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An eye on global trends

concluded World Travel Market

London 2016 was high with deals
worth more than £2.5 billion ($3 bil-
lion) agreed and signed.

Furthermore, more than two thirds
of industry respondents say travel and
tourism will grow in 2017, including 15
per cent believing there will be a signif-
icant increase in the global travel and
tourism industry. A further 53 per cent
see the industry increasing next year.
Almost seven out ten expect their busi-
ness to increase bookings next year, in-
cluding more than a fifth that feel busi-
ness will significantly increase.

The WTM Global Trends Report
2016, in association with Euromonitor
International, reports that the global
economic outlook looks uncertain, with
most developed economies showing
sluggish growth and emerging econo-
mies struggling to maintain higher ad-
vances. Terrorism threats, the US Presi-
dential elections and the aftermath of
Brexit are the leading causes of uncer-
tainty across the globe and are impact-
ing economic growth and stability.

Nonetheless, tourism arrivals are ex-
tremely resilient with 2016 predicted
to be another record year for inbound
trips, with 2015 seeing more than 1.2
billion worldwide. Travel product sales
were $2.1 trillion in 2015 and are ex-
pected to top $2.5 trillion by 2020,
boosted by the adoption of new tech-
nology and diverse business models.

Online and mobile travel continues
to expand across the globe, helped
by growi confidence in
emerging regions for mobile payments.
However, the majority of mobile travel
purchases are stealing share from oth-
er online methods such as PCs, offline
is still predicted to have higher global
value than online in 2020, as said in the
WTM Global Trends Report 2016.
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Convenience is king
with consumers
choosing bag-free,
hassle-free travel and
‘clicks and mortar'
agencies that blend
the best of the online
and offline worlds

to evolve so as not to lose out, advised
the report.

The Middle East continues to see
security issues and instability impact-
ing tourism, but also strong arrivals
for the UAE and Saudi Arabia in 2015.
Airlines sh i the highest growth of

Convenience is king with ¢ rs
choosing bag-free, hassle-free travel
and ‘clicks and mortar’ agencies that
blend the best of the online and offline
worlds. With global online value sales
for intermediaries set to overtake of-
fline sales, traditional retailers need

all categories, with the low cost of fuel
benefiting travel but economic growth
is stagnating for some key oil-produc-
ing nations. Mobile travel sales to resi-
dents are booming, with Saudi Arabia
seeing 68 per cent growth in 2015 as
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Tourism
certain Mi
Eastern co
continues to
lenging times, with the politi- cal
situation in the region remaining unsta-
ble. National tourist boards are looking
to history to find attractions for visi-
tors, with the development and promo-
tion of hiking trails proving a surprising
success. Key trails include the Nativity
Path in Palestine, Abraham’s Path from
Turkey to Egypt. the jordan trail and
Lebanon’s mountain trail,

A key benefit for rural communi-
ties is the creation of tourism in ar-
eas that have never seen visitors, and
is particularly beneficial for women
involved in providing home stays.
While security can be a concern, lo-
cal communities that are invested in
the growth of tourism are ensuring
a safe and welcoming environment
for tourists.

Some of the trails go across country
borders, offering visitors a more varied
trip, as well as fostering stronger rela-
tionships between neighbouring tourism
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Rotana targets
16 hotels in 2017

ROTANA, one of
the leading hos-
pitality manage-
ment companies
in the Middle
East, Africa, South
Asia and Eastern
Europe, is driv-
ing forward its
ambitious vision
of operating 100
hotels by 2020,

properties by 2017,
developments will see
than 3,756 keys added
the group’s existing in-
ntory, helping Rotana
row its portfolio to 75
pperating  hotels  with
ore than 19,450 keys in
tal. Projects will include
ve new properties in the
E. four in Saudi Arabia,
ach in Turkey and Iraq,
he opening of Rotana's
property in Muscat,
extension work on one
of the company’s iconic UAE properties,
The Cove Rotana Resort in Ras Al Khaim-
ah, will also take place next year.

This is in addition to ten property
openings this year, president and chief
executive officer Omer Kaddouri tells
TTN. “We have about 1.5 hotels opening
a month next year. It will be very, very
busy, putting teams together, with travel
thrown in for good measure.”

Saudi Arabia, the UK and Germany have
always been important markets for Ro-
tana. "Now, the US is starting to become
an important feeder market, it ranks
number four on our list. India’s on the top
ten list too and it's growing but not as fast
as we'd like it to grow. A lot of the visitors
are coming in to the UAE from India but
they are not keen on the five- and four-
star market but other segments.”

The brand is evolving very quickly
and the growth is shared among all our
products from Centro and Arjaan to Ro-
tana, all are growing at a similar pace. “1
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Arabian nights

Al Faisaliah Resort & Spa, Durrat Arriyadh marks the debut of a new kind of luxury in Saudi Arabian hospitality

By Mark Lazell
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Chenot Patace Health Wellness
Hotel takes a strict view of health
and is not @ casual spa break

Ceal in the hills

Luxurious health wellness hotel opens in Azerbaijan

By Christine Hinz
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Chenot Palace Health Wellness Hotel -_ '
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