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TOURISM EXPLORER

Dear colleagues
and partners!

We are delighted to share with you the third issue of
Tourism Explorer magazine. The strong interest and
valuable feedback we received on our first two editions
have further strengthened our mission to produce
reliable, B2B-oriented content that captures the pulse of
the tourism industry.

As HelloOtel TurboMarketing, our primary goal is to
enhance knowledge sharing and professional interaction
within the tourism industry, bringing sector stakeholders
together under one roof. In line with this vision, we
supported the istanbul (ITF) and Antalya (ATF) tourism
fairs. We were proud to represent Turkiye's tourism
potential on a global level at these events. Both fairs were
not only platforms where new business connections were
established, but also inspiring meeting points where
future tourism trends were discussed.

Another important milestone was the launch of the
HelloOtel Guest Assistant Bot. This intelligent system
accelerates the digital transformation of hotels by
simplifying guest communication. Powered by artificial
intelligence, it enhances operational efficiency for hotels
and travel agencies while offering guests a faster and
more personalized service experience.

In addition, within the scope of HelloOtel's expansion

in Egypt, new hotels have joined our system. This
development not only strengthened regional partner-
ships but also increased the visibility of Turkish tourism
not only in the Mediterranean but also along the Red Sea
coast. Today, HelloOtel is far more than a platform - it is
a growing international ecosystem that leads knowledge
sharing and sustainable tourism.

In this new issue, we are also presenting a special

section on the role of women in tourism. This feature,
which brings together the experiences, visions, and
future perspectives of strong women from different areas
of the industry, once again reminds us that tourism is not
merely about numbers but a field shaped by emotions,
people, and values.

We believe that this knowledge ecosystem evolving
under the HelloOtel umbrella will continue to contribute
to a more connected, innovative, and resilient tourism
landscape. In 2026, we will continue to grow and further
strengthen our infrastructure. We hope that the inspiring
content of this new issue will open the door to new
collaborations and creative ideas.

Yours sincerely,
Sabir Mizam
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Jloporue kosneru
U rapTHePbI!

Mei padsl npedcmasume eam mpemudi 8bINyCK HYPHANA
«Tourism Explorer». iHmepec u om3bi86l 0 NepebIX 8bINYCKAX
HCYPHAAQA YKPENUAU HAWY MUCCUI0 NO CO30QHUI0 HAO0EXHO20
B2B-koHmMeHmMa, ompaxcarowez2o nyasc UHOycmpuu mypu3ma.

OcHosHas yenw HelloOtel - pazsusame npogeccuoHanbHOe
g3aumodelicmeue U 06MeH 3HaQHUAMU 8 MypuCmu4eckom
cekmope, 06beOUHAS KNH0YEeBbIX U2POKO8. B pamkax 3mo20 Mbl
€ 20pdocmeto npedcmasuau nomeHyuaa mypusma Typyuu

Ha mupogom yposHe, noddepxcae Cmambyneckyto (ITF) u
AHmanultickyro (ATF) mypucmuyeckue 8biCmasKu.

Amu cobbimus cmaau He Mo/bKO NAOWAOKaMU 0158 HO8bIX
ceszell, HO U MecmoMm, 20e popmupyemcs bydyujee ompacau.

Ewe odHoU sexoli cman 3anyck 6oma HelloOtel Guest
Assistant. 3ma cucmema Ha 6a3e VW yckopsiem yugposyro
mpaHcpopmayuro omesnel, ynpowjas obujeHue ¢ 20cmamu
U noswbiwas 3ppekmusHocme pabomei.

B pamkax pacwupeHus HelloOtel @ Eaunme k Hawedl
cucmeme NnpucoedUHUAUCL HO8ble omeau. 3mo yKpenuso
pe2UOHAAbLHOE NAPMHEPCMBO U N08bICUAO Y3HABAEMOCMb
mypu3sma Typyuu He mosneko Ha Cpedu3emMHOMOpbe, HO U

Ha nobepexcee KpacHoz2o Mops. Cezo0Hs HelloOtel - amo
pacmyuwas MexcoyHapooHas IKocucmema, audep e obaacmu
06MeHQa 3HAHUAMU.

B 3mom sbinycke Ml makdce npedcmaensiem cneypybpuky
0 PO/IU HeHWUH 8 mypu3sme. Onelm U 83241506l 1UAEPOR
UHOYCMPUU HANOMUHGAKM, YMO Mypu3M - 3Mo He MO/IbKO
Yugpsl, HO U 1HOOU, IMOYUU U YeHHOCMU.

Mel eepum, Ymo Hawa 3kocucmema 3HaHUl 6ydem
cnocobcmeosame pazeumuro 6osee C8A3GHHOZ0,
UHHOBAYUOHHO20 U ycmoU4yugo20 mypu3ma.

B 2026 200y Mbl np000AXUM pacmu, yKpenasas Hawy
UHPpacmpykmypy. Hadeemcs, Mamepuasisl 3mMo20 8bINYCKa
OMKPOOM HOBbIE BO3MONHOCMU 011 COMPYOHUYeCmaa.

C Hauay4ywumMu noxenaHuamu,
Cabup Mu3zam

TOURISM EXPLORER



Turkish Coffee
Registeredasa
“Traditional Speciality
Guaranteed”
Productinthe EU

Turkish coffee has become the first product from
Turkiye to be included in the European Union’s list
of Traditional Specialities Guaranteed (TSG).

Official EU Recognition for Turkish Coffee

Turkish coffee has achieved a historic milestone by
being officially registered in the European Union’s
Traditional Specialities Guaranteed (TSG) system -
marking a first for Turkiye. Following the application
submitted by the Union of Chambers and Commodity
Exchanges of Turkiye (TOBB), the decision was
published in the Official Journal of the

European Union, granting full protection to

Turkish coffee under EU law.

What Is TSG?

The TSG scheme protects not the geographical
origin of a product, but rather its traditional
production method and authentic character.

This registration safeguards the uniqueness of a
specific recipe or technique. Products holding TSG
status can carry the “Traditional Speciality
Guaranteed” logo across Europe, provided they are
made according to the officially recognized method.

A First for Turkiye

Until now, Turkiye had registered several products

in the EU under the Geographical Indication (Gl)
category. However, Turkish coffee is the first Turkish
product to earn the Traditional Speciality Guaranteed
(TSG) designation. This distinction represents the formal
recognition of Turkiye's culinary heritage at the EU level.

Official Registration Details

According to the EU Official Journal, Decision No.
C/2025/5912 confirms that the registration of Turkish
coffee was approved by the European Commission.
The listing appears in the EU’'s eAmbrosia database
under the name “Turkish Coffee / Turk Kahvesi",
marking a significant step in preserving

Turkiye's traditional production methods

within the European framework.
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Typenrmii kode
3aperucrpupoBaH B (. Kak
IIPOAYKT C MAPKUPOBKON
Iraditional Speciality
Guaranteed»

Typeykuii kogpe cman nepeeiM mypeykum npodyKkmom,
noayyuewum e EC cmamyc TSG

Typeykuii koge 3aeoeean 3Hak omauvus EC

Typeykuli Koge cosepwiun NPopsis, CMas nepseiM Mypeyxkum
NpodyKmMom, eKAHYeHHbIM 8 peecmp « apaHMUpPo8aHHOU
mpaduyuoHHol cheyuanusayuu» (TSG) Esponelicko2o
cor3a. Xodamaticmeo o pecucmpayuu nodasn Coro3 nanam
u moeapHsix 6upxc Typyuu (TOBB), u nocie nyébaukayuu
peweHus 8 opuyuansHoMm secmruke EC y mypeykozo koge
noAsuUACA PUOUYECKU 3aWUUeHHbIT cmamyc 8 CMPAaHax
Espocorosa.

B uem ocobeHHOCM®b TSG?

B omau4ue om dpyaux mapkuposok EC, TSG 3aujuwyaem He
MeCcmo npoucxoxdeHus npodykma, a e20 mpaduyUoOHHbIEe
npou3eodcmeeHHbIe NPOYECChl U aymeHmu4yHele Ka4ecmeaa.
bnazodaps smoli pecucmpayuu obecneyusaemcsi npagosas
OXPAHQ YHUKAALHOCMU NPpUMEHAEeMOo20 peyenma uau Memodod.
Mpodykyus, noay4uswas cmamyc TSG, noay4yaem npago

HQO UCNO0/1b3080HUE COOMBEMCMBYHU{e20 1020Muna Ha
eduHoM esponelickoM pbiHKe, ec/iu ee U320mos/eHue Cmpozo
coomeemcmayem 3ape2ucmpuposaHHol mpaduyuoHHoU
Memoouke.

Ucmopuueckoe docmudceHue Typyuu

Ao cux nop Typyus pecucmpupoeana 8 EC Hecko/16Kko
npodykmoe 8 kamezopuu «leozpagpuyeckoe ykasaHue»

(Gl). O0Hako mypeykuli Kope cmasn nepasiM NPOAYKMOoM,
noayduswumM cmamyc «[apaHmMuUpPoB8aHHAS MPAOUYUOHHAS
cneyuanuzayus» (TSG). Smo docmuieHue o3Ha4yaem
opuyuanLHOE NPU3HAHUE KyAUHAPHO20 Hacaedus Typyuu Ha
yposHe Esponelickozo coro3a.

OduyuaneHas pecucmpayus

Esponelickas komuccus opuyuansHo ymeepouna
peaucmpayuro mypeykozo Koge, o 4em caudemenscmeyem
peweHue 30 Homepom C/2025/5912, onybaukosaHHoe 8
O¢uyuansHom xypHane EC. HaumeHosaHue «Turkish Cof-
fee / Tiirk Kahvesi» 6b110 sknto4eHo 8 peecmp eAmbrosia,
ymo npedcmaensgem coboli 3HaYyUMoe cobsimue Ha nymu
COXpaHeHUs MPadUYUOHHbIX MypeyKkux mexHoa02ull

8 pamkax esponelicko2o 30KOHOOamensLCcmea.

Istanbul’s New

Global Title:
Europe’s Most
Desirable City

In 2025, as global travel trends continue to evolve,
istanbul has been named Europe’s “Most Desirable City”
by the Wanderlust Reader Travel Awards, redefining its
place on the international tourism map. The city bridges
the cultural flow of the past with the modern rhythm of
the present, reframing what a travel experience can be.

The New Rhythm of the City

Chosen by Wanderlust's global readership, this award
reflects istanbul’s transformation beyond being a classic
tourist destination into a multilayered urban experience.
Throughout 2025, the surge in cultural and artistic events,
the diversification of the gastronomy scene, and the city's
evolving urban texture have turned istanbul into not just
a place to visit, but a place to live and feel.

The Flow of Culture

Cultural dynamism plays a defining role in istanbul's rise.
A vibrant calendar of festivals now spans nearly the entire
year, while contemporary art venues enter into dialogue
with historical sites, reviving the city's memory through a
new aesthetic language.

The Power of Gastronomy

The city’s culinary landscape has become a global
attraction point, shaped by a rapidly diversifying food
culture. An innovative approach rooted in local producers
now aligns with emerging segments of experience-driven
tourism, enhancing visitor motivation and emotional
connection. istanbul’s cuisine has evolved beyond taste -
it has become a way of storytelling and building bonds.

A Transformed Visitor Experience
istanbul’s accessibility continues to expand through
enhanced air connections, revitalized urban spaces,

and digital promotion strategies. The city now offers an
infrastructure versatile enough to meet the expectations
of experience-oriented travelers. This transformation is
turning istanbul from a “city to visit” into

a “city with a story to tell.”

(CraMOyJI1 IOy U1
[MPU3HAHNE KaK CaMbIii
[PUBJICKATEIbHDIN
ropoy, KBporibl

B 2025 200y, Ha ¢poHe npodomxcaroujelica mpaHcpopmayuu
Mupogo2o mypusma, Cmambyn ydocmouacs mumyna «Camoll
npusnekamensHsili 20pod Egponsi» om npemuu Wanderlust
Reader Travel Awards, Ymo KapOUHaALHO 06HOBU/O €20 06pa3
8 2/1030X Mex OyHAPOOHbLIX NymeliecmeeHHUKO8.

Hoeslii pumm 20poda

Mpuceoue Cmambyny smy Hazpady, 2106aA6HAS Ayoumopus
Wanderlust npusHana e2o 380/104U 0M MPAOUYUOHHO20
Mmypucmu4ecko20 Mapwpyma K C/I0¥HOMY, MHO202PAHHOMY
npocmpaHcmey. Bece 2025 200 akmusHoe pazsumue
KyA6mypHOU U 2aCMpOHOMUYECKOU HCU3HU, O MaKie
npeobpazoeaHue 20p00ckol cpedel popmMuUpo8anU 06pa3
Cmaméyna He Kak 06bekma 045 0CMOMpa, d KaK Mecma, 20e
MOXCHO OU{ymUumb NOOAUHHYHO HCU3HSb.

Kynemypxas ouHamuka

3Ha4umensHslIl 8K1A0 8 NOBLIWEHUE NPUBAeKaMeNbHOCMU
Cmambyna 8Hocum e20 Ky/semypHoe paseumue.

lMaomHelli epaguk pecmusanbHeix Meponpuamud,
3aHUMarOWUl 60/16WYH0 YaCMb 2000, O MAKXE Meop4eckoe
83aumodelicmeue co8peMeHHbIX 8bICMABOYHbIX NAOUJATOK C
06bekKmamu ucCmopu4ecko20 Hacneous, KOmopoe oxuensem
20POOCKYH0 NAMAMb NOCPEOCMBOM HOBbIX XYOOHECMBEHHbIX
@popm, cnocobcmsyrom nepesanycky umudxca Cmaméysa e
cucmeme mypucmu4eckux Mapuwpymoes pasu4Ho20 yposHS.

FacmpoHomus - cuna npumsaxeHus

KyxHs Cmaméyna cmana MazHUMOoM MUpPO8020 ypoeHs 61a200aps
cgoemy BbICMpPOMY pa38UMUK U pa3HO06pasur. Cmpameaus,
6a3upyroUascs Ha compyoHUYecmee C 0KAAbHbIMU
npou3eooumensMu, UHMezpupyemcs e popmupyrouuecs
HUWU UMMepCUBHO20 Mypu3mMa, Ymo noesiLiaem cmeneHs
80e/1e4YeHHOCMU U 105/1bHOCMU hocemumeneli 20poda. Tenepe
MEeCMHQas KyXHsl - 3Mo He npocmo eKyc, a UHCMpyMeHm 015
co3daHus ucmopuli u ykpenneHus cesiel.

TpaHcPpopmayus mypucmuyeckozo oneima

IMosbiweHue docmynHocmu Cmambyna obecneyusaemcs

30 cyem pacuwiupeHUs a8UACO0BU4eHUS, peHosayuu
o0bujecmeeHHsIX NPOCMPAHCME8 U 3PPekmuBHbIX LUDPOBLIX
MapKemuH208bIx cmpameaull. JaHHAA mpaHcpopmayus
MeHsem e20 CMmamyc ¢ «must-see» Ha cmamyc «20poda ¢
ucmopueli 048 nozpyHeHUs».
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Europe’s

Sweetest and Most
Underrated
Christmas Markets

New Trend: “Hidden Christmas Gems”

The showcase of Christmas tourism is no longer
limited to the streets of Strasbourg or the grand
squares of Vienna. A new trend is emerging across
Europe: small towns, historic villages, and local
artisans are giving rise to boutique Christmas
markets. In the 2025 season, travelers who design
their itineraries around romance, authenticity, and
local flavors are turning their gaze toward these
intimate winter destinations.

Hallstatt, Austria

“Like a Scene from a Postcard”

Nestled between the Austrian Alps and

a tranquil lakeshore, Hallstatt transforms into a
snow-covered fairytale this time of year.

Its Christmas market may be small, but its charm
is immense handmade bell ornaments, mountain
jams, and the aroma of hot punsch fill the air as
pastel-colored houses glisten under fresh snow.
When to visit: November 30 - December 24

Tip: A morning walk along the lake through the
mist to the market offers an unforgettable photo
opportunity.

Tallinn, Estonia

“Medieval Spirit, Northern Sparkle”

The UNESCO-listed Old Town of Tallinn hosts one
of the most atmospheric Christmas markets in
the Baltics. Wooden stalls overflow with cinnamon
rolls, amber jewelry, and felt crafts. The long
winter nights here become an advantage - the
street lamps and cathedral lights create a magical
glow against the city's Gothic architecture.

When to visit: November 22 - January 7

Trend note: Rapidly rising in the “cultural experi-
ence tourism” category.

TOURISM EXPLORER

Colmar, France

“The Quiet Hero of the Alsace Fairy Tale”
Strasbourg may get the headlines, but Colmar is
often called the heart of the French Christmas spirit.
Comprising five smaller markets connected through
the city, Colmar feels like a miniature Venice with its
Gothic houses and canals. The scent of pain d'épices
(spiced gingerbread) drifts through the air as a chil-
dren’s choir sings in the square.

When to visit: November 24 - December 29
Highlight: Focused on local producers — you'll find
authentic village bakers instead of chain brands.

Zagreb, Croatia - “The Adriatic Festival of Lights”
In recent years, Zagreb has consistently ranked
among Europe’s best Christmas markets. The city
center sparkles with dancing tunnels of light, an
ice-skating rink, and a cozy winter village atmosphere
filled with mulled wine. Here, melodies from the old
Yugoslav era blend with a modern New Year's spirit.
When to visit: November 30 - January 7

Trend note: Balkan destinations are standing out with
affordable “winter city break” options.

Bruges, Belgium - “The Capital of Chocolate”

Set along the canals, Bruges' Christmas market is
wrapped in the scent of cocoa. Local chocolatiers,
waffle stands, and truffle vendors turn the city into a
little world of flavors. Horse-drawn carriages, street
performers, and bronze lights fill the square - a
perfect setting to feel the true spirit of Christmas.
When to visit: November 22 - January 5

Highlight: A new example of “slow luxury,” blending
gastronomy and experience tourism.

The travel industry now calls this shift the “era of
emotional destinations.” Today's travelers are not
just chasing dazzling decorations, but also a place’s
memory, warmth, and human stories. Perhaps that's
why the sweetest Christmas markets in Europe still
hide in a small square, a child’s laughter, the chime
of a handmade bell, or the steam rising from a cup of
mulled wine.

PosxnecrBenckue
ApMapku EBporibr:
ouapoBaHue 6e3
JIMIITHE CyeThI

Hoeslii mpeHo:

“Heu3eeddaHHbIe poxcdecmeeHcKUe mapwpymsl”

LleHmp npumsceHus poxcoecmeeHcKUx nymewecmeudi
cMewaemcs € packpy4yeHHsIX Mapwpymos. Hoeslli mpeHo 8
Espone - 3mo 6ymukoasle poxcdecmeeHckue apmapku. OHU
poxoaromcs 800U 0OM MOAN Mypucmos, 8 UCMOPUYECKUX
20pookax, 20e UCMopuUto U Mazuto NPA3oHUKa co30arom
camu xcumenu. B 2025 200y 8 yeHe 6ydem aymeHmMU4YHOCMb:
nymewecmeeHHUKU, Haxoyujue Hacmosauwe2o
poxdecmaeHcko20 dyxa, omnpassmcs UMEHHO Ct0da.

Xanswmamm, Aecmpus - 3UMHAA CKA3Kd Hasey
PacnonoxceHHslIl MexOy cknoHamu Aecmpulickux

Anbn u hobepexiceem 03epa, 20p00 Xanswmamm 8

3UMHUU nepuod npuobpemaem 0Cobyro 3cMemuyeckyr
npuesekamenbHocmMe. MecmHas poxcoecmeeHcKas ApMapKa,
OMAUYaUaACS KOMNAOKMHbLIMU pa3Mepamu, KoMneHcupyem
amom napamemp uckaroyumensHol ammocgepod.
ApxumekmypHeili QHCaOM6/16 8 NACMENbHbIX MOHAX,
KOHMpacmupys ¢ Ce30HHbIM CHEXCHbIM NOKPOBOM, C030aém
e0UHYH JHUBONUCHYH KOMNO3UYUHO.

Koz0a noexame: ¢ 30 Hos6psA no 24 dekabpA.

Jlalipxak: udeansHele KaOPsI MOXCHO COe1aMb Ha pacceeme,
npolioace no 3amymaHeHHoU HabepexcHol Kk mecmy
APMApPKU.

TannuH, 3¢cMoHuUA - dymeHmMu4Hoe

Poxcdecmeo e cpedHeseK08bix deKopayuax
Yicmopuyeckul yeHmp TannuHa, 06vekm BcemupHozo
Hacnedus FOHECKO, npednazaem 20cmaM YHUKGALHYO
PO#OECMBeHCKYH APMApPKy C Henogmopumol ammocgepod.
Ee npunaeku, HaANo/NHeHHsle peMecneHHbIMU U30enuamu u
3CMOHCKUMU C1A00CMAMU, NepeHoCcAam 8 npowinoe. A paHHuUe
CyMepKU AUUb NOOYEPKUBAOM MA2UK NPOUCX00AWE20,
K020a npu ceeme poHapeli 2omuyeckas apxumekmypa
20poda npedcmaem 8 COMOM MAUHCMBEHHOM U
gesu4ecmeeHHoM gude. Ko20a hoexame: ApMapPKa OMKpeIma
€ 22 Hos6ps no 7 AH8aps.

B 4yem yHUKaGI6HOCM®b: HANPOBAEHUE 0eMOHCMpuUpyem
OKMUBHbILU pocm cnpoca 8 ceameHme Ky/abmypHo-
OpUEHMUPOBAHHO20 MypuU3Ma.

Konomap, dpanyusa - UcmuHHas dywa 3ae3aca
Ocmasue Cmpacbypay mypucmu4eckyro NonyAsipHOCMe,
Konemap cocpedomoyun e cebe aymeHmuYHell Oyx
3/1630CCK020 Poxcdecmea. ApxumeKkmypHbil 061Uk
20p00da ¢ 20muyeckuMuU $acadamu U cemero KAHAN08
co30aém owjyweHue MuHUamM0pHoUl BeHeyuu, a naime
memMamuyYeckux pbIHKo8, 06e0UHEHHbIX NeWexX00HbIMU
Mapwpymamu, obpasyrom eouHoe npa3dHUYHoe
npocmpaHcmeo. Ammocgepy sonwebcmea 0onoaHAM
38yKU 0emcko20 Xopa ¢ yeHmMpansHol naowaou u
pacnpocmpaHaUulica noecrody apoMam mpaduyuoHHO20
npsAHUYHO20 xne6a pain d'épices.

Ko2da noexame: ¢ 24 Hos6psa no 29 dekabps.

Ha 3amemky: @ npuopumeme - 10Ka/1bHbIe NPOOYKMbI.
3abydeme o cemesbix 6peHOaxX: 8aC #Oym YHUKG/bHbIE
yeowjeHus om depeseHckux nekapell.

3azpeb, Xopeamus - adpuamuyeckas CUM@poHUs ceema
Y>#e Heckos1bKo s1em noodpsi0 Xopeamckas CMoauya
YB8EPEHHO COXPaHAem Mecmo 8 CNUCKe CambixX
8nNeYaMAAIOUUX pOXOeCmB8eHCKUX HanpaeneHul

Egponel. icmopuydeckuli yeHmp npeobpaxcaemcs:
ceemossie UHCMAAAAYUU, KOIMOK U YHOMHble NO8U/NLOHSI

C 21IUHMBEUHOM €030a0M HOCMOAWYH 3UMHIOI CKO3KY.
YHuKanbHeIl wapm mecmy npudaem 2apMOHUYHOE
coYemaHue HoCManb2U4eckKUx Meanoouli npow 1020 8eKa ¢
3Hepaueli cospeMeHH020 NPa3o0HUKA.

Kozoa noexame: ¢ 30 HoA6ps no 7 AH8APS.

Ha 3amemky: UMeHHO 8 6aAKAHCKUX CMPAHAx MOXCHO Halimu
camble 8b1200Hbl€ NPEON0NEHUS 0151 KOPOMKO20 3UMHE20
nymeuwecmsus.

bprozze, benvausa -"wioKkonadHas cmonuya”

benwaulickuli bpto22e, packuHy8UWUUCA HO HUBONUCHbIX
KaHanax, 8 poxdecmseHckuli nepuod bykeasnbHO NPONUMaH
apoMamom wokoAada U Npa3oHUKA. YHUKAbHbIE 108KU
MeCmHbIX WOKO0AaMbe, ylomHele 8agesbHble U mprogesbHele
/1a8KuU co30ar0m 30eck 0CobYH 20CMPOHOMUYECKYH
ammocegepy. PoxcdecmseHckuli dyx 30ecs owywaemcs 8
Kaxc0oM 3/1emeHme: 8 MEpPHOM L{OKOMe KONbIM KOHHbIX
aKunaxcel, 8bICMYNAGHUSAX YAUYHbLIX QPMUCMO8 U MEN/IOM
ceeyeHUU 6pOH308bIX POHapel, 03apAWUX UCMOopUYecKue
naowaou.

Kozda noexame: ¢ 22 HoA6ps no 5 AHeaps.

B uyem yHUKaneHOCMb: bpro2ze npednazaem U3bICKaOHHbIU
popmam «medneHHOU PoCKOWU» - 20pPMOHUYHOE COYemaHue
8bICOKOU 20CMPOHOMUU U HEMOPONAUBO20, 2/1Y60K020
nozpyxeHus 8 ammocgepy 20poda.

B uHdycmpuu mypu3ma 3my meHOeH{uo Ha3bi8aom «3poli
3IMOYUOHALHO20 Mypu3mar. Ce200HA nymeuwecmeeHHUKU
ulyym He mosibko pocKouiHele dekopayuu, Ho U

NOO/IUHHbIE IMOYUU, Men/ibie 80CNOMUHAHUS U XU8ble
ucmopuu. Moxcem 6bims, N03MOMy HACMOAWOA MA2Us
Poxcdecmea xueém 8 Masnom - 8 yromHol naowaou, 380He
K0/10K0/IbYUKQA, OemcKoM cMexe U apoMamHol Yauike
2/IUHmMeeliHa.

TOURISM EXPLORER 9
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ITF&ATF
2025:

Tiirkiye’s Tourism Vision Debated in Istanbul,
Its Future Shaped in Antalya

bynymiee Typusma: Cramoy - crpaTerus,
AHrasibs - peanmnsalys

The year 2025 was not an
ordinary calendar year for
Turkish tourism; it became a
true turning point. istanbul
served as a network where
ideas shaping the industry’s
global vision interacted, while
Antalya became the center
where those ideas turned into
strategies and strategies into
real-world action. Both cities
conveyed the same message:

“Turkish tourism is no longer
== defined by competition but by
itS"power to;shape the future.”

!
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2025 200 0213 mypusma Typyuu
cman He NPocMo KasneHOapPHbIM
2000M; OH NOCAYXCUN HAYA/OM
Hoeoli 3pbl. Cmaméyn ebicmynun
Mecmom 019 HemeopKUHaa,

20e e3aumoOdeiicmeosanu udeu,
¢popmupyrowjue 2n06anvHoe
eudeHue UHAycmpuu, 8 mo epems
KaK AHmManes cmana yeHmpom,
20e 3mu udeu npespawjanucs 8
cmpameauu, a cmpameauu - 8
peansHbie delicmeus. 06a 2opoda
mpaHcaupoeanu 00UH U mom e
Macceod:

«Typu3m Typyuu menepb
onpedesisemcs He KOHKypeHyueil,
a ceoeii cunoli popmuposame =
_ﬁyayaee». -
.

As global competition in tourism entered a
new phase in 2025, the international fairs held
in istanbul and Antalya became the strongest
showcases of Turkiye’s sectoral vision.

This year’s events emphasized sustainable
growth, digital transformation, and destination
branding. HelloOtel, one of the official
supporters, took its place at the center of the
partnerships driving the industry forward.

These two major gatherings, bringing
together tourism professionals, investors,
agencies, and global brands, not only reflected
the steady growth of Turkiye's tourism
economy but also opened discussions on the
future of next-generation marketing strategies
and technology-based business models.
HelloOtel's presence was seen not just as
brand representation but as a reflection of an
integrated vision contributing to Turkiye's
tourism exports, B2B networks, and
international business development.

Mockoneky 21060/16HASI KOHKYpeHYUS 8 chepe
mypu3ma ecmynuna 8 Hosyro a3y e 2025 200y,
MeXOyHapOoOHble 86ICMABKU, NPo8edeHHble 8
Cmambyne u AHmMasnbe, CMaau cameIM CUNbHbIM
nokasamesieM ompacaego2o sudeHus Typyuu.
Cobeimus 3mozo 200a coenanu akyeHm Ha
ycmoudusell pocm, yupposyro mpaHcGopMayuro
u bpeHouHz HanpaeneHul. HelloOtel, 00uH u3
0PUYUANLHBIX CNOHCOPO8 Meponpuamud, 3aHsA
c80e Mecmo 8 yeHmpe napmHepcms, 08U20HOU4UX
UHAycmpuro enepeo.

3mu 08a KpynHeix useHmMa, 06veduHUBWUE
npogeccuoHan108 Mypu3Ma, UH8eCmopos,
02eHMcmea u 2/106a/16Hele 6peHdbl, He Mo/LKO
npodeMOoHCMPUPOB8AU CMABUALHbIL pocm
mypucmuyecko20 cekmopa Typyuu, HO U NOAOXUAU
HQAYa/10 0415 dUcKycculi 0 MapKemuH208bIX
cmpameausix byoyu e2o U 0CHOBAHHbIX HA
mexHono02uAx 6usHec-modensx. Mpucymcmeue
HelloOtel socnpuHumanoce He NPocmo Kak
penpeseHmayus 6peHdq, a KOk ompaxceHue
KOMN/IEKCHO20 8UOEHUS, BHOCAWE20 8kA1a0 8
mypucmudeckuti 3kcnopm Typyuu, B2B-Heme8opKuH2
U Mexc0yHapoOdHoe bu3Hec-passumue.
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Istanbul Tourism Fair 2025

Held on September 25-26, 2025 at Yenikapi Eur-
asia Show and Art Center, the istanbul Tourism
Fair became one of the most significant events
shaping Turkiye's tourism strategy. Organized in
cooperation with TURSAB and officially support-
ed by HelloOtel, the fair stood out with its focus
on digital transformation, sustainability, and
strengthening international business networks.

The event brought together approximately
16,500 professional visitors and 314 participating
brands, hosting 450 buyers from 50 different
countries and generating more than 7,500 B2B
meetings. These numbers further reinforced
istanbul’s strategic role in expanding Turkiye's
tourism exports. Throughout the fair, a wide
range of new solutions were introduced, from Al-
based hotel management systems to sustainable
destination strategies and experience-driven
travel models.

More than a promotional platform, the istanbul
Tourism Fair 2025 stood out as a professional
business event where strategic connections were
built, investment decisions were shaped, and
collaborations were formed. It was recognized as
one of the most dynamic organizations redesign-
ing the future of Turkish tourism.

14 TOURISM EXPLORER

lMposederHHasa 25-26 ceHmaAbps 2025 200a 8
BeicmaesoyHom yeHmpe EHukanel Eepasus,
Cmambyeckas mypucmu4eckas 86ICmasKka
€Mana 00HUM U3 CaMbIX 3HOYUMbIX cObbImull,
popmupyrOWUX MypucmuYeckyrto cmpame2uro
Typyuu. Op2aHU308aHHASA NpPU compyoHU4Yecmeae
¢ TURSAB u npu opuyuansHol noddepcke
HelloOtel, seicmaska ebidenunacs coum $pokycom
HO yugposyro mpaHcpopmayuro, ycmoliyusoe
passumue u ykpenseHue MexcoyHapoOoHsIX
des108bIx cemed.

Meponpusamue cobpasno okoso 16 500
npogeccuoHanbHbIX nocemumeneli u 314
ydacmeyroujux bpeHoos, npuHse 450 baliepos u3
50 pasHeix CcMpaH u cmas naou,adkoli 014 6osee
yem 7500 B2B-ecmpey. Imu yuppesl euje 6oasuie
yKpenuau cmpameauyeckyro posas Cmambéyna

8 pacWUpPEeHUU mypucmu4ecko20 3kcnopma
Typyuu. Ha npomsceHuu eceli 8bicmasku 661
npedcmaesieH WUpoKUl cnekmp HO8bIX peweHul
— 0M 0CHOBAHHbLIX HA VW cucmem ynpasneHus
omensamu 0o cmpamezull ycmolvyugo20 pa3gumus
HanpasaeHuli u modeneli nymewecmaud,
OCHOBUHHbIX HO ONbIMe.

Aenasace He npocmo peknamHol naameopmod,
Cmambynsckas mypucmuyeckas eelcmaeka 2025
8bICMYyNUAQ KOK NPOGeCccuoHabHoe des080e
cobeimue, 20e cmpouauCs cmpameauyeckue ces3u,
popmuposanUCe UHBECMUYUOHHbIE peuleHus U
co3daeanuce Koanabopayuu. Ima esicmaeka 6eina
NPU3HAHO 00HUM U3 CaMbIX OUHAMUYHbIX UBEHMO8,
nepenpoekmupyroujux byoywee mypusma Typyuu.

INDUSTRY
LEADERS’ VIEWS

B3IJISbI

JIJIEPOB
OTPACJIU

Miiberra Eresin

President of the-_HoteI
Association of Turkiye (TUROB)

“CONGRESS AND EVENT TOURISM
WILL CONTINUE TO BE TURKIYE'S
HIGH-VALUE STRENGTH.”

“As is well known, MICE tourism is a priority and
indispensable field for our country. With our
full infrastructure and facilities, we consistently
emphasize in every forum that congress and
business tourism represent a highly important
source of revenue for our sector. As the Hotel
Association of Turkiye, we continue our efforts to
revitalize MICE tourism, one of the most
value-generating segments of the industry,
maintaining our faith in its potential just as we
have in the past.

Our goal is to increase the visibility and strength
of congress, meeting, and event tourism on an
international scale. We sincerely believe that
the istanbul Tourism Fair, which brings together
tourism professionals from different countries
and enables new partnerships as well as the
promotion of new products and services,

will play a vital role in revealing the potential

of all areas of tourism and strengthening
relations between nations.

As the Hotel Association of Turkiye, we are
confident that this fair will help build strong
tourism ties among target countries

and increase mutual tourism volume.

We wish success to all stakeholders
contributing to this process.”

MioGeppa Dpecun

MpesuaeHT Accolmauun
otenen Typuuum (TUROB)

“KOHIPECCHO-BbICTABOYHbI/
TYPU3M OCTAHETCS
BbICOKOZOXOAHbIM
MPEVMYLLECTBOM TYPLUN."”

«Kak xopowo uzgecmHo, MICE-mypu3sm
A8/156MCA NPUOPUMEMHbLIM U HE3aMeHUMbIM
HanpaesneHueM 018 Hawel cmpaHel. Vimes
NO/IHYI0 UHGPaACMpPyKmypy u 803MOMHOCMU,

Mbl N0C/1e0080MeENbHO NOOYEePKUBAEM HA 8CEX
dopymax, Ymo KoHz2peccHebIl u deanosoli mypusm
npedcmaenfrom coboli KpaliHe 8aXCHbIU UCMOYHUK
doxoda 021 Hawez0 cekmopa. Kak Accoyuayus
omesnel Typyuu Mel NPodoXaAeM HaWU ycuaus
no oxcusneHuro MICE-mypu3ma, 00H020 U3 caMbiX
00X00HbIX Ce2MeHmo8 UHOYCmMpuu, KaK U paHee
COXPAHSA 8epy 8 €20 NOMeHyua.

Hawa yenes - ygeauyume 3Ha4UuMoCme U cuny
KOH2peccHo20, 0e108020 U CO6bIMULHO20
mypu3sma 8 MexcoyHapooOHOM Macwmabe.

Mbl uckpeHHe gepum, Ymo Cmambyneckas
mypucmuyYeckas 86icmaeska, Komopas
06veduHsem npopeccuoHan08 Mypu3Ma U3
PA3HbIX CMPAH U N0380/51em 3aKAYAMb HO8bIE
napmHepcmea, a makxe npodsu2ame Ho8ble
npodykmel U ycayau, celepaem 3Ha4uMyro poss 8
PACKPLIMUU NOMeHYyuana ecex cgep mypusma u
YyKpenseHUU omHouleHuli Mexoy cmpaHamu.

Kak Accoyuayus omeneli Typyuu, Mbl ygepeHsl,
Y/Mo 3Ma 8bICMABKA NOMOXem NoCMpPoums
NPOYHbLIE Mypucmu4eckue 83U Mexoy
CMPAHAMU-YHACMHUKAMU U y8eau4yume 830UMHbIU
mypucmuyeckuti nomok. Mel xcesnaem ycnexa

eceM cmelikxos10epam, 8HOCAUUM 8K/100 8 3Mom
npoyecc.

TOURISM EXPLORER
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President of the Turkish Tourism
Investors Association (TTYD)

“TURKIYE SHOULD NOT BE A CHEAP
DESTINATION BUT A TOURISM
BRAND THAT CREATES VALUE.”

“Business has begun, enthusiasm has be-
gun. Our tourism industry is progressing
step by step, writing its own success story.
Despite some challenges, we will close this
year successfully. Turkiye now ranks among
the world'’s top four destinations. We know
how to extend stays and increase per capita
spending.

While this strong performance continues,
labeling Turkiye as an ‘expensive destination’
is @ misconception. True, we are not a cheap

country, but our goals must be built around
this balance. Tourism models dependent sole-
ly on foreign markets are not sustainable in
the long term. We must strengthen domestic
tourism.

Tourism rests on three pillars: the state, the
guest, and tourism professionals. We, as
industry players, have done our part and

brought the country to this point. The state is
pleased with the numbers, and our guests are
satisfied with the service. But are we
satisfied? If not, we must develop new
approaches together to redefine

the future of tourism.”

TOURISM EXPLORER

MpesnaeHT Accoymaumm
MHBEeCTOpoB Typu3sma Typuun
(TTYD)

“TYPUNA JOJI)KHA bbITb HE
AELUEBbIM HAIPABJIEHUEM, A
TYPUCTUYECKUM BPEH4OM,

CO34AMOLYNM LIEHHOCTb"

“Ha4anace HacmosAwas paboma, 803poc
3HMYy3uasM. Hawa mypucmuyeckas ompacae
waz 3a waz2oM dguxcemcs enepeod, nuwem
€80 CO6CMBEHHY UCMOpPUI0 ychexa.
Hecmomps Ha Hekomopsie mpyoHocmu,

Mbl yCNewHo 3aKpsieaeM 3mom Ce30H.
Typyus celiyac exooum 8 Yemeepky

Ayquiux HanpaeaeHuli Mupa. Mol 3Haem,

KaK npodseeams CPOKU npebbisaHus U
yeenau4u8ams pacxoosl Ha Oyuly HaceneHus.

Moka mel HabtOOGeM makue nokazamenu,
Ha3bieames Typyuro «00po2UM HaNPasaeHueM»
- 3mo 3a6ayxcoeHue. Jla, Mbl He Oewesas
CMPAHa, HO HAWU yeau 00/MHHbI CMpPoumMscs
80Kpye2 3mozo basaHca. Typucmuyeckue
mModenu, 3a8ucawjue UCKAYuUmesnbHo om
UHOCMPAHHBbIX PbIHKOB, HE A8/SHMCA
ycmodyuesiMu 8 00/120CPOYHOU nepcnekmuse.
Mei domicHbI yKpenasime 8HympeHHUGd mypusm.

OH Oepxcumca Ha mpex cOCMasAstoWUX:
20cy0apcmeo, 20CmMe U MypnpoGeccuoHasei.
Mei, Kak uz2poku ompacau, cnpasuaucs co ceoeli
3adayveli u npuseau CMpaHy K 3moli moyke.
locydapcmeo 0080/16HO Yuppamu, a HaWuU
20Cmu 0080/1bHbI cepsucoM. Ho 3080/1bHbI

U Mei? Ecau Hem, Mbl Q0MHCHBI COBMECMHO
paspabomame Hogble N0Ax00bl, YMobbl
nepeonpedenums 6ydywee mypusma.”
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HelloOtel's Media &
Marketing Director

The topics discussed at the istanbul Tourism
Fair-access to finance, revitalizing MICE,
value-driven destination strategies, and

institutional vision proposals like
T20-highlighted that Turkiye must balance
scale expansion with quality, accessibility,
and sustainability. In this context, up-to-date
market data play a vital role. This is precisely
where HelloOtel steps in as an organization
that directly reads market signals from the

field. During the istanbul Tourism Fair 2025,
Tourism Explorer spoke with HelloOtel's

Media & Marketing Director Olga
Philippova-Ath, who evaluated the global
impact of the event, key emerging trends, and
Tarkiye's strategic position in the sector.

Tourism Explorer: Dear Olga Philippova
Atl, thank you for taking the time

to talk with us. Let’s begin with your
overall impressions. How would you
evaluate the istanbul Tourism Fair (ITF)
2025? What was the atmosphere like,
and what were the key trends this year?

Olga Philippova-Atl: ITF 2025, now in its
third edition, not only confirmed its status
as a key event for the region but also made
a qualitative leap in its development.

The scale and geographical diversity of
participants were noticeably broader than
in previous years, which immediately set a
strong, international, and truly business-
oriented atmosphere. The overall mood
could be described as “technological op-
timism.” Without a doubt, the dominant
theme was the integration of Artificial
Intelligence (Al) into all segments of the
tourism industry-without eliminating the
crucial human factor. The discussion wasn't
about some distant future but about
ready-to-use solutions that are already
transforming the sector today.

As for our participation, our system,
HelloOtel TurboMarketing, has been the
main ITF partner for CIS countries for the
second year in a row. This time, we brought
350 travel agents from 20 countries to the
exhibition, which in itself speaks volumes
about the growing prestige of the event.

AvipekTop no meaua
n mapkeTuHry HelloOtel

Temel, ob6cyxcoaswueca Ha Cmambyneckoli
mypucmudyeckol 8bicmaske - docmyn K
puHaHcuposaHuro, oxcusneHue MICE -
mypu3ma, YeHHOCMHO-0pUeHMUpPOBAHHbIe
cmpameauu HanpasaeHuUl u
UHCMUMYyYUOHAb6Hb6Ie Cmpameauyeckue
UHuyuamussl, makue kak T20, -
nooyepkHyau, Ymo Typyus 00aAXCHA
6asaHCcUpo8aMs Mexdy pacwupeHuem
mMacwmaboe u Ka4ecmeom, 00CMynHoOCmMeoro
u ycmoulyusocmetro. B 3mom KoHmekcme
aKMyasibHble PeIHOYHbIE OOHHbIE U2parom
KAto4eayro poss. ViMeHHo 30ece HelloOtel
gbIcmynaem Kak op2aHu3ayus, komopas
HaNPAMYH cHUMbI8aem CU2HaA/bl PbIHKA.
Bo spemsa Cmambynsckol mypucmuyeckol
gbicmaeku 2025 200a Tourism Explorer
no2ogopus ¢ OUpekmopom no Meoua u
mapkemuHey HelloOtel Onv2ol
@usnunnogoli-Amsel, KOMopas oyeHUNa
2/1060/16HOE 3HAYeHUe Meponpusmus,
K/to4eable mpeHOb! U cmpame2uYecKyHro
nosuyuro Typyuu 8 ompacau.

Tourism Explorer: Yeaxcaemas Onvea,
cnacu6o, Ymo HawNu epemMs No2080pUMb
c Hamu. fasailime HayHeM ¢ Bawux o6uwjux
eneyamsenuii. Kak 661 Bol oyeHunu
Cmam6yneckyo mypucmu4eckyio
ebicmaeky (ITF) 2025? Kakoli 66ina
ammocgepa u KaKue 6binu Ka0Yeasle
mpeHObl 8 3Mom 200y?

Onesea ®ununnoesa-Amnesli: ITF 2025,

npoxodsauwjas yxe 8 mpemud pas, He
mosiko nodmeepousa ceoli cmamyc

TOURISM EXPLORER
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Tourism Explorer: That's very
interesting. Could you elaborate on the
trends and themes that were in the
spotlight? Which directions will shape
the future of tourism?

Olga Philippova-Atli: Based on what

we observed, | would highlight two key
technological trends:

Transformation of sustainable tourism:
Stricter environmental regulations and
rising traveler awareness have turned the
“green footprint” from an option into a
necessity. The fair actively promoted
projects based on the principles of a
circular economy (reuse, zero waste).
Hospitality optimization with Al:

Al algorithms are being applied to automate
customer support, analyze feedback in real
time, and even manage hotels’ energy
consumption.

Tourism Explorer: Did you notice

any particular countries, markets, or
innovative approaches that stood out
among the participants?

Olga Philippova-Atli: This year the
geographic diversity was impressive. In
addition to traditionally strong domestic
market participants, Southeast Asian and
Latin American markets were highly active.
We saw striking national pavilions from
Cambodia, Vietnam, Sri Lanka, and Peru,
which strongly promoted their unique
cultural and eco-tourism offerings.

Major players in the transportation industry
were also very prominent. Giants such as
Emirates and Fly Dubai, along with leading
cruise companies, had their own stands-
underlining the scale of the fair.

As for hoteliers, they were eager to

present their latest offerings to travel
agents. For example, Balcan Oguz, Regional
Sales Director of Divan Hotels,
enthusiastically shared news of the
long-awaited opening of Divan Talya.
Meanwhile, representatives of Pullman
highlighted their successful role in medical
tourism, noting a consistently strong

influx of such guests, as well as business
travelers. | would also like to emphasize the
strong presence of Turkish regions. Among
the speakers was Ahmet Aras, Mayor of
Mugla Province, who not only discussed the
potential of the Riviera but also presented
concrete plans to develop exhibition
infrastructure in Mugla itself, so

that the region could host similar
international events.

TOURISM EXPLORER

K/1104€8020 CObbLIMUS 0/15 Pe2UOHA, HO U
cosepwiuna Ka4yecmeeHHsIl pbiBOK 8 c80eEM
passumuu. Macwmab u 2eozpaguyeckoe
pa3HO0bpa3Ue y4aCMHUKO8 6blU 30MemHO
wupe, 4em 8 npedeidyujue 200bl, YMo

Cpa3sy 3400710 CUNbHYIO, MeXOYHAPOOHYH

U no-Hacmosuwjemy 0es08yr0 ammocpepy.
Obuwee HaCMpPoeHue MOXHO 6bl/10 ONUCAMb
KaK «mexHoso2u4yeckuti onmumusm». bes
COMHeHUs, 0OMUHuUpyroujeli memoli cmana
UHMez2payus UckycCmeeHH020 UHMennekma
(VM) 8o sce ceameHmMbI MmypuHdycmpuu - 6e3
YCMpaHeHUA 3Ha4UMOCMU Y€/108€4ecK020
pakmopa. Obcyxoanoce He 0anekoe
bydyujee, a 20mosesle K UCN0/1b3080HUHO
peuweHus, Komopsle yxe ce200Hs
mMpaHcpopmMupyrom cekmop.

Ymo kacaemcsa Hawez0 y4acmus, mo
cucmema HelloOtel TurboMarketing yce
emopoli 200 N00pA0 A8/19emcA 2108HbIM
napmHepom ITF no cmpaHam CHI. Ha
3Mom pa3 Ml npueesnu Ha esicmasky 350
mypazeHmos u3 20 cmpaH, Ymo camo no
cebe 2080puUM 0 pacmyujem npecmuxice
Meponpusmus.

Tourism Explorer: 3mo o4eHo UHMepecHO.
He mo2nu 6b1 Bel nodpo6Hee pacckazame
0 mpeHOax u memax, kKomopeole 6binu 8
yeHmpe eHUMaHuUs? Kakue HanpaeneHusa
6ydym ¢popmupoeame 6ydyuwjee mypusma?

Onbea Pununnosa-Amanei: Vcxods U3 moeo,
Yymo Mel Hab110001U, A 66l 8bI0eauna 08a
K/1H04e8bIX MexXHO0/102U4eCcKUX mpeHoa:
TpaHcpopmayusa ycmoilivugo2o mypusma:
6os1ee cmpoaue 3K0a02UYeckue HopMs|

u pacmyujas 0ceedoMAeHHOCMb
nymewecmeeHHUKO8 npespamusu «3eseHsoll
c/1e0» U3 onyuu 8 Heobxooumocmes. Ha
gbICmMaske aKMUBHO NPoo8U2AUCH
npoekmel, 0CHOBAHHbIE HO NPUHYUNAX
YUPKYAapHOU 3KOHOMUKU (N08MmMopHoe
UCno/13080HUE, zero waste).

Onmumu3ayus 20cmenpuumcmea

¢ nhomouwybro UN: Anzopummesl N
npumeHsaMcA 0414 agmomamu3ayuu
kAueHmckol no0depiKu, aHaAU3a
06pamHol ces3u 8 peasbHOM 8peMeHU U
daxxce ynpassaeHus 3HepzonompebeHuem
omesed.

Tourism Explorer: 3amemunu au Boi
KaKue-mo KOHKpemHsie CMpaHsl, pbIHKU
unu UHHOBAYUOHHbIE N0OX00bI, KOMopbie
8b10eNANUCL cpedu y4acmHUKo8?

Onvea dununnoea-Amanel: B smom 200y
2eoepaduyeckoe pasHoobpasue 66110
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Tourism Explorer: And one final
question. How do you evaluate the role
of such fairs in strengthening Tuirkiye’'s

position in international tourism?

Olga Philippova-Atli: ITF 2025 clearly
demonstrated that Turkiye is using such
platforms to strategically strengthen its
position. The key value lies in the business
and expert dimension. The entire program
of business talks and discussions was
organized into a separate segment- “Turizm
Zirvesi 2025" (Tourism Summit 2025)-which
became a true “factory of ideas.” Leading
hoteliers, such as Tolga Kilit, delivered
market analyses and presented forecasts
for the upcoming season.

| would also like to highlight the
organizational contribution of our system.
As with all marketing events we participate
in, HelloOtel provided a fully automated
rendezvous system for exhibitor stands.

gneyamaarowum. llomumMo mpaduyuoHHO
CU/IHBIX yYACMHUKO8 8HYMpPeHHe20 PbIHKQ,
661U 0YeHb OKMUBHO NPeoCcmas/ieHsl

poIHKU HO20-BocmoyHol A3uu u JlTamuHcKol
Amepuku. Mel eudenu apkue HAYUOHANbHbIE
nasusnboHsl Kam600xu, BoemHama, LLpu-
JlaHKu u [lepy, komopele akmugHo npodsu2aau
C80OU YHUKQ/IbHbIE KY/IbMYpPHbIE U 3KO-
mypucmuy4eckue npeodsoXeHUs.

KpynHeie uzpoku mpaHcnopmHol uHdycmpuu
makie bb11U 04eHb 3aMemHsl. Takue 2u2aHMel,
kak Emirates u Fly Dubai, emecme c sedyujumu
KpYU3HbIMU KOMNAHUAMU, UMeNIU cO6CmeeHHsble
CmeHOdbl - YMO NOAYepPKUBaAsN0 Macwmab
8bICMABKU.

Ymo kacaemcsa omenibepos, OHU 6blAU padsl
npedcmasume cgou Hosgeliwue NPeodoXeHUs
mypazeHmam. Hanpumep, bandxcaH Oz2y3,
pe2uoHabHebIl Aupekmop No NPoOaXam

Divan Hotels, ¢ 3HmMy3ua3mom nodeaunace
HOB80CMAMU 0 00/120X00HHOM OMKPbLIMUU
Divan Talya. Tem epemeHem npedcmasumesnu
Pullman o603Ha4usnu ceor ycnewHyr poss 8
MeOUYUHCKOM mypu3me, omme4as cmabusisHo
CU/IbHbIU NPUMOK Makux 2ocmed, a makie
bu3Hec-nymeuwiecmeeHHUKO8.

Takoxe A xomena 6bl NOOYEPKHYyMb CUMbHOE
npucymcmeue mypeykux pe2uoHos.

Cpedu cnukepos bl Axmem Apac, M3p
nposuHyuu Myana, komopell He Mo/6KO
06cydusn nomeHyuan mypeykou pussepel,

HO U npedcmaeu/ KOHKpemHsle NaaHsl No
pa38uUMUK 86ICMABOYHOU UHGPACMPYKMypel 8
camol Myzsne, Umobbl pe2uoH Mo2 NPUHUMAMb
NnodobHble MexcOyHapPOOHbIE MeEpONPUAMUS.

Tourism Explorer: U nocnedHuli eonpoc. Kak
Bol oyeHUuBaeme posib MaKux 86ICMABOK

8 yKpensneHuu no3uyuii Typyuu Ha
MexcOyHapooHoli mypucmu4veckoii apeHe?

Onsea Pununnosa-Amasi: [TF 2025
HO2/190H0 NPOOeMOHCMPUPO8AAd, YMO
Typyus ucnose3yem makue n1ameopmel

011 CMpame2u4ecko20 ykpenseHUs C8ouX
no3uyud. Knroyeeas yeHHOCMb 3aK1H4Yaemcs
8 0e/1080M U 3KChepMmHOM U3MepeHuu. Bcs
npozpamma 0es108bix Nepe208opo8 U uckycculi
66110 OP2AHU3080HA 8 OMOE/bHLIU Ce2MeHM

- «Turizm Zirvesi 2025» (Typucmuyeckuli
cammum 2025), - komopelli cman Hacmosawel
«pabpukol udeli». Bedyuwjue omenvepsi, makue
kak Tonza Kuaum, npedcmaensanu aHanu3
PbIHKO U NPO2HO3bI HO NPEOCMOAU4UL Ce30H.

A 661 maKxe xomesna ommemume
0pP2aHU3AYUOHHGIU 8k1a0 Hawel

cucmemel. Kak u Ha 8cex MapkemuH208bIx
Meponpusmusix, 8 KOMopPsLIX Mbl y4acmeyem,
HelloOtel npedocmaeusn noaHOCMbHO
a8MOMAaMU3UPOBAHHYI cucmeMy paHoesy

TOURISM EXPLORER
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Thanks to this, our travel agents and
exhibitor partners held around 5,000
productive B2B meetings in total. For us
and our partners, efficiency means not only
numbers but also experiences. That's why,
alongside the official program, it was
organized for our system participants an
unforgettable Bosphorus cruise and a
stylish gala evening, both of which became
highlight events of the fair.

In summary, ITF's contribution

is threefold:

Positioning: Turkiye positions itself as a
technological and business hub of the
tourism industry.

Networking: The fair provides direct con-
tact between Turkish (and international)
companies and global partners-a process
we at HelloOtel actively facilitate.
Expertise: Platforms like Turizm Zirvesi
enable Turkish businesses to stay at the
forefront of industry trends.

We as HelloOtel are proud to have made
a significant contribution to the success of
the istanbul Tourism Fair 2025, and we are
confident that this exhibition will continue
to expand and strengthen its role on the
global stage year after year.

“In the new era of
tourism, cooperation,
not competition,
creates value.”

The istanbul Tourism Fair 2025 was

not only a major gathering of industry
professionals but also a strategic ground
where ideas shaping the direction of
tourism were generated. From digital
transformation to sustainability and from
investment vision to international
partnerships, discussions clearly showed
that Tarkiye is no longer merely an
“attraction center” but an emerging
“driving force.”

The shared message was clear:

in the new era of tourism, success will be
defined by collaboration,

efficiency, and the creation of
meaningful experiences.
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0/151 CMeHO08 3KChoHeHmos8. biazodaps
3MOMy HaWU mypaz2eHms! U NApMHepsI-
3KCNOHeHMel npogesu 8 obuyeli CI0XHoOCMU
0k0s10 5 000 npodyKmuBHsIX

B2B-ecmpey. [aa Hac u Hawux napmHepos
3¢ppekmusHOCMb - 3MO He MOb6KO Yudpel,
HO U 8ne4yamsieHus. VIMeHHO no3momy,
Hapsdy ¢ opuyuaneHol npo2pammod,

0/151 y4OCMHUKO8 Haweli cucmemsl 6bis
Op2aHU308aH He3abbieaembll myp no
bocgopy u cmunsHaA 20/10-8e4epUHKa,
Komopesle cmanu ApKUMU cobbImusaMU 8
npo2pamMme 8bICMasKu.

Takum obpa3om, eknad ITF mpoliHoU:
lo3uyuoHupoeaHue: Typyus 3ases149em o
cebe KaK 0 mexHo/102U4eCckoM U 0e1080M
xabe mypucmuyeckol uHdycmpuu.
HemeopkuHe: Beicmaska Obecneyusaem
npAMol KOHMAKM mypeykux, U He Mosb6Ko,
KOMNAHUU € 2106016H6IMU NOPMHEPAMU,
yemy mel, HelloOtel, akmueHo cnocobcmeyem.
3kcnepmusa: Maowadku popmama «Turizm
Zirvesi» no3eo/5t0om mypeykomy 6usHecy
66/mb 8 agaH2apOe mpeHJos.

Mei - cucmema HelloOtel - padsi, ymo eHecau
ceoli secomblli 8kn1ad 8 ycnex Istanbul
Tourism Fair 2025 u yeepeHHO npedpekaem,
umo u3 200a 8 200 3ma 8bicmaska 6ydem
Mo/IbKO MaCWMabuposamecs U ykpenaame
C80U NO3UYUU HO MUpPO8OU apeHe.

“B HoBy10 9py

Typu3Ma [IEHHOCTb
cozJlaeT Kooreparys,
a HEe KOHKYPEeHIUA

Cmambynsckas mypucmu4eckas 8biICMasKa
2025 200a cmana He moasLko naam@opmodli
0151 KOMMYHUKQUYUU npogeccuoHano8
ompacau, Ho u cmpamezu4eckoli
naouwjadkod, 20e 2eHepupo8aNUCH Udeu,
popmupyroujue HanpasaeHue pazsumus
mypu3sma. Om yugppoegoli mpaHcpopmayuu
0o ycmoli4ueoz0 pasgumus u om
UHB8eCMUYUOHHO020 8UOeHUs 00
MeXOyHapPOOHbIX NapMHepcms - OUCKyccuu
ACHO nokasanu, Ymo Typyus 6osbuie He
npocmo «yeHmp NPUMAXCEHUSA», O OCHOBHAS
«0BUXCYWaS CUNOY.

O6Wwuin BbIBOA TaKOB: B HOBYIO 3pYy
Typusma ycnex 6yaeT onpeaensitbcs
Konna6opauwvein, 3¢ppeKTUBHOCTbIO U
co3laHMeM 3Ha4YMMbIX BreYyaTieHUn.

Held on October 22-24, 2025 at ANFAS
Fair Center, the Antalya Tourism Fair once
again stood out as one of the most
comprehensive events strengthening
Tarkiye's international tourism showcase.
Under the theme “The Treasure of Turkish
Tourism: Sustainable Hospitality,” the fair
conveyed powerful messages about
sustainability, digital transformation, and
the evolution of guest experience.

Bringing together tourism professionals
from over 70 countries, the event hosted
thousands of B2B meetings, investment
discussions, and panel sessions over three
days. Hotel brands, destination
management offices, agencies,

and tour operators shared insights into
future tourism models.

One of the most prominent corporate
participants this year was HelloOtel.

The brand took part as an official sponsor
by facilitating the participation of
international agencies (about 1,000
agencies), that creates a strong business
development network. Meetings with
representatives from Antalya’s hospitality
ecosystem clearly demonstrated
HelloOtel's growing role in Turkiye's B2B
tourism exports.

The fair went beyond being a promotional
event, transforming into a business
platform that initiates real change in the
field. Participants agreed that the future

of tourism will not only depend on
accommodation but also on sustainable
experiences, environmentally responsible
operations, and digital accessibility. Antalya
once again proved that the heart of Turkish
tourism beats not only through numbers
but also through vision.

[OURISH
EXPLORER

lMpowedwas 22-24 okmaAbpsa 2025 20da &
gblcmaso4yHom yeHmpe ANFAS, AHmanulickas
mypucmu4eckas 8bICMasKa 8HO8b
8b610€/1U1aCb KOK 0OHO U3 CaOMbIX KOMN/AEKCHbIX
cobbimul, yKpenaawux MexcoyHapooHyr
mypucmud4eckyto sumpuHy Typyuu. 100
memou «Cokposuuje mypusma Typyuu:
ycmodiyugoe 20cmenpuuMcmeo» 86ICMaska
doHecs1a saxcHble udeu 06 ycmolvyugom
paszsumuu, yupposol mpaHcpopmayuu u
380/1104UU 20CMe8020 ONLIMA.

Cobpas npogeccuoHasnos mypusma u3 6osee
yem 70 CmpaH, Meponpuamue 30 mpu OHs
nocayxuao naameopmodi 019 meicay
B2B-scmpedy, uH8eCMUYUOHHbIX 06Cy30eHuUl
U naHenbHbIX ouckyccul. OmesibHbie 6peHObI,
DMC, azeHmcmea u myponepamopel
desnuauce uHcaimamu o 6ydyujux Mooensax
mypu3ma.

OOHUM U3 CaOMbIX NOKO30MeNbHbIX
KOpNopamueHsIx y4acmHuKkoe 8 3mom
200y cman HelloOtel. bpeHd yuacmeosan 8
Kayecmee opuyuaNLHO20 CNOHCOPA Nymem
obecneyeHus y4acmus Mex0yHapOoOHbIX
azeHmcme (okos0 1000 azeHmcms),
€030a8a4 CcuibHyto 6a3y 0414

bu3Hec-ces3el. Bcmpeyu ¢
npedcmasumenamu 20CMUHUYHOU
3KocucmemMsl AHmManbU, U He MosbKo,
HQO2/1510HO NPOOEMOHCMPUPOBAAU PACMYLYIO
pose HelloOtel 8 B2B-3kcnopme mypu3sma

Typyuu.

Beicmaeka 8biwia 30 PAMKU pekaaMHO20
cobbImus, npespamuswucs, 8 bu3Hec-
naam@opmy, UHUYUUPYOWYH peasibHele
U3MeHeHUsA HO Mecmax. Y4acmHUKU COWUCh
80 MHeHUU, Ymo bydyujee mypusma 6ydem
3a8uUceme He Mo/LKO OM pa3mMeujeHus,

HO U om ycmoUtvyussix ene4yamsaeHud,
3K0/102UY€CKU 0OmeemcmeeHHsIx onepayuli
u yugposoli docmynHocmu. AHmManes

8HO8b 00KA30/10, YMO cepoye mypeyko2o
mypu3mMa 6bemcs He mosbko 8 Yudpax, Ho u
8 sUdeHuU.
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Governor of Antalya

“I am pleased to be here with you at the seventh
edition of this fair in the world's tourism capi-
tal. This city and this sector make people smile.
Tourism is a vast field, and Antalya has great
potential and a bright future. With a fifty-year
journey behind us, we now speak of sustainable
hospitality. What do we offer our guests? Sea,
sand, and sun. But we must now say new things.
By increasing the value of our products and the
income we receive per guest, we can achieve
even more. We will discuss all these issues
throughout the three days of the fair. This is not
a regional but a global tourism event. | thank Mr.
Selcuk and his team for creating such a valuable
organization and wish the fair great success.”

F'y6epHaTop AHTanbu

“Sl pad 6bime 30ecs ¢ 8aMU Ha cedeMoli no cyemy
gbicmaeke 8 mypucmu4eckol cmoauye Mupa.
3mom 20p0od u 3ma ompacas 3acmasastom aroell
ynelbamecs. Typu3m — 3mo obwupHoe nose, u

y AHmManeu 60a6WO0H NOMEHYUAA U ceemsoe
bydywee. Mimes 3a nneyamu namudecamuaemHuli
nyme, Mbl menepes 2080puUM 06 ycmoulyueom
20cmenpuumMcmee. Ymo mel npedaazaem Hawum
2ocmsam? Mope, conHye u necok. Ho camoe spems
u3MeHUMb Nodxo0. losblLas YeHHOCMb HaWUX
npodykmoe u 00x00, Noy4aemsili C 00HO20
20cms, Mbl MoxceM docmu4e euje 60abwWe20. Mol
06cydum ece 3mu 80NPOCLI HA NPOMANEHUU
mpex OHeli 8bICMABKU. MO He pe2uoHA/bHOE,

a 27106a/16HOE Mypucmuyeckoe cobeimue. 5
6s10200apto 2-Ha CenbYyka U €20 KOMAHOY 3a
co30aHue makol YyeHHOU 0p2aHU3aYUU U HEeAatk
gbicmaske 60/16W020 ycnexa.”
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Deputy Prime Minister and Minister
of Tourism, Culture, Youth and
Environment of the Turkish Republic
of Northern Cyprus

“As the Turkish Republic of Northern Cyprus,
we are delighted to be here in Antalya and
at the Antalya Tourism Fair. | sincerely thank
the team and invite everyone to discover the
natural and historical beauty of Cyprus.”

3amecTuTeNb NpeMbep-MNUHUCTPA U
MUWHUCTP TYPU3Ma, Ky/IbTypbl, MOJIOAEXXU
M oKpy>Kawlien cpeabl TypeLKon
Pecny6nukum CesepHoro Kunpa

“Kak Typeykas Pecnybauka CegepHozo Kunpa,
Mbl padel 6bimb 30ecs, 8 AHManLe U Ha
AHmanutickol mypucmuyeckol 8bicmaske.

A uckpeHHe 610200apH KOMAHOY U Npu2Aawaro
8cex omkpsIme 0151 ceb NPUPOOHYHO U
ucmopuyeckyro kpacomy Kunpa.”

President of AKTOB (Mediterranean
Touristic Hoteliers & Investors Association)

“Antalya is not only one of Turkiye's leading
destinations but also one of the world's

most important tourism centers. It supports

45 different industries and generates 17.5 billion
dollars in tourism income, making it an
economic locomotive. The Antalya Tourism Fair,
held in this vital city and attracting global
attention, is our pride. | thank Mr. Selcuk Meral
and his team, and all tourism professionals who
have contributed since the very first day.”

Mpe3snaeHT AKTOB (Accoumaums
oTeNbepoB N NHBECTOpPOB
Cpean3eMHOMOPCKOro permoHa)

“AHMQN1bA - HE MO/LKO 00HO U3 8edyujux
HanpaeseHul Typyuu, HO U 00UH U3

8aXCHeliWuX mypucmu4eckux yeHmpos

mupa. OHa noddepxcusaem 45 pa3nuyHeIx
ompacnel u 2eHepupyem 17,5 Munnuapoos
do/anapo8 mypucmu4yecko2o 00x00aq, A8/55Cb
3KOHOMUYeCKUM /10KoMOmMu8oM. AHmanulickas
mypucmu4eckas 8slcmaeska, Npo8oouMas 8
MakoM 3Ha4UMOM Mecme U npue/aekaroujas
MUpog8oe 8HUMAHUE, - Hawa 20pdocme.
6aa200apto 2-Ha Cenvyyka Mepasna u e2o KOMAHOY,
a make scex mypnpo@peccuoHasn08, KMo 8HOCU
8K/100 € CAMO20 Nep8o20 OHA.”

Sales & Marketing Manager,
Pickalbatros Hotels & Resorts

“ATF is incredible; | was truly shocked when | saw
it. | think it's even more impressive than istanbul.
The fair in istanbul was of course very good, but
this one looked much more captivating to me.
It's a great pleasure for us to be here - it's our
first time, but certainly not the last.

As Pickalbatros Hotels & Resorts, we are very
pleased to be here.”

MeHep)kep no npoaa>kaM U MapKeTUHTY,
Pickalbatros Hotels & Resorts

“ATF - 3mo HeYmo HegepoamHoe; 4 bbin
delicmeumesnisHO hompsiceH, ko20a ysudes ee
macwmabel. 1 dyMaro, 3ma 8bICMaeKa daxce
6os1ee aneyamasrowjas, 4em Cmamoby1bCKas.
Beicmaska 8 Cmambysie 66110, KOHEYHO, 04eHb
xopoweli, Ho ATF nokasanace MHe ewe 6osee
Macwma6bHol. Jas Hac 6oasbwas yecms 6bims
30eCb - 3mo HaW nepawili pas, HO MOYHO He
nocnedHul. Kak Pickalbatros Hotels & Resorts,
Mbl 04YeHb padbl B03MOXHOCMU 30eCkb
HaxodumecA.”
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Nihal Duruk

Sales & Marketing Director,
Juju Premier Palace

“First of all,  would like to sincerely thank

my dear colleague Mr. Selcuk Meral for this
organization. When we look at the annual
calendar of tourism events, | truly believe this

is one of the most valuable gatherings for our
industry. Hosting this event in Antalya - the heart
of Turkish tourism - makes it even more
meaningful. For us, as accommodation
providers, having the opportunity to welcome
our agencies and partners here, in the very place
where our business actually operates, while also
showcasing our city, is extremely valuable.

If I'm not mistaken, this is our fourth year of
collaboration with HelloOtel. Working with
HelloOtel creates significant benefits for us in
two key areas. The first is the ability for every
hotelier to make projections regarding sales
trends and to plan ahead accordingly; HelloOtel
provides us with a wealth of insights in this
regard. We are able to view sales from many
different angles — from which city, which
office, which dates are being sold, and when.
In other words, you gain access to a

large set of sales statistics.

The second major benefit is that it brings
together all the agencies inclined to sell our
property on a single platform. Being able to

engage directly with all of our partners, answer
their questions quickly, and use the platform as
a versatile communication and marketing tool is
incredibly important. We are very happy.

We truly appreciate it. | believe this is a very
smart investment.”
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Hwuxans /lypyk

AvpekTop No npoagakam N MapKeTUHry
otens Juju Premier Palace

“lMpexcde scezo, 1 xomena 6sl om eceli dywu
nob6sa200apume Moe20 00pP02020 Ko//1e2y
2-Ha Cendyka Mepasa 30 op2aHU3ayu0

3Imozo meponpusmus. Kozda 1 cmompro Ha
exce200HsbIl kaneHOaps cobeimuli 8 cepe
mypu3ma, s UCKpeHHe c4umaro, 4Ymo 3mo 00HO
U3 CaOMbIX 3HA4YUMbIX CObbIMul 014 Hawel
uHdycmpuu. [lpogedeHue 3mo2o Meponpusmus
8 AHmasbe — cepdye mypeyko20 mypusma

— npudaem emy euje 60/1bWE 3HAYUMOCMU.
Ans Hac, kak 014 npedcmasumeseli 06vekmos
pa3melyeHusl, B03MOXHOCMb NPUHSAMb
a2eHmos U napmHepos 30ecs, 8 Mecme, 20e
PyHKYUOHUpPYyem Haw 6u3Hec, 00HO8PeMeHHO
0eMOHCMpuUpys 20p00, Ype38bI4YaliHO YEHHA.

Ecnu He owubaroce, 3mo yixe Haw Yemeepmsil
200 compydHuyecmsa ¢ HelloOtel. Paboma

¢ HelloOtel npuHocum Ham 3Ha4YUMeNbHYH
nose3y 8 dsyx knroYessix obaacmsx. lepeas -
3MO 803MOMHOCMb 0/151 KOXO020 omesibepa
CMpoume NPO2HO3bl OMHOCUMENLHO NPOOAXHC
U NIGHUPOBAMb UX COOMBEMCMaEYUUM
obpasom; HelloOtel npedocmaensem Ham &
3MOM n/aaHe Maccy nose3Hol UHPopMayuu.
Mel MOXCeM npocMampugame npPooaxu

nood pasHeLIMU y21aMU: U3 KOKO20 200000,
Kakoz20 oguca, Ha kakue damel U K020a
ocyujecmeniaromcs npoodaxcu. Apyaumu
c108amu, 8bl osy4aeme 0oCcmyn K 06WUpPHOMY
Maccusy cmamucmuku nNo NPoOaXcam.

Bmopoe 3Ha4uMoe npeuMyuecmeo - 3mo mo,
Ymo cucmema cobupaem gce a2eHMCMea,
20mossle npodasame HaW omesib, Ha eOUHOU
naameopme. Bo3MOXHOCMb HANPAMYHO
e3aumodelicmeosame Co 8ceMu HaWUMU
napmHepamu, 66ICMpo omee4ams Ha Ux
80NPOCHI U UCNO0/I63080Mb NAAMGOPMY 8
Kayecmee yHUBepCanbHO20 UHCMpPyMeHma
KOMMYHUKQUUU U MapKemuH2a HegeposimHo
8aXHA. Mbl 04eHb 0080/1bHbI U 0YEHb 3MO
yeHum. A cuumaro, umo HelloOtel - 3mo oueHb
pasymHoe enoxceHue».”

“Antalya has
become not only the
heart of tourism but
also the laboratory
of change.”

The Antalya Tourism Fair 2025 once again
showed that the strength of Turkish tourism
lies not only in numbers but in its capacity
for innovation. The city turned sustainable
hospitality from a vision into a tangible strat-
egy, while the fair brought together every
component of the industry around the same
table. Finance, technology, hospitality, travel
agencies, and public administration spoke
the same language.

Antalya has now become known as the cen-
ter where the future of tourism is designed.
Every step taken here signals a transforma-
tion that will carry Turkish tourism beyond
global competition and open a new chapter
in Turkiye’s overall brand value.

“AHTaJIbA CcTajIa He
TOJIBKO Cep/IeM
TYpPU3Ma, HO 1
Jadoparopuein
nepemMeH’

AHManulickas mypucmu4eckas 8biCmaeka
2025 8H08b N0OKA30/10, YMO cuna mypusma
Typyuu 3ak/104aemcs He mosibKo 8
yugpax, Ho U 8 e2o cnocobHocmu

K UHHosayuamM. lopod npespamun
ycmoUiyusoe 20cmenpuuMcmeo U3 8udeHus
8 OWymuMyo Cmpamez2uro, 8 Mo 8pemMs Kak
86ICMQABKA CO6PANa «3a OOHUM CMO/A0M»
8ce KOMNOHEHMbI MypuHIycCmpuu.
DUHAHCHI, mexHo102UU, 20CMmenpuuMcmao,
mypa2eHcmea u 20cy0apcmeeHHoe
ynpasesieHUe 2080puaU Ha 0OHOM A3biKe.

AHMaNLA CMana y3HaeaeMbiM YeHmMpPOoM, 20e
npoekmupyemcsa 6ydywee mypusma. Kaxcoelli
waz, c0enaHHsIl 30eck, CU2HaU3Upyem

0 mpaHcpopmayuu, komopas evisedem
mypu3m Typyuu 30 pamku 2106016HOU
KOHKYpeHyuu u yseauyum yeHHocms Typyuu
Kak bpeHaa.
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Data 2025

The New Codes of Travel:

Data-Driven Growth, Digital Booking"‘;{_

Experience-Focused Spending

| noGasibHbIE TPEHJIBI

Global Travel

M ARG

The year 2025 represents a period in
which the global tourism industry is
being structurally redefined. From
aviation to accommodation, from

booking technologies to spending *

habits, data-driven decision-making is
coming to.the forefront. Travel is no
longer simply a “consumption habit”; it
has become an economy centered on
personalized experiences, the search
for meaning, and digital interaction.

FLIGHT MAPS ARE
* BEING REDEFINED

By the final quarter of 2025,

international air transport has almost

fully recovered to pre-pandemic levels.
EUROCONTROL data show that flight

*  numbers over European airspace have
reached roughly 100% of 2019 levels,

with some weeks even exceeding that.
According to IATA's latest outlook,

global airline revenues are expected

2025 200 03HaMeHo8aH cmpyKkmypHou
nepecmpolikoli Muposol UuHOycmpuu
mypu3ma. Om asuanepesemos u
pasmeuwjeHus do cucmem 6pPOHUPOBAHUS
U nogedeHusi mypucmos - gesoe
K/t04esyro posib u2paem aHaAuUMuUKa
0aHHsIX. [lymewecmaus nepecmanu
66/mb NpoCcmMo «nompebumesnbckol
npuesbI4YKoli», NPesPaMuUBUWUC, 8
3KOHOMUKY, OpUEHMUPOBAHHYHO

HQO NepcoHANU3UPOBAHHbIU oneim,
NOUCK YHUKA/6HOCMU U YUu@posyHro
KOMMYHUKAUUH.

ABUAMAPLLPYTbl MEHAKOT
KOH®UTYPALUIO

K koHYy mpemese2o keapmasna 2025
2000 MexO0yHapoOHble asuanepesosKku
npakmu4ecku NOIHOCMbH0 8EPHYAUCH
Kk donaHdemuliHoMy yposH. Co2A1aCHO
0aHHb6IM EUROCONTROL, kosnuyecmeso
nosiemos 8 egponelickom 8030yWHOM
npocmpaHcmee 0ocmu2no yposHs

nyremectBuii 2025 X

20179 2000, a 8 omodesibHble Hedenu
daxxce npes3ows10 e20. [1o noc1edHUM

to reach approximately $979 billion in
2025. Net profit margins stand at 3.7%,
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while passenger demand has increased
5.8% year-over-year.

This indicates that global aviation has
moved beyond “recovery growth” into
a period of “smart growth.” Capacity
management, sustainability, and digital
revenue medels are set to form the
core of 2026 strategies. Airlines will
focus not only on route expansion but
also on data-supported operational
efficiency.

BOOKING INFRASTRUCTURE
GOES DIGITAL

The travel booking chain is undergoing
one of its biggest transformations

in recent years. Despite regional
differences, the share of online
channels in total sales has approached
70%. Mobile apps, Al-powered
recommendation engines, and
dynamic pricing systems now analyze
user behavior in real time, guiding
booking decisions.

Platforms like Skyscanner, Expedia,
and Booking.com compete not only to
offer the “best price” but also the “best

npo2Ho3am IATA, Muposoli 00x00 .
asuanepeso3qukos 8 2025 200y cocmasum
okos10 $979 mapo. Nokazamens yucmodu
npubsiau docmuz2aem 3,7%, mo20a Kak
naccaxXwuponomok esipoc Ha 5,8% e

200080M conocmas/eHuu.

3mo o3Ha4yaem, Ymo 271060/16HAS
asuayus nepewna om ¢assl
«B0CCMAHOBUMENLHE20 POCMa» K
CMaouu «payuoHaNbHO20 PA38UMUS».
YnpaeneHue pecypcamu, 3k0/102U4HOCMb
U yugposslie Mmodenu 00xod08 a2ym

8 ocHosy cmpamezuli Ha 2026 200.
AsuakomMnaHuUu 6ydym opueHmMupoB8aHsI
He mMosibko Ha passumue MapwpymHol
cemu, HO U Ha nosslWeHue onepayuoHHoU
3¢ppekmusHoCmMuU Yepe3 ucnos6308aHuUe
OGHHEBIX.

LUNDPOBASA TPAHC®OPMALUA
bPOHUPOBAHUA $ L=

Cpepa mypucmuyecko2o 6pOHUPOBAHUS
nepexusaem MacwmabHele U3MeHeHUs.
Jonsa oHaaliH-npodax docmuand
70%, HecMomps Ha pe2uoHa/1bHbIe
pasaudus. MobusasHele NpunoXeHUs,
VN-pekomeHOayuu U OUHaMu4eckoe
yeHoobpa3osaHUe aHAAU3UPYOM



timing,” taking the role of data from mere
analysis to a revenue management tool.
This transformation establishes a digital
bridge between pre-travel planning and
in-travel experience.

A NEW ERAIN
SPENDING HABITS

Tourism spending patterns are changing
radically. According to the Mastercard
Economics Institute’s Travel Trends 2025
report, travelers now allocate more of their
budgets to experiences than to
transportation. Gastronomy, wellness, and
cultural activities have become the
fastest-growing sub-segments globally.

This shift places the focus of tourism not on
the “moment” itself but on the impactful
experience. The value of a trip is increasingly
measured not by its duration but by the
impression it leaves. For destination brands,
this signals a new era: travel must now be
“storytold” rather than simply sold.

BUSINESS AND
MICE TRAVEL RETURN

Post-pandemic stagnation in business travel
is reversing. The Global Business Travel
Association (GBTA) expects global business
travel expenditures to reach $1.57 trillion by
the end of 2025. Companies are gradually
moving away from hybrid meeting models,
with face-to-face events and corporate
congresses regaining prominence.

This MICE segment resurgence provides
strong revenue streams for hotels and event
venues. Europe- and Middle East-based
organizers have become global market drivers.
Conferences are now not only meeting
spaces but platforms for brand experience.
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nosedeHue nosns3oeamesneli 8 peansHOM
8peMeHU, 8AUSIS HO NPOYeCc 6POHUPOBAHUS.

lMaamgopmel 8pode Skyscanner, Expedia u
Booking copesHyromcsi He mosi6Ko 8 YeHax,
HO U 8 MOYHOM maliMuH2ze, npespawjas
OOHHbIE U3 QHOAUMUYeCK020 UHCMpyMeHma
8 UCMOYHUK 00X00a. 5mo co30aém
yugpposyro cesze Mexdy NAaHUPo8aHUEM
noe30Ku U peassHeIMU 8ne4amaeHuUsMU.

3PA OCO3HAHHbIX TPAT B
TYPU3SME

Modeau nompebaeHusa 8 mypusme
npemepnesarom paoduKkasabHble U3MeHeHUs.
Kak ommeyaemcsa e omyeme Mastercard
Economics Institute «TpeHObI nymewecmeuli
2025», cezo0Ha nymewecmeeHHUKU
Hanpas/asom Ha ene4yam/aeHus

6os16We cpedcms, YeM HO MpPaHcnopm.
FacmpoHomus, o30o0posumesnbHelli 0MOobIX U
Ky/1lemypHele Meponpuamus cmanu camsiMu
OUHAMUYHO pacmyuyumu HanpaeneHUsImMu
Mupe.

JaHHaas mpaHcpopmayus
nepeopueHmupyem UuHAycmpuro ¢
«MOMEHMa» Ha 2/1y6UHHbIU oneim. LjeHHOCMb
nymewecmeus onpedesnsemcs yxe He

€20 01uMesbHOCMbHK, a IMOYUOHANbHbIM
omkaukoMm. Ang mypucmu4yeckux 6peHooes
3Mo 3HaOMeHyem HO8Y 3py: nymeuwecmeus
menepb HyXHO He npodasame, a
«NPenodHOCUMb KaK UCMOPUIO».

PEHECCAHC BU3HEC-INOE340K
N MICE-TYPU3MA

lMepuod cmazHayuu 8 KoOpNopamMuUBHsIX
noe3odkax nocsie NaHOeMuuU 308epuiaemcs.
o npozHo3am GBTA, Mupossie 3ampamel
Ha bu3Hec-nymeuwiecmeus cocmassm
$1,57 mpaH. no umozam 2025 200a.
bu3Hec nocmeneHHO 0MKa3bl8aemcs

om 2ubpudHo20 popmMama ecmped,
8038pAWASICL K 0PAALUH-MeponpuAMUSM U
KOpNopamueHsIM COMMUMAM.

OxcueneHue e ceemeHme MICE ¢popmupyem
CcMabusabHbie UCMOYHUKU 00X00a 0151
omesel U KOH2pecc-yeHmpos. Egponelickue
U 6/1UXCHEBOCMOYHbIe 0P2aHU3AMOpeI
cmanu karYessiMu Opalisepamu poiHKA.
CospemeHHble KOHPepeHYuu npespamuauce
U3 n1owa0okK 07151 nepe2o8opoe 8
UHCMpyMeHm gpopmuposaHus bpeHd-oneima.

TURKIYE'S STRENGTHENING
GLOBAL POSITION

According to UN Tourism data, Turkiye
continues to be the fourth most visited
country in the world in 2025, as it was in
2024. Targets for 2025 include 65 million
visitors and $64 billion in tourism revenue.
Data from the first nine months indicate
that these goals are achievable. TURKSTAT
statistics show that average visitor spending
reached $1,000 in Q3 2025.

istanbul’s role as an international events hub,
along with new tourism investments along
the Antalya and Mersin coasts, positions Tur-
kiye to enter 2026 with strong momentum.
The Mediterranean region, in particular, has
achieved Europe’s highest growth rates in
gastronomy and health tourism.

As the tourism industry enters 2026, its
strategic focus is shifting to the “data econ-
omy.” Flight planning systems are preparing
to price according to carbon footprints, while
hotel chains manage guest experiences
through Al-based personalized campaigns.
“Travel Intelligence” centers provide real-time
market insights to destination management
offices.

Data is no longer just statistics-it is the heart
of competitive advantage. When experience,
digitalization, and data converge, a new era
opens where data itself becomes as
economically valuable as travel. Every
strategic move in the sector-from consumer
behavior to destination capacity, from brand

YKPEM/IEHNE MUPOBBIX
no3nLni TYPUUN

Mo uHpopmayuu KOHBTO, Typyus coxpaHsem
nosuyuro yemeepmou 8 MUpe CMpaHsl NO
mypucmuy4eckoMy nomoky e 2025 200y.
Uenu Ha 2025 200 sknrouarom npuenedeHue
65 MUAAUOHO8 MYpPUCMO8 U nosly4YeHue
doxodos om mypu3sma 8 pasmepe $64

mMapd. Cmamucmuka 30 mpu Keapmana
noomeepxodaem peanucmu4Hocme 3mux
yesneti. CoenacHo daHHeim TUIK, cpedHue
mpamel 2ocmeli docmuzau $1000 e
mpemesem keapmane 2025 200a.

Cmambyn Kak yeHmp mMex0yHapOOHbIX
cobbimuli U Ho8ble UHBeCmuyuu 8
nobepexws AHmanvu U MepcuHa

cos3darom Typyuu npoYHsie No3uyuu

015 ecmynneHus 8 2026 200. B

yacmHocmu, CpeduzeMHOMOPCKUU pe2uoH
deMoHCMpuUpyem camele gbicokue 8 Egpone
memnsl pocmMa 8 cepe 2acmMpoHOMUYECKO20
U MeOUYUHCK020 mypusma.

[Ipornos na 2026:
BpeMA CTpaTeru,
OCHOBaHHBIX Ha JIAHHBIX

Mo Mepe ecmynsaeHus mypucmu4eckoli
ompacau 8 2026 200, ee cmpamezuyeckue
opueHmMupel CMewarmcsi 8 CMopPOHY
«3KOHOMUKU OOHHbIX». Aguacucmemsl
gHeopstom y2nepodHoe eHoobpa3oeaHue, a
omesibHble cemu ucnose3yrom U-kamnaHuu
0/151 NepCoHANU3AYUU 20CMe8o20
onsima. LeHmpel «Travel Intelli-
gence» npedocmaegom op2aHam
no ynpaeseHuro mypucmuyeckumu

Hanpaes/sieHUAMU PbIHOYHYHO
aHAAUMUKY 8 pexcumMme pedasieHoeco
epemMeHu.
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perception to sustainability policies-is JaHHble npespamuauce U3 CMmamucmuku 8
reshaping the framework. This K/r0Yegoe KOHKYPeHMHoe npeumyuyecmaeo.
transformation affects not only technology CuHmMe3 KIUeHMCKo20 ohsima, Yyudposusayuu u
but also management approaches, planning UHGOpMayuu poxcoaem Hosyto 3py, 20e OaHHbIE
capabilities, and the cultural perspective that obpemarom camMocmoamesioHyt 3KOHOMUYECKYHo
defines the future of tourism. YyeHHocmeo. Bce ompacsegeie peweHuUs - om

aHaU3a nompebumenscko2o nogedeHuUs 0o

While 2025 marked the threshold of change, 302py3ku HanpasaeHul, om 6peHOuH2a 00

2026 will inaugurate a new era in which 3K0/102UYeCKOU NOAUMUKU - GOPMUPYOM HOBYHO
tourism not only moves but “travels with napaouamy.
data,” transitioning from intuition A
to analytics. Smu u3MeHeHUs 3ampa2u8arom He MosbKo L=
mexHo/02UuU, HO U Memoodsl ynpaeseHus, -
cmpamezuyeckoe NJAaHUpos8aHue U ompacaesyro 2
kynemypy. Ecau 2025 200 cman moykol -
omcyema, mo 2026 omkpoem 3py «yYMHbIX o
nymewecmaeuli», 20e UHMyUyut 0OKOHYamenbHoO o
3amMeHUm aHaaumu4Yeckuli Nooxoo. 2 =
" - L . = | o ,lI I-;I‘ ff {
o e " Nwaten Lo w? ~'ewses
f Fii=y e o
T ; -

o JUIU PREMIER PALACE.

What's in

Juju Premier Palace? Juju Premier Palace A Privileged Concept

Nihal Duruk
Juju Premier Palace

w5 ol Sales and Marketing Director



THE FUTURE OF TOURISM IS SHAPED BY

WOMEN
LEADERS

BYIVIIEE TYPU3MA OIPEIEJISETCS
HKEHCKIM PYKOBOJICTBOM

L
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The dynamics of global tourism are
constantly changing, and with them,
the understanding of leadership is also
evolving. Women executives at the
forefront of the industry are making a
difference in every area, from
decision making and crisis
management to service philosophy
and innovative concepts.

For them, leadership is not a title

but a vision and a way of life.

Today, tourism is being

redefined through the combination
of sustainability, personalization,
technology and human centered
experiences. At the heart of this
transformation are women leaders
who guide with intuition, pay attention
to detail and make decisions with
empathy. The female perspective
brings not only grace to the industry
but also strategic depth, balance in
times of crisis and a sense of trust in
team management.

As Tourism Explorer, we have prepared
this special interview series to ask
pioneering women leaders in tourism

a few key questions. Where did their
stories begin? Is leadership for them a
duty or a stance? How does feminine
intuition transform the concept of
service? And most importantly,

which values will shape the

tourism of the future?

These women, coming from
different countries and stories

yet united by the same passion,
remind us that tourism is not only an
economic field but also an emotional
ecosystem. Their vision continues to
inspire the future of global tourism.

n06an6HbIG Mypu3m cmpemumensHO
MeHAemcs, U NoHsmue nudepcmea
380/10YUOHUpPYem amecme C HUM.
Pykosooumenu-xeHujuHsl, gedyujue 3a
coboli uHdycmpuro, npeobpasyrom ece

eé HanpaesneHus - om cmpamezu4eckux
peweHuli U AHMUKPU3UCHO20 ynpassaeHUs 00
cepsucHoU Gpuaocopuu U UHHOBAYUOHHbIX
modesned. s HUX 1udepcmeo - 3mo He
cmamyc, a 06pa3 MulWAEHUS U HCU3HU.

MepeocmbicneHue cospeMeHH020

mypu3mMa npoucxooum Ha cmeike

yemeslpex Ka4eabix meHOeHYUU:
ycmodliyueocmu, nepcoHanu3ayuu,
mexHo02ull U opueHMayuu Ha Yesnoeeka.
LleHmpansHeiMu pu2ypamu 8 smom
npoyecce S8A8H0MCA HeHUWUHbI-NUdepel.

Vix no0xo00 Kk pykosodcmey, 20e UHMyuyus
coyemaemcs Co CKpynysnesHsiM 8HUMAHUEN,
K Mes104aM, a peuleHus NPoOUKMOBAHb!
amMnamued, npusHocUM 8 6U3HeC He Mo/bKO
3CmMemuKky, HO U cmpamezu4eckyro 2/1y6uHy,
CNocobHOCMb COXP@HAMb pasHosecue 8
KpUu3uc U 8bicmpausames dogepumesnbHsle
OMHoWeHus ¢ KOMaHOoU.

-

B Tourism Explorer mel co30a1u cneyuaneHell
YUK UHMep8bro, Ymobel 3a0ame
onpedesiAou4ue 80NPOCLI HeHUWUHAM-
Audepam, NpokAadel8AOUUM HOBbIE NyMuU

8 mypu3sme. C Yye2o Ha4anacsy Ux ucmopus?
SAensemca au nudepcmeo 0415 HUX 00/120M
u/u 0Co3HaHHoU no3uyueli? Kakum obpasom
UHMyuyusa meHsem nooxoosl K cepsucy? U
2/108HOE - KaKUe YeHHOCMHble opueHmupel
onpedensm 06Uk Mypu3Ma 308MpawHe20
OHA?

Bbix00ybl U3 pa3HbIX CMPAH, C HECXOHUMU
Cy0bbamu, 3mu HeHWUHbI C8A3aHbI e0UHOU
cmpacmer. VIx npumep - 3mo HANOMUHAHUE
0 MOM, YMO MypPU3M A8/A5eMCcsl He MObKO
3KOHOMUYECKUM NOJIeM, HO U C1I0XHOU
3MOYUOHaNbHOU 3kocucmemoll. Vix 832,150

8 308mpawHuUli deHb npodosaxcaem 6bimeo
UCMOYHUKOM 800XHOBEHUS 0/1 8C€20

MUP0OB020 MypuUCMUYeCcKko20 coobujecmea. —
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A single conversation can spark an idea that
shapes an entire industry.

| entered the tourism business by a twist of
fate. One day, during a conversation with a
friend, we started talking about business. | said
that if | truly like something-such as travel-I can
definitely turn it into a profitable and successful
project. It didn't seem incredibly difficult to me,
although of course, it required time,
investment, and deep immersion in the field.
We debated a little. The very next day,

| submitted the documents to register a travel
company. Before that, | had many years of
management experience in trade, the
restaurant business, and event organization.
However, tourism turned out to be a special
field, where leadership is not shown through

a title but through genuine passion and the
ability to inspire. For me, this is not a job-it is

a way of life.

The female perspective represents the emo-
tional intelligence of tourism.

The main advantage of a woman'’s perspective
in tourism is the natural ability for empathy
and care that is almost “built into” us from
childhood. Modern tourism is no longer just
about selling travel packages. It is about making
dreams, emotions, and new experiences come
true. And here, women's sensitivity, attention
to detail, and genuine involvement give a great
advantage. But in times of challenge, it is not
gender that comes to the forefront-it is
professionalism. Today, the travel industry is
moving towards conscious consumption, and it
is precisely the female approach, with its
sensitivity, that can set new standards.

A leader who trusts their

instincts is never afraid of change.

My formula for success is simple: combine
innovation with humanity, trust your inner
instinct, don't be afraid of change, and keep
your enthusiasm and curiosity alive. | am not
afraid to break stereotypes, but | try not to lose
my spirit and sincerity. | trust my intuition-it
rarely lets me down. And most importantly-I
never allow myself to get bored! If | find some-
thing interesting, then others will too.

Tourism is all about people. And if you truly love
what you do, success will not keep you waiting.
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Director of Meridian-Tour Travel Agency
Founder and Director of Radio Travel

B myp6usHec a npuwna no eosne E2o
Benuyecmea Cnyuyas.

Kak-mo e 6ecede ¢ dpy2om Mel 3a2080pUAU

0 bu3Hece. S cka3asa, YmMo ecau 0en0 MHe
Hpasumca - Hanpumep, nymeuwecmaus - mo s
MOYHO MO2y npespamume e20 8 00X00HbIU U
ycnewHsil npoekm. a5 MeHs 3mo He Ka3a/10Ck
YyeM-mo He8epoSMHO C/IOHHbLIM, XOMS, KOHEYHO,
mpeb60o8as10 spemeHu, 8/10XeHUl U 2/1y60K020
nozpyxeHusi 8 memy. Mol HeMH020 nocnopunu.
Ha cnedyrowjuli xce deHb 8 n00asa OKyMeHMel
Ha peaucmpayuro mypucmu4yeckol KOMNAHUU.
Zo 3mozo y MeHs 6611 MHO20/1emHUl oneim
pykosoocmea 8 mopzoese, pecmopaHHOM
bu3Hece, op2aHuU3ayuU Meponpusmui u
npa3zdHukos. OOHAKO Mypu3mM 0Ka30/1CA 0COObIM
HanpaeseHueM, 20e 1udepcmaeo NPos.aAAemcs
He yepe3 00AHHOCM®, a Yepe3 UCKPEHHHH
yB8/1e4eHHOCMb U CNOCO6HOCMb 800XHO8/1AME.
Ans meHsa 3mo He paboma - 3mo 06pa3 HU3HU.

FnasHoe npeumywecmeo »eHcKo20
6321400 HA MYpPU3M - 3MO ecmecmeeHHaA
cnocob6Hocms K 3SMnamuu u 3a6ome,
Komopele 6yKeasbHO «8CMPOEHbI»

6 Hac ¢ demcmea.

CospeMeHHsbIl mypu3m - 3mo He npocmo
npooaxa nymégok. 3mo peanu3ayus Meymel,
amoyudll, Hosbix eneyamseHul. Y1 30eck
HEHCKas YymKoCmeb, BHUMAHUe K 0emansim u
UCKpEeHHAS 808/164EHHOCMb 0QHOM 02POMHOE
npeumyujecmeo. Ho @ MoMeHmMel UCNelMaHuUl
Ha nepsbili NAaH 8bix00UM He 2eHoep, a
npogeccuoHanusm. Ce200HA UHAycmpus
nymewecmaudii 08uxemcsi K 0CO3HAHHOMY
nompeb6/1eHuUro, U UMEeHHO JeHcKul nodxoo

€ €20 YymMKOCMbt0 MOXem 3000mb HO8ble
cmaHoapmel.

Mos ¢opmyna ycnexa npocma: coyemame
UHHO8AYUU C Yen108€4YHOCMbIO, 008epPAMb
8HympeHHeMy Yymolo, He 60AMbCA nepemeH,
COXpaHAMbL a3apm u UHmepec.

5 He 6010Cb IOMAMb CMepeomunel, HO
CmMaparcs He mepsmes 0yxo8HOCMb U
dywesHocme. Jjogeparo UHMyuyuu - 8edb

OHQ pedko hodsoodum. A camoe 2/108HOE - He
no3seosisito cebe ckyyame! Ecau MHe uHmMepecHo,
3Ha4yum, 6ydem UHMepPecHo u Opy2UM.

Typu3m - 3mo npo arodell. Y eciu 8ol UCKpeHHe
Atbume mo, ymo desaeme, ycnex He 3acmasum
cebs »oame.

Tourism is more than a profession; it's a
journey that transforms into a way of life.

My journey in the world of tourism began in
Izmir, at Yasar University’'s Tourism Guidance
Department. After graduating in 2007,

| started my career at a five-star, 770-room
hotel in Antalya. Later, | held various positions
at chain hotels in Bodrum, and today | serve as
the General Manager of Rammos Managed by
Dedeman since its opening. Passionate about
tourism, | also volunteer as Project Manager
at Bodrum Hotel Academy under the Bodrum
Hoteliers Association, contributing to the sector
through training programs. In addition, | am a
cosmic energy therapist; balancing spirituality
and materialism is an essential part of my life
philosophy. My mission in tourism is to
transform knowledge into experience,

to continue learning, and to create.

The distinction of

female leadership lies in the details.

For me, leadership is not just a job title-it is a
way of life. Leadership means showing
empathy while setting a vision, instilling trust in
your team, connecting with guests, and
inspiring society. True leadership is measured
by the energy you transmit to your team and
the sense of confidence you instill in your
guests. The female perspective is most
apparent in attention to detail and emotional
sensitivity. A small gesture, a sincere word, or
careful attention to sustainability can make a
big difference. | see tourism as a form of
soulful artistry; touching people’s hearts
through subtle details is only possible with
strong communication and vision. Women'’s
intuition makes this soulful dimension visible.
Tourism has evolved beyond being a mere
destination service-it has become a personal
experience. Behind this transformation lie the
emotions of belonging, peace, freedom, and
the desire to explore. Guests want to rediscover
themselves and connect with their inner selves
during their holidays. We must design our
services to meet these expectations.

A crisis tests the leader’s vision.

In times of crisis, the strongest qualities of
female leaders are calmness and flexibility. In
such moments, | choose to take a step back and
view the situation from a broader perspective.

General Manager of
Rammos Managed by Dedeman

Moii nymes @ mypusme Ha4yancs c y4yebeol 8
YHueepcumeme Yasar e iamupe.

Mocne e2o okoH4YaHuUA 8 2007 200y A Havana
Kapeepy 8 KpynHOM nAamu3e8e3004HOM omese 8
AHmanee (770 Homepos), 3ameM pabomana Ha
POA3HbIX NO3UYUAX 8 cemesbix omensax bodpyma.
Ce200H#A 51 3aHUMAK0 NOCM 2eHepPasIbHO20
meHeoxcepa omens Rammos Managed by
Dedeman, komopeili 8032/108/151H0 C MOMEHMA
e20 omkpeimus. [lpedaHHOCMe UHAyCmpuu
no6yxoaem MeHs pykogooume npoekmamu

8 Akademuu llocmuHU4YHO20 busHeca 8
boopyme, 20e A 0entocb 3HAHUAMU U NOMO2at0
paszeusame cekmop. Takxe 1 npakmukyrowul
KOCMO3Hep2emuk-mepanesm, U Mosi ¢puiocopus
- HAX00UM®b 2aPMOHUI Mex Oy 0yX08HOCMbIO U
MamepuanbHsIM MUPOM. Mos 2108HasA MUCCUs
- Npeobpa3086I8aMb 3HAHUS 8 NpaKmMu4yeckul
oneim.

A euxxcy e nudepcmee 21y60Kyto punocouro.
3mo cnocobHoCMb covemames cmpamezuyeckoe
guoeHue ¢ uckpeHHel smnamued, 3apAXame
KOMQHOY y8epeHHOCMb0, C030080Mb 3HAYUMbIE
gne4yamseHus 014 20cmeli U 800XHOBASIMb
ceoumu delicmeusmu obujecmso. CuneHoO20
/nudepa onpedesissem 3Hep2us, KOMopyr OH
nepedaem Kos/1e2aM, U Yy8CmMeo HaodexHocmu,
Komopoe owywarom 20cmu.

OcobeHHOCM®b H#(eHCK020 N0OX00d - BHUMAHUE K
amoyusam u demanam. Yacmo uckpeHHUU xecm
unu 0obpoe 1080 CO30arOM My MA2UH, KOMOPYH
3anomuHarom Hadoa20. 14 MeHs Mmypu3m - 3mo
UCKyccmeo, 8 KOMOPOM 8AXHO KOCAMbCA OyuU
yes08eKka Yepes nPodyMaHHbIe MeaoYU. XeHckas
UHMyuyus CmaHo8umcs Npo8ooOHUKOM, Komopelli
desnaem GopmManbHOe - 4e/108eYHbIM.
CospemeHHbIU mypusm npeodosnen pamku
npocmozo npedocmasseHus ycaya. Teneps 3mo
2/1y60K0 /IUYHOE nymeuiecmeue-nepexcusaHue. B
€20 0CHOBe - Haxda omkpsimull, nompebHoCMeb
8 N0OAIUHHOCMU, Yy8CmMeo obwHoCMu U
8HympeHHssA ceoboda. [lymewecmeeHHUK uujem
8 noe30ke BO3MOMHOCMb Nepe3azpy3umescs u
obpecmu Hosble cMbIC/bl. Hawa 3a00a4a - 4ymko
y/108/1U8GMb 3MU 3aNPOCLI U C030080Mb CEPBUCSI,
Komopsie omee4yarom Ha 80NPOC «3a4em».

B Kpu3ucHble MOMeHmMbsl
YKeHWUHbI-pyKogooumenu npoAensaom
XnadHokposue u 2u6Kocmeo.

JIUYHO 5 8 MaKux cumyayusax oUCMaHYUpPyHCe,
4mobel ygudeme NOAHYH KAOPMUHY U
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| see any disruptions not as problems, but
as opportunities for growth. | convey to my
team the approach: “We experienced it, we
learned from it; now how can we do it better?”
Facing challenges always holds potential for
development. Patience, strategy, and
maximum effort are the keys to success.

Women leaders will represent

the conscience of the future of tourism.
Looking ahead, sustainability,
personalization, digitalization, and local
values will dominate the tourism landscape.
Female leaders will serve as the conscience
and guiding force of this future. Women
prioritize not only financial outcomes but
also social and environmental impacts.
Increasing the presence of female leaders in
the sector will be a major gain, as their
intuition, elegance, trustworthy presence,
and transformative perspective will give
tourism a stronger direction. For me, the
most important element is trust-creating

a sense of security and belonging for both
guests and staff forms the foundation of my
leadership. This journey has been full of
both challenges and transformation. As a
woman, you often have to prove yourself
twice as much, but this process has made
me more resilient, visionary, and creative.

| have repeatedly experienced the advantages
of trust and elegance that being a woman
brings from the guest perspective. Being a
woman in tourism is a unique opportunity
not only for struggle but also for creating
impact.

The most radical female perspective that
will shape the future is one that places
people and nature at its center. Tourism is
not merely accommodation or profit-it is an
experience that gives meaning to life and
touches the soul. The female perspective
has the power to preserve the values of

the past while reinterpreting them to meet
the needs of the modern era. Awoman'’s
intuition and creativity will not only shape
the future of tourism-they will give it deeper
meaning.

The future of tourism will be shaped by
patience and the ability to connect with
people.

My advice to young women is to be patient.
Today, young professionals want to rise
quickly, but any ascent without solid founda-
tions is risky. Draw inspiration from success
stories, know yourself well, identify areas
for improvement, and build strategies
accordingly. The industry is constantly
evolving, but one thing remains unchanged:
the opportunity to make a difference by
connecting with people. Services can be
standardized, but human psychology never
can. Every value you add to yourself
enhances guest satisfaction

and sets you apart.
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NpoaHaNU3upPo8ams 06cmosmenscmea 6es
amoyul. Jlrbsie coou paccMampuearo Kak
pecypc a5 cogepweHcmeosaHusi. Ceoel
KOMaHOe 1 mpaHcaupyro npuHyun: «floayyuau
onsim, U3eaekau ypok - meneps daealime
pacmu dansuwie». VIMeHHO 8 nepuodsl 86130808
3akna0sisaemcs pyHoameHm 0718 pa3guUMUA.
YmeHue x0ame, ebigepeHHble pewieHuUs U
nosaHas camoomaoaya - eom, Ymo onpedensem
ycnex.

B 6ydywjem mypusma Ha nepeom

nnaHe 6ydym ycmoliiyueoe paszsumue,
nepcoHanusayus, yupposusayus u onopa Ha
710KaNbHbIEe YeHHocmu.

VIMeHHO XceHUjUHbI-Nudepsl 8bICMynam
dswxcyujeli cunoli U HPABCMBEHHbIM KOMNACOM
8 3mom npeobpazosaHuu. B omauyue om cy2y60
KOMMep4eckoz20 83271504, HeHckoe 1udepcmeo
y4umelgaem He Mos6ko NPUBbLIAb, HO U
coyuanbHble nocnedcmeus, U 3Koa02u4eckuli
cned. PacwupeHue y4acmus XeHWUH Ha
PyKOB0OOSU4UX NO3UYUSIX - 3IMO 02POMHbIU Wa2
gneped 0414 eceli ompacau. Vx epoxcdeHHas
UHMyuyus, 0eaukamHocme, CNOCO6HOCMb
8Hywams dogepue U 800XHOBASIMb HA
nepemeHsl 30000ym Ho80e HanpaeseHue.

Mo nyme 6611 N0/10H ucneiMmaHul u
npeobpasosaHuli. Kak xeHwuHe, MHe
NOCMOAHHO NPUXOOUO0CH OOKA36/80Mb C8OH
KoMhemeHMmMHOCMb € y08oeHHOU cusod,

Ymo 30KaAUA0 MeHsd, coenano bosee 2ubkod,
0an6Ho8UOHOU U u306pemamesnsHoll. 5
owywana npeumyujecmaeo mo2o 0cob60z20
dogepus u 31e2aHMHOCMU, Komopesle dapum
HeHCMBeHHOCMb 8 06WeHUU C 20CMAMU.
Paboma & mypu3me 019 HeHWUHSbI - 3Mo He
mosieko npeodosieHue 6apsepos, HO U WAHC
U3MeHUMb 0mpacse K Ayduemy.

Haubonee npozpeccusHsbili 832150, CNOCOOH®bIU
cpopmuposame bydyujee, ucxooum u3 8UdeHuUs,
20e 8 gokyce - yesnosek u npupoda. Typusm - 3mo
He npo pasmeuwjeHue u doxodel; 3mo 21y60Kuli
0NbIM, HONOAHAWUU HU3Hb CMbICIOM. XKeHCcKoe
gocnpusmue yHUKa/s6HO mem, 4mo cnocobHo
ymume mpaoduyuU, NepeocMbIC/IUBAS UX 8
KOHMeKcme 86130808 8peMeHu. IHmyuyus

U meopyeckoe Ha4an0 HeHUUH He Npocmo
3a0adym gekmop pa3gumus mypusma, Ho u
HONO/AHAM e20 2ay6uHod.

Molii coeem mM01006iM

HCeHWUHAM - He mepsAMb mepneHus.
CospemeHHsbIl Mup dukmyem cnewky, Ho 6e3
nNpoYHo20 pyHAameHMa 060l ycnex HenpoyeH.
BaxtHO 800XH08/1AMbCA YyHUMU hobedamu,

HO euwje saxcHee - 2/1y60K0 ho3HAMb cebs,
onpedenume c1absle CMOPOHbI U 86ICMPOUMb
cmpamezuro pocma. VIHdycmpus u3meH4uea,
HO Heu3MeHHO 00HO: Hauwa cnocobHOCMeb
ocmaename cned 8 cepoyax nroodell. MoxHo
CmaHAapmu3upo8aMs Cepauc, Ho He
yesnogeyeckue amoyuu. Kaxcobili Hogblli Ha8bIK
noswiwiaem A05/16HOCMb 20cmeli U CMaHo8UMCcs
8QWUM YHUKA/bHLIM NPeuMyujecmeom.

The essence of tourism is the universal
closeness people feel toward one another.
| believe that the deepest bond of tourism is
born from a universal language - a way of
connecting beyond differences of language,
religion, or race, a language through which
people can communicate without words. Some
call it energy, others call it a union of souls...
For me, this deep bond is the most valuable
essence of tourism. Every guest should feel a
part of themselves here; that has always been
my first goal. | learned this by observing my
family.

My family was well-known and engaged in trade
across many fields. My grandfather and father
played major roles in shaping who | am today,

yet the silent hero is my mother - she is my
greatest warrior. Since my great-grandfathers
were innkeepers, | grew up around the large
tables of my grandfather’s house.

Today, my hotel feels like a small village of my
own. Warm and accessible - perhaps that's why
people love it so much. Because, in my opinion,

every person carries within them the heritage

of the village and the inn. Migration is the
history of all humankind. Welcoming travelers,
offering them food and a clean bed, easing their
fatigue - these have always existed. Now, we're
in an era where the understanding of tourism is
being redefined, and | truly believe the industry
will move toward much better places.

True leadership is not about drawing

clear lines, but about pushing beyond

the boundaries of vision.

For me, leadership has always meant having
clear boundaries. In that sense, Hestia stands
beyond conventional molds and expectations.
Businesses shaped by a woman'’s perspective
are often more authentic, unique, and warm.
In repetitive ventures, unfortunately, the male
imprint is still more dominant. | believe a
woman’s greatest magic lies in her

ability to be herself.

The new generation of tourism is entering
an era that goes beyond experience - an era
of genuine connection.

The very definition of a destination in tourism
is being rewritten. The inner voice | mentioned

Hestia Lodge
Hotel Owner - Tourism Entrepreneur

A yeepeHa, ymo cameie UCKpeHHUe OMHoWeHUsA

8 cpepe mypusma poxcoaromces 6nazooapsa
YyHuUgepcansHoOMy A3bIKYy Oyuwu.

Mo s36IK, noMo2arowull NOHAMs dpy2 dpyaa 6e3
/108, HECMOMPSA HA 3bIKOBbIE, PENU2UO3HbIE U
HAYUOHANbHbIE pasnu4us. Jas ko20-mo amo - 0cob6as
3Hepzaus, 04151 K020-Mo - Podcmeo AyWwl... Ho 019 MeHs
UMEHHO 3ma nodauHHAsA 61U30CMb Aea5emcs camoli
2/108HOU YeHHOCMbH0 8 Cpepe 2ocmenpuumcmea.
Moeli nepgoHa4an6HOU U HeU3MeHHOU ye/bto

661710 U 0CMaemcsa 00HO: YmMobbl Kaxdbil 20cMb
noyyecmeosasn cebs 8 MoeM omese Kak 0OMa U 06pén
Kyco4ek c80e20 UCMUHHO020 «5». YMeHuUe c030a8ams
ammocgepy - 3mo dap, Komopelli 5 noaAy4uUaa oM
ceoell ceMbU.

Hawa cembs 6bi10 u3gecmHa ceoum 0esn08bIM
Noo0xo00M U OKMUBHO pa38ueasna busHec 8
paznu4Helx cpepax. Mol 0edywka u omey, 8HecIu
HeoyeHuMbIU 8k1a0 8 Mol NPoPeccUoHaNbHbIT Nyme,
HO MOUM 2/108HbIM 800XHOBUMeeM 8ce2da bbina
Mama - XeHWUHa ¢ xapakmepom eoliHa. Cyobba
pacnopao0uaacs mak, 4mo 20CmenpuuMcmeo - y MeHs
8 Kposu, 8edb Cpedu Moux npedkos bulnu 8a00e/bbl
nocmossix 080p086, U 8CE MOe demcmeo npowi/a10

8 WyMHOU U padywHol 06cmaHoske 30 ujedpsiMu
cmosamu 8 dome dedywku. Ce200HA Moli omens

0/151 MeHs1 - KaK Ma/1eHbKasi 0epesHs; Mecmo, No/Hoe
yroma, UCKpeHHoCmu u dywesHo20 menaa. Y1 s 8cé
6o/16We y6exoarcs, YmMo UMeHHO 3mMa NOOAUHHOS,
ménnas aypa u 2844emcs 21A8HbIM MA2HUMOM 0151
Hawux 20cmedl.

51 meepdo eepro: 2eHeMuU4eckas NaMaMe 0
depegeHCKoM ykaade U mensaom Kpose xueem 8
Kaxcdom U3 Hac. Micmopus yesnogeyecmea - 3mo
ucmopus nymewecmaull. IcnoKoH 8ekoe 3aKOH
20CmenpuuMcmea bbi1 Heu3MeHeH: NymMHUKa
8cmpeYanu, Kak pooOH020, KOPMUAU, NPpedocmasasnu
HoyYsez U pa3densnu ma2omesi €20 dopoau.

Ce200Hsa cama KOHYenyua mypusma npoxooum
aman a2ny6okoii mpaHcpopmayuu.

W 5 eepro, Ymo 3mo omkpeisaem neped Hawel
ompacaero becmsawue nepcnekmussl 044 pocma u
pazeumus./ina meHs 1udepcmeo ece20a 03HAYas0
Hanu4ue 4yemkux epaHuy. B amom cmeicie omens
Hestia eeixo0um 3a paMKU npueel4HbIX Wab/0HO8 U
oxcudaHud.

Tam, 20e 8 c030aHUU bU3Heca yyacmeyem

HeHcKoe sudeHue, poxcoaromcs bosee xussle,
UCKpeHHUe U No-HacmosweMy ménssie NPoeKmei.
K coxcaneruro, 061acme cmaHOOpMU3UPOBAHHbIX
npoyeccos no-npexcHeMy ocmaemcs cgepoli
MYX*(CK020 0OMUHUPOBAHUS. Ho A yeepeHa: 2108HAS
€8epXCcNOCOBHOCMb HeHWUHbI - 3Mo 6bimb camoli
cobodl.
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earlier now resonates more loudly. People
are searching beyond certain experiences

- they want to form emotional connections
with places. At least, that's what I've
observed.

It was challenging to start during a period
when crises followed one after another. Yet
| must admit that | met dozens of women
who saw the value in my work and
supported it. During my toughest days,
many women entrepreneurs came as guests
- they not only encouraged me but also
became part of a large family with whom

I now meet regularly for events.

A woman, by nature, multiplies, nurtures,
and grows. Give her a seed, and she will
offer you a garden. Fortunately, we now

hear more often about such women
entrepreneurs. This shows us that tourism
is entering a warmer and more genuine
era. Even major hotels in recent years have
begun integrating boutique restorations,
organic farming, and structures supporting
homemade and “mother’s touch” products.

This proves that intimate, home-like
environments - ones that feel as if they've
been touched by a mother's hand - are
becoming increasingly preferred.

As a woman, being part of this sector has
been truly transformative for me. Especially
in guest relations, there's a distinctive
“female touch.”

The female perspective is crucial for
transforming the industry.

At this point, | believe we simply need to be
more constructive. Looking ahead, we need
women who take ownership of the land.
No matter how much cities expand and
develop, natural living - and the tranquility
within it - will become even more sought
after. Women who produce and create will
be the entrepreneurs who make the
greatest difference in this field.

True success gains meaning only when
you've worked your way up from the very
heart of the job you dreamed of.

My most important advice to all young
people who want to succeed in their pro-
fession is this: never let anyone restrain
you! Discover the authentic side within your
heart. I'm the daughter of a chef who has
made a name for himself in the tourism
industry. The years | spent washing dishes
and chopping vegetables beside him were
probably the most joyful of my life - because
that experience taught me the true value

of starting from the “kitchen” of the dream
job you imagine. Learning every detail, and
overcoming challenges with patience and
persistence, will strengthen your abilities
and ultimately carry you to the top of your
career.
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Mouamue «mypucmuyeckoe HanpaesneHue»
celivac o6pemaem coeepuieHHO HO8bIi CMbICA.
Tom camelli 6HympeHHUU 20/0C, 0 KOMOPOM i
YNoMuHana, 38y4um ce200HA KaK HUK020a 2pOMKO.
[lymewecmeeHHUKU uwym yxce He Npocmo
ene4yamaeHus, a NOOAUHHYH, IMOYUOHAbHYH
€8A3b C MeCmoM. ¥ 3mo - moli 2nasHsIlU uHcadm.

Ha4uHame 8 nepuod Yepeds Kpu3ucos 66110
Henpocmo. O0HaKo A ¢ 61a2000pHOCMbIO
8CNOMUHQI0 HEeHWUH, N0O0epXasuiux Moé
Ha4YuHaHue. B mpyoHeie spemeHa susumel
Kosne2-npednpuHUMamenbHUY He Npocmo
NoMOo20/1U 86ICMOAMS - OHU €030a/1U C006U4eCcmeo,
cmaswee MHe Hacmosuwjel cembel, ¢ Komopol Mbl
npodosmiaem 06WamMsCa Ha peynapHbIX 8CMpPeYax
u eMecme pacmu.

XeHckas 3Hepausi no ceoeli cymu HaNpaeneHa Ha
co3udaHue, pazeumue u coxpaHeHue. [lony4ue
MUHUMO/I6HbIU pecypc, XeHUUHA CNOCObHA
€030ame npoysemarowyro IKocucmemy.
PeHoMeH pocma YuCIa MAaKUX HeHWUH-1U0epos
yKa3eieaem Ha cmpamezu4eckuli mpeHd 8
mypuHAycmpuu: cMeujeHue hpuopumemos 8
CMOPOHY NOOAUHHOCMU U 4Ye/108€4ecko20 mena.
O6vekmueHeIM NOOMeep1cOeHUeM 3MOoMy CAyHuUm
noAUMUKa daxce KpynHelX 0mesibHbIX Yenoyex,
Komopele aKmuUeHO UHmMe2pupyrom 31emMeHMmel
6ymuko8020 20cmenpuuMcmea, NPUHYUNbI
ycmolivugo2o passumus u noddepicusarom
Huuwesble NpoeKmel, Hecyujue omne4yamok
aemopcko20 nooxoda. Cnpoc cmewjoemcs 8
CMOPOHY KaMePHbIX, NePCOHANU3UPOBAHHbIX
npocmpaHcms, 20e 20CMb Yygcmeyem AUYHYH
3060my U YHUKA/IbHOCM®.

Ana MeHsa Kak 0415 #eHWuHel paboma e smoli
UHOYCMpPUU CMasaa 803MOXCHOCMbH 0151
02POMHO020 AUYHOCMO20 POCMa. B 8bicmpausaHuu
OmHoweHulli ¢ 20cmamu 0co6eHHO 3aMemHa ma
CaMasi «HeHCKas Maz2usi».

[peobpadeHue UHAYCMpUU HEBO3MONMHO

6e3 xeHcko20 Havana. Celiyac saxHee 8ce2o
KOHCMpPyKmu8HsIl nooxo0. B 6ydyujem UuMeHHO
HEHWUHBbI, Yygcmeyrowjue 2/1y60KyH C853b C
3emsel, 6ydym socmpebosaHel 6oablie 8cezo. Yem
6osbWe 6ydym pa3pacmamecs Me2anoaucel, mem
gbile 10U CMAaHym yeHUms ecmecmeeHHOCMe,
npupody u 8HyMpeHHKK 20PMOHUI0. Y 21a8HYH
pO/b 8 CO30aHUU 3M020 HOB020 CNPOCA CbI2PArOM
HEeHWUHbI-co3udamenu.

Molii 2naeHu1ii coeem ecem M0100bIM

N10AM, KOmopsie Xomam npeycnems 8

ceoeli npogeccuu, makos: HUK020a HUKOMY

He no3eonsiime ceba o2paHu4ueame!
Mpucaywadimecs k ceoemy 8HympeHHeMy 2010Cy

- UMEHHO 8 HeM CKpbleaemcs 8awWa NOOAUHHAS
cuna. Mol omey, - 3HameHUMebIG weg 8 cepe
mypu3ma - 80CNUMAs MeHA Ha ceoel KyxHe. U
camsie ceemysble 80CNOMUHAHUSA Moeli oHoCMmuU
C8A30HbI C MbiMbeM MApenok u Yyucmkol osowed.
VIMeHHO mo20a A 0C03HANA, YMO HAYUHAMb NYMb
K pabome mMe4Ymesl HY}¥HO C CaMblX OCHO8. [y6okoe
nozpyxeHue 8 demaau u 20Mo8HOCMb CMOUKO
npeodoseeame mpyoHoOCMuU - 80mM, Ymo 3aKasasiem
Xapakmep U CMaHOBUMCS 8ALUUM 2/108HbIM
MPAaMNAUHOM K KOPbepHbIM 8epUIUHAM.

Success in tourism is born

from the courage to change direction.

| entered the tourism industry 18 years ago.
Since childhood, | had dreamed of becoming a
flight attendant - but was eventually persuaded
otherwise. So | chose the ground instead of the
sky: earned a degree in economics, completed
my MBA, worked at a bank, launched training
programs and a recruitment agency. The 2008
financial crisis pushed me to seek a new

path - and that path turned out to be tourism.
I'm not the kind of person who dives into
something blindly. Before starting, | studied
systematically: | “attacked” tour operators with
questions, attended seminars and training
sessions, joined familiarization trips. In our very
first year, we ranked among the top tour
operators. But soon, | outgrew the standard
tours. | became one of the first in Kyrgyzstan
to promote ski destinations, educational trips,
exotic islands, and cruises - and later shifted
entirely to author’s tours.

That turning point came right after the
pandemic, yet it worked: my tours now sell out
a year in advance. And there are no limits here

- the same country can be experienced through
its cuisine, culture, or history; several
destinations can be combined into one route;
you can fly to Antarctica or travel through
Africa; stay in vineyards, watch whales, take
photos at Europe’s edge, climb volcanoes, fly

in helicopters, have breakfast with giraffes, or
attend concerts by world-famous artists. There
are no boundaries for creativity - and that's
what | love most about this field: you can never
reach a ceiling.

At some point, the media world drew me in as
well. I ran a YouTube channel where | reviewed
hotels and even hosted my own TV show,
“Suitcase Mood.” These days, short-form
content is trending, so I'm more active on
Telegram and Instagram. Still, I'm sure that
author's tours are the story that will stay with
me for years to come.

“The distinction of female leadership lies in the
power to manage emotions and create stories.”
For me, leadership is a way of life. Having been
in the market for many years, | understand
how tourism works. | see it as my duty to speak
openly - about both the shortcomings and the

General Director,
First Class Tour

Ycnex e mypu3sme npuxooum K mem, Kmo cmef10
MeHsem Kypc.

B mypuHdycmpuro A npuwisia 18 sem Ha3ao.

C demcmea meymana 6eime cmroapodeccoll, Ho
MeHs omaoeopu/u. B umoeze a avlbpana 3emsio:
nosly4und sKoOHoMu4Yeckoe o6pazoeaHuUe, cmeneHs
MBA, pabomana 8 6aHKe, 3anycmunaa Kypcsl U
pekpymuHz2080e azeHmcmeo. Kpu3zuc 2008 200a
3aCcmasus MeHsl UCKame Hogoe 0es10, U UM cman
mypusm. 5 He U3 mex, Kmo xeamaemcs 3a 0e/s0
Hayaad. llpexde yeM Ha4ame, 4 CUCMEMHO
YHUAGCH: «QMAKO8AAG» MypPOoNepamopos,
nocewjana ceMuHapsl U MpeHuH2u, e30u1a 8
peknamHele mypbl. Yie 8 nepaelili 200 Mbl 8OWAU
8 monsl myponepamopos. MHe 6bicmpo cmasio
mecHo 8 cmaHdapmHelx mypax. 1 00Hol u3
nepseoix 8 Kelpabi3cmaHe Ha4aaa npodsu2ame
20PHO/IbIXCHbLIE HONPABAEHUS, 06pA308aMe/IbHbIE
mypbl, 3K30mMuy4eckue 0Cmpoea, Kpyussl, a 3amem
NOAIHOCMbIO yWi/Ia 8 A8MOPCKUE MYpPbl.

3mo 6b1/10 cpa3y nocsie naHOemMuu, HO y MeHs
nosly4yuaoCs: MoOU mypsl packynarom 3a 200 00
Ha4ana nymewecmeus. Yl eom 30ece npedessl He
30KAHYUBAOMCA: 0OHY U MY e CMpPaHy MOXHO
nokasame ¢ 2acmpoHomudeckod, Kys1emypHoU
usnu ucmopuYeckoli CMopoHbl; MOXCHO CObpame
HeCKo/1bKo CMpPaH 8 0OHOM Mapwpyme; MOXHO
ynememe 8 AHMapKmudy uiu omnpagumecs 8
APpuky; Hume Ha 8UHOOeNbHSAX, HabAdaMb

30 KUMamu, pomoz2paPuposamecs Ha Kparo
Egponel, NOOHUMAOMbCA HO 8Y/AIKOH U/U 1emame
HQG 8epmoaémax, 3a8mpakams ¢ xupapamu,
nocewjame KOHYepmel MUpo8bix 38e30 -

HUKOKUX 2paHuUy, 0151 meopyecmsa - 1 N0Ay4aro
yodoegoascmeue om mozo, Ymo 8 smoli cpepe
HEe8o3MOMHO d0CMUYb NOMOJIKA.

B kakol-mo MoMeHmM MeHs 3amAHY/0 U 8
meduacpepy: y MeHs 6bia YouTube-kaHasn, 2oe

A paCCKa36180/10 NPO omenu, U A daxce sena
cobcmeeHHyo mesnenepedaydy «HemodaHHoe
HacmpoeHue». Celi4ac, KOHeYHO, 8 MOOe KOPOMKULI
KOHMeHm, noamomy A 6o/buie 8

Telegram u Instagram. Ho yeepeHa: asmopckue
mypel - 3MO Ma uCMopus, KOmMopas MOYHO €O
MHOU Hados20.

Ana MeHs 1udepcmeo - 3mo HU3HeHHAA NO3UYUS.
51 0a8HO HQ pbIHKE U 8UXCY, KOK YCMPOEH Mypu3m.
Cyumaro ceoum 00/120M 2080pUMb 2POMKO U
npsmo o Hedocmamkax, 00CMUXCEHUAX, MPEHOAX.
5l cocmoro e accoyuayuu mypusma, U ecau He Mo2y
docmy4amecs 0o cucmemsl, Mo 8HeOpsAH HO8oe y
cebs 8 komMnaHuu. Jludepcmeao, Noxoxce, y MeHs 8
Kposu.
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achievements, about trends and
transformations. I'm a member of the
tourism association, and when | can’'t reach
the system directly, | start implementing
change within my own company.
Leadership, it seems, is in my blood.

The greatest strength of the female
approach lies in attention to detail and the
ability to sense emotion. A woman doesn’t
just organize a trip - she turns it into a story.
In family tourism, we undoubtedly lead: we
understand what comfort means for
everyone. In author’s tours, not only
logistics but also psychology comes into
play: how to make sure the group truly lives
the route, and each person feels special.
That's our “superpower.”

Tourism is no longer just about “going
somewhere to relax by the sea.” Today,
travel is about emotions - tasting, smelling,
and feeling the rhythm of a place; slowing
down here, speeding up there.

The key value now is uniqueness and
authenticity. What's in demand are
tailor-made, “worry-free” tours where
everything is thoughtfully arranged.

The personal experience of a travel agent -
who has seen, lived, and can share

real insights - has become priceless.

In my HR policy, | aim to make work blend
harmoniously with life. We offer flexible
schedules, and in the office, | try to create a
“home-like” atmosphere. During the
pandemic, we worked tirelessly to bring
every traveler safely back home, and later
even organized at-home COVID tests. Today,
we never leave a client alone with a problem
whether it's a flight cancellation, lost lug-
gage, or an insurance issue. My team knows
they can rely on me.

Despite digitalization, Al cannot rival

human intelligence when it comes to
crafting the perfect journey. It's a reference
tool - but people still need people. The role
of a female leader is to integrate technology
in a way that makes work easier while
preserving the human connection. The
ability to balance between technology and
emotion - that's what defines the future.
“The future of tourism will be shaped not by
numbers, but by the emotional connection
built with people.”

To change the future of the industry, wom-
en leaders must focus on people - on
emotions and love for what they do.
Tourism is about joy and memories.

If we focus only on numbers, we lose the
essence. A true revolution will come when
quality, not quantity, becomes the priority
- because financial results naturally follow
quality service.
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InasHoe npeumyLecmeo XeHCKo20 hooxood -
B8HUMGHUe K 0emansam U yMeHuUe 4yecmeosame
amoyuu. XXeHWUHa He Npocmo op2aHu3yem
nymeuwecmeue, oHO CmMapaemcs npespamume
€20 8 ucmoputo. B cemeliHom mypu3sme

Mbl, 6€3yC/108HO, 8nepedu: Yyscmeayem, KaK
cdename KOMPOpMHO 8ceM. B aemopckux
mypax 8K1KYAEMCS He MO/bKO 102UCMUKQ,
HO U ncuxo/102us: KaK c0ename mak, 4mobsl
2pynna NPoXCUAa MApLpym ApKo, U KaxCobIl
noyyscmeosas cebs 0CobeHHbIM. Mo Hawa
«cynepcunan.

Typu3m nepecmasn 66ime NPOCMO 0 MOM,
Ymobbl «noexame U nosexame y mops». Celivac
nymewecmeue - 3mo 3Moyuu; No4y8cmeosams
CMPaHy Ha 8KYC, 3aNax, pumm; 20e-mo
3amednumecs, 20e-mo yckopumecs. Teneps
K/1K0Yesas YeHHOCMb - YHUKA/bHOCMb U
aymeHmu4yHocme. BocmpebosaHsl agmopckue
mypel u «mypel 6e3 3a60m», 20e 8cé npodyMaHO
0o mesoyell. JIu4HeIl 0NLIM Mypaz2eHma,
Komopsbili bbis, 8UOEN U MOXHEM NOOeAUMbCA
natipxakamu, cmaHosUMCA 6eCyeHHbIM.

B HR-noaumuke A cmapatrocs, Ymobsl paboma
20PMOHUYHO 8NUCLIBA/IACH 8 HU3Hb COMPYOHUKOS.
Mei obecneyusaem 2ubkue 2paguku, a 8 opuce

51 co30ar0 ammocpepy «kak domax. Bo epemsi
naHoemMuu Mol NPUAOKUAU 8CE YCUAUS, YMOobbl
8blee3mMu Kaxc0o020 mypucma 0omod, a no3sice
0p2aHU308bI80/1U KOBUO-mMecmbl HQ OOMY.
Ce200HA Mbl HUKO20a He ocmas/isieM KAUueHmos
00UH HA 00UH ¢ npobaemoli - 6yOb Mo ommeHa
pelica, nomepsa 6azaxca unu cmpaxosol cay4ad.
MeHedepbl 3HAOM, YMO MO2YM NOAOHUMbCA HA
MeHS.

Hecmomps Ha dudxcumanuzayuro, U He moxcem
CPABHUMbLCA C Yes108e4eckKUM UHMeNNeKMOM 8
nocmpoeHuu udeasbHO20 hymewecmaeus. 3mo
cnpasoyHas GyHKyuUs. Hesoeeky HyxHeH Yenoeex.
Pos1b JceHUUHbI-pyKosoouMes - 8CMpoume
mexHo/a02uuU Mmak, Ymobel OHU obse24yanu pabomy,
HO COXPaHUMb IUYHOE, Yesoeeqeckoe obuweHue.
YmeHue 6anaHcuposames mMexoy mexHoA02UAMU U
IMoyuAMU - Bom Ymo onpedesnsem 6ydyujee.

MHe npuxodusnoce bopomecs 3a Mecmo 3a
CMOo/IOM nepe2080po8, HO A 8UdeNa 8 3MoM

WAHC YmMo-mo uameHuUme. «)XeHckoe» 8 busHece
cKopee nomoz2aem: ynelbKa, ymeHue 6bime MsA2Kol
u mpebosamesibHol 0OHOBPEMEHHO, HaX00UMb
KOMNPOMUCCbI - 3MO 60/1bW0e NpeuMywecmso.
bopomecsa npuwisnoce ¢ camoll cobod, y4ace
6a1aHCUPOBAMb MeXOy POALI0 Mamepu U
6u3HecaymeH. bez noddepxku ceMbu 5 66l He
cnpasuaace.

Ymobel usmeHUMBb 6ydyujee uHOyCmpuu,
HCEHUWUHbI-AUOepbl O0MHCHBI HANPABUMb
B8HUMQHUE HQ Yes08eKa, e20 IMOYuU U
1106086 K desay. Typusm — 3mo npo padocms
U 80CNOMUHAHUA. Ecnu Ml 6ydem cmompeme
Mo/ILKO HO YUPPsI, Ml nomepsem cyme.
Pesosiroyus npou3solidem, ko20a 8o 2naee
yana bydem ka4ecmeo, a He KoAUu4ecmeo.

K kayecmeeHHOMY cepsucy Heu36exHo
noomszusaemcsi 0eHexcHsIl pe3ynemam.

Lasting success in tourism comes

from maintaining stability and

innovation at the same time.

My journey in the tourism industry began
through sectoral journalism. In 1994,

| started working for Turinfo, which at the time
was Russia’s only tourism newspaper. My
career advanced quickly: by 1998, | became the
editor-in-chief. Later, | briefly stepped away
from tourism, gaining experience in various
business and lifestyle publications.

But in 2005, | returned to Turinfo - this time as
the director of the publishing house. Then, in
2008, | received an offer | simply couldn’t
refuse: to become the Executive Director of the
Association of Tour Operators of Russia (ATOR).
I immediately knew it would be an

incredibly interesting and valuable

experience - and | was right. ATOR, as an
association uniting market leaders,

never stands still and is always striving

for new horizons.

True leadership is a

matter of identity, not just a profession.
For me, leadership in tourism is undoubtedly
a way of life. One must ask: could you really
perform effectively in such an organization if it
weren't an integral part of who you are?

As for the role of women in tourism - for many
years in Russia, it was rightfully said that
“tourism has a woman'’s face.” And that wasn't
only because thousands of companies were
headed by women.

The path the industry has traveled, through
crises and economic downturns, required
precisely a feminine approach: the ability to
handle dozens of issues at once without losing
composure, while maintaining a clear vision of
the end goal. Add to that a genuine concern for
clients and the ability to work with them even in
the toughest circumstances. It's often said that
effective multitasking is a natural female
advantage - and that's exactly what has always
been essential for the success of a Russian
travel company.

Of course, times have changed. In recent years,
especially after the pandemic, Russian tourism
has begun to show more “masculine” traits:

Executive Director of the Association of
Tour Operators of Russia (ATOR)

CoyemaHue HadexcHocMu U UHHo8ayuli - 30102
00/120CPOYHO20 ycnexa 8 mypucmu4ecKkom
6usHece.

Mol nyme 8 mypuHAycmpuro Ha4asacs u3
ompacnesol xypHaaucmuku. B 1994 200y

A npuwaa pabomame 8 eOUHCMBEHHYH0

HO mom MOMeHmM mypucmu4eckyro 2a3emy
«TypuHpo». Kapeepa pazsusasnace 6eicmpo: yxce
8 1998 200y A cmana 2108HbIM PEOAKMOPOM
2a3emel. [Ipasda, nomom s HeHad0/120 ywAa U3
mypu3ma, npobo8asa Cusbl 8 PA3HbLIX 0€108bIX U
2/19HYe8bIX U30aHUsAX, Ho 8 2005 200y eepHynace
8 «TYpPUHPO» - yoHe Ha 00HHOCMb dupekmopa
usdamenscko2o doma. A 8 2008 200y MHe
nocmynuso npeodsioxeHue, 0m Komopoz20 5 He
CMO2/10 OMKA3aMbCA - CMame UCNOAHUMENbHbLIM
dupekmopom & ATOP. A cpasy noHAAaG, YmMo 3Mo
6ydem HegeposIMHO UHMepPecHsIl U Nose3Hebll
onsim. Tak u eelw10, nomomy 4ymo ATOP,

Kak 06veduHeHue 1udepo8 PbIHKA, HUKO20d

He ocmaHaenueaemcsi Ha 00CMU2HymMom u
NOCMOSHHO CMPeMUMCcs K HO8bIM 8epPUIUHAM.

Ana meHa audepcmeo e mypusme - amo,
6e3yc/108H0, HCU3HEHHAA no3uyus.
Cnpocume cebs: pazee MOXCHO 6bi/10 bbl
IpPpekmusHO 8bIN0AHAMb 00AHHOCMHbIE
06530HHOCMU 8 Makol op2aHuU3ayuu, eciu 66l
3Mo He 6b1/10 MBOUM 8HYMPEHHUM «S»?

Ymo kacaemcs poau xeHwuH 8 mypusme, mo 8
Poccuu donzoe spems cnpagedugo 2080puAU,
4mo y mypu3sma - «’HeHcKoe auyo». ¥ 0eno 66110
He Mo/1bko 8 MOM, YMO PyKo8OOUMeNsIMU MbICAY
KoMnaHul aeasomcs xeHuwjuHsl. Cam nyme,
KomopsIl npowaIa 0mpac/e, CO 8CEMU KPU3UCAMU
u deponmamu, mpebo8as UMEHHO HeHCKO20
nodxoda: yMeHUsi 00HO8PEMeHHO pewame
decsimku 80Npocos, He mepsAs camoo61a0aHUS, C
yemkum gudeHuUemM KOHe4YHoU yeu.

K 3momy dobaensaemcs uckpeHHaA 3a6oma o
KAUeHMax u Hagsblk pabomel ¢ HUMU OOXME 8 CaMbIX
CI0XCHBIX cumyayusx. Ecme makoe pacxoxcee
MHeHue, Ymo 3ppekmusHass MHO203a0aYHOCMb

- 6e3ycn08Hoe HeHcKoe npeumyujecmso. M smo
KQK pa3z mo, Ymo 8ce20a 66110 Hy}CHO 0415 ycnexa
pocculickoli mypkoMnaHuu.

Bnpouyem, epemeHa MeHsitomcs. MHe kaxcemcs,

Ymo 8 nocsedHue 200bl, 0CO6eHHO nocne
naHoemuu, y pocculickozo mypu3ma npos8uUNUCk
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today, if you want to survive, you can't
afford to be distracted by secondary
matters. Still, it's worth noting that the
backbone of nearly every travel company
remains female.

The future of tourism relies

as much on reliable standards

as it does on personal experience.

When it comes to the essence of modern
tourism, | don't entirely agree with those
who describe it primarily as a personal
experience. In my view, it's a clear and
structured set of services. Even when a
traveler believes they're pursuing something
unique, they still need to understand how
they're traveling, where they're staying, and
where theyll be dining. What truly defines
the personal experience is why they're
traveling - what they plan to see or feel.

But that experience is impossible without a
solid foundation of quality,

standardized services. As technology
advances, the booking process should
become simpler and more comfortable for
travelers. In mass tourism especially, we can
see how the importance of comfort grows at
every stage - from planning to the

journey itself.

Among the innovations shaping the future,
| see the strongest influence coming from
digitalization and its impact on the entire
consumer journey. However, | believe the
role of women leaders lies not so much

in technological breakthroughs, but in the
subtle art of shaping tourism products that
reflect the preferences of today's travelers.
After all, in most cases, it's women who de-
cide where and how families will travel.

My own path in this field has always been
deeply engaging. Like any profession, it's
had its share of challenges and trials - but
there has always been a drive to make
things better: for the industry itself and for
everyone working within it.

| believe that today, the role of women

in tourism is less about radical change or
revolution and more about preserving the
best of what the industry has built over the
past decades. Perhaps truly revolutionary
changes are only needed where women
still cannot work in tourism or travel freely -
complex questions with no easy answers.

The women leaders of the

future will emerge from those who
learn with curiosity and

dare to set out on their journey.

To young women dreaming of a career

in this industry, | would offer one simple
but important piece of advice: never stop
learning and growing. Don't settle for small
victories. And of course - travel as much
as you can. It's the best way to understand
both yourself and the people around you.

42 TOURISM EXPLORER

cKopee «MyXccKue» Yepmbsl: Ce200HS He/b3s
omesiekamsCa Ha 8mopocmeneHHoe, eciu
Xxo4euwib 8bICMOosMb. Ho 8axHO ommemume,
4Ymo OCHOBHOU KOCMSAK nepcoHana A0600
mypoupmsi- 3mMo, NO-NpPexcHeMy, HeHUJUH®bI.

Ecnu 2080pume o cymu coepeMeHH020
mypu3ma, mo s, noxcanyli, He co2n1awyco ¢
memu, Kmo Ha3blieaem e20 8 nepayro o4epeods
SUYHLIM ONLIMOM.

Ha moli 8322150, 3mo kak paz cmaHdapmHsid,
NOHAMHbIU Habop ycaye. Aaxce ecau mypucm
cyumaem, Ymo opueHmMupyemcs Ha yHUKAAbHbIl
onelm, eMy 8 1l60M C/ly4ae 00A*HO bbIMb
NOHAMHO, HO YeM OH edem, 20e xcusem u 20e
numaemcsa. A eom mo, 3a4yem OH edem - Ymo
UMeHHO OH cobupaemcs cMompeme uau
Yy8CMeo8aMes, - 3MO U eCMb MOM Cambil
JUYHbLIT onsim.

Ho oH Hego3MosieH 6e3 ka4ecmeeHH020
«yHOaMeHMa» U3 CMaHoapmHsix ycaye. Hem
601U PA38UBAIOMCA MEXHO02UU, MmeM npowye
U KoMpopmHee 0415 nymewecmeeHHUKa 00/xeH
66/mb npoyecc 6poHUpPos8aHuA. Ecau 2oeopums o
MaccoeoM mypu3sme, mo Mol 8UOUM, KK pacmem
YeHHOCMb KoMpopma Ha 8cex 3manax - om
NAGHUPOBAHUS A0 CAMO20 Nymeulecmeus.

V13 uHHosayul, onpedeasrowjux bydyujee, 1,
KOHeYHO, 8UXY MOUWHOe 8/AUsAHUE Yupposuzayuu
Ha 8ecb Nymob nompebumens. A posb HeHUjUH-
/1U0epos A BUNY He CMObKO 8 MeXHON02U4eCKUX
NpopsI8aX, CKOALKO 8 MOHKOM pOpMUpPO8aHUU
mypnpodykma, kKomopell y4umeligaem
npednoYmeHus cospemMeHHbIX mypucmos. Beds

8 bo/bWUHCMEBe Cy4aes 86l60poM Mecma u
8apPUAHMOB 0MObIXA 3AHUMAKOMCS UMEHHO
HCeHUWUHbI.

Moli cobcmeeHHsbIlU nyme 8 amoli cpepe bbin
npocmo o4yeHs UHMepecHol pabomod. Kak

u 8 1tobol dpyzoli pabome, 30ece xeamaso

u 6opsbel, u ucnsimaHul. Ho ecezda
npucymcmeosas1o U XeaaHue 4mo-mo
U3MeHUMs K Ayqwemy - 044 camoli uHAycmpuu u
0715 8cex, kKmo 8 Heli pabomaem.

MHe kadxcemcs, Ymo ce200Hs PO/b HEeHUJUH 8
UHOYCmMpuUU - 3mMo He CMo/bKO KapOUHA/bHbIE
U3MeHeHUs U pego/toyuu, CKObKO COXpaHeHuUe
8ce20 /ly4uie2o, Ymo 66l10 C030aHO 8 Mypu3me
30 nocnedHue decsmusanemusi. BoamoicHo,
no-Hacmosujemy pegostoyUoHHble peleHus
HY#CHbI IUWb 8 MexX CAY4asiX, K020a HeHWUHb!
He Mo2ym pabomame 8 mypu3me uau He Mo2ym
nymeuwecmeosame. 3mo C/10X4CHble 80NPOCyI, HO
Komopesle Hem 6bICMpPbIX 0Meemoe.

A M0/100b6IM YKeHWUHAM, MeYmarwum o
Kapsepe 8 3moii uHdycmpuu, A 661 noxcenana
CaM020 NPOCMO20 U CaMO20 8AXHCHO20:
NOCMOAHHO y4UMbCA, pa3eusamscs, He
0CMaHABNUBAMbCA HAO MA/AIGHLKUX no6edax.
Y, KOHeYHO, MHO20 nymeuwecmeoseams. 3mo
Ay4wuli cnocob noHAMes U cebs, u dpy2ux arooded.

“In the evolving world of tourism,

the experiences | gained across different
continents shaped a universal vision of
hospitality that still guides me today.”

My story began in 1989, when | decided to
come to Turkiye, to Alanya, for an internship
while studying Tourism and Hospitality in the
Netherlands. | took my first step into the sector
as a front office receptionist. Having lived and
studied abroad, the discipline, communication
skills and foreign language abilities | had
acquired made me a natural fit for this profession.

Tourism in Alanya was still developing at that
time, and | had the opportunity to grow within a
sector that was expanding every day. My career

later continued in international chain hotels in
Antalya, Spain, Amsterdam, Curagao, Cappado-
cia and Singapore. Working with different
cultures and management styles gave me a
strong and broad vision.

“Leadership in tourism does not come

from a title. It comes from a stance,

from values and from the courage to
transform service culture.”

For me, leadership is a stance. Every

profession has leaders, but what defines them
is not their title. It is their character, their values
and their way of guiding others. In tourism, true
leadership is found in managers who inspire
their teams and create a sustainable culture of
service.

The female perspective is felt most strongly in
attention to detail and precision. Women tend
to be more meticulous, more considerate and
more empathetic in business processes. This
brings a significant advantage both for guest
satisfaction and team management. The
nurturing and protective nature of women also
leads to more inclusive decisions during crises.

The pandemic changed the course of
tourism. Today, it is not destinations but
experiences that touch the heart and leave a
mark that hold real value.

One of the biggest triggers that transformed
tourism from a destination service into a
personal experience was the pandemic. After
the pandemic, people’s values, expectations
and outlook on life shifted. Now people seek

an emotion, a story, an experience rather than

Tourism and
Hospitality Professional

“B 3noxy mpaHcpopmayuu mypuHoycmpuu
UMeHHO MH020/1emHuUli onbim pa6omel Ha PA3HbLIX
KOHMUHeHmMax nomo2 MHe cpopmupoeame
YHueepcanwvHeiii N00X00 K 20cmenpuumMcmey,
Komopblii U ce200HA ocmMaemcs MOUM 2/108HbIM
opueHmupom.”

Mol npogeccuoHanbHbIl nymes Ha4Ya/Cs 8

1989 200y, koz20a £, y4yacs 8 HudepaaHOax no
cneyuansHocmu «Typusm u FoCMUHUYHbIG 6U3HEC,
NpUHANG pewleHue noexame Ha CMAaXuposKy 8
mypeykyro AnaHer0. Cmapmom cmasaa no3uyus
aOMUHUCMPamMopa Ha pecenuieHe omess.
AucyunauHa, KOMMYHUKOMUBHAS 2U6KOCMb U
3HOHUe A36IK08, NpuobpemeHHble 30 8peMs HU3HU
U y4ebbl 30 pybexcom, 0Ka3aaUCk U0eabHbIM
¢yHOameHmom 045 amoli npogeccuu.

B mom nepuod mypu3sm 8 AnaHee mosbko
popmupo.ascs, U A NOAyYUAQA YHUKAAbHbIG WAHC
pacmu emecme ¢ OUHOMUYHO pasgusarouyelics
ompacasto. B daneHeliwem 2 pabomana 8 omensx
Mex0yHapOoOHbIx cemeli 8 AHmanse, VicnaHuu,
Amcmepdame, Kropacao, Kannadokuu u CuHzanype.
B3aumoodelicmeue ¢ pasu4HeIMU Ky1bmypamu

U ynpaesneH4eckuMu MooeasiMu N0380/1US0 MHE
gbipabomame yesn0CmHoe U MHO20MepHoe
npogeccuoHanbHoe sudeHue.

“UcmuHHoe nudepcmeo e mypusme
onpedensemcsa He popManbLHLIM cCMamycom, d
nuyHolii no3uyueii, NPUHYUNAMU U 20MOBHOCMbIO
MeHAMb nodxodsl K cepeucy.”

S cuumaro, Ymo nudepcmaso - 3mo, npexcoe 8cezo,
8HYMpeHHAA ycmaHoska. Jludepel ecme 8 060l
cpepe, u ux cyme packpeigaemcs He 8 00HHOCMAX,
0 8 HU3HEHHbIX OPUEHMUPAX, UeHHOCMSX U MaHepe
ynpassaeHus. B cepe 20cmenpuumcmeaa NoOAUHHbIL
nudep - 3Mo Mom, Kmo ymMeem MoOmueuposams
Kos1ekmu8s u popmuposames no-HacCMoAwemy
NPOYHYIO KyA6mypy 3060mel 0 20CMAX.

XeHckuli 8327150 8 cekmope owywaemcs, npexicoe
8ce20, 8 0ema/ifix U mwamensHocmu. XeHUjuHs!

8 paboyux npoyeccax 6osee BHUMAMENbHbI K
demansam, ckpynynesHel U 061a0a10M 86ICOKUM
Yypo8HeM amMnamuu. 3mu Ka4yecmea CmaHo8smcs
cepbe3HbIM npeumyujecmeom u 8 pabome ¢
K1UueHmMamu, u 8 pykogoocmee compyoHukamu. A
npucywue XeHwuHam 306oma u MamepuHcKul
UHCMUHKM NOMO2AM 8 C/I0}CHbIE MOMeHMbl
HaX00ume 60s1ee 838ewieHHble U KOMN/AEKCHbIe
peweHus.

“lMaHdemus nepeopueHMuUpPo8aAna Mypusm:
Ce200HA yeHAMCA He Mecma, a 3Moyuu, Komopeie
mpozarom oywy.”

VIMeHHO naHOeMus 8bicmynuaa 2108HeIM dpalisepom
380/10YUU UHOYCMPUU - OM NpedocmasieHus
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simply a country. Simplicity, authenticity,
trust, nature and the feeling of well being
are now at the center of tourism.

“True leadership means being present
in moments of crisis. It means standing
in the middle of the solution instead of

stepping back.”

Personally, | never chose to withdraw during
crises. | always believed in confronting
problems directly, standing beside my team
and persevering until a solution was found.
The protective, committed and courageous
nature of women leaders makes a
significant difference in crisis management.
This approach also strengthens the sense of
trust within teams.

“The future of tourism is moving toward
a service philosophy that embraces
simplicity, conscious consumption and
cultural depth.”

| believe tourism will transform into

a simpler, more minimal and more
conscious model in the future. Instead of
the abundance of food and beverage,
quality, efficiency, cleanliness and
sustainability will come to the forefront.
The story, natural character and culture of
a destination will gain even greater value.
Women leaders will be at the very center of
this future, because they possess the ability
to manage sustainability, sensitivity,
empathy and quality all at once.

Being a woman in this sector was
challenging, but certainly not impossible.

It was also deeply transformative. With
every step, | better understood my own
strength and the importance of women's
presence in tourism.

“The true power of tourism does

not lie in new investments. It lies in
the effective management of

what already exists.”

Speaking for my own region, the central
focus of a radical new perspective must be
sustainability. Instead of increasing new
investments uncontrollably, what we need
are thorough inspections of existing facili-
ties, improved environmental planning,
better infrastructure, reliable internet
quality, well maintained roads and the
creation of alternative areas of interest
outside hotels.

“Tourism demands great effort,

but it gives back generously”

My advice to young women today is to be
prepared to work hard. Long hours, working
on holidays and peak seasons are part of
this profession. If they struggle to balance
this, the process becomes more exhausting.
But if they stand strong and continue, they
will experience a deep sense of achievement
both materially and emotionally. Tourism is
a profession that requires great effort but
rewards you richly in return.
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ycayz K Co30aHUK NepCoHANU3UPOBAHHO20
oneima. B nocmkoeudHyr 3noxy npousowna
mpaHcpopmayus Yyenoeeyeckux yeHHocmel

U JHU3HEeHHbIX opueHmupos. CoapemeHHbIl
nymewecmeeHHUK on1a4ueaem He nocewjeHue
CMPAaHsI, @ B03MOXHOCMb NPOXCUMb YHUKANbHYHO
UCMOpUto, NOAYYUMBb sipKUe IMoyuu. Knoyessimu
3anpocamu cmanu aymeHmu4YHoCme,
6€30NnaCHOCM®, 3K0N02UYHOCMb, NPOCMOMA U
BHYMPEHHSS 20PMOHUSI.

“UcmunHeb1ill nudep 8 Kpumuyveckue MOMeHMbl
deMOHCMpupyem €80 coOCMoAMenbHOCMs He
omcmynseHueM, @ AKMUBHbIM ydyacmuem 8
paspeweHuu cumyayuu”.

B Kpu3ucHbIX cumyayusx A HUKo20a He gelbupana
nyme omcmynaeHus. Mol npuHyun - AUYHO
gecmu KOMaHOy, BMecme UCKams 8biX00 U He
0CMaHABAUBOMbCS, NOKA NPO6IEMA He pelieHd.
BossieyeHHOCMbL, 0M8BemMcmeeHHOCMs U

GpO)KGEHHGﬂ cmesnnoCme XceHWUH Ha ,DyKOSOGﬂu,{UX
nocmax eHOCSIM HeoueHUMbIU 8k1a0 8 ynpaesieHue

Kpusucamu. [lodobHaa Modene nosedeHus, 8
€8010 04Yepeds, cnocobcmeayem GopMuUpPOBAHUID
ammocepsi 8bICOK020 008epUsI 8 KOA/EKMUBE.

“bydywee mypusma 0euxcemcs K Hoeoli
dunocouu obcnyxcuearnus, komopas
ebideu2aem Ha nepeblii naaH npocmomy,
0CO3HaHHOe nompeb6sieHue U KynbmypHYio
2n1y6uHy".

A y6excdeHa: mypusm *dem 380/+0U4UA 8 CMOPOHY

npocmomel, MUHUMAAU3MA U OCO3HAHHOCMU.
L{eHHOCMb CMECMUMCSA OM 20CMPOHOMUYECKO20
u306UNUS K KaYeCmeeHHOMY, 0NepamueHOMY,

3K0/102U4HOMY U ycmodlyueomy cepsucy. Ha nepseili

nAaH 8bIlidym NodAUHHAA UCMOpUsA Mecma, e2o
nNpUpoOHaA aymeHmMuUYHOCMeb U KyA6mypHell
K00. M uMeHHO xeHWUHel-nudepel, b1azodaps
8POMOEHHOMY yMeHUI co4emams ycmolvueoe
passumue, 4ymkocmes, SMNAMUI0 U Ka4eCcmao,
3aliMym eedywjue no3uyuu 8 3mom bydyujem.

“lMomeHyuan mypusma packpsieaemcs He
HOBbLIMU 8/10)CeHUAMU, d 3P PeKmueHvIM
MeHedX¥MeHmMoM UMeroWuxcsa pecypcos”.

Ana Hawe20 pe2uoHa hpuopumemom

00/CHa cmame cucmeMHas paboma

Had ycmodlidussiM pazeumuem. Bmecmo
Xaomu4yHO20 CMpPoumMensCmea Hyx#Hel

cmpoeauli ayoum mekyujux 06-ekmos,
KomnsekcHoe 61a20ycmpolicmeo, MOdepHU3ayUS
UHPpacmpykmypsi u co30aHUe pa3HO0bpa3HoU

mypucmuyeckoli 3kocucmemesl. Bede cogpemeHHell

Mmypu3M - 3mo KOMN/AeKCHOe eneyamJseHue,
suixodswyee 0a1eKo 3a npedesibl Omess.

“Typu3m - amo npogeccus, 20e ynopHsliii mpyd
npuHocum weopeie naodsL.”

Modi coeem M0a006IM CneyUAAUCMAM:
Hacmpolimece Ha cepbesHyro pabomy.
FomosHOCMb K HEHOPMUPOBAHHOMY 2PAPUKY,

pabome & npa30HUKU U a8pasaM 8 8bICOKUL Ce30H

- 3mo cyme Haweli pabomel. [la, 6e3 npagu/bHO20

HAcmposi MoOX#HO 66Icmpo eblzopems. Ho nposisue

Xxapakmep u Hacmoli4yueocms, el 0bpememe
HeYmo 6osbLiee, YemM Npocmo 00x00 - 21y6UHHoe
Yy8CMBO NPOPeccUoHANbHOU peanu3ayuu u
MopaseHoe yoosnemeaopeHue. Typu3m - 3mo

npogeccus, komopas mpebyem 02pOMHsIX ycunud,

HO U Cno/siHa 803H02p0)KaG€mCFI.

My story of entering the tourism industry is an
example of how random circumstances can
shape one’s destiny. Initially, | had no plans for
a career in hotels; | was studying to become a
linguist-teacher of English and German.

| wanted to perfect my German and applied for
an internship in Germany. However, preference
was given to students whose first language

was German. | then decided to take a different
path: | went to a hotel in Antalya where many
German tourists were vacationing. This gave
me ideal language practice, along with a fateful
encounter: it was there that | met my future
husband, who had grown up in Germany. Two
years after our meeting, we married, and |
permanently connected my life to tourism. Now
| have been in this field for 23 years. In the first
10 years, | was fully immersed in operational
work: | progressed from administrator to Guest
Relations Manager. Later, the TopHotels portal
became a turning point for me; it was there |
realized that my true calling was marketing and
sales. Today, | lead the sales and marketing
department of a network of seven hotels under
the Sherwood Resorts and Hotels | Greenwood
Resorts and Hotels brands. Every new project

is not just about selling a vacation, but about
creating emotions and experiences that stay
with guests for a lifetime.

Leadership is not a position,

it is a responsibility to people

For me, leadership in tourism is not just a job
duty; it is a way of life. This path was not easy:
as awoman and a foreigner, | constantly had to
prove my right to a seat at the table, defend my
reputation, and go “against the grain.”

| often heard: “You can't,” “It won't work,” “You
can't handle it.” But every time | chose to move
forward. Sometimes my guide was not role
models, but anti-examples; by observing certain
leaders, | understood: “This is definitely not how
you behave.” Today, | consider one of my main
tasks to be nurturing new talent, opening the
way for skilled professionals, and supporting
and guiding those who trust me and seek ad-
vice. | am proud that many colleagues | worked
with in the past have built careers abroad, and
some still write to me, sharing their successes
or asking for professional recommendations.
The evolution of consciousness entails a
rethinking of leadership. In my view: “A job

Sherwood Resorts and Hotels
Greenwood Resorts and Hotels
Group Sales & Marketing Director

Mos ucmopusa npuxoda 8 mypuHoycmpuro - 3mo
npumep mozo, Kak cay4aliHele 06cmosamenscmea
Mo2ym onpedenums cyoeby. VI3HaYAN6HO A 8o8Ce
He NAaHUpPOoB8ANA Kapbepy 8 omesax: A y4unace
Ha AUH28UCMA-npenodasamens aH2AUUCKO20

U Hemeykoz20 A3bikos. MHe xomesnoce dogecmu
Hemeykuli do cogepweHcmeaa, U 1 n0oana

3a58Ky Ha cmaxcuposky 8 lepmaHuu. OOHAKO
npednoymeHue omoaau cmydeHmam, 044
Komopesix Hemeykuli 661 nepesiM si3eikom. To20a
A pewuna nocmynume UHa4ye: omnpaeuaace

8 AHmasneto, 8 omese, 20€ 0MObIXANO0 MHO20
Hemeykux mypucmos. Tak i Noay4una uoeasnbHyro
A3bIKOBYIO NPAKMUKY, 0 emecme ¢ Hel - U
CyObb60HOCHOE 3HOKOMCMEBO: UMEHHO MaM 5
ecmpemua 6yodywjezo Myxa, 8blpoOCUe0 8
lepmaHuu. Yepes 2 200a nocne Hawleli ecmpeyu
Mbl NOXMCEHUNUCb, O 1 OKOHYOMe/bHO C8A301a
MHU3H6 C Mypu3MoMm: U 8om yxce 23 2000 £ 8
amoli cpepe. B nepgeie 10 1em 5 NOAHOCMbHO
noz2py3unace 8 onepayuoHHyr pabomy: npowna
nyme om admuHucmpamopa 0o Guest Relations
Manager. Mo3xe nopman TopHotels cman 04
MeHsA mo4Kol nepesnomMa: UMeHHO Mam A NOHAAQ,
4Ymo Moé Hacmosiwjee npu3gaHuUe - MapkemuHa u
npodaxcu. Ce200Hs 51 pyKo8Oox#Y 0maesnom npooax
U MapkemuH2a cemu u3 cemu omesel 6peHdos
Sherwood Resorts and Hotels | Greenwood Resorts
and Hotels. U kaxObili Ho8bIl npoekm 0415 MeHA
- 3MO BO3MOMHOCMb HE NPOCMO NPodasame
0moeix, a €030a80Mb 3MOYUU U 8Ne4YamM/IeHus,
Komopele 0cmaromcs ¢ 20CMAMU HA 8CHO HCU3H®b.

Jludepcmeo - 5mo He 00/NHCHOCM®,
omeemcmeeHHOCMb nepeod N00bMU

Ana MeHs audepcmeo 8 mypusme - 3IMo He NPOCmMo
00/MICHOCMHAS 06530HHOCMb, A HU3HEHHAS
no3uyus. 3mom nymse 6bl1 HeNPOCMbIM: KAK
HeHWUHe U UHOCMPaHKe MHe npuxoounocs
NnocmMosiHHO 00KA3bIBAMb C80E NPABO HA MeCcmo
30 CMos10M, OMCcMausamMe penymayuro U uomu
«8oNpekuU». S CAbLILIANAA: «He CMOXCeW by, «He
noay4umcs», «<He nomsHews». Ho Kaxcoblili pa3
gblbupasna uomu danewe. IHo20a opueHMuUpom
CMQaHOBUAUCL He NpuMepebl 011 NOOPAXCAHUSA,

a, Haobopom, aHmunpumepsl. Habsrodas 3a
HeKomopsIMU Pyko8oouMmMensiMu, 1 NOHUMAAQ:
«Bom mak mo4YHo Henb3s cebs eecmu». Ce200HA

A C4UMaro 00HOU U3 C8OUX 2/108HbIX 3000Y -
80CNUMbIBAMb HOBbIE KAOPLI, OMKPLIBAMb O0PO2Y
manaHmam, noddepiusams U HANPABAAMb MeX,
kmo dosepsem MHe U uwjem cogema. 5 20pHyCe,
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badge does not make someone a leader” -
trust, support, and the ability to motivate a
team make a leader. At the same time, | cat-
egorically reject comparing work to a “fam-
ily.” For me, an effective team is more like a
sports club: everyone has their role, strategy,
discipline, and a shared drive to win. This
atmosphere produces real results.

The feminine approach in tourism is
flexibility and the ability to see beauty

I am confident that the female approach

in tourism has unique advantages. First of all,
flexibility, aesthetics, and the desire to
improve and beautify everything. Women
know how to listen, persuade, and find
solutions where it seems there is no way out.
We often have a more multifaceted
perspective on situations: we can look at
them from different angles and evaluate
consequences not only here and now, but
also for the future. Plus - a natural
multitasking ability, which is so valuable in
hospitality.

Modern tourism is

about emotions, not just service

Today, in tourism, it is no longer enough

to offer a standard set of services and a
good familiar service. Guests are looking for
“hooks,” anchor points that make the
product truly appealing: a charismatic sales
team, unique product presentation,
unmatched nature, or a gastronomic
paradise.

This transformation is driven by the
expectations of the new generation of
travelers. By 2030, around 30% of all tourists
will belong to Generation Z. Their demands
are different: they seek new experiences,
value authenticity, flexibility, sustainability,
and unique emotions. The pandemic became
a turning point - both economically and
psychologically. Tourists have changed:

they are more cautious, conscious, and
demanding of quality experiences.

Antalya, as a key tourist destination, is forced
to adapt to this new set of competitors.

This year, we encountered a “glass ceiling”

in pricing and practically repeated last year's
figures for arriving guests. Meanwhile, the
hotel stock is increasing, and tourists’
budgets are decreasing. Hence, a noticeable
trend: the average number of nights stays is
decreasing.

I am convinced: there is no “bad product” in
tourism; what matters is hitting the right seg-
ment. If you find the key to your customer

- whether mass-market or niche - this is your
insurance against crises. In our geolocation
and amid constant economic and political
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Yymo MHozue pebssma, ¢ KOmopsIMU Mel

K020a-mo pabomanu, cmposm Kapeepy

3a 2paHuyel, a Hekomopsie Ao CUX nop

nuwym MHe, 0ea4amcs ycnexamu uau nhpocam
npogeccuoHanbHol pekomeHOayuu. 380a04us
CO3HOHUSA 8/1e4€ém 3a cobol nepeocmeicieHUe
audepcmea. o moemy ybexcoeHuro: «CayxnebHeoll
beliox ewé He desiaem 4yesnoeeka AUOEPOM» -
Audepom mebs desnaem dosepue, Noddepxka u
yMeHue Mmomuauposame KoMaHOy. [pu smom s
Kamezopuyecku He pa3densito cpasHeHuUe pabomesi
C «cembélin. [na MeHs 3pPpekmusHas KOMAHOa

- 3Mo cKopee cnopmueHsIl Kay6: y Kax 0020
ecme €801 posb, cmpameaus, OUCYUNAUHA U
obuwee cmpemaeHue kK nobede. VIMeHHO makas
ammocepa poxcoaem pesynemam.

XeHckoe Hayano 8 mypusme - 3mo 2ubkocme u
yMeHue eaudems Kpacomy

A ysepeHa, Ymo xceHckuli n00x00 8 mypusme
umeem €80U yHUKQ/IbHbIE npeuMyu ecmsa.
Mpexcde sce2o0, 3mo 2ubkocme, 3cmemuka,
makde cmpemseHuUe 8Cé ykpacume U coenamse
Aydwe. XeHWUHsl ymerom caywame, y6exoams,
HAX00UMb peweHus mam, 20e Kaxemcs, Ymo
8bIx00a Hem.

Ham yacmo ceolicmeeHeH 60/1ee MHO202PAHH®bIU
832/190 HO CUMYQAYUH: Mbl CNOCOOHbI
paccmompems e€ nod pasHeLIMU y2AaMU U
OyeHUMb Noc1e0Ccmeaus He Mosbko 30eCs

u celiyac, Ho U Ha nepcnekmusy. [1atocC -
NpUpoOHAs MyNbMU3a0a4YHOCMb, KOMOPAs MAK
80CmMpebos8aHa 8 CPepe 2ocmenpuumcmaa.

CospemeHHbIl mypu3m - 3mo 3Moyuu, a He
npocmo cepeuc

Ce200Hs 8 mypu3me yxe HedoCMamoyHo
npeodsoxumes cmaHOapmHelli Habop ycaye

U npuselYHeIl Xopowul cepsuc. flocme
uwem «KproYKU», Kops, Komopesle coenarom
npoodykm no-Hacmosawemy npuenekamenbHeIM.
3mo moxcem 6bImb Xapu3MaMU4Has
KOMAHOA NPooax, yHUKA/bHASA N00a4a
npodykma, Heno8mMopuMas NPUPOOa uau
2acmpoHomu4yeckuti pad.

3mol memamop@o30l 08uUXYM OXUOAHUS
H0B020 NOKO/IEHUS NymewecmeeHHUKO8.

K 2030 200y okoso 30 % scex mypucmos
6ydym npedcmasasme nokosneHue Z. Vx
3anpocel OMAUYAOMCA: OHU UWYM HO8ble
gneyamsieHuUs, YeHsm aymeHmu4YHoCms,
2ubKOCMb, 3K0/102UYHOCMb U YHUKA/TbHbIE
amoyuu. lNaHdemus cmana nepesoMHol eexol -
U 3KOHoMu4Yeckol, U ncuxoso2uyeckod. Typucm
U3MEHU/ICA: CMas OCIMOPOXIHEE, 0CO3HAHHEE,
mpebosamesibHee K Ka4ecmeay oneima.

AHMAAbA, KK KAK04Yesoe mypucmu4yeckoe
Hanpas/eHue, 8bIHYy}#0eHa N00CMpPau8amMsCcs
nod Hoeelli HAbop conepHUKO8. B amom 200y mel
ynepaucs 8 «CMeKAHHbIU NOMO/I0K» NO YeHaM
u pakmuyecku noemMopuIu NPou10200HUe
nokazamesu no 4Yucay npubsiswux 2ocmed. Ho

turbulence, this is particularly important.
The female style of management
especially manifests in critical moments.
For me, it is always based on three
principles: empathy, energy, and soft
power.

Let me give an example from my own
experience - opening a hotel in the midst
of a pandemic. To say everyone was in
panic is an understatement. June 2020,
the hotel had been closed for months.
Management demanded a decision from
the general manager: when will we open?
The general manager could not convince
the shareholders alone.

Unexpectedly, a commission from the
head office in Ankara came to my office.
The general manager had not even
informed me of their arrival. The first
guestion was direct: “When will you open
the hotel and what will your turnover

be this year?” - even though the budget
usually takes weeks to prepare. | asked for
half an hour. During that time, | evaluated
available markets, primarily the domestic
one, calculated the current “selling price,”
and confidently stated: “If we open on

July 1, | guarantee a turnover of at least
11.5 million euros by the end of the year.”
We became one of the first hotels in the
region to reopen after the lockdown (there
were only a few exceptions - hotels that
had never closed and became luxury quar-
antine residences). Thanks to this decision,
we secured a large group with a turnover
of 2 million euros, ultimately exceeding
the initially projected budget by more than
a million.

This case confirms for me that female
leadership in crisis can combine firm
decisions with soft persuasive power. And
most importantly - to see opportunities
where others only see fear and risks.

Innovation and female leadership
change the rules of the game

As cliché as it may sound, artificial
intelligence will determine the future of
tourism. Its proper application allows trav-
el to be maximally personalized without
huge costs and frees staff from routine
tasks.

This creates more space for
brainstorming, creative ideas, and quality
analysis. Female leaders can play a special
role in transforming the industry. Their
strengths are listening skills, empathy,
attention to detail, and holistic thinking.
Female leadership in tourism can set new
standards for customer experience: from
caring for comfort to implementing
sustainable practices.

npu 3mom HomepHol $oHO pacmeéem, a 6r0xemes|
mypucmoeg ymeHswiaromcs. Omcrooa 3aMemHas
meHOeHYUA: CoKpaujeHue cpedHe20 Yucaa Hoyel
NPOXUBAHUS.

A y6excdeHa: 8 mypu3me Hem «n/a0xo020
npodykma». Ecme npasussHoe nonadaHue

8 ceaMeHm. Ecnu Haxoo0uws KAKOY K ceoemy
KaueHmy - 6ydb Mo Macc-Mapkem uau Huwessll
ce2MeHm - 3mMo MeosA CMpPaxoeka om Kpu3uca. A
8 Hawel 2e0/10KAYUU U 8 yC08USX NOCMOAHHOU
3KOHOMUKO-noAumuyeckol mypbyseHmHocmu
3MOo 0C06eHHO B8AXCHO.

XeHckuli cmuse pykogsodcmea 0cob6eHHO
nposiesnaemcs 8 Kpumuyeckue MOMeHMbl.

Ansa MeHs1 OH 8ce20a 0OCHOBAH HA MPEX
NPUHYUNGX: 3MNAMUus, 3Hep2us U MA2KAA CUAa.

Xoyy npusecmu npumep U3 co6cMeeHHO20
onelma - omkpeimue omess 8 pa32ap NaHOeMuu.
Ckazame, Ymo ece 6bl1U 8 NAHUKE, - HU4€e20 He
ckazame. MoHe 2020 2000, omeb yie HeCKObKO
mecAyes 3akpsim. Pykogoocmeo mpebosaso

om 2eHepasbHO20 dupekmopa peweHue: Ko20a
omkpeieaemcs? [eHepasnbHbIl He Mo2 y6edume
OKYUOHepo8 CaMOCmMosAmesbHo.

HeoxcudaHHO 8 Mol opuc npuwiaa Komuccus

U3 20/108H020 opuca 8 AHKape. [eHepasbHbIU
daxce He npedynpedusn meHs 06 ux npuesoe.
Mepebili sBonpoc b6bia npsmeim: «Kozda 8bl
omkpoeme omesb U Kakol y eac 6ydem obopom
8 3mom 200y?» - NpU MOM, Ymo 6rodxem
06bI14HO 20mosumcs HedesAaMu. S nonpocuna
noa4aca. 30 3mo epems A oyeHusaa 00CmynHsle
PbIHKU, 8 nepgyto oyepeds, 8HympeHHuUd,
npocyuMana akmyanbHyr «nPooaroUyr YeHy»
U yeepeHHo 3aa8una; «Ecau mel omkpoieaemcs

1 urond, 5 2apaHmupyto o6opom He meHee 11,5
MU/IIUOHOB e8po K KOHYY 200a». Mel cmanu
00HUM U3 nepgbiX omeseli pe2uoHa, 8HO8b
OMKpLIBLUIUXCA nocse N0KOayHa (6blau AUWb
omoesibHble UCKAHOYEHUS - 0mesu, Komopble He
30KpbIBA/UCL BOBCE U NPEBPAUAUCSH 8 1IOKCO8bIe
KaQpaHMUHHbIe pe3udeHyuu). baazodapsa smomy
peweHuro Ml NOAYYUAU KPYNHYIO 2pynny,

yeli 06opom cocmagusa 2 MUAAUOHA e8po, U 8
umoze npeseICUNU NePBOHAYAALHO 3058/1€HHbIU
6r00xcem 6os1ee YeM Ha MUSIAIUOH.

Smom cay4ali 015 MeHs - nodmeepxrcoeHue mozo,
4mo XceHcKoe Audepcmeo 8 Kpusuce Moxem
coyemame Hécmkue peweHUs U MAKYH Cuny
y6exdeHus. A 2108Hoe - 8UGeMb B03MOXHOCMU
mam, 20e dpyaue sudSIM MO/bKO CMPAX U PUCKU.

WHHO8aYuUU U ceHcKoe Audepcmeo MeHAM
npaeuna uepsl

Kak 661 3mo Hu 38y4an0 6aHANLHO, HO UMEHHO
UCKyccmeeHHsIl uHmennekm onpedeaum
6ydyuwjee mypusma. E20 2pamMomHoe npumeHeHue
no3eosisem cdename omobiX MAKCUMA/bHO
NepCcoHaNU3UPOBAHHbLIM 6€3 KONOCCANbHbIX
3ampam, a makxce ocgoboxdaem spems
COmMpPYOHUKO8 OmM PyMUHHbIX 300a4. IMo 0aém
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Moreover, women often become drivers of
change in corporate culture. They emphasize
teamwork, trust, and long-term talent devel-
opment. This creates a healthy ecosystem
within a company, where innovations are
not merely imposed from above but become
part of daily practice.

Thus, technology makes tourism smarter,
and female leaders make it more human.
And it is at the intersection of these two
forces that the industry’s future is born.

In my career, | have worked across different
products and segments - from a modest
four-star in Alanya to a luxurious five-star
deluxe in Belek. | have gone through
operational work and strategic development,
seen different management approaches, and
communicated directly with business owners
from early stages.

Of course, there were challenges and
difficulties. But today | understand that they
strengthened my character, helped me
understand people better, and developed
my crisis management skills.

While holding a leadership position in the
sales department, | accumulated unique
experience: pre-opening hotels, participating
in construction, changing product segments,
organizing the “Big Twenty” with world lead-
ers, including delegations from Mexico and
Spain, meeting Angela Merkel,

large-scale events for 3,000 people,
Hollywood film shooting, eight-month stay
of an IT group, currency crises, conflicts and
wars, market closures, pandemic, then
opening new destinations from scratch,
brand positioning, and participation in the
Turquality program. And | continue to
develop and learn. Looking back today,

| am grateful for all these joys and trials.
Because they made me who | am. All of this
is an inseparable part of my path and my
personality.

The future of tourism is born at the
intersection of aesthetics and commerce
Truly revolutionary solutions in tourism do
not come from dry calculations; their source
is a special worldview. | advise female
leaders to look broader: observe adjacent
industries, develop artistic taste, and devote
time to hobbies, sports, and reading.

Tourism today is a synthesis of many
spheres: entertainment, gastronomy, music,
well-being, aesthetics. All of this must align
with a clear understanding of commercial
performance. After all, without commercial
success, no aesthetic concept can save a
product.

Thus, the strength of female leadership
in tourism lies in the ability to combine
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6os16We npocmpaHcmea 0414 bpeliHcmopMuHaa,
KpeamueHsIx udeli U Ka4ecmeeHH020 AHO/U3A.

XeHWUHbI-1Uudepsl MO2Ym Cbl2pams 0CO6YH0
posb 8 MpaHChopmayuu ompacau. VIx cunsHele
CMOPOHGI - yMeHuUe Cayuams, IMNamus,
8HUMQHUE K emansM U CNOCOBHOCMb MbICIUMb
KomnaekcHo. XeHckoe iudepcmeo 8 mypusme
€NocobHo 300ame Hogble cmaHAapmel
K/UEHMCKO020 onsima: om 3a60mel 0 KoMpopme
00 8HedpeHus ycmolyuabix NPAKMUK.

Kpome mozo, xeHujuHbl Yacmo cmaHoesmcsl
Npo8OOHUKAMU U3MeHeHUl 8 KopnopamugHoU
kynemype. OHuU desnarom akyeHm Ha KOMAaHOHOU
pabome, dosepuu u 00120CPOYHOM Pa3sUMUU
masnaHmos. YimeHHo 3mo co30aém 300posyto
3Kocucmemy 8Hympu KOMnaHuuU, 20e UHHO8AYUU
He Npocmo eHedpsrOMCs ceepxy, a CMAHO8IMCS
YacMbH No8CeOHE8HOU NPAKMUKU.

Takum 06pa3zom, mexHon02uuU 0enarm mypusm
YMHee, a deHWUHbI-1Uudepsl - Yes08eYHee.

Y umeHHO Ha nepecedyeHUU I3MUX O8yX cun
poxcdaemcs bydywee UHOyCmpuu.

B moeli kapeepe 6bi1u pas3Hele NPodykmel U
cezMeHmel - om CKPOMHOU «4emeépku» 8 AlaHbe
00 pockowHoU «nssmépku dentokc» 8 beneke.

A npowna Yepe3 onepayuoHHy pabomy u
Cmpamezuy4eckoe pazeumue, yauoena pasHele
ynpaeneHyeckue nodxodsl, 06Wa1aC6 HANPAMYHO
€ CO6CMBEeHHUKaMU bU3HeCa euyé Ha paHHUX
amanax.

KoHeyHo, 611U U CI0XHOCMU, U HenpusmHocmu.
Ho ce200HSA 5 NOHUMAK: UMEHHO OHU 30KaAUAU
Mol xapakmep, NOMo2Au Ay4wie NOHUMAMb
nrdell U pazeunu 80 MHe HagbIKU KPU3UCHO20
MeHeodxcMeHma.

Yare 3aHUMAs pyKkoBOOAWYH AO/MKHOCMb 8
omoesie NPooax, S HAKONUAQ YHUKANbH®bI
onelm. 3mo u pre-opening omesed, u yyacmue

8 cmpolike, U CMeHa cezameHma npPoodykma.

3mo opzaHu3ayusa «boaswol 0sadyamku» ¢
NpUEMoOM MUPOBLIX 1UCEPO8, 8KAOYAS dene2ayuu
u3 Mekcuku u VicnaHuu, u ecmpe4ya ¢ AHzenol
Mepkens. 3mo MmacwmabHele useHMbl HO

3000 venosek, CbEMKA 20/1/1UBYOCKO20 PuUMLMA,
80CbMUMECAYHOE NPOHCUBAHUE

IT-2pynnel, 8an0MHble KpU3UCHI, KOHGAUKMbI

U 80UiHbI, 30KpsIimMue pblHKO8, NaOHOeMus, a
3amem — omKpsIMue HO8bIX HanpasaeHUl ¢
Hy/14, NO3UYUOHUpoBaHuUe bpeHda, yyacmue 8
npoz2pamme Turquality. I npu 3mom 5 npodosmxaro
pazeusamscs U yyumscs. Ce200HA, ko20a A
02/150bI8AHOCb HA3A0, A 6/10200aPHA 30 8CE SMU
padocmu u ucnelmaHus. [lomomy Ymo umMeHHO
OHU cOesanu MeHs makol, Kakas A ecme. Bcé
3Mo - HeOMbveMeMas Yacme MOe20 Nymu u Moel
AUYHOCMU.

Bydyujee mypusma poxcdaemcs Ha cmoike
acmemuku u KoMmMepyuu
[Mo-HacmosiujeMy pegotoYUOHHbIE peuleHUs 8

business metrics with culture, aesthetics, and
emotions. It is at this intersection that true
innovations are born.

Find your face and believe

in the power of passion

To young women dreaming of a career in
tourism, | would offer one piece of advice:
never stop developing. Be curious, absorb
information, and find your unique style in
this business.

It is very important to find your “face.” In our
profession, we are all psychologists to some
extent - we feel our interlocutor on the level
of energy. Therefore, it is pointless to try to
build something artificial or copy someone
else’s model. Only knowledge, experience,
confidence, and, of course, genuine passion
for your work will lead to success.

“If you love what you do - guests and
colleagues feel it. And the energy of
sincerity always comes back double.”

mypu3sme He NOSIBASOMCS U3 CYXUX pac4émos.
VX ucmoyHuk - ocoboe Mupogo33peHue.
XeHwuHam-nudepam s coeemyro cMompems
wupe: Hab0aMb 30 CMEXCHbIMU UHOYCMPUAMU,
popmuposame xydoxcecmeeHHsll 8KyC, yoeaamso
gpems x066u, cnopmy u YmeHuro.

Typu3m cezo0HS - 3mo CUHMe3 MHOXecmea cep:
pasesnedeHul], 2aCMpPOHOMUU, MYy3bIKU,
well-being, 3cmemuku. Bcé 3mo 00/4HO
coYyemamecs C Y€MKUM NOHUMAHUeM
KoMMep4eckux nokazamesel. Bede eciu Hem
KOMMep4ecKoz20 ycnexa, HUKaKas 3cmemu4eckas
KOHYenyus He cnacém npoodykm.

TakuMm 06pa3oM, Cuaa HeHCKoz0 Audepcmea

8 mypusme - 8 yMeHUU COeOUHAMb
6u3Hec-nokazamenu ¢ Kyaemypod, scmemukoli
U aMoyusaMU. Y UMEHHO HO 3MOM nepeceveHuUU
poxoaromcsa HacmosAwue UHHoO8ayuU.

Hailidume ceoé nuyo u eepeme 6 cuny
yeneuyéHHocmu

Mos1006IM HceHUUHOM, KOmopsle Me4marom o
Kapeepe 8 mypusme, 1 xomena 6l NOXeNameo
00H020: HUK020a He nepecmasalime
paseusamecs. byobme n0603HaOMeNbHLIMU,
gnumeigalime uHgopmayuro U uwume ceol
YHUKQ/6HbIU CMuib 8 3mom bu3sHece.

OueHb 8aXCHO Halimu c80€ «auyo». B Hawel
npogeccuu Mol 8ce 8 KOKOU-mo Mepe ncuxosnoau
- yyscmeyem cobecedHUKa Ha yposHe 3Hepaull.
[Tosmomy 6eccmMbiCieHHO NbiIMamecs U3 cebs
4mo-mo CMpouMb UAU KONUPOBAMSb YyxHue
mModenu. Tonbko 3HOHUE, ONbIM, y8epeHHoOCme U,
KOHeYHO, UCKpeHHAS y8/1e4éHHOCMb C8OUM 0€e/10M
npusedym K ycnexy.

«Ecnu ebl nto6ume mo, Yem 3aHUMaemecs, -
3amo yyecmeyom u 20cmu, U Kosaezu.

A 3Hep2us uckpeHHocmu ece2da
eo3epawjaemcs edeoliHe.»

TOURISM EXPLORER
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Cities, Evolving
Strategies

Hosble moaxospl K
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Portugal's Tourism Office campaign,
“Feel the Rhythm"”, has shifted the
paradigm in city branding. The initiative
moves city promotion away from purely
emotional appeals toward measurable
experience management.

Using Al-powered data mapping, Lisbon,
Porto, and the Algarve were analyzed for
visitor density, social media engagement,
and event calendars to create “rhythmic
city profiles.”

The result: branding has evolved from a
communication task into a strategic field
managed by data.

KamnaHus «lMovyyecmeayii pumm»,
UHUYUUpo8aHHas Typucmu4yeckum
ynpaeneHuem [Topmyzanuu, 3adana

Ho8bIl 8eKMOop 8 pazeumuu 20p00CKUX
6peHOo8.. B pamkax amo2o nodxoda

aKyeHm 8 npoodsuUMeHUU CMecmuacs

C Cy2y60 3IMOYUOHANIbHbLIX MOMUBO. 8

CMOpPOHy ynpaeaaemMo20 U usmMepumo20
¢popmupoearua eneyamaeHuii. Ha

0CHOBe AHAU3a OGHHbIX C NPUMEHeHUeM
UCKYCCMBeHH020 UHMesnneKkma bel1u co30aHb!
«pummuyeckue npopuau» JluccaboHa, lMopmy u
Anzapse, y4umelgarowue makue napamempel,
KaK KOHYeHmpayus mypucmos, aKmusHoCmeo 8
coycemsax u pacnucaHue meponpusmudii. Takum
06pa3om, bpeHOUH2 MPAHCHOPMUPOBANCA U3
KOMMYHUKAUUOHHOU 30004U 8 NOAAHOYEHHYH0
cmpameauro, 08UMCUMYH OGHHbIMU.

A NEW ERA FOR CITY BRANDS

By 2025, around 40% of tourism

promotion budgets are allocated to digital
communication projects. Campaign models
now operate across three axes:

data analytics, cultural identity, and
sustainability. This approach allows cities
to move beyond mere “visibility” goals and
build long-term brand memory.

As the tourism economy grows,
new benchmarks emerge for destinations
seeking differentiation:

Experience over emotion

(visitor satisfaction, content sharing,
length of stay)

Management over promotion

(DMOs transforming into brand managers)
Global narrative over local story

(brand identity based on a

shared data language)

roOPOACKWE bPEH/bI HA 1TOPOTE
HOBOU 3I10XU

B 2025 200y do 40% ¢puHaHCUposaHus 8
cepe mypucmuyeckozo npoodsuxceHus 66110
HANpPaesneHo Ha Yupposeie KOMMYHUKAYUU.
Cmpykmypa cospemMeHHbIX KaMNAaHUU
6a3upyemcs Ha mpex KaH4Yeasix NPUHYUNAX:
aHanumuke 0aHHbIX, Ky/1bMypHOM Kooe

u ycmoliyueomM pazsumuu. JaHHas

mModesib 0aem 20p00AM B03MOMCHOCMb He
npocmo dobusamsCsa «y3HasaemMocmu», a
popmuposame ycmodivuesili 6peHO.

Pocm mypuHOycmpuu 3a0aem Hogble
Kpumepuu 04151 KOHKypeHyuu decmuHayui:
Onbim eaxcHee smMoyuli
(yooenemeopeHHOCMb, WepuH2 KOHMeHMa,
0/1UMeNbLHOCMb 8U3UMA).

YnpaeneHue saxcHee npoodsuxceHUs
(DMOs kak 6peHO-meHedxcepebl).

FnobanvHaa ucmopus eaxcHee 10KANbHOU
(A3bIK OGHHbIX KAK 0CHOBA bpeHOq).

TOURISM EXPLORER
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POSITIONING
TURKISH CITIES

Antalya reshaped its traditional coast-
al image in 2025 with the “Beyond the
Sun” project, integrating gastronomy,
culture, and sports tourism under a
single brand. The campaign attracted
over 12 million foreign visitors in the
first nine months and increased digital
engagement by 28%.

Izmir, with the “City of Harmony”

initiative, redefined its Mediterranean
identity with sustainability messaging.
Highlighting its UNESCO Gastronomy

City status, the campaign grew the city's

promotional engagement by 35% in
2025.

Cappadocia invested heavily in digital
promotion through the “Earth Below
the Sky” concept, emphasizing VR ex-
periences. Its 360° virtual tours were
broadcast across 17 countries in 2025,
doubling regional visibility.

3BOJIIOLNS UMUAXKA
TYPELJKUX rOPO/OB:

OT KYPOPTOB K
MHOIOrPAHHbIM BPEHAAM

B 2025 200y AHmanes npedcmasuna
npoekm «Beyond the Sun», gellids 30
PAMKU NAAHCHO20 UMUdxa. ObveduHu.
20CMPOHOMUIO, Ky/Ibmypy U cnopm,
KamMnaHus npuesekna cesiuie 12 MaH
UHOCMPAaHHLIX 20cmeli 3a 9 mecayes u
Hapacmuaa yugposoe gossneveHuUe Ha
28%.

U3mup c koHyenyuel «City of Harmo-
ny» coesnasn cmasky Ha ycmodlyugoe
pasgumue, Uucnoae3ys cmamyc
2acmpoHomu4eckoli cmouyel
FOHECKO. 3mo no3eosuso ygeau4yume
3ppekmusHOCMb NPod8uUIEHUA HO
35%.

Kannadokus cpokycuposanace Ha
VR-mexHos02UsiX 8 pOMKGX KAMNAHUU
«Earth Below the Sky». baazodaps
MPAHCIAYUAM 8UPMYA/bHbIX MypPos 8
17 cmpaHax y3HaeaemMocme pe2uoHa
8bIPOC/0 8 084 PA3Q.

GLOBAL COMPARISONS:
DUBAI AND DUBROVNIK

Dubai is a pioneer in data-driven
destination branding. Through the “City
with a Vision” project, the city implemented
a smart tourism platform monitoring
visitor behavior in real time, welcoming
approximately 9.9 million international
visitors in the first half of 2025-a 6%
increase from the same period in 2024.

Dubrovnik, with the “Respect the City 2.0”
project, took a different approach. Its digital
monitoring system controlled visitor flow,
reducing city center entries by 15% while
increasing per capita spending by 10%.

This demonstrates that a “quality visitor”
strategy can also be financially sustainable.

THE PATHTO
BRANDING SUCCESS

By 2026, city destination branding
investments are expected to grow

by roughly 10%. This trend shows that
destination communication is no longer
just about promotional campaigns-it has
become an economic transformation
tool. City brands are now managed
holistically, integrating investment,
cultural economy, and sustainability
policies. DMOs are forming teams with
strong data literacy, combining content
production with strategic planning. Success
metrics are shifting: it's no longer about
visitor numbers or social media reach, but
brand recall and visitor
loyalty-long-term impact.

The cities of 2026 will be remembered
for strategy, not just emotion. The real
competition is no longer visibility-it's
sustainable perception.

Of1bIT MUPOBbIX JINZEPOB:
AYBAU N JYBPOBHUK

Ay6aii 3aHuUMaem audupyrowyro No3UyuU

8 cpepe bpeHOUH2a MypuCmMuUYecKux
HanpaesseHul, 0CHOBOHHO20 HO aHA/U3e
0aHHeIX. Peanusayus npoekma «City with

a Vision» no3eosuna 20pody 3anycmume
YMHY0 mypucmuy4eckyro n1ameopmy 015
MOHUMOPUH2a nogedeHusi 20cmeli 8 pexcume
peasnsHo20 epemMeHu. Pesynsmamom cman
npumok NpumepHo 9,9 M/H. UHOCMPAHHbIX
mypucmos 8 nepgom nosy2o0uu 2025

2000, NoKa3a8 6-NPoyeHMHsIl pocm no
CpasHeHuUr ¢ mem xce nepuodom 2024 200a.

Ay6poeHuK peasu308a/ 0/16MePHAMUBHYO
cmpamezuro 8 paMKax npoekma

«Respect the City 2.0». Pe2ynupogaHue
mypnomoka 4yepes yugposoli MOHUMOPUH2
COKpamu/o Haepy3ky Ha yeHmp Ha 15%,

a pacxodel HaO mypucma 8bipocau Ha 10%.
JaHHbIT pe3ynsmam noomeepicdaem
PUHAHCOBYHO COCMOAMENbHOCMb

Mo0esu, opueHmMUpPOBAHHOU Ha
npusseyeHue Ka4ecmeeHHoOU ayoumopuu
nymewecmeeHHUKO8.

NnyTb K YCINEXY BPEHAWHIA

K 2026 200y o6vem uHsecmuyuli 8
6peHOuH2 20po0o8 8o3pacmem NPUMepPHO
Ha 10%. Smo csudemesscmeyem o
2/1y60kol mpaHcpopmMayuu: npodsuxceHue
CMaHOBUMCSA He NPOCMO MApPKeMUH20M,

a MOWHbLIM UHCMPYMEHMoM
3KOHOMUYeCKUX U3MeHeHU(l.
CospemeHHbIl 20podckoli bpeHO - 3mo
KOMN/IeKCHasA cucmema, 06beduHArWas
uHgecmuyuu, KynemypHslii cekmop u
npuHYyuUNnel ycmoii4yueo20 pa3eumus.
Typucmuyeckue op2aHu3ayuu co3oarom
MeXcouCyUNAUHAPHbIe KOMAHObI, CNOCOBHbIe
pabomame ¢ OOHHLIMU U COBMEWameb
cmpamezuro ¢ KOHMeHM-NPouU3800CMBOM.
Ha cmeHy Konu4ecmeeHHbIM MempuKam
(nocewjaemocme, 0Xx8amel) Nnpuxo0am
KayecmeeHHesle: y3HageaemMocmes 6peHoa
U n104/16HOCMb 20Ccmeli, onpedensroujue
00/120CpOYHbIl 3ppekm.

B 2026 20poda 6ydym oyeHugame no
npodymaHHOU cmpamezauu, a He No
3MOYUOHANbHOMY $OHY. Ha cmeHy 2oHKe
30 8UPA/ILHBIM 0X8AMOM NPUX0OUM
Kponomsueas paboma Hao ykpenseHUem
6peHOa 8 CO3HaHUU ayoumopuu.
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Diving tourism brings millions of trav-
elers each year face-to-face with the
, mysterious underwater world. Seasonal
»  planning plays a decisive role in travel
choices, simultaneously enhancing the
economic value of destinations.

E>e200H0 MUAAUOHbI uckameneli )
NPUKAOYEHUU ycmpemastomcs 8 2/1y6uHs|
0KeaHos, Ymobbl NPUKOCHYMbCA K
matliHam nodeooHol ecesieHHoU. Koy K
He3abb/eaeMoMy nymewecmauro - 3mo
npasuibHbIU 8b160p C€30HA, KOMopbIl

He mMo/ibko 2apaHmupyem sipKue
gne4yamseHuUs, HO U sisasemcs opalisepom
3KOHOMUYECK020 pocma 0414 daliguHe-

Kypopmos.
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TROPICAL WATERS
IN THE SPOTLIGHT

During winter, diving
tourism shifts to tropical
regions, where crystal-clear
waters and unique
ecosystems attract
high-spending tourists.

Maldives

(December - February):
Opportunities to encounter
manta ray schools and sharks
in crystal-clear waters. Luxury
resort packages increase per
capita spending by 30%.

Mexico - Cozumel (January):
The brightest period of the
Caribbean coral walls. Diving
tours integrated with cruise
tourism are in high demand
in the U.S. market.

N . .
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SUMA:
LJAPCTBO TPOINKOB

Kozda e cesepHom noaywapuu xosnodaem,
datigepsl ycmpemAsromcs K COAHYY U menssim
800a0M MpPONUKO8, KOMOPbIe 20Mo8sl NPedNOH UMb
He3abbigaeMbie eCmpeyu ¢ N0OOBOOHbIMU
obumamenamu u 20mogel NPUHAMb CAMbIX
83bICKAMENbHbIX NymeulecmeeHHUKO8.

Mansouesl (dekabps - pespans):
YHUKQ/6HbIU WAHC NoN/a1ag8ame cpedu 02POMHbIX
cmadl MOHM U NoHA6100aMb 30 aKy1aMU 8
udeasbHO NPo3pa4Hol sode. PoCKoWwHbIe omesu
npeosnazarom 3KCKAK3UBHbLIE NAKeMbl, KOmMopeble
NnoesLIWAamM CMoUMOCMb Nymewecmaus 8
CpedHeM HO mpeme.

Kocymens, Mekcuka (aHeaps):

B 3mo epems kopasanosslie pupsl Kapubckoz2o Mops
CUsOM CaMbIMU COYHbIMU Kpackamu. Ocoboli
110608610 y amepuKaHCKUX dalisepos noe3yromcs
KOMOUHUpPOBAHHbIE NPEedI0HCEHUS, KOmopble
8K/IHOYAKOM 8 CEOA U KPYU3, U NO2PYHEHUS.

Spring stands out with ideal
conditions before the

peak season and sustainable
tourism practices.

FAVORITES OF THE
m TRANSITIONAL SEASON
I

Egypt - Red Sea

(March - May):

Q The most colorful period
of the reefs. A leading

destination for short-distance

m diving packages for the

Turkish and European
markets.

Philippines - Tubbataha Reef
(April - June):

Coral walls under UNESCO
protection. Visitor quotas place
the region among exemplary
destinations for sustainable
diving tourism.

BECHA:
PABOPUTHI MEXXCE3OHbA

BeceHHuli nepuod xapakmepu3syemcs Haubosee
C6a/1aHCUPOBAHHbLIMU YCA08UAMU 0418 dalisuHaa,
coyemarowumu 61a20npUSMHYH N0200y U
gHedpeHuUe NPUHYUNOB ycmol4u8020 pa3sumus.

E2unem

(KpacHoe mope), Mapm-maii:

Habsrv0aemcsa MakcumMasabHoe buopazHoobpasue
U 8U3Ya/1bHAA HOCLIWEHHOCMb KOPa/108bIX
coobwecms. [laHHoe HanpaesneHue dOMUHUpyem
8 ceaMeHme Kpamkocpo4HsIx dalie-mypos,
npeumyujecmeeHHo 0414 mypucmos u3 Typyuu u
cmpaH Esponel.

dununnuHsl

(pu¢ Ty66amaxa), anpenb-urOHs:

meppumopus Haxooumcs nod 3awyumoti KOHECKO.
Oz2paHuU4YeHuUe nocewjeHUs Yepes KBOMHYH
cucmemy nNO3UYUOHUpPyem pe2uoH 8 Kayecmae
npemMuansH020 HanpPaesaeHuUs 015 3K0102U4ecKu
omeemcmeeHH020 0aliguHaa.

TIME OF GREAT MIGRATIONS AND OPEN-WATER ADVENTURES
Adventure-focused diving packages in summer provide the highest increase

in global tourism revenues.

South Africa - Sardine Run (June - July):
The migration of millions of sardines offers a unique scene with dolphins, sharks,

and whales.

Indonesia - Raja Ampat (June - September): The world’s richest biodiversity.
The liveaboard concept creates per capita spending of up to USD 5,000 per week.

JIETO: 3AXBATbIBAROLLUE NMPUKITOYEHWUSA B OTKPbITOM OKEAHE

HOAP - ®eHomeH «Sardine Run» (UIOHbL-UKAL): 3080paXCUBAIOU4EE 3penuLye,
K020a 30 KOCAKAMU U3 MU/IAIUOHO8 CaPOUH YyCMpPeMAsiomcs apMuu 0en6puHos, aky/a u
Kumos. 3mo 00HO U3 8eaUYaliuiuxX NPUPOOHbLIX WOy HA 3emsie.

UHOoHe3us, Padxca-AMnam (UroH6-ceHMA6PS): pe2uoH AuduUpyem no 8udo8omy
pPa3Hoobpa3uro Mopckol ¢ayHsl. Popmam HedenbHbix dalisUH2-CAYApU HA Xme
(liveaboard) 2eHepupyem 00UH U3 CAMbIX 8bICOKUX NOKa3amesel cpedHe20 Yeka Ha

mypucma - 0o $5000 3a myp.
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CALM WATERS,
DEEP EXPERIENCES

Autumn months keep diving
tourism alive with calmer
seas and special biological
events.

Australia

Great Barrier Reef
(September - November):
Coral spawning occurs during
this period, creating a unique
attraction.

Canary Islands

(October - November):
Their volcanic structure offers
a different underwater
experience. Among
short-distance diving routes,
they stand out in the
European market.

Diving tourism generates an
annual economic value of USD 11
billion worldwide. Destinations
that can offer the right route at
the right time stand out

in the high-income niche

tourism market.

In the post-pandemic period, especially
sustainability and experience-focused travel
preferences have made diving tourism

a strategic segment. For tour operators,
seasonal planning has become not only an
operational choice but also a necessity that
provides competitive advantage.

TOURISM EXPLORER

OCEHb:
TUXUE BOAbI N T/1YBOKUE BIEYAT/IEHUA

CnokoliHas 800a U yHUKQ/IbHbIE NPUPOOHbIE
cobbimus desnarom oceHb U0eabHbIM 8peMeHemM
0151 nozpyxceHud.

Aecmpanus - bonvwoii bapbepHsliii pug
(ceHmMA6pL - HOAGPL):

YHUKQ/IbHOE 8peMsi, K020a MO}CHO CmMame
ceudemesnem 8o/awWeb6HO20 delicmea - MOCCO8020
Hepecma Kopas/108, npespaujarole2o OkeaH 8
CUSIOWYI0 201aKMUKY.

Kanapckue ocmpoea (okma6pe - HoA6pb):
No0B800HbILU MUpP 8YKAHUYECKUX apXUneaaz208
nopaxcaem UHONAAHeMHbIMU nelizaxcamu. 3mo
HanpaeseHue - beccnopHell xum y esponeliyes,
UWywyux HacelujeHHsll daltisuH2 Henodaseky om
doma.

JalisuH2-mypu3m npuHocum Muposou
3koHomuke 11 musnnuapooes 00/4a1apo8
CLLIA 8 200. Kypopmebi, kKomopele Mo2ym
NpeosoXcUumMe Hy»CHouIl Mapwpym e
HYX}CHOe epeMs, 3aHUMarom auoupyrouue
no3uyuu e 3amolii 86ICOKOO0X00HOU
mypucmuyeckol Huwe.

B nocTnaHAeMUinHbIN Nepuos IMEHHO
OpUeHTaLMs Ha YCTOMYMBOE pa3BuUTmE U
YHVIKa/bHble BNeyaTneHns caenana SaBuHT-
TYpW3M CTpaTernyeckn BaxHbiM. Tenepb
Ce30HHOe MNaHMPOBaHVe A48 TypornepaTopoB

- 3TO He NPOCTO ONUMS, a KNKYeBOe yC1oBMe ANs
KOHKYypeHLUN.
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Thanks to Antalya’s str@ng tourism
infrastructure, diving centers in Kemer
offer integrated packages with hotels and
travel agencies, positioning the region
competitively in the European market un-
der the “short haul diving” category.

Kemer's coasts offer routes suitable for
both beginners and professionals.
Crystal-clear waters, underwater caves,
wreck dives, and colorful reefs attract
attention all year round. While the area
draws intense international tourist inter-
est in summer, it also provides year-round
activity opportunities in autumn and
spring thanks to its climate.

Diving routes around the world call
diving enthusiasts, but the clear waters
of Kemer in the heart of the
Mediterranean should not be
forgotten; sometimes the most

special discovery is hidden

in the nearest sea.

R TOURISM EXPLORER READERS

KEMEP, AHTAJ1bA

MouwHas mypucmuyveckas UuHppacmpykmypa
AHmMansu no3eossem dalis-yeHmpam Kemepa
popmMuposams KoMnieKcHele Nakems! 8
napmdepcmee ¢ omeasamMu U myponepamopamul.
2mo yKpenssgem no3uyuu pe2uoHa Ha
esponelickoM peiHKe 8 ceameHme «datieuHe ¢
KOpomkum nepesiémomy.

[Mob6epexcwve Kemepa pacnosnazaem mapwpymamu
01 dalieepos 1106020 yPOBHA N0O20MOBKU.
KpucmaneHo yucmas 800d, N0080OHbIE newjepel,
nozpyxeHUs K 3amoHyswumM 06vbekmam u
Kpaco4Hele pugsl npusnekarom eHUMAHUe Kpyanolli
200. lMuk mexcdyHapoOH020 cnpoca npuxodumcs
HQ /1emMo, 0 8 MeX(Ce30Hbe MA2KUU KAuMam
COXpaHsiem yca08us 0151 NO2PYHceHUU.

Mupoesesie daiieuHe-HanpaeneHus eneKym
uccnedoeameneii 21y6uUH, 0OHAKO He cmoum
06X00UMb BHUMAHUEM U NPO3pPaYHsie 800b!
Kemepa, ymo packuHynuce e camom cepoye
CpeduzemMHOMOpbA - UHOU pa3 camoe YeHHoe
omkpeimue ckpbleaemcs nobauszocmu.
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|n Istan bu
Gastrono

istanbul's gastronomic scene has recently drawn attention
with a special trend: the “Chef's Table” concept.
At this table, set in the heart of the kitchen, a limited
number of guests are hosted, and each dish is
shaped directly by the chef’s vision.

FacmpoHomuy4eckasa Hu3He Cmambyana 06o2amunace
YHUKO/I6HbIM NPeo/oXeHUEM - YHUHOM y wep-nosapa.
Pacnosoxcuswuces 3a CmMoaukomM npsamo 8 cepoye KyxHu,
Hebo/bWas epynna 20ocmeli cmaHo8uMCcs caudemesem

Ma2uu KyAUHApHo20 meop4yecmaaq, 20e kaxcdoe 61000 - 3mo
pe3ynemam HenocpedcmeeHHoU pabomel wegpa.
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Every dish on the plate tells the
story of the chef’'s mindset, the
journey of the ingredients, and

their narrative.

The key distinction of the Chef’s
Table experience lies in the story
behind the plate. Guests learn not
only the flavors but also the
geography of the ingredients, their
methods of production, and the
chef’s personal sources of
inspiration. The journey of a fish
from the Black Sea to the table or
the path of a spice from Anatolia to
the plate elevates the dining
experience to a deeper dimension.

According to the Association of
Turkish Travel Agencies (TURSAB),
gastronomy tourism has grown by

over 30% in the last five years. This
increase has made istanbul one of
the most dynamic centers of global
gastronomy tourism, and the
Chef's Table concept contributes
significantly to this growth.

Ay
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Kax«cdoe 6511000 pacckasvieaem
UCMopur MeopYecKo20 3aMbicna
wedga, nyme uHzpedueHmos u ux
ucmopuro.

InasHas usromuHka popmama Chef’s
Table - 3mo ckpeImas 30 KaOXObIM
6at0doM ucmopus. locmam
POCCKA36I80HOM He MOJ/I6KO O 8KyCe, HO U
0 NPOUCX0XOEHUU Ka#0020 Npodykma,
mexHuKe e20 06pabomku U 800XHOBeHUU
nosapa. Ko2oa esl y3Haeme, Kak peiba
u3 YépHozo mops unu aHamonudlickas
cneyus nonadarom Ha eawy mapesky,
06bI1YHbIU YHCUH hpespauyaemcs 8
MHO20C/10liIHOe 2aCMpPOHOMUYecKoe
nymewecmaeue.

Cmamucmuka Accoyuayuu
mypucmuyeckux azeHmeme Typyuu
(TURSAB) nodmeepxdaem: 30 nime sem
06BEM KY/IUHAPHbIX MYpPO8 8 CMPAHE
gelpoc Ha 30%. baazodaps amomy
Cmambyn cmasn 00HUM U3 MUPOBbIX
3anuyeHmMpos 2acmpomypusma, u
nonysaAapHOCMb 3KCKAKO3UBHBIX YHUHOB Y
wepa HanpsaMyr cnocobcmayem smomy
ycnexy.

INTERACTION AND DIALOGUE

Boundaries between guests and chefs com-
pletely disappear with this concept. Questions
are asked, ingredients examined, and cooking

techniques observed. The guest transforms from

a passive consumer into an active participantin
the process, turning gastronomy into an interac-
tive performance reminiscent of a theater stage.

ISTANBUL'S RISE ON THE GLOBAL
GASTRONOMY MAP

Chef's Table, a long-established concept in gas-
tronomy hubs like London, Paris, and New York,
has gained strong traction in istanbul as well.
The city’s growing international clientele makes
this concept even more attractive. Travelers
particularly interested in gastronomy tourism
choose istanbul for its intersection of historical
heritage and contemporary culinary vision.

ADDED VALUE IN THE MICE MARKET

The Chef's Table experience stands out not

only for individual guests but also in corporate
events. Hotels in istanbul present this concept as
a differentiation tool for VIP groups and special
events. Sitting at the same table with the chef at
the end of a company meeting is seen as more
than luxury—it provides prestige in corporate
relationships.

AUAJIOI BE3 TPAHUL

JaHHas KOHYyenyus co30aém npocmpaHCcmMeo

0418 N00AUHHO020 duaaoza, 2de uc4yeaem

2PaHb MeXOy meopyom u yeHumenem. focmu
808/1e4Y€eHbl 8 NPOYECC: OHU MO2ym 3a0a8amb
80NPOChl, 0emanbHO U3y4ame NPOOYKMs! U 8
peasnbHOM epemeHU Habardame 3a pabomoli

C UH2pedueHmamu. I3 npocmozo 3pumens
nocemumess npespaujaemcs 8 Coy4acmHuKka
delicmeus, a yWUH — 8 XUBoe 2aCMpPOHOMUYECKoe
woy.

BOCXOXAEHUE CTAMBYJIA HA
MUPOBYHO TACTPOHOMUYECKYHO
KAPTY

MonynspHelii e JloHAoHe, Mapuxice u Horo-Mopke
¢opmam Chef’s Table yeepeHHO npuxcusaemcs

u 8 Cmambyne. E20 eocmpebogaHHocmu
cnocobcmeyem pacmyujee Yuca0 UHOCMPAHHbIX
yeHumerneli 8bICOKOU KyxHU. Mickamenu
YHUKQ/IbHbIX 20CMPOHOMUYeCcKUXx anedamseHul
gulbuparom Cmambyn 3a pedkuli cuHme3s
UCMOopUYeCcKo20 Hacneous U aKkmyanbHsiX
Ky/IUHAPHbIX MpeHJo8.

IMOBbILIEHUE LLEHHOCTU B MICE-
CETMEHTE

®opmam Chef’s Table socmpebosaH He MoabKO
Cpedu YaCMHsbIX UY, HO U 8 OpP2aHU3AYUU
KopnopamusHbix Meponpusmud. Bedyuwue omenu
Cmambyna ucnosne3yom 0aHHYH KOHYenyuro

8 Kayecmee KOHKYpeHmMHO020 npeumyujecmsa

019 hpuenedeHus VIP-knueHmMoe u nposedeHus
0cobbix cobeimull. CoeMeCmHbIl yxHCUH C wegp-
nosapom no 3asepuieHuuU 0e/08bIX NePe208opos
80CNPUHUMAEMCs He KaK 06bIYHAsA POCKOWb, 0 KOK
3/1eMeHm yKpensaeHus cmamyca 8 busHec-cpede.
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A NEW CODE IN GASTRONOMY:
SUSTAINABLE LUXURY

The Chef's Table concept redefines luxury
alongside the gastronomic experience.

Behind sophisticated dishes lies not only
technical mastery but also strong collaborations
with local producers, seasonal awareness, and
environmental responsibility.

Chefs bring ingredients sourced from producers
across Anatolia to the table, supporting regional
economies while transparently sharing the origin
of each ingredient with guests. This approach
offers not only taste but also an ethical story.

According to the World Tourism Organization
(UNWTO), 70% of global travelers consider
sustainability criteria in their vacation choices,
rising to 82% in the luxury segment. At some
istanbul hotels, zero-waste kitchen projects have
reduced the carbon footprint by 12%, while
energy-efficient cooking techniques save up to
9% in operating costs.

Practices that reduce the carbon footprint have
become among the menu'’s invisible yet most
valuable elements. Zero-waste kitchens,
energy-friendly cooking techniques, and
environmentally conscious supply chains are
now strong indicators of responsible luxury
sought by high-end guests.

Sustainability in the gastronomy sector is

no longer a trend but a strategic investment

that provides competitive advantage.
Environmental consciousness has become one
of the most critical factors influencing travel
decisions in the global tourism market. istanbul’s
hotels and restaurants highlight this

awareness in the Chef's Table experience,
attracting conscious travelers while significantly
boosting international brand value.
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FTACTPOHOMUWA HOBOro
[TOKOJIEHWVA: OTBETCTBEHHAA
POCKOLLIb

KoHyenyus Chef’s Table nepeonpedensem
NOHAMUe POCKOWU 8 20CMPOHOMUYECKOM
onsime. 30 U3bICKAHHbIMU 61100aMU cmoum

He MOo/1bko mexHUYeckoe Macmepcmeo, Ho

U mecHoe compyoOHUYeCmeo ¢ MeECMHbLIMU
npou3eodumensiMu, Ce30HHbIU N0OX00 U
3K0/102UYecKas omeemcmeaeHHocme. Llleg-
nosapa yesneHanpasneHHo pabomarom ¢
npou3e8oo0umenamMU U3 pa3HbIX Pe2UOHO8
AHamouu, nodoepxueas MECMHYH 3KOHOMUKY U
desiicb € 20cMAMU ucmopueli Kaxd020 Npodykma.
3mo co30aem He npocmo 8KycHoe, HO U 3MUYHoe
20CMpoHoMuYecKkoe sneyamJieHue.

CoznacHo uccnedosaHuro BcemupHoOU mypucmckoli
opzaHusayuu (UNWTO), 70% mypucmos 80 ecem
MUpe y4umsl8arom npUuHYyUNsl ycmouliyugo20
passumus npu NIAGHUPOBAHUU nymewecmeud,
npu4yem 8 npemuym-cezmeHme 00151 MaKux
nompebumerneli go3pacmaem 0o 82%. B
HeKomop.Ix CMamby16CKUX omesiAx NPoekms|
zero-waste KyXoHb N0380/1U/U COKPAMUMb
yanepoodHsil cn1ed Ha 12%, a 3Hep203¢ppekmusHbie
mexHo/102UU NPU20MoesieHUsi 3KoHomam 9o 9%
0NnepayuUoHHbIX 3ampam.

lpakmuku, CHUXcarowue y2aepodHslli cred, cmanu
HesaUuOUMbIM, HO KpaliHe yeHHbIM 3/1eMeHmMoM
MeH!o. Zero-waste KyxHuU, 3Hep203¢dekmusHsie
Memodbl NPU20MOB/AEHUS U IKON02UYeCKU
omeemcmeeHHble Yeno4Yku NoCmMagok

menepb S85KMCS BAXCHLIMU NOKO3aMeENIMU
omeemcmeeHHOU pockowu, Komopyr uwym
mpebosamesnbHsle 20cmul.

Ycmolivusoe pasgumue 8 2acmpoHoOMUU
nepecmaso 6eiMb MpeHOOM U NPespamusoce

8 Cmpameauyeckoe UH8eCMuUpPO8aHUe,
obecneyusarowjee KOHKypeHmMHoe npeumyujecmeo.
Skon02u4eckas CO3HaMen6HoOCMs CMana
00HUM U3 K/H04e8bIX paKmopos, 8AUSIOWUX Ha
8b160p NymeuwiecmeeHHUKO8 Ha 2/1060/16HOM
mypucmu4eckom pbiHke. Omesau u pecmopaHsl
Cmambyna denarom 3mom acnekm Ka104easiM 8
oneime Chef's Table, npuenekasa co3HamenbHeIx
nymewecmeeHHUKO8 U 3HAYUMEeNbHO No8bIWAs
MeXOYHapPOOHY yeHHOCMb 6peHaa.

The Chef’s Table elevates
istanbul’s gastronomy experience
beyond taste, combining cultural
identity, sustainability, and
innovation. When guests sit at the
table, they encounter not only a
dish but also the chef’s vision and
sense of responsibility. This
approach makes luxury more
meaningful while positioning
istanbul as a new magnet on the
global gastronomy stage.

The economic value of gastronomy
in the global tourism market has
reached USD 1.1 trillion. Turkiye
captures 2.4% of this share, with
approximately 60% originating
from istanbul. With the expansion
of the Chef’s Table concept, the
city’s share in global gastronomy
tourism is projected to exceed 3%
within the next five years.

Chef’s Table ebie00um
2acmpoHoMu4ecKuli onsim
Cmam6yna 3a paMku eKyca,
06be0UHAA KYNIbMYPHYIO
udeHMu4YHOCM®b, ycmoliyueoe
paseumue u uHHoeayuu. Ansa
20cmeli, 3aHUMAOWUX Mecma

3a cmosom, Kaxcooe 6511000
CMaHOBUMCA OMKpOBeHUeM

- eonsioweHUeM He Mos6Ko
KY/IUHapPHO20 Macmepcmeda, Ho

u ¢unocouu weg-nosapa, e2o
npuHyunoe u omeemcmeeHHOCMU.
3mo npudaem pockowu 6onee
any6okuii cmeicna, yKpennas nosuyuu
Cmam6yna Kak H08020 Ma2HUMHO20
nositoca 0214 2ypMaHoe co ece20
mupa.

JKOHOMUYecKasa cmoumMocms
20CMPOHOMUU HO MUPOBOM
mypucmuyeckom peiHKe docmuana .-.’
1,1 mpaux donnapos. Jons Typyuu

6 ImomM o6véme cocmaenaem 2,4%,
npu4ém npumepHo 60% npuxodumea
Ha Cmaméyn. 3kcnepmel
npozHo3supyrom, ymo 6nazodaps
nonyaspHocmu yxcuHos y wega
Cmam6yn cmoxcem 3aHAMb 6onee

3% Ha pbIHKe 2aCMpPOHOMUY€ECK020
mypu3ma e 6nuxcailiwue name nem.
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The New Booking Code in Tourism:

#Hashtag

“Influencers: The New Travel Agents”

Typuam emenust Kop loetyna: Ternepb 3To
#Hashtag

UHAreHcepsl nepeHsnu scmagdemy y mypazeHmcme

The global tourism market is now
shaped more by the power of digital
content than by hotel architecture or
flight networks. Influencers transform
millions of followers into the new
showcase for destinations.

THE DIGITAL
TOURISM SHOWCASE

The tourism industry has restructured
budgets to adapt to rapidly digitizing
consumer habits after 2020.
Influencers have moved beyond being
traveling individuals to become
strategic partners for destinations and
hotels. Particularly, Gen Z and
millennials find a trusted

reference in influencer content,
almost as reliable as a friend's
recommendation when

planning a holiday.

Studies show that over 70% of users
are influenced by social media content
during the travel planning process.
This positions influencer collaborations
not as a “complementary element” but
as a central tool in tourism marketing.
By 2024, the global influencer
marketing market has reached USD
21.1 billion, with 15% coming directly
from the travel and hospitality
segment. In Tarkiye, influencer
partnerships account for an

average of 28% of destination
promotion budgets.
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dopmuposaHue 2106a/16H020
mypucmu4ecKoz20 pbIHKa nepeuwsno

om omeneli u aguaKomMnaHuii K
cozdamenam yugppoeo20 KOHMeHma.
Ceoeii ayoumopueli uHpar0eHcepbsl
€030a0m HOBYH, MOWHYI0 8UMPUHY 0N
deMoOHCMpayuu HanpaeneHul.

LN®PPOBASA BUTPUHA TYPU3MA

WHOycmpusa mypusma nepecmpouna
6ro0xcem, Ymobel adanmupo8amMsCa K
CmpemMumensHo YudposuUPyUUMCA
npussidykam nompebumeneli nocie 2020
2000. IH@AtoeHcepsl nepecmanu 66ime
npocmo nymewecmeeHHUKaMu u cmanu
cmpamezu4eckumu napmHepamu 044
HanpasaeHul u omesel. B ocobeHHocmu
npedcmasumenu nokoneHus Z u

MUAAIeHUQ/T6l 8UOSIM 8 KOHMeHme 6/]028,008

HaodexcHbll opueHmup, noYmu CmMose e

docmosepHbell, Kok pekoMeHdayus opy2a npu

nagHUposaHUU omnycka.
ViccnedosaHus NoKa3bI8AHOM, YMO C8bille

70% nosnw3oeameseli Nnoogepx#eHsl 8AUAHUK

KOHmMeHmMa U3 coyuassHelx cemeli 8
npoyecce ni1aHUpoe8aHuA noe3oku. 3mo

no3g0s5em paccMampueame koa1060payuu
C UH@K0eHCePaMU He KaK «DoN0aHUMebHbI

3/1eMeHM», a KaK YeHmpasnbHell
UHCMpPYMeHm 8 MapKkemuHzae mypu3ma.
K 2024 200y 21060/1bHbIl pbIHOK
influencer-mapkemuHaa docmue 21,1
mApd donnapos CLLUA, uz komopeix 15%

npuxoaumcn HenocpeacmeeHHo Ha ceemMeHmM

nymewecmeud u 2ocmenpuumMcmea.
Typeykoe HanpaeneHue 8 cpedHem

Hanpaessgem 28% ceoe2o0 MapkemuH208020

6ro0xcema Ha pabomy ¢ 6s102epamul.

THE NEW GENERATION
OF TRAVEL CONSUMERS

70% of Gen Z travelers are
influenced by social media content when
planning vacations.

While Instagram remains the leading
source of visual inspiration, TikTok has
surged in the past two years with a 120%
increase in engagement, standing out for
“travel recommendation” searches.

On YouTube, travel vlogs now average over
12 minutes in watch time, while short-form
content achieves a conversion rate of 8.4%.

BRAND - INFLUENCER
COLLABORATIONS

Hotel chains, airlines, and tour operators
now position influencers not just as “PR
guests” but as measurable investments

with ROI (Return on Investment).

According to 2024 data, travel-related influ-
encer campaigns have an average

ROI of 5.2x. Micro-influencers (10-50K
followers) have become more
advantageous than mega-influencers

(over 1M followers) due to higher
engagement rates (6.3% vs 1.8%).

L

TYPUCTbI HOBOW 3Pbl

70% nymewecmeeHHUKO8 NoKo/1eHUsA Z hpu
NAQHUPOBAHUU OMNYCKA NOAG2AOMCA HA
KOHMeHMm u3 coyuasnsHelx cemed.

B mo epems kak Instagram ocmaemcs
2/108HbLIM UCMOYHUKOM 8U3Ya/6HO20
gdoxHoseHus, TikTok demoHcmpupyem
cmpemumesnsHoll pocm: 30 08a 2000
808/1€4eHHOCMb NAAMPOPMbI BbIPOCAA HA
120%, ocobeHHO 8 nouckax «pekomeHOayul
019 nymewecmeauii».

Ha YouTube mpesen-6102u 8 cpedHem
cmompsam 6osee 12 MUHym, a kKopomkud
KOHMeHm obecne4yusaem KoHgepcuro 8 8,4%.

UHBECTULUU B
INFLUENCER-MAPKETUHTI

KpynHsle omenu, asuakomMnaHuu u
myponepamopsi menepb paccMampusarom
UHQ1H0eHCepo8 He Kak «2ocmeli No
PR-npoepammam», a Kak uamepumeie
uHsecmuyuu ¢ okynaemocmeto (ROI).
Coz2s1acHO 0aHHbIM 3a 2024 200, KOMNAHUU
C mpegen-6102epamu 8 CpedHeM NPUHOCAM
ROl 8 pa3zmepe 5,2x.

Mukpo-uHgnroeHcepel (10-50 meic.
noonuc4yuKkos) cmasu 8bl200Hee Me2a-
6102epos (1 MAH+ nodnuc4ukos) 61a200apA
60s1ee 8bICOKOMY YPOBHIO 808/1€4EHHOCMU
(6,3% npomuse 1,8%).
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EXAMPLES FROM TURKIYE

In 2024, Antalya gained attention
with the #MediterraneanLuxury
digital campaign, achieving

3.2 million reach and a 7.1%
engagement rate.

Content about balloon tours in
Cappadocia reached 18 million
monthly views on TikTok, elevating
the region significantly in global
trend lists.

LOOKING AHEAD

Data-driven measurement:
Influencer campaigns will be eval-
uated not only by likes but also by

direct booking traffic.

Sustainability: 62% of travelers
show more interest in eco-friendly
hotels and experiences.

Short video dominance: By 2025,
TikTok and Instagram Reels are
expected to account for over 40%
of travel content.
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YCIELLHbIE KEACbI B TYPUUN

bnazodaps yuppoeol kamnaHuu
#MediterraneanLuxury, 3anyujeHHol

8 2024 200y, AHmanuu yo0anoce
npueseds WuUpokoe BHUMAHUE: ee
ysudenu 3,2 MuAAUOHa Yesnoeexk, a
yposeHb goenedeHHoOCMuU cocmasusn
pekopOoHsie 7,1%. KoHmeHm o nosemax
Ha 8030yWHbIX Wapax 8 Kannadokuu
Habpan 18 MuaIUOHO8 NPOCMOMPO8

8 mecay Ha TikTok, ymo 3Ha4YumenoHoO
NOOHSA/10 pe2uoH 8 MUPOBbLIX MPeHA08bIX
pelimuHzax.

NMEPCIEKTUBbI PA3BUTUA

Mempuka oyeHKu 3¢ppekmueHocmu
konnabopayuli ¢ UHEHCepamu
cMewjaemcs om Koau4Yecmea Aakos

K QHAAU3Y NPSMO20 MPa@uKka,
KoH8epmupyemoz0 8 6pOHUPOBAHUA.

B cgepe ycmoiivyueo2o mypusma
Habadaemcs yemkuli mpeHO: 62%
nymeuwecmeeHHUKO8 omaarom
npedno4ymeHue omeasam U NPo2PAMMAM,
coomeemcmeayowum NPUHYUNAam
3K0/102UYHOCMU.

CozanacHo npozHo3am, k 2025 200y
Kpamkuli eudeokoHmenm (TikTok, Insta-
gram Reels) 6ydem 2eHepuposame cebiwie
40% sce2o mypucmu4ecko2o KOHmMeHmMa.

BONUS: HASHTAGS OF THE
DIGITAL JOURNEY

Influencer campaigns guide not

only hotels and destinations but also
individual travelers. Some emerging
hashtag trends in 2025 for tourism
content:

#MediterraneanLuxury

Most used luxury segment tag for
Antalya and Aegean hotels.
#HiddenGems

Highlights undiscovered

destinations globally.

#BalloonRide

Main tag for Cappadocia balloon tours,
reaching 18 million monthly

views on TikTok.

#Coolcation

New-generation travel concept
showcasing cooler alternatives

to hot destinations.

#EcoStay

Rapidly growing tag for sustainable ho-
tels, up 62% in the past year.

Influencer trends not only guide
brand marketing strategies
but also increase individual

users’ participation in tourism
flows. Travelers using the right
hashtags while sharing
experiences gain personal
visibility and contribute to the
digital image of destinations.
This interaction can sometimes
produce results strong enough to
increase a region’s selection rate.

Perhaps the next popular
hashtag will be shaped by a post
you share-who knows?

XILUTETN KAK TRAVEL-rngbl

bnazodaps koanabopayusam ¢ 6s02epamu,
mpeHdbl 300ar0MCA He MOJILKO 0Menam
U Kypopmam, HO U 8CeM, Kmo naaHupyem
noe3oku. Bom karoyessie
Xawmez-meHOeHyuu, Komopbie
Habuparom nonyaspHocme 8 2025 200y:

#MediterraneanLuxury

cambili nonyaspHsIl mez 014 omeneli
KAacca IFKC 8 AHMaAUU U Ha 2elickoM
nobepexcee.

#HiddenGems

deMOHCMpuUpyem yHUKG/bHble U
Heu38e0aHHbIE y20KU NAaHeMbl.
#BalloonRide

0CHOBHOU mez 8714 nosemoe8 Ha
8030yWHebIX wapax 8 Kannadokuu,
docmuawuli 18 MAH npocMompos 8
mecsy Ha TikTok.

#Coolcation

KOHYyenyus nymewecmeuti HO8020
NoKkosieHuUs, npedaazarouias
Q/1bMepPHAMUBLI HAPKUM HANPABAEHUSIM.
#EcoStay

mez 0714 3K0/102U4HbIX omesed,
npodemoHcmpuposaswuli pocm
nonysaapHocmu Ha 62% 3a 200.

TpeHObl, 3a0a8aemebie
UHQnroeHcepamu, He Mo/bKO
onpedensaom mapKkemuHa08ble
cmpameauu 6peH008, HO U
noesiwarom eoesne4eHHOCMb
nonv3oeameneii 8 mypucmuyeckue
nomoku. llymewecmeeHHUKU,
ucnose3yrowjue npasunbHele Xawmeau
npu nyénukayuu eneyamaeHul,
noesiwarom AUYHY 6UOUMOCMb

U 00HoepeMeHHO ¢popmupyrom
yugpoeoii o6pa3z HanpasneHuii.
WHo20a ece2o0 00uH nocm moxcem
U3MeHUMb CMamucmuky yesno20
peauoHa.

A umo, ecau cnedyroujuii mpeHooeslii
Xawmea 3anycmume UMeHHO 8bi?
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TheB

Era Begins!

Jpa «roJiyooi SHePrum»:
PBIHOK DJIEKTPOMOTOPHBIX
AXT olleHnBaeTcA B $I8 vt -

THE CARBON-NEUTRAL
WAVE HAS BEGUN

As of 2025, 18% of all new yacht orders
in Europe feature electric or hybrid
propulsion systems - a figure expected
to double by 2030. The sector aims to
reduce its dependence on fossil fuels,
comply with environmental regulations,
and protect itself from rising fuel costs.
Electric yachts have become a focal
point for investors thanks to their ze-
ro-emission cruising, low maintenance
costs, and silent operation. Over 40
marinas worldwide have already estab-
lished dedicated charging infrastruc-
ture known as Blue Docks.
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TPEH/] HA IEKAPEOHU3ALUIO
HABUPAET CUTY

Espona nepexodum Ha 3K0/a02U4Hble
axmel: ¢ 2025 2000 18% HosbIX 30Ka308
npuxooumcs Ha 3n1ekmpuyeckue u
2ubpudHsie modenu, u K 2030 200y
3mMom noka3zamess 00/X4EeH y080UMbCA.
Jsuxcywjeli cunoli nepexoda A61a0mcA
oMKa3 0M JeKoNaemMo20 monauea,
30KOHOOamesibHOe dassieHue U 3auuma
0m 80/10MUALHOCMU MONAUBHbIX YEH.
VIH8eCMOpPbI 8bICOKO YeHAMm 3/1eKkmposxms|
30 UX 3K0/102UYHOCMb, 3KOHOMUYHOCMb
u becwymHocme. B nodoepiky amozo
mpeHda 6osee 40 MapuH no ecemy Mupy
o6opyaoeaﬂumaﬂu3upoeaHHb/e
3apsA0HbIE CMAH Blue Docks.

THE MEDITERR

LEADS THE ELECTRIC YACHT
.  MARKET

The Mediterranean basin has become
the fastest-growing reglon or ele
yacht tourlsrﬁ‘cordlng to the Europe
an Commission’s 2025 Blue Transiti
Fund report, 27% of all new yacht reg-
istrations in the region are now electric
or hybrid. Turkiye, Greece, and Croatia
stand out as leading destinations driv-
ing this transformation.

Experts predict that this shift will gen-
erate a new annual market worth USD
18 billion. From France's Cote d'Azur to
Turkiye's bays of Gocek and Bodrum,
numerous ports are transitioning to
“silent harbor” policies.

ive

ICNO/163080HUEM
/I0CHO OQHHLIM omyemy
lue Transition» Eepokomuccuu

1 2025 200, yxce 27% HogbIx xm 30ecs
pe2ucmpupyromca ¢ 31eKmpuyeckumu u
2ubpudHeIMu dsuzamensamu. AeaH2apoom
npeobpazosaHuli cmanu Typyus, lpeyus u
Xopsamus.

Mo npo2Ho3am 3kcnepmos, sma
mpaHcpopMayus omkpoem Hogble
PLIHOYHbIE BO3MOXCHOCMU Ha $18

MApO 8 200. Bcé boabwie nopmos - om
¢paHyy3ckozo JlasypHozo bepeza 0o
mypeykux 6yxm édxcek u boopym -
8HEOPSAOM NOAUMUKY «MUXUX 208aHel».
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ELECTRIC COMPETITION
AMONG YACHT BUILDERS

Brands such as Silent Yachts, Candela,

Arc, and Sunreef Yachts have accelerated
production of fully electric models. On
average, an electric yacht emits 35 tons less
carbon per year than its diesel-powered
equivalent - a difference that is reshaping
consumer preferences in the luxury yacht
segment.

The Silent 55 model entered the

Turkish market after successful trials in Gocek,
achieving 100 nautical miles of zero-fuel
cruising. Marinas are rapidly expanding their
charging station investments in response to
the growing demand.

TURKIYE’S SILENT MARINAS

With over 50 marinas, Turkiye ranks among
the countries best prepared for the electric
yacht transition. Major chains like D-Marin,
Setur, and Yalikavak Marina plan to build
infrastructure fully powered by renewable
energy by 2026. Industry representatives
emphasize that these investments not only
boost tourism revenues but also directly
contribute to the country’s

carbon-neutral goals.

MARKET ANALYSIS:

As of 2025, the global electric yacht market

is valued at USD 8.5 billion and is projected

to surpass USD 18 billion by 2030. The main
drivers of this growth include the EU’s

“Blue Transition” policies, which limit carbon
emissions in maritime transport, and the rise
of private investment funds supporting the
shift. In the Mediterranean alone, the number
of electric yachts is expected to increase by
22% over the next five years.

Yacht manufacturers have restructured their
R&D budgets to adapt to this transformation.
Brands such as Silent Yachts, Sunreef, and
Arc Marine now dedicate up to half of their
production to electric models, while shipyards
in Italy and Croatia focus on hybrid hull
designs.

Data also shows that electric yachts reduce
fuel costs by 70% and maintenance expenses
by 40%, creating a major competitive
advantage for charter companies and marina
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NMPOU3BOAUTENIN AXT BCTYIAOT
B TOHKY 3JIEKTPOMOBUJIBHOCTU

Bedyuwue 6peH0bI, skntoyas Silent Yachts,
Candela, Arc u Sunreef Yachts, akmugHo
Hapawusarom 8e6INycK NOAHOCMbHO
anekmpuydeckux modenell. Knoyeasim
ap2yMeHmMoM 8 UX No/b3y CMaso CokpaujeHue
gblbpocos y2nepoda Ha 35 MoOHH 8 200 no
CPABHEHUHO C OU3EeAbHLIMU AXMAMU, YMO
KapOUHANLHO MeHsem npednoYmeHus
nokynamesel 8 fOKC-cezcMeHme.

SApkum npumepom ycnexa cmasaa mMooens
Silent 55, komopas nocsie mecmos 8 é0xceke
8bILWLAA HO Mypeykuli peIHOK € 3anacom xoda
8 100 Mopckux Mune. IHppacmpykmypa He
omcmaem: MapUHbsl GKMUBHO UHBeCMuUpyrom
8 3apsA0HbLIE CMAHYUU, c1edys 30 pacmyuwjum
3anpocom.

«TUXASI» TPAHCOPOPMALUA
TYPELKUX MAPUH

Hanu4yue 6osee 50 mapuH cmasum

Typyuro 8 asaH2ap0 CMPAH, 20Mo8sIX K
3/1eKmpuYeckoli pegoIoYuUU 8 AXMUH2e.
Bedywue onepamopei, skarodas D-Marin,
Setur u MmapuHy Yalikavak, HamepeHs! K

2026 200y noIHOCMbIO nepesecmu C80H
UHGpPacmpykmypy Ha «20/y6yro» 3Hep2ulo.
[To cnroeam npedcmasumeneli uHAycmpuu,
O0aHHbIU waz2 umeem 080UHYH 8b1200y: pocm
mypucmudyeckol hpussekamesnsHocmu u
npAmol 8Kka100 8 HAYUOHA/bHYIO CMpame2uro
dekapboHuU3ayuU.

AHAJIN3 PbIHKA:

Mo cocmosiHuro Ha 2025 200 mupoeoli
PbIHOK 3/1eKmpuYeckux Axm oyeHusaemcs
8 8,5 Mapo. donnapos CLUA, a k 2030

200y, C02/10CHO NPO2HO3aM, hpegsicum 18
munnuapoos. KaroyessiMu pakmopamu
paseumusi cmasau 3Ko/02U4eckas NoAUMuUKa
«Blue Transition» EC, ycmaHaeausarouas
IUMUMebI 8bI6pOCOB 0/151 MOPCKO20
mpaHcnopma, U aKmu8HOCMb YOCMHbIX
uHsecm@oHdos, noddepicusaroujux
«20/1y6Y10» MPAHCHopMayuro.
[Mpo2Ho3uUpyemcs, Ymo MosiLKO 8
CpeduzeMHOMOpbLE NAPK 3/1eKMposxm
ysenudumca Ha 22% & 6auxcaliwiue nime
sem.

[Mpou3sodumenu nepecmMompenu cmpykmypy
uHeecmuyuti 8 HIOKP 8 coomeemcmasuu ¢

operators.

In Turkiye specifically, nearly 1,000 yachts
are undergoing electrification as of late
2025. Marina chains such as D-Marin,
Setur, and Yalikavak Marina plan to
implement renewable-powered charging
infrastructure across all ports by 2026.
Industry leaders highlight that this
transformation is not merely an
environmental necessity - it also creates a
new, high-return revenue model.

According to international reports,
Turkiye is poised to become a regional
production hub for electric yachts and
marina equipment within the next five

years. This outlook underscores the
country's potential to evolve from a
nautical tourism destination into a center
of marine technology and innovation.

HosbIMU mpeHOamu. bpeHdei Silent Yachts,
Sunreef u Arc Marine yxce Hanpaessom 9o
50% npou3so0cmeeHHbIX MowHoCmel Ha
8bINyCK 3/1eKmpuYeckux moodesned, a sepou
Vimanuu u Xopsamuu cneyuanusupyromcs Ha
2U6PUOHbLIX KOpNyCax.

SKCnyamayuoHHAA 3¢gpekmusHoOCmMeb
3/1eKmposxXm deMoHcmpupyem

CoKpaujeHue 3ampam HaQ Monauso Ha

70% u Ha obcayxusaHue - Ha 40%, ymo
popmupyem 3Ha4UMebHOE KOHKYpeHMmMHoe
npeumywecmeo 0418 YapmepHo20 6u3Heca U
gna0en6yes MapuH.

B yacmHocmu, 8 Typyuu no COCMOAHUK HO
koHey 2025 200a okos0 1000 sxm npolidym
npoyecc nepegoda Ha 31eKMpPUYECKYHo
mszy. K 2026 200y sedyujue cemu MapuH
pa38epHym 80 8cex C8OUX NOPMAX 30PAOHYIO
UHGpacmpykmypy, pabomarouyro Ha
80306H08/155eMol 3Hep2uuU. Kak ommedarom
udepsl OMpPACaAU, 3MU U3MeHeHUs He
Mo/16KO 0M8eYyarm 3K0102U4eCKUM
mpebo8aHUAM, HO U popMupyrom HOBYH,
8bICOKOpPEHMabesbHyr bu3Hec-Mooessb.

Typyus cmoum Ha nopoze MacwmabHol
mpaHcpopMayuu: co21acHO
MeXCOyHapPOOHbIM NPO2HO3AM, yXxe 8
bauxcalivuue name 1em CmpaHa Moxcem
30HAMb HUWY pe2UOHA/IbHO20 /1udepa 8
npousgodcmee «20/y6bix» AXM U hopmoegoli
UHGpacmpykmypesl. 3mo 3HameHyem cobou
nepexod Ha KOYeCMBEHHO HOBbIU YPOBEHS -
om posiu honyAapHoU MopckoU KypopmHou
decmuHayuu K cmamycy yeHmpa MOPCKUX
mexHoso2ull U UHHosayud.
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llHBecTuIMOHHAA NporpaMma pa3BUTHSA

rypusma Typrun-2026
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ts are spreading beyond

Invest
sp;loastal belt, triggering geo-
] L' graphic expansion and product

~diversification simultaneously. The

West Black Sea, Cappadocia, and
Mersin corridors are at the top of
investors’ radars.

As 2026 approaches, two investment
trends are progressing in parallel: geo-
graphic expansion beyond the coast
and redefinition of existing destina-
tions through new product offerings.
These two axes are rewriting the rules
of investment decisions.

Tourist arrivals and revenue in Turkiye
continue to keep investors' appetite
high. While domestic demand and
international markets support capacity
expansion, investors are increasingly

&, maskm not just “where” to invest, but

h roduct” they can generate
value.

quarter up 8.4% to $16. on
age visitor spending reached $1€
and the annual hotel occupancy rate
was 70.4%.

ata from the Tourism Investors As-
ion (TTYD) indicates that Turkiye
ently has over 21,900 operating
with a total capacity exceeding
ooms. Between 2025-2026,
otel projects are planned,
investment exceeding 50
and 24,000 new rooms
expected.

UHeecmuyuu ebixo0am 3a npedensl
npu6pescHoii Nonocel, YmMo cmumynupyem
00HOB8peMeHHO KaK 2eo2paduyecKyro
3KChaHcuro, makK u dusepcudukayuro
mypucmuyecko20 npodykma.
Hau6onswuii uvmepec uHeecmopos
cocpedomoYeH HA MAaKux HanpPaeneHusaXx,
Kak 3anadHoe [IpuyepHomopee,
Kannadokusa u MepcuH.

K 2026 200y 8 mypeuykol mypuHdycmpuu
napaanensHo popmMupyromcsa 08a Kar4Yegsix
MmpeHOa: 0ceoeHUe 8HYMpPeHHUX pecuoHo8
83aMeH MpaduyuoHHOU npubpexcHol
Mo0enuU U Ka4ecmeeHHAs mpaHcpopmMayus
cyujecmayrouux Kypopmos yepes cozoaHue
Ho8bIX Mypnpodykmos. Ima 08olHas
cmpameaus KOPOUHANLHO MeHsem N02UKy
UHBECMUYUOHHbIX peueHud.

Yecmodivuesili pocm mypnomoka u 00x0008
cekmopa noddepxcusaem 8e6ICOKUL UHMepec
uHeecmopoe. Ha ¢poHe pacmyujezo
8HYMpPeHHe20 U MeXyHapPOOHO20 cnpoca

uHeecmopsl cMeujarom $okyc ¢ eonpoca AP

«Ky0a» 8K/1006I80Mb K NOUCKY omeema
Ha 8oNpoc «kakol npodykm» obecneyum
MOKCUMQ/I6HYH0 00606/M1eHHY0 CMouMOoCcMme.

s/ [0 ﬁw—mw TURKSTAT, & nepeom noxlyeoauu
2025200 mypdoxodii docmuenu $25,8.

MApa. (+7,6%), npuyem 80 8MOPOM
keapmase pocm yckopuscs 0o 8,4% ($16, 3
mAp0). CpedHue pacxodel 0OHO20 Mypucma
cocmasuau $1004 npu 2000800 3a2py3Ke
omeneli 70,4%.

Co2/1acHO OaHHbLIM ACCOYyUaYUU UHBECMOPO8
8 mypusm (TTYD), MowyHocmu cekmopa
npessiwarom 1 MaH. Homepos 8 21,9 meic.
obvekmax pasmewjeHus. B 2025-2026 22.
naaHupyemcs 8800 24 moiC. HO8bIX HOMEPO8
8 pamkax 171 npoekma ¢ CO8OKYNHbLIM
ob6vemom uHeecmuyuli casiwe 50 Mapo.
mypeykux aup.
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NEW GEOGRAPHIES, NEW CODES

Turkiye's coastline of over 8,300 km remains
strong, yet investors are looking beyond the
coast. The focus is on three regions: West
Black Sea, Cappadocia, and the Mersin coast.

WEST BLACK SEA: LABORATORY
OF ALTERNATIVE TOURISM

In the Bartin-Zonguldak-Karabuk corridor,
investments emphasize nature, culture, and
sustainability. According to the West Black Sea
Development Agency, the region currently has
60 licensed facilities and 3,924 beds.

With support programs in 2026, this capacity
is expected to grow by approximately 10%.
The region offers early positioning advantages
to investors through nature-based tourism,
adventure, hiking, gastronomy, and cultural
routes.

New infrastructure, including the Filyos Port
connection roads and Zonguldak-Amasra
coastal axis, is enhancing accessibility. The
total expected investment cycle is around 4
billion TRY.

CAPPADOCIA: BRANDED REGION,
DEEPENING PRODUCT OFFERING

Cappadocia remains one of Turkiye's stron-
gest tourism brands, but growth now focuses
on higher-value experiences rather than sheer
visitor numbers. Over the last five years, five
new boutique hotels were licensed in Nevse-
hir and surrounding areas, with investments
shifting from traditional accommodation to
experience design and gastronomy-based
facilities.

New MICE (meetings, incentives, confer-
ences, exhibitions) infrastructure projects

in 2025 have a planned budget of 1.2 billion
TRY, strengthening Cappadocia not only as a
cultural hub but also in professional tourism
segments.

MERSIN: THE EMERGING EAST
MEDITERRANEAN HUB

Mersin is positioned as an alternative to Anta-
lya's eastern corridor. According to the Mersin
Chamber of Commerce, the region has 4,541
licensed tourism beds and 9,413 beds with
investment permits, expected to grow by 30%
by 2026. New coastal roads, port projects, and
free zone investments are creating a “port +
tourism + production” model. By 2025, the
region’s investment portfolio approached 9.5
billion TRY
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HOBAS TEOTPA® VIS, HOBbIE
NMPABUJIA

bosee 8300 km nobepexws Typyuu no-
npexHeMy oCmaromcs MOUJHbIM aKmMU8oM,
00HAKO UHBeCmMopsbl obpawarom 83240
82/1y6b6 CMpPAaHsI. KroyeasiMu moykamu
pocma cmasau 3anadHoe [puyepHoMopebe,
Kannadokus u nobepexcee MepcuHa.

3AMA4HOE NTPUYEPHOMOPBE:
POKYC HA AJIbTEPHATUBHOM
TYPU3SME

B kopudope bapmeiH-30H2yn0ak-Kapabrok
paseusaromcs uHgecmuyuu 8 npupody,
Ky/nbmypy u ycmoutiyuesiti mypu3sm. 1o
O0GHHbIM Pe2UOHaNLHO20 02eHmcmea
paszsumus, 30eck yxce pabomarom 60
cpedcme pasmewjeHus Ha 3924 mecma.

Oxcudaemcs, ymo 6s1a200apA
20Cy0apCmMeeHHbIM NPO2PAMMamM
noddepku k 2026 200y MOUHOCMb
cekmopa sbipacmem npumepHo Ha 10%.
PezauoH daem uH8ecmopam 803MOMHOCMb
PAHHE20 8bIX000 HA PbIHOK Yepe3 Huuleable
popmMamel: s3komypu3M, AKMUBHbIU 0mMOasIX,
20CMPOHOMUIO U KY/IbMYpPHbIE MAPUIPYMeI.

TpaHcnopmHas uHGpPacmMpyKkmypa, 8KAKYAS
nymu kK nopmy @uauoc u 0c 30H2yN00K-
Amacpa, cmaHo8UMCsA Kamaau3amopom
docmynHocmu pe2uoHa. Obujuli oxcudaemell
06bem UHBeECMUYUOHHO20 YUKAA
cocmas/isiem 0Ko/10 4 MAPO. mypeykux aup.

KAIMAJQOKUA: 3BOJIIOLUNA
bPEH/A YEPE3 HOBbLIE ITPO4YKTbI

Kannaodokus, 00UH U3 K1r4Yesbix
bpeHdos Typyuu, meHsiem napaduzmy
passumus, 0enas CMasky Ha Ka4ecmeo
U YeHHOCMb Mypucmu4ecko20 onsIma
8Mecmo Ko/au4YecmeeHHbIX hokasamesed.
VIHeecmuyuu cmewyaromcs 8 CMopoHy
npemMuaas6H020 0N6IMa: 30 NAMe

nem 8 Heswexupe u okpecmHocmsx
OMKpPLINOCL NAMb HOBbIX 6ymuk-omesned,
OPUEHMUPOBAHHbIX HA YHUKA/bHbIE
gne4yamsieHusi U 20CMpoHOMUIO.

3ansnaHuposaHHs.Il 6r00xem Ha
ocyuwjecmesieHue nPoeKkmos No Co30aHUH
MICE-uHgppacmpykmypel 8 2025 200y
oyeHusaemcs 8 1,2 MApd. mypeykux aup.
JaHHble UHUYUAMUBLI NO3UYUOHUPYOM
Kannadokutro kak MHO20Npo@uabHbIG yeHmp,
npusnekamensHeoll KaK 0415 Ky/a6mypHO20,
maK u 0719 NpopeccuoHANbHO20 MypPU3MAa.

A NEW EQUATION IN
INVESTMENT DECISIONS

Investors are now calculating growth
based on “which product” rather than
just “where.” The sector aims to balance
geographic expansion and product trans-
formation. Traditional hotel models are
giving way to mixed-use concepts, well-
ness centers, nature and sports facilities,
and conference hotels. In the West Black
Sea, eco-luxury properties; in Cappado-
cia, experience-focused boutique stays;
and in Mersin, resort-marina combina-
tions are gaining prominence.

Data from the Turkiye Tourism Invest-
ment Office shows that in 2025, 38% of
investment incentive certificates were
allocated to alternative tourism products,
clearly indicating the direction of the
investment ecosystem.

THE NEW DIRECTION

OF INVESTMENT

2026 is not only about growth in Turk-
ish tourism but also restructuring. New
geographies expand the boundaries of
investment, while new products redefine
its quality. The triangle formed by the na-
ture of the West Black Sea, Cappadocia’s
cultural heritage, and Mersin's economic
hinterland maps Turkiye's new tourism
investment landscape.

MEPCUH: PACTYLLNA
LIEHTP BOCTOYHOIO
CPE4VN3EMHOMOPbS

MepcuH cmaHosumMcs asnbmepHamMueouU
80CMOYHOMY HanpaeneHuro AHmansu. o
ceedeHusam Topzaoeoli nanamel MepcuHa,
meKkyu,as eMecmumMocms pe2uoHa
cocmaendgem 4541 mypucmuyeckoe Mecmo
pazmewjeHuUs, a makxce 9413 0006peHHbIX
UHBECMUYUOHHbLIX Mecm ¢ NPO2HO3UpPYyeMbIM
pocmom Ha 30% k 2026 200y.

Pazeumue npubpexcHsix Mazucmpaned,
nopmoeol UHPpacmpykmypsi u
€80600HOU 3KOHOMUYeCKOU 30HbI
popmupyem KoOMNaekCHyr0 Modesb «nopm
+ mypu3m + npouzeodcmeo». K 2025 200y
UHBECMUYUOHHLIU nopmeens pe2uoHa
npubausuncs k 9,5 Mapd. mypeykux aup.

HOBASA ©OPMYJIA _
UHBECTULINOHHbIX PELLUEHUUN

Cmpamezus uHeecmopos cmeujaemcs ¢
8b160pa IOKAYUU HA Pa3pAbOMKY YHUKAAbHOU
KOHyenyuu. 3a0a4a cekmopa — coeMecmums
ocgoeHue Ho8blX meppumopuli
KayecmeeHHbsIM 06HO8/1eHUeM mypnpodykma.
Knaccuyeckue omenu mpaHcgpopmupyromcs

8 MHO20QYHKYUOHAIbHbIE KOMN/EKCbI,
06veduHsAUjUe 8eTHeC-YeHMpbI,
cnopmueHsle U NpupoOHblie 06 beKkmeol, a
make KOHpepeHYy-n1owaoku. B pecuoHax
popmupyemcs cneyuanu3ayus: IKOMHKC 8
3anadHom lpuyepHoMopbe, UMMEPCUBHbIE
bymuk-omenu 8 Kannadokuu, KypopmHo-
MapuHosgele knacmepsi 8 MepcuHe.

lMokazamensbHo, Ymo 38% 20cy0apcmeeHHbIX
UHBECMUYUOHHbIX cepmupukamos e 2025
200y NpUWAOCL HA Q/1bMEPHAMUBHbIE
mypucmud4eckue npoekmel, noomeepxoas
obwuli mpeHd dusepcupukayuu.

HOBbIVN BEKTOP UHBECTULINUN
Typeykul mypu3sm e 2026 200y #0ym He
MO/I6KO KOAUYeCmaeeHHsblIl pocm, HO U
cmpykmypHslie npeobpazosaHusa. OceoeHue
Ho8bIX A0Kayuli co30aem npocmpaHCcmMeo 014
uHeecmuyul, a UHHOBAYUOHHbIe NPodyKmel
nossiWarom ux yeHHocms. Cumbuo3
NpupodHO020 NoMeHYuaaa 3aNa0H020
lMpu4epHOMOpPbLA, KybMYPHO20 Hacnedus
Kannadokuu u skoHomu4eckol Mouju
MepcuHa popmupyem Hogyro KOHPU2ypayuo
mypeykol mypuHOycmpuu.
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Master of Cross-Cultural
Harmony in Gastronomy:

Chef Radjabov
Shah

Macrep Kpoce-KybTypHOIi
rapMOHUU B TaCTPOHOMUM:

med-moBap Pamxrados Hlax

In the world of tourism,
gastronomy builds a bridge that
goes far beyond taste-it connects
cultures. From beginnings in Iran,
shaped by London’s multicultural
kitchens, honed in Istanbul and
Bursa, and extended from Russia to
Moldova, Chef Radjabov Shah
skillfully blends the techniques,
aromas, and stories of diverse
geographies on his plates. Now,

as the brand chef of Time Hotel

in Moldova’s capital Chisinau, he

is refreshing the menu at Basilico
restaurant, welcoming guests with a
culinary vision inspired by roots yet
looking out to the world.

In our interview with him for
Tourism Explorer, we discussed in
detail his interdisciplinary approach
to cuisine, his fusion philosophy that
preserves cultural depth, and his
menu design tailored to an
international guest profile.

B mupe mypu3sma 2acmpoHomus
cmpoum mocm, gbixoodsawuli
0a/1eKo 3a PaMKU 8KYCd - OHA
06veduHsem Kynemypesl. Hayae
ceoli nyme 8 paHe, npolios

yepes MysnbMUKyN6mypHsle KyxHu
JloHOOHa, ommoyYyue Macmepcmaeo
e Cmambyne u bypce u npodosaxue
nyme om Poccuu 0o Mosadosei,
weg-nosap Padxabos LLlax
Macmepcku coeduHsiem UCKyccmeo
npu2omos/aeHus, apomMamsi u
ucmopuu pasHelX CMpaH. B
KaxcooM e2o 6100e oxcusaem
MH02020/10CU€ KYAUHAPHbLIX
mpaduyuli, nepeocmuiCeHHbIX
yepes npusmy coepemeHHoUl
mexHuku. Ce2o0Hs, 8032106451
KyxHt0 pecmopaHa Basilico e
kuwuHesckom Time Hotel, oH
co30aem MeH!o, 20e ysaxeHue K
UCMOKaM 2apMOHUYHO coyemaemcs
C 2/1060/16HbIM 832/1900M HO
20CMPOHOMUI.

B 3KCK/1H03UBHOM UHMeEpPB8bLI0
Tourism Explorer weg packpsin
cekpemsl c80e20 Meop4ecko20
mMemooa: Kak eMy ydaemcs
COXPaHAMb QyMeHmMUYHOCMe,
3KChepuMeHmMupys, U no4yemy e20
KYXHSl HaX00UmM omkAuUK y 2ocmeli
U3 Pa3HbIX y20/1K08 MUPQ.
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Could you briefly share

your career journey? From Iran to your
current position at Time Hotel in Moldova’s
capital-how did this professional path take
shape?

Radjabov Shah: My father spent his entire
career as a chef in restaurants, while my
mother was his assistant and worked as a
cook in the hot kitchen. As a child, when | was
in kindergarten, my father would often pick
me up from work because he usually finished
late. My interest in cooking and creating new
flavors began back then. To gain
deeper knowledge of gastronomy and learn
the secrets of different cuisines, | traveled the
world and worked in various countries. My
professional career began in London, where
| worked at Turkish restaurants such as Tass,
Sade, and Sofra; a Mexican restaurant called
Mexicali; Arabic restaurants Adiva and
Zangi; as well as English and Pasha
restaurants. Some of the talented colleagues |
met in London later opened their own
restaurants in Turkiye. They invited me to
Yali Restaurant in Istanbul’s Idealtepe district,
and afterwards | moved to London House
Restaurant in Bursa. After seven years in
London, | moved to Russia, working at
restaurants in Moscow and St. Petersburg.
It was there that | met my Moldovan wife,
which led me to settle in Moldova. | received a
very warm welcome here-people are
hospitable and kind-hearted, and | love the
climate. | have designed new menus for many
restaurants, including Fisher Club, Joli Alon,
Ferma Cu Original, Maestro, and Chaihana.
| am currently the brand chef of Time Hotel,
Mangal Restaurant, and Cinar Restaurant.
Recently, | updated the menu at Basilico
Restaurant inside Time Hotel. Guests are very
pleased with the atmosphere and delicious
food—which, for me, is the greatest reward.

From Iranian cuisine

to European techniques, Middle Eastern
spices to Asian inspiration... In your
opinion, what skills are essential for a chef
to master in multidisciplinary kitchens?

Radjabov Shah: To master multidisciplinary
kitchens, a chef needs more than just
technical knowledge-they need an open mind.
First, you must have a strong grasp of the
basics: core cooking techniques, heat control,
and balancing flavor and texture. Second,
cultural awareness is crucial: understanding
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Modenumecs, KaK
CKNa0bI8A/CA AW 20CMPOHOMUYeCcKUii
nyme? Kak ebl npuwiniu om UpaHCcKux

ucmokoe K pykoeodcmey KyxHeii e Time
Hotel 6 KuwuHeee?

Paodxcaboe Lax: KynuHapus - 3mo cemelHas
ucmopus. Omey - pecmopaHHsIl wep, Mama
- 20 Npasas pyka 8 2opssyem yexy. [ToMH1o,
KaK nana 3a6upasn MeHs U3 ca0UKa NO30HO
ge4yepom - A 3aceinNasn N0O apomMamel U3
KyXHU. VIMeHHO mo20a 80 MHe NPOCHYAACh
Cmpacme K 8Kycam U Ux CO4emaHusim.
[Mo3xce 3ma cmpacme npespamuace
8 npogeccuro: A 06ve30un NoAMUPAQ,
8NUMbIBASA KY/AUHAPHLIE MPAoUyUU PA3HbIX
Kynemyp. Mos npogeccuoHanbHaA Kapeepa
Ha4yanace 8 JloHOoHe, 20e 4 paboman 8
mypeykux pecmopaHax - Tass, Sade u Sofra;
8 MekcukaHckoM Mexicali; apabekux Adiva u
Zangi, a makxe 8 aH21UliCKUx 3a8e0eHusix
u pecmopaHe Pasha. ImeHHO mam s
NO3HAKOMUACA C byOyusumu napmHepamu,
KOmopble No3xie No3easnu MeHs 8 Typyutro -
CHa4ana e pecmopaH Yali 8 cmambyneckom
patioHe Videanmene, a 3amem 5 nepewen
8 London House Restaurant e bypce. locie
cemu s1em 6pumaHcko20 onLima cyosbba
npuesesna meHs 8 Poccuro. Mockosckue u
nemepoéypackue peCmopaHsl He MOo6KO
o6o2amunu Mol hpogeccuoHANbHbIT onbim,
HO U nodapuau ecmpedy ¢ 6ydyuyeli #eHou
u3 Mosi0ogsl. 3ma cmpaHa NOKoPUAA MeHs
ceouM padywiuem - 30ecs U 100U, U KaumMam
cozdarom ocobyro ammocpepy. 3a 200bI
pabomel 8 Mosdose 51 co30a8an KoHYyenyuu
0214 Fisher Club, Joli Alon u dpyaux u3secmHeix
3aeedeHull. Celivyac Kypupyro KyxHu Time
Hotel, ekntoyas o6HoeneHHbIl Basilico.
Kozda suiicy, kak 20cmu Hacaaxcoaromcs
Moumu 6100aMU - NOHUMAO, YMO 8bl6paAs
npaguneHeIl nyme.

Om upaHckoii
KyXHU 00 eeponelickux mexHuk, om
61uUXCHeeo0CMoYHbIX cheyuli 00 A3UAMCKUX
momueos... Kakue, Ha eaw 8327150, HABbIKU
Heo6xo00umesl weg-noesapy 0na pabomel e
MYyAbmMUuKynbmypHeIX KyXHAX?

Paodxcaboe LLlax: Ymobel oceoums Kpocc-
Ky/1lbmypHble KyxHU, Noeapy HedoCmamo4yHo
MoIbKO MexHUYeCkKUX 3HaHUU - HyXeH
omkpsimesIl yM. Bo-nepeusix, 8aXHO
6e3ynpeyHoe enadeHuUe ocHosamu: 6a3086IMU
MexHUKaMUu npu2omos/ieHus, KOHmposaem
memnepamypsl, 6as1aHCOM 8KyCO8 U

the history, traditions, and meanings
behind each dish. Adaptability and
curiosity are also key-being willing to
experiment, learn from others, and try
new things. And of course, intuition
matters greatly-the ability to sense how
ingredients and techniques from
different geographies will harmonize.
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mekcmyp. Bo-emopebix, Karo4esyro posb
uzpaem KysbmypHas 0CO3HAHHOCMb:
NoHUMaHUe ucmopuu, mpaduyudi

U CMbIC/a, CMOAUWE20 30 KAXObIM
6/11000M. He MeHee 8axHbI 2ubKOCM®b
u 11060NLIMCMEBO - 20MOBHOCMb
3IKCnepuMeHmMupo8amMs, y4umecs

Y Opyaux u npob6osame Hogoe.

VI, KOHe4YHo, 02POMHOE 3Ha4YeHUe
umeem UHMyuyus - mo camoe

4ymeé€, KOmopoe nodcka3sigaem, KaK
coyemame UH2pedueHmsl U MexXHUKU
U3 Pa3HbIX y20/1K08 MUpQ.
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Tourism Explorer: Of all the kitchens you've
worked in, which one challenged or
transformed you the most from a technical
standpoint?

Radjabov Shah: The most technically
challenging experience | had was at a fine
dining restaurant in Europe before | came to
Moldova. Everything required absolute
precision-millimeters in cuts, seconds in
cooking. Every dish was checked multiple
times, and if there was even the slightest
deviation, you had to start over. That kitchen
taught me discipline, attention to detail, and
that perfect results are not a matter of
luck-they come from repetition and control at
every stage. Since then, I've seen the

process not as a race for speed, but as a
delicate sequence where every step matters.

Tourism Explorer: Bringing together cook-
ing techniques from different cultures in a
single menu is no easy task. How do you
create fusion without losing cultural
depth?

Radjabov Shah: For me, fusion is not a
mechanical mixing of ingredients-it's a
cultural dialogue on the plate. Before
combining two or more culinary traditions,

| study the history, philosophy, and symbolism
of the dishes-from their origins to the
seasonality of the ingredients. This helps me
understand what can be adapted and what
must remain unchanged. For example, when
using Middle Eastern spices with European
techniques, | preserve the authentic aromas
and combinations but may experiment with
texture or presentation. My goal is for the
guest to both respect the origins and feel a
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Tourism Explorer: B kakoli mo4yke eawe2o
2aCMpPOHOMUYEeCcK020 nymu eam npuwisoce
Hau6osnee cepbe3HO hepecmpaueame
pabo4yue mexHuku?

Paodxca6oe LLlax: Camblli C/10X4CHbIU 8
mexHuU4eckoM naaHe onbim - paboma e
esponelickoM pecmopaHe 8bICOKOU KyXHU

0o nepee3zda 8 Mosdosy. Tam mpebosasacs
a6CcoIMHAS MOYHOCMb: MUAAUMEMPb]

8 Hape3Ke, CeKyHObI 8 NPU20MOBAEHUU.
Kaxcooe 6511000 nposepsiiu MHO20KPAMHO, U
maseliuiee OMK/AOHEHUE 03HAYA/10 hepeoesiky.
3ma KyxHa Hay4una MeHs ucyunauHe,
8HUMQHUIO K 0emassiM U NOHUMAHUK, YMOo
udeasibHbIl pe3yabsmam - He Cay4aliHoCMe,
a c1iedcmeue KOHMPOIA Ha Kax0oM amane.
C mo20 MoMeHMa 51 NOHSAA: KyAUHAPUS - 3MO
He cKopocme, a ¢punu2paHHaa paboma, 20e
kaxcoas demasns umeem 3HAYEHUE.

Tourism Explorer: 06beduHUMb
KYNUHApPHble MexXHUKU Pa3HbIX KyAbmyp
8 00HOM MEeHI0 - 300a4a He U3 NPoCMbIX.
Kak eam ydaémcsa co30aeame ¢PbroXKH, He
mepsaa KynemypHoli 2ny6uHesI?

Paodxcaboe LLlax: /114 MeHA QbrOXCH - 3mo He
MexaHu4eckoe cMeuwleHue UH2pedueHmos, a
oduanoz kynemyp. lMpexcde yem coedUHUM®b
dee unu 6os1ee KyUHAPHbLIE MPpaduyuu,

A U3y4ar Ux ucmopuro, puaocopuro u
CUMBO/IUKY - OM UCMOK08 00 Ce30HHOCMU
npodykmos. 3mo nomMoz2aem NOHAMb, 4YMo
MOXCHO a0anmupo8ams, @ YmMo O0/HHO
oCcmamecsl Heu3MeHHsIM. Hanpumep,
covyemas 6/UXHeBOCMOYHbIe cneyuu ¢
esponelickuMu mexHUKamu, s COXPAaHSIH
Nood/IUHHbIe apOMamel U KOMOUHAYUU,

HO MO2y NO3KChepuMeHmMupPo8aMmMs C
mekcmypod uau nodayel. 13 MeHs
80XCHO, Ymobbl 611000 00HOBPEMEHHO
2080pU/IO HA A3bIKE MPaduyul u yousasno
HosbIM npoymeHueM. Tak co30aemcs He
2ubpuod, a 2acmpoHomuyYeckuli duanoe - 20e
pasaAu4Usa He Cmuparmcs, a Hanpomus,
nod4yepkuBarOM yHUKAAbHOCMb KaXOOU
KyAbmypeol.

Tourism Explorer: Kak el Haxo0ume
30/10myr0 cepeduHy mMexcoy
y3HA8aeMoCMbsto U U3bICKAHHOCMbIO 671100
8 ycnoeuax MexcoyHapooHo20 popmama
Time Hotel?

Paodxcaboe LLlax: B makom mecme, kak Time
Hotel, meHto 00/1#HO 6bIMb 0OHOBPEMEHHO
Y3HABAEMbIM U YHUKAN6HbIM. S CMpemaoce
K momy, Ymobbi nepeeble xe Homel 8KyCa

fresh perspective. The result is not
compromise, but harmony-where each
culture’s voice is heard clearly, creating a new
shared story.

Tourism Explorer: At an international hotel
like Time, how do you keep the menu both
universal and refined?

Radjabov Shah: In a place like Time Hotel, the
menu should be both familiar and unique.

My strategy is to create flavors that guests can
recognize at the first bite, but with depth and
a personal touch. | keep universally known
dishes—like pasta, steak, or chocolate
desserts—but never serve them in an ordinary
way. | enrich them with local products, unique
textures, and surprising spices. This way,

| balance comfort with discovery. It's very
rewarding when a guest says, “I've had this
before, but never like this.” That blend of
universality and refinement is what

brings them back.

Tourism Explorer: The plates you share on
social media are visually striking. It feels
like you're telling a story beyond taste.
What does plate designh mean to you?

Radjabov Shah: For me, plating is not just the
final touch-it's a way to tell a story

without words. Every element on the plate
should have meaning: color, texture,
shape-they all work to evoke an emotion in
the guest. Visually, a dish invites you to taste
it; the flavor then reinforces the impression.

| think of the plate as a canvas, the ingredients
as paint, and the composition as the story.
Sometimes | draw inspiration from nature,
sometimes from cultural motifs, and
sometimes from a certain mood or season.
Dishes created this way don't just satisfy-they
stay in the memory as a combined visual and
culinary experience.

661U Y3HABAEMbI, HO 3aMeM PacKpPbI8AUCH
HOBbIMU 2PAHAMU U G8MOPCKUM CMU/Iem.
Knaccuka epode nacmel, cmelika uau
WOKO0/1a0HbIX 0ecepmoe 0Cmaémcs 8 MeH1o,
HO 8ce20a nosy4aem HeCmaHOapmMHoe
npoymeHue. 5 0602aWar0 NAAUMPY BKYCO8
30 c4em I0KANbHbIX UH2PEOUEHMO8,
HEOMCUOAHHbIX MeKCMypHebIxX peweHul u
UHOUBUOYA/bHO NOOO6PAHHbIX NPSHbLIX
komno3uyud. Cekpem 8 mom, 4mobesl
3HakoMoe 611000 8613618010 IPpekm dexcasto
u youeneHue 00HoepeMeHHO. Boicwias
Ha2pada 0/151 MeHSs - yC1blLame 0m 20CMA:
«Kazanoce 6bl, 3Hakomoe 611000, HO 8KYC
cogsepweHHo Hoabll!». Smom moHKul
CUHMe3 y3Ha8aeMoCmu U YmoH4YEéHHOCMU
€030aém my Ccamyro Ma2uro, Komopas
popmupyem A105/16HOCMb KAUEHMOS.

Tourism Explorer: Bawu 6a100a 8 coycemsax
- 3mo eu3yanbHsil wedeesp. Kaxcemcs,

4Ymo OHU 2080PsAAM Ha A3bIKe UCKyccmea.
Ymo 0nsa eac 3Hayum eu3lyansHas nooaya?

Padxcaboe Lax: /115 MeHs nodaya - He
npocmo GUHANLHbIT WMPUX, a cNocob
pacckazame ucmopuro 6e3 coe. Kaxcoelli
3/1eMeHm Ha mapesike 3Ha4uMm: yeem,
mekcmypa, popma - 8cé pabomaem Ha
aMoyuu 2ocms. BuzyaneHasa scmemuka
npuzaawaem nonpoboeams, a 8KyC
ycunueaem sneyam~sneHue. § 80CNPUHUMAKO
mapesKy KaK Xo/ncm, uHzpeodueHmel - Kak
KpacKu, 0 KOMNO3UYUH - KK Croxcem.
BooxHogeHue Yyepnaro 8 npupode,
Ky/1MypHbIX MOMUBAX, HACMPOeHUU

unu ce3oHe. [1o006HbIe KyAUHAPHbIE
npou3eedeHUs 0CMABAAM He NPoCmo
4yB8CMBO HACLIWEHUS, O YenbHbIl 06pa3, 20e
8KyC U 3CMemuKa C1U8arMCs 80€OUHO.




Tourism Explorer: In your current
position, what is the most important
message you want to give to young
culinary professionals? Is “being able to
cook any cuisine” a skill or a vision?

Radjabov Shah: | always tell young chefs:
start by honoring the ingredient and the
culture it belongs to. Don't rush to do ev-
erything at once-first, learn one cuisine
deeply, its techniques and philosophy, then
broaden your horizons. “Being able to cook
any cuisine” is certainly a skill, but without
vision, it's incomplete. Vision means seeing
the connections between traditions,
understanding how ingredients interact, and
how they can be adapted. Skill gives you
your hands; vision gives you your direction.
Without both, you can't be a true chef.

Tourism Explorer: Finally, if your life
were a menu, which cuisines would your
starter, main course, and dessert come
from?

Radjabov Shah: If my life were a menu, the
starter would come from Persian

cuisine-full of aromatic herbs, vibrant spices,
and warmth, reminding me of my roots.

The main course would be Mediterranean
cuisine-for its balance, lightness, and
harmony of diverse cultures, just like my
culinary journey. Dessert would definitely be
French cuisine-elegant and rich in fine
details, because every great ending
deserves a refined finish.

AS TOURISM EXPLORER,

WE THANK CHEF RADJABOV
SHAH-WHOSE VISION IS AS
INSPIRING AS HIS CUISINE-FOR
THIS WARM, FLAVOR-FILLED
CONVERSATION.
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Tourism Explorer: Ecnu 661 6aM HY)CHO
661210 8616paMb 00UH K/OYe8oU
NPUHYUN 01 HaYUHarWUX wegos,
umo 661 3mo 661710? MoX3cHO AU
cyumame yHuUeepcanbHoe enadeHue
PA3HLIMU KYXHAMU NPOPEeCcCUOHANbHbIM
Ha8bIKOM, UMU 3MO 0C06as KYyNUHAPHAA
¢unocoua?

Paodxcaboe Llax: 5 ece2da 2080pH0
HAYUHAKWUM N0BAPAM: CHAYANA
Hay4umeck y8axcame npodykm u
KyA1bmypy, K Komopol OH hpuHaoaexcum.
He neimatimecb 06v55mb HeobvAMHoOE -
2/1y60KO u3y4yume 00Hy KyXHI, €€ mexXHUKU
u gpuaocoguro, @ nomom pacwupsatime
20pU30HMBbI. YHUBEpPCANbHOe 8aa0eHue
PA3HbIMU KYXHAIMU - 6€3yC/108HO,
npopeccuoHanbHbIl HOBbIK, HO 6e3
8UOEHUS OH HenosiHoyeHeH. [ModauHHoe
Macmepcmeo nodpasymesaem ye/s0CMHoe
gocnpusimue: KoK ucmopuyeckue

KOpHU 61100, MaK U 803MOXCHOCMU UX
cospemeHHOU UHMepnpemayuu yepes
g3aumodelicmeue KOMNOHeHMo8. TexHUKa
- 3Mo UHCMpPyMeHm 8 8aWIUX PyKax, a
gudeHue - KoMnac. ToNbko UX coYemaHue
poxcdaem Hacmoswezo Macmepa.

Tourism Explorer: 3aeepwas

Hawy 6ecedy: ecnu npedcmasume

8aW YCU3HeHHbIl nymb 6 sude
2aCMpPOHOMUYEeCK020 MeHK, KaKue KyXHU
mupa e20 661 onuyemeopanu?

Paodxcaboe Llax: Ecau npedcmasume Mo
HCU3Hb KOK MEHK, NepebiM akkopdom, 6e3
COMHeHUSs, cmana 66l NepcuoCKas KyxHs

- C e€ QpOMAMHbLIMU MPA8AMU, APKUMU
cneyuaMu u mensioM, Ymo HaNOMuUHaem

0 MOUX KOpHSX. [nagHoe 611000 Hecno

661 8 cebe dyx CpeduzeMHOMOpPLA - my
camyro 2apMoHUK mpaduyudl, Yymo cmana
nymeegodHoUi 3ee300l 8 moeli pabome. A
3aeepwius bl A GPAHYY3CKUM Decepmom

- 3ManoHOM u3sfuecmaa, 20e Kaxoas
demasb dosedeHa 0o cosepuieHCMaa. Bedb
duHan 0onxceH 6bimb 6€3ynpeyHsiMm.

TOURISM EXPLORER BbIPAXAET
NMPU3HATEJIbHOCTbD LUE®D-TTOBAPY
PAA)XABOBY LUIAXY - UCTUHHOMY
MACTEPY, YbU UJAEUN BOCXULLAOT
HE MEHBLLE, YEM ET'O KYJINHAPHbIE
TBOPEHWSA - 3A 3TOT HAMOJIHEHHbIA
TEITJIOM U TACTPOHOMUYECKUMU
OTKPOBEHUAMU AUNATIOF.
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How the Telegram Bot HelloOtel
Guest Assistant Increases Guest Loyalty
and Direct Bookings

Guest Assistant

Using the example of Kilikya
Palace hotel, we examine how the
HelloOtel Guest Assistant solution
changes the guest experience and

becomes a marketing tool.

In the context of growing competition
on the Turkish coast, hotels are looking
for ways not just to meet guest
expectations but to anticipate them.
One key tool in achieving this goal is a
digital concierge system integrated into
the messaging apps that guests

are already using. Kilikya Palace
demonstrates how this technology
works in practice through its
implementation of the

HelloOtel Guest Assistant bot.

A POWERFUL ASSISTANT

ON YOUR PHONE

HelloOtel Guest Assistant is not just a
chat bot, but a multifunctional assistant
that solves several critically important
tasks for the hotel:

Direct Line with Guests: Guests can
find out about check-in procedures,
hotel services, or promotions at any
time without waiting for a reception

response. This reduces staff workload
and increases service efficiency.
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Rak Telegram-6oT
HelloOtel Guest Assistant
YBEJIMUMBAET JIOATIBbHOCTh
rocreii v npsamMble
OpPOHMPOBaHUA

Ha npumepe omens Kilikya

Palace pasz6upaem, KaK peweHue
HelloOtel Guest Assistant meHaem
2ocmeeoli onbim U cmaHoeumcs
UHCMpYMeHmMoM MapKemuHaa.

B ycnosusx pacmyuweli KOHKypeHYuU Ha
mypeykom nobepexcee omenu uuym
€nocobsl He NPOCMO CO0MB8EMCM808aMb
oxcudaHusaM 2ocmel, a npedsocxuwame
ux. OOHUM U3 MAKUX K/1K4YebIX
UHCMpPYyMeHmo8 cmaHo8umcs yugpposoli
KOHCbep#, 8CMpoeHHbIl 8 NPUBbIYHbIU
mecceHOxcep. Omens Kilikya Palace Ha
npumepe 6oma HelloOtel Guest Assis-
tant demoHcmpupyem, KaK mexHo/n02us
pabomaem Ha NPaKMuke.

MOLLYHbIV MOMOLYHUK Y BAC B
TEJIE®OHE

HelloOtel Guest Assistant - 3mo He npocmo
Yyam-6om, a MHO20QYHKYUOHA/AbHbIU
NOMOWHUK, KOmopelli pewaem HecKoNbko
Kpumuy4ecku 8aXcHbIX 015 omes 300a4Y:

lpamasa nuHUA ¢ 20cmem: 20cmu Mo2ym
8 11060l MOMeHmM y3Hameo 0 npoyedype
3ae300q, ycay2ax omens Uau akyusx,

He 00xudaAce omeema C pecenwieHa.
Smo cHuxaem Haz2py3Ky Ha NepCcoHan u
nossilaem onepamugHoOCMe cepauca.

Enhancing the Guest Experience:

The bot provides 24/7 support, allowing
early detection of guest issues and
requests, which significantly

increases the likelihood of timely
resolution. Guests can make restaurant
reservations, schedule SPA
appointments, request transfer
services, and even find friends in the
hotel through the Guest Assistant.

The integrated instant translation
feature makes the service comfortable
for an international audience.

Marketing and CRM Tool:

The bot instantly collects survey data
regarding guest preferences and
integrates it into the hotel's CRM
system. This enables targeted
campaigns, room upgrade offers,
and encourages repeat bookings,
thereby reducing reliance

on OTAs (online travel agencies).

Yny4yweHue 20cmego20 onbima:

6om obecneyusaem Kpy2/10Cymo4Hoe
conpoeoxcdeHue. 3mo cnocobcmeyem
PAHHEMY 8bIsI8NIeHUI NPobIeM U
3anpocoe 20cmedi, YMo 3HAYUMESNbHO
noselwaem 8epossIMHOCMb UX yCNewHo20
pa3speweHus. Yepes Guest Assistant MOX#HO
3ape3epsupo8amMs CMO/UK 8 PeCMOpPaHe,
3anucamecs Ha SPA-npoyedypel, 30Ka3ame
mpaHcoep unu daxce Halimu Opy3eli 8
omesne. IHMe2pupo8aHHAA QyHKYUSA
M2HO08eHH020 nepegoda desnaem cepauc
KOM@®OpMHbIM 0151 MeXCOYHApPOOHOU
ayoumopuu.

UncmpymeHm mapkemuraa u CRM:
6om M2HOB8eHHO cobupaem aHKemHble
0aHHble 0 npednoymeHusax 2ocmed,
KOmopble MOXCHO UHMe2pupo8ame

¢ CRM-cucmemoli. 3mo omkpsieaem
803MOMHOCMU 011 MAP2eMUPOBAHHbIX
PACCbINOK, NpednoxeHus anzpelioos

U CMUMyAUpPOBAHUS NOBMOPHBbIX
6pOHUPOBAHUL, CHUXCAS 308UCUMOCMb OM

0
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RELEVANCE FOR THE TOURISM

BUSINESS: WHY THIS SYSTEM IS
PARTICULARLY SUCCESSFUL

IN ANTALYA?

Given the intense competition in the
Antalya and Kemer regions,
digitalization of services has become
a key differentiator. The HelloOtel
Guest Assistant addresses the
following challenges:

Multilingual Support: Guests from
CIS countries, Europe, and Asia receive
assistance in their native languages.

Resource Optimization: The 24/7
operation of the bot eases the workload
on staff during peak hours and at night.

Creating “Smart” Hospitality: Guests
feel genuinely valued thanks to
personalized attention, which directly
increases loyalty and positive reviews.

Development Prospects: From
automation to artificial intelligence

To get the most benefit, the bot's
functionality can be expanded. Key
areas include deep integration with

PMS (Property Management System)
to automatically obtain booking data,
launching automated trigger messages
(before check-in, during stay, and after
check-out), and implementing Al
elements to handle complex requests.
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AKTYAJIbHOCTb A4J151 TYPBU3HECA:
MMOYEMY 3TO YCINELLUHO PABOTAET
UMEHHO B AHTAJIbE?

Ans pecuoHa AHmansu u Kemepa, 20e
Cpepe 2ocmenpuumMcmesa cyujecmsyem
60/16W 051 KOHKYPEHYUS, yupposusayus
cepsuca cMmaHoO8UMCA K/1HOYe8bIM
ouppepeHyuamopom. HelloOtel Guest
Assistant pewaem HacyujHele npobemsi:

Mynsmusa3elyHOCMb: 06CYHUBAHUE
2ocmeli u3 CHI, Esponei u A3uu Ha ux
POOHOM A3bIKe.

Onmumu3ayus pecypcos:
Kpy2nocymoyHas paboma 6oma
pasapyxaem compyoHUKO8 8 YaCbl NUK U
HOYb/0.

Co30aHue «yMH020» 20cmenpuuMcmea:
20Cmeb Yyyscmeyem 3abomy u
nepcoHanuU3upo8aHHsIU N00X00, Ymo
HaNpAMY e/ausiem Ha N0S6HOCMb U
nosoMuUmMesnsbHsie 0M3bi8bl.

Mepcnekmuesl pazeumus: om
a8MOMaMU3ayUU K UCKYCCMeeHHOMy
uHmMennekmy

Ymobel uzesneds MaKCUMYM NO/Ib3bl,
GYHKYUOHAN 6OMA MOXHO pacuiupsme.
Cpedu knroyessix HanpaeaeHul -
yanybneHHas uHmezpayus ¢ PMS (Property
Management System) -cucmemamu 044
a8MoMamMuYecko20 nosy4eHus OaHHbIX O
6pOHUPOBAHUU, 3aNYCK ABMOMAMUYECKUX
mpuzzepHelx coobujeHul (neped 3ae30om,
80 8peMs npebbl8aHUA U Noc/e 8b1e30a),

a makxce eHedpeHue 3n1emeHmos Al 0514
06pabomKU C1I0MCHbLIX 30NPOCO8.
KAueHmos.

-

BUSINESS IMPACT:

WHAT DOES THE HOTEL GAIN?
Implementing a digital concierge
leads to measurable results:

+ Growth in direct bookings through
personal communications.

+ Reduction in operational costs
for handling standard requests.

+ Increased guest satisfaction and
improved online ratings.

+ Increased guest return rates
thanks to targeted marketing.

HelloOtel Guest Assistant

is a ready-made solution for hotels look-
ing to strengthen their service potential
and marketing. As the example of Kilikya
Palace shows, such a bot becomes not an
addition but a full part of the philosophy
of modern hospitality, where digital com-
fort is valued as highly as service quality
and room standards.

For inquiries regarding implementation
and configuration of the bot at your

hotel, please contact HelloOtel
Turbomarketing.

A >

o

47 '\Tf |
\

BU3SHEC-2D®EKT:

YTO NMOJIYHAET OTEJ/Ib?

BHedpeHue yugpposo2o KoHcbepxa sedem K
U3MepUMbIM pe3ynemamam:

+ Pocm npsambix 6poHUposaHul 3a c4em
NepCcoHaNbHbIX KOMMyHUKAYUU.

+ CHUMCeHUe onepayuOHHbIX 3ampam Ha
06pabomky cmaHAaPMHbIX 3aNPOCOS.

+ [TogbliweHue yoosnemeopeHHOCMu 20cmel
u yny4yweHue oHAQUH-pelimuH208.

+ YgenuyeHue sosspawjaemocmu 20cmeli
610200apA MO4Ye4YHOMY MAPKEMUH2Y.

HelloOtel Guest Assistant

3mo 2omoeoe peweHue 015 omesedl,
CmpemMawuXxcs ycunums ceoll cep8ucHsIl
nomeHyuan u MapkemuHa. Kak
noka3sieaem npumep Kilikya Palace, makoUi
6om cmaHosuMCs He 00ONO/IHEHUEM,

a N0/AIHOYEeHHOU Yacmeto gpuaocopuu
Co8peMeHH020 20cmenpuumcmea, 20e
yugposol Kompopm yeHUmMca mak xe
8bICOKO, KAK U KQYeCmeo ycay2 U HOMepPHO20
¢oHOa.

Mo sonpocam eHedpeHuUsA u Hacmpolku boma
0714 8awe20 omesa obpawjalimecs 8
HelloOtel Turbomarketing.
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REVIEW FROM THE GUEST RELATIONS MANAGER AT KILIKYA

PALACE
Since implementing the HelloOtel Guest Assistant system in
September 2025, our hospitality philosophy has reached

a new level. For me, as a manager, it was not justa technology
innovation but a true transformation of service.
The system proved that digitalization does not depersonalize
interaction but rather deepens it. Guest Assistant took on routine
tasks such as service orders, translations, and flight monitoring,
allowing my team to focus on the most valuable thing-authentic
and personal communication with guests. We are not removing

an element; we are enhancing it.

the hum

age barriers, and the
ial atmosphere in the hotel,

Features such as instant translation, which removes langu
d at how natural and

social platform for networking, which creates a unique soc
have been particularly valuable to us. Guests are often surprise
personalized the interaction with the assistant feels.

HelloOtel Guest Assistant has become the “digital hear
beating in rhythm with our hospitality and making our guests’ stay att

truly unforgettable.

" of Kilikya Palace,
he hotel

Hakan Tirkmen
Kilikya Palace Hotel, Gu

-__f_

est Relations Manager

OT3bIB MEHE.
/IKEPA OT.
C MoMeHma gHed AENIA 10 PABOTE C rocT.
edperus HelloOte AMU OTENS KILIKYA PALACE

2ocm .
eNPUUMCMEa BbiLLAa 1y 1o I Guest Assistant g ceHms6p

8HU.
MQHuUe, a ycunueaem ezo

OcobeH
HO YeHHbim
uons
A3b6IKOBb Hac cmaau
1e 6apeepsl, u naam sooil éﬂakue PYHKYUU, KaK MeHOBeHHb) (]
nepeeod, cm

coyuaneHyi /19 3
0 ammoc Hakomcme,
- bepy. Focmu wacmo s KOMOPas cozdaem e om
PCOHANU3UPOBAHH youensomcs, Hackobko ecm e/1e yHUKanbHyro
ecmeeHHui
MU

HUe c accuc
meHmowm

I

HelloOt,
el Guest Assj
ssistant
komo ¢ma o b
poe 6semcs & pumm /151 omens Kilikya Pala
€ Hawezo 2ocmenpuumcs Ce mem cameim «yugpoe
mea, de bIM cepoyem»

omene no /108
-H n
acmoswemy Hes a6b/eaeMb,?;5bleaHue Hawux 2ocmeii g

Kilikya Palace Hotel Xaxan Tropkmern

eHedxc
ep omoesa no pabome ¢ 2cocmamy
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Istanbul Poised to
Become Europe’s

MICE Hub in 2026

(TamMOyJ1 IpeTeHyeT Ha 3BaHue
E€BPOIEUCKON CTOJIULIBI

MICE-nanyerprm B 2026 romy
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From state-of-the-art congress Cmam6yn akmueHo ykpensasem
centers to Bosphorus-view ceou no3uyuu e cepe
meeting rooms, istanbul is 0e/71086020 mypu3ma, eK/aa0bI6as

making bold new investments 3Ha4umeneHole cpedcmea e

to secure its place among the pazeumue uHgpacmpykmyps

top names in the global MICE - 0M 8bICOKOMEXHO/102UYHbIX
market KOHZpecc-xos/108 00 3/1UMHbIX

nnowjadok 044 nepe208opoe
C NAHOPAMHbLIMU 8UOAMU HA
nponue bocgop.

According to data from the

Turkiye Tourism Promotion and
Development Agency (TGA),
istanbul saw an 18% increase in
the number of international
congresses held in 2025.
Large-scale events in the finance,
healthcare, and technology sectors
in particular boosted the city’'s MICE
revenue to $1.2 billion.

CoanacHo cmamucmuke
Typeyko2o azeHmcmea no
npodsuxceHuro mypusma (TGA), 8
2025 200y 20p0d npuHsn Ha 18%
60s16WWe MeHOYHAPOOHbIX 0e/108bIX
mMeponpusmuii No CpasHeHU

€ NpedbIdyujum nepuooom.
Hauboaswuli eknad e pocm
doxodoe cekmopa MICE, komopsbiii
cocmasun $1,2 Mapo, eHecu
ompacsessie popymel 8 0ba0CcMU
PUHAHCOB8, MEOUYUHSbI U 8bICOKUX
mexHo/102ud.

NEW VENUES, NEW STANDARDS
Alongside the Hali¢ Congress
Center and istanbul Congress

Center, two major openings are

scheduled for 2026: the Galataport
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Conference Hall and the Atakoy
International Event Complex. Both are
designed to surpass European
standards in architecture and
technological infrastructure. Industry
experts believe these additions will
bring istanbul closer to earning the title
of “Capital of Congresses.”

THE ERA OF HYBRID EVENTS

The post-pandemic shift in event
dynamics has placed hybrid models at
the forefront of istanbul’s MICE
investments. Events now cater not only
to in-person attendees but also to
virtual audiences. New venues are be-
ing equipped as standard with
high-speed fiber internet, 8K
broadcast infrastructure, interactive
voting systems, and simultaneous
translation booths. This ensures
seamless integration for participants
joining from across continents into a
single congress in istanbul.

The appeal of the hybrid model lies

not only in accessibility-it also offers
data-driven marketing opportunities.
Event organizers can analyze online
attendee viewing times, engagement
rates, and session preferences to
design future events more strategically.
This provides sponsors and destination
marketers with far more precise
targeting capabilities.
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HOBBIE MJIOWAAKU - HOBbBIE
CTAHAAPTbI

B donosiHeHue K yce delicmeyrouyum
KoHepecc-yeHmpy Xaauy u
Cmambyieckomy KoHzpecc-yeHmpy, 8 2026
200y omkporomcsi 0ge HoB8ble 3HOKOBbIE
nAoWaoKU: y1bmpacospemMeHHsbIl
KOH®epeHy-3an fanamanopm u
MHO20QYHKYUOHA/IbHbIU KOMN/EKC
meponpuamul 8 Amakée. Imu 06bekmol
ycmaHaenusarm Hogele OpueHMuUpPel 015
UHOyCmpuu, npedaa2as UHHOBAYUOHHbIE
apxumekmypHele peweHusl U nepedosesle
mexHo/102uu. AHAAUMUKU eOUHOOYWIHbI:
makue npoekmsl ykpensasom no3uyuu
Cmambyna 8 6opbbe 3a cmamyc Mupoegoli
«KoHepecc-cmonuybi».

TMBPUAHbBIE MEPOIPUATUA - HOBbIV
BEKTOP PA3BUTUA

TpaHcpopmayus nodxo008 K op2aHU3ayUU
Meponpusmul nocie naHoeMuu coenana
2UbpUOHbIe MexHO102UU NPUOPUMEMHbIM
HanpaeneHuem uHeecmuyuli Cmambyna

8 MICE-cpepy. Ce200HsA cobbimus
€030aromcs C pa8HbIM BHUMAHUEM

KOK K ¢pu3u4eckuM, mak u K yuppoasim
yyacmHukam. CospemeHHble KoH2pecc-
nAoWaoKU Noay4arom KoMnaekcHoe
mexHo/102uYeckoe OCHaWeHue:
ceepxbbicmpbili UHMepHem, obopydosaHue
021 sewjaHus 8 paspeweHuu 8K,
UHMepakmueHsie N1ame@opmel

019 83aumodelicmeusa U cucmemel
CUHXPOHHO20 nepesoda. Takue peweHus
no380410m 06ve0uUHAMb 8 eAUHOM
npocmpaHcmee 2ocmeli U3 Pa3HbIX
y20/1K08 MUPQ.

TubpudHsIl popmam yeHeH He
MO/LKO PACUIUPEHHbLIM OX8AMOM - OH
PEeBOMOYUOHU3UPYemM MAPKEMUH2
Meponpuamud. AHanU3 nogedeHus
yugpoeoli aydumopuu (spems
npocMompa, aKmugHoCms, 86160p
cecculi) daem op2aHU3AMOPAM MOWHbIU
UHCMpyMeHm 0415 N1GHUPOBAHUS.
CnoHcopel Xce nosyyarom docmyn K
demanu3upoeaHHoOU aHanumuke u
moYHbIM MemodamM 8o30elicmeus Ha
yesnesyro ayoumopuro.

HOTEL CAPACITY GROWTH AND
RISING COMPETITION

The growth of MICE tourism is also
driving an expansion in istanbul's hotel
capacity. In the first half of 2025 alone, 18
new hotels opened, nine of which were
purpose-built for congress and meeting
tourism. Five-star hotels are equipping
their 500-1,000-person

meeting halls with hybrid event
technologies to attract a wider corporate
clientele.

Areas such as Zincirlikuyu, Maslak, Halig,
and Atakoy stand out for their proximity
to both financial centers and new
congress facilities.

SUSTAINABILITY-FOCUSED
INVESTMENTS

Beyond technology and capacity, new
MICE facilities aim to meet international
sustainability standards. LEED-certified
buildings, solar panels, rainwater
harvesting, and waste management
systems are now essential features in
investment plans. This trend is
particularly appealing to European
event organizers, as many international
brands now prefer destinations

that minimize their carbon footprint.

Green-certified properties
are also becoming a decisive
factor for global organizers
when selecting
destinations.

POCT FOCTUHWUYHOIO ®OHAA
YCUJIEHVE KOHKYPEHLIMN HA PbIHKE
AkmueHoe pa3sumue 0e/108020 mypu3ma
CMaHo8UMCA KOMAAU3aMOpPOM
MacwmabHo20 pacwupeHus omesnsHol
6a36/ Cmambysa. ToN6Ko 8 nepeom
nosyzoduu 2025 200a 30ecb 0MKpPbINOCH
18 HosbIX omeseli, 0eesimb U3 KOMOPBbIX
Cneyuanusupyromcs Ha 06Cayxu8aHuUU
KOH2peccoe u 0es108biX Meponpuimud.
Bedywue namu3ee3004Hbie omenu
OKMUBHO 8HEOPSIOM 8 KOHGepeHY-3a/1bl
emecmumocmero 500-1000 yenosek
cospemeHHble 2UubpUOHbIe peweHus,
CmpemsCo 3a80€80Mb N105/16HOCMb
KopnopamueHo20 cekmopa.

Haubonewul cnpoc omMme4yaemcs 8
cmpame2u4ecku 8aX3CHbIX palioHax -
3uHdxcupaukyro, Macaak, Xanuy u Amakéi
61a2000aps 61U30CMU K GUHAHCOBLIM
YeHmpam U HoBbIM KOH2PeCC-naowWadkam.

3KOJ/IOTMYHOCTb KAK KOHKYPEHTHOE
NMPEUMYLLECTBO

Ce200HA npu co3daHuUuU MICE-06vekmos
K/1K04€e8bIMU CMAHOBAMCS HEe MO/6KO
mexHu4Yeckoe ocHaweHue u Macuimabel,
HO U NpUHYUNel ycmoliyugo20 pa3eumus.
B uHeecmuyuoHHsle npozpamMmel menepe
8 06530mesIbHOM NOpPsIOKe 8KAKYAOM:
LEED cepmugukayuro, ycmaHo8Ky
CO/IHeYHbIX naHesel, eHedpeHue cucmem
go0docbepexeHUA U KOMNAEKCHbIe peuleHust
no ymuausayuu omxodoe.

OcobeHHO 8ocmpebosaHsl makue
3K0/102U4HbIEe NAOWAOKU y egponelickux
event-op2aHU3aMopo8, NOCKO/bKY
MexOyHapoOHble KOMNAHUU 8ce Yauje
8bI6UPAOM 0KAYUU C MUHUMG/6HbLIM
y2/1epo0HbIM ciedom.

Jkono2uvyeckas cepmupukayus
omesneii npespamunacs 8
emicHeliwuli Kpumepuii ebl60pa 014
0p2aHU3AMOPO8 MeXCOyHAPOOHbLIX
meponpusamuii, cyuyecmeeHHo
8/1UsAs1 HaO KOHKYPEeHMHYH NO3Uyuro
o6vekmoe.
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SIS TANERL TH
LIS STR AT SEwHIN BELA G Ay

ISTANBUL KONCRE Meme,

2026 AND BEYOND

istanbul’s 2026 goals include ranking
among the world's top five international
congress cities, hosting over 500
large-scale events annually, and raising
MICE revenues to $2 billion. Industry
representatives expect the city to gain
greater prominence, particularly in
healthcare, technology, finance, and
creative industries-themed events.

In addition, strengthening the city’s
digital event infrastructure and
expanding global promotional
campaigns are expected to solidify
istanbul's brand value in the MICE
market for the long term.

MICE-UHAYCTPUA KAK ,qPAI}'IBEP
SKOHOMUKUN

Jenoeoli mypusm cmaHo8uMcs MOUjHbIM
ucmoy4Hukom 0oxodoe 015 Cmaméyna.
WcenedosaHusa TGA 3a 2025 200
NoKa3el8a0mM, YMo Kaxoblll y4aCMHUK
KOH®epeHyuu ocmassisem e 20p00e
8mpoe 60/1bWe cpedcme No CPasHeHUO
€ 06bI4YHbIM Mypucmom. PuHaHco8wbIl
8k/100 0ennosbix 20cmeli 8bIXx00UM 0a/1€K0
3G paMKU 0naamel HOMepPOo. U y4acmus 8
MeponpuUsSMUsX, CmMuMyaupys paeumue
pPecmopaHHo20 6u3Heca, PO3HUYHOU
mopzoenu, KynemypHoU coepesl u
MpaHcnopmHoU UHGPaACmMpykmypei.

CTAMBYJ1 2026: AMBULIMO3HBIE I1JIAHbI
U CTPATETMYECKUE NEPCITEKTUBDI

B pamkax Hoeoli cmpamezuu paszsumus
Cmambyn HamepeH k 2026 200y solimu

8 hAmepKy 8edyujux MUpogelx cmoauy
KOH2peccHo20 mypu3ma. [opod naaHupyem
exe200Ho nposodums cgelie 500
npecmuicHbIX ompacsaessix Meponpusmud,
docmu4s 0bvema doxodos MICE-cekmopa
8 $2 musnauapda u ykpenume audepckue
no3uyuu 8 KArYesbix memMamuyeckux
HanpaeneHUAX. AHaAUMUKU 0CO6eHHO
ommey4arom nomeHyuan Cmambyna Kak
naowaoku 018 MexOyHapPOOHbIX GopymMos
8 06/10CcMU MeOUYUHbI, UHHOBAYUOHHbIX
mexHosno2ull, 6AHKOBCKO20 cekmopa u
KpeamueHoU 3KOHOMUKU.

MHeecmuyuu e yugpposuzayuro
mMeponpusmul u MacwmabHsle
MeXOyHaPOOHbIe MapKemuH208ble
UHUYUAamMu8sl o30ar0m npoYHsIl
¢yHOameHmM 0715 00/120CPOYHO20
Audepcmea 20p00da 8 27106a/16HOU
MICE-uHdycmpuu.

INFO@MOLDPALACERESQRT.COM

Old Palace Resort

SAHL HASHEESH
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WHERE'S NEXT?

Breathtaking views

Old Palace Resort Sahl Hasheesh is a 5-star beachfront escape where
timeless elegance meets the beauty of the Red Sea.
Set on a wide private sandy beach with stunning turquoise water, the
resort offers spacious rooms, exceptional dining, vibrant entertainment,
and warm hospitality that makes every stay unforgettable.

Crystal-clear water

WWW.OLDPALACERESORT.COM



The New Codes of
Human Resources

In Tourism

Who Will Be the Tourism
Professional of the Future?

HoBbie TpeboBaHA K YeTI0BEUECKUM

pecypcam B Cc])epe Typn3ma
[ Ipodeccronast TypuHaycTpum Oyyero: Kro oH?

The tourism sector is being redefined not only by destinations but also by the
human resources that drive them. As 2026 approaches, hotel chains, academies,
and educational institutions are focusing on the profile of the “new talent.” To-
day’s sought-after employee is no longer just a worker—they are digitally literate,
capable of transforming the guest experience, and a versatile professional with
expertise spanning gastronomy to MICE.

Ompacae MeHAM He Mo/bko 0eCMUHAYUU, HO U NepcoHas, kKomopell ux
co3daem. B npeddsepuu 2026 2000 omeu, 8y3sl U KOAA€0HU NPOGHeCcCUOHANbHO20
06pa308aHUSA KOHYEHMPUPYOMCA HAQ KOHYenyuu «Ho8020 manaHma». Ce200Hs
yeHeH He NpoCMOo UCNoAHUMesb, a CNeyuaaucm ¢ YudpossiMu Ha8bIKaOMU,
npeobpa3syrouyuti 20cmeegoli onbim, U 3Kcnepm, YsU 3HAHUS NpoCMuparomcs om
2acmpoHomuu 0o MICE-uHdycmpuu.
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EDUCATIONAL
INSTITUTIONS AND
ACADEMIC PREPARATION

The number of universities and vocational
schools offering tourism and hotel
management programs in Turkiye is
increasing. Programs like “Tourism &
Hotel Management” at higher education
institutions focus on transforming
theoretical knowledge into practical skills.
Yet employment data still highlights a no-
table shortage of qualified workforce.

Approximately 2.64 million people are
employed in Turkiye’s tourism sector,
representing 9.4% of the country’'s total
employment. This underscores the critical
role of educational institutions not just

in numbers but in producing high-quality
talent.

Academies are updating curricula to meet
modern requirements. Modules such as
gastronomy, digital marketing, and MICE
management are being integrated,
reflecting a shift beyond traditional
reception and housekeeping roles.

HOTEL CHAINS AND
WORKFORCE EXPECTATIONS

Chain hotels are updating their talent
criteria to align with the new era. This
indicates that the “basic service” paradigm
is being replaced by “experience creation”
and “brand representation.” Graduating
from an academic program alone is no
longer sufficient; employees are expected
to bring multifaceted skills that add value
to hotel operations.

Academic studies show that talent
management practices in five-star hotels
significantly impact job satisfaction.
Employees provided with skill
development opportunities report
higher satisfaction, highlighting that staff
development programs in hotel

chains have moved from being a
“nice-to-have” to a “must-have.”
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OBPA3OBATEJIbHbBIE
YUYPEXAEHUA U 104TOTOBKA

KA4POB

B Typyuu yseau4yusaemcs 4ucs0 8y308

u 0bpazosamesbHbIx y4pexcoeHud,
peanusyrouux NpoepamMmsl 8 cpepe
mypu3smMa U omesibHo20 MeHedMMeHma.
HanpaeneHus epode «Typu3m u omesnsHelli
MeHeOXcMeHM» HayeneHsl Ha npespaujeHue
akademuy4eckux 3HaHUl 8 NPUKIaOHbIe
ymeHus. OOHaKo cmamucmuka
mpydoycmpolicmea npodosxaem
deMoHCmMpupo8ams ocmpebili HeAoCMamok
8 K8ANUGUYUPOBAHHbIX KAOPAX.

Ha cgepy mypusma 8 Typyuu npuxodumcs
nopaoka 2,64 MAH. pabomHUKO8, Ymo
cocmasasfem 9,4% om obuwjeli 3aHIMocmul.
3mo noka3selgeaem KaHOYEBYH PO 8Y308

8 Nnod2o0moeke He NPocmo PaboMmHUKO8, a
npogeccuoHa108 8bICOKO20 YPOBHS.

Akademuyeckue Kypcbl MOOepHU3UPYyroMCcs
CO2/10CHO aKMYyQA6HbIM 30NPOCAM.

B y4ebHble niaHs! 8K/104aromcs
oucyunNAUHsLl N0 20CMPOHOMUU, YUPPO8OMY
MapkemuHay u op2aHuzayuu MICE-
Meponpusmul, Ymo 3HaMeHyem omxoo0 om
mpaouyuoHHo20 Habopa obAa3aHHOcmMed,
C8A3aHHbIX C pabomol Ha pecenweH uau
obcayxueaHuUem Homepos.

FTOCTUHUYHBIE CETU N
TPEBOBAHUA K COTPYAHUKAM

Cemeabie omesiu MeHsIFoM No0Xo0k!

K NoUcKy kKaopos, omeeyas 8b13080M
cospeMeHHoCcmu. 3mo 2080puUM o
nepexode om KoHYyenyuu «6a308020
cepsuca» K punocopuu «popmMupo8aHuUs
gneyamseHuli» U «<npedcmasumesnscmea
bpeHda». Tenepb Ma0 UMems OUN/OM;
om pabomHUKo8 HAym yHUBepPCANbHbIX
YMeHUU, NPUHOCAWUX NPAKMUYecKyr
nose3y pabome omess.

HayyHele 0aHHbIe nodmeepxdarom, Ymo
8 NAMU38e3004YHbIX OMeAAX cucmema
pabomel ¢ KAOPAMU HANPAMYHO 8aUsem
HQ y008/1emeopeHHOCMb COMPYOHUKOS.

EMERGING SEGMENTS:
MICE, GASTRONOMY,
DIGITAL MARKETING

The sector’s transformation around new
products is shaping the workforce profile:

MICE (Meetings, Incentives,

Conferences, Events):

Demand from domestic and

international markets is increasing, requiring
staff skilled in event management, logistics
coordination, and digital event solutions.

Gastronomy-focused tourism:

Luxury hotel restaurant management,

global presentations using local ingredients,
and “chef-branded” experiences are becoming
part of tourism investment. Roles are evolving
from traditional chef positions to “brand chef”
or “experience chef.”

Digital marketing and data analytics:

Key skills include social media management,
experience design using metadata,

and data-driven guest profiling.

These three segments are the priority areas in
workforce transformation, with educational
programs adapting in parallel.

SKILLS GAP AND
EMPLOYMENT CHALLENGES

Chronic workforce issues persist: insufficient
education levels, high employee turnover,

and informal employment. Tourism enterprises
are increasingly employing foreign workers due
to difficulty finding qualified local talent,
emphasizing the importance of accelerating local
workforce development.

From an employer’s perspective, attracting the
right talent is as critical as retaining it. Training
and development programs emerge as key

Te, KOMy AOCMYNHO NoBblUIEHUE K8AAUGUKAYUU,
deMoHCmpupyrom 6os1ee 8bICOKUE NOKA3aMenu,
umo ykaseleaem: oby4yeHue 8 cemsix Cmaso He
npeumyujecmeom, a HeobxooUMocmeto.

MEPCITEKTUBHBIE HATTPABJIEHUA:
MICE, TACTPOHOMUWA, LNDPPOBOU
MAPKETUHTI

Ompacnesas mpaHcHopMayus Ha 0CHOBE HOBbIX
ycnyz onpedensem mpebo8aHUS K KOMhemeHyuu
COmMpyOHUKO8:

MICE (ecmpeyu, uHmeHcuesl, KOHpepeHyuu,
ebicmaeku):

ysesnu4eHue cnpoca Ha 8HympeHHeMm u
MeXOyHApPOOHOM pbIHKAX 0bycrasausaem
nompebHOCMb 8 KaOpax, 81a0eULUX HABbIKAMU
0p2aHU3aYUU Meponpuamul U 102UcCmu4ecko2o
CONPOBOMOEHUS, a MAKXE YUuHpossIMU
UHCMpYMeHmMamu 0715 UgeHmos.

Fracmpomypusm:

MeHeOXMeHM pecmopaHO8 8 NPeMUaNbHbIX
omesifix, MexOyHapPOoOHsIe npe3eHmayuu
/10KaA6HOU KyXHU U a8mMopcKue npoekmel
wegp-nogapos npespawaromcs 8 31emeHm
mypuHeecmuyul. [TpogpeccuoHanbHele pyHKYUU
MpaHCcPopMUpPyroMcs om Kaaccuyeckol KyxHU K
amnya «bpeHo-wepa» uau «2acmMpoHOMUYEeCcK020
umnpecapuo.

Lu¢poeoii MapkemuH2 u aHanumuka:
K/t0yYeable HaBbIKU 8KA0YAOM NPOJBUXCeHUE

8 coycemsix, NPoOeKMUPOBAHUE KAUEHMCKO20
0NnLIMa Ha 0cHoge MemadaHHbIX U popMuposaHUe
nogedeHyeckux nopmpemog 2ocmedi.

YKa3aHHsle cecmeHmMebl GopMupyrom Karyessie
HanpaeaeHus Kadposol mpaHCHopMayuu,
ymo es1e4em 3a coboli coomeemcmayulyHo
adanmayuro 06pa3o08amesbHbIX NPOPAMM.

KAZPOBbIA JEPULINT U BbI3OBbI
AJ14 PbIHKA TPY/AA

Ompacae cmankusaemcs ¢ ycmol4ussiMu
npobaemamu: HeAOCMAMOo4YHAs N0020MOoBKa
Kadpos, ux Yacmas pomayusa u meHegoul

Halm. KomMnaHuu e cepe mypusma akmusHee
npusnekarom 3apy6excHsIX COmpyoOHUKO8

U3-30 depuyuma MecmHsbIX Cneyuaaucmos,
aKmyanu3upys 3a0a4y yckopeHHoU nod20moeKku
HOYUOHO/bHbIX KAOpPOS.

Ans pabomodamensi pagHOUEHHO 3HAYUMbI KOK
npueseyeHue, mak U COXpaHeHUe KOMNemeHmHsix
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drivers of employee satisfaction, improving
service quality and building brand loyalty.

THE TOURISM
PROFESSIONAL OF THE FUTURE

The new talent profile includes
individuals who are:

Multilingual, or at least fluent in one
foreign language,

Digitally literate with strong data skills,

Able to design and enhance the
guest experience,

Possess versatile operational knowledge
(accommodation, F&B, events), and
committed to continuous learning.

This profile should be defined not merely as

an “employee” but as a “value-creating
professional.” Educational institutions, hotel
groups, and sector associations must collaborate
to nurture this new talent.

In the next three years, criteria such as weekly
data analysis, guest experience scoring, and
digital transformation training are expected to
become standard in employee selection.

THE SECTOR'S NEW CAPITAL:
HUMAN RESOURCES

In tourism, human resources are becoming as
strategic as the destinations themselves.

A well-functioning transformation across
education, talent, and product points not just
to strong facilities but to strong employees.
The tourism professional of the future is being
trained with a perspective beyond traditional
definitions, ready to work. Capturing this shift
will be key to the sector’s sustainable growth.

|
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compyOHuKos. TpeHUH2U U hpoz2pamMmel pocma
0Ka3618Q0MCS 2/108HLIM CMUMY/IOM 04151
nepcoHana, cnocobcmeys yay4ueHUr cepauca u
popMupoeaHUIo npuepxeHHOCMU 6peHdy.

CMEYUANTACT TYPUHAYCTPUN
BYAYLLErO

[Topmpem coepemeHHO20 80CMpPe608AHHO20
cneyuanucma npeonoaazaem caedyroujuli Habop
Kayecme:

3HaHUe HeckoabKUX 513bIK08 UAU C80600HOE
gnadeHue MUHUMYM 00HUM UHOCMPAHHbIM;

Hugposyro komnemeHmHocme U NPoO8UHymMble
HaBbIKU aHANU30 UHPOpMayuU;

YmeHue popmuposame u pazeusame kaueHmMckul
onsim;

YHueepcanbHble npakmuyeckue 3HAHUS
(20cMUHUYHbIl cepeuC, 2aCMPOHOMUS, UBEHM®I);

OpueHmaqu,q HA NOCMOAHHOEe np0¢€CCUOHG/leOG
passumue.

JaHHy Modens credyem paccMampueame He
KQK «UCNOIHUMes», a KaK «npogeccUoHana,
co3zdarouje2o yeHHocms nPodykmax. A1
Nnod20moeKuU makux cneyuaaucmos Heo6xooum
mecHbIl anbHC MeXdy 8y3aMU, OmMenbHbIMU
onepamopamu U NpoPuUAbHeIMU 06bedUHEHUAMU.

Yace 8 mpéxnemneli nepcnekmuee pezyasipHas
AHAAUMUKQ OQHHbIX, MOHUMOPUH2 Kavyecmea
20cmenpuuMcmea U hpoz2pamMmel No
yugposusayuu cmaHym obs3amensHeIMU
3/1eMeHmamu 8 cucmeme nod6opa Kaodpos.

rNIABHbIN AKTUB UHAYCTPUUN:
KAAPOBbIN NMOTEHUWNAN

Ce200HsA 8 mypu3sme nepcoHan npuobpemaem
Cmpameauyeckyro YeHHOCmMs, CONOCMasuUMyHo

C hpussekamenbHOCMobto decmuHayud.
SppekmuesHele uzmMeHeHUs 8 06pA308AHUU,
ynpaeaeHuuU Kadpamu u cepguce 0eMoOHCMpuUpyrom
He Mo/bKO Hasau4ue cospemMeHHol
UHPpacmpykmypsl, HO U 8bICOKUL ypo8eHs
compydHukos. Cneyuanucm 6ydyuje2o 045
mypuHdycmpuu noay4aem nod20mosKy,
OpUEHMUPOBAHHYH HO pewieHUue HempusuUaabHbIX
30004, U npuxodum 8 npopeccuro ¢ N0NHOYeHHOU
paboyeli komnemeHyuel. ChocobHoCMeb
adanmuposamecs K 3moli mpaHcpopmayuu
cmaHem onpedensrouwum Gakmopom
ycmoUliyueozo pasgumus ompacau.
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A New Horizon
In Turkish Tourism:

A Strategic
Transformation
Througha
Sustainability
Fund

YeToiunBoe pa3BuTue
TYPEHROI'O TYpHU3Ma:
HOBbII1
cTparernyeCKuin

Rype
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https://unsplash.com/photos/kY-7tROuc7I

The rise of Turkish tourism cannot

be measured by statistics alone; the
true value lies in the vision guiding its
growth. Development that is not
supported by the preservation of
natural resources, the safeguarding
of cultural heritage, and the
empowerment of local communities
cannot be sustained into the future.
Transforming the Accommodation
Tax into a strategic sustainability fund
could provide Turkey not only with
economic gains but also a significant
global reputational advantage.”

A RECORD-BREAKING

SECTOR

In the first half of 2025, Turkey
reinforced its strong tourism
performance with a 15% growth
compared to the previous year.

By the end of the year, the country is
expected to host over 65 million visitors
and generate more than $55 billion in
revenue. While increasing its share in
the global tourism market, the sector
also makes a substantial contribution to
the national budget. For example, in just
the first eight months, Accommodation
Tax revenues exceeded 2 billion TL. This
figure highlights an opportunity:

if directed appropriately, the Accommo-
dation Tax could evolve into a
transformative financing mechanism for
sustainability projects.
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Cmamucmuyeckue hokazamenu He

8 N0/IHOU Mepe ompaxcarom ycnex
mypeyko20 mypusma - e2o 2/108Has

cuna 3akar4aemcs 8 NpodyMaHHoU
cmpamezauu pazeumus. [na obecneyeHus
00/120Cp04YH020 pocma Heob6xo0uUMO
COXPAHSMb NPUPOOHLIE PECYpCl,
obepe2ame KysbmypHoe Hacaedue u
noddepxcusames MeCmHoe HaceseHue.
lMpespaujeHue KypopmHoz20 cbopa e
¢oHO ycmoliyugo2o pazsumus - 3mo waz
K 3KOHOMUYecKol 8b1200€ U yCUNEHUO
2/1060/16HO20 NO3UYUOHUPOBAHUS

Typyuu.

TYPU3SM B TYPLNWN: PEKOP/AbI
N HOBbIE BO3BMOXHOCTU

Mo umozam nepeozo nosyzodus 2025
200a mypeykas mypuHdycmpus
noka3ana eHywumessHell pocm,
yesesu4ue ceou hokazamenu Ha 15% e
200080M ucyucaeHuu. lMpo2Ho3upyemcs,
ymo 3a gecb 200 Typyus npumem
cebiwe 65 MuaIUOHO8 UHOCMPAHHbIX
2ocmel, a obwuli doxod cekmopa
npesesicum 55 munnuapdos dosnapos
CLIA. Hapsidy ¢ pacmyuwjeli doneli Ha
MUPOBOM pbIHKE, OMPACab CMAHOBUMCA
K/t0Ye8bIM AOHOPOM 20CydapcmeeHHOoU
Ka3Hel. Apkoe nodmeepideHue momy -
nocmynaeHus om KypopmHoz2o c6opa,
Komopele 3a 8oceMb MecAyes docmuaau
ommMmemku 8 2 muaauapoa aup. 3mom
¢puHaHcoselIl ycnex co30aém npeyedeHm:
yesegoe UucnossL308aHUe 3mux cpedcmea

THE PRICE OF SUCCESS:
TOURISM’'S ECOLOGICAL
AND SOCIAL FOOTPRINT

Tourism is one of Turkey's strongest
economic drivers. However, behind the
rising graphs lies a fact that should not

be overlooked: every visitor leaves an
impact on natural resources and local
life that is difficult to reverse.

Studies reveal that water consumption
in tourist areas increases dramatically.
The daily water use of an average
tourist is three to five times that of a
local household. This poses a serious
risk, particularly for coastal cities
experiencing water stress. Similarly,
waste generation in accommodation
and gastronomy facilities can rise
30-50% during peak season.

From solid waste to food waste, plastic
use to energy consumption, the hidden
costs of tourism accumulate across

a wide spectrum.

On the social side, heavy tourist flows
significantly affect the daily lives of local
residents. Rising rents, social pressure,
and infrastructure strain are factors that
overshadow tourism’s economic
benefits. Therefore, it is critical that
tourism revenues are used not only to
support growth but also to ensure
ecological restoration and

social balance.

The sustainability of a destination is
measured not only by the revenue
generated from tourism but also

by how that income is invested in
environmental restoration, natural
resource renewal, and the quality of life
of local communities. In Turkey’'s new
vision, maintaining this balance will lay a
lasting foundation for sectoral growth.

A STRATEGIC VISION
FOR TURKEY

Transforming the Accommodation Tax
into a transparent, accountable fund
directly allocated to sustainability
projects would be a critical step for the
future of the sector. Such a fund could:

CNOCO6HO 30/10UMb OCHOBY 0/151
3¢ppekmusH020 GUHAHCUPOBAHUA
npoz2pamm ycmouliyugo2o pazeumus.

OBPATHAAS CTOPOHA
YCIIEXA: 9KOJIOTUYECKAA
U COUUNAJIbHAA
OTBETCTBEHHOCTb
TYPUHAYCTPUN

Typu3sm - 00Ha U3 onop mypeykol
3koHoMmuku. O0Hako 3a eneyamasroweli
cmamucmukol Kpoemcs UHas
peasnsHoCcme: Kaxcdelli mypucm
ocmassisem nocsie cebs 3koano02u4eckul

U coyuansHeblli ¢1ed, nocredcmeus
KOMOopo20 CMaHO8MCA HEOBPAMUMbIMU.

JlaHHbIe uccnedosaHull
ceudemesnibCMayom 0 Pe3KoM CKa4Kke
nompe6sieHuUA 8006l 8 KYPOPMHbIX
pe2uoHax. O0uUH mypucm mpamum

3a OeHb 8 3-5 pa3 60s1bWe 800, YeM
CpedHecmamucmuyeckas MeCmHas
cembsA. Imo npedcmaesisem yepo3y 045
6e3onacHocmu npubpexcHeix 20p0008,
yoHe ucnsimsig8arouUX 0epuyum 800HbIX
pecypcos. B gbicokuli ce30H 06bém
Mycopa om omeseli U pecmopaHo8
yeenuyueaemcs Ha 30-50%. [Taacmuk,
nuujesele 0mxoosl, N08bILEHHOE
3Hep2onompebsieHue - CKpblmas yeHa
mypucmuy4ecko20 6yma nposensaemcs 8o
8CEM.

B coyuansHoMm acnekme maccosslli
mypu3m KapOUHAA6HO MeHsiem yKaao
HCU3HU MECMHO020 HacesneHuUs. Pocm
apeHOHOoU naamel, COyUAALHOE
HaNPSXeHHOCMb U HO2PY3KA HO
KOMMYHQ/6HYI UHGpacmpykmypy -
3MOo GaKmMopsl, KOMopblie OMpa4arom
3KOHOMUYeCKUe 86120061 OM Mypu3ma.
B 3moli ces13u NpUHYUNUAABEHO BAXHO
Hanpasasime 00xo0b6l 0M Mypu3mMa He
Mo/LKO HO pa3sumue ompacau, Ho U Ha
KOMNeHcayur 3K0a102U4ecKo20 yujepba
U noddepxcaHue obuyecmeeHHo20
6/1020N0/1y4UA.

Ycmolivugocme mypucmuyecko2o
peauoHa onpedensiemcsa He 06LEMOM
8bIPYYKU, 0 MeM, HACKO/bKO

amu cpedcmea pabomarom Ha
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Protect the Environment: Directly
finance coastal cleanup, marine
ecosystem protection, and innovative
waste management initiatives.

Enhance Brand Value: Position Turkey
not only as a “sun-sea-sand”
destination but also as a center of con-
scious and sustainable tourism,
attracting high-spending,
environmentally conscious travelers.

Empower Local Communities: Allocate
part of the fund to improve the welfare
of residents directly affected by tourism

and to preserve traditional crafts.

GLOBAL SOURCES
OF INSPIRATION

Around the world, sustainability funds
are seen not only as financial tools but
also as strategic investments that
enhance a destination’s brand value:

Balearic Islands, Spain: Generates over
€150 million annually to support
environmental protection and cultural
heritage restoration projects.

New Zealand: A NZD 35 visitor tax
raises NZD 80 million annually,
dedicated to national park conservation.

Bhutan: The $100 daily “Sustainable
Development Fee” increases revenue
while reducing environmental pressure
through a high-value tourism model.

These examples demonstrate that,
when properly structured, tourism taxes
can do more than grow the sector-they
can profoundly transform it.
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B80CCMAOHOB/EHUE 3KOCUCMEM,
cbepexceHue pecypcos U nossiuieHue
YPOBHA HU3HU Xumenel. Hogas
cmpamezus Typyuu suoum 8 3mom
6asaHce 307102 00/120CPOYHO20 U
CMabu/bHO20 pOCMa cekmopa.

CTPATETMIYECKUNIA KYPC
TYPUUN

KntoyessiM 3manom & pazsumuu
mypucmuyeckoli ompacau Moxem
cmame pepopma KypopmHoz0 cbopa u
C030aHUe Ha €20 0CHOB8E NPO3PAYHO20
yenegozo GoHOa 015 N0OOepPHKU
uHUyuamus 8 cepe ycmoliyueoz20
paszeumus. JlesmesibHOCMb MAKO20
¢oHIa 6ydem cocpedomoyeHa HaO MpPéx
HONPas/eHUAX:

OxpaHa okpyxcaroujeli cpedsl: npsmoe
puHaHcuposaHue meponpusmud no
0YUCMKe NPUBPeXCHbIX 30H, 3auume
MOPCKUX 6UOYEHO0308 U BHEOPEeHUO
cospemeHHbIX mexHono2uli nepepabomku
omxo0os.

PopmMuposaHue H08020 UMUOH(A:
CMEHU8 KypC C MACCOB020 «B8CE
8K/IH0YEHO» HA ycmolyugoe pazeumue,
Typyus umeem 8ce WAHCLI 8032108UMb
dsueHuUe 3a 0CO3HAHHbIU Mypu3sm,
Npednoxue 8bICOKOKa4YecmaeHHbll
npodykm mpebosamesbHol ayoumopuu,
0151 KomopoU 8AX}CHbI IKOA02UYECKUEe
yeHHocmu.

[ModdepiHka A0KANLHBLIX cOObujecme:
WHeecmuposaHue 8 nosviuweHue
6/1020C0CMOAHUSA HaceNeHus 8
mypucmu4eckux pe2uoHax u CoXpaHeHue
aymeHmMUYHbIX Ky/1eMypHbIX NPAKMUK.

THE KEY TO A NEW ERA

A sustainability fund in Turkish

tourism offers a strategic vision not only
to support economic growth but also to
preserve cultural and natural heritage
for the future. This step will help Turkey
stand out in global competition and,

by transforming tourism’s footprint,
position the country among the world’s
leaders in sustainable tourism.

ObLLEITPU3HAHHBIE MOAE/IN
YCTONYUNBOIO PA3BUTUA

Bo ecem mupe ¢oHIblI ycmoliyueozo
passumus paccMampuearomcs He
Mo/16KO KOK YUHAHCOBbLIE UHCMPYMeHMbI,
HO U KaK cmpameauyeckue uHeecmuyuu,
nossliwaroujue UMUOX mypucmu4yecko2o
HaNpasneHus:

baneapckue ocmpoea, icnaHusAa:
exce200Ho 2eHepupyrom 6osee 150
MUAI/IUOHO8 e8P0 0/151 N00OePHCKU
npoekmoeg no 3awjume okpyxcaroujel
Cpedsl U BOCCMAHOBAEHUIO KY/1bMYpPHO20
Hacneous.

Hoeasa 3eaaHdus: mypucmuyeckuli c6op
8 pa3mepe 35 H0803e/1aHOICKUX 00/110p08
npuHocum 80 munnuoHos NZD e 200,
Komopble Hanpae/aArMca Ha COXpaHeHue
HOYUOHA/IbHbLIX NAPKOS.

bymaH: exceoHegHsil coop 8 $100 Ha
yenu ycmoliyusozo pazsumus («Sustain-
able Development Fee») ygenu4yusaem
00x00bl, 00HOBPEMEHHO CHUXAS
Ha2py3Ky HO npupody 3a c4yem modenu
mypu3ma npemuym-kaacca.

3mu npumepsl deMoHCMpuUpyrom,
ymo npu 2pamomHoli op2aHU3ayUU
mypucmuyeckue Han02U CNOCO6HbI He
MO/IbKO pa38UBIMbE OMPACAL, HO U
KapOUHAA6HO hpeobpa3086i8aMs €€,

HAYAJI0O HOBOIO 3TAIA
Co3daHue ¢poHOa ycmoliyueozo
passumus e cepe mypusma Typyuu
npeodnazaem cmpameauyeckoe sudeHue,
HaNpasseHHoe He MOo/bKO Ha N00OePXHKy
3KOHOMUY€eCK020 poCma, HO U Ha
COXpaHeHUe Ky/bmypHO20 U NPUPOOHO20
Hacnedus 015 6ydyuyux nokoseHuUd.
3mom wae no3goaum cmpaHe
8b10e/1UMbCA 8 yC/108USX 21060/16HOU
KOHKYpeHyuu u, npeobpa3zoeas
go3delicmeue mypu3Ma Ha OKPYHCQIOULYHO
cpedy, 3akpenums 3a Typyueli Mecmo
cpedu Mupossix Audepos 8 obaacmu
ycmodiyugoz2o mypu3ma.



Shifting Routes in the
Russian Market:

2025 Demand Trends and
Expectations for 2026

AKTyasibHbIE HAIPABICHUA

Ha POCCUNCKOM PbIHKE:

TpeHyIbl cripoca B 2020 roy
n oysrnadust Ha 2026 ron

Olga Philippova-Ath Media and Marketing Director of HelloOtel
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The 2025 season in Russia-origin outbound
tourism has revealed clear trends that are
reshaping demand and redefining the
balance of power among destinations. Olga
Philippova-Atli, Media and Marketing Director
of HelloOtel, evaluated the season’s observed
patterns, the transformation in package
preferences, and projections extending into
2026 for Tourism Explorer.

Turkiye, the UAE, China, and Thailand formed
the core axis of the market, while Egypt stood
out with a strong surge in the second half of
the season. The spread of demand
throughout the year, the increasing
prominence of destinations offering direct
flights, and the decisive role of
price-performance balance in traveler
decision-making were among the season’s
defining highlights.

In the 2025 season, Russian travelers shifted
toward a more flexible model in both
package preferences and booking habits.
While the all-inclusive system maintained its
strong position, the share of new
flight-accommodation flexible packages
increased rapidly. Antalya, Phuket,

Nha Trang, and the Red Sea resorts of Egypt
stood out as the most sought-after
destinations throughout the season.

The year 2025 also marked a shift in travel
behavior. The extension of the high season
into end of September and October, rising
environmental sensitivity, and the increasing
weight of hotel service quality evaluations in
decision processes signal the emergence of a
new travel culture that is set to shape 2026.

Overall Demand
and Trends

Tourism Explorer: Which destinations
were most popular among Russian
tourists this year?

Olga Philippova-Atli: As of the 2025 season
(including October), the leading four
destinations were Turkiye, UAE, China, and
Thailand. At the same time, thereis a
noticeable steady growth of interest in Egypt,
which significantly strengthened its position
by the end of the summer and is showing
impressive dynamics.

Ce30H pocculicko2o 861€30HO020 Mypu3Ma

8 2025 200y sbifgsun YemKue meHOeHYuUU,
Komopele MeHsm cmpykmypy cnpoca u
nepepacnpedenstom 6a1aHC NonyAspHOCMU
mypucmud4eckux HanpaesaeHul. Ons2a
dununnosa-Amiel, dupekmop no mMeoua u
mapkemuHzy HelloOtel, nodesnunace ¢ Tourism
Explorer ceoumu Haba0eHUAMU KacamesnsHo
mpaHcpopmayuu npednodymeHuli mypucmos
npu 8sibope mypos u npo2Ho3amu Ha 2026 200.

Typyus, OA3, Kumai u TaunaHo copmuposanu
OCHOBHYH 0Cb PbIHKQ, 8 MO 8peMs Kak E2unem
8b610e/1U/1CA MOWHbIM 8CNAECKOM 80 8MOpOU
noso8uHe ce3oHa. PacnpedeneHue cnpoca

8 meyeHue 2000, pacmywas 3Ha4uUMoCmeo
HanpasneHul ¢ NPAMbIMU hepeaemamu U
pewaroujas posae 6aNaHCA «eHa-Ka4ecmeaox

8 NPUHAMUU peweHul nymewecmeeHHUKaMu
cmasnu onpeodensrowuMu 0CobeHHOCmAMU
Ce30Ha.

Co2n1acHo nocedHUM OaHHbIM, pocculickue
mypucmel 8 2025 200y cmanu 6osnee 2ubKUMU KaK
8 Mmunax NaKemHsIx mypos, Mak u 8 NPUBLIYKAX
6pOHUPOBAHUSA. B Mo 8peMs KaK mypel «8cé
8K/H0OYEHO» COXPAHUAU CU/MbHbIE NO3UYUU, HOBbIE
2ubkue nakemsl «nepesiem + NPoXuUsaHUe»
aKMU8HO Habupaau NonyaAspHOCMs. AHMAbS,
[xykem, HA4YaH2 U npubpexcHele pe2uoHs|
E2unma cmanu HanpaeaeHUsMU ¢ HAU60AbUWUM
CNPOCOM 8 Ce30He.

2025 200 makdie 03HaMeH08a/1CA U3MeHeHuUeM
npu 8blbope nymeuwiecmeeHHUKaOMU 8peMeHU
omosixa. «PacmszusaHue» 8bICOK020 Ce30HA
HQO KOHey ceHMsAbpA u okmAbps, pacmyuwjas
3K0/102UYeCKas CO3HaMebHOCM®b U ygeau4yeHue
8/IUSIHUA OYEeHKU Ka4ecmeaa 06C1ymu8aHus

8 0MeIAX Ha NPoyecc NpUuHAMUSA peweHul
CU2HAAU3UPYOM 0 30POX0eHUU Ho8oUl
mypucmud4eckol Ky/semypsl, KOmopas
onpedeaum meHdeHyuu 2026 200a.

O6wuii cnpoc U mpeHobl

Tourism Explorer: Kakue HanpaeneHus 6einu
Haubonee nonynsapHel y mypucmoe u3 Poccuu
8 Imom 200y?

Olga Philippova-Atli: [lo umozam ce3oHa
2025 2000 (8knr04umMenbHO No okms6ps)
Habrdaemcs Yemeepka audepos: Typyus,
OA3, Kumad u TaunaHO. [Tpu 3mom 0cobeHHo
3amemeH ycmodyussili pocm uHmepeca

Kk E2unmy, komopelili no umozam nema
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Is there an increase
or decrease in demand compared
to last year?

Olga Philippova-Atli: By the end of the
season, we are observing a general
increase in demand for outbound
tourism. In the first half of the year,
growth in major destinations was about
12%, and the summer and early autumn
months only confirmed this increase.
The growth was especially noticeable in
destinations such as Egypt and Vietnam.

What factors are
most important for Russian tourists
when choosing a holiday?

Olga Philippova-Atli: In 2025, the key
factors were logistical accessibility and
price-quality ratio. Destinations with
well-established direct flights consistently
showed high results. The second most
important factor was the price-quality
ratio. Even in the premium segment,
tourists became more selective and
attentive to what they get for

their money.

Package and
Booking Details

What are the
characteristics of the most demanded
tourist packages?

Olga Philippova-Atli: In the mass
segment, “all-inclusive” packages with
direct flights continue to lead. At the
same time, throughout the season,
including autumn months, demand grew
for more flexible offerings - so-called
“constructors,” where agents select and
combine flights and accommodation
according to tourists’ requests, often
adding excursions, car rentals, trips to
nearby cities, and visits to lesser-known
locations.

What booking
trends dominate: early bookings or
last-minute requests?

Olga Philippova-Atli: The 2025 season
has firmly established the “two-wave”
booking model. About half of the
tourists, especially families, plan their
vacation in advance. However, the

112 TOURISM EXPLORER

3HAYUMeNbHO yKpenusa ceou no3uyuu, u
deMOHCMpuUpyroujemy 8ne4amaasaroulyro
OUHAMUKY.

Habnrodaemcsa au pocm
UnU CHUXMCeHuUe cnpoca no CPABHEHUHO C
npownsim 2000m?

Olga Philippova-Atli: [To umoz2am ce30Ha Mebl
Habardaem obuwjuli pocm cnpoca Ha 8ble30HOU
mypusm. Ecau e nepeom nosy2o0uu npupocm
No OCHOBHbIM HANPABAEHUSAM COCMABU/ OKO/O
12%, mo nemHue u paHHe-oCeHHUe MecAybl e20
moseko nodmeepdunu. OcobeHHO APKO pocm
nNpos8U/ICA 8 MAKUX HaNpaesneHUsx, Kak Ezunem
u BeemHam.

Kakue ¢pakmopel Haubonee
80XCHbI 0215 pocculicKkux mypucmos npu
ebl6ope omabixa?

Olga Philippova-Atli: KnroyessiM pakmopom

8 2025 200y cmana no2ucmuyeckas
docmynHoCmMe U COOMHOWeHUe YeHa-
Kkayecmeo. HanpaesneHUs ¢ HaAaXeHHbIM
NpAMbIM aguacoobujeHuem noka3anu
CMabusbLHO 8bICOKUE pe3ysbmamesl. Bmopol no
3HQYUMOCMU GaKkmMop - COOMHoWweHuUe yeHsl

u kayecmaea. Jjaxce 8 npemMuasnsHoOM ceameHme
mypucmel cmanu 6os1ee u3bupamesioHsl U
8HUMAMe/IbHbI K MOoMY, Ymo nosy4arom 3a ceou
deHbeu.

Ademanu nakemoe u
6poHupoeaHul

Kakumu
xapakmepucmukamu o6nadarom Hau6onee
eocmpe608aHHbIe mMypucmu4ecKkue nakemsi?

Olga Philippova-Atli: B maccosom ceameHme
no-npexHemy AUOUPYOM nakemel «8cé
8K/IOYEHO» C NPAMbLIM nepesémom. [lpu
3MOM 8 meyeHue 8Ce20 Ce30HA, 8K/Yas
OCeHHUe MecaYybl, poc cnpoc Ha 6osee

2UbKuUe npedsoxeHUs - MaK Ha3sleaemesle
«KOHCMPYKmMopeli», K020a no 3anpocy
mypucmos, azeHmesl nodbuparom u
KOMGUHUpPYrom nepesém u npoxueaHue,
yacmo 006081545 3KCKypcuU, apeHdy aemo,
noe3oku 8 6auznexcaujue 20p00aq, noceujeHue
Masou3eecmHeIx 10Kayul .

Kakue meHOeHyuu e
6poHupoeaHusx npeobnadarom: paHHee
6poHupoeaHue unu 3anpocel last minute?

Olga Philippova-Atli: Ce30H-2025

demand for late booking also continues; it
is no longer just an economic choice, but
stands out as the choice of more flexible
and conscious tourists.

What is the
average length of stay and
expenditure per person?

Olga Philippova-Atli: The average
duration of a beach holiday has stabilized
at 7-8 nights. Regarding spending, we are

observing a gradual increase in the aver-
age per-person expenditure to
150,000-200,000 rubles. This rise is

driven less by price increases and more

by tourists moving into more comfortable
price segments, choosing 5-star hotels and
paying for additional services.

Regional and
Destination Information

Which cities/resorts
or regions were most popular among
Russian tourists?

Olga Philippova-Atli: In Turkiye, Antalya
and nearby regions remain the consistent
demand leader. In Thailand, Phuket and
in Vietnam, Nha Trang, where extensive
charter programs were launched this
season, were prominent. Furthermore,
Egypt (Hurghada, Sharm el-Sheikh) experi-
enced a true renaissance.

Have any previously
lesser-known destinations gained
popularity this year?

Olga Philippova-Atli: Yes, the 2025
season was notable for the growth of
interest in Tunisia, where direct flights
returned, and for the strengthening
position of Vietnam as an affordable
alternative to Thailand. Also, more and
more tourists are discovering Northern
Cyprus for its authenticity.

Industry Observations
and Forecasts

Are there new trends
in demand from Russian tourists?

Olga Philippova-Atli: We identify two

O0KOHYAMENbHO 3aKpenun Mooesb «08yX 8O/H»
6poHuUposaHuUs. OKo/10 N0I0BUHLI MypUCMOS,
0C06EHHO CeMbU, NAAHUPYOM 0MnycK 3apaHee.
[Mpu 3mom coxpaHsaemcs ycmodlyussili cnpoc
HQO N030HUe 6POHUPOBAHUS, HO yie He
CMO/ILKO KK CNOCO6 CIKOHOMUMb, CKO/ILKO KOK
OCO3HOHH®bIU 8bI60p 60s1€€ 2U6KUX MYpPUCMO8.

Kakoea cpedHas
npooosumMesbHOCMb 0MAbIXa U pACXo0bl
Ha 00H020 Yesnoeeka?

Olga Philippova-Atli: CpedHss
npodo/HUMeNnbHOCMb NAAHHO20 0MObiXa
cmabuausupoeanace Ha yposHe 7-8 Hoyed.
Ymo kacaemca pacxodos, Mbl ommedaem
nocmeneHHoe ygesu4yeHuUe cpedHe20 Yeka 00
150-200 meicsay pybaeli Ha Yen108eKa, C8A3AHHOe
He CmMoJibKo C yOOpOMAHUEM, CKO/bKO C
nepexodomM mypucmos 8 60s1ee KOMPOpPMHsie
yeHosble ceameHmesl - 8bl6opom omesel
kamezopuu 5* u onnamoili donosHUMENbHbIX

yeaye.

Pe2uoHanvHaA
UHpopmayusa u
UH$opmayus no
HanpaeseHUAM

Kakue 2opoda/kypopmel
unu pea2uoHsl 661U Haubosee nonynsApHel
cpedu mypucmoe u3 Poccuu?

Olga Philippova-Atli: B Typyuu HeusmeHHbIM
AudepoM cnpoca ocmasnace AHmManesd u
bau3nexawjue pe2uoHsl. B TaunaHoe - lxykem,
a 80 BbemHame - HayaHe, Kyoa 8 3mom ce30He
661U 3anyujeHsl MacWmMabHsle YapmepHsle
npo2pammel. Takxe cmoum ebidenums Eaunem
(Xypzada, LLlapm-3a6-LLelix), Komopeil nepexcun
HOCMoAWUU peHeccaHc.

Mosaeunuce nu
HanpaesieHus, Komopesle paHee 6binu
mMasnou3eecmHol, HO HA6PAAU NonyNAAPHOCMb
6 amom 200y?

Olga Philippova-Atli: [a, ce3oH-2025
3GNOMHUACA POCMOM UHMepeca K TyHucy,
Kyo0a 8epHy/10Cb6 NPAMOe a8UaACo0bUeHue,

u ykpenaeHuem no3uyuli BeemHama Kak
docmynHoU asnemepHamues! TaunaHoy. Takxce
8Cé 60/16LE MypUCMO8 OMKpblearom 0415 cebs
CesepHelil Kunp 30 e20 aymeHmMu4YHOCMs.
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significant trends:

Season “extends”: More tourists prefer
to travel in “off-peak” months -
September and October, which extends
the “high” season for many destinations.

Conscious choice: Travelers have started
to carefully study reviews, show interest
in hotels’ ecological policies, and evaluate
the quality of services provided, not just
the price.

Tourism Explorer: What are the
expectations for next year? Is demand
expected to grow?

Olga Philippova-Atli: We expect
demand growth to continue, but at a
moderate rate - around 5-10%. The main
drivers will remain Turkiye and Egypt,
while competition from Asian
destinations will increase. The expansion
of new direct flights and improved
logistics infrastructure will be key factors.

Tourism Explorer: What difficulties
or conveniences do Russian tourists
encounter when traveling abroad?

Olga Philippova-Atli: The main
convenience for tourists in 2025 was
predictability: established logistics chains,
stable prices, and the absence of sudden
restrictions.

The main difficulty, especially during
peak season, remained the congestion
at popular airports, which sometimes
affected service quality. In addition, in
some destinations there was a shortage
of quality guides speaking Russian.
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Ompacneesie Hab6OeHUA
U NPo2HO3bI

Tourism Explorer: EEmb AU HOBbIe MpeHObI 8
cnpoce co cMopoHsI pocculickux mypucmoe?

Olga Philippova-Atli: Mel evidensiem dea
3HAYUMbIX MpPEeHOa:

«Pacnosa3aHue» ce30Ha. Bcé boabuie
mypucmog npednoyumarom omaobixame 8
«HeNnuKossle» Mecsaysl - ceHmsbpe u okmsabpe,
Ymo npodsieeaem «8bICOKUL» Ce30H 0151 MHO2UX
HanpasaeHud.

Oco3HaHHbIl 86160p. [TymewiecmeeHHUKU
cmanu 60s1ee BHUMAMENLHO U3y4amb 0M3bI8bl,
UHMePeco8ameCs 3Kon02u4eckold noaumukod
omeseli u kauecmeom npedocmassisieMsix ycaye,
a He mosbko yeHol.

Tourism Explorer: Kakoebl 0)€U0aHuUA Ha
cnedyrowjuii 200? lIpo2HO3upyemcs Au pocm
cnpoca?

Olga Philippova-Atli: Oxcudaem, ymo pocm
CNpPoca nPodoaXUMCH, HO €20 memnel 6yoym
yMepeHHbIMU - Ha yposHe 5-10%. OCHOBHbIMU
dpatisepamu ocmaHymca Typyus u Ezaunem,
npu a3mom 6ydem ycunu8amscs KOHKypeHyus
€O CMOPOHbI A3UAMCKUX HaNpasaeHud.
BaxcHbIM pakmopom cmaHem dasbHeliuee
80CCMaHOB/IEHUE U OMKPbIMUe NPAMO20
a8UACO0BUeHUS C HOBLIMU CMPAHAMU.

Tourism Explorer: C KaKUMU mpyoHoCMAMU
unu yoo6cmeamu cmankuearomcs
poccuiickue mypucmel npu noe3oke 3a
py6exc?

Olga Philippova-Atli: nasHeiM ydobcmeom
0219 mypucmos 8 2025 200y cmana
npedckasyemMocms: ompabomaHHsle
fl02ucmuyYeckue yenoyku, cmabuseHele yeHsl U
omcymcmeaue 8He3aNHbIX 02PaHUYeHUU.

OcHogHoOU mpydHOCMbH, 0CO6EHHO 8 NUK
Ce30Ha, 0CMaABaANACL 302PYHEHHOCMb
nonyAsipHLIX G3pONOPMO., YMO UHO20a
CKa3b180/10Cb HO Ka4Yecmee cepsuca. Kpome
mo2o, Ha HeKOMOoPbLIX HANPABAEHUAX
OWyUa10Ch HEX8AMKA Ka4YeCcmeeHHbIX 2Ud0s,
2080PAUUX HO PYCCKOM f3bIKE.
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INSTANT TOUR
QUOTE REQUESTS
MULTILINGUAL EASY Clients can immediately
TRANSLATOR NAVIGATION connect with you via
Supports 13 languages, Instant access to maps “Contact a Travel Agent”
including voice input. for stress-free travel. button.
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AIRPORT HOTEL
LIVE BOARDS CATALOG
Quick access to Details on partner hotels,
ight schedules across including photas, descriptions,

and locations. The list will
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