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Launch of the “Arab Tourism Media Club” Officially at Arabian Travel Market 2025: A
Unified Arab Media Platform for Promoting Regional and Global Tourist Destinations

Dubai - In
a groundbreak-
ing move aimed

at enhancing the
Arab presence in
the global tourism
scene, the official
launch of the “Arab
Tourism Club” took
place at the Arabian
Travel Market 2025
in Dubai. The club is
a specialized media
entity that brings
together journal-
ists, creators, and
content producers
from across the
Arab world, under
one umbrella, to
support the promo-
tion of Arab tour-
ist destinations in
a professional and
sustainable man-
ner.

The club’s launch
comes in line with
regional efforts to
stimulate the tour-
ism sector, which is
experiencing unprec-
edented growth. Ac-
cording to the World
Tourism Organization
(UNWTO), the number
of international tour-
ists reached 1.4 bil-
lion in 2024, with ex-
pectations of further
increases this vyear,
reinforcing the need
for specialized media
platforms capable of
keeping pace with this
momentum.

A Unified Arab Plat-
form

The "Arab Tourism
Club” is the first of its
kind in the Arab world,
designed as a special-
ized tourism media

platform. It brings to-
gether a distinguished
group of journalists,
media professionals,
digital creators, and
tourism public rela-
tions experts. Its goal
is to support the pro-
motion of tourism ef-
forts in Arab countries
through creative con-
tent, field reports, and
direct collaboration
with  governmental
and private entities
involved in the tour-
ism industry.

The club adopts a vi-
sion that focuses on
strengthening media
partnerships and in-
tensifying profession-
al coverage of events,
exhibitions, and tour-
ist attractions in Arab
countries, with a par-
ticular emphasis on
promoting sustainable
tourism and authentic

cultural experiences.

The Arab Tourism
Club includes a dis-
tinguished group of
prominent names in
the media and content
creation industries, in-
cluding:

e Mahmoud Al-Ji-
shi - Founder and
Editor-in-Chief of
“Al-Rihla"” Newspa-
per

e (Osama Satt - Travel
Program Host and
Editor-in-Chief of
“Al-Musafer” Mag-
azine

e Duaa Al-Ajmi - Con-
tent Creator Spe-
cializing in Culture
and Beauty

e Hind Al-Nassar -
Travel and Culture
Blogger

Walid Al-Zubaidi -
Media and Tourism
Expert, Head of
the Iragi Tourism
Forum

Amal Abu Al-Majd
- Digital Influencer
in the Travel Indus-
try

Mansour Shaker -
Tourism Media Ex-
pert and Event Or-
ganizer

Nour Abu Al-Az
- Travel Blogger
and Travel Agency
Owner

Mohamed Al-Hadi -
Content Creator Fo-
cused on Traditions
and Customs

Amna Al-Samarrai -
Tourism Consultant
and Travel Agency
Director

e Abdullah Yaqoub
- Content Creator
and Travel Agent

e Ahmed Al-Amir
(Sokounono) - Di-
verse Content Cre-
ator

. Mahmoud Al-

Nashit - Public Rela-

tions Expert and Cer-

tified Tourism Media

Trainer

The club adopts a
range of initiatives
and programs aimed
at enhancing the qual-
ity of tourism media

coverage, including:
e Training work-
shops in tourism

journalism and dig-
ital content crea-
tion

e Organizing field
trips for media pro-
fessionals to ex-
plore key Arab des-
tinations

e Annual awards
to recognize out-
standing media

coverage and initi-
atives

e Hosting panel dis-
cussions on the
future of tourism
media and its chal-
lenges in the digi-
tal age

The Arab Tourism Club
invites journalists, in-
fluencers, and tourism
professionals from all
Arab countries to join
and contribute to this
collective media initia-
tive, which represents
a transformative step
in strengthening the
role of media in sup-
porting the Arab tour-
ism economy.

For more information,
visit the official web-
site of the club: www.
atmclub.org
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Sri Lanka Unveils Renewed Tourism Vision
at Arabian Travel Market 2025 Press Conference

A

The Sri Llan- initiatives

ka Tourism Promo-
tion Bureau (SLT-
PB) hosted a press
conference on the
sidelines of Arabian
Travel Market (ATM)
2025 in Dubai, reaf-
firming its commit-
ment to expanding
tourism partner-
ships and boost-
ing arrivals from
the Gulf Coopera-
tion Council (GCC),
the broader Middle
East, and interna-
tional markets. The
conference  high-
lighted key devel-
opments across Sri
Lanka’s tourism sec-
tor, including infra-

structure upgrades,
market trends, and
evolving traveler
experiences.

Addressing a packed
media room, Sampath
Nishshanka, Manag-
ing Director of SLTPB,
outlined the coun-
try's strategic focus
on community-based
experiences, wellness
and nature travel, and
premium hospitality.
“Sri Lanka is not just a
destination — it is an
experience, shaped
by warmth, -culture,
and meaningful con-
nections that today’s
discerning travelers
seek,” he said. “We

take pride in our her-
itage and the genuine
hospitality that de-
fines us. As we pres-
ent a renewed vision
for tourism, we invite
the world — here at
Arabian Travel Mar-
ket — to rediscover Sri
Lanka with fresh eyes
and open hearts.”

The press conference
emphasized SLTPB's
collaboration with
GCC-based travel
agencies and airlines
to enhance connec-
tivity and curate per-
sonalized experiences
for travelers in GCC
and the wider region.
It also spotlighted ef-

forts to strengthen
media and trade en-
gagement through
authentic  storytell-
ing and by reinforcing
confidence in Sri Lan-
ka as the ideal travel
destination for GCC
and Middle East trav-
eller.

The Sri Lanka Pavilion
at ATM 2025 features
a mix of co-exhibitors
— including boutique
hotels, wellness re-
treats, and destina-
tion management
companies (DMCs)
— keen to forge part-
nerships across the
region and beyond.
SLTPB also unveiled

families, spiritual trav-
elers, and adventure
seekers, aligning with
summer travel trends.
Visa-free entry for
GCC nationals, direct
air links, and attrac-
tive luxury packages
further reinforce Sri
Lanka’s appeal as a
premier holiday desti-
nation.

Sri Lanka is steadi-
ly emerging as a top
choice for travelers
from the GCC and wid-
er Middle East, offer-
ing halal-friendly ser-
vices, safety, cultural
richness, and breath-
taking landscapes.

targeting With

its year-round
appeal, upscale ac-
commodations, and
expanding infrastruc-
ture, the island ca-
ters to a broad range
of travel preferences
from the region.

By participating in
ATM 2025, Sri Lanka
underscores its stra-
tegic focus on GCC and
wider Middle East as
key source markets.
Through innovation,
collaboration, and
traveler-centric expe-
riences, the country
is charting a confident
path toward a sustain-
able and thriving tour-
ism future.
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The Malaysian Tourism
Authority Highlights the
“Visit Malaysia 2026”
Campaign at Arab Travel
Market 2025

The Malaysian
Ministry of Tourism,
Arts and Culture,
through the Malaysian
Tourism Authority, is
once again participat-
ing in the Arab Travel
Market to attract more
tourists from West
Asia. Additionally, the
Malaysian Tourism Au-
thority has launched
its latest video,
VM2026, which high-
lights unique travel
experiences in Malay-
sia to be showcased
during the Arab Travel
Market 2025, taking
place from April 28 to
May 1 at Dubai World
Trade Centre.

The Malaysian delega-
tion is led by YB Dato’
Sri Tiong King Sing,
Minister of Tourism,
Arts and Culture, ac-
companied by Dato’
Manoharan Periasamy,
Director General of
the Malaysian Tourism
Authority. The delega-
tion includes 82 vari-
ous organizations and
companies, among
them: five govern-
ment tourism author-
ities, 34 travel com-
panies, 35 hotels and
resorts, five tourism
product companies,
two tourism associa-
tions, and one airline.

On this occasion, YB
Dato’ Sri Tiong King
Sing, Minister of
Tourism, Arts and

Culture, stated:
"Our multi-faceted
VM2026 strategy
provides a compre-
hensive framework
to enhance Malay-
sia’s vision, improve
destination accessi-
bility, and elevate
our tourism offer-
ings.”

The Malaysian Tour-
ism Authority’s latest
video, VM2026, em-
phasizes unique trav-
el experiences in Ma-
laysia to be featured
during the Arab Travel
Market 2025. It em-
bodies the VM2026
slogan, which sym-
bolizes Malaysia’s vi-
brant culture, natural
beauty, and global ap-
peal, showcasing the
country’s readiness to
welcome tourists from
around the world.

The official symbol of
the campaign is the
Malayan Sun Bear,
a very rare and en-
dangered species. It
reflects Malaysia'’s
strong commitment to
wildlife conservation.
The bear is designed
in a lively, adorable
style aimed at captur-
ing the attention of
audiences of all ages,
evoking feelings of
warmth and joy, and
enhancing Malaysia’s
image as an ideal fam-
ily-friendly travel des-
tination.

TOURISMV

MALAYSI
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Thrifty Car Rental.. Four Decades of Leadership and a Digital Leap into the Future

During the
32nd edition of the
Arabian Travel Mar-
ket (ATM) in Dubai,
Al-Rehla Newspa-
per had the oppor-
tunity to sit down
with Mr. Suhail, Op-
erations Manager
at Thrifty Car Rent-
al UAE — one of the
leading mobility
service providers
with over 40 years
of excellence in the
car rental industry.

40 Years of Excellence
in Car Rental Services

Mr. Suhail opened the
conversation by intro-
ducing the company:

“We are Thrifty Car
Rental UAE, part of
the Arenco Group. We
take pride in being
one of the most es-
tablished and trusted
names in the UAE’s car
rental sector, not just
in terms of fleet size,
but also in the quality
of our service."

He added, "We have a
presence at every in-
ternational airport in
the UAE, along with
a robust network of
over 50 locations
across the country,
allowing us to serve
customers with speed
and efficiency wher-
ever they are.”

A Strategic Presence
at Arabian Travel Mar-
ket

Commenting on
Thrifty's participation
in ATM this year, Mr.
Suhail said:

“"We participate in ATM
every year, and we
are genuinely excit-
ed about this edition.
It offers a vital plat-
form to showcase our
brand and innovations
on home ground. This
is our territory, and
we're proud to present
ourselves to partners
and potential custom-
ers alike."

He emphasized that
the company’'s pres-
ence at the event is
not just promotion-
al but reflective of
its ongoing commit-
ment to innovation
— through interactive
experiences and prod-
uct demonstrations.
Digital Transforma-
tion: A Smart Kiosk
That Redefines the
Rental Experience
In line with global dig-
ital transformation
trends, Thrifty UAE
has taken a bold step.
“We've introduced, for
the first time in the
region, a fully digi-
tal self-service rental
kiosk,” Mr. Suhail re-
vealed. "It allows cus-
tomers to complete
the entire rental jour-
ney independently —
from booking to vehi-
cle delivery — in under
an hour.”

These kiosks are
planned to be de-

ployed in hotel lobbies
and shopping malls,
enhancing customer
autonomy and con-
venience.

“The goal is to elevate
the digital experience
to the next level. Many
people today prefer
to manage things on
their own, and our
kiosks cater exactly
to that behavior,” he
added.

He also noted that
Thrifty is continually
optimizing its website
to ensure a seamless
digital journey that
meets evolving cus-
tomer expectations.
Ambitious Growth
Plans and Consistent
Expansion

When asked about the
company’'s expansion
strategy, Mr. Suhail
shared impressive fig-
ures:

“Growth is a constant
at Thrifty UAE. Over
the past three years,

we've achieved a
year-on-year growth
rate exceeding 25%,
and we plan to main-
tain — even strength-
en — that trajectory.”
He continued: “We cur-
rently operate a fleet
of between 35,000 to
40,000 vehicles, and
we aim to increase
that by an addition-
al 25% to 30% with-
in the next 12 to 14
months. This expan-
sion includes growing
our footprint through
digital kiosks and en-
hancing our service
network across the
UAE.”

Delivering a direct
message to ATM at-
tendees and custom-
ers, Mr. Suhail said:
"This is a great time
to be a customer in
the car rental indus-
try. There's unprece-
dented competition, a
wide range of choices,
and increasing service

1
4 AN

personalization.”
“At Thrifty UAE, we

offer a comprehen-
sive suite of solu-
tions tailored to meet
the needs of every
customer. We invite
people to explore our
services, and I'm con-
fident they'll find a
product that fits per-
fectly” he added.

Social Responsibility
During COVID-19

Onthe company’s com-
munity role during the
COVID-19 pandemic,
Mr. Suhail concluded:
“We launched several
initiatives during the
pandemic, especial-
lv during the month
of Ramadan. While |
won't go into all the
details, | can say with
pride that we fulfilled
our social responsibil-
ity and supported the
national efforts in en-
suring public safety
and well-being during
a challenging period.”
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CloudKey CEO: Welcome to a new era of tourism destination development

CLOI.IDI(

PITAL BLUE FRANCHISE

Among those
| met with at the
Arab Travel Market
was Mr. Mukhtar
Amro, CEO of Cloud
Key, a company spe-
cializing in leasing
commercial, retail,
food, and beverage
spaces, as well as
offering  interna-
tional franchises to
the Egyptian mar-
ket. Under the Cap-
ital Blue franchise,
Cloud Key aims to
expand its market.
He said:

Main services we are
showcasing this year
at the Arab Travel Mar-
ket:

Giza Zoo Renovation
Project

The Red Fortress - Al-
Ahli Sports City

Cloud K: Luxury Prop-
erty Leasing and Man-
agement

Wonder Wing - Egypt’s
first hot air balloon
and aerial sports ex-
perience near the Pyr-
amids

Unique entertainment
and sports experienc-
es

We offer unique, com-
prehensive entertain-
ment and sports expe-
riences that redefine
customer engage-
ment. Our projects are
deeply rooted in her-
itage, vet reimagined
with global standards
and modern, advanced
concepts, providing
unmatched value to
both local and interna-
tional markets.

Meaningful engage-

ment with industry
leaders and partners:
Participating in the
Arab Travel Market is a
strategic move for us.
It increases our brand
visibility, provides
new market insights,
and fosters meaning-
ful interactions with
industry leaders and
partners, especially as
we expand in the Gulf
region.

The Gulf is our prima-
ry focus this year. Our
strategy includes stra-
tegic  partnerships,
alignment with gov-
ernment initiatives,
and customizing of-
ferings to meet mar-
ket needs and cultural
expectations.

Challenges and Op-
portunities:

The main challenges
include market frag-
mentation, changing
customer expecta-
tions, and global eco-
nomic  fluctuations.
We address these by
leveraging advanced
digital platforms, im-
proving the quality
of our services, and
adopting a diversified
and flexible invest-
ment approach.

Digital tools and smart
solutions have signifi-
cantly enhanced the
customer  journey—
from ticket booking to
immersive on-site ex-
periences. These tech-
nologies allow us to
personalize engage-
ment and streamline
operations, giving us
a key competitive ad-
vantage.

We are currently in
the final stages of dis-
cussions with several
partners and expect
to announce new stra-
tegic collaborations
focused on regional
expansion and project
investments in the
coming weeks.

The Future of the
Travel Industry:
Experiential  travel,
sustainability, and
digital integration are
key drivers. Travelers
are seeking meaning-
ful, personalized jour-
neys, while operators
need to adapt with
tech-based, environ-
mentally conscious of-
ferings.

Sustainability is at
the core of all our pro-
jects. We incorporate

green infrastructure,
reduce environmental
impact, and collabo-
rate with environmen-
tally aware suppliers
to ensure long-term
sustainable environ-
mental management.

A Word from the Heart
of the Arab Travel Mar-
ket 2025:

We are working to
transform Egypt's
entertainment  and
sports sectors through
pioneering  projects
that blend heritage
and innovation. Our
promise is to deliver
world-class experienc-
es that leave lasting
impressions — wel-
come to a new era of
tourism  destination
development.
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hammed Al Mahrougqi,

Oman'’s Minister of Heritage and

Tourism

7,

Al Mahrougqi to Al-Rehla: Oman
Charts a New Course Toward a Sus-
tainable and World-Class Tourism Fu-

ture

In an exclu-
sive interview with
Al-Rehla newspa-
per during the Ara-
bian Travel Mar-
ket 2025, Salim
bin Mohammed Al
Mahrouqgi, Oman'’s
Minister of Herit-
age and Tourism,
outlined the Sul-
tanate’s ambitious

and forward-look-
ing approach to re-
defining its tourism
sector. His Excellen-
cy emphasized that
Oman is not merely
seeking to increase
visitor numbers, but
rather building an
integrated tourism
ecosystem that re-
flects the nation’s

identity while de-
livering real, long-
term value to the
economy and socie-

ty.

"Oman’s Vision 2040
puts tourism at the
heart of our econom-
ic diversification ef-
forts,” he said. "Our
goal is to develop a

1

| believe that Arab countries col-

lectively possess enormous tourism

potential and that closer coordina-

tion can unlock unprecedented ben-

efits

Ao Lewdt g ot o3 34039

sector that supports
national income, cre-
ates sustainable jobs,
and positions Oman as
a competitive global
destination.”
Natural and Human
Assets: A Rare Com-
bination

The Minister under-
scored Oman’s unique
combination of natural
beauty, rich heritage,
and welcoming peo-
ple as key strengths in
the country’s tourism
strategy. Stretching
from dramatic moun-
tains to golden de-
serts, and from pris-
tine coastlines to lush
wadis, the Sultan-
ate offers a rare ge-
ographical diversity
that few destinations
can match.

“But beyond land-
scapes, it's the Omani

people who truly make
the experience spe-
cial,” he noted. "Their
warmth, authenticity,
and respect for vis-
itors leave a lasting
impression. Tourists
don't just see the
country—they connect
with its soul.”

A Holistic Strategy
Anchored in Sustain-
ability

Discussing the roadm-
ap for tourism devel-
opment, Al Mahrougqi
explained that the
Ministry, in partner-
ship with both public
and private stake-
holders, is implement-
ing a comprehensive
strategy focused on
five pillars: infrastruc-
ture development, in-
vestment promotion,
workforce upskilling,
international market-

22

ing, and community
empowerment.

“Sustainability re-
mains at the core of
our approach. We are
not building a tourism
sector that grows at
the expense of the en-
vironment or local val-
ues. Instead, we aim
for a balanced model
where every develop-
ment project respects
Oman’s heritage and
natural ecosystem,”
he stressed.

Positive Indicators
and Global Confi-
dence

The Minister high-
lighted recent perfor-
mance metrics that
reflect the growing
confidence of inter-
national markets in
Oman as a destina-
tion. Visitor arrivals
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have risen significant-
ly, and tourism reve-
nues are on an upward
trajectory, pointing to
the sector’s resilience
and appeal.

“"These are promi

sing signs,” he said,
“but the true chal-
lenge is turning mo-
mentum into a stable
platform for future
growth. That's why
we're focused on ex-
panding hotel capaci-
ty, upgrading experi-
ences, and ensuring
tourists enjoy seam-
less journeys from ar-
rival to departure.”

Nature, Culture,
and Adventure:
The Omani Tourism
Identity

One of the defining
elements of Oman's
tourism strategy is its
focus onnature-based,
cultural, and adven-
ture tourism-niches

that align closely with
the Sultanate’s identi-
ty. Whether it's hiking
in the Al Hajar Moun-
tains, exploring an-
cient forts and sougs,
ordivingin marine-rich
waters, Oman offers
immersive experienc-
es that go beyond the
ordinary.

“These types of tour-
ism don't require
flashy investments,”
said Al Mahrouqi.
“They require intel-
ligent curation and
deep authenticity,
which Oman offers in
abundance. Tourists
today seek meaning
and connection, not
just luxury.”

Ease of Access and
Targeted Market
Expansion

To support growth, the
Ministry has stream-
lined visa processes
and invested heav-

ily in digital promo-
tion and international
partnerships. Oman
has also strengthened
ties with airlines,
booking  platforms,
and tourism operators
to enhance accessibil-
ity and visibility.
"We're  diversifying
our source markets.
While the GCC and Eu-
rope remain vital, we
are actively expand-
ing into Asia and oth-
er high-potential re-
gions,” he explained.
“It's not about volume
alone—it's about quali-
ty tourism that aligns
with our national vi-
sion.”

Empowering Local
Communities: A Key
Success Pillar

A major thrust of
Oman'’s tourism vision
involves integrating
local communities
into the tourism val-

ue chain. The Minister
emphasized that cit-
izens should not just
work in the sector but
play an active role in
shaping it—from prod-
uct creation to story-
telling and hosting.
"Our people are proud
custodians of this
land, and their par-
ticipation brings un-
matched authentic-
ity,” he said. "We're
supporting SMEs, pro-
moting women's and

youth involvement,
and encouraging
homegrown tourism

initiatives across rural
and urban areas.”
Future-Ready Infra-
structure and Smart
Tourism

Looking ahead, the
Ministry is prioritiz-
ing infrastructure up-
grades, especially in
roads, airports, and
hospitality facilities.
Parallel to that, there

isastrong pushtoward
smart tourism—lever-
aging digital technol-
ogies to enhance the
visitor experience at
every touchpoint.
"Digital tools today are
essential,” Al Mahrou-
gi stated. “From book-
ing and reviews to
navigation and cul-
tural interpretation,
technology helps de-
liver a seamless and
personalized journey.
Oman is investing in
this future.”

Regional Tourism
and the Call for
Greater Arab Coop-
eration

In conclusion, the
Minister emphasized
the importance of re-
gional tourism and
deeper collaboration
across the Arab world.
He believes that Arab
countries collective-
ly possess enormous

tourism potential and
that closer coordina-
tion can unlock un-
precedented benefits.
“Today's traveler
wants multi-desti-
nation journeys and
seamless cross-border
experiences,” he said.
“We need to reduce
barriers, align regula-
tions, and co-create
regional circuits that
showcase the Arab
world’'s diversity.”
Al Mahrougqi ex-
pressed Oman'’s readi-
ness to be part of such
collective efforts and
called on stakeholders
across the region to
adopt a broader, more
inclusive vision of
tourism—one that con-
nects cultures, fosters
economic growth, and
strengthens  bonds
among nations.
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Dubai Safari Park: A Sustainable Destination and Unique Educational Experience
in the Heart of the Emirate

-
——

S

As part of the
32nd edition of the
Arabian Travel Mar-
ket (ATM) in Dubai,
Al-Rehla Newspa-
per had the oppor-
tunity to speak
with Mr. Ahmed
Fawri, Director of
Industrial Parks at
Dubai Safari Park —
a destination that
seamlessly blends
entertainment, ed-
ucation, and wild-
life conservation.
During the inter-
view, he highlight-
ed the park’s latest
achievements and
ongoing develop-
ments that have
positioned it as one
of Dubai’'s most dis-
tinctive and impact-
ful tourist attrac-
tions.

Mr. Fawri opened the
conversation by em-
phasizing that Du-
bai Safari Park is no
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longer just a leisure
destination, but a
model for sustainable
tourism and wildlife
preservation.

“We aim to provide not
only an entertaining
experience but also
an educational jour-
ney that raises envi-
ronmental awareness
among visitors of all
ages,” he explained.
He added, “I'm proud
to share through your
esteemed platform
that every ticket pur-
chased directly con-
tributes to wildlife
conservation. This
initiative reflects our
deep commitment
to environmental re-
sponsibility and en-
sures that every visit
to the park carries a
meaningful and global
impact.”

A Record-Breaking
Season of Growth

The sixth season of
Dubai Safari Park
marked a significant
milestone, witness-
ing a 67% increase in
sales through travel
companies — a tes-
tament to the park’s
ongoing development
and elevated visitor
experiences.

"This accomplishment
didn't happen over-
night,” said Fawri. “It's
the result of continu-
ous efforts to evolve
the visitor journey.
Each season, we intro-
duce new attractions
and activities to keep
the park dynamic, im-
mersive, and relevant
to modern travelers.”
Night Safari Experi-
ence: A Moonlit Ad-
venture in the Wild
Among the most
talked-about addi-
tions this season was
the “Night Safari” —an
experience that quick-

I
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lv sold out throughout
its run due to over-
whelming demand.
“"The Night Safari was
designed to shed light
— quite literally — on
the nocturnal behav-
iors of animals that
aren’t typically visible
during the day,” Fawri
said.

“We created a safe
and informative expe-
rience where visitors
could explore the park
in a completely differ-
ent atmosphere. With
carefully calibrated
low-impact lighting,
we ensured an au-
thentic night-time
encounter that re-
spected the animals’
natural rhythms.”

He continued, “We
had over 17,000 visi-
tors participate in the
Night Safari alone. It
was an exciting op-
portunity to showcase
animals that thrive at

night while educating
guests about their
unique adaptations
— all without compro-

mising animal wel-
fare.”

Animal Welfare: A
Non-Negotiable Prior-
ity

Mr. Fawri was ad-
amant that animal

welfare remains the
park’s highest priority.
“None of our experi-
ences are implement-
ed at the expense
of animal comfort or
health,” he stated.
“Our dedicated veter-
inary and animal care
teams ensure that
every species enjoys
an environment tai-
lored to its specific
needs.”

He also highlighted
the park’s broader
mission of environ-
mental education.
“We strive to help vis-

itors understand that
animals are not mere-
ly part of an exhibit.
They are sentient be-
ings who share this
planet with us and
deserve care, respect,
and protection.”
Looking Ahead: In-
novation and Global
Leadership

In closing, Mr. Fawri
expressed his aspira-
tions for the future
of Dubai Safari Park —
aiming not just to sus-
tain, but to lead glob-
ally in experiential,
ethical tourism.
“We're constantly
seeking  innovative
ways to enhance our
offerings. Our goal is
to position Dubai Sa-
fari Park as an interna-
tional benchmark — a
place where environ-
mental stewardship,
education, and unfor-
gettable experiences
come together.”




KATARA

H OSEITEALTT Y

Sl ml g e o i

T eeet S\ N

Ty
-3

1
MLy gy
LER T
ulﬂ-:'

aqlall ollec jglai

.}'_}"__O_IJ|J5LL'ULOQJQ;ASH|LOI|ELU_QIQ@_L4__;Log_m\_éSuhﬂgfLL_.LéLoﬂé@MA_Lcw}&@JLognp_Qﬂ

s =0 = ¥ V % % ki % b
RAFFLES (W eeerrnord Kl O S R I O S & Y Y

el Jast L e gylioll glayns THE RITZ-CARLTON Sheraton AL MESSILA Salwa G glu
e GULF HOTEL DOHA T QETAIFAN PROJECTS T Gra_nd BEAGIT 6 d SHARQ Baach iesocy
gl /M m I\
v SR e
o W ReE b DAM"CLM HOTEL PARK MURWYAB W W W o .
MOVENPICK SOMERSET el iSTeL srous Gl Eo Ay e B Ly
HOTEL DOHA ———— SEALINE BEACH SIMAISMA JOURI E.
DOHA R e T e
vek aly ) il
% - G - & 4
CARLTON CANNES INTERCONTINENTAL AMSTEL HDTEL THEWESTIN s JW MARRIOTT
BURGENSTOCK MADRID AMETERDAM EXCELSIOR ROSVENDR HOUSE LONDO

ROME

o 6_% a;}'ww?z(’ R : ’Q
RAFFLES - RENAISSANCE (Chiva-Som

— MAISON %% )
A SA\/OY THE PENINSULA LE qomﬁwoucmu DELANO DRESm

THE PLAZA
ADRI|A PARILS

PARIS

katarahospitality.com



\ gj_"i_l_o]l Al Rehla Special Supplement
+

arabian

travel market®

Arabian Travel 9

Market 2025 Dubail =t ,3¢

FUN
Sponsore &
By SU N

b2b.funsuntravel.com

302025 oy

14

KATARA

HOSPITALITY

The FIrst And Largest Daily Tourism Newspaper In The Arab World

:Director of Sales and Marketing at Suha Hospitality to Al-Rehla
We Compete with the Big Brands Through Personalized Service and Cultural Experiences

hiu TR RNy

In an increas-
competitive

ingly
hospitality mar-
ket, Suha Hotels is
carving out its own
space by offering
tailored guest ex-
periences rooted in
local identity.

During the vibrant
activities of Arabian
Travel Market 2025 in
Dubai, Al-Rihla News-
paper sat down with
Mr. Walid Mousa, Di-
rector of Sales and
Marketing at Suha
Hospitality, to explore
the dynamics of the
hotel industry in Du-
bai, the distinct chal-
lenges facing home-
grown brands, and
the strategies Suha is
employing to deliver a
truly personal guest
experience.

Walid began the con-
versation by introduc-
ing the brand: “Suha
Hotels is the hospi-
tality arm of Sharaf
Group—one of the
UAE's most reputable
conglomerates with
diversified interests in

shipping, real estate,
currency exchange,
travel and tourism. As
part of this robust eco-
system, we're proud
to represent a local
hospitality identity.”
Currently, Suha op-
erates four proper-
ties across Dubai, in-
cluding fully serviced
apartments and bou-
tique hotels. Among
its prominent loca-
tions are a flagship
property in Jumeirah
Beach Residence, and
Suha Al Arab in Bur
Dubai, with addition-
al hotels strategical-
ly positioned to cater
to different types of
travelers.

A Saturated Market,
But Personalized
Hospitality Sets Us
Apart

“Dubai is a small city,
but it's packed with
international hotel
chains and luxury
brands. That means
competition is fierce
every single day. To
stand out, you must
go beyond the basics—

you have to deliver
genuine, memorable
guest experiences.”
He emphasized that
customer retention is
a key metric for suc-
cess. “It's no longer
just about attracting
new guests—it's about
building loyalty and
giving existing guests
a reason to keep com-
ing back. That's the
real test of a success-
ful hospitality model.”
One of the hurdles
Suha faced in the pre-
vious year was a shift
in visa policies affect-
ing certain nationali-
ties, which caused a
temporary dip in busi-
ness. “But we adapted
quickly, and I'm hap-
py to say that we've
started 2025 on a
strong note,” he add-
ed.

Today's Guest Seeks
Meaning—And We Of-
fer Culture at the Core
Today'’s traveler is not
merely seeking com-
fort; they're looking
for cultural engage-
ment. Walid elaborat-
ed: “Our guests are

curious. They want
to connect with the
local culture, under-
stand traditions, and
feel part of the place
they're visiting. Being
a local brand gives us
a unique edge—we're
able to showcase Emi-
rati hospitality in a
way that's authentic
and respectful.”

To bring this idea to
life, Suha integrates
a digital in-room eco-
system that allows
guests to access cul-
tural calendars and lo-
cal events from their
screens. “We only
promote experiences
that are culturally en-
riching, whether it's a
heritage event, a food
festival, or something
community-based.
And our staff are
trained to engage
with guests about
these topics.”

Suha’s properties are
boutique in scale, and
Walid believes that's
an advantage: “Most
of our hotels range
between 70 to 90

HOSPITALITY

That means
our front desk team,
housekeeping, and
service staff can ac-
tually form meaning-
ful interactions with

rooms.

guests. We're not
overwhelmed by num-
bers—so the human
connection stays in-
tact.”

This boutique model
allows Suha to main-
tain high guest en-
gagement levels, from
check-in to check-
out. “When you see a
guest multiple times a
day, vou begin to an-
ticipate their needs.
That's where real hos-
pitality begins.”

Food is another key

component of the
guest experience.
Walid shared in-

sights on how Suha
is innovating in this
area: "We're placing
a stronger emphasis
on local cuisine and
healthy options. Many
of our guests are con-
scious about what
they eat, and they also
want to taste some-

thing that reflects the
local culture. So we're
designing menus that
combine both." The
group is exploring cu-
linary storytelling,
where dishes are pre-
sented with context—
highlighting their
origins or cultural sig-
nificance.

Looking to the future,
Walid believes that
sustainable practices
and smart technology
will dominate the hos-
pitality landscape—but
with one condition.
“It's easy to automate
everything. But real
hospitality requires
empathy. Our chal-
lenge is to strike a bal-
ance between digital
efficiency and emo-
tional warmth.”

He concluded: "“At
Suha, we're commit-
ted to being more than
just a place to stay.
We want to be a part
of our guests’ stories—
and that means cre-
ating value through
culture, service, and
human connection.”
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Al Hamra Hotels: A Complete Experience in Ras Al Khaimah
That Blends Leisure with Technology

During the
Arabian Travel Mar-
ket (ATM) in Dubai,
Al-Rehla Newspa-
per sat down with a
representative from
Al Hamra Hotels in
Ras Al Khaimah.
The conversation
highlighted the
group’s  strategic
presence at the re-
gion’s premier tour-
ism exhibition, and
its commitment to
delivering an inte-
grated hospitality
experience through
two flagship prop-
erties—all while em-
bracing the Ilatest
digital transforma-
tions in the indus-
try.

At the outset of the
interview, the repre-
sentative explained
that Al Hamra Hotels
participates annually
in ATM as part of the
Ras Al Khaimah Tour-
ism Development Au-
thority’s pavilion, aim-
ing to showcase the
emirate’s diverse at-
tractions. The group'’s

portfolio includes two
key properties: Al
Hamra Residence, a
beachfront resort of-
fering direct access to
the sea, and Al Ham-
ra Village, a serene
family-friendly hotel
nestled beside the Al
Hamra Golf Club.

“We're committed to
highlighting the range
of experiences our
properties offer,” the
spokesperson said. “Al
Hamra Residence fea-
tures a natural beach
and an infinity pool,
while Al Hamra Vil-
lage is more relaxed,
ideal for families, and
includes  swimming
pools, green areas,
and various children’s
activities.”

The two hotels are lo-
cated just across the
road from each other—
about a four-minute
walk. For added con-
venience, the group
provides electric bug-
gy car transfers be-
tween the properties,
ensuring seamless ac-
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cess for guests.

Al Hamra Hotels fo-
cuses on delivering a
well-rounded hospi-
tality experience that
caters to a wide spec-
trum of travelers—es-
pecially families and
leisure seekers drawn
to Ras Al Khaimah's
natural beauty. “We
strive to strike a bal-
ance between luxury
and privacy, wheth-
er it's through our
clean beaches, pool
facilities, or curated
family activities,” the
spokesperson added.
The hotels also enjoy
proximity to key at-
tractions across the
emirate, making them
an ideal base for tour-
ists eager to explore
Ras Al Khaimah—from
its majestic moun-
tains and golden
beaches to its historic
markets and cultural
landmarks.

One of the most strik-
ing elements of the
discussion was the
group’s strategic re-

sponse to the global
wave of digital trans-
formation that has re-
shaped the hospitality
sector. The represent-
ative emphasized
how Al Hamra Hotels
embraced innovation
and invested heavily
in smart technologies
to create a smoother,
more intelligent guest
experience.

“The integration of Al
and digital platforms
has been a game
changer—especially
following the rapid
acceleration of tech
adoption across the
travel industry,” they
explained. "From com-
mercial strategy and
sales to system opera-
tions and connectivity
between B2B and B2C
channels, technolo-
gy is now central to
everything we do.”

According to the rep-
resentative, the en-
tire guest journey
is now enhanced
through digital tools—
from the initial in-

quiry and booking, to
in-hotel services and
post-checkout inter-
actions. “We've imple-
mented mobile check-
in, digital room keys
via QR code, and smart
communication with
hotel departments,
including housekeep-
ing, room service, and
front office,” they not-
ed.

Guests can now en-
gage with services
using in-room televi-
sions, hotel apps, or
their mobile devic-
es, without the need
to pick up the phone
or visit the recep-
tion desk. “These ad-
vancements not only
streamline operations
but significantly en-
hance guest satisfac-
tion and efficiency,”
they added.

The digital transfor-
mation has proven
to be more than just
a technological up-
grade; it has become
a core pillar in driving
guest loyalty and en-

gagement. “"Our goal
isn't just to digitize,
but to improve the
overall guest experi-
ence. Today, guests
can engage with our
services before, dur-
ing, and after their
stay—all through ded-
icated digital chan-
nels,” said the repre-
sentative.

Concluding the inter-
view, the represent-
ative affirmed that
Al Hamra Hotels is
committed to stay-
ing ahead of market
trends by continuous-
ly upgrading its ser-
vices and embracing
next-generation digi-
tal infrastructure.

“We aim to deliver a
unique hospitality ex-
perience that blends
authentic Emirati hos-
pitality with smart,
intuitive technology.
This is how we plan to
remain at the forefront
of Ras Al Khaimah's
tourism landscape.”



|||: rl!i |‘ IIJ |!|-.!!!l||||JWII . :]1. - D U BAI

Mon 28 April - Thu 1May 2025




LS - Wil
sULII jouy viuoll yus
" bl gEyl”

daluullg pauull Uug)y 2o

ROY< NA

TRAVEL

+90 546 970 04 36



*

R

travel market®

30 2025 Ja pi

I Al Rehla Special Supplement
arablan

Arabian Travel

Market 2025 Dubai

Q

19

By

Sponsore F U N
SUN

b2b.funsuntravel.com

KATARA

HOSPITALITY

The FIrst And Largest Daily Tourism Newspaper In The Arab World

“Go Kite"... A Leading Tourism Company in Dubai Reinforces Its Com-
mitment to Innovation and Global Expansion

As part of our
comprehensive cov-
erage of the Arabi-
an Travel Market,
the Trip Team met
with “Jou Kite for
Tourism and Travel
LLC,” one of Dubai's
leading companies
in the tourism sec-
tor.

During this meeting,
we reviewed with the
Go Kite team their di-
verse range of servic-
es, their vision for the
future of tourism, and
their strategies for
facing market chal-
lenges.

Go Kite is considered
one of the pioneer-
ing institutions in the
tourism sector, em-
ploying over 200 ded-
icated staff members
across 15 offices in
India and the United
Arab Emirates.

What are the main
products or services
you are showcasing
this year at the Arabi-
an Travel Market?
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We are proud to pres-
ent our full suite of
travel solutions, in-
cluding holiday pack-
ages, UAE visas, assis-
tance with obtaining
global visas, local
tourism experiences,
as well as flight and
hotel bookings, plus
travel insurance-all
under our brand.

How do you see the
importance of partici-
pating in the Arabian
Travel Market in build-
ing relationships with
partners and clients?
The Arabian Trav-
el Market is a global
meeting point for the
tourism industry. For
us, it's a golden op-
portunity to connect
with tourism coun-
cils, brands, and cli-
ents from around the
world in one place.
This event enhances
our relationships, sup-
porting our global ex-
pansion.

Are you targeting new
markets this year?
What is your strategy

for entering them?
Yes, we are actively
exploring new mar-
kets in outbound tour-
ism. We are in direct
negotiations with sev-
eral tourism boards.
Our strategy relies on
building strong local
alliances and offering
tailored travel solu-
tions to meet each
market's needs.

What are the main
challenges your com-
pany currently faces
in the travel and tour-
ism sector, and how
are you addressing
them?

One of the biggest
challenges is chang-
ing travel regulations
and evolving custom-
er expectations. We
overcome these by
maintaining flexibility,
investing in technolo-
gy, and providing fast,
professional services
to build trust with our
clients.

How does modern
travel technology help
improve your services
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and customer experi-
ence?

We are Ilaunching
our integrated digi-
tal platform—a smart
travel solution encom-
passing all aspects
of travel, from visa
processing to holiday
planning. This plat-
form is designed to
simplify the customer
experience and facili-
tate their journey.

Have you formed new
partnerships or coop-
eration agreements
during the Arabian
Travel Market?

Yes, our participation
in the event was high-
ly fruitful. We secured
several deals and
conducted promising
meetings with high
potential. We look for-
ward to more exciting
partnerships in the fu-
ture.

What are the key
trends you see im-
pacting the future of
the travel industry?
The main trends influ-
encing the industry

Go
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Travel & Tours

Crossing the Winds

are Al-powered solu-
tions, unified travel
platforms, and sus-
tainable tourism. Cus-
tomers are now seek-
ing smarter and more
sustainable travel
experiences—and we
are fully committed to
these trends.

How does vour com-
pany incorporate sus-
tainability principles
and environmental
responsibility into its
services or offerings?
We encourage
eco-friendly destina-
tions and cooperate
with operators com-
mitted to sustaina-
ble practices. We also
work to raise aware-
ness among our cli-
ents about responsi-
ble travel, believing
that travel should sup-
port the environment
rather than harm it.

What is your message
to visitors and poten-
tial clients discovering
your company for the
first time at the Arabi-
an Travel Market?

Choose Jou Kite—your
comprehensive trav-
el partner. Wherev-
er your destination,
your journey with us
is guaranteed, from
visas to vacations. We
are here to make your
travel experience un-
forgettable.

We are proud to be
one of Dubai's top
travel companies, hav-
ing processed over
800,000 tourist visas
in just the past two
years. Due to our com-
mitment to excellence
and customer satis-
faction, we have built
a strong reputation
among individuals and
corporations alike. In
addition to visa ser-
vices and group trips,
we also offer world-
wide hotel bookings
and competitive air-
line tickets. We under-
stand that travel is a
holistic  experience,
and we provide inte-
grated solutions that
meet all our clients’
needs.
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Nexus DMC: A Bold Post-Pandemic Rise and European Expansion Strategy

N=XUS DMC

ONE WORLD.ONE DMC™

An exclusive inter-
view with Mr. Sachi,
Founder and Director
of Nexus DMC, con-
ducted by Al-Rehla
Newspaper during the
Arabian Travel Market
2025 in Dubai.

In the dynamic halls
of the Arabian Travel
Market 2025 in Du-
bai, Al-Rihla sat down
with Mr. Sachi, the vi-
sionary behind Nexus
DMC, to explore the
company’'s strategic
growth  post-COVID,
its ambitious Euro-
pean expansion, and
its steadfast commit-
ment to a B2B opera-

tional model.
Strategic Presence
and Dual Focus

"Our participation at
ATM reflects our dual
focus,” Mr. Sachi be-
gan. "We operate in

two major regions:
the Middle East and
Europe.”

Nexus DMC, while
headquartered in Du-
bai, maintains arobust
presence across more
than 100 cities world-
wide. The company
has built a reputation
for seamless inbound
and outbound tour
operations and desti-
nation management
services. Its Middle
Eastern hub, staffed
by over 40 profes-
sionals, handles both
regional and interna-
tional operations.
However, Europe rep-
resents the company'’s
strongest investment.
“We have vans, luxury
cars, and buses sta-
tioned across 18 loca-
tions in Europe. These
are not outsourced

assets—they are en-
tirely owned by us, in-
cluding offices, staff,
and vehicles,” Sachi
emphasized. “We are
expanding rapidly in
Europe and expect to
deepen our roots fur-
ther.”

Post-Pandemic Vision
and Founding Strate-
4

Interestingly, Nexus
DMC was born in the
wake of the COVID-19
pandemic—a bold
move many might
have considered risky.
Yet, as Mr. Sachi ex-
plained, it was a calcu-
lated decision based
on a clear vision.
"After years of lock-
downs, people were
eager to travel again.
We saw that desire as
an opportunity. While
many were retreating,

we were investing”
he said. Although Nex-
us DMC is relatively
new, itis backed by its
parent company, Trip
Factory, which boasts
over 14 years of ex-
perience in the travel
industry.

“Launching Nexus
DMC post-COVID was
not just about recov-
ery; it was about an-
ticipating the surge
in demand and being
ready to meet it with
superior service,” he
added.

New Launch: Luxury
Van Tours in Europe
One of the company’s
standout initiatives
unveiled at ATM 2025
is the launch of luxury
van tours across Eu-
rope. Tailored specifi-
cally for travelers from
the GCC, these tours

cater to affluent and
upper-middle-class cli-
ents seeking person-
alized, high-end travel
experiences.

“Many of our GCC cli-
ents own residenc-
es in Europe-—villas,
apartments, even es-
tates,” Mr. Sachinoted.
“They demand priva-
cy, comfort, and flex-
ibility. Our van tours
are chauffeur-driven,
ranging from sev-
en-seater luxury vans
to full-size buses for
larger groups.”
These vehicles oper-
ate on a door-to-door
basis, from airport
pickup to city trans-
fers and sightseeing,
ensuring that trave-
lers enjoy seamless,
comfortable journeys
throughout Europe. It
is this attention to de-

tail and ownership of
logistics that differen-
tiates Nexus DMC from
many competitors.
Commitment to Direct
Ownership and Quali-
ty Control

What truly sets Nexus
DMC apart is its strict
B2B model and refus-
al to rely on franchis-
ing or outsourcing.
“We don't believe in
franchises or partner-
ships for our opera-
tions. We invest direct-
ly in every country we
operate in. Our model
is simple: own the of-
fice, hire the staff, buy
the vehicles, and train
the drivers and guides
ourselves,” Mr. Sachi
asserted.

This model not only
ensures a consistently
high standard of ser-
vice but also allows
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DoubleTree by Hilton Sharjah: A Gateway to Al Majaz Waterfront and the Cultural
Spirit of the Emirate

Nestled in one of
Sharjah’s most vi-
brant destinations,

DoubleTree by Hilton
Sharjah  Waterfront
Hotel & Residences
stands as a beacon
of premium hospital-
ity and a vital player
in the city's tourism
landscape. With the
prestigious title of
Sharjah's Leading Ho-
tel for both 2023 and
2024 under its belt,
the hotel plays a cen-
tral role in elevating
Al Majaz Waterfront
as a cultural, artistic,
and leisure hub in the
heart of the emirate.

A Strategic Part-
ner in  Sharjah's
Tourism Vision

Boasting direct views
of the waterfront and
seamless access to
one of Sharjah's key
recreational areas,
the hotel goes be-
yond offering a luxu-
rious stay — it serves

as a launchpad for

guests to immerse
themselves in the
spirit and heritage
of the emirate. By
hosting internation-
al travelers, business
delegations, and fam-
ilies alike, DoubleTree
by Hilton Sharjah ac-
tively contributes to
Sharjah’s overarching
vision of establishing
itself as a world-class
tourism destination.

The hotel’s value lies
in curating thought-
ful guest experi-
ences, collaborating
with local attractions
and cultural institu-
tions, and continu-
ously participating
in  community and
waterfront events,
allowing guests to
connect more deeply
with the local culture
and surroundings.

Tailored Services for
Business Travelers

DoubleTree by Hilton
Sharjah's commitment
to the business sector
has earned it a nom-
ination for Sharjah’s
Leading Business Ho-
tel 2025 at the World
Travel Awards. It of-
fers a wide array of
services tailored spe-
cifically for the mod-
ern business traveler
— from flexible meet-
ing and event spaces,
high-speed Wi-Fi, and
a fully equipped 24-
hour business center,
to express check-in/
check-out and collab-
orative  workspaces
for guests on the go.

Dining options en-
hance the experience
further, with Majdolin,
a refined Levantine
restaurant featuring
a panoramic terrace
overlooking the wa-
terfront, and Banyan
Café offering a relaxed
ambiance.

The hotel features

spacious, contempo-
rary rooms and stylish
family suites rang-
ing from one to three
bedrooms, all with
floor-to-ceiling  win-
dows that frame stun-
ning views of Al Majaz
Waterfront.  Guests
also enjoy access to a
semi-Olympic indoor
pool and separate fit-
ness centers for men
and women, complete
with steam rooms and
saunas. Through the
Hilton Honors app,
guests benefit from
digital check-in, room
selection, and key-
less entry, offering
a seamless, tech-en-
abled experience.

Thoughtful Of-
ferings for Fami-
lies and Children
At DoubleTree by
Hilton Sharjah, cre-
ating a welcoming
and enriching envi-
ronment for families
is a top priority. The

hotel was honored in
2024 with the title
of Best Family Apart-
ment Hotel in the
UAE, a recognition of
its dedication to fam-
ily-centric hospitality.

Its well-appointed,
spacious suites ca-
ter to families of all
sizes, while a varie-
ty of amenities and
services are tailored
with younger guests
in mind. These in-
clude a dedicated
children’s play area,
interactive kids' cook-
ing classes, and es-
sential facilities for
parents traveling with
infants and toddlers.

The hotel’s prime lo-
cation — just steps
from Al Majaz Wa-
terfront and within
walking distance of
public parks, cultural
landmarks, and mu-
seums — makes it an
ideal base for families

to explore the emir-
ate. Whether welcom-
ing families on short
holidays or long-stay
guests with children,
the hotel ensures
each experience is
both comfortable and
genuinely cared for.
Aligned with Hilton's
global Travel with Pur-
pose ESG strategy, the
hotel actively imple-
ments eco-friendly ini-
tiatives. These include

reducing single-use
plastics, offering
sustainable in-room
amenities, conserv-

ing energy and water,
and encouraging re-
sponsible travel be-
havior among guests.
To further support
green mobility, the
hotel is equipped
with electric vehicle
charging stations — a
step that reinforces
its dedication to envi-
ronmentally conscious
travel and sustainable
innovation.
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Leading Travel Technology Solution

Faster Bookings. Bigger Opportunities.

Power Your Travel Business with
the Next-Gen Booking Engine!
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+971 55 344 0168

www.technoheaven.com sales@technoheaven.com
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