. Abdel Aal stated:
“In the past, we faced
difficulties in access-
ing these markets due
to limited flight avail-
ability.

However, this issue
was resolved through
direct intervention
from a Bahraini air-
line, which has com-
mitted to operating
direct flights to Egypt
from these countries.”

This move opens new
horizons for Egyptian
tourism and confirms
that regional coop-
eration can yield ef-

fective solutions—not
only to increase tour-
ist arrivals but also to
reconnect Egypt with
markets that were
relatively distant due
to logistical barriers.

Cruising in Aswan:
Transformative
Experiences That
Appeal to the New
Generation

Among the most strik-
ing topics Abdel Aal
discussed was the
boom in Nile cruise
tourism, particularly in
Aswan. He remarked:
“There is a growing
interest among Arab
tourists—especially
from the Gulf region—
in the Nile cruise
experience. It's no
longer just the histor-
ical monuments that
attract them; the en-
tire Nile journey, with
all its elements, has
become part of the
demand.”

He added, “The young-
er generation has
become more enthu-
siastic about visiting
Luxor and Aswan, es-
pecially with the sub-

stantial media atten-
tion surrounding the
announcement of new
museums and revital-
ized archaeological
sites, which has once
again brought focus to
these historic cities.”

“Converse by Med-
itation”: A Home-
grown Cruise with
a Global Flavor

In line with this new
direction, a pioneer-
ing project titled Con-
verse by Maeditation
was launched by one
of the Egyptian tour-
ism companies repre-
sented by Abdel Aal.
This is the first cruise
of its kind in Egypt
that combines cultural
tourism with energy
healing, yoga, and Su-
fism.

Abdel Aal explained:
“The idea stemmed
from the growing de-
mand for spiritual
and healing tourism,
particularly from the
United States, the UK,
and Australia. There-
fore, we designed this
cruise to be a holis-
tic experience that
doesn’t just involve
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visiting monuments,
but also includes yoga
sessions and thera-
peutic services that
help visitors relax and
reflect.”

The great success the
project has achieved
so far has prompt-
ed the company to
expand its fleet. Ab-
del Aal announced
that two or three
more vessels will be
added in the com-
ing months to meet
the rising demand.

High-Spending Tour-
ism: A New Strat-
egy to Shift the
Traditional Image
One of the key themes
Abdel Aal stressed
was the importance of
targeting “high-end”
tourists—those with

high spending pow-
er. He explained that
Egypt's tourism sector
had long been trapped
in a stereotypical im-
age centered on low-
cost tourism, some-
thing that serious
companies are now
actively working to
change.

He added: "We've
shifted away from
the open buffet mod-
el that was common
on cruises to curated
set menus of high-
er quality and more
personalized service,
all within a refined
and comfortable ho-
tel-like setting. We
are targeting a demo-
graphic that expects
world-class servic-
es—and Egypt is fully
capable of delivering

on that and more.”

A Year-Round Cul-
tural Calendar:
Blending Antiq-
uities with Enter-
tainment and Art

In a pioneering move,
Abdel Aal revealed a
formal initiative led by
the Egyptian Tourism
Federation in coopera-
tion with the Ministry
of Tourism to estab-
lish a monthly cultural
calendar that will span
cities such as Lux-
or, Aswan, and Cairo.
“The goal is to inte-
grate cultural and
artistic events with
the tourism experi-
ence, so that the vis-
itor is not merely a
spectator of ancient
monuments, but fully

immersed in a compre-
hensive experience
that includes concerts
by Arab and interna-
tional artists, as well
as curated visits by
bloggers and influenc-
ers from around the
world,” he explained.

Film Tourism: Un-
locking Heritage
Sites for Global Cin-
ematic  Productions
In what he described
as the "“big news,”
Abdel Aal announced
that Egypt has re-
ceived the necessary
security approvals to
allow international
films to be shot at ar-
chaeological sites—a
process that was pre-
viously prohibited or
extremely complicat-
ed.

“This shift opens up a
massive opportunity
for what is known as
film tourism, where
movie and drama lov-
ers travel to visit the
locations featured in
famous productions—
especially if those
works include major
stars from the Arab
world or Hollywood,”
Abdel Aal noted.
He also pointed out
that several television
series aired during the
last Ramadan season
were indeed filmed
at archaeological
sites, once again high-
lighting the power of
visual storytelling in
promoting  tourism.

The Egyptian Dream
Moves Steadily Toward
Global Prominence
The interview with

Ihab Abdel Aal was not
merely a commentary
on participation in an
exhibition.

Rather, it served as a
window into emerg-
ing new visions with-
in the Egyptian tour-
ism mindset—one that
now understands that
regional and inter-
national competition
requires innovation
in thinking and bold-
ness in execution.
From spiritual cruises
to curated cultural cal-
endars, from targeting
high-end markets to
opening heritage sites
to global filmmakers,
Egypt is confidently
stepping back onto
the path to reclaim its
position as one of the
world’s top tourism
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‘ ‘ We focus on delivering a
hospitality experience that is
personal, memorable, and con-
sistent—from the front desk to

housekeeping

22

SUHA

Waleed Mou

Cluster Direct Sales and Marketing
at Suha Hospitality,

il

Suha Hospitality.. A Local Brand

with a Human Soul and a Vision for
Regional Expansion

In the midst
of the ever-growing
tourism momentum
in Dubai and the
fierce competition
among internation-
al hotel chains to
deliver excellence,
Suha Hospitality
proves that it is
not just a serviced
apartment brand-
it is a human-cen-
tered experience.
Here, local authen-

ticity meets glob-
al professionalism,
and it is the atten-
tion to small details
that sets this brand
apart. Speaking
from the heart of
the Arabian Travel
Market (ATM), Mr.
Waleed Nousa, Clus-
ter Director of Sales
and Marketing at
Suha Hospitality,
shared with Al Re-
hla the challenges,

opportunities, and
future ambitions of
the brand.

A Local Brand with
Global Spirit: Four
Prime Properties
Across Dubai

Despite its moder-
ate size compared to
global hotel giants,
Suha has successfully
established a strong
presence in the UAE

hospitality scene
through four serviced
apartment proper-

ties located in Dubai’s
most strategic areas:
Jumeirah Beach Resi-
dence, Downtown Du-
bai (two properties),
and Business Bay.

“We are a local brand
owned by the Shurooq
Group, whichis a large
conglomerate operat-
ing in shipping, real
estate, currency ex-
change, and tourism,”
said Nousa. "We are
the hospitality arm
of the group, and we
care deeply about de-
livering a guest expe-
rience that goes be-
yond a place to sleep.”

Suha Hospitality spe-
cializes in fully ser-
viced apartments,

offering guests more
privacy and a homely
lifestyle—an  advan-
tage that appeals to
both families and cor-
porate travelers alike.

Fierce Competi-
tion, But Quality
Makes the Differ-
ence

In a city saturated
with global hotel
chains—where ho-
tels stand just me-
ters apart rather than
kilometers—Suha un-
derstands that true
distinction lies not in
size, but in the quality
of the guest journey.

“Dubai is small in ge-
ography but massive
in competition,” says
Mousa. “That's why

we focus on delivering
a hospitality experi-
ence that is personal,
memorable, and con-
sistent—from the front
desk to housekeep-
ing.”

He adds: “"Our proper-
ties range between
70 to 90 rooms, which
gives us a strong edge
in offering personal-
ized service—some-
thing often lost in
larger hotels with
300 or 400 rooms."

A Challenging Year...
and a Rapid Recovery
The year 2024 was not
without its challenges
for the hospitality sec-
tor, as visa restrictions
impacted certain na-
tionalities and conse-
quently, visitor flow.
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"We did face some

difficulties toward
the end of last year
due to tighter visa re-
quirements for some
markets,” Mousa ex-
plained. "This caused
a slight dip in perfor-
mance. However, we
quickly adapted, and
| can say that we're
now seeing excellent
numbers in the first
quarter of 2025.

According to Nousa,
challenges are a nat-
ural part of the hos-
pitality business, but
what sets Suha apart
is its agility and re-
sponsiveness. “This
year is off to a very
strong start, and we're
optimistic about the
months ahead,” he af-
firmed.

&
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Sustainability
and Technology:
Blending Innova-
tion with the Hu-
man Touch

While much of the
hospitality industry
is increasingly em-
bracing high-tech
solutions, Suha main-
tains that technology
should enhance—not

replace—-the human
experience.

“We have imple-
mented an in-room
interactive system
where guests can

view ongoing cultur-
al events in Dubai on
their screens,” Mou-
sa explained. “This
allows them to im-

merse themselves
in the city's cultur-
al life in a seam-

less, intuitive way.”

The brand also en-
courages sustainable

hospitality practic-
es and emphasizes
cultural  connection

over automation. Al-
though Suha doesn’t
operate  full-service
restaurants, it lever-
ages the in-room eco-
system to recommend
top-rated nearby din-
ing options, curated
based on guest re-
views and proximity.

Regional Expan-
sion in Focus:
Egypt and Africa
on the Radar

Suha Hospitality is
now shifting its gaze
beyond the UAE, ac-
tively pursuing part-
nerships in key re-
gional markets such
as Egypt and vari-
ous parts of Africa.

"Egypt is very impor-
tant to us,” says Nou-
sa. "It's a large and
culturally rich market,
and its people are
passionate travelers.
We're working to es-
tablish strongrelation-
ships with Egyptian
travel agencies, and
we're also seeing in-
creasing interest from
African markets, par-
ticularly South Africa.”

He continued, “Our
presence here at the
Arabian Travel Mar-
ket is not just about
visibility—it's  about
forging real business
relationships. We've
already had produc-
tive meetings with
several Destination
Management Compa-
nies and major travel
agencies from across
the region.”

An Open Invitation
to Experience the
Brand Firsthand

Nousa concluded the
conversation with an
open invitation to all
travel industry profes-
sionals and potential
guests to get to know
Suha Hospitality up
close.

“"We invite everyone—
whether travel agents
or future guests—to
come and meet us.
Our entire senior team
is here at the exhibi-
tion, and we're more
than happy to share
everything about our
properties, our unique
selling points, and the
services we offer.”

He added: "With four
properties in prime
locations—some ideal
for leisure, others for
business short stays—

we offer flexibility
and quality wrapped
in the warm, hu-
man-centered service
we're known for. We
have plenty of amen-
ities and facilities
that guests can enjoy,
and we'd love to tell
you more in person.”

With sincerity and
an optimistic spir-
it, Suha Hospitality
sums up its vision: a
warm stay, person-
alized service, and
interactive technol-
ogy-all nestled in
one of the world’'s
mostdynamiccities.
As the brand contin-
ues to solidify its
local presence, the
path toward region-
al expansion looks
ever more promis-
ing—with calculated
steps and growing
confidence.
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Sun Book Group...
An Integrated Ecosystem Blending Precision Healthcare with Premium Travel

-:AEH'

SUN BOS

Endless jou rn 3 Al

Atatime when
global transfor-
mations in health
tourism are accel-
erating, Sun Book
Group emerges as
one of the leading
international play-
ers redefining the
concept of “travel
for health.”

Dr. Aziz, the Group’s
CEO, believes that
health tourism to-
day is no longer con-
fined to surgeries or
medical treatments,
but has evolved into
a comprehensive ex-
perience that brings
together clinical pre-
cision, cultural enrich-
ment, and emotional
wellbeing.

“"We don’tjust offer ad-
vanced treatments,”
Dr. Aziz explains, “we
create distinctive re-
covery journeys that
combine high-end
medicine with refined
wellness experiences.
Our vision is for health
travel to enhance
quality of life—not sim-
ply act as a medical re-
sponse to a condition.”

Regional and Inter-
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national Expansion:
A Network Spanning
Europe and the Gulf
With its headquarters
in London, Sun Book
Group’s operations ex-
tend far beyond the
UK, encompassing an
expansive  network
of medical centers
and wellness resorts
across Europe and the
Middle East.

These include coun-
tries such as Germany,
Switzerland, Poland,
Turkey, Egypt, and
the Scandinavian na-
tions, in addition to
a growing footprint
in the Gulf region.
Dr. Aziz notes, "The
Gulf region is among
the most promising
markets due to its
population’s aware-
ness of high-quality
healthcare and their
willingness to trav-
el to receive optimal
care. We are active-
ly strengthening our
presence in these
markets through stra-

tegic partnerships
and participation
in regional expos.”

. --Tl'lIh e | |

Segmenting the
Sector: From Med-
ical Tourism to
Holistic Wellness

Sun Book Group oper-
ates with a clear clas-
sification system for
health-related travel.
Medical tourism focus-
es on surgeries and
specific treatments;
health tourism en-
compasses preventa-
tive care and rehabili-
tation; while wellness
travel is rooted in
mental and physical
balance through al-
ternative therapies.
“We cater to the
needs of each seg-
ment through care-
fully designed pack-
ages,” says Dr. Aziz.
“We collaborate with
accredited hospitals
for clinical procedures,
create serene recov-
ery programs, and
work with wellness
resorts to provide
comprehensive expe-
riences like yoga and
alternative healing.”

Trust and Quali-

ty: International
Standards as the
Backbone of Ex-
cellence
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The group only part-
ners with globally ac-
credited healthcare
institutions  holding
certifications such as
JCI (Joint Commission
International). It also
maintains a dedicated
internal quality team
that conducts regular
evaluations and en-
sures compliance with
international stand-
ards across all desti-
nations.

“Trust isn't built on
promises—it's built
on transparency and
strict adherence to
quality,” Dr. Aziz em-
phasizes. “We provide
multilingual support,
full concierge servic-
es from visa facili-
tation to post-treat-
ment care, and tailor
each patient journey
with cultural sensi-
tivity and continu-
ous communication.”

Technology and
Al: Enhancing the
Patient Journey
with Smart Solu-
tions

Technology plays a
central role in reshap-
ing the patient expe-

rience at Sun Book
Group. From Al-driven
diagnostics to virtu-
al consultations and
multilingual chatbots,
the group leverages
digital innovation to
streamline processes
and personalize care.
“We are currently de-
veloping a compre-
hensive digital health
tourism platform,”
Dr. Aziz shares. "This
will allow patients
to plan and manage
their entire treatment
journey via a single
application, including
post-treatment  fol-
low-ups and Vvirtual
check-ins.”

A Vision for the Fu-
ture: Building a Glob-
al Health and Well-
ness Ecosystem
Looking ahead, Dr.
Aziz sees the next
five years as a pivot-
al phase for Sun Book
Group. “We aim to be-
come the world’s most
recognized health and
wellness tourism eco-
system—where scien-
tific precision meets
human-centered trav-
el,” he says with con-
fidence.

The group’s roadm-
ap includes entering
emerging markets
like Latin America
and Eastern Europe,
launching a global
digital platform, and
leading the develop-
ment of sustainable,
inclusive health tour-
ism models that ben-
efit both patients and
local communities.

In closing, Dr. Aziz un-i" &
derscores the impor-§8s
tance of participating®

in events such as Ara-
bian Travel Market and
other global forums.

These platforms not
only enhance visibil-
ity and partnerships
but also serve as key
spaces for educating
stakeholders on evolv-
ing patient needs
and market trends.
“We don't just sell ser-
vices,” Dr. Aziz con-
cludes. “We offer pa-
tients hope—and we
travel alongside them
in a true healing jour-
ney that begins with
the heart.”
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Royana”
Doesn’t Sell
Trips, It Crafts
Memories” - A
New Philoso-
phy in Leisure
Travel

In the sun-
drenched coast-
al city of Antalya,
where nature
blends harmonious-
ly with the charm
of the Mediterrane-
an Sea, the vision
of Royana Travel
and Tourism was
born. Today, Roy-
ana stands as one
of the most prom-
inent leisure tour-
ism companies in
the region, carrying
with it an ambitious
mission to deliver
an integrated and
exceptional travel
experience.

Royana began its jour-
ney in the heart of An-
talya, drawing on the
city's natural beauty
and historical richness
to establish a tour-
ism model rooted in
quality, uniqueness,
and innovation. From
the outset, the com-
pany was determined
not to act merely as a
booking intermediary
or trip organizer, but
rather as a true part-
ner in curating the
tourist's experience—
from the moment of
arrival to the final
farewell.

Royana’s services go
far beyond accommo-
dation and transpor-
tation. The company
offers a holistic travel
experience that in-

cludes personalized
excursions and enter-
tainment  activities,
carefully tailored to
the preferences and
interests of each visi-
tor.

In an exclusive inter-
view with Al-Rihla
Newspaper, Royana’s
Director, Noor Abu Al-
Ezz, articulated the
company’s philosophy,
stating: “We believe
tourism is not just
about moving from
one place to another.
It's a rich cultural and
human experience
that leaves a lasting
impression. That's
why we aim to provide
more than just a trip—
we deliver unforgetta-
ble memories.”

Royana’s long-term
vision transcends Tur-
key’s borders. With
the opening of its new
branch in the Hashe-
mite Kingdom of Jor-
dan, the company is
actively  expanding
into new Arab mar-
kets. According to the
management, Jordan
was selected based on
several strategic fac-
tors, including its cen-
tral geographic loca-
tion, growing tourism
demand, and strong
cultural and economic
ties with Turkey.

When it comes to in-
ternational  tourism
exhibitions, Royana
views such events as
strategic platforms for
showcasing services
and engaging direct-
ly with market stake-
holders. “Although
we did not participate
in the Arabian Trav-
el Market 2025, the
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