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Showcasing 
industry excellence

The ATM Yearbook 2025 throws 
the spotlight on travel and tourism 
sector excellence, offering a 
platform for global leaders to share 
their vision with a wide audience of 
industry professionals. 

This exclusive publication is a 
collaboration between RX Global, 
organiser of Arabian Travel Market, 
and GT Media ME, a renowned 
publisher of business intelligence 
journals. The yearbook features 
curated content that highlights 
influential figures and cutting-edge 
organisations in the Middle East 
and globally.

Endorsed by top-tier names 
in travel and tourism – from 
international bodies and tourism 
ministers to leaders of airlines, 
hotel groups, and destinations – 
the ATM Yearbook 2025 remains 
unmatched in its breadth and 
impact.

Through captivating narratives and 
visuals, the publication provides 
ATM exhibitors a unique chance to 
present their brand and strategies. 
Additional perks include video 
interviews conducted at the show, 
integrated into the digital edition 
and shared across social media 
and the official ATM YouTube M
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T H O U G H T  L E A D E R S H I P

H I G H - P R O F I L E  I N T E R V I E W S

C O M P A N Y  P R O F I L E S 

D E S T I N A T I O N  S H O W C A S E S

R E S P O N S I B L E  T O U R I S M 
P I O N E E R S

I N D U S T R Y  D A T A  A N D  I N S I G H T S

T O U R I S M  M E G A 
P R O J E C T  U P D A T E

T R E N D S  A N D 
G A M E C H A N G E R S

T O P I C A L  F E A T U R E S

T I M E L I N E  O F  I N D U S T R Y 
E V E N T S

V I D E O  I N T E R V I E W S  
C O N D U C T E D  A T  T H E  S H O W
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Saudi Arabia’s tourism sector growth 
is accelerating at pace, underpinned 
by a robust development strategy, 
targeted investment in diverse 
destinations, partnerships and 
promotions, and a steadfast 
commitment to sustainability, 
as Fahd Hamidaddin, CEO, 
Saudi Tourism, explains

To infinity 
and beyond

$100 billion aviation strategy intending to 
double air routes and triple annual passenger 
traffic by 2030. Our eVisa programme is 
expanding, we’ve launched an e-Visa permit 
for UK, US, and Schengen visa holders, as 
well as the Stopover Visa, and the GCC visa 
is set to be rolled out too.

We’re also seeing significant investment 
from the private sector, which is grasping 
the opportunity and growth potential that 
Saudi’s tourism sector offers. For example, 
in hospitality, 430,000 hotel rooms are 
currently available with 350,000 more in the 
pipeline. Last year saw the opening of  some 
of  the most highly anticipated destinations 
including the first luxury resorts of  the Red 
Sea Global project, the Six Senses Southern 
Dunes resort and the St. Regis. Foreign direct 
investment is also booming, with the country 
ranking 10th in terms of  net inflows among 
the G20 countries. This demonstrates the 
strength of  our investment offerings and the 
exciting opportunities drawing an increasing 
number of  foreign investors to our country. 

When it comes to new initiatives, the 
Ministry of  Tourism recently announced the 
Tourism Investment Enablers Programme, 
which aims to create a more attractive 
investment landscape, making it easier and 
more cost-effective for international and 
local investors to do business. Moreover, the 
creation of  our new Premium Residency 
Programme will encourage further private-
sector investment into Saudi by facilitating 
greater accessibility to settling in the country.

Q: What is the 2024 strategic plan?
Saudi is the biggest and most exciting 
opportunity in tourism today, and we’re far 
from finished. STA is working alongside 
partners to build on our success and create a 
collaborative ecosystem that supports mutual 
growth and drives Saudi’s transformation.

For example, we have major strategic 
partnerships with Trip.com, Skyscanner, 

a culmination of  our rich and diverse 
destination offering, partnerships, and strong 
leadership. Firstly, the world is discovering 
what Saudi has to offer as a destination – a 
unique tapestry of  stunning landscapes, 
vibrant culture, ancient heritage and a world-
class sports and entertainment offering. 

From the luxury beach resorts along our 
1,800km of  stunning coastline and cool 
mountain regions to ancient UNESCO 
sites and bustling cosmopolitan cities, Saudi 
possesses a wealth of  treasures for everyone 
to explore. Secondly, the commitment of  

Bab Samhan Hotel, which will shortly open 
in Diriyah, to the Six Senses and St Regis, 
which opened at the end of  last year – as well 
as the new Red Sea International Airport.

Partnerships and collaboration with the 
private sector are also crucial to our sustained 
growth, with a huge investment in more 
than 350,000 new hotel rooms that will open 
across Saudi over the coming years, including 
close to 25,000 new room keys in 2024.

We’re also focused on increasing global 
connectivity through a $100 billion aviation 
strategy that will more than double new 
air routes to 250 by 2030, tripling annual 
passenger traffic to 330 million. Access is also 
key, which is why we are expanding our eVisa 
programme to 63 countries, have introduced 
a stopover Visa for passengers travelling on 
national air carriers, and will be rolling out 
the landmark unified GCC visa.

Finally, people want to come back and 
experience the warm welcome from Saudi’s 
biggest asset – our people. The Saudi story is 
already one of  success; a story we will build 
on for years to come.

Q: Tell us about visitor trends.
Domestic and international visits increased 
10% in 2023, with significant hikes in 
visitors from key international target markets 
including China, the US, and the UK.

Saudi already receives a high number of  
inbound tourists for religious travel to Mecca 
and Medina, so we’re starting from a high 
base and have been strategically capitalising 
on these opportunities by encouraging 
Umrah travellers to extend their stays for 
leisure purposes. Overall, leisure travel 
visits increased from 2.4 million in 2022 to 
6.2 million in 2023, with inbound tourists 
spending a record-breaking SAR 135 billion, 
a year-on-year increase of  more than 40%.

We can attribute this growth to an 
expanded range of  products and destinations 
in Saudi and the fact that our offer is 
maturing, catering to growing trends 
including luxury tourism, sustainable travel 
and adventure. For example, our new 
summer campaign launching at ATM shines 
the spotlight on top leisure destinations 
including Jeddah, Riyadh and the Red 
Sea, as well as the tranquil and picturesque 
destinations of  Aseer, Taif, and AlBaha in the 
cooler southern Arabian Highlands. 

Q: What tourism policies and 
initiatives have supported growth?
At STA, a key focus is to understand and 
grow our global audiences. As previously 
mentioned, connectivity is key, with our 

•INNOVATORS

Q: 2023 was landmark year for Saudi 
tourism with the 100-million-visitor 
mark crossed – what key factors 
delivered this remarkable growth?
Since we opened our doors to tourism in 
2019, Saudi has seen exponential growth 
and we are now one of  the fastest-growing 
travel destinations in the world.

Having exceeded our 100 million tourist 
target we are now fully focused on 
meeting a new goal of  150 million by 
2030. This remarkable growth cannot 
be attributed to one single factor – it’s 

our leadership to invest $800 billion in 
destinations and infrastructure is paying 
dividends and helping to drive forward this 
sustained growth. His Excellency Ahmed 
Al Khateeb, the Minister of  Tourism, and 
STA are leading the Saudi tourism ecosystem 
and have built the Saudi destination brand 
to showcase to travellers what awaits them 
on their visit. This commitment to invest 
in tourism is real and we’re not simply 
announcing new projects – we’re delivering 
them. New resorts are opening up across 
Saudi every week ranging from the iconic 

"We are 
now one of 
the fastest-
growing 
and most 
dynamic travel 
destinations in 
the world"

Above: Saudi's 
inspirational 
Red Sea Project
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Paul Griffiths
CEO, Dubai Airports

Emma Banks 
Vice President, F&B Strategy and Development, Middle 
East and Africa, Hilton 

Tony Douglas 
CEO, Riyadh Air 

Griffiths leads the world’s busiest airport for 
international passenger traffic. The world-
class Dubai International (DXB) Airport 
welcomed 86.9 million passengers last year 
and has proved to be a gamechanger when 
it comes to the integration of  cutting-edge 
technology such as facial recognition and 
biometrics. It’s the mega hub for Emirates 

Airline and is a sustainability champion, 
gearing up for a ten-fold increase in solar 
power generation capabilities after signing 
a deal with DEWA. Griffiths is also shaping 
the future of  Dubai’s aviation sector, 
leading plans for Dubai World Central 
airport to become a 250-million-passenger 
per annum mega facility.

In December 2020, Emma was elected a 
Member of  the Board of  Governors and 
Member of  the Board of  the Academic 
Committee of  Dubai College of  Tourism 
(DCT). Her strongest contribution has 
been her relentless innovation on the 
front of  sustainability within the F&B 

sector. Hilton has struck agreements 
with entities such as the United Nations 
Environment Program West Asia and 
Winnow to close the loop across the food 
value chain by focusing on composting, 
local sourcing, sustainable gastronomy, 
and food donations. 

As Riyadh Air gets ready to launch 
commercial operations next year, it has 
already placed an order for up to 72 
Boeing aircraft. Douglas is leading strategic 
partnerships for the upcoming airline with 
the likes of  Almosafer and Saudia. He is 

directly responsible for the operations of  
the airline, which is expected to contribute 
$20 billion to Saudi Arabia’s non-oil GDP 
growth and create more than 200,000 new 
jobs globally and locally while connecting 
to 100 destinations by 2030.
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Elena Sorlini 
Managing Director and CEO, Abu Dhabi Airports 

His Highness Sheikh Ahmed 
bin Saeed Al Maktoum 
Chairman and Chief Executive, 
Emirates Airline and Group 

Sorlini brings to the table more than 
20 years of  work experience having 
previously operated at the likes of  
Oman Aviation Group, ADQ and 
Macquarie Airports. After serving in 
an interim capacity in the same role at 
Abu Dhabi Airports since June 2023, 

Sorlini oversaw the monumental task 
of  the opening of  Terminal A – one of  
the world’s largest terminals – at Zayed 
International Airport (formerly Abu 
Dhabi International Airport), which 
is one of  the five commercial airports 
under her watch. 

In November last year, the Emirates 
Group announced its best-ever six-
month financial result with a net profit 
of  US$2.7 billion, almost reaching its 
highest-ever annual profit of  $3 billion 
for the entire year of  2022-2023. That 
same month, it placed a mega $52 

billion order for 95 additional widebody 
aircraft from Boeing. Separately, 
flydubai – which Sheikh Ahmed is also 
the Chairman of  – placed an order for 
30 Boeing 787-9 Dreamliners, marking 
its first widebody aircraft order in a deal 
valued at $11 billion. 

•�INNOVATORS

The men and women 
shaping the future of the 
travel and hospitality sector 

Generation  
innovation 
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ITALY

Incredible India in one 
beautiful state: Madhya Pradesh

In an exclusive interview with 
the ATM Yearbook, Shri Sheo 
Shekhar Shukla, Principal 
Secretary, Tourism & Culture 
Govt of M.P. and Managing 
Director of Madhya Pradesh 
Tourism Board, unveils the 
destination’s multi-faceted 
experiential tourism 
offering, making it a top 
pick for discerning travellers 

Q: How do the immersive experiences 
that Madhya Pradesh offers align to 
current travel trends?
Today’s discerning traveller wants to create 
meaningful memories and experiences. 
Travel has increasingly become an antidote 
to the stressful and volatile world in which 
we live. Madhya Pradesh offers unique 

and authentic Indian village homestay 
experiences, which international 
tourists cherish. Indians believe in the 
saying “Atithi Devo Bhava” or “Guest 
is God”, and within this context, 
homestays provide first-hand insight 

into Indian culture and hospitality. 
Tourists love the village life in unspoiled 

rural locations and enjoy bullock cart rides Sheo Shekhar Shukla
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and homemade wholesome rustic food.
Madhya Pradesh has also added thrust to 
its luxury tourism offering by introducing 
high-end resorts around its national parks, 
appealing to tourists requiring wellness and 
rejuvenation experiences.

Q: What is the destination’s 
responsible tourism strategy?
Madhya Pradesh's responsible tourism efforts 
are deep rooted. 

Underpinned by community development, 
the state has set new benchmarks in the 
Indian tourism industry.

It was one of  the first-mover Indian States 
to create a ‘Responsible Tourism Mission’ 
with community empowerment and 

development at its core. The principal values 
of  the MP Tourism Responsible Tourism 
Mission are community involvement; 
transparency; fair distribution of  resources; 
equal opportunities for all; environmental 
conservation; female empowerment; and 
respect for cultural diversity.

Q: How can visitors become involved 
in responsible tourism activities?
Community led rural and tribal tourism 
drives have given rise to quality homestays. 
Tourists today are very sustainability 
conscious and feel happy if  their travel dollar 
contributes towards community development, 
and homestays fulfil this. 

Another global emerging trend, 

‘voluntourism’, where tourists travel to a 
destination, sightsee and then do voluntary 
work, is testimony to social responsibility 
consciousness.

Against this backdrop, 100 tourism 
villages located across six cultural zones 
– Baghelkhand, Bundelkhand, Chambal, 
Malwa, Nimad and Mahakaushal – have 
witnessed a marked increase of  tourist 
footfalls and night stays. 

Comfortable lodging combined with local 
interactions encompassing culture, arts and 
crafts, cuisine, folk songs and dance, offer 

tourists an unbeatable close-to-the-earth 
experience. Camping in tent and mud houses 
adds another element to these homestay 
experiences. Madhya Pradesh’s responsible 
souvenir project supports local artisans 
who sell their handicrafts to visitors; this 
provides much-needed livelihoods in these 
communities. To further facilitate souvenir 
product development and the promotion 
of  local handicrafts and handlooms, art and 
craft centres are being established in villages, 
with facilities at Madla and Dhamma two 
prime examples.

Clockwise 
from left: The 
historic fortress 
of Gwalior: a 
treasure trove 
of history and 
culture 

Betwa river in 
Orchha: an ad-
venture, rafting 
experience 

Mesmerising 
Khajuraho 
Group of 
Monuments- 
expressing 
outstanding 
universal value

•�R'S�ONSI�Z'�TO�RIS`
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Dubai is on 
track to be-
coming the 
most-visited 
city globally

Dubai’s 
gastronomy 
scene is 
booming

Dubai was 
named the 
top city 
globally to 
relocate to 

Dubai 
racked up 

several #1s 
in 2023

Q: What was the secret to Dubai’s 
record-breaking 2023 success?
This exceptional performance was the 
result of  strategic initiatives launched under 
the guidance of  His Highness Sheikh 
Mohammed bin Rashid Al Maktoum, Vice 
President and Prime Minister of  the UAE 
and Ruler of  Dubai, and reflects the goals 
of  the Dubai Economic Agenda, D33, to 
further consolidate Dubai’s position as one 
of  the top three global cities for business 

and leisure. Our approach includes a 
proven public-private partnership model 
in Dubai, a diversified market strategy, 
stakeholder collaboration with 3,000 

international partners, and new pathways 
to growth beyond traditional tourism. Our 
partners and stakeholders have played a 
crucial role in Dubai’s tourism expansion, 
with an active involvement in global 
campaigns and marketing endeavours. 

Dubai is committed to accommodating 

visitors from across all spectrums of  budget 
and preferences. The milestones achieved 
in 2023 are a vote of  confidence by global 
travellers in Dubai’s diverse destination 
proposition, the exceptional services they 
receive at all touchpoints, and the ease of  
access into and across the city. 

Q: What initiatives are in place to 
ensure Dubai retains its popularity?
In line with the D33 Agenda, we are 
committed to further elevating our 
standards and expanding with innovative 
and distinctive world-class infrastructure, 
facilities and services. The extensive 
range of  offerings and a continued focus 
on maintaining Dubai’s status as a safe, 
inclusive, and accessible destination will also 
help realise the aspiration of  our visionary 
leadership to make Dubai the best city to 
visit, live and work in. Efforts are also being 
made to ensure visitors are aware of  the 
rich tapestry of  experiences ready to be 
explored in Dubai, including heritage sites 

and immersive attractions that highlight the 
city’s history and vibrant cultural landscape. 

Dubai also recognises the importance 
of  digital innovation in shaping the future 
of  travel. The city continues to leverage 
technology to provide seamless and 
personalised experiences for travellers, 
from streamlined visa processes to digital 
platforms and campaigns that showcase the 
best of  Dubai’s offerings.

Q: How is DET embracing 
entrepreneurship to innovate?  
With DET’s remit covering key areas such as 
investment, entrepreneurship and attracting 
global talent to the wider economy, we are 
well placed to support the continued growth 
and development of  the city’s tourism sector.

Taking a strategic approach to fostering 
entrepreneurship, we are collaborating with 
stakeholders to promote the city’s favourable 
business ecosystem, which offers robust 
infrastructure, streamlined processes, and 
a competitive tax environment, among 
other advantages. Boasting world-class 
physical and digital infrastructure, Dubai 
offers entrepreneurs and small and medium 
enterprises (SMEs) a platform for ease of  
set up and scale. Dubai SME, one of  the 
entities within DET, provides financial 
support, mentorship, and resources to 
emerging entrepreneurs, while Intelak 
Hub is the region’s only start-up platform 
dedicated to the travel, tourism and aviation 
sectors with the aim of  providing tourists a 
transformative travel experience. 

Through Dubai College of  Tourism 
(DCT), we are also committed to 
investing in human capital, developing a 
skilled workforce to support the growth 
of  the tourism sector, offering training 
and educational programmes to equip 

individuals with the necessary skills 
to excel in the industry. Our drive to 
develop Dubai’s gastronomy scene has 
also encouraged entrepreneurship, with 
homegrown F&B concepts receiving global 
recognition and expanding internationally. 

Q: How do you envision Dubai’s 
tourism growth in the years to come? 
Dubai has established itself  as a world-
leading tourism destination through 
visionary leadership, innovative strategies 
and powerful public-private partnerships.

These key factors will continue to shape 
the future of  the city’s tourism industry.

Dubai's growth trajectory is dynamic, 
fuelled by a strategic blend of  infrastructure 
development, innovative marketing 
initiatives, and an unparalleled hospitality 
proposition, all guided by the D33 Agenda.

We will also continue to pursue 
new pathways to growth including 
entrepreneurship, attracting more global 
investors and talent, and encouraging top 
multinational companies to set up their 
headquarters in Dubai. Policies and reforms 
will further improve ease of  access and ease 
of  doing business, encourage long-term 
affiliation with the city through initiatives 
like the Golden Visa, five-year Multi-Entry 
Visa, Virtual Working and Retire in Dubai 
programmes. Dubai will also focus on 
key pillars like sustainability, gastronomy, 
trade and technology; building the next 
generation of  tourism workforce; further 
developing the cruise tourism segment; 
and enabling more Emiratis to work in 
tourist-facing roles, supported by innovative 
training programmes offered by DCT.

His Excellency Issam Kazim, CEO, Dubai Corporation for 
Tourism & Commerce Marketing, explains how Dubai will build 
on its record-breaking year for tourism achievements.

Dubai: 
on top

the world to relocate to in 2023, while 
property consultancy Savills named 
Dubai the world’s best city for remote 
workers in its 2023 Executive Nomad 
Index. Hotel inventory reached a 
new milestone, crossing the 150,000 
mark (150,291 rooms) across 821 
establishments, and the MICHELIN 
Guide Dubai 2023 featured 90 res-
taurants, up from 69 in 2022. So where 
to now for this tourism behemoth? 

His Excellency Issam Kazim, CEO, 
Dubai Corporation for Tourism & 
Commerce Marketing (DCTCM), reveals 
the gameplan.

D
ubai welcomed a record 
17.15 million international 
visitors in 2023, up 19.4% 
on 2022 and exceeding 
pre-pandemic figures of  

16.73 million tourists in 2019. The 
emirate was also ranked the number one 
global destination for an unprecedented 
third successive year in the TripAdvisor 
Travellers’ Choice Awards 2024 and 
listed among the top 10 cities in the 
Global Power City Index. The list of  
accolades and achievements continues, 
with financial services provider Remitly 
naming Dubai the number one city in 

Dubai’s milestones at a glance
A record 17.15 million 
international visitors in 
2023.

Ranked the #1 global 
destination for an 
unprecedented third 
successive year in the 
TripAdvisor Travellers’ Choice 
Awards 2024.

Ranked among the top 10 
cities in the Global Power 
City Index. 

Named the #1 city in the 
world to relocate to in 2023 
by Remitly

Named world’s best city for 
remote workers in the Savills 
2023 Executive Nomad Index.

Hotel inventory reached a 
milestone 150,291 rooms at 
821 establishments.

MICHELIN Guide Dubai 2023 
featured 90 restaurants, up 
from 69 in 2022, including 
three restaurants awarded 
two stars.

Two homegrown restaurants 
– Trèsind Studio (No.11) and 
Orfali Bros Bistro (No.46) – 
were included in The World’s 
50 Best Restaurants List 
2023

Issam Kazim
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P R O L O N G E D  E X P O S U R E 
A revered publication now deemed 
a collector’s item, the ATM Yearbook 
2025 enjoys a longer shelf life, travelling 
back to offices and homes, ensuring 
continued visibility and sharing among 
industry peers.

I N D U S T R Y  A U T H O R I T Y
Regarded as a key source of industry 
insights, the yearbook enhances your 
brand’s credibility and visibility among 
travel professionals, positioning your 
business as a leader and innovator in 
the sector.

N E T W O R K I N G  C A T A LY S T
Advertising in this accredited ATM 
title increases your chances of 
connecting with potential partners, 
suppliers, and clients at the exhibition, 
providing an additional touchpoint to 
capture attention and create valuable 
networking opportunities.

Advertising in the ATM Yearbook 2025 provides a strategic opportunity to target influential 
industry professionals, enhance your brand’s visibility, promote your destination, products 
or services, and maximise your presence at Arabian Travel Market and beyond due to the 
publication’s remarkable shelf-life.

E L E V A T E  B R A N D 
A W A R E N E S S
The ATM Yearbook 2025 will feature 
original, comprehensive articles, case 
studies, and industry trends, boosting 
awareness of your products, services, 
and solutions to a captivated and 
relevant audience, generating high-
quality business leads.

B O O S T  B R A N D 
R E C O G N I T I O N
Featuring your brand in the yearbook 
enhances visibility and recall among 
ATM delegates, making them more 
likely to engage with your product and 
services and advocate for your brand.

P R O M O T E  Y O U R  A T M 
P R E S E N C E
Leverage your advertising and 
editorial space to highlight your ATM 
booth, news and announcements, 
and brand strategy, driving traffic and 
engagement at the exhibition.

Specifically designed for travel industry professionals attending Arabian Travel Market 2025, the ATM 
Yearbook 2025 reaches a highly targeted audience of more than 46,000 delegates, including travel 
agents, tour operators, destination management companies, and more.

80k

T O T A L
R E A D E R S

O N L I N E  
E N G A G E M E N T

61k 109k

S O C I A L 
M E D I A

V I  D  E  O  
I M P R E S S I O N S

1.38m

T A R G E T E D  A U D I E N C E  E N G A G E M E N T



GT Media ME is committed to sustainable publishing 
and one of the only publishers in the GCC to strictly use 
paper from responsible sources. For the last six years we 
have printed the ATM Yearbook on paper certified by 
FSC International under licence number C013417. We 
also prioritise carbon-neutral logistics organisations for 
all courier services and bulk deliveries of our publications 
where possible.

Strategic distribution

Limited to an exclusive print run of 20,000 copies, delivered 
to every exhibition stand at ATM and available at key locations 
including entrance dispensers, the Buyers’ Club Lounge, the 
Media Centre, VIP hospitality areas, appointed hotels, and 
business class lounges at Dubai International Airport.

Accessible on the official ATM website before, during, and after 
the show, and throughout 2025. Promoted via the GT Media 
ME website, ATM website, and social media channels, reaching 
around 95,000 travel professionals in 2024.

D I G I T A L  E D I T I O N

Innovating for a sustainable future: 
a publishing milestone

J O I N  T H E  R E S P O N S I B L E 
P U B L I S H I N G  M O V E M E N T 

For the 2025 edition, GT Media ME is proud to 
introduce a pioneering initiative in responsible 
publishing. 

In a world-first, the ATM Yearbook 2025 will 
feature covers made from recycled ocean 
plastic, underscoring our commitment to 
clean and healthy oceans. This complements 
our ongoing use of recycled paper for the 
publication’s pages, in alignment with Arabian 
Travel Market’s sustainability goals.

While incorporating recycled ocean plastic 
increases our production costs, the positive 
environmental impact is a testament 
to our dedication to sustainability. This 
groundbreaking approach not only sets a new 
standard in publishing but also highlights our 
commitment to innovation and environmental 
stewardship. M
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P R I N T  E D I T I O N

Leading the charge in 
sustainable publishing
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Double Page Spread       £18,950

Full Page          £12,950

Inside Front Cover DPS       £22,450

Inside Back Cover        £15,950

Outside Back Cover       £25,950

S I N G L E  P A G E D O U B L E  P A G E

S P E C I A L  P A C K A G E S

Bleed size: 206 x 261mm
Trimmed size: 200 x 255mm
(3mm bleed: top, bottom and for edge)
Non bleed/Safety: 176 x 235mm

Bleed size: 406 x 261mm
Trimmed size: 400 x 255mm 
(3mm bleed: top, bottom and for edge)
Non bleed/Safety: 376 x 235mm

• Print-ready high-resolution 
PDF files only.

• Supply all creative as single 
page PDFs.

• All images 300 DPI.
• Convert all to cmyk and 

embed all fonts.

• Convert all text in logos 
etc from vector based 
programmes (Adobe 
Illustrator etc.) to outlines.

• Output resolution 2400 DPI/
frequency 150 LPI.

V I D E O

Our ATM Yearbook 2025 advertising packages include video content 
options for the digital version.  

This includes brand videos, as well as face-to-face interviews recorded at 
ATM 2025 that we will embed in the online publication.

Special packages and rates are available to supporters of 
both the ATM Yearbook 2025 and WTM London Yearbook 
2024. Don’t miss this exclusive opportunity

R
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D E A D L I N E S

Space reservation: 6th April, 2025  
Artwork deadline: 10th April, 2025

2024
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PUBLISHER
Khaled Algaay

Tel: +44 (0)7500077791
Email: kalgaay@gtmediame.com

DIRECTOR OF BUSINESS DEVELOPMENT 
Tom Kennedy 

Tel: +44 (0)7973 302 642
Email: tom.kennedy@gtmediame.com

DIRECTOR OF PARTNERSHIPS
Lucie Winter 

 Tel: +44 (0) 7951 944268
Email: lucie.winter@gtmediame.com

GT MEDIA ME LTD.
22 Wenlock Road, London
N1 7GU, United Kingdom

Tel: +44 207 6085137
Email: ads@gtmediame.com 

www.gtmediame.com

About GT Media ME Ltd
GT Media ME Ltd is a boutique high-end publishing company with operations in the UK and UAE. The company 

specialises in custom publishing, with high-profile clients including royalty and governments internationally.


