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Global tourism 2021
Source: UNWTO

415mn
international tourist arrivals

$1.9tn 
economic contribution

Global air 
travel 2021

Source: IATA

Cruise travel 
rebound

Source: CLIA

Passenger volume
expected to recover to

101% 
of 2019 levels by 
year-end 2022

And 

12% 
above 2019 levels by 2026

60%
of cruise-related 

businesses are hiring

272 
ships in operation
(CLIA members)

2,126 
average passenger 

capacity

The industry
outlook 2022

Source: WTTC

$8.6tn
predicted contribution

to global economy

-6.4% 
on $9.2 trillion in 2019

58mn 
new jobs to reach 
330 million total

+21.5%
compared to 2020 and -1% 

on pre-pandemic levels 

+4% 
compared to 2020

-72% 
compared to 2019

Above the 

$1.6tn 
in 2020

Below the 

$3.5tn 
in 2019 -58.4% 

compared to 2019
-65.8% 

compared to 2020

Revenue passenger kilometres 

Load factor
Down 24 percentage points to 

58%

Capacity (ASKs – 
available seat kilometres)

-65.3%
compared to 2019

International 
passenger demand

-75.5% 
compared to 2019

UAE
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MIDDLE EAST

Sharjah Investment and Development 
Authority (Shurooq) is the driving 
force behind the transformation of 

Sharjah. Guided by the emirate’s traditions 
and inspired by innovation, it is committed 
to enhancing Sharjah’s appeal as a leading 
investment, tourism, and business destina-
tion in the UAE and the wider region. 

An independent government entity, 
Shurooq facilitates partnerships and con-
nects investors, corporations and entrepre-
neurs with well-matched opportunities.

“Shurooq chooses projects that help 
Sharjah grow in the best way possible 
and upholds the traditions of the emirate 
by leveraging its city’s rich cultural and 
architectural fabric to create world-class 
destinations and experiences that celebrate 
Sharjah’s rich heritage and biodiversity,” 
explains H.E Ahmed Obaid Al Qaseer, 
Shurooq’s Acting Chief Executive Officer.

“We work with a host of local and global 
partners and top international brands 
across hospitality, retail, real estate, leisure, 
tourism, culture, arts and education, to 
design and deliver destinations that are 
redefining experiential travel and leisure in 
our region.”

Here, Al Qaseer explains how Shurooq is 
forging its own unique path in establishing 
Sharjah as a tourism destination like no 
other, with eco-hospitality and environ-
ment-led projects at the fore.

Q: What are the headline projects that have put 
Sharjah on the map?
Sharjah is already on the map, thanks to 
its clear vision to offer authentic expe-
riences unique to the emirate. We have 
gradually earned this status by developing 
several big-ticket projects across Sharjah, 
transforming areas like Al Majaz and Al Hira 

beach in the main city as well as places 
like Khorfakkan and Kalba in the emirate’s 
eastern and central regions. Moreover, new 
Shurooq developments are further diversi-
fying Sharjah’s leisure and tourism offerings 
to bolster the emirate’s appeal.

Committed to creating destinations that 
respect the environment, we have been 
revolutionising our region’s eco-hospitality 
landscape with a myriad of projects. 

Three projects that highlight our thrust for 
innovation in the sector include Lux* Al Jabal 
Resort – a luxurious beach resort located on 
a spectacular terrain hill overlooking a beach 
in Khorfakkan; the Lux* Al Bridi Resort in 
the Al Dhaid region, set adjacent to Sharjah 
Safari Park – the largest wildlife reserve out-
side Africa, home to around 120 local and 
exotic species; and Nomad – a luxurious 
trailer resort experience that Shurooq has 
introduced to Sharjah. 

The Serai Wing at Bait Khalid Bin Ibrahim 
– a pearl merchant’s 19thcentury family 
home in the Heart of Sharjah district, which 
Shurooq is converting into a luxurious 12-
key boutique hotel, is our latest endeavour 
in raising Sharjah’s profile as a leading 
destination in the region for heritage-in-
spired travel.

 Last but not least, the Mysk Najd Al 
Meqsar Village Retreat, nestled in a rocky 
terrain in the picturesque city of Khorfak-
kan on Sharjah’s east coast, is another 
Shurooq headliner, which once complete, 
will offer luxurious heritage-style units that 
were once 13 historic old houses in the 
100-year-old Najd Al Meqsar Village.   

Q: What visitor demographics do Shurooq’s 
tourism projects target?
The target visitor demographic for 
Shurooq’s projects is people of all age 
groups and from all possible backgrounds, 
because every project is inspired by Shar-
jah’s overarching vision of being a leading 
global city in which to live, work and visit. 

Today, the emirate is a preferred destina-
tion for businesses and investors looking 
for a gateway to the UAE and GCC. 

Our University City supports the educa-
tion of 47,000-plus students, we are the 
sixth safest city in the world, and a vibrant 
home for innovation. 

Shurooq’s role is to attract the right kind 
of investments for developing projects that 
turn the spotlight on the diverse nature 
of visitor experiences Sharjah is capable 
of offering. The emirate’s historic role and 
importance in the UAE’s and the region’s 
development means that the city is a haven 
for those looking for attractions steeped in 

Call 
of the 

wild

The Sharjah Investment and Development Authority (Shurooq) 
is redefining experiential travel as part of a long-term strategy 
committed to responsible tourism development, as Acting Chief 
Executive Officer, H.E Ahmed Obaid Al Qaseer, explains

The 100-year-
old Najd Al 
Meqsar Village

We have been 
revolutionising 
our region’s 
eco-hospitality 
landscape with a 
myriad of projects”

“

The Serai Wing 
at Bait Khalid 
Bin Ibrahim

DID YOU KNOW?

The Arabian Gulf’s first airport was built in 
Sharjah and welcomed its first aircraft in 1932. 
Today, known as the Sharjah International 
Airport, it is one of the busiest airports in the 
Arab World. The next time you take a flight to 
Sharjah, remember you will soon be landing on 
turf that has played a formative role in shaping 
the region’s travel and tourism landscape as we 
see it today.
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Fahd Hamidaddin, CEO and Member of the Board, 
Saudi Tourism Authority (STA), explains the importance 

of tourism to the kingdom’s future economic growth

Q: For those unfamiliar with Vision 2030, please explain Saudi 
Arabia’s ‘grand plan’ for tourism.
To put it simply, Vision 2030 has identified tourism as a key 
long-term growth-driver for the Saudi economy. Tourism 
creates new jobs and drives economic activity, enhances our 
quality of life and promotes cultural exchange and under-
standing. To deliver on the Vision 2030 mandate, Saudi Arabia 
aims to attract 100 million visitors across all categories of 
travel, domestic and international, by 2030. 

That requires significant investment in infrastructure, des-

tination development, and training and 
awareness, which is already under way.

I’m delighted to say that our efforts, 
and the efforts of the entire Saudi gov-
ernment from the most senior levels, is 
generating results. 

Saudi tourism emerged strongly from 
the COVID-19 pandemic and is, accord-
ing to UNWTO data, the fastest growing 
tourism destination in the world in terms of 

Hot air balloons fly 
over Mada'in Saleh 
near Al Ula, Saudi 
Arabia

The new 
kingdom

I believe 
that Saudi 
Arabia truly is 
unparalleled”

“

Fahd Hamidaddin

MIDDLE EAST
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TOURISM ARRIVALS 2021 

+12% 
versus 2020

-74% 
versus 2019

TOP 7 MARKETS FOR 
INTERNATIONAL TOURISTS 2021

South Africa 2.3mn
Tanzania 900,000
Ethiopia 500,000
Reunion 300,000 
Eswatini 200,000 

Seychelles 200,000 

Mauritius 200,000 

AIRLINE SECTOR 2021 

65.2%
international traffic decline  

versus 2019

AIRLINE SECTOR OUTLOOK
Passenger numbers to/from/within 

Africa will reach 

76%
of 2019 levels in 2022, surpassing 
pre-crisis levels in 2025 (101%).

Africa

SPOTLIGHT ON…

SOUTH AFRICA 
Tourism arrivals from January to May 2022 
increased 480% year on year, while tourist 
accommodation income in May improved 

61.6% compared to May 2021.

TOURISM ARRIVALS 2021 

+12% 
versus 2020

-74% 
versus 2019

TOP 7 MARKETS FOR 
INTERNATIONAL TOURISTS 2021

South Africa 2.3mn
Tanzania 900,000
Ethiopia 500,000
Reunion 300,000 
Eswatini 200,000 

Seychelles 200,000 

Mauritius 200,000 

AIRLINE SECTOR 2021 

65.2%
international traffic decline  

versus 2019

AIRLINE SECTOR OUTLOOK
Passenger numbers to/from/within 

Africa will reach 

76%
of 2019 levels in 2022, surpassing 
pre-crisis levels in 2025 (101%).

Sources: UNWTO, IATA, Statistics South Africa

RESPONSIBLE TOURISM
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RESPONSIBLE TOURISM

T   he Cape Town Declaration on Responsible Tourism 
in Destinations is now 20 years old. It emerged from 
a side event to the World Summit on Sustainable 

Development staged in 2002. The 1996 South African 
post-apartheid tourism strategy, still current, has Respon-
sible Tourism at its core and work with the Association of 
Independent Tour Operators (AITO) in the UK outbound 
industry had identified Responsible Tourism as an approach 
to which businesses could commit.

Recognising that the important issues vary depending on 
the location, we focused on the destinations where tour-
ists, local communities, and tourism businesses interact, 
managed primarily by local government, protected area and 
cultural and religious site managers. 

By 2002, it was already evident that sustainability and 
sustainable development are intrinsically difficult concepts to 
define. In 1987, the United Nations Brundtland Commission 
defined sustainability as "meeting the needs of the present 
without compromising the ability of future generations to 
meet their own needs". The problem is that we rarely think 
about the needs of future generations, and if we do, we 
assume that there will be a magical technical fix, failing to 
recognise that our world is finite. 

The impetus behind the Cape Town Declaration was as 
relevant in 2002 as it is today. The future is what we make 
it. Only by taking responsibility today will we ensure that our 
children can meet their own needs. Responsibility drives 

sustainability. Some businesses and destinations have 
demonstrably taken responsibility and moved towards sus-
tainability. Each year since 2004, the Responsible Tourism 
Awards have been presented at WTM London. The awards 
recognise businesses and destinations that have developed 
tried and tested solutions that are worthy of replication.

These will be made more accessible through the Plat-
form for Change on the Responsible Tourism Partnership 
website. There are now regional awards: Africa, India, Latin 
America, and a residual Rest of the World category. 

The regional Gold winners enter the Global Awards pre-
sented at WTM London, now in its second year. 

WTM London adopted the Cape Town Declaration 
definition of Responsible Tourism in 2007 when it launched 
Responsible Tourism Day. The programme of presentations, 
panels and interviews has since grown and spread to WTM 
Africa and WTM Latin America. The London show is now 
recognised as the world's largest responsible tourism event. 
There is an international network of responsible tourism 
centres (IRTCs) with a presence in 15 countries – advocacy, 
research, training, campaigning and encouraging south-

south exchange. The Secretary General of the UN, António 
Guterres, argued in February last year that "with leadership, 
determination and commitment to future generations, I am 
convinced we can provide a healthy planet for all humanity to 
not just survive, but to thrive". 

We need to take responsibility and make the changes we 
know are necessary to reduce greenhouse gas emissions, 
counter climate change, prevent plastic waste from polluting 
our environment, counter biodiversity extinction and ensure 
that tourism is inclusive, benefits local communities and 
improves livelihoods. In short, ensuring that tourism en-
hances the liveability of a destination while making it a more 
appealing place to visit, in that order. Great places to live are 
ultimately great places to visit. 

The trend towards delaying the implementation of chang-
es designed to make our industry more sustainable leaves 
us facing increasingly complex challenges year on year. The 
longer we delay the more expensive, complex and disrup-
tive the remedies will be. As US president Joe Biden pointed 
out at COP26, we are currently living in a critical decade. 
We must not delay longer. We are running out of time.  

It is important that we recognise those companies and 
destinations spearheading responsible tourism through the 
Platform for Change. In the global and regional awards cat-
egories, we recognise businesses and destinations whose 
initiatives are making a real difference. 

We also recognise those entrants whose ideas and initia-
tives have not yet been sufficiently tried and tested but are 
declared ‘ones to watch’. The judges hope that we shall see 
them again in a year or two.

Twenty years on, it is time to update the Cape Town Dec-
laration. The first step toward this was the signing of a new 
Charter on Responsible Tourism on November 6, 2022 at 
Magna Carta Island, where we understand that King John 
signed the Magna Carta in 1215. The charter addresses 
travel to the destination for the first time, and the major 
issues: greenhouse gasses, plastic pollution, biodiversity 
extinction and inclusion. 

Our ambition is to publish a compliance report recognising 
those who have taken responsibility for driving change and 
can demonstrate positive impact and with solutions worthy 
of replication. Our industry too often slips into greenwash-
ing. We are good at creating labels intended to convince 
clients and partners that we are doing good. 

Each year we plan here to report on those with data to 
demonstrate that they are making tourism better. 

The rise 
and rise of 
responsible 
tourism
The global travel industry has a vital role to play in
promoting sustainability through responsible tourism,  
writes WTM Responsible Tourism Advisor Harold Goodwin  

More destinations 
and tourism opera-
tors are embracing 
sustainability

Read more 
www.responsibletourismpartnership.org

The WTM London Yearbook 2023 is a collectors’ 
publication dedicated to documenting the development 
and evolution of the global travel and tourism sector. 

This official WTM London book supports the high-profile 
event and its major stakeholders, reporting on key 
figureheads, destinations and businesses that shape the 
sector’s future.

With World Travel Market London also widely 
recognised for driving the international responsible 
tourism agenda, the WTM London Yearbook 2023 is 
bolstering these efforts by introducing the travel and 
tourism industry’s first annual Responsible Tourism 
Compliance Report, recognising those who have taken 
responsibility for driving change, demonstrating positive 
impact with solutions worthy of replication.

The WTM London Yearbook 2023 will be produced 
in high-quality on recycled paper and distributed 
during WTM London 2023. The digital edition, which 
is enhanced with interactive content, will be circulated 
to the global industry to ensure maximum audience 
engagement.

The first and only yearbook 
for the global travel sector 
In print and online
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The WTM London Yearbook 2023 documents the tourism 
progress, achievements and milestones of key countries and 
destinations around the world by region, supported by data 
and eye-catching infographics illustrating performance figures 
and noteworthy statistics. 

It includes exclusive interviews with tourism leaders and 
other stakeholders involved in destination development, from 
airlines and hotels to investment bodies and developers.

Major tourism projects and initiatives of note, new and 
upcoming infrastructure developments, industry innovations, 
as well as tourism strategies and new niche market 
approaches are highlighted in each country report. 

Given the ongoing challenges the industry faces as it recovers 
from the pandemic fallout, destination recovery strategies will 
also be showcased. 

A global overview of industry 
milestones and achievements

Engaged and targeted

Content will also include:

• Profiles of sector figureheads 

• Opinion pieces from industry 
bodies and leaders

• A timeline of key show and 
sector events from 2022 to 2023

• Responsible tourism trailblazers

• Effective tourism recovery 
strategies

• Insightful data and statistics

• Innovation in travel and tourism

• Top industry trends

• Destination features

Tourism pioneers championed
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A champion of responsible 
tourism best practice

The first annual Responsible Tourism Compliance Report 
profiles the top 10 countries, destinations and travel 
and tourism entities pioneering robust responsible 
tourism agendas, outlining their strategies, challenges and 
opportunities, and progress. 

It considers their partnerships and collaborations with key 
industry stakeholders, resulting in a holistic and successful 
approach to responsible tourism.

With case studies of responsible tourism best practice 
highlighted, the responsible tourism top 10 provides 
a benchmark for other countries, destinations and travel 
and tourism entities and inspires the industry to commit to 
strategies and initiatives that deliver meaningful change 
for people and planet.

Video interviews with 
responsible tourism leaders 
at WTM London 2023

The leaders of destinations and travel and 
tourism entities featured in the compliance 
report will be interviewed at WTM London 
2023. These exclusive video interviews will 
be embedded in the digital version of the 
publication.
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The 2023 
yearbook 

will introduce 
the industry's 

first Annual 
Responsible 

Tourism 
Compliance 

Report
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Distribution

PRINT

The print publication will be:
• Limited to a print-run of 40,000 to retain 

exclusivity

• Sent by post to VIP Hosted Buyers and 
Buyers' Club members two weeks prior to 
the show

• Available in the Buyers' Club Lounge, at the 
International Media Centre and in all VIP 
hospitality areas 

• Delivered to every exhibition stand

• Available at all show entry points

ONLINE

The interactive digital publication will be:
• Available to view or download on the official 

WTM London website before, during and 
after the show and throughout 2023

• Promoted on the WTM website

• Promoted via social media before, during 
and after the event

ADDITIONAL AUDIENCE ENGAGEMENT

• WTM London has more than 136,000 
social media followers across Twitter, 
Instagram, Facebook and LinkedIn. 
This growing online audience will have 
access to the digital edition, available 
on the WTM London web portal 

Facebook-Square
Facebook
88K

instagram
Instagram
21K
linkedin
LinkedIn
15.188K

twitter
Twitter
90.4K

book
Print run
40,000

desktop-alt TABLET-ALT mobile-android-alt
Digital distribution
300,000

40 Years of 
WTM London
will reach the 

industry’s major 
decision makers

WTM London 
2023 Yearbook

will reach the 
industry’s major 
decision makers
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Advertising Rates & 
Specifications

Double Page Spread  £17,950

Full Page £12,950

Inside Front Cover DPS £19,950

Inside Back Cover £15,450

Outside Back Cover £22,450

● ARTWORK

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

● SINGLE PAGE

Bleed size: 206 x 261mm 

Trimmed size: 200 x 255mm 
(3mm bleed: top, bottom and for edge) 

Non-bleed/Safety: 176 x 235mm 

● DOUBLE PAGE SPREAD (DPS)

Bleed size: 406 x 261mm 

Trimmed size: 400 x 255mm 
(3mm bleed: top, bottom and for edge) 

Non-bleed/Safety: 376 x 235mm 

● DEADLINES

Space reservation: 10/10/2023
Artwork deadline: 05/10/2023

Trim (actual page size)
Non bleed/safety

Bleed (3mm all round)
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 ● Special packages and rates available to 
supporters of the ATM Yearbook 2023 and the 
WTM London Yearbook 2023. Don’t miss this 
exclusive and limited opportunity, with early bird 
discounts available.

AN OFFICIAL ARABIAN TRAVEL MARKET PUBLICATION

yearbook
ATM

2023 20 
23



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. GT Media ME Ltd also publishes the successful 
Arabic-language consumer luxury lifestyle title, Ain Almusafer.
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Envelope  kalgaay@gtmediame.com
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