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Dear colleagues
and partners!

We are pleased to present to you the new issue of
Tourism Explorer magazine. The interest in and feedback
on our previous issues have further strengthened our
mission to create reliable B2B content that reflects the
pulse of the tourism industry. Today, more than ever, it is
important not only to respond to changes but also to
build sustainable connections.

In an era of military-political instability and market
fluctuations, marketing is no longer a luxury but has
become a fundamental tool for survival. Those who
invest in promotion and flexible tools today will secure
leadership tomorrow. That is why we continue to expand
the capabilities of HelloOtel so that you remain profitable
under any scenario.

Our new alternative is the “Bonus Exchange.” This is not
just a compensation tool, but an effective channel for
attracting and motivating partners. Thanks to its strong
market relevance, it significantly outperforms outdated
bonus systems used by certain hotel chains.

Why is it beneficial for hotels? You gain an immediate
marketing impact: bonus nights become a “hot product”
for more than 25,000 agencies in the system (with
approximately 20 million regular clients), encouraging
them to sell your hotel instead of competitors.

The Bonus Exchange is also more attractive for travel
agents, offering tangible bonuses instead of traditional
commissions.

This Bonus Exchange is advantageous for hoteliers as
it is a fully operational, turnkey system that requires no
additional time, financial outlay, or hiring of new staff.
It is a marketing system under highly favorable
conditions, allowing hotels to see tangible results

from the very first day of participation.

As part of our geographic expansion and digitalization
efforts, we continue to actively onboard hotels from
Turkiye and Egypt, as well as develop and integrate
Al-based bots in the tourism and hospitality industry.
However, today the Bonus Exchange remains the fastest
way to make the market work for you.

We believe that our ecosystem of knowledge and new
loyalty-driven financial models will help the industry
remain resilient. In 2026, we will continue to grow,
proving that even in turbulent times, smart marketing
delivers profit.

Yours sincerely,
Sabir Mizam
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PEAAKTOP OTAEJIA HOBOCTEN
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Jloporue konnern n naptTHepbt!

Mbl padsl npedcmasumes 8am HOBbIU 8bINYCK HYPHANAA
«Tourism Explorer». VIHmepec u 0m3bl186l 0 NepPB8bIX 8bINYCKAX
YKpenuau Hawy MUCCUr No C030aHUK HadexHo2o B2B-
KOHMeHMa, 0mpaxarouwje2o nyas6c UHOycmpuu mypusma.
Ce200HS5, KaK HUK0200a, BAXCHO He npoCmo peaz2upoeams Ha
U3MeHeHUS, HO U ¢popmMuposams ycmodlvuesle ces3u.

B 3noxy eoeHHO-noaumu4eckoli HecmabusaeHocmu u
K0s1e6aHUU pbIHKQ MapKemuH2 CMAHOBUMCA He POCKOW LI,
Q 2/108HbIM UHCMPYMEHMOM 8bIXUBAHUA. Te, KMo
uHBecmupyem 8 npodsuXceHUEe U 2ubKue UHCMpPyMeHMeb|
celivac, 3a06uparom nudepcmeo 3a8mpa. VimeHHoO nosmomy
Mbl npodoaxaem pacuupame gomoxcHocmu HelloOtel,
Ymobbl 861 OCMABAAUCE 8 NAKOCE NPU HOOOM CYEHAPUU.

Hawa Hoeas anbmepHamMuea - «bupia 60Hycoe». 3mo He
npocmo UHCmpymeHm KoMheHcayuu, a 3¢pdekmueHsili KAHAA
npusseyeHUA U Momusayuu napmHepos. baazodaps 8bicokoli
PbIHOYHOU AKMYa/1bHOCMU OH 3HAYUMENLHO 8blU2pbleaem

Ha ¢oHe ycmapeswux 60HYCHbIX cUcmemM, KomopbIMu
pacnoaaz2arom omoesibHble cemegbie omeu.

[Moyemy 3mo 8b1200HO 019 omeneli? Bel nonyyaeme
M2HOBEHHbIU MapKkemuH208bIU 3pdekm: 60HYCHble HOYU
CMQaHOBAMCA «20PAHYUM» MO8APOM 0415 bosee yem 25

000 azeHmcme cucmemel (Umerowjux nopsaoka 20 MAH
NOCMOSIHHbLIX KAUEHMO8), CMUMYAUpPys UX npodasame
UMEeHHO 8aC, 0 He KOHKypeHma. bupica 60Hycos

Asnsemcs 6osee npussnekamessHol 0418 Mypa2eHmos,
npedocmas/Af oujymumele 6OHyCbl BMECMO MPAOUYUOHHbIX
803Ha2paxcoeHud.

Ans omenvepos 0aHHAA bupxca 60Hyco8 861200Ha MeMm,

4mo 3mo yxe 20moeas YyHKYUOHUPYWas cucmema, He
mpebyroujas npusaedeHuss 8pemMeHHsIX U PUHAHCOBbIX
3ampam Au6o HaliMa HOB8bIX COMPYOHUKO8. bupxca

60HyC08 - 3MO cuCmemMa MapkemuH2a Ha KpaliHe 86I1200HbIX
ycno8usx, eCmynug 8 KOmopyro, omesie Ha4uHaem nosy4ame
owymumesle pe3yibmamel € Nepg8o20 OHA NPUCYMCmMeus 8
cucmeme.

B pamkax pacwupeHus 2eo2paduu u yupposusayuu mel
makie npodosixaem akmugHoe npusseyeHue 8 cucmemy
omesel Typyuu u E2unma, a makxce paspabomky u
uHmezpayuro 6omoes Ha 6ase M 8 mypucmuyeckoli ompacau
u cepe 2ocmenpuumcmea. Ho uMeHHO 60HycHas bupia
Ce200H# - camslli 6biIcmMpbIli cnocob 30cmasumMe PbIHOK
pabomame Ha eac.

Mel gepumM, Ymo Hawa 3kocucmema 3HAHUU U HO8ble
/1051/16HblE PUHAHCOBbIE MOOE/IU NOMO2YM 0mpacau
ocmasamecs ycmoulivugol. B 2026 200y Mel npodomxum
pacmu, 00Ka3bi8as, Ymo oaxce 8 mypbyseHmHoe apems
YMHbIT MapKkemuH2 npUHOCUM npubsise.

C HaUNYHWUMU NOXCeNaHUAMU,
Cabup Muzam
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Turkiye’s Tourism
Faces Critical
Demand Shifts in
2026

Reservation trends and regional

developments are shaping sector strategies
Following a record-breaking 2025 season, Turkiye's
tourism sector is entering 2026 with a mixed
performance. Early booking trends indicate declines in
Europe and North America, while domestic tourism and
neighboring countries continue to show steady growth.
According to Travelgate, against the backdrop of
declining bookings from Europe and North America,
the domestic market and neighboring countries are
showing steady growth. Growth was recorded at 7.57%
(domestic tourism), 4.86% (Russia), and 2.76%
(Germany), while declines stood at 7.25% (the United
Kingdom), 2.5% (the United States), and 2.66% (Spain).
These figures underscore the need for precise market
segmentation and adaptive strategy.

Performance varies across key destinations

Leading Turkish destinations display divergent trends.
Istanbul shows strong growth at 5.33%, while Izmir

and Bursa experience modest increases of 0.77% and
0.56% respectively. Antalya records a 5.95% decline and
Nevsehir 0.83%, with Mugla and Trabzon also exhibiting
minor decreases. These variations emphasize the
importance of destination-specific planning and
data-driven investment decisions,

Sector adaptation and strategic priorities

Tour operators and industry stakeholders are
prioritizing demand diversification, flexible pricing, and
local experience-driven packages to mitigate
uncertainty. Optimizing demand from stable markets
such as Germany and Russia, while compensating for
slower long-haul markets like the UK, US, and Spain,
has become a strategic imperative.

Outlook for the 2026 tourism season

Early indicators suggest a dual-track performance

for Turkiye's 2026 summer season. Strong domestic
demand and certain European markets will support the
season, while slower long-haul demand necessitates
cautious revenue and occupancy projections. The sector
must not only manage visitor numbers and revenue

but also strategically leverage operational flexibility, risk
management, and perception control to sustain
Turkiye's competitive advantage in global tourism.
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TYPUCTUYECKOM CEKTOPE
Typuym npereprieBaer
KapIMHAJIbHbIE U3MEHECHUSA

B 2026 romy

TeHOeHYuu 6pOHUPOBAHUSA U pe2UOHANbHbIe USMeHeHUA
¢dopmupyrom cmpameauto ompacau

Mocne pekopdHo20 ce3oHa 2025 200a mypucmuyeckuli cekmop
Typyuu ecmynaem e 2026 200 ¢ HEOOHO3HAYHBIMU NOKA3AMEAAMU.
Mo daHHeIM Travelgate, Ha GoHe COKpaweHuUs 6pPoHUPOBaHUl U3
Esponei u CesepHoli AMepuku ysepeHHsIl pocm deMoHCmpupyom
8HYmMpeHHUU peIHOK U CMPQaHbI 6UXCHe20 3apybexcua. Pocm
3aQuKcupo.aH Ha yposHe 7,57% (eHympeHHul mypu3sm), 4,86%
(Poccus) u 2,76% (FepmaHus), moz0a Kak CHUMCeHuUe cocmaguo
7,25% (Benukobpumarus), 2,5% (CLUA) u 2,66% (VicnaHus).
Mony4eHHsle Yuppel nodmeepidarom 8axcHOCMb MOYHOL
ceaMeHmMayuu puiHKa U a0aNmMayuu ompacaessix cmpamezud.

Knioyeevie mypucmuyeckue peauoHsl deMOHCMpPUpyom
PA3HOHANPABNEHHYH OUHAMUKY

Bedywue mypucmuyeckue HanpaeaeHus Typyuu omauYaomcs no
OduHamuke passumus. Cmambyn nokassieaem yeepeHHsIld pocm

Ha yposHe 5,33%, 8 mo epems kak M3mup u bypca ¢pukcupyrom
He3HayumesnsHoe ygenuveHue - 0,77% u 0,56% coomeemcmeeHHo.
B AHmanbe 3aQuKcUpo8aHo cHuxeHuUe Ha 5,95%, 8 Heswexupe - Ha
0,83%, a makixe omme4yaemcsi He60abWO0e nadeHue nokazameseli 8
Myeane u Tpab3oHe. Cmonb 8bIpaXxCeHHbIE Pa3AUYUS N0OMBepX0am
HeobxoduMocmes paspabomku cmpamezull ¢ yyemom cneyu@uku
KaK0020 pe2uoHa U NPUHAMUS UHBECMULUOHHbIX peweHull Ha
0CHOBe OQHHBbIX.

Adanmayus cekmopa u cmpameauyeckue npuopumemel

JNs CHUXeHUs 8AUSHUS pakmopoe HeonpedeneHHoCMU
myponepamopsl U Kto4esble U2PoKU pbIHKa 0enarom akyeHm Ha
ousepcugukayuu cnpoca, 8HedpeHuU 2UbKUX YeHo8bIX peleHul u
passumMuUU NaKemHsix NpeonoxceHull, 0CHOBAHHbIX HQ N0KAAEHOM
oneime. [puopumemHodl 3adayeli CMaHOBUMCA ONMUMU3AYUS
pabomei co cmabunsHeiMu peiHkamu (FepmaHus, Poccus) npu
00HOBpPEMeHHOM 80CNOAHEHUU NOMePb HA PbIHKOX 0aN6He20
3apybexcss, deMoHCmMpupyowux 3amedneHue (Beaukobpumarus,
CLUA, VicnaHusi).

Mepcnekmuesl mypucmuveckozo ce30Ha 2026 200a

CoenacHo npedsapumensHeiM OaHHbIM, iemHuli ce30H2026

8 Typyuu bydem xapakmepu3o8amecs 08yx8eKmMopHoU
OuHamukol. [oddepicKy ce30Hy oKaxym 8eiCoKUli 8HympeHHuUl
CNpOC U y8epeHHsIl pocm Ha pade esponelickux peiHKOS, 8 Mo
8pems KaK CHUM¥CeHUEe aKMUBHOCMU Ha JanbHUX PbIHKAX dukmyem
Heobx00uMoCMb KOHCep8amMuUBH020 N00X00a K hPO2HO3UPOBAHUI
doxodos u 3a2py3KU.

Adventure Water
Sports Tourism Set to
Gain Nearly
USD 100 Billion
by 2032

A newly released market study by HTF Ml projects that
the global adventure water sports tourism sector will
expand at a compound annual growth rate of 11.9
percent between 2025 and 2032. Market value is fore-
cast to climb from approximately USD 46 billion in 2025
to nearly USD 140 billion by 2032 - representing close to
USD 100 billion in new market value over seven years.

The United States, Canada, Mexico, the Philippines, Italy,
and Australia are identified as leading destinations
driving this growth, backed by coastal infrastructure
investment, government-supported tourism strategies,
and expanding consumer appetite for
experience-driven travel.

The experience economy fuels

water-based adventure

The report points to a fundamental shift in traveler
behavior as the core driver of this expansion.
Consumers are moving away from passive sightseeing
toward immersive, activity-based holidays. Scuba diving,
snorkeling, surfing, rafting, jet-ski excursions,
parasailing, and kayaking are among the fastest-growing
segments, transforming coastal and island destinations
into high-value tourism ecosystems.

Technological innovation is further accelerating the trend.
Advances in equipment, digital booking platforms, and
bundled adventure packages are broadening market
accessibility. A growing emphasis on sustainability is also
shaping a distinct eco-conscious segment within
adventure water sports.

A strategic opportunity for coastal destinations

For destinations with established coastal assets -
including Turkiye's Aegean and Mediterranean coastlines
- the findings signal a significant window of opportunity.
Operators and destinations that align their offerings with
evolving traveler expectations stand to capture

a meaningful share of this expanding market.

R 2032 romy

00'bEM PBIHKA
NPUKTIOYEHYECKOTO
BOJIHOI'O TYPU3MA MOFKET
eJIMUNUTHCA TTOUTU Ha
00 mutpp. nonapoB

Kak cnedyem uz omuema HTF MI, & nepuod ¢ 2025 no 2032

200 MUPOBOL PLIHOK NPUKAHOHEHYECKO20 BOOHO20 MypU3Ma
6bydem exce200H0O npupacmams 8 cpedHem Ha 11,9%. PeiHouHasA
CMouMOCMes, N0 NPO2HO3GM, NOBLICUMCA € NPUBAU3UMENLHO 46
mApa. donnapos CLUA & 2025-m do noumu 140 mapd. donnapos
CLUA k 2032-Mmy. Takum 06pa30M, COBOKYNHLIL hpupocm 3a
yKka3aHHsIl nepuod cocmasum nopsdka 100 mapd. donnapos CLUA.
OcHogHoli kn1ad e passumue ceKMopa 8HOCAM Makue
HanpasneHus, kak CLUA, KaHada, Mekcuka, ®uaunnunsl, imanus
u Aecmpanus. Pocm 8 amux cmpaHax obecne4usaemcs 3a cyem
QuHaHcUposaHus bepe20soli UHPpPacMpyKkmypel, peanusayuu
20cydapcmeeHHbIX mypucmuyeckux cmpameaull U ygeauyeHus
nompebumensCko20 CNPOCa HA Nymewecmaus, 0CHOBAOHHbIX HO
HOBbIX 8NeYaMAEHUSIX.

B ocHose pocma 600H020 mypu3mMa nexcum 3KOHOMUKA
eneyamseHuli

CoznacHo omyemy, 21ag8HsIl dpalisep puiHKA - 380AHYUS
nompebumensckux npednoymerut. Typucmesl 8ce Yauje
8bIbUparom umMmMepcugHsil, CObbIMUTHO HaCbILeHHbIG 0mMObIX.
JaliguHz, CHOPKAUHZ, CepPUHR, papmuH2, NPO2YAKU Ha
2udpoyuknax, napacelinuHz U KagKUH2 8x008m 8 Yucao Haubosee
bbICMpopacmywux cezMmeHmos, npespaLyas NpubpexcHsie U
0CMPOBHbIE NOKALUU 8 BbICOKOMAPHCUHAAbHbIE MypUCMUYeckue
JKocuCmemsl.

JonosHUMenbHeIM KAMAAU3amMopOoM 86iCMynaom
mexHono2u4eckue UuHHosayuu. baazodaps ModepHu3ayuu
060pydosaHus, BHeOpeHUH Yuppossix naampopm 015
6pOHUPOBAHUS U YOPMUPOBAHUI KOMNAEKCHBIX Mypnakemos
PLIHOK CMaHoB8UMCs 6osnee 0MKPsIMeiM U GOCMYNHbIM.
apannensHo ycunugaemcs poae $akmopa ycmoliyugozo
passumusi, 4mo cnocobcmeyem 060c061eHU0 0MOenbHO20
3KO0/102UYeCKU OPUEHMUPOBAHHO20 Ce2MeHma 8 Cmpykmype
npuKA4YeHYeckux 800HsIX 8udos cnopma.

Mepcnekmueel pocma 44 npubpex*cHbIX Mypucmu4eckux 30H
Ana Hanpaeneruli ¢ pazsumoli uHppacmpykmypoli y Mops,
MaKux Kak 32elickoe u cpedu3eMHOMOPCKoe Nobepedxcss

Typyuu, pesynbmamel Uccned08aHUS OMKPbLIBAM Cepbe3Hble
nepcnekmusel. B gblugpbiie 0KaxXymcs me onepamopsi u
HanpasfeHus, Komopele bbicmpee dpyaux hodcmposam ceoll
npodykm noo U3MeHUBLIUECS OXUOAHUS NymeuwecmeeHHUKOS,
Ymobbl 3X8aMUMb CYUECMBEHHYH 00/ 3M020
6bICMpopacMywje20 PbiHKA.
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Antalya as a New
Reference Pointin
Global Destination

Guides

The destination selection released by

Forbes Travel Guide for 2026 offers more than a
conventional ranking. It provides a clear signal of
how global tourism narratives are being
reshaped. With Antalya listed as the only
destination from TUrkiye, the guide places the
region within a broader international context,
positioning it not merely as a Mediterranean
holiday spot, but as a destination defined by
luxury, experience-driven travel and
multi-segment appeal.

From All-Inclusive Perception to
Experience-Led Tourism

One of the most striking aspects of Forbes

Travel Guide’s assessment is its focus on

Antalya’s evolving tourism structure.

The concentration of high-standard resorts

along the Belek and Kemer corridors reflects

a destination that has moved beyond a single,
uniform tourism model. Rather than emphasizing
volume-based travel, the guide highlights Antalya's
capacity to respond to diverse visitor expectations
through flexible, experience-oriented offerings.
This shift reinforces Antalya's position as

a year-round destination rather than

a purely seasonal market.

How Luxury Hospitality

Shapes Destination Identity

Luxury hospitality plays a central role in

the way Antalya is framed within the 2026
selection. Properties such as Regnum Carya in
Belek exemplify how premium accommodation
contributes to destination branding on a global
scale. With expansive facilities, refined service
concepts and a strong focus on both high-end trav-
elers and families, such resorts act as

TOURISM EXPLORER

reference points that elevate the overall perception
of the destination. Their presence in global

guides does not simply promote individual

brands; it strengthens Antalya’s positioning as

a sophisticated and competitive tourism hub.

What the Forbes Selection Reveals

Antalya appears in the 2026 guide alongside
destinations as diverse as Antarctica, Abu Dhabi,
the Peloponnese and Zanzibar. This diversity
underscores a key reality of contemporary tourism:
there is no single dominant travel trend. Exploration,
culture, luxury, nature and immersive experiences
coexist within the same global narrative.

Antalya’s inclusion within this spectrum signals

its ability to compete beyond regional boundaries
and to align itself with destinations that

operate on a truly global level.

A Strategic Signal for Antalya

While guides such as Forbes Travel Guide do

not publish market data or forecasts, they play a
decisive role in shaping perception across the tourism
industry. Antalya’s presence in the 2026 destination
selection reflects the international recognition of a
long-term strategic direction built on high-quality
accommodation, experience-driven development and
diversified visitor profiles. These elements collectively
distinguish Antalya from comparable destinations in
the Mediterranean and beyond.

Viewed through the Global Tourism Signals lens,
this recognition points not only to Antalya’s current
standing, but also to the trajectory of its future
positioning. The destination continues to

move away from a singular holiday identity toward
a more refined, layered and globally

resonant tourism narrative.

AHTaNBA -
BOCXOJAIAA
3B€3/1a MUPOBBIX
IIyTeBOAUTEIICI

My6aukayusa pelimurza Forbes Travel Guide-2026
CYHUM MAPKEpPOM MPaHCPopMayuu 21060bHbIX
mypucmudveckux mpeHdos. [lpucymcmeue AHmansu 8
Kayecmee eOUHCMBEHHO20 MypeyKko20 HaNPaeaeHuUs
03Ha4Yaem ee nepexod 8 HOBY kame2opuro. udebl
meneps paccMampuearom ee 8 Mext0yHapPOOHOM
KOHMeKcme Kak yeHmp npumsxeHus ons
83bICKAMENbHbLIX NYMewecmeeHHUKO08, Uyywux
pockouws, 2/1y60KUe eneyamsaeHUs U pasHoobpasue
npednoxceHud.

Hoeas 3pa AHmaneu: «ece 8K/NHOYEeHO»

ycmynaem mecmo enevyamseHuUAM

Knrouesoli 81600 om 3kcnepmoe Forbes Travel

Guide - kapOuHabHOe U3MeHeHUe mypucmu4eckol
mModenu AHmanbu. PockowHbIe monogsie omenu

8 beneke u Kemepe - npsamoe caudemenscmeo
380/1OYUU OM WABAOHHO20 0MObIXA K PA3HO06PA3UI.
AemopumemHsili 2u0 ommevaem, Ymo meneps Pe2UoH
desiaem CMaeKy He HG MACCO8bIL NOMOK, a Ha 2ubkoe
C030aHUe YHUKQ/IbHLIX eneyamaeHuli 015 KaX¥0020
20cms. 3ma cmpameaus no3gosnsem AHMasbe yeepeHHo
yKpenasmecs 8 cmamyce Kpy210200U4HO20, 0 He
Ce30HH020 HaNPaB/EeHUs.

AnumHelii cepeuc KaK ocHoea 6peHOa HanpaesneHuA
Mpucymcmeue AHmansu 8 pelimuHze 2026 200a 80
MHO20M 0becneyeHo ee pazsumesiM luxury-cezcmeHmMom.
Takue omenu, kak Regnum Carya e beneke, Ha2150HO
deMOHCMpUpyom, KaK npemMuaasHoe pasmewjeHue
pabomaem Ha 21060/16Hb6I0 6peHOUH2 HANPABAeHUS.
bnazodaps obwupHOU UHGpPAcmpykmype, 0mmoYeHHbIM
KOHUenyusm cepauca u ¢okycy 00HOBpeMeHHO U Ha
83bICKAMENbHbIX NYMeWwecmeeHHUKAX, U HO CeMbsX,
nodobHble Kypopmesl CMAHOBAMCA 3MANOHHbIMU
MouYKamu, Komopble MeHsitom obujee socnpusmue
8Ce20 pe2uoHa. VIx npucymcmeue 8 MUpo8bIx 2Udax
npodsuzaem He mosibko camu bpeHobl, HO U ykpenssem
No3UyUOHUPOBAHUE AHMAbU KAK 8bICOKOPA38UMO20 U
KOHKYpeHmocnocobHo20 mypucmu4ecko20 yeHmpa.

Be160p Forbes: knroyeesie uHcalimel

Cnucok Forbes Ha 2026 200 cmasum AHMA/bI0

8 00UH psi0 C MAKUMU HENOXOXCUMU 0KAYUAMU,

kak AHmapkmuda, Aby-Alabu, [leaonoHHec u

3aH3ubap. Takol KoHMpacm demoHcMpupyem
8AXICHLIT MpeHO - ppazmeHmMayuto 2106016H020
mypucmu4eckozo peiHka. Ha cmeHy domuHupyroueli
MOde npuL/IOo COCywecmeo8aHuUe pa3Ho06pa3HbIX HUW
- UccnedoeamensCkozo, KybmypHO20, NPUPOOHO20 U
npemuasnsHo20 ceemMeHmos. BriroveHue AHmMansu 8
3mom wupokuli cnekmp ykazeleaem HQ ee cnoCo6HOCMb

KOHKypuposame 3a hpedesnamu pe2uoHanbHbIX 2PAHUY
U C00M8emMcmMe08amMeb ypOBHHI MUPOBLIX MON08bLIX
HanpaeneHud.

Cmpameauyeckoe npusHaHue AHmansu
Pelimurau Forbes Travel Guide, He 6ydy4u UCMOYHUKOM
PLIHOYHOU GHAAUMUKU, ABASKOMCH MOUJHBIM
UHCMpPYMeHmMOoM popMUpPOBAHUS OMpPAC/Ie8020
MHeHus. BraroyeHue AHmansu 8 cnucok-2026 - 3mo
3HAK MexO0yHaPoOH020 0006peHUs ee 30120CPOYHOL
cmpamezuu, 0CHOBAHHOU HA NPeMUALHOM
pazmewjeHuu, co30aHUU yHUKA6HO20 on6ima u
npuese4yeHuUU pa3HoobpasHol aydumopuu. VimeHHo
3mom Komniekc pakmopos obecneyusaem pe2uoHy
KOHKypeHmHoe npeumyu,ecmeo Ha
Cpedu3eMHOMOPCKOM U MUPOBOM PbIHKAX.

B koHMeKcme Mupo8bIx mypucmu4veckux meHoeHyul
0aHHOe NPU3HaHUe 0603Ha4Yaem Kak ce200HAWHUL
cmamyc AHmManbU, Mak U HaNpassneHue ee Pa3eumusl.
PezuoH nocsedoeamensHo mpaHcHopMupyem ceoro
UGeHMUYHOCMe, 8bIXOOS 30 PAMKU Y3KO20 KYpOPMHO20
No3UYUOHUPOBAHUS K pOpMUPOBAHUIO 6osee
U3bICKAHHO20, KOMN/IEKCHO20 U penegaHMHoz20

8 2/1060/16HOM Macwmabe 06pasa.

TOURISM EXPLORER
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Moscow, March 2026. The MITT exhibition

once again became the main meeting point for
professionals of the tourism industry. This year,
the key trends emerged with particular clarity:
the industry has definitively moved away from
the pursuit of tourist volumes in favor of depth
of experience, while regions and countries are
increasingly focusing on authenticity.

At the same time, digital tools, including artificial
intelligence, have ceased to be merely optional
they have become a necessity.

A correspondent from Tourism Explorer spent
several meetings at MITT 2026 with industry
professionals to gather expert insights on
development strategies, new travel formats,
and the key takeaways of the exhibition.

Mockea, mapm 2026 200a. Beicmaeka MITT
8HOBb CMA/IA 2/108HOU MOYKOU NPUMSANEHUSA
011 NpogeccuoHan08 mypucmuyeckoli ompacau.
B smowm 200y knrodessie mpeHObl NPOABUAUCS
0CO06EHHO AIPKO: UHOYCMPUA OKOHYameNbHO
0mMKQa30/10Cb 0M NO20HU 30 KO/IUYeCMaom
mypucmoe 8 nosb3y 2ay6UHbl 0NLIMA, PE2UOHsI U
CMpaHsI 0enarom cmasky Ha aymeHmMu4YHOCMe,
a yuppossie UHCMPYMeHMbI, 8K/HOYAS
UckyccmeeHHoll UHmesaekm, nepecmasnu 6s6ime
npocmo onyuel - OHU cMasau Heobxo0UMOCMbHO.

KoppecnoHdeHm Tourism Explorer nposena

Ha naouwjadke MITT 2026 Heckoa6ko ecmpey ¢
npogeccuoHanamu UHOyCmMpuu, Ymobsl cObpame
3KCNepmHsle MHEHUS 0 cmpame2usix pa3eumus,
HOBbIX popmMamax nymewecmeul U 2/108HbIX
UHcalimax eelCMasKu.

Umedzhon Saidov

CEO of “Somon Travel”

Expert in National Tourism Development
Member of the Board of the Tourism
Development Committee under the
Government of the Republic of Tajikistan

Tourism Explorer: Could you please share
the key objectives you set for yourself at
MITT 20267

Umedzhon Saidov: Our main goal of
participating is to position Tajikistan as a
strategically important destination for
adventure, mountain, and cultural tourism

in Central Asia. We aim to strengthen
international partnerships and attract
investors and industry professionals to jointly
develop new routes and tourism products.
For us, MITT is not only a B2B meeting
platform but also an opportunity to present
the concept of authentic tourism to the
global market travel experiences that reveal
the country’s unique natural and cultural
assets while remaining sustainable and
environmentally responsible. Tajikistan is not
just another country on the map; it is one of
Central Asia’s unique corners where travelers
can experience a genuine connection with
nature and history.

Tourism Explorer: What is your main
insight from the first days of the
exhibition?

Umedzhon Saidov: Modern tourism is
becoming both technological and emotional
at the same time. Today, travelers are not just
looking to visit landmarks, but to

Ymemxon Ganmon

FeHepanbHbIA aAnpekTop «CoMOH Tpasen»
3KcnepT No pasBUTUIO HaLLMOHaNIbHOIO
Typusma

UneH Konnernn KomuteTa passmntusa
Typn3ma npwm NpaButenncTtBe Pecny6nvkn
TapKKNCTaH

Tourism Explorer: Pacckaxcume,
noxcanyiicma, Kakue K/aro4eegsle yenu 8sl
cmaesume neped co6oili Ha MITT 2026?

Ymeoxcon Caudos: [nasHas yesnb Hawe2o
y4acmusi - NO3UYUOHUPo8aMs TAOHUKUCMAH
KaK cmpame2u4ecku 8aXHOe Hanpas/aeHue 0415
NPUKAOYEHYeCK020, 20pHO20 U KY/1bMYyPHO20
mypu3ma e eHmpasneHol A3uu. Mel cmpemumcs
yKpenasme mexdyHapoOHsle napmHepcmea,
npuenekame UHBECMOPO8 U NPOoPeccuoHAN08
ompacau 0414 coeMecmHoli paspabomku HOBbIX
mMapwpymos u mypnpodykmos. MITT da5 Hac

- 3Mo He Mo/bLKo naowadka 0414 B2B-ecmpedy,
HO U 803MOXHOCMb d0Hecmu 00 MUPO8020
PBLIHKAG KOHYEeNYuo aymeHmu4Ho20 mypusma:
nymewecmeud, Komopele 0mKpsI8arom
YHUKQ/IbHbIE NPUPOOHBIE U KYAbMYPHbIE
pecypcsl CMpaHel, 0CMagasCs ycmoulvyugsiMu

U 3K0/102UYHbIMU. TAOHCUKUCMAH - 3MO He
npocmo euje 00Ha CMPAHA HA Kapme, d 00UH
U3 YHUKG/IbHbIX y2041K08 LleHmpaneHoU A3uu,
20e mypucm Moxcem ucnslimame HaACMoAUWUU
KOHMakm ¢ npupodod u ucmopued.

Tourism Explorer: B yem 3aknroyaemcs eaw
2/1a8HbIl UHCcalim 3a nepesblie OHU 8bICMABKU?

Ymedxycon Caudos: CospemeHHbIl

mypu3mM CMaHO8UMCS MexHOA02UYHbLIM U
00HOB8PEMEHHO 3MOYUOHANbHbLIM. Ce200HA
nymewecmeeHHUK uwjem He npocmo
nocewjeHue docmonpume4yamensHocmel, a
2/1y60Kuli onelm, KOMopesIl 0ocmaemcs Ha 8Cto
HU3Hb. Mbl HabarodaeM ycmodlyuselli pocm
UHMepeca K Heboa6WUM aymeHmu4HsIM
HanpaeneHUAaM U 3K0/102U4ecku 6e30NacHbIM
popmamam nymewecmauli - mpeHO, Komopelli
omkKpsleaem yHUKA/1bHbIE BO3MOXCHOCMU

01 Tadxcukucmara. CospeMeHHsIl mypucm
€Mas 3Ha4uUmMen6Ho 60/1ee 0CO3HAHHbIM U
mpebosamesibHbIM. B Mupe pacmem uHmepec
K NepCoHANU3UPOBAHHbLIM, OKMUBHbIM U
Ky/16mypHO HOCbIWEHHbIM Nymewecmeusm.

B 3mom koHmekcme TadxukucmaH 0cobeHHo
npuenekameseH 044 mex, Kmo yxe nocemusn
nony/sipHele HanpasaeHus U uujem Hogele,
Ma/10Uu38eCMHbIe pe2uoHs! C yHUKA/bHOU
npupodol u Kynemypod. Ce200HA mypucm
naamum He 30 KUAOMempel, d 30 SMOYUU U
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experience something meaningful that
stays with them for life. We are seeing a
steady rise in interest in small, authentic
destinations and environmentally
responsible travel formats a trend that
creates unique opportunities for Tajikistan.
The modern traveler is far more conscious
and demanding. Globally, there is growing
interest in personalized, active, and
culturally rich journeys. In this context,
Tajikistan is particularly attractive for those
who have already visited mainstream
destinations and are now seeking
less-explored regions with unique nature
and culture. Today, tourists do not pay for
kilometers traveled, but for emotions and
the story they live on site.

Tourism Explorer: Can we say that the
era of “quality tourism” has begun?

Umedzhon Saidov: Yes, this is a global trend.
Many countries are now focusing not on the
number of tourists, but on the quality of the
tourism experience: high service

standards, responsible use of natural
resources, and the development of unique
tourism products. In Tajikistan, we are
actively developing professional guide
training and route certification to meet
international standards. A key milestone
was the establishment on March 10, 2026,
at the International University of Tourism
and Entrepreneurship of three new
structures: the School of Tourism, the
Institute of Digital Technologies and
Artificial Intelligence, and the Institute of
World Economy and Diplomacy. These
initiatives open new opportunities for
training highly qualified professionals,
expand the country's educational
infrastructure, and strengthen Tajikistan’s
integration into global tourism, economic,
and educational processes.

Tourism Explorer: Which new tourism
formats are the most promising?

Umedzhon Saidov: We see strong potential
in adventure tourism, road trips,

glamping, expedition-style tours, and
cultural-historical routes. The Fann
Mountains and the Pamir Highway one of
the world's most spectacular high-altitude
routes are especially in demand.

According to our data, interest in the
Pamirs has increased by 40% over the past
three years.

TOURISM EXPLORER

ucmopur, Komopyr OH npoxcusaem Ha
mMecme.

Tourism Explorer: Mo)cHO nu ckasame,
4Ymo Hacmynuna 3noxa «mypusma
Kayecmea»?

Ymeoxcon Cauodoes: /la, 3mo 2106016HaSA
meHoeHyusi. Ce200Hs MHO2Ue CMpPaHs!
oOpueHMUpyrMCs He Ha KOU4Yecmeo
mypucmos, a Ha Ka4ecmeo mypucmu4ecko2o
0neIMa: 86ICOKUU ypoBeHb cepsuca,
omeemcmeeHHoe UCNno/b308aHUE
NpupoOHs.IX pecypcos, pasgumue
YHUKQ/IbHbIX Mypucmu4eckux npodykmos.
B TadxcukucmaHe Mbl aKmugHo pasgusaem
npogeccuoHasbHOe 0byyeHue 2udos u
cepmuuKkayuo Mapwpymos, Ymobel
coomeemcmeosame MeXOyHapPOOHbIM
cmaHoapmam. BaxcHeim wazom cmasno
co3daHue 10 mapma 2026 200a Ha 6a3e
MexcO0yHapodHoz20 yHuUgepcumema
mypu3ma u npednpuHUMamesans6cmea mpex
HOo8bIX cmpykmyp: AkadeMuu mypu3sma,
MHcmumyma yugposeix mexHonozul u
UCKYyCCMBeHH020 UHMe//1eKma, a makxe
MHcmumyma mMupooli 3KOHOMUKU

u ounsoMamuu. 3mu UHUYUamuesl
OMKpbLIBAOM HOBbIE 803MOXCHOCMU 014
Nnod20moeKU 8bICOKOK8ANUPUYUPOBAHHbLIX
Kadpos, pacwupsaom obpazosamensHyH
UHGpacmpykmypy CmpaHsl U ycuaugarom
UHmMezpayuro TadHUKUCMAHA 8 2/106a/1bHble
mypucmuyeckue, 3KOHOMUYeckue u
06pa3zosamesibHbie NPOYECcsl.

Tourism Explorer: Kakue Hogble popmamel
mypu3sma nepcneKkmueHsi?

YmedsxcoHn Caudos: Mel suoum Haw
nomeHyuUas 8 NPUKAYEHYECKOM mypu3me,
asmonymewecmeusix U 213MNUHze,
3KCNEOUYUOHHbLIX mypax, KyAbmypHo-
ucmopuyeckux mapwpymax. OcobeHHo
gocmpebosaHbl PaHckue 2opsi U lNamupckuli
mpakm - 00UH U3 CaMbIX 8N€YAMAAOUWUX
8bICOKO20PHbIX Mapuwpymos mupa. 1o
HaWuM OaHHbIM, UHMepec K [Tamupy 8bipoc
Ha 40% 3a nociedHue mpu 200a.

Tourism Explorer: Moxem au
LenmpansHaa A3us 66ime uHmepecHolii
o114 wellness-mypusma?

YmedscoHn Caudoe: be3ycn08HO.
LjeHmpaneHas A3us obaadaem
3HaYUMenbHbIM NomeHyuaaom 6aazo0aps
coYemaHur NPUPOOHLIX pecypcos,

Tourism Explorer: Can Central Asia be
attractive for wellness tourism?

Umedzhon Saidov: Absolutely. Central Asia
has significant potential thanks to its
natural resources, high-altitude climate,
traditional medicine, and unique hospitality
culture. In the coming years, this segment
is expected to grow actively in the region.
Tajikistan and neighboring countries offer
practices that cannot be found elsewhere in
the world.

Tourism Explorer: Which technological
solutions are most important for the
industry today?

Umedzhon Saidov: For developing tourism
countries like Tajikistan, online booking
systems and integration with international
platforms are critical, along with digital
marketing and behavioral analytics for
precise personalization of offers. Somon
Travel is already implementing online
booking systems and personalized
recommendations based on traveler
interests. Digital accessibility is an essential
component of tourism development,
especially for Central Asian regions aiming
to establish themselves in the

global market.

Tourism Explorer: What is your key
advice for tourism professionals in 2026?

Umedzhon Saidov: Stay flexible, embrace
innovation, and combine technological
solutions with authentic experiences.
Tourism today is evolving rapidly, and
success belongs to companies that

can merge modern technology

with sincere hospitality.

8bICOKO20PHO20 KAUMAMA, MpaduyUoHHOU
MeOUYUHbI U yHUKA/IbHOU Ky/bmypsl
2ocmenpuumcmea. B 6auxcaliuiue 200b1
3amom ceaMeHmM mypu3ma 8 pe2uoHe 6ydem
aKMUBHO pa38u8aMbCs. TAOXUKUCMAH U
CocedHue cmpaHsl Npedana2arom nPAKMuUKU,
KOmopele He803MOXCHO Halimu 8 Opy2ux
pe2UOHaX.

Tourism Explorer: Kakue mexHosno2uvyeckue
peweHus celiyac 0C06eHHO 8aX(HbI 0N
ompacau?

YmedxycoH Caudos: /149 CmpaH ¢
pa38UBAHOWUMCA MYpPU3IMOM, MAKUX

Kak TaOHCUKUCMAH, KpUmuYecku 8aXCHb!
OH/AUH-6pOHUPOBAHUE U UHMeE2Payus

€ MeXOyHapoOHeIMU naaM@Popmamu,
yuppoeol MapKemuHz, a makxe aHaIumuKa
nosedeHuss Mypucmoa 015 MoYHou
nepcoHanusayuu npednoxceHull. «COMOH
Tp3sen» yxce sHedpsem cucmemsl
OHAAUH-6pOHUPOBAHUSA U
nepcoHaNU3UpPoB8aHHbIe pekoMeHOayuu

HQO 0CHOBe OHA/U30 UHMepecos
nymeuwecmeeHHuUKos. Ljupposas
docmynHocme - 3mo obsiz3amesbHell
3/1eMeHm pas3eumus mypu3ma, 0Co6eHHo
014 pe2uoHoes LleHmpansHol A3uu, kKomopsie
xomsam 30588Ume 0 cebe Ha MUPOBOM PbIHKE.

Tourism Explorer: Baw 2naeHelili coeem
npogeccuoHanam mypusma Ha 2026 200?

Ymedxcon Caudoe: byobme 2ubkumu,
opueHmupylimecs Ha UHHOBAYUU U
coyematime mexHono2u4yeckue peweHus ¢
aymeHmu4HsIM onsimom. Typu3m ce200Hs
passusaemcs OUHAMUYHO, U ycnex npuxooum
K meM KOMNGHUSIM, Komopesle yMerom
COeOUHSIMb coBpeMeHHble MexHoA02UU C
UCKPEeHHUM 20CmenpuuMCcmeom.
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Lusine Gevorgyan

Chairperson of the Tourism
Committee of Armenia

Tourism Explorer: Lusine, as we learned at
your stand, Armenia has recently approved
a new tourism development strategy for
2026-2030. What are the main goals of this
strategy?

Lusine Gevorgyan: The new strategy sets a
clear direction for tourism development in
Armenia over the next five years. Our goal
is to strengthen the country's position as a

high-quality, safe, and hospitable destination,
as well as to unlock the full potential of
tourism for economic development.

We place special emphasis on three key areas:
cultural tourism, gastronomic tourism
including Armenian cuisine, wine, and brandy
and adventure tourism, such as hiking and
winter activities. The strategy aims to attract
around 3 million foreign tourists annually

by 2030.

Tourism Explorer: Digitalization is
becoming an essential part of tourism
worldwide. How is Armenia implementing
digital tools, including artificial
intelligence, to improve the tourist
experience?

Lusine Gevorgyan: Digitalization is one of
our priorities. Through the website
armenia.travel, we aim to provide travelers
with more personalized and accessible
information about the country. One of the
innovations is an Al-powered chatbot that
helps tourists quickly find information about
attractions, entertainment, transport, and
travel planning.

18 TOURISM EXPLORER

Jlycune l'eBoprsan

Mpe3snaeHT KomuTeTa No Typmnsmy
Pecny6nukun ApmeHus

Tourism Explorer: JlycuHe, KaK HaOM y0a/10Cb
Yy3Hame Ha eawemM cmeHoe, HeAA8HO
ApMeHusa ymeepouna Ho8yro cmpame2uto
pazeumusa mypusma Ha 2026-2030 2006!.
Kakoesl ocHogHble yenu smoii cmpameauu?

JlycuHe leeopeaH: Hosasa cmpameaus
3000ém AcHoe Hanpas/eHue 014 pa3eumus
mypu3ma 8 ApMeHuUU Ha bauxcatiwue name
niem. Hawa yesns - ykpenume nosuyuu
CMPAaHsI KOK 8bICOKOK/ACCHO20, 6€30naCH020
U 20CMenpuuMHO20 HaNPas/eHUs, a Makxe
PACKPbIMb 8€Cb NOMeHYUA mypu3ma 05
pa3eumMus 3KOHOMUKU.

Ocoboe s8HUMaHUE Mol yoensieM mpém
K/IK0Y€8bIM HANPABAECHUSM: KY/6MypPHOMY
mypu3smy, 20CMpPOHOMUYECKOMY Mypu3mMy -
8K/1K0YAS APMAHCKYHO KYXHIO, BUHO U 6peHOU,

a MaKde NPUKAYEHYECKOMY mypu3smy -
newum noxo0am U 3UMHUM pa3e/eqyeHUsIM.
Cmpamezus npednosazaem npussedyeHue
0K0/10 3 MUA/IUOHO8 UHOCMPAHHbIX Mypucmo8s
exe200Ho k 2030 200y.

Tourism Explorer: u¢poeuzayusa
CMAaHOBUMCSA 8AXCHOU YACMbIO Mypu3Ma
80 8cém mupe. Kak ApmeHusA eHedpsaem
yugpossie UHCMPYMeEHMbI, 8KNHOYAA
UcKyccmeeHHolli uHmesnnekm, onA
ynyyweHus mypucmu4eckoz20 onsima?

JlycuHe lesopesaH: Ljugposuszayus -

00UH U3 HaWUX npuopumemos.

Yepes geb-calim armenia.travel Mol cmpemumcs
npedocmasume nymewecmeeHHUKaM bosiee
NepcoHaNU3UPOBAHHYH U 00CMYNHYH
uH@popmayuro o cmpaHe. OOHUM U3 Hoswecms
cman yam-6om Ha 6a3e VIV, komopeili
nomozaem mypucmam 66iCmpo Haxooume
UHPopmayuro o docmonpume4yameneHOCMSAX,
pasenedyeHusx, mpaHcnopme U NAAHUPOBAHUU
noe3oku.

Yam-60m docmyneH Kpy210Cymo4Ho U 0aém
pekoMeHOayuU e peansbHoM epemeHu, denas
nymewecmeue no ApMeHuUU eujé yoobHee U
NOMO2as1 OMKPbLIMb e€ CKPbIMble HeMUYHCUHb.

Tourism Explorer: ApMeHUSs cnaeumcs ceoum
2ocmenpuumcmeomM. Kakue HanpaesneHus 6ol
661 nopekomeHd08aAU Mypucmam, Komopeoie
hpue3xcarom e cmpaHy enepesie?

The chatbot is available 24/7 and provides
real-time recommendations, making travel in
Armenia more convenient and helping visitors
discover its hidden gems.

Tourism Explorer: Armenia is known for its
hospitality. Which destinations would you
recommend for first-time visitors?

Lusine Gevorgyan: Hospitality is at the heart
of the tourist experience in Armenia. Visitors
often say that what impresses them most is
the warmth of the people they meet.

For first-time visitors, | would recommend
starting with Yerevan: here you can

explore museums, cozy cafés with a vibrant
atmosphere, and get acquainted with
Armenian culture. Then, it is worth visiting
the famous Lake Sevan with its breathtaking
landscapes and culinary delights, as well as
Dilijan National Park, which is ideal for nature
escapes and hiking.

Equally impressive are historical sites such
as the Garni Temple, where history blends
harmoniously with scenic views, and the
charming city of Gyumri with its unique
architecture and vibrant cultural life.

Each region of Armenia has its own character,
traditions, and flavors, and this diversity

is what makes traveling across the

country truly special.

Tourism Explorer: Thank you, Lusine, for
your time. We hope our readers will be
inspired to visit your beautiful country and
discover its true authenticity and unique
charm for themselves.

N

JlycuHe lesop2aH: [ocmenpuuMcmeo sexcum
8 OCHO8E MYypPUCMUYECKO20 0NbLIMA 8 ApMeHUU.
Focmu cmpaHsl Yyacmo 208opsim, Ymo 6o/1buie
8ce20 Ux sne4yamsigem menso /tooel, Komopsix
OHU 8Cmpeyarom.

Ansa nepesix suzumos s 661 pekoMeHA08a1a
Hayame ¢ EpesaHa: 30ece MOXHO nocemume
My3eu, ylomHsle Kage ¢ xusol ammocpepoll

U NO3HAKOMUMbCA C QpMAHCKOU Kya6mypod.
3amem cmoum omnpasumMeCs K 3HaMeHUmomy
o3epy CesaH € €20 NoMpACArUUMU Nel3axamu
U KYIUHOPHBIMU U3bICKaMU, 0 MaKxe 8
HAYUOHAbHbIT NapK AuauicaH, Komopsil
udeasnbHO Nodxodum 0715 omaobIxXa Ha npupode u
0/11 N0X0008.

He meHee sneyamaaowuMu A8A310mcs
ucmopud4eckue 06veKkmel, HaANPUMepP Xpam
lapHu, 20e ucmopus 2apPMOHUYHO coYemaemcs
C JUBONUCHBIMU 8UOAMU, U 040POBAMEbHbIL
20po0 Mompu ¢ yHUKanbHoU apxumekmypol u
ApKoU Ky/1emypHOU HU3HGHO.

Kaxcoelli pecuoH ApmeHuu umeem ceoll
Xapakmep, mpaduyuu u 8Kycsl, U UMEHHO 3MO
pasHoobpasue desaem nymeuiecmeaue no
CMpaHe no-Hacmosujemy 0CobeHHbIM.

Tourism Explorer: bnazodapum eac, JlycuHe,
3a ydeneHHoe epemsA. Mol Hadeemcs, Ymo
Hawu yumamenu 800xXHO8AMCA hocemums
eawly npeKpacHyr CmpaHy u cmoaym
8004UI OMKPbLIMb 0115 ce65 eé N0ONUHHYI0
aymeHmMuYyHoCMsb U Henoemopumoe
oyapoeaHue.
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Head of Thematic Tourism, MTK Global
South Korea

Alexander, what key ob-
jectives are you pursuing at MITT?

Alexander Kim: For MTK Global, MITT is the
first major offline platform in Russia after the
pandemic. We provide a full-cycle

service in South Korea-from airport reception
to comprehensive travel support. We work
with group and individual tours, MICE,
medical, beauty, sports, educational, premium
cultural tourism. Our main goal is to expand
our partner network. In the first days alone,
we held a number of promising negotiations,
and more than two thousand people visited
our website.

What are the main
insights from the exhibition?

Alexander Kim: First, there is a clear growing
interest in Northeast Asia. Korea is perceived
not only as a leisure destination but also

as a business hub in technology and
innovation. Second, the tourist profile has
changed: around 70% of discussions at our
stand are related to premium tailor-made
programs, business, and medical tourism.
Third, the market is actively looking for reliable
partners-we have already reached preliminary
agreements with agencies from various
regions. In 2025, Korea received 18.7 million
foreign tourists, exceeding pre-pandemic lev-
els, and by 2030 the country aims for

30 million visitors.

How does the
polarization of demand (budget vs. quality
travel) reflect in your segment?

20 TOURISM EXPLORER

PykoBoauTenb HanpaB/ieHUA
TemMaTu4yecKkoro Typmsma
komnaHum MTK Global
O>xHaa Kopes

AneKkcaHOp, Kakue
Knro4Yessble yenu sl cmasume neped cobol
Ha ebicmaske MITT?

AnekcaHdp Kum: /[ns MTK Global MITT -asmo
nepeas KpynHas ogaaliH-naousadka 8 Poccuu
nocsne naHdemuu. Ml obecneqyusaem nosHell
yukn ycaye 8 HoxcHol Kopee: om ecmpeyu 8
a3ponopmy 00 KOMN/AEKCHO20 CONPOBOXOEHUH.
Pabomaem c 2pynnogeiMu U UHOUBUQAYAAbHLIMU
mypamu, MICE, meduyuHckum, beauty,
CNnopmuegHsIM, 06pa308aMeNbHbIM U
npemuansHsIM Ky/bmypHeIM Mypu3MOM.
[naeHas yens - pacwupeHue napmHeépckol
cemu. Yxe 8 nepgele OHU Mbl hpogeAau psio
nepcnekmMueHbIX nepe208opos, a Haw calim
nocemusu 60os1ee 08yxX MbiCAY Ye/108eK.

Kakoebi 2na8HbIe uHcalimesi
ebiIcmasku?

AnekcaHdp Kum: Bo-nepesix, 3aMemeH
uHmepec k Cegepo-BocmouHol A3uu. Kopes
80CNPUHUMAEMCcsl He MO/bKO KOK Mecmo
0mobIXa, HO U Kak 0ea08as naow,aoka

8 cpepe mexHonozuli u uHHosayudl. Bo-
8MopsIX, U3MeHU/ICA nopmpem mypucma:
okos10 70% nepe2o8opos8 HO Haulem cmeHoe
C8A3QHbI C NPEMUAbHLIMU UHOUBUOYANbHbIMU
npozpammamu, 0es1086IM U MEOUYUHCKUM
mypu3mMoM. B-mpemeux, pbIHOK QKMUBHO
uwem HaodéxcHoIX NapmMHEPos - Mbl docmuaau
npedsapumesbHeix 002080pEHHOCMeU C
azeHmMcmeamu u3 peauoHos. B 2025 200y Kopes
NpuHANQA 18,7 MAIH UHOCMPAHHbLIX Mypucmos,
npessicus donaHAeMuliHble nokaamenu, a

k 2030 200y cmpaHa cmasum yens 8 30 MAH
2ocmedi.

Kak nonsapusayusa cnpoca
(3KOHOMUSA VS Ka4yecmeeHHbIli omobiXx)
ompaxcaemcsa Ha eawieM HanpaesneHuu?

AnekcaHdp Kum: Mol Habarodaem obe
meHOeHyuu. Kopes udeasnsHo nodxodum 044
popmama «kopomkuti, HO HacsIWeHHbIU»
0mMObIX: CMPAHA KOMNAKMHQA, pazsuma
UHppacmpykmypa, ckopocmtol noe3d KTX
coeduHsiem Ceyn u lycaH 3a 2,5 yaca. [nasHoe
- Mypucmsl Xomsm He Npocmo 0CMampueame
docmonpume4amenbHOCMU, a 4ye8cmeosame
CMpaHy U3Hympu. 3mo omee4yaem KoHYyenyuu

Alexander Kim: We see both trends. Korea is
perfectly suited for “short but intensive” travel:
the country is compact, infrastructure is highly

developed, and the KTX high-speed train
connects Seoul and Busan in 2.5 hours.

The key point is that tourists no longer just
want to see attractions-they want to feel the
country from within. This aligns with the
concept of DUALISM: a combination of
ultra-modern environments and deep
traditional culture.

How to find a balance
between interest in new destinations
and price sensitivity?

Alexander Kim: The key factor is product
flexibility. We design programs for different
budgets, but our focus is on high-value
travelers who prioritize unique experiences.
We are shifting from mass tourism toward
experience quality.

What do you offer in
the wellness tourism segment?

Alexander Kim: Korea is a global leader in
medical tourism and the beauty industry.
We see steady demand for health check-ups,
cosmetology, and anti-aging procedures.
The segment is shifting from surgery-based
services toward wellness and longevity.
The government is developing six wellness
clusters across the country. Our programs
include diagnostics, medical and cosmetic
procedures, SPA experiences, and temple
stays in Buddhist monasteries.

Why is interest in
medical travel continuing to grow?

Alexander Kim: Modern travelers seek
transformation-physical, emotional, and
cultural. Korea offers a unique combination
of advanced medical technologies, a strong
beauty industry, and rich culture.

The transparency of the system, including
tax refund schemes, makes the country
one of the most attractive medical tourism
destinations in Asia.

Which other travel
formats are promising?

Alexander Kim: Thematic travel:

gastronomy, art tours, cultural routes, sports
camps, and educational programs. Slow travel
is also growing-deep immersion in small cities,
local crafts, and nature experiences.

DUALISM: covemaHue ynsmpacospemMeHHoU
cpedsl U 21y60Kkol MmpaduyuoHHOU Ky/bmypel.

Kak Haxodume 6anaHc
Mex0y uHmepecomM K Ho8bIM HaANPABNEHUAM
U yyecmeumesnnbHOCMbH0 K yeHe?

AnekcaHdp Kum: Knrouesol pakmop -
2ubkocme npodykma. Mel c030aém npo2pammel
0715 pa3HbIx 6r00xemos, HoO Haw PoKyc

- Ha high-value travelers, komopeie yeHsm
YHUKaA6HbIU oneim. Mel cmewjaemcs ¢
MaCcco8oCMU HA Ka4ecmeo ene4yamseHud.

Ymo ewl npednazaeme 6
ceaveHme wellness-mypusma?

AnekcaHdp Kum: Kopes - muposoli audep e
MeOUYUHCKOM mypu3me U UHOYCmpuu Kpacomel.
Mei sudum ycmodivuselli cnpoc Ha check-up,
Kocmemosozuro, anti-age npoyedypsl. CeameHm
cmewjaemcss om onepayuli k wellness u
longevity. Mpasumenscmeo co30aém wecme
wellness-kaacmepos no eceli cmpaHe. B Hawux
npo2pamMmax - Oua2HOCMuUKa, MeduyuHcKUe U
KocMemoso2u4eckue npoyedypel, SPA, a makxce
temple stay e bydoulickux xpamax.

Moyemy uHmepec K
MedUYUHCKUM hoe30KaM npodosaem
pacmu?

AnekcaHdp Kum: CospemeHHsili mypucm
uwem mpaHcpopMayuro - pusudeckyro,
3IMOYUOHA/LHYIO, Ky/bmypHyto. Kopes
npeodsinzaem yHUKO/bHOe COYemaHue 8bICOKUX
MeOUYUHCKUX mexHoa02ul, UHOycmpuu
Kpacomel u 6o2amoli Kynbmypel. [1p03payHOCMe
cucmemsl, 8K/1KOYAS 8038PAM HON024, desaem
CMpPaHy 00HUM U3 COMbIX NpUB/aeKamenbHbiX
HanpaesneHul MeOUYUHCKO20 mypu3ma 8 A3uu.

Kaxue ¢opmamer omasixa
makKe A6A510MCsA hepcneKMuUeHsIMU?

AnekcaHdp Kum: Temamuyeckue
nymewecmeus: 20CmpoHOMUS, apm-noe30Ku,
Ky/1bmypHble MapWwpymel, CNOPMUBHbIe
fn02eps, 06pa3oeamesioHele NPO2PAMMSI.
Takowe pazsusaemcs slow travel — aaybokoe
nozpyxceHue 8 Ky/semypy HebonbWUX 20p0008,
3HAKOMCMEBO C peMécnamu u Npupodod.

Kakue co6bimusa mo2ym
cmame opaiieepamu mypusma?

AnekcaHdp Kum: Kopes akmusHO passueaem

cobbimuliHbll mypu3m. Ceysn — 00UH U3
yeHmpoe cospemMeHHO020 UCKyccmea 8 A3uu.
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Tourism Explorer: Which events could
become tourism drivers?

Alexander Kim: Korea is actively developing
event tourism. Seoul is one of Asia’s key
contemporary art hubs. In 2026, a major
milestone will be the return of BTS and their
world tour-the fan base numbers tens of
millions globally.

Tourism Explorer: Which new formats
are being developed and supported
by the government?

Alexander Kim: Korea is promoting regional
and regenerative tourism under the
REDUNICORN strategy. Regional airports,
cultural routes, and nature-based destinations
are being developed. One interesting initiative
is tourism passports that collect stamps from
different regions and UNESCO sites.

Tourism Explorer: What advice would you
give industry colleagues in 2026?

Alexander Kim: Sell not the destination, but
the meaning of the journey. Today's traveler
seeks experiences that transform
them-cultural discovery, health restoration,
inspiration. Korea offers an ecosystem where
technology, culture, and high service
standards merge into a single experience.

Tourism Explorer: What would you
wish Tourism Explorer readers?

Alexander Kim: To stay open to new
destinations and ideas. Companies that are
willing to experiment and create new formats
are shaping the future of the industry.

| wish inspiration, new discoveries, and bold
routes. Tourism connects people, cultures,
and countries.
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B 2026 200y knto4esbiM cObbimueM cmaHem
go3spauwjeHue 2pynnsl BTS u ux mypHe:
ayoumopus NOKAOHHUKO8 UcYucasgemcs
decssmKamu MUANUOHO8 NO 8CEMY MUPY.

Tourism Explorer: Kakue Hogsle popmamel
paseuearomca u NoddepiKusaromMca Ha
20cyoapcmeeHHOM yposHe?

AnekcaHdp Kum: Kopes npodsuzaem
KOHYenyuro pe2uoHansHoz20 U
pe2eHepamueHo20 mypu3mMa 8 PaMKax
cmpamezuu REDUNICORN. Pa3zsusaromcs
pe2uoHasbHbIe A3PONOPMel, Ky/bMypHsle
Mapuwipymel, NpUPOOHbIE HANPAB/EHUS.
VIHmepecHsIl npoekm - mypucmu4veckue
nacnopma co c6opoM Wmamnos U3 pasHeix
pezuoHos u ob6vekmoes HOHECKO.

Tourism Explorer: Kakoli coeem @bl 661 0anu
Kosnnezaam e 2026 200y?

AnekcaHdp Kum: [podasame He HanpasieHue,
a cMbICT nymewiecmaus. Typucm ce200HA uujem
onbIm, KOMopwblli e20 U3MeHUM: KyabmypHoe
OmKpeIMue, 80CCMAHOB/EHUE 300P08bS,
gdoxHoseHue. Kopesi npedsaazaem 3Kkocucmemy,
20e mexHo/102UU, Ky/bmypa U 8bICOKUU ypoB8eHb
cepsuCca COeOUHSOMCA 8 eOUHOEe 8neYamaeHue.

Tourism Explorer: Ymo 6bl 86l noxXcenanu
yumamensm Tourism Explorer?

AnekcaHdp Kum: CoxpaHAamMb 0mKpsImocme

K HO8bIM HaNpasaeHUAM u udesm. KomnaHuu,
Komopesle 20mo8gbl 3KCNepuMeHmuposams u
co30asame Hosble popmMamel, opmupyrom
bydywee ompacau. Xesnaro 800XHOBEHUS, HOBbIX
omkpsImull U cMensix Mapuwpymos. Typusm
06veduHssem ooded, Kybmypsl U CMPaHsl.

MHan
€pOCCUiCcKoro
KOHKYypca

(et

Lyubov Pervoy

Entrepreneur
Family company “Kladovaya Braterskikh”
(Yeysk)

Tourism Explorer: Lyubov, your company
is participating in MITT for the first time.
What goals have you set for yourself?

Lyubov Pervoy: For us, participation in MITT is
a strategic initiative to promote our region.
We represent the Yeysk district, aiming to
show it not just as a point on the map, but as a
multifaceted destination with a rich

history. The exhibition provides an
opportunity to reach the federal level,
establish dialogue with tour operators, and
present the potential of our region.

Tourism Explorer: What was your main
professional insight after the first
day of MITT?

Lyubov Pervoy: | was impressed by the
creative approach of regions and countries
in their self-presentation. It is clear that the

modern hospitality industry requires a
synthesis of marketing and authentic identity.
Successful stands were not just showcasing
services, but conveying the “soul of a place.”
Tourism today is a space for creativity,

where authenticity becomes a key factor

of attractiveness.

Tourism Explorer: Experts predict that in
2026 there will be a trend toward rational
choice and segmentation: either budget
travel or high-quality travel. How does
Yeysk fit into this model?

Lyubov Pervoy: Historically, Yeysk has been

Jlto6oBb llepBoii

MpepnpuHnmaTenb
CemeiiHas koMmnaHuAa «KnapoBas
Bpatepckux» (Evick)

Tourism Explorer: Jllo6oeb, eawia KOMNAHUA
enepsesie yyacmeyem e MITT. Kakue yenu sl
cmaeume neped coboii?

Jlro6oes lepeoii: [is Hac y4acmue 8

MITT - 3mo cmpamezuyeckas 3a0a4a no
npodsuxceHuro pecuoHa. Mel npedcmasnsem
Elickuli palioH, cmpeMscb NOKa3ame €20

He npocmo KAk MoYKy Ha Kapme, a Kak
MHO0202paHHOEe HanpaeseHue ¢ 6o2amoli
ucmopuedl. Beicmaska daem 803MOXCHOCMb
gbIlimu Ha ¢edepasbHbIl YpPOBeHs, yCMaHO8UMb
ouas02 ¢ myponepamopamu U 3a88Ums 0O
nomeHyuaae Hawe2o pe2uoHa.

Tourism Explorer: Ymo cmano 2n1a8H6IM
npogeccuoHanAbHLIM UHCATIMOM N0 UMo2am
nepeo2o dHa MITT?

Jlr6oes lMepeoii: MeHs eneyamaun
KpeamueHsili N00X00 pe2uoHo8 U CMpPaH

K camonpeseHmayuu. O4e8udHoO, Ymo
cospemMeHHas UHOyCmpus 20CmenpuuMcmea
mpebyem cuHme3a MapKemuH2a U N0OAUHHOU
udeHmMuU4YHoCmu. YcneuiHole cmeHobl
MPAHCIUPOBAAU HE NPOCMO ycAay2u, a «Oyuly
mecmax. Typusm ce200HS - 3mo meppumopus
meopyecmea, 20e aymeHmMu4YHOCMb
CMaHOBUMCS K/IK0Y€e8bIM PAKMOpPOM
npuesekamenbHOCMU.

Tourism Explorer: 3kcnepmel npo2Ho3upyom
6 2026 200y mpeHO HA PAYUOHANbHbI 8b160p
u ceeameHmayuro: nu60 3KOHoMuUs, NU60
KayecmeeHHb1l omabix. Kak € 3my modesns
enuceieaemcs Eiick?

Jlro6oes lepeoli: Elick ucmopuyecku
No3UyUOHUPYemcs Kak yeHmp cemeliHo20 u
6/00XemH020 0MOAbIXa Ha A308CKOM MOpe.
O0Hako Hawa 300a4a - 8bIiMmu U3 cmepeomuna
«UCK/HYUMeNb6HO dewessll NAax#». ¥ Hac
ecms YHUKQ/bHbIE Pecypcel: 1eYebHble

2pA3U, MUHEPATbHbIE UCMOYHUKU, KAUMam,
no3eo/arowWuli npuHUMame 2ocmeli ¢ anpens
no okmabps. Ham npedcmoum passusame
UH@pacmpykmypy wellness-HanpaeneHus u
cobbImuliHbIG Mypu3M, Ymobel NPedIoH UMb
mom camsili KaYecmeeHHbIU 0mobIX U
yg8eau4ume npoooaHUMmMenbHOCMb Ce30Ha.

Tourism Explorer: Ha duckyccusax MITT
06cyxcdanca pocm cnpoca Ha NPo2pPamMmes|
aKmueHo20 donzosnemus. C yeM c8A3aH
amom mpeHo?
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positioned as a center for family and budget
holidays on the Sea of Azov. However, our task
is to move beyond the stereotype of being
“only a cheap beach destination”.

We have unique resources: therapeutic mud,
mineral springs, and a climate that allows us
to welcome guests from April to October.
We need to develop wellness infrastructure
and event tourism in order to offer
higher-quality experiences and extend

the season.

Tourism Explorer: At MITT discussions,
there was talk about the growing demand
for active longevity programs.

What is driving this trend?

Lyubov Pervoy: In today's fast-paced world,
the key value is the quality of time and
personal energy. Many people can travel,
but the main question is how to preserve
energy to truly enjoy these experiences.
Health-oriented tourism responds to this
demand. Regions that can offer a
comprehensive approach to restoring
personal resources will gain a sustainable
competitive advantage.

Tourism Explorer: What strategies,
in your view, would help realize
Yeysk's potential in wellness tourism?

Lyubov Pervoy: The potential is significant
but requires a systematic approach. Today,
tourists seek a holistic experience: it is
important for them to restore energy through
immersion in local culture, nature, and healthy
lifestyle traditions. We need not only to
highlight natural assets but also to create a
modern environment-develop agritourism

and build new hotels. This will allow us to offer
guests an integrated wellness experience.

Tourism Explorer: How is domestic tourism
in Krasnodar Krai transforming? Which
directions are the most promising?

Lyubov Pervoy: The focus is shifting toward
authenticity. The region actively supports
agritourism, recognizing that it is not only

about the sea, but also about rich gastronomic
and historical traditions. Yeysk, as a former
merchant city, has a unique heritage.

The business community plans to develop
agritourism facilities where guests can
experience local crafts, expanding the
perception of the region beyond beach
tourism.
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Jlro6oees lMepeoii: B ycrosusx sbicokoli
OUHAMUKU 2/108HOU YeHHOCMbI CMaHo8UMCS
Ka4ecmeo spemeHU U pecypcHOCMe.
Bo3moxcHocme nymewecmeosame 0ocmynHa
MHO2UM, HO K/1t04e80li 80NpOC - KAK COXPAHUMb
3Hepaur, Ymobbl HACAAXOAMbCA 3MUMU
gneyamseHUsMU. Typu3m, opueHmupo8aHHsIl
Ha 0300pos/seHue, omee4aem HA 3mom
3anpoc. Pe2uoHsbl, CNoCobHbIE NPedNoH UMb
KoMn/ekcHoe peweHue 0715 80CCMAHOBAEHUS
pecypca, nosyyam ycmoliyugoe KOHKYpeHmMHoe
npeumyujecmso.

Tourism Explorer: Kakue cmpameauu, Ha eaw
8327150, NOMo2ym peasu30e8ams nomeHyuan
Eiicka e cpepe 0300poeumennbHoO20
mypu3ma?

Jlro6oes lMepeoli: [TomeHYUaN 02pOMeH, HO
mpebyem cucmemH020 nodx0da. Ce200HsA
mypucm cmpemumcs K 4es10CMHOMy
8nevyamsIeHuUro: eMy 8aXHO 80CCMAHOBUMb
pecypc yepes nozpyxeHue 8 0KAMNbHYH
Ky/n1iemypy, npupody u mpaduyuu 300po8020
06pa3a Hu3Hu. Heobxodumo He npocmo
3058/19Mb 0 NPpUPOOHOU 6a3e, a co30aeams
cospemeHHy cpedy - pa3eusames a2pomypusm,
Cmpoume Hogble omesu. 3mo No38oaAUM
npeodsIoXume 20CMAM KOMNAEKCHoIU N00xo0 K
0300p0B/IEHUH.

Tourism Explorer: Kak mpaHcgpopmupyemca
@HympeHHuli mypu3m e KpacHodapckom
Kpae? Kakue HanpaeneHus Haubonee
nepcnekmueHsI?

Jlro6oes lepeoli: Bekmop cmeuwjaemcA 8
CMopoHy aymeHmu4Hocmu. Kpali akmugHo
noddepxusaem azpomypusm, cnpagedsIu8o
no/aa2as, YMo HaWa meppumopus -

3MO He Mo/bko Mope, HO U 6o2amas
20CMPOHOMUYECKASA U UCMopu4eckas
mpaduyus. Elick kak 6sigwuli kyneyeckuli
20p00 06100aem yHUKAAbHLIM Hacieduem. B
nAaHax npednpuHUMamesasCKo20 coobujecmsa
- C030aHUe 06vekmo8 azpomypusma, 20e
20CMU CMO2ym 3HAKOMUMbCA € 10KAAbHbIMU
pemecnamu, pacwupsas npedcmasaeHue o
patioHe 3a npedessl NAAHHO20 0MOIbIXA.

Tourism Explorer: Kakue co6eimuliHele
Meponpuamus mMo2ym cmame dpaiieepamu
npueneyeHus mypucmoe e Eiickuii paiioH?

Jlr6oes lMepeoii: CobbimuliHbIl mypu3m -
MOWHbIU Kamanu3amop passumus. Y Elicka
ecme mpaduyuu: 20pod se19emcsi POOUHOU
pexcuccepa Cepzea boHdapuyka, 30eco
npoegodunuce kuHopecmusanu. Celivac
6u3Hec-coobuwjecmeso npopabamesieaem
KOHYEeNnYur KpyNnHO20 Mexpe2uoHaa6H020
pecmusans. Co30aHUE APKO20 peyNsipHO20

Tourism Explorer: Which events could
become drivers for attracting tourists
to the Yeysk district?

Lyubov Pervoy: Event tourism is a powerful
catalyst for development. Yeysk already has
traditions: the city is the birthplace of film
director Sergei Bondarchuk, and film festivals
have been held here. The business community
is currently developing the concept of a major
interregional festival. A strong recurring event
would increase tourist flows, extend the
season, and stimulate small business growth.

Tourism Explorer: How do you assess the
current state of resort infrastructure in the
Yeysk district, and what are the key
development tasks?

Lyubov Pervoy: Today there is a gap between
natural potential and infrastructure quality.
The main challenges are the short high
season, which creates issues with employment
and staffing, and the shortage of modern
accommodation facilities. The solution lies in
public-private partnerships: building
year-round hotels, developing event
programs, and creating conditions to retain
professional staff. Only a systemic approach
can unlock the city’s full potential.

Tourism Explorer: What is the main priority
in preserving the region’s attractiveness?

Lyubov Pervoy: Preserving the natural
environment and authenticity. Our uniqueness
lies in the cleanliness of the coastline.
Sustainable development principles and
support for local producers are not just
environmental trends but economic
necessities. It is important that guests

see not only upgraded infrastructure but
also well-preserved nature and feel historical
continuity. This is what makes tourism
valuable and the region resilient to

future challenges.

€obbimusA N0380UM y8eau4YUMs Mypnomok,
npooaUMs Ce30H U dacm UMny/asC pa3eumMuro
Man020 bu3sHeca.

Tourism Explorer: Kak esl oyeHueaeme
cocmosHue KypopmHoili UH¢ppacmpykmypeol
Eiickozo paiioHa u 3a0a4u no ee paseumuro?

Jlro6oes lMepeoii: Ce200HA cyujecmayem
pa3pele Mexdy NPUPOOHLIM NOMeEHYUA0M

u kayecmeom UH@pacmpykmypel. Karoyesele
8b1308b/ - KOPOMKUU 8bICOKUL CE30H, YMO
co30aem npobsiemel € 3aHAMOCMbIO U
Kadpamu, a makice depuyum cospemeHHbIX
cpedcme pasmeuwjeHus. PeweHue - 8 pazsumuu
20Cy0apCcmeeHHO-4aCmMHO20 NapPMHepPCcMea:
CMpoumesnscmeo Kpyan0200U4HeIX omesed,
cobbimuliHas nogecmka u co30aHue ycaosuli
0/151 3aKpensieHUs1 NPOPeCcCUOHANbHbIX KAOpPOs.
Tosbko cucmemHelli N00X00 ho380aAUM
PACKpbIMb NOMeHYuasa 20p00a.

Tourism Explorer: Ymo ssensaemcsa
2/108H6IM hpUOPUMEMOM 8 COXPAHeHuU
npuenekamensHOCMU pe2uoHa?

Jlro6oes lMepeoii: CoxpaHeHue npupodHoU
Cpedsl U aymeHmu4yHocmu. Hawa
YHUKG/6HOCMb - 8 YUCMOMme nobepexces.
lMpuHyun ycmoliyugo20 pazeumus, N000epxka
/I0KAAIbHLIX npou3sodumesneli - 3Mo He NPocmo
3K0/102UYeCcKUll mpeHO, a 3KOHOMUYecKasi
HeobxodumMocme. BaxHo, Ymobel 20cmu sudenu
He Mo/1bko 06HOB/EHHYIO UHGpacmpykmypy,
HO U YXOXCeHHY0 npupody, 4yscmeosanu
UCmMopu4ecKkyto npeemMcmeeHHOCMe.

3mo desaem omobIX YeHHbIM, 0 Pe2UOH -
ycmolivyugeIM K 8613080M 8peMeHU.
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est global workforce Co21acHO nocsedHemy 2106a16HOMY
y the World Travel & omyemy 0 mpy0o8sIX pecypcax,
C), the travel and ony6/1uKo8aHHOMY BcemupHbsIiM cogemom
rojected to support no mypusmy u nymewecmeusm (WTTC),
“million new jobs k 2035 200y cekmop nymewecmeuli
As of early 2026, obecneyum co3daHue npumepHo 91
ly completed its MUANUOHA HOBbIX paboyux mecm
'y phase and is no ecemy mupy. 1o COCMOAHUI HO
central pillar Ha4yasn0 2026 2000 ceKmop npakmu4yecku
mic growth. 3a8epwiu/s 3man 80CCMAHOB/EHUS NoC/e
naHoeMuu U 8HO8b NO3UYUOHUpPYyem cebs
KaK YeHmpasasHas onopa 00120CPOYHO20
3KOHOMUY€eCcKo20 pocmad.
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GLOBAL EMPLOYMENT SCALE:
THE CURRENT LANDSCAPE

WTTC data indicates that by the end of 2025,
global employment in travel and tourism had
reached approximately 371 million people,
accounting for nearly 10% of total global
employment, either directly or indirectly.

Looking ahead to 2035, projections suggest
that an additional 91 million jobs could be
created across the sector. In practical terms,
this means that one out of every three
new jobs globally over the next decade is
expected to be linked to travel and tourism
activities.

STRUCTURAL RISK: A GROWING
GLOBAL WORKFORCE GAP

Beyond growth potential, the report
highlights a critical structural challenge:
the widening gap between workforce

supply and demand. WTTC warns that by
2035, the global travel and tourism sector
could face a shortfall of approximately

43 million workers if current trends persist.

Key drivers behind this gap include:
Aging populations in major markets
Workforce attrition from service industries
Shortages of skilled and trained personnel

Declining attractiveness of operational and
frontline roles

Demand is expected to grow most rapidly in
customer-facing, operational, ground
services, and accommodation-related

roles, where human interaction
remains essential.
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MACLUTABbI I/IOBAJIbHOM
3AHATOCTU: TEKYLLAA KAPTUHA

AaHHele WTTC noka3sigarom, Ymo K KOHYY
2025 200a 2n06a16HAs 30HAMOCMb 8 Cepe
nymewecmeuli u mypusma docmuana
npumepHo 371 MUANUOHA Yesnoeek, Ymo mak
unu uHaye cocmassasem nodymu 10% om
obweli 2n06an6HOU 30HSMOCMU.

B nepcnekmuse k 2035 200y npozHo3upyemcs
co30aHue donosHuUmMesnbHelx 91 MUAAUOHA
paboyux mecm e cekmope. [lpakmuyecku
3IMo 03Ha4Yaem, Ymo Kaxcdoe mpemse

Hogoe paboyee Mecmo 8 mupe 8 caedyroujem
decamunemuu bydem C853aHO C
dessmesibHOCMbIO 8 Chepe nymewecmesuli U
mypu3sma.

CTPYKTYPHbIV PUCK: PACTYLLUNIA
INI05A/IbHbIA KAAPOBBbIA
PA3PbIB

[Tomumo nomeHyuasna pocma, 8 omyeme
nodyepkugaemcs cepbe3Has CmpyKmypHas
npobsiemMa: ygeau4usaroujulics paspeie
MexC0y CnpOCOM U NpednoxeHUeM Ha pbiHKe
mpyoda. WTTC npozHo3upyem, ymo k 2035
200y 21060/16HbIl cekmop nymewecmesul

U mypusma Moxem CmoKHymscs ¢
HexeamkoU npumMepHo 43 MUaIUOHO8
pPabomHuUKo8, ecau mekywjue meHoeHyuu
COXPAHAMCA.

Knrouesovimu ¢GKmOpGMU, cmoAawuMU 30
3mum pa3peiéoM, A8/AAHOMCA:

YeenuueHue 803pacma HacesneHUA Ha
OCHOBHbIX pPbIHKAX

Ommok paboyeli cunbl U3 Cep8UCHbLIX
ompacnel

Hexeamka keanugpuyupo8aHHoO20 u
06y4YeHH020 nepcoHana

CHuxceHue npussekamesieHocmu
onepayuoHHbIX do/muHocmell

Cnpoc, kak oxcudaemcs, 6ydem pacmu
Haubosee bbICMpPbLIMU MeMNAMU Ha
No3uyusix, C8A3AHHbLIX C HenocpedCcmeeHHOoU
pabomolii ¢ kKnueHMamu, onepayuoHHoU
deamesibHOCMbI0, HA3eMHbIM
o6cayxusaHueM u pasmeujeHUeM, 20e
yesoseyeckoe e3aumodelicmeue ocmaemcs
He3aMeHUMBbIM.

REGIONAL IMBALANCES
BECOME MORE PRONOUNCED

The workforce gap is not evenly distributed
geographically. WTTC's long-term projections
indicate that by 2035:

China may require an additional
16.9 million workers,

India approximately 11 million,

and the European Union around 6.4 million
new employees across the travel and
tourism ecosystem.

In advanced economies such as Japan,
demographic dynamics could result in
workforce supply falling nearly 30% short
of demand, underscoring the need for
structural labor and immigration strategies
to sustain tourism growth.

ACCOMMODATION SECTOR AT
A CRITICAL THRESHOLD

One of the most exposed segments
identified in the report is the
accommodation sector. Due to its
labor-intensive nature, hotels and resorts
are expected to require approximately
8.6 million additional workers by 2035.

This outlook positions talent development,

retention strategies, and workforce engage-
ment as strategic priorities for hotel opera-

tors, resort groups, and alternative accom-

modation providers globally.

e

PErVIOHAJIbHbIA JNCBAJIAHC
CTAHOBUTCA BOJIEE
BbIPAXXEHHbIM

Kadpoeelli paspeie pacnpedeneH
2eo2papuyecku HepagHOMepHo.
JonzocpoyHeie npo2Ho3sl WTTC ykaseiearom,
umo k 2035 200y:

Kumatro moxcem nompebosamecs
donosiHumesnsvHo 16,9 MAH pabomHukos,

WHOuu - npumepHo 11 MAH,

Eeponeiickomy coto3y - 0k0/10 6,4 MAH HOBbIX
compyoHUKo8 8 IKocucmeme nymeuwiecmesuli
u mypusma.

B passumsix 3KOHOMUKOX, MAKUX KaK
AnoHus, demozpapuyeckas QUHAMUKA

MO cem npugecmu K momy, Ymo
npeodnoxceHue paboyeli cunsl 6yoem noumu
Ha 30% Huxce cnpoca, Ymo nodyepkusaem
Heob6xo0uMoCmes CMpPYyKMypPHbIX MpPydo8sixX

U UMMU2PAYUOHHbLIX cmpamezuli 014
noddepxaHusa pocma mypu3ma.

CEKTOP PASMELLLEH/A HA
KPUTUYECKOM PYBEXE

OO0HuUM U3 Haubosee yA38UMbIX CE2MeHMO8,
8blAB/IEHHbLIX 8 OMYeme, A8/A5emcsi CeKmop
pasmeuwjeHus. B cuny ceoeli mpydoemkocmu,
omenu U Kypopmel, Kak oxudaemcs,
nompebyrom npumepHo 8,6 MUANUOHA
donosiHumenbHoIx pabomrukos k 2035
200y.

Takue nepcnekmuesi desarom pasgumue
cnocobHocmel, cmpame2uu yoepxaHus
nepcoHana U 808/a1e4eHHOCMb PabOMHUKO8
Cmpameauyeckumu hpuopumemamu

015 omenedl, KYypopmHsIx 2pynn u
a/1bMepPHAMUBHbIX CPeOCcma pasmewjeHuUs no
gcemy Mupy.
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STRATEGIC FRAMEWORK:
BUILDING SUSTAINABLE
EMPLOYMENT

To ensure that growth remains

sustainable, WTTC calls for stronger
coordination between public institutions and
the private sector. The report emphasizes
several strategic focus areas:

Long-term partnerships between industry
and educational institutions

Vocational training and reskilling programs

Increased participation of young people and
women in the workforce

Broader adoption of flexible and inclusive
employment models

WTTC President & CEO Gloria Guevara
underlines that travel and tourism continues
to function as a strategic driver of
economic resilience and social inclusion,
while stressing that workforce planning

has now become as critical as

demand growth itself.

OVERALL ASSESSMENT

As of 2026, travel and tourism is reinforcing
its central role in the global economy not
only through demand recovery, but through
its job creation capacity, regional
development impact, and strong
economic multiplier effect. WTTC's
findings make it clear that the coming
decade will represent a period of
workforce-led transformation, position-
ing human capital at the core of sustainable
sectoral growth.
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Y \ ycmOUHUGOZO ompacsieegoco pocma.

CTPATETMHECKUE PAMKU:
CO34AHUE ycTON4YnBoun
3AHATOCTU

Ymobel obecneyums ycmolvyusocme
pocma, WTTC npu3sieaem k 60s1ee mecHol
KOOpOUHayuu Mexoy 20cy0apCcmeeHHbIMU
UHCMUMymamu u YaCmHsIM CEKMOpPOM.

B omyeme nodyepkusaemcs Hecko/1bko
Cmpameauyeckux HanpasaeHul:

JonzocpouHoe napmHepcmeo mexoy
0mpacaero U 06pa308aMeNbHLIMU
y4pexcoeHuUAMU

[Mpo2pammel NpogeccuoHanbHO20 0by4YeHuA
u nepeksanupukayuu

[TosblweHue y4acmusi Moa00eXU U HeHWUH
8 3aHFMocmu

bosnee wupokoe sHeOpeHue 2ubKUX U
UHK/1K03UBHbIX Modenell 3aHamocmu

[Mpe3udeHm u 2eHepanbHbIl dupekmop
WTTC opus lesapa nod4yepkusaem, 4mo
nymewecmeusi U mypu3m npoooaxarom
gbICmMyname cmpameau4yeckum opaiieepom
3KoOHoMuYeckol ycmoliyusocmu

U coyuanbHoli UHK/3UBHOCMU,
00HOBpPEMeHHO aKYeHmMupys, 4Ymo Kadpogoe
NAQHUPOBAHUE menepsb CMAso CMOSb He
Kpumuy4ecku 8aXCHbIM, KOK U pOCm cnpoca.

OBLLYAS] OLEHKA

Mo cocmosiHuro Ha 2026 200 nymewecmeaus
U mypu3sm yKpensisirom ceor YeHmpasasbHyHo
po/ib 8 2/1060/16HOU 3KOHOMUKE He MO/16KO
Yepe3 60CCMAHOB/EHUEe cnPoca, HO U
uepe3 cnocobHocmes co3oaeame paboyue
mMecma, enusHUe Ha pe2uoHasn6Hoe
passumue u cunbHbIl 3KOHOMUYecKuli
My/lbmunAuKamueHslil 3¢pgexkm. Bbigoob|
WTTC acHo darom noHsime, Yymo 2psdyujee
decasmusemue cmaHem nepuodom
mpaHcpopmayuu, dsuxcumoli YeanoeeyecKkum
Kanumasom, 4mo cmasum e20 8 0po

+201025005128

PREMIUM ULTRA ALL- INCLUSIVE-24

We pride ourselves on offering premium service that
satisfies even the most discerning palates.

An innovative delight with a unique charm, pleasing not
only the stomach, but also the eye and soul.

2N s
4 4+

Every day, various activities with an international
animation team are provided all over the territory
of hotel from 10:00 AM till 02:00 AM.

.
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We are proud to offer for all guests free Wi-Fi in the

hotel to stay connected anytime during their
amazing holiday with us!

reservation@rehanaresorts.com



INTERVIEW SECTION

“Voices of the
Industry”

bsiok naTepBbio « o10ca nHIyCTpHUNY

WHAT TRULY MATTERS
FOR A PROFESSIONAL
TODAY?
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Olga Philippova

Media and Marketing Director,
HelloOtel TurboMarketing 2 LK)
General Coordinator, TE]URISH

Tourism Explorer Magazine & EXPLORER

Dear colleagues and partners,

Ahead of the release of the 4th issue

of our Tourism Explorer magazine, we
traditionally asked ourselves a key
question: what truly matters for a
professional today? In a period marked
by turbulence, shifting logistics, and the
restructuring of consumer habits, there is
a need not only for timely information but
also for refined expertise. That is why we
built this issue around the “living voices” of
industry leaders from senior hotel
marketing executives to founders of tour
operator holding companies and chief
editors of leading B2B media outlets.

In this section, you will find analyses of
unique strategies: from a comparative
review of the tourism markets of Russia
and Turkiye by Rashad Mamedov,

to discussions on the importance of
rewarding excellence in the industry
with a representative from HelloOtel
management. Together with Guzel Kiyak,
we reflect on the profile of the modern
executive, while Tatiana Karseka reveals
new dimensions of Egypt's tourism
marketing. We spoke with Selcuk Meral,
one of the creators of key industry events,
and learned from Ahmet Haluk Ozsevim
how media maintains a balance between
speed and depth.

At a time when tourism is becoming
increasingly fragile yet simultaneously
more adaptive, expert opinions are not
just analytics. They are a compass that
helps us see the horizon, even when the
immediate landscape

changes every day.

Osnbra umnmnona

Aupexkmop no medua u MapkemuH2y
HelloOtel TurboMarketing,
leHepasbHelIl KOOPOUHAMOP
xypHana Tourism Explorer

Yeancaemeoie konne2u u napmuépel!

B npeddsepuu sbixoda 4-20 Homepa HawIe2o
xypHana Tourism Explorer Mbi mpaduyuoHHO
3a00/1UuCb 80NPOCOM: YmMO delicmaumenbHO
8aX(HO 014 npogeccuoHasna ce2o0HA? Bpems
mypéyneHmMHoOCmMu, CMeHbl 102UCMUKU U
nepecbopku nompebumenbCkux npusslveKk
mpebyem He npocmo onepamueHol
UHGOpMayuu, a 8eleepeHHOU IKCnepmus3sl.
VimeHHO no3momy OaHHbIU 8bINYCK Mbl
nocmpousu 8okpya “#uessix 20/10c08”
1udepos UHOYCMpPUU - 0OM mMon-MeHeoHepos
omesIbHO20 MapKemuHaa 0o ocHosamesel
myponepamopcKux X010UH208 U 2/108HbIX
pedakmopoe gedywux B2B-medua.

B amowm pa3dene bl Halioéme

pa36bopel yHUKAMLHbLIX cmpame2uli: om
CPABHUMENLHO20 OHAAU3A MYPUCMUYECKUX
peiHKos Poccuu u Typyuu om Pawada
Mamedosa do obcyxdeHus 8axHocmu
noowypeHus Ay4uux 8 ompacau ¢
npedcmasumenem meHedxmeHma HelloOtel.
Bmecme c lo3enb Kellisgk Mbl pa3melwiasgem

0 nopmpeme co8pemMeHH020 ynpaeneHya, a
TamesHa Kapceka packpeleaem HO8ble 2paHU
mMapkemuHaa Ezunma. Mel no2ogopuau

€ C030amesIMU K/A0Ye8bIX 0ompacsaeasix
cobbimuti - Cenb4ykom Mepasom - u y3Hanu
y Axmema Xasroka O3cesuma, Kak meoua
COXPAHAOM 6a/NAHC MeXOY CKOPOCMbHO U
2/1y6UHOd.

B 3noxy, ko20a mypu3mM cmaHo8umMcs 8cé
60s1ee Xpynkum U 0OHOBPEMEHHO 2UbKUM,
3KCnepmHsle MHeHUsl - 3Mo He NPpocmo
aHAAUMUKA. 3mo KoMnac, komopell
nomozaem HaMm eudeme 20pU30HM, daxce
K020a 64AUXCHUU NAOH MeHSemcsi Kaxcoblli
deHe.

TOURISM EXPLORER
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Product Destination Manager
HelloOtel TurboMarketing Egypt

Topic:
Analysis of the Specifics of
Hotel Marketing in Egypt

Tourism Explorer: Tatiana, Egypt has
traditionally been associated with beach
holidays and diving. However, the market
is changing. What unconventional
marketing approaches are currently most
effective for promoting Egyptian hotels in
the CIS and European markets?

Tatiana Karseka: Indeed, the classic
positioning of Egypt as a “sea + all-inclusive”
destination no longer provides the same
competitive advantage. Today, the winners are
those hotels that can repackage their product
and work with emotions, meanings, and new
travel scenarios. | would highlight several
unconventional, yet already proven,
approaches.

First, niche targeting and working with
micro-audiences. Instead of mass campaigns,
hotels are increasingly creating offers tailored

to specific interests: digital detox programs,
gastronomic weekends, yoga retreats, and
educational family holidays. Such products are
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Product destination manager
HelloOtel TurboMarketing Egypt

Tema:
AHanu3 cneyugpuku
MapkemuHaa omenei E2unma

Tourism Explorer: TambsHa, E2unem
mpaduyuoHHO accoyuupyemcs € NAAHCHbIM
omasixom u 0alieuH20M. OOHAKO PbIHOK
MeHsemcs. Kakue HecmaHOapmHeie
MapKemuHaoesle x00bl celiyac pa6omarom
ny4ywe ece20 0714 NPoo8UMCEHUS e2unemcKux
omeneii Ha poiHkax CHI u Eeponei?

TameaHa Kapceka: /felicmeumessHo,
K/Aaccu4Yeckoe no3uyuoHuposaHue Ezunma
Kak HanpaeneHus «mope + all inclusivex»

yoKe He daem npexcHe20 KOHKYPeHMHOo20
npeumyujecmea. Ce200Hs 8blU2pbI8AOM me
omesu, Komopsie yMerom nepeynakoseieame
cgoli npodykm u pabomame ¢ SMOYUAMU,
CMbICAAMU U HOBLIMU CYeHapusMu omasbixa.
A 6bl 8610€/1U10 HECKO/LKO HECMAHOAPMHBIX,
HO y#e 00Ka3a8WUX C8OH 3PPekmusHOCMb
nodxodos.

Bo-nepseix, 3mo HuwesaHue u paboma ¢ Mukpo-
ayoumopuamu. Bmecmo maccoseix kamnaHuli
omesu 8ce Yauje co30arom npeds1oxeHuUs noo
KOHKpemHsle uHmepecsi: digital
detox-npo2pammesl, 20CMpPOHOMUYecKUe
yukeHdel, io2a-pempumel, cemeliHbie
06pazosamesibHbie KAHUKYbl. Takol npodykm
/1e24e Npoo8U2aMb Yepe3 Map2emupo8aHHbIe
KaHaAbl, U OH 8bi3bieaem 60s1ee 8bICOKULl
yposeHb 808/e4YEHHOCMU.

Bo-emopeix, akmueHo paszeusaemcs
K0A1a60payUOHHbIT MapKemuH2. Peys udem o
napmdepcmeax ¢ bpeHoamu, UH@eHcepamu
u daxce 06pa3oeamesibHbIMU NAAMGOPMAMU.
Hanpumep, coemecmHsie npo2pamMme| ¢
pumHec-mpeHepamu, wiep-nosapamu uau
wellness-3kcnepmamu no3eo/arom

omesiro 8oI1limu 30 paOMKU CMAHOAPMHO20
mypucmu4ecko20 npeododeHUs U NoAy4yume
docmyn K yxce cpopMupOo8aHHbIM ayOUMOPUSM.

Tpemudi 8axcHbIG MpeHO - KOHMeHm,
opueHmMUpPoB8aHHsIU Ha oneim (experience-driven
storytelling). Ansa psiHkoe CHI" u Esponel ce2o0HA
0cobeHHO xopowo pabomarom Kopomkue
gudeopopmamel, peasnbHsie ucmopuu 20cmed,
30KyAUCHbIU KoHMeHm. [Tosns308amenu xomam

easier to promote through targeted channels
and generate higher engagement.

Second, collaborative marketing is rapidly
developing. This involves partnerships with
brands, influencers, and even educational
platforms. For example, joint programs with
fitness trainers, chefs, or wellness experts
allow hotels to go beyond standard tourism
offerings and access already established
audiences.

The third key trend is experience-driven
storytelling. For CIS and European markets,
short-form video content, real guest stories,
and behind-the-scenes content are
particularly effective. Users want to see the
“real Egypt” not just perfect beaches, but also
atmosphere, people, and emotions.

This increases trust and lowers the
decision-making barrier.

It is also important to highlight product and
marketing flexibility. Rapid adaptation to
seasonal trends, economic conditions, and
changing tourist behavior is critical. This may
include dynamic pricing, event-based offers,
or personalized packages.

Another effective tool is reputation
management and user-generated content
(UGQC). Hotels that systematically encourage
guests to share reviews, photos, and videos
gain organic reach that is often more effective
than traditional advertising.

Finally, digital technologies and
personalization cannot be overlooked.

The use of CRM systems, behavioral analytics,
and automated communications enables a
more precise dialogue with customers-from
the first contact to repeat sales.

Overall, successful promotion of Egyptian
hotels today is less about geography and
infrastructure, and more about creating
a unique experience and communicating
it effectively.

Tourism Explorer: What are the main
differences in positioning Egyptian hotels
compared to those in Turkiye or the UAE?

Do Egyptian hoteliers rely on anything
beyond “sea and sun"?

Tatiana Karseka: Professionally speaking,
the positioning of hotels in Egypt has
historically been built around a strong core
product year-round sunshine, the Red Sea,
and affordable all-inclusive offerings.

gudems «Hacmosawul E2unem» - He Mo/bKoO
udeasibHble NAAXCU, HO U ammMocpepy, ntoded,
3Moyuu. 3mo noseiwaem dogepue U CHUXaem
bapeep npuHAMUS peuweHus.

OmodensHO cmoum ommemume 2Uub6KoCMeo
npodykma u mapkemuHza. beicmpas
adanmayus npedanoxeHuUli N0 Ce30HHbIe
mpeHdbl, 3SKOHOMUYECKYH CUMYayuro

U/uU U3MeHeHUs 8 hogedeHUU Mypucmos

- Kpumuy4ecku 8ax3cHa. 3mo Moxem

66/Mb OUHAMUYeCKoe YeHoobpa308aHue,
cneynpednoxceHus «nod cobsimue» uau
nepcoHaANU3UPOBAHHbIE NAKEM®I.

Ewje 00uH 3¢ppekmueHeIli UHCMpyMeHm -
paboma c penymayuel u UGC
(user-generated content). Omesu, kKomopele
cucmemHoO cmumyaupyrom 2ocmeli 0eaumescs
om3bi8aMu, $omo u 8udeo, hoay4Yarm
op2aHuU4Yeckuli oxeam, KOmMopell 3a4acmyro
IppekmusHee mpaduyUOHHOU peknamel.

Y HakoHey, Heslb3A He ynoMAHYymb

Yyuppossie mexHoa02UU U hepCOHANUIAYUIO.
Ucnhosab3osaHue CRM, aHanumuku noseodeHus
nose3oeameseli U ABMOMAMU3UPOBAHHbIX
KOMMYHUKayul no380/4em 8blcmpaugame
60166 moyeyHsili OUA102 C KAUEHMOM - 0m
nepe8o2o KOHMAKMa 00 NOB8MOPHbIX NPOOAX.

B yesnom, ce2o0HA ycnewHoe npodsuiceHue
e2unemckux omeseli - 3mo He CMOo/bKO NPO
2e02paduro U UHGPaAcMpykmypy, CKo/MbKo
npo co30aHUe YHUKA/NbHO20 ONbIMA U yMeHue
npasusasHoO 0 HeM Paccka3ame.

Tourism Explorer: B yem 2nagHole omnu4usa
8 No3uyuoHuposaHuu omeneii E2unma no
cpasHeHuro c omenamu Typyuu unu OA3?
Adenarom nu ezunemckue omensvepol cCMaABKy
HA YMo-mo uHoe, KpoMme «Mops U CONHYA»?

TameaHa Kapceka: Eciu 2osopume
nNpo®eccuoHaNbHO, MO NO3UYUOHUPOBAHUE
omeseli 8 E2unme ucmopuy4ecku
delicmeumesnbHO CMpPOUIOCL BOKPY2 6G308020 U
04YeHb CUMLHO20 NPOOYKMA - KPy2/10200U4HO20
conHya, KpacHozo mops u docmynHozo all inclu-
sive. 3mo ¢yHOameHm, Komopelli NO-npexcHemy
obecneyusaem cmpaHe KOHKYpeHmMHoe
npeumyujecmeo, 0CobeHHO Ha MACCo8bIX
PbIHKOX.

OO0Hako Kno4esoe omauyue om Typyuu

u OA3 - 8 cmaduu 3pesnocmu npodykma u
cmpykmype uHeecmuyud. Typyus 30 nocneoHue
20061 €0en10/1a cepbe3Hblli Ppbl8OK 8 CMOPOHY
PA3HO06PA3USA U «yNAKOBKU» ONbIMA: aKYeHm
Ha 2acmpoHoOMUU, cemeliHOU UHGpacmpykmype,
memMamu4eckux omessx, 8bICOKOM ypogHe
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This foundation still provides a
competitive advantage, especially in
mass markets.

However, the key difference compared to
Turkiye and the UAE lies in the maturity of
the product and the structure of
investments. Turkiye has made

significant progress in diversifying and
“packaging” experiences: focusing on
gastronomy, family infrastructure, themed
hotels, high service standards, and
in-resort entertainment.

The UAE, on the other hand, sells not just
vacations, but status and unique
experiences architecture, urban
development, shopping, event tourism,
and the luxury segment.

Egypt, for a long time, remained in the
“value for money” niche offering good
quality holidays at reasonable prices. But
the market is gradually changing.

Today, Egyptian hoteliers are
increasingly focusing on
several key areas:

Diving and active tourism. The Red Sea is
one of the world's top diving destinations,
and this is no longer just an add-on but

a standalone demand driver. Specialized
dive hotels, water sports centers, and
kitesurfing (especially in El Gouna and
Soma Bay) are expanding.

Boutique and lifestyle products. There is

a growing number of smaller,
concept-driven hotels focusing on design,
atmosphere, and personalized service
moving away from mass-market models
and attracting higher-spending audiences.

Wellness and long-stay segments. Thanks
to its climate, Egypt is positioning itself as
a destination for winter stays, recovery,
and digital nomads. SPA facilities, wellness
programs, and retreats are developing
rapidly.

Cultural and excursion tourism. Unlike
Turkiye and the UAE, Egypt has a unique
world-class historical heritage. There is
now a gradual integration of beach and
excursion products-combined tours
(sea + Luxor/Cairo) and infrastructure
development around new museums
and archaeological sites.

Premium and luxury segments. Although
still behind the UAE, Egypt's upscale hotel
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cepsuca u passneyeHull sHympu pezopma.
OA3, 8 ce0t0 04Yepeds, NPOAArOM He CMO/LKO
0mObIX, CKOILKO CMAMyc U YHUKANbHbIT
onbIM: apxumekmypa, ypoaHUCMuKa, WonuHe,
cobbimuliHbIl mypu3sm, luxury-cezameHm.

Eaunem xce doszoe spems ocmaeascs 8
Huwe «value for money» - xopowee ka4ecmeo
omosixa 3a pa3yMHble 0eHbeu. Ho celivac
PbIHOK NOCMeneHHO MeHAeMCH, U 3MO 8aXHO
ommemume.

Ce200HA e2unemcKue omesnbepsl 8ce
yauwje denarom cmaeKy Ha cnedyrouwjue
HanpaeneHus:

JalisuH2 u akmueH®bIli 0mobIX

KpacHoe mope - 00uH u3 ay4uiux
dalis-HanpassneHuUl 8 Mupe, U 3mo yxe 0a8Ho
He npocmo 0oNnoHeHUe, a CAMOCMOoAMesnbHbIl
dpatisep cnpoca. Pazsusaromcs
Cneyuanu3upoBaHHsie dalis-omenu, YeHmMpeol
800HbIX 8UJ08 cnopma, KalimceppuH2
(ocobeHHo 8 3nb-TyHe u Coma-bed).

bymuk- u lifestyle-npodykm

Mosiensiemcs 6osbuIe He60AbUWUX
KOHYenmyasasHeIX omesel ¢ aKYeHmMoM Ha
ou3aliH, ammocgepy u NepcoHANU3UPOBAHHbIU
cepsuc. 3mo nonelimka ylimu om

«MaCCco8020 KOHgeliepa» U npueneys bosee
naamMexecnocobHyr ayoumopuro.

Wellness u donzocpo4Hoe npoxcusaHue
bnazodaps knumamy E2unem Ha4uHaem
No3uUyUOHUPOBAMbLCA KOK HaNpas/aeHue
0714 3UMOBKU, 8occmaHosneHus, digital
nomads. Pazsusaromcs SPA, npo2pammesl
0300p08/IeHUS, pempumel.

KynemypHsiii u 3KCKypCUOHH®bIU mypu3m

B omauyue om Typyuu u OA3, y Eaunma
ecms yHUKQ/IbHOe ucmopuyeckoe

Hacneoue Mupogo2o yposHsA. U celiyac

udem nocmeneHHas UHMe2payus

NASHHO20 U 3KCKYPCUOHHO20 Npodykma -
KOMOUHUpPOBAHHbIE mypsl (Mope + Jlykcop/
Kaup), pazeumue uHgpacmpykmypsi 80Kpy2
HOBbIX My3ee8 U apxeo/s02u4eckux 06vekmos.

Premium u luxury-ceameHm

Xoms oH noka ycmynaem OA3, e Eaunme
aKmMu8Ho pacmem ceameHm 6os1ee dopo2ux
omeseli C 8bICOKUM ypOB8HeM cepaucal.
OcobeHHO 3Mo 3aMemHOo 8 HO8bIX NPOEKMax u
peHosayusXx.

lMpu 3mom 8axcHO NoHUMaMb:

E2unem noka He koHKypupyem ¢ OA3 8 naaHe
«8ay-3¢pekmar» U He N0AHOCMbH 002HA/
Typyuro no yposHro cmaHoapmu3sayuu

segment is growing, particularly through new
developments and renovations.

It is important to understand that Egypt does
not yet compete with the UAE in terms of
“wow effect,” nor has it fully caught up with
Turkiye in service standardization. However,
its strength lies in the combination of price,
climate, and natural resources

that is difficult to replicate.

In conclusion, “sea and sun” remain the
foundation of Egypt's positioning. However,
the market is no longer limited to this. There
is a clear shift toward diversification focused
on experiences, specialization, and quality
improvement. This is not a revolution, but an
evolution, and it will continue to gain
momentum in the coming years.

How quickly do Egyptian

hoteliers adapt to tourist feedback and
adjust their product? Do you often
encounter resistance to changing
infrastructure or concepts based on
market demand?

Tatiana Karseka: Overall, the Egyptian
hospitality market has become
significantly more flexible and responsive
to tourist feedback compared to 10-15
years ago. The speed of adaptation
largely depends on the hotel’s level,
brand, and management structure.

In international chains, processes are
well-structured: feedback is collected through
online platforms, internal surveys, and
ratings, and decisions are made relatively
quickly. Changes whether in food concepts,
service standards, or partial room
renovations can often be implemented
within a single season.

Local and independent hotels tend to adapt
more slowly. Much depends on the owner:
their willingness to invest, involvement in
operations, and understanding of current
trends. In such cases, changes may take
several seasons or even years.

At the same time, competition between
Egyptian resorts has intensified significantly
in recent years. This has become a key driver
of change: hoteliers are forced to respond
more quickly to market demands whether
improving food quality, developing family
infrastructure, introducing adult-only
concepts, or enhancing service levels.

As for resistance to change, such situations
do occur. However, this is usually not due to

cepsuca. Ho ezo cuneHas CMOPOHA - 2MOo
coyemaHue yeHeol, Kaumama u npupoaHoeo
pecypca, kKomopoe C/10XHO socnpoussecmu.

Vmoe:

Ja, «Mope u conHye» ocmaromcs 0CHogol
no3uyuoHUpo8aHUA E2unma. Ho peIHOK yxce He
02paHu4Yusaemca smum. Yldem nocmeneHHas
odusepcupukayus npodykma - 8 CMOPOHY 0nbima,
Cneyuanu3ayuu u nogeleHus kayecmea.

3mo He pego/oyus, O 380/10YUS, HO OHA yXxce
3amemHa u 6ydem ycunueamecs 8 bauxcaliwue
200bl.

Kak 6bicmpo e2zunemckue
omensepsl adanmupyromcsa K 06pamHoli ceAa3u om
mypucmoe u MeHAtomceoii npodykm? Yacmo au
npuxodumcs CmanKueamesCA ¢ HexcenaHuem
Ymo-mo MeHAMb 8 UHPpacmpyKmype unu
KOHYyenyuu nod 3anpocel poIHKa?

TamesHa Kapceka: B yesom e2aunemckull
20CMUHUYHbIU PbIHOK CE200HA CMas 20pa300
60s1ee 2ubKUM U YysCmeumesibHbIM K 06pamHol
ces3u mypucmos, yem 3mo 6ei10 10-15 1em
Ha300. CKopocme adanmayuu 80 MHO20M
3aeucum om ypoeHs omesd, bpeHOa u
CMpPyKmMypesl ynpasieHus.

Ecnu mel 2080pUM 0 MeHOYHAPOOHbIX Cemsx,
mo mam npoyeccsl 86ICMPOEHLI CUCMEMHO:
0bpamHas cesa3b cobupaemca yepes
OHAAUH-NAAMOPMbI, BHYMpeHHUEe onpocsl,
pelimuHau, U peweHUs NPUHUMAOMCS
doCcmamoyYHo bbicmpo. ViameHeHuUa mo2ym
8HeopAMbLCA 8 mevyeHuUe 00HO20

Ce30Ha - 6ydb mo 0bHoeseHuUe KoOHYenyuu
nuUMAaHuUs, Cep8uUCHbLIX CMAHOAPMo8 uau
YacmMuy4Has peHosayuUss HOMePHO20 GOHOQ.

JlokaneHble omenu, 0CO6eHHO He3asucuMble,
Kak npasuso, adanmupyromcsi MedneHHee.
30ecb MHO20€ 3a8UCUM 0M CO6CMBEHHUKA:
€20 20MOBHOCMU UHBECMUPOBAMb, YPOBHS
808/1e4eHHOCMU 8 ONePAayUOHHbIE NPOYeCCbl
U NOHUMQHUS meKyuux mpeHoos. B makux
CAyYasx UsMeHeHUsi Mo2ym 3aHUMamMe om
HeCKO/IbKUX Ce30H08 00 HeCKO/bKUX 1em.

[pu 3mom 8axHO omMemums, YmMo 8 nocaedHue
2006l KOHKYpeHYusa Ha Kypopmax Eaunma
3HAYUMeE/IbHO yCUAUAACL. IMO CMAsIO K/HYeabiM
opalisepom usmMeHeHUl: omesibepbl 8bIHYHOEHbI
bbICmpee peazupo8amMb HA 3aNPOCLI PbIHKA

- 6y0b Mo yy4duweHue ka4ecmsea NUMAHUs,
pazsumue cemelHol UHPpacmpykmypebl,
gHedpeHue adult-only koHyenyul uau
nossiweHuUe yposHsa cepauca.

Ymo kacaemcs Hexces1QHUSA 4YMO-mMo MeHAMs -

makue cumyayuu, 6e3yc108H0, 8CMPEYArMCS.
Yauwje 8ce2o 3mo C8530HO He C U2HOPUPOBAHUEM
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ignoring feedback, but rather to
constraints budgetary, technical, or
conceptual. Not every infrastructure
feature can be quickly modified without
significant investment or full
reconstruction.

There is also an inertia factor: if a hotel
maintains stable occupancy and works
with established markets, owners may not
see an urgent need for change. However,
in the long term, such strategies tend to
lose out to more flexible competitors.

Which regions of

Egypt (Sharm El Sheikh, Hurghada,
Marsa Alam, El Alamein) do you see as
the most promising for growth in
tourist flows from the CIS and

Europe, and why?

Tatiana Karseka: To put it briefly,

| would distribute the “bets” as follows:
Sharm El Sheikh remains the
“locomotive.” It is a proven performer:
stable charter traffic, developed
infrastructure, and strong brand
recognition among tourists from the
CIS and Europe. It also benefits from
convenient logistics and a

year-round season.

Hurghada is the “all-rounder.” It suits
almost all segments: families, divers,
budget travelers, and mid-range tourists.
Growth here will be driven by its broad
audience base and continuous expansion
of the hotel supply.

Marsa Alam is the “dark horse” with
strong potential. This is more about
premium, ecology, and untouched reefs.
Europeans especially from Germany and
Italy are already actively developing this
destination, and the CIS market

is gradually following.

El Alamein is a bet on the future. For now,
it is more about image and investment
than mass tourism. However, with further
infrastructure development and
Mediterranean positioning, it could
become a new “summer hit”

for European travelers.

Tatiana, thank you
for your time. We wish Egypt continued
dynamic evolution as one of the world’s

key tourism destinations.
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06pamHol c853uU, a C 02PAHUYEHUAMU:
6004 MHbLIMU, MeXHUYeCcKUMU uau
KoHYyenmyasnsHeIMU. Hanpumep, He Kaxoyro
UHGpacmpykmypHyr 0cobeHHoCmeb

MOMHO 6bICMPO U3MEHUMb 63 Cepbe3HbIX
uHeecmuyuli unu NoaHOU pekoHCmMpyKyuu.

Takxce cyujecmsyem ¢akmop uHepyuu: ecau
omesib cmabubHO 3a2pyxHeH U pabomaem

C onpedenéHHbIMU PbIHKaMU, CO6CMBeHHUK
MoXxcem He sudeme CpoYHoU Heobxooumocmu
8 UaMeHeHUAX. OOHaKo 8 00/120CPOYHOU
nepcnekmuee makue cmpamezuu, Kak
npasuso, npouzpeiearom b6osee 2ubkum
U2POKaM.

Kakue pe2uoHsl E2unma
(Wapm-anse-Lleiix, Xypeada, Mapca-
Anam, 3ne-AnameliH) el sudume Haubosnee
nepcneKmueHbsIMU C MOYKU 3peHus pocma
mypnomoka u3 CHI u Eeponel u noyemy?

TameaHa Kapceka: Eciu kopomko u no deny -
5 661 pacnpedenuna «cmaeku» mak:

- Wapm-ane-Llelix - no-npexcHemy
«/10KOMOMUB». IMO KaK hposepeHHbIl

xum: cmabussHele Yapmepel, pazsumas
UHGpacmpykmypa u y3Haeaemocmes y
mypucmos u3 CHI" u Egponel. [1nroc - y0obHas
/102UCMUKQ U KPy2/10200UYHbIU CE30H.

- Xyp2ada - yHugepcansHbIl condam.
Modxodum nouymu ecem cezmeHmam: cemoU,
datigepel, 6r0dxem u mid-range. Pocm 30eco
6ydem docmuz2amecs 30 C4EéM wupomel
ayoumopuu U aKmugHo020 pacuupeHus
omesibHoU 6a36l.

- Mapca-Anam - «<meMHas 10WAOKA» C
60/6WUM NOMEHYUAIOM. IMO yxe ucmopus
npo npemuyM, 3K0/02Ut0 U HEMpPOoHymeole
pugel. Esponeliysi (ocobeHHO u3 [epmaHuu

u Vimaauu) e20 akmusHO «packa4yusaromn», u
CHI nocmeneHHO hodmsausaemcs.

- nb-AnameliH - cmaeka Ha 6ydyuwjee. Celivac
3mo 60/1bWe NPO UMUOHC U UHBECMUYUU,

yeM npo maccoswili nomok. Ho ¢ pazsumuem
UHPpacmpykmyps! u npoodeudeHUs Ha
CpeduzeMHOM MOpe OH MOxem Cmame HO8bIM
«1eMHUM XUmoM» 0151 egponeliyes.

TamesHa, 6naz200apum
eac 3a ydesneHHoe epems. Xenaem Eaunmy
daneHeliweli OUHamMuy4Holi 38004UU
6 cmamyce 00H020 U3 K/1H0Ye8bIX
mypucmuyeckux HanpaeneHulii.

Founder of TBS Group Holding

Topic:

Comparative

Analysis of the Russian and
Turkish Tourism Markets

Mr. Mamedov, you are

well acquainted with both markets.
When comparing consumer behavior of
tourists from Russia and Tuirkiye, what
are the key differences in hotel selection,
booking duration, and approach to

extra expenses?

Rashad Mamedov: The key difference lies in
the perception of travel itself. For a Russian
tourist, an outbound trip is typically the main
event of the year, which implies a high
willingness to spend on comfort and
additional services. Turkish tourists, especially
in domestic trips, travel more frequently

and are more focused on family budgets

and cost efficiency.

Hotel selection: For Russian tourists, the

hotel is the central element of the product.
Key criteria include 4-5-star category,
all-inclusive systems, developed infrastructure,
and consistent service. They are willing

to pay extra for

OcHoBaTenb xonauHra TBS Group

Tema:

CpasHumenwvHsll aHANU3
mypucmuYecKux psIHK0O8
P® u Typyuu

Focnodux MameOdos,
8bl Xopowo 3Haeme 06a poiHka. Ecau
cpasHueams nompebumesnocKoe
noeedeHue mypucmos u3 P® u Typyuu, e
YyeM 3aK/NH0YAOMCA K/K0Yeeasle pasnuyus
8 8abl6ope omens, daumenbsHoCMu
6poHuUpoeaHus u nooxooe K
donosiHUMenbHLIM mpamam (extra expense)?

Pawad Mamedoe: Kiwoyesoe paznu4ue - 8
80CNpUSAMUU CaM020 0mMAbixa. J1s pOCCUSHUHA
3apy6excHeIl myp - 3mo, Kak Npasuso, 2108H0e
cobbimue 200a, Ymo nodpa3ymesaem 8bICOKYH
20mMoBHOCMb MPAamMume Ha KoM@popm u
donosHumensHsle ycayau. Typeykuli mypucm,
0C0beHHO 80 BHYMpPeHHUX Noe30Kax,
nymeuwecmeyem 4auje, 0pueHMuUpPo8aH

Ha cemeliHbIl 6100x#EM U 3KOHOMUYHOCM®b
CMpyKmypesl pacxodos.

Bei6op omens: /s poccutickoeo mypucma
omese - YeHMPANbHbIU 31eMeHm nPoodykma.
Kntoyessie kpumepuu: kKamezopus

4-5%, cucmewma all inclusive, pazsumas
UHGpacmpykmypa u cmabussHell cepauc.
OH oxomHo donsa4usaem 30 y3HO8AEMbIL
6peHOd, nepsyro AUHUK U KOYECmeo NUMAHUS,
80CNPUHUMAsI 0Omeb KOK OCHOBHOE

mMecmo npebeigaHus. Typeykue mypucmsi
KOMOUHUpyrom popmamel: omenu cpeoHe20
ceaMeHma, anapmameHmsl, NPOXUBAHUE Y
podcmeeHHUKo8. Cmamucmuka nokassieaem,
4ymo pasmeujeHue y 6U3KUX 3aHUMaem
O0OMUHUPYHOUYH0 00110 HOYEBOK.

AnumenbHocme 6poHUPOBAHUA: Y POCCUAH
Habs1rv0aemcss meHOeHYUs paHHez20
naaHuposaHusi. OKHO 6pPOHUPOBAHUA HA
maccosbix HanpasaeHuax (Typyus, Maasoussi,
OA3) usmepsemcs HedeasamMu U Mecayamu.
Typeykul mypucm yauje cogepwaem Kopomkue
noe3oku 8 me4eHue 2000, MHo2uUe U3 KOmopbIX

- 8U3UMbI K pOOCMBEHHUKAM, NAGHUpPYeMble
CNOHMAHHO UAU N0 OPUYUAIbHLIE NPA3OHUKU.

Extra expenses: Pocculickue mypucmel

30K1006180H0M 3HAYUMENbHbIU 6r00X3em
Ha anzpelio HoMepa, SKCKYpCUU, WonuHz
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recognized brands, beachfront locations,
and high-quality food, viewing the hotel as
the primary place of stay. Turkish tourists
tend to combine formats: mid-range
hotels, apartments, or staying with
relatives. Statistics show that
accommodation with relatives accounts
for a dominant share of overnight stays.

Booking duration: Russian tourists tend to
plan ahead. The booking window

for mass destinations (Turkiye, Maldives,
UAE) is measured in weeks or months.
Turkish tourists more often take short
trips throughout the year, many of which
are visits to relatives, planned
spontaneously or around public holidays.

Extra expenses: Russian tourists allocate
significant budgets for room upgrades,
excursions, shopping, and spa services,

focusing on a “premium experience”
during their main annual vacation. Turkish
tourists, especially domestically, are more
cost-conscious: a large portion of the
budget is saved through staying with
relatives, while spending is concentrated
on food, family activities, and
price-sensitive shopping.

The Russian market

has historically been oriented toward
mass beach tourism, while Tarkiye
actively develops domestic tourism and
diversification. What unique

strategies and products does

TBS Group apply to succeed in these
two different markets?

Rashad Mamedov: Our company grew on
the Russian mass outbound product, but
today we operate within two frameworks:
as a provider of “ready-made” seaside
holidays for Russian tourists and as a
partner within the Turkish tourism
ecosystem, which is moving away

from seasonality.

For the Russian mass beach market:

We focus on building full-package
solutions: charter flights, guaranteed hotel
quotas in Turkiye, Egypt, Thailand, and the
UAE, based on the “flight + hotel + transfer
+insurance” model. We offer a diversified
product line by service level from
affordable 3-4-star options to premium
5-star all-inclusive resorts, with a strong
focus on the family segment and
transparent pricing structures. We
manage demand flexibly, quickly
reallocating volumes between warm
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u SPA, opueHmMupysce Ha «owyuw,aemyro
npemuasabHOCmMb» pa308020 OCHOBHO20
omnycka. Typeykue mypucmel,

0C06eHHO HO 8HyMpeHHeM pblHKe,

60s1€€ 3KOHOMHbI: 3HOYUMebHAS YaCMb
6r00xeMa «3KOHOMUMCSI» 30 cHem
NpoXCUBAHUSA y pOOCMBEHHUKO8, 0 mpPams|
KOHYeHmMpupyromcsa 80kpy2 NumaHus,
cemeliHbIX akmugHocmel U wonuH2a ¢
8bICOKUM BHUMAHUEM K UeHe.

Poccuiickuli pbIHOK
ucmopuyecku opueHmupoeaH Ha Maccoeslii
naaMcHoIli omobix, 8 mo epemMs Kak Typyus
aKMueHo pa3eueaem 6HympeHHUlU mypusm
u dueepcugukayuro. Kakue yHukansHeole
cmpameauu u npodykmel TBS Group
npumeHsem 0211 ycnewHol pa6omel Ha
amux 08yX Pa3HbIX PeIHKAX?

Pawad Mamedoe: Hawa KomMnaHus
8bIpOC/IA HO POCCULICKOM MACCOBOM 8bl€30HOM
npodykme, Ho ce200HA pabomaem & 08yx
/102UKQX: KOK NOCMABU4UK «20MO08020»
MOPCKO20 0MObIXa 0/15 POCCUSIH U KOK
napmdep mypeykoli 3Kkocucmemsl, yxodauwjel
0m ce30HHOCMU.

Ansa pocculicko2o Macco8o20 NAAHHO20
pbIHKa: Mol desnaem cmaeky Ha
KOHCMpYupoBaAHUE NOAHO20 NAKeMa:
YyapmepHbie nepesosKu, 2aPAHMUPOBAHHbIE
keomel 8 omendax Typyuu, E2unma, TaunaHOa,
OA3 no modenu «nepesem+omenb+mpaHcoep
+cmpaxoekan.

Pazsuma nuHelika no yposHo cepauca: om
docmynHsix 3-4* 0o npemuaneHeix 5* all
inclusive ¢ akyeHmMom Ha cemeliHbIl ceameHmM U
NOHAMHYH GUHAHCOBYIO MOOEb.

Mei 2ubko ynpasasem cnpocom, 66icmpo
nepepacnpedensisg 06veMbl Mexdy mensasiMu
HanpasaeHUAMU 8 omeem Ha U3MEeHEeHUSs
2e0Nn0/IUMUKU U G8UACO0OUEHUS.

Ana mypeyko2o peIHKa U mypeyxkux
napmHepos: Ml nepexodum om 4ucmo
NAAHHO20 K Kpy2/10200U4HOMY NPoodyKmy:
OKmMU8HO passusaem npo2pamMmel NO
Cmamb6yny, Kannadokuu, mepmanbHeIM

U MeOUYUHCKUM Kypopmam. 3mo
coomeemcmeayem 2occmpame2uu Typyuu no
odusepcupukayuu mypu3sma.

Mei co3daem ko-npodykmel ¢ mypeykumu DMC:
COBMECMHO «ynaKkoseigaem» pecmusasnu,
2acmpoHomuyeckue mypel, wellness u med-
ical-nakemel, Ymo no3e80/19em 3aN0AHAMb
0meJiu 8He 8bICOKO20 Ce30HA U N08LILIAMb
CpeoHUll Yex.

destinations in response to
geopolitical shifts and changes in
air connectivity.

For the Turkish market and partners:

We are transitioning from purely
beach-focused products to year-round
offerings: actively developing programs in
Istanbul, Cappadocia, as well as thermal
and medical tourism destinations.

This aligns with Turkiye's national strategy
for tourism diversification.We co-create
products with Turkish DMCs: jointly
packaging festivals, gastronomic tours,
wellness, and medical packages. This
helps fill hotels during low seasons and
increase average spending per tourist.

Unique cross-market solutions:

We develop combined programs such as
“beach + experience” (one week on the
coast plus 2-3 days in Istanbul or
Cappadocia), allowing Russian tourists
to discover Turkiye beyond the
all-inclusive format.We also create
specialized thematic products sports
camps, wellness tours, educational
programs that resonate with Russian
consumers and align with Tarkiye's
strategy to increase tourism

revenue per visitor.

In your view, how do
macroeconomic factors (currency
fluctuations, inflation) differently

impact Russian outbound flows and
Turkish domestic demand? Which
market is currently more resilient?

Rashad Mamedov: Macroeconomic
factors have a multidirectional impact.
Russian outbound tourism is critically de-
pendent on the ruble exchange rate.

A stronger ruble (as seen in 2025-2026)
significantly boosts demand for premium
hotels and new destinations. Conversely,
devaluation reduces volumes by

20-30% and shifts demand toward the
budget segment.

Turkish domestic demand is more
resilient due to diversification and
government support. High inflation and
lira volatility reduce real incomes, but
transport and hotel subsidies, along with
a focus on short trips, allow the market to
continue growing despite rising costs.

At present, the Turkish domestic market
demonstrates greater resilience.
It grows through diversification policies

YHukansHble npodykmossie peweHus
«Mexcoy» 08yMs PbIHKAMU:

Pazpabomka KOMOUHUPOBAHHbIX NPO2PAMM
«N/IAXHC + IMOyUsA» (Hedend Ha nobepexcee +
2-3 0HA 8 Cmambyne uau Kannadokuu), Ymo
no3gosigem poccutickomy mypucmy ysudeme
Typyuro wupe popmama all inclusive.

Co30aHue cheyuanu3upPoBaHHbLIX
memamu4eckux npodykmoe: CnopmugHele
c6opel, wellness-mypesi, 06pazoeamesbHele
npo2pamMmel, KOMopele NOHSMHbI POCCUICKOMY
nompebumesnto U 10XAMCs 8 CMpamez2uto
Typyuu no ygenu4yeHuUto 00x00a ¢ mypucma.

Kak, Ha eaw 63210,
MaKpo3KoHOMu4Yeckue ¢pakmopel
(kone6aHusa eanom, uHpAAYuUA)
no-pasHomy enusArmM Ha MypnomoKu us3
P® u Ha eHympeHHuii mypeykuii cnpoc?
Kakoli u3 peiHKoe celivac deMoOHCmMpupyem
6onbwyro ycmoiiyueocme?

Pawad Mamedoe: BiusHue MaKpO3KOHOMUKU
delicmeaumesibHO PA3HOHANPAB/NEHHO.

- Poccutickuli 8ble30H00 NOMoK KpumuyYecku
3as8ucum om Kypca py6a4. YkpensneHue
HayuoHaneHoU sanromel (kak 8 2025-2026

22.) pe3Kko noseliaem cnpoc Ha 30pybexcHole
npemMuym-omesnu U Hogble HaNPaesaeHus.
Jesanveayus, Hanpomus, cokpawaem
o6vemel Ha 20-30%, cmewas uHMepec 8
6r00X0eMHBbIU cezmeHm.

BHympeHHuUl mypeykuti cnpoc ycmot4ue
6s102000psA dusepcupukayuu u 20cnoddeprke.
Bobicokas UHGAaYuA u 801aMUALHOCMb AUPSI
CHUXCarOM peasibHble 00X00bl HACEeEeHUS, HO
cybcuduu Ha mpaHcnopm U omesnu, a Makxe
$OoKyC Ha Kopomkue noe30KU No380AMm
PbIHKY pacmu, HeCMompsA Ha pocm 3ampam.

Ha ce2o0HAwHUl 0eHb mypeykul
8HymMpeHHUU peIHOK 0eMoHCmMpupyem
6osabwyro ycmotiyueocme. OH pacmem

3a cyem nosuMuUKU dusepcupukayuu u
/1051/16HOCMU MeCmMH020 CNPoca, mo20a Kak
pocculickuli gble30HOU ocmaemcs 8 8bICOKOU
cmeneHuU 3a8UCUMOCMU OM 8AMOMHbIX
Kos1e6aHUU.

Kakue mpeHOsi 8
20cmenpuumcmee, nonynsapHelie Ce200HA 8
Typyuu, 86l c{umaeme nepcneKmueHsIMuU
0151 8HedpeHuUsA 8 omensx,
OpUEHMUPOBAHHbIX HA POCCUlicK020
mypucma?

Pawad Mamedos: CospemeHHas Typyus
desiaem CMaeKy Ha NePCOHANUIAYUIO,
yugposusayuro u ycmoulyueoe
20cmenpuumcmeo. 3mu mpeHdbl U0easbHO
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and strong local demand loyalty, whereas
Russian outbound tourism remains highly
dependent on currency fluctuations.

Tourism Explorer: Which hospitality
trends currently popular in Turkiye
do you consider most promising for
implementation in hotels targeting

Russian tourists?

Rashad Mamedov: Modern Turkiye

is focusing on personalization,
digitalization, and sustainable hospitality.
These trends align perfectly with the
expectations of Russian tourists, who are
accustomed to all-inclusive systems

but increasingly seek variety.

Personalization and family focus:
Individualized wellness programs: Turkish
hotels are implementing personalized spa,
fitness, and detox packages tailored

to age and interests (anti-stress programs
for parents, active zones for teenagers).
This significantly increases loyalty among
the family segment, which accounts for
60-70% of Russian tourist flows.Children’s
concepts with a Russian touch:

traditional mini-clubs are evolving into
thematic spaces with Russian-speaking
animation and culinary workshops.

Digitalization and convenience:
Contactless services: mobile check-in,
QR-based menus and services,
Russian-language chatbots. These reduce
language barriers and accelerate service
delivery critical for Russian tourists who
value efficiency.Hybrid entertainment:

a mix of online and offline experiences,
including live-streamed concerts and
virtual tours of destinations like
Cappadocia directly from hotel rooms.
This trend helps retain younger
audiences and families within the hotel,
expanding the boundaries of

traditional resort entertainment.
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HOKAa06I8AOMCA HA 30NPOCLI POCCULICKUX
mypucmos, npuseikwux K all inclusive, Ho
HANOYWUX pa3HO06PA3US.

lMepcoHanu3zayus u cemeliHbll $OKYC:
VIHOusudyanbHbie wellness-npozpammel:
Typeykue omenu eHedparom
nepcoHanu3uposaHHele SPA, gumHec u
demokc-nakemsl € y4emom 80o3pacma u
UHMepecos (aHmMucmpecc 0414 pooumesned,
QKMUBHbIE 30Hbl 019 N0OPOCMKO8). Mo
HaNPAMYH nogeliaem A105/16HOCMb
cemeliHo20 ce2mMeHma poCCuUsiH, Komopbll
cocmassigsem 60-70% nomoka.

Jemckue KoHyenyuu ¢ pyCCKUM aKyeHmom:
3gos1r0YuA CMAHOAPMHbLIX MUHU-K/1Y608 8
CMOPOHY memMamu4eckux NPocmMpaHcme ¢
PYCCKOA3bIYHOU aHUMAYUeU U KyAUHApHbIMU
Macmep-KAaccamu.

Lu¢posuszayus u yoob6cmeo:
beckoHmakmHeil cepsuc: Check-in yepe3
npunoxceHue, QR-kodel 019 MeHI0 U ycaye,

Yyam-60mesl HQ PyCcCKOM si3bike. IMO CHUMaem

A3bIKoBoU bapsep U yckopsiem cepsuc,
Ymo Kpumu4ecku 8axcHo 04151 pocculickux
mypucmos, yeHawux 3pgpexmueHocme.

TubpudHsie paseneyeHus: OHAAUH/OPpAAlUH-
AHUMAYUS, Xusble MPaHCIAYUU KOHYepmos,
gupmyasnsHele mypsl no Kannadokuu u3
Homepa. 3mom mpeHd cnocobcmeayem
yoepxcaHuUr Mosao0excu u cemeli 8 omese,
pacwupssa 2paHUYsbI NpuseIYHO20 docyaa.

Agency Relations Manager
Ela Excellence Hotel

Topic:

The Profile of a

Successful Manager in the
Hospitality Industry

Tourism Explorer: Guzel, you started your
career as a Guest Relations Agent,
progressed to a Marketing Manager (B2B)
role in a large hotel chain, and now serve
as an Agency Relations Manager at

Ela Excellence. What is the key lesson from
your “frontline” experience that still guides
you as a manager today?

Guzel Kiyak: The most important lesson is the
ability to truly understand both the guest and
the partner, rather than simply following
procedures. When you start in Guest
Relations, you learn to see a real person
behind every situation, not just a task.

Now, in a managerial role, this helps me make
decisions not only logically but also

intuitively understanding where to tighten
control and where to allow flexibility. Another
critical aspect is speed of response. On the
frontline, you cannot postpone decisions,

and | consider this skill essential in
management.

MeHea>kep no pa6oTe c areHTCTBaMu
OTensb Ela Excellence

Tema:

lMMopmpem ycnewHo20
ynpaesneHya e cpepe
20cmenpuumcmed

Tourism Explorer: 03ens, 86l HAYUHANU
ceoro Kapeepy ¢ nosuyuu Guest Relations
Agent, npowinu nyme 00 MapKemuHa-
MeHeOdxcepa (B2B) e kpynHoli omenwsHoli
cemu, ceiiyac 3aHUMaeme 00/MHCHOCMb
MeHedXcepa no pabome ¢ azeHmcmeamu
8 Ela Excellence. Kakoii 2naeHblii ypok

u3 pabomel «Ha nepedoeoii» 00 cux nop
nomozaem eam KakK ynpaeneHyy?

ro3ens Kelliak: Cameili 2108HbIU ypoK - 3Mo
YMeHue 4yecmeoeams 20CmMsA U NOPMHEPQ,

a He npocmo pabomame No pe2aameHmy.
Kozda mel HayuHaews ¢ Guest Relations, mel
yduwsca sudems 3a kaxcool cumyayueli
)HUB020 Yesoseka, a He 3a0ay4y. Celivac, yxe
Ha ynpaesieH4Yyeckol ho3uyuu, 3mo nomozaem
NPUHUMOMeb peweHUsi He MOo/bKo 102U4eCKU,
HO U UHMYUMUBHO: NOHUMAMb, 20€ HY}CHO
ycunume KOHMpPOe, a 20e - 0ame 2ubKoCcmMe.
M ewy€ 00UH 8aXCHbIU MOMEHM - CKOPOCM®b
peakyuu. Ha «nepedoesoli» mel He MOXcewWb
omk/1a0618aMb PeUIeHUs, U 3mom HagsIK 5
CYUMQr0 KpUMUYecKu 8AXCHbLIM 8 ynpassieHuu.

Tourism Explorer: Ymo, Ha eaw 83210,
A6n15emcs 2/108HbLIM 0palieepomM KapbepHo20
pocma e 2ocmenpuumcmee? U kak
U3MeHU/ICA 8aW CMUb ynpassieHus npu
nepexode u3 cemeeasix omeseii 8

Ela Excellence?

lo3ens Koiliak: [nasHbil dpalieep - 3mo He
onsIim cam no cebe, a cnocobHocmMs 6pame
Ha cebss omeemcmeeHHOCMb bbicmpee,

yeM 3mo2o om mebs uoym. B uHoycmpuu
20CMenpuuMCmea 8blU2pbI8arOM He me, Kmo
dosbwe pabomaem, a me, kKmo 6eicmpee
noHumMaem 6u3Hec U NPoYeccs! 8 Ye/noM: KaK
npodaémcs npodykm, KaK popmupyemcs
NpubbIb, KOK NPUHUMAKOMCS pelieHUs.

Mol cmunb ynpaeneHuUs moce U3MeHUCA.
Ecnu paHsuwe s 6osbwie ¢pokycuposanace Ha
808/164EHHOCMU U OMHOWeHUsX, mo celivyac
3Mo 6aAaHC: CMPYKMYypa, YéMKUe OHUOAHUSA
U npu 3mMoM COXpaHeHue 4e/n08e4eck020
KoHmMakma. 5 3a M2KoCme 8 KOMMYHUKAYUU, HO
HECMKOCMb 8 CMAHOAPMAX.
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Tourism Explorer: In your opinion,
what is the main driver of career
growth in hospitality? And how did
your management style evolve when
transitioning from chain hotels to
Ela Excellence?

Guzel Kiyak: The main driver is not
experience itself, but the ability to take
responsibility faster than expected.

In hospitality, those who succeed are
not necessarily those who have worked
longer, but those who understand the
business and its processes more quickly:
how the product is sold, how profit is
generated, and how decisions are made.
My management style has also evolved.
Previously, | focused more on
engagement and relationships; now,

it is about balance: structure, clear
expectations, while still maintaining
human connection. | believe in

softness in communication,

but firmness in standards.

Tourism Explorer: Today, what serves
as the strongest proof for an agency
that they are working with a
successful B2B manager: numbers,
response speed, personal charisma,
or something else?

Guzel Kiyak: Today, none of these alone
is sufficient, neither numbers nor
charisma by themselves.

A strong B2B manager is a
combination of three factors:

* Predictable results: the agent
knows they will deliver a satisfied
client with your support.

* Speed and reliability: you

retain the agent by providing timely
and high-quality information.

* Personal trust: the agent

chooses you even when pricing
conditions are equal with other hotels.

But to be honest, in the long run, the
winner is not the one who “charmed” the
partner, but the one who consistently
delivers on the partner’s objectives.

Tourism Explorer: How would you
define the profile of the ideal manager
in hospitality today? Is it a strategist
driven by analytics, or someone who is
present daily in the lobby? And is there
a “red line” you have set for yourself as
a leader?

44 TOURISM EXPLORER

Tourism Explorer: Ymo ce200Hs 0nsa
azeHMcmea Aensaemcs 21a8H6IM
doKazamesnibCmMeoM mo2o, Ymo nepeo
HuMu ycnewHolii B2B-meHedxcep: yugpel,
cKopocme peakyuu, NU4YHoe obasHue unu
Ymo-mo uHoe?

rro3ense Keoiiisak: Ce200Hs 3moz2o yice
HeAoCMamoyHo - HU Yudp, HU Xapu3mel NO-
omoesibHOCMU.

CunoHelli B2B-meHedxcep - 3mo KoMbuHayus
mpéx ¢akmopos:

* [Ipedcka3yemsili pe3ysnsmam - a2eHm
noHUMaem, Ymo ¢ meoel NOMOWjb0 OH
nosy4yum 0080/1bHO20 KAUEHMA.

* CKOpOCMb U HA0EXHOCMb - Mbl He mepsellb
a02eHma, ceoespemMeHHO 0a8as HYMHYH U
KayecmeeHHyr UHPOPMayuro.

* Jlu4uHoe dosepue - ko20a a2eHM 8blbupaem
meb6s 0axce npu PAaBHbLIX eHOBbIX yCA08UAX C
Opy2umu omenamu.

Ho ecau 2080pume yecmHo: 800/2yH0
gblU2pbI8aEM He Mom, KMo «04apo8as», a
mom, kmo cmabuseHOo 3a0Kpeieaem 300a4u
napmHepa.

Tourism Explorer: Kakum bl sudume
nopmpem udeansHo20 ynpasaeHya

6 20cmenpuumcmee: 3mo cmpamea ¢
aHanumukol unu yesnoeek, Komopolii
excedHe8HO 8bixooum 6 n1066u? U
cyujecmeyem /U «KPACHAS AUHUSA»,
Komopyto el 014 ceba KaK pykoeooumens
onpedenunu pas u Haeceao0a?

ro3ensw Koliisk: VdeansHsil ynpaeneHey,

- 3Mo He 8b160p Mexdy cmpamez20m u
Yes108ekoM «8 nose». IMo Yes08ek, Komopell
ymeem 6bime U mem, U Opy2um. Tel do/mueH
NoHUMame yu@pel, peIHOK, NPOOYKM - HO npu
3MOM pezy/IiPHO 8bIXOOUMb «8 0NePayUI»,
Ymobbl He mepsAMms C853b C PEAsbHOCMBHO.
Mos au4Hasa «KpacHas AUHUA» - 3Mo
HeysaxceHue K Il0AM U omcymcmeue
omeemcmeeHHOCMU 3a pe3ynemam. OwubKu
donycmumel. bespazauyue - Hem.

Tourism Explorer: Ecnu 661 861 nUCanu KHU2y
«Kak nocmpoume kapeepy 8 mypusme»,
Kakas 2naea e Heli 6bina 661 camoli

8aX CHoli?

rto3ens Kolliak: 5 6bl Ha3eana eé: «He

Hou 2comosoli poau - cozoasaii eé cama.

B mypu3sme o4eHb 4aCMO Hem YémKux
2paHuy o0bszaHHocmedl. Yl umeHHoO 3mo daém
803MOXMHOCMb pacmu. Mos kapeepa - 3mo

Guzel Kiyak: The ideal manager is not

a choice between being a strategist and
being “on the ground.” It is someone who
can be both. You need to understand the
numbers, the market, and the
product-while also regularly stepping
into operations to stay connected

to reality.

My personal “red line” is disrespect
toward people and a lack of accountability
for results. Mistakes are acceptable.
Indifference is not.

Tourism Explorer: If you were to write
a book titled “How to Build a Career in
Tourism,” which chapter would be the

most important?

Guzel Kiyak: | would title it: “Don’t wait for
a defined role-create it yourself.”

In tourism, there are often no clearly
defined boundaries of responsibility.

And that is exactly what creates
opportunities for growth. My career

has largely been about taking on more
than what was formally required: initiating
projects, building communication
channels, and launching processes.

That is the point where you transition
from being an “executor” to becoming

a true “value creator” for the business.

80 MHO20M NPO MO, Ymo A 6pasaa Ha cebs
60s16We€, YeM 8X00U/I0 8 MO O0/IHHOCMS!

UHUYUUpPOBA/A NPOeKkmel, 8bICMpausana
KOMMYHUKAYUU, 3anycKasaa npoyeccel.

VIMeHHO 8 3momM MoMeHme npoucxooum
nepexoo C ypOBHS «UCNONHUMENA» HA YPOBeHb
«YeHHocmu 07151 bu3Heca».
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Editor-in-Chief, Tourism Today
President, Association of Tourism Writers
and Journalists (TUYED)

Topic:

The Importance of Media
Channels in the Tourism
B2B Sector

Over the past 5-10 years,

how has the role of tourism B2B media
evolved? Today, how is the balance
between digital speed and in-depth
analysis established, and how does this
balance affect decision-making processes
for industry professionals?

Haluk Ozsevim: Tourism media has
undergone a structural transformation

over the past decade. In the era of print
publishing, reach was limited by physical
distribution capacity; with digitalization, it has
shifted to a scalable, real-time, and
measurable access model. Tourism Today
has been part of this transformation, evolving
from print to fully digital, and today reaches
an engagement volume of millions.

On the social media side, more than

30 million monthly views clearly

demonstrate how rapidly information
circulates within the industry. This speed
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FnaBHbIV pepakTop Tourism Today
Mpe3npeHT Accoumaun TYpUCTUYECKUX
nucatenen n >xypHanmcrtos (TUYED)

Tema:

3Ha4yeHue medua-KaHasn0e
8 mypucmu4eckom
B2B-cekmope

I-H Xanrwk, ckaxcume,
KaK usmeHunace pons B2B-medua e cpepe
mypu3ma 3a nocnedHue 5-10 nem? Kak ce200Hs
cobarodaemca 6anaHc Mexcoy yugpposolii
CKOPOCMGbI0 U yeny6neHHbIM GHANU30M, U KaK
amom 6anaHc enusem Ha npoyeccol NPUHAMUSA
peweHuli npogeccuoHanamu ompacau?

Xanrk O3ceeum: 30 nocsedHee decsmusnemue
mypucmuyveckue medua npemepnenu
CMpyKmypHyro mpaHcpopmayuro. B

3N0Xy Ne4amHelx U30aHUl oxeam 6bin
02PAHUYEH PuU3U4eCKUMU 803MOXCHOCMAMU
pacnpocmpaHeHus, moz2da Kak ¢ yugpposusayuel
Mbl nepewnu Kk macwmabupyemod, M2HO8eHHOU
u usmepumoli Modenu oxeama. Tourism Today
KaK 4acme 3moli mpaHcHopMayuu noaHOCMebHo
nepeuwes om ne4amHou gepcuu K yupposou

U ce200Hs umeem obvem g3aumodelicmeus,
docmuzarowyuli MUAAUOHOS.

B coyuanbHeIx cemsax excemecayHo pukcupyemcs
6os1ee 30 MUAAUOHO8 NPOCMOMPOSB, YMO
HQG2/1590HO OeMOHCMpPUpPyem, HacKO/1bKO

6bICMPO UHPOPMAYUS PACNPOCMPAHAEMCS 8
ompacau. 3ma ckopocmes cmana ¢akmopom,
HaNpsAMYH 8AUSUUM HA NPOYECCel NPUHAMUS
peweHul mypucmuyeckumu npogpeccuoHanamu.
lMpedocmaeneHue npogepeHHOU UHpopmayuu ¢
MUHUMabHOU 3a0epckoli co30aem Kpumu4veckoe
KOHKypeHmMHoe npeumyujecmeso, 0C0beHHo 8
ycn08uAxX OUHAMUYHOU PLIHOYHOU KOHBHOHKMYPBI.
lMpu 3mom mexcdy ckopocmero U 21y6UHOU
cyujecmeyem He Cmosibko Yemkoe pasoeseHue,
CKO/16KO 830UMOO0NOAHAWAA C843b. KopomKuli
U onepamueHslli NOMoK UHGopMayuu
noddepxcugaem makmu4eckue peuleHus, 8 mo
epems Kak y2nybeHHbIl aHaAu3 cnocobcmeyem
(opmuposaHUO cmpamezu4eckol nepcnekmussi.
O0Hako & cospemMeHHbIX Medua-npuBsIYKax
60/16WYH0 YeHHOCMb hpedcmas/gem He 8bICOKUL
0b6veM KOHMeHmMa, a UHPopPMayus, Komopas
noomeepxeHa, onepamusHa U no3eo/asem
NPUHAMb Mepbl.

Kakue ¢popmamel
KOHMeHmMa u KaHansl pacnpocmpaHeHus
ce200HA delicmeumenbHO 3¢ PpekmueHsl 014
oxeama npogeccuoHanoe mypucmuyeckoi

has become a direct factor influencing
decision-making processes for tourism
professionals. The delivery of verified
information with minimal delay creates a
critical competitive advantage, particularly
in dynamic market conditions.

However, rather than a strict separation
between speed and depth, there is a
complementary relationship. Short-form,
real-time information supports
operational decisions, while in-depth
analysis contributes to the formation of
strategic perspective. In today's media
consumption habits, verified, fast, and
actionable information generates more
value than high-volume content.

Which content for-

mats and distribution channels create
real impact in reaching tourism profes-
sionals today? How do these formats
differ in terms of credibility and en-
gagement?

Haluk Ozsevim: Today, social

media has become one of the most
powerful distribution channels in terms
of reach and speed. However, it also
remains one of the most risky
environments in terms of unverified
content. Therefore, the determining
factor is not the channel itself, but the
credibility standard under which the
content is produced and delivered.
Consistent and verified content
production gradually builds a qualified
and loyal professional audience. Direct
access to different segments of the
tourism industry from operational staff to
senior executives-is now possible.
However, transforming this reach into
sustainable value is directly linked to
content quality and credibility.

At this point, online news portals
differentiate themselves from social
media through editorial filtering.

While social media offers speed and
distribution advantages, news portals
continue to serve as primary reference
points that build trust.

How do you manage

the balance between advertiser
expectations and editorial
independence? What concrete
publishing policies do you apply
to maintain this balance?

Haluk Ozsevim: In a rapidly evolving
media ecosystem, the balance between
editorial independence and
commercial expectations has become

uHdycmpuu? Kak, Ha Baw 832140, smu
¢opmMamesl pa3nuyaromMcsa ¢ MoYKu 3peHus
Hade}cHocmu u eoeneyeHHocmu?

Xanwk 03cesum: Ce200HS coyuaibHbIe Meouad
CMasau 00HUM U3 CaMbIX MOU4HbIX KAHO/108
pacnPoCMpaHeHUs C MOYKU 3peHUsi 0Xeama u
ckopocmu. OOHAKO OHU e 0Ccmaromcs U 00HoU
U3 CaOMbIX PUCKOBAHHbIX NI0UAO0K U3-3a 06UNUA
HenpoeepeHHO20 KoHMeHmMa. Toamomy 30ece
onpedensauuM akmopom A8a39emcs He mo,
yepes Kakol KaHasn nodaemcss KOHMeHm, a mo,
C KAKUM CMaHOapmom 00CmoeepHOCMU OH
npedocmasnsemcs.

[TocnedosamenbHoe npou3800cmMeo
npoeepeHH020 KOHMEeHMA Co 8peMeHeM
popmMupyem Ka4eCcmeeHHyo U N05/16Hyt0
npogeccuoHansHyto ayoumopuro. Ce200HA
803MOXCeH NPAMOU docmyn K pa3UYHbIM
ceamMeHmMam mypucmuyeckol UuHOycmpuu - om
0nepayuoHHO20 NepcoHana 0o
mon-meHeoxcepos. Ho npespaujeHue 3mozo
docmyna 8 ycmoU4usyto YeHHOCMb HaNPAMYH
C8A30HO C KOYECMBOM KOHMEeHMaA U e20
HA0exHOCMe!Ho.

B amowm nnaHe uHmepHem-HoO80CMHeole
nopmasnsl OMAU4AOMCA 0M COYUANbHBIX
mMeoua mem, Ymo Ux KOHmMeHmM npoxooum
PeOaKkyuoHHyr puasmpayuro. B mo epems

Kak coyuansHele Medua npedanazarom
npeumywjecmea e ckopocmu u
pacnpocmpaHeHuUU, HOBOCMHbIe NOPMabl
ocmaromca 21a8Hol pepepeHmHol moykod,
popmupyroujeli dosepue.

Kak Bel ynpasnseme
6a1aHCOM MeX(Oy 0XCUOAHUAMU
peknamodamernelii u pedaKyuoHHol
He3aeucumocmeoto? Kakoii KOHKpemHoii
uzdamensckoii nonumuku Bel
npudepxcusaemece 0719 COXPAHeHUsA 3Mo20
6anaHca?

Xanrok O3cesum: B 3noxy cmpemumesbHbiX
u3meHeHuUU 8 MeduliHol 3Kkocucmeme 6aAaHC
Mex0y pedaKkyuOHHOU He3a8UCUMOCMbI0

U KOMMepYecKUMU OXCUOAHUAMU CMas KakK
HUK020a KpumuyYecku 8axcHbIM. A5 COXPaHeHUs
3IMo2o b6asaHca, npexde 8ce2o, HEObX0AUMO
YCMaHo8UMb YemKyH U He 00Ny CKArWYH
KOMNpPOMUCCO8 pedaKyUOHHYH NOAUMUKY.
Tourism Today 3a c8oro 25-1emH0OK0 UCMOPUIO
3apekomeH008a cebs Kak 6peHd, 0CHOBAHHWIU
Ha 06beKmueHoCMU U pedakyuoHHOU
He3asucumocmu. 3ma no3uyus cocmaesasem
0CHOBY Kak dogepus Yumamesnedl, mak

u ycmodivueoli yeHHocmu 6peHda. Bo
830UMOOMHOWEHUSAX C peknamooamenamu
CoxXpaHeHue 3moli AUHUU Makxce npuHuMaemcs
Kak ocHogonoaaz2arowul npuHyun.

Hawa usdamensckas noaumuka cmpoumcs

Ha 6anaHce, Komopell y4umesieaem
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more critical than ever. Maintaining this
balance first requires a clear and
uncompromising publishing policy.

With a 25-year publishing history, Tourism
Today is positioned as a brand built on
objectivity and editorial independence. This
positioning forms the foundation of both
reader trust and sustainable brand value.

In relationships with advertisers, maintaining
this line is considered a fundamental principle.
Our publishing policy is built on a balance

that respects industry sensitivities while never
compromising editorial independence.
Particularly in cases of negative developments,
content is presented without exaggeration,
stripped of opinion, and structured within a
data-driven framework. This approach allows
readers to form their own assessments while
strengthening the media’s role as an informing
rather than influencing actor.

Given the economic and employment impact
of the tourism sector, a balanced and
responsible editorial tone is not only

a journalistic choice but also a sectoral
responsibility.

To what extent does
sectoral media play a guiding role in
destination perception and tourism

demand? How should the boundaries and
responsibilities of this influence
be defined?

Haluk Ozsevim: Tourism media

is essentially positioned in two main segments.
The first focuses on end-user experience and
destination-oriented content, while the
second delivers industry data, developments,
and analysis in a B2B framework. Although
these segments target different audiences,
both have a direct impact on destination
perception.

Today, consumers make destination decisions
through multi-layered research processes. In
this context, digital media particularly reliable
news sources has become a key reference
point. Content provided by news portals
creates a higher perception of credibility
compared to promotional platforms.

While promotional platforms focus on
demand generation and persuasion, news
portals build trust through verified data and
editorial filtering. This elevates sectoral media
beyond a mere information channel,
positioning it as a strategic actor that indirectly
shapes perception and market orientation.
The boundaries of this influence must be
defined by editorial responsibility. Accurate,
balanced, and transparent information
delivery is critical both for the sustainability of
the industry and for the healthy positioning of
destinations.
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0Cc0beHHOCMU ompacau, Ho He cmasum noo
y2p0o3y pedakyUOHHYH He3a8UCUMOCMb, 0CObEHHO
Ko20a peyb udem o He2amueHbIX CObbIMusX,
KOHmMeHm nodaemcs 8 paMKax, C80600HbIX om
npeysenuyeHul, NUWeEHHbIX KOMMeHmapues u
OCHOBAHHbLIX HA GaKMAX.

Takoli n00x00 No38o/58em Yyumamesto cocmasume
€06CmM8eeHHyH 0YeHKy, 00HO8pPeMeHHO yCuausas
UHOOPMUPYIOUYHO, O HE HANPABAAWYHO POsb
meoua.

Yyumelieasa skoHoMuUYeckoe U 30HAIMOCmHoe
8/1USHUE MYypUCMUYecKo20 ceKmopa,
¢opmuposaHue cbanaHCUPOBAHHO20 U
0meemcmeeHH020 MOHA KOHMeHmMa s18/a5emcs
He npocmo pedakyUuOHHbIM 8bI60POM, HO U
ompacsiesoli 0meemcmeeHHOCMb 0.

B kakoii cmeneHu
ompacsessie Medua u2parom HanpasNA Wy
posnb 8 popmuposaHuu eocnpuamus
decmuHayuii u mypucmuyeckozo cnpoca? Kak,
no Bawemy MHeHuro, cnedyem onpedenume
2PaHUYybl U OMEemMCcmMeeHHOCMb 3Mo20
enusaHuAa?

Xanrok O3cesum: Typucmuyeckue Medua 8
OCHOBHOM NO3UYUOHUPYHOMCS 8 08X OCHOBHbIX
cezameHmax. [lepseili cezmeHm npou3eooum
KOHMeHMm, opueHMUpPOBAHHSbIU HO ONbIM U
mypucmu4eckue HanpaeneHus 0/ KOHeYHO20
nosib308amesis, 8 Mo 8peMs Kak 8mopoli
ce2meHm npedocmas/isem ompacsaegele 0aHHebIe,
cobeimus u aHaauMuky e cepe B2B. Xoms smu
dse cmpyKmypbl OpUeHMUpPOBAHbI HO PA3HbIE
yeseswle ayoumopuu, obe OHU 0Ka3bl8arom
npsmoe eausHUe Ha socnpusmue decmuHayud.
Ce200HA nompebumenu ocyujecmensirom

8bI60P 0eCMUHAYUU Yepe3 MHO20ypOBHesble
uccnedosamesnsckue npoyeccel. B smom
npoyecce yugpossie Meodua, 0cCobeHHO
HaoexcHele UCMOYHUKU Hogocmell, cmanu
8axcHoU pepepeHmHoU moykol. KoHmeHm,
npedocmasisieMblli HOBOCMHbIMU NOPMANAMU,
co3daem 6os1ee 8biCOKOE 8oCnpusMuUe
HA0exHoCMU No CPaBHEHUI € NAame@opmMamu,
OpUEHMUPOBAHHLIMU HO NPOOBUXCEHUE.

B mo epems kak n1am@opmel NpoosudeHUS
doKycupyromcs Ha C030aHUU CNPOCa U npoyeccax
yb6exoeHus, HOBOCMHbIe NOPMAsbI 3080€8bI8GHM
dosepue, npedsnazas nposepeHHole aHHbIE

U KOHmMeHm, npoweowuli pedakyuoHHyH
punsmpayuro. 3mo npespawjaem ompacsaessie
mMeoua U3 Npocmo2o nepedamyuka UHpopmayuu
8 CMpame2u4ecko20 aKmopa, KomopsIli KOCBEHHO
popmupyem gocnpusmue u meHOeHYuu.
[paHuybl 3mo2o eausHUS 00NXCHbI bbIMb
o4epyeHbl PedakyUoHHOU 0MeemcmeeHHOCMbHO.
[pedcmaeneHue moyHoU, COANAHCUPOBAHHOU U
npo3payHol UHPopMayuu umeem Kpumu4eckoe
3HaYeHUe Kak 0151 ycmoliyugocmu ompacau,
mak u 014 300p08020 NO3UYUOHUPOBAHUSA
decmuHayudl.

Strategy Marketing &
Development Director,
HelloOtel TurboMarketing

The QM anniversary

award was presented for the 15th time in
2026. What does receiving this award in

a milestone year mean for HelloOtel Tur-
boMarketing?

Vera Talih: Receiving the QM award in its
15th anniversary year is not just recognition
for HelloOtel TurboMarketing - it is a sign of

consistency and a productive partnership with
GM Center. When an award has such a long
history, it becomes a filter: random players
simply don't make it there.

For our company, this is confirmation that our
results are not a one-time success, but the
outcome of a cohesive team effort. In an
anniversary year, this feels even more
significant - you realize you are becoming part
of the award’s history. And that means the bar
can only go higher from here.

In your opinion, which

achievements of your company and its
product - the Tourism Explorer

magazine - played a decisive role in being
recognized by experts once again?

Vera Talih: Our key achievement is the
structured and truly effective communication

AvpekTop no cTpaTernyeckomy
MapKeTUHTY N pa3sBUTUIO
HelloOtel TurboMarketing

Kb6uneiinaa npemus
QM epyyaemcs e 2026 200y yxce 6 15-U
pas. Ymo onsa HelloOtel TurboMarketing
3HA4YuUM nosay4yums 3my Ha2paody UMeHHO 8
ro6uneiiHelii 200?

Bepa Tanaux: Mosyyums Hazpady QM e
robuneliHbit, 15-0 200 0219 HelloOtel
TurboMarketing - 3mo He MoabLKO NPU3HAHUE,
a 3HaK CMabubHOCMU U N1000MBOPHO20
compydHuyecmea ¢ GM Center. Kozda npemus
npoxodum makoli 0AUHHbIT Nyms, OHA
cmaHosumcs punempom: cay4aliHele myoa He
nonadarom.

Ana Haweli KoMnaHUU - 3mMmo hodmeepxoeHue
moz20, Ymo pe3ysnbmam - He pa3zoselll ycnex, a
cnao4YeHHaa paboma KoMaHObl. B tobuneliHell
200 3Mo owyujaemcsi ocmpee: mel NOHUMAEWb,
Ymo CMAHOBUWLCA YACMbIO UCMOpPUU 3moli
npemuu. A 3Ha4uUmM - NAGHKA 00bWeE MO/LKO
golwe.

Kak ebl caumaeme, kakue
UMeHHO 00cmudieHUs eaweli KOMNAHUU U
ee npodykma - xcypHana Tourism Explorer
- Cbl2panu pewarOuwyro poss 8 Mom, Ymo
3Kchepmesl CHO8A omMemuu UMeHHO eac?

Bepa Tanux: Hawe knro4yegoe docmudxeHue

- 3MO 8bICMPOEHHASA U delicmeumesibHoO
pabomarowas KOMMYyHUKQUYUA 8Hympu
ompaciu. Ham ydanoce 06veduHUMs Ha 00HOU
MapkemuH2080U nnamgopme decamku omeneli
U MeICa4U Mypucmu4eckux 02eHmoe U3 pasHsIxX
CMPaH.

XypHan Tourism Explorer cman He

npocmo UHPopMayuoHHOU naoujadkod,

a UHCMpPYyMeHmMOoM, Komopebll ces3eleaem
PbIHOK: omeau hoay4yarom npsamol docmyn K
B2B ayoumopuu, a azeHmel - K GKmMyaa6HbIM
npeodsnoxeHUAM U HO8OCMAM omMpPac/u.

Mei cOenanu akyeHm Ha MoM, 4mobel
KOMMYHUKayus 6elna 6eicmpod, NoHAMHoU

u, 2n1a8Hoe, 3ppekmusHol. B uHdycmpuu,

20e 8C€é depxcumcs Ha CKOpoCMu peakyuu u
dosepuu, 3mo cMaso HaWUM omaAU4UMeNbHbIM
npeuMywecmeom.

Aymaro, UMEHHO 3Ma cnOCO6HOCM®b

06be0UHAMb, YCKOPAMSb NPOYECCsl U c03008aMb
YeHHOCMeb 014 8cex y4acmHUKo8 cucmems|
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we have built within the industry. We have
managed to bring together dozens of
hotels and thousands of travel agents
from different countries on a single
marketing platform.

Tourism Explorer has become not just
an information platform, but a tool that
connects the market: hotels gain direct
access to a B2B audience, while agents

receive up-to-date offers and
industry news.

We have focused on making
communication fast, clear, and most
importantly, effective. In an industry

driven by speed and trust, this has
become our key competitive advantage.

| believe this ability - to connect,
accelerate processes, and create value
for all participants in the

ecosystem - played a decisive role in
experts recognizing us once again.

How challenging is

it to maintain quality standards year
after year, especially in a rapidly
changing tourism industry?

Vera Talih: Maintaining a high standard
of quality year after year is indeed
challenging, especially in our industry
where everything changes rapidly and
each season brings increasingly complex
“gquests.”

However, for us, the foundation remains
unchanged - it's communication. We work
with people, not just numbers and
bookings. And that defines our quality
level. Our approach is built on listening to
hotel partners and travel agents, finding
compromises, and maintaining a balance
of interests for all parties. It is not enough
to reach agreements - we must

fulfill them, keep our word, and deliver
results in every interaction.

In the long term, this is what builds
reputation. And in tourism, reputation
is essentially the most valuable asset.
Maintaining it is far more difficult than
winning an award once.

What internal team
processes at HelloOtel stand behind
this success? Who would you like to

thank first?
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Coelepasna pewaroWyro posib 8 mom, 4mo
3KCnepmel CHO8AG ommemusiu Hac.

HackonbKo cn0X3#CHO
yoepxcueams NAAHKY Kayecmea 200
30 2000M, 0c06eHHO 8 OUHAMUYHO
MeHAoWelica mypucmuyeckoii ompacau?

Bepa Tanux: YOepxcusame naaHKy kKayecmea
200 30 2000M - 3mo delicmeumenbHO
Henpocmo, ocobeHHo 8 Hawleli ompacAau, 20e
8C€ MeHAemMcs 04YeHb 66ICMPO, U KaXObIli
Ce30H nodkudbigaem gce 60s1ee CI0HHbIE
«K8eCmel».

Ho 0115 Hac ocHoea ocmaémcsi HeusmeHHoU -
3Mo KOMMyHUKayus. Mel pa6omaem ¢ n1t100b6MU,
a He MosbKo ¢ yuppamu u 6poHaMU. Yl UMeHHO
3Mo 3a00ém ypoeeHb Ka4ecmea.

Haw nodxo0 cmpoumcsi Ha yMeHUU C16liame
napmHépos-omenbepos U Mypucmu4eckux
a2eHmos, udmu Ha KOMNPOMUCC U npu

3Imom depiame 6a1aHC UHMepPecos scex
CMOpPOH. BaxcHO He npocmo 0o2o80puMsCH,

a 86IN0/IHUMb A02080PEHHOCMU - 0epPHameb
€/1080 U 00800UMb Kaxcdoe s3aumodelicmaue
0o pe3ynbmama.

B donzocpoyHoli nepcnekmuee UMeHHO 3Mo
u popmupyem penymayuro. A penymayus 8
mypu3sme - 3mo, No cymu, 2/108HsIl aKmMus.
U yoepxcueams eé cnoxcHee, YeM 00UH pa3
nosy4ume Hazpaody.

Kakue eHympeHHue
npoyeccsl KomaHOb! HelloOtel cmoam
3a 3moii no6edoli? Komy esi xomenu 66l
ckaszame cnacubo e nepsyro oyepeds?

Bepa Tanux: B nepsyto oyepeds xoyemcs
ommemums enadensya komnaHuu HelloOtel -
Cabupa Musama. E2o cunbHas CMopoHa - 3mo
00/120CpOYHOE CMpamezu4veckoe sudeHue u
yMeHue 3a0a8ame Hanpas/aeHue, KOmopoe
800xH08/151em 8CH0 KOMAHOy 08U2aMbCsA
gnepéd u pacmul.

Bmopoe - amo cama komaHda. B HelloOtel
delicmaumesnsHO Hem C1y4YaliHbix Arooed.
Kaxcdelli - npogeccuoHan e cpepe mapkemuHaa
U mypusma, ¢ 4€mKuM NoHUMaHueM cgoeli
30HbI 0M8emcmeeHHoOCmu. ¥ Hac Hem
Heobx00uMoCmu K020-mo N0020HAMb Uau
KOHMpPOAUPO8AMb HA KAXOOM Wazy - 8ce
pabomarom 0CO3HAHHO U Ha pe3yasmam.

[pu 3mom Ham ydanoce COXPAHUMb OPYHCHYIO
ammocgepy ,4y8cmeo roMoOpPa U KanesasKy
a8aHMIOPU3MA, 63 KOMOopPO20 HEBO3MONEH

Vera Talih: First of all, | would like to
highlight the owner of HelloOtel,

Sabir Mizam. His key strength is long-term
strategic vision and the ability to set a
direction that inspires the entire team to
move forward and grow.

Secondly, our team itself. At HelloOtel,
there are truly no random people.
Everyone is a professional in marketing
and tourism, with a clear understanding
of their responsibilities. There is no need
to push or micromanage - everyone works
consciously and is result-oriented. At the
same time, we have managed to maintain
a friendly atmosphere, a sense of humor,
and a touch of adventurous spirit-without
which successful marketing is impossible.

| would also like to highlight our

IT department - these are the people who
literally keep everything running 24/7,
ensuring stability and uninterrupted
operations.

And of course, we cannot fail to

mention our chef - without exaggeration,
a strategically important person in the
company. Because no motivation or KPI
works as effectively as a good meal.

What are the next

key goals for HelloOtel TurboMarketing
and Tourism Explorer following this
renewed recognition as a

quality leader?

Vera Talih: After reaffirming our status
as a quality leader, our key goal is not just
growth, but sustainable development.
We plan to continue investing in our team,
because we believe that marketing is
created by people - not just professionals,
but inspired, engaged, and financially
stable individuals. When a team has
internal stability and comfort, it directly
impacts the quality of decisions, speed of
execution, and level of communication.

Sustainability is also a major focus for
us-both within the company and in our
interaction with the market. This means
long-term partnerships, transparent pro-
cesses, and creating value that lasts not
just for one season, but for years ahead.

We see the combination of a strong team,
a well-thought-out strategy, and a
sustainable development approach as the
foundation of our next stage of growth.

ycnewH oIl MapkemuHa.

OmoensHO xo4yemcsa ommemumes [T-omoden -
3Imo /110U, Komopsle 6yk8anbHO depxam 8cé
HQO ceoux nsievax e pexcume 24/7, obecneyusas
cmabusbHyro U becnepeboliHyto pabomy ecex
npoyeccos.

Hy u, KOHe4YHO, Hesb351 He omMemume

Hawez2o nosapa - 3mo, be3 npeysenuyeHus,
cmpame2u4ecku 8aX3cHbIl Yes08eKk 8 KOMNAHUU.
[Tomomy ymo Hukakas momusayus u KPI He
pabomarom mak 3¢ppekmusHo, Kak 8KyCHbIl
o6ed.

Kakue 6awxcaiiwue
yenu cmasum HelloOtel TurboMarketing u
scypHan Tourism Explorer nocne oyepedHoz20
noomeepicoeHUA cmamyca KayecmeeHH020
nudepa?

Bepa Tanux: [locne oyepedHo20
noomeepioeHuUs cmamyca Ka4ecmeeHHoz20
nudepa 015 HelloOtel TurboMarketing u
xypHana Tourism Explorer knto4yesas yesne - He
npocmo pocm, a ycmoUliyusoe passumue.

Mei nnaHupyem npodoaxame uHeecmuposams
8 KOMQHOY, NOMOMY YMO y8epeHsl: MapKemuHe
cozdarom noou. lpu4ém He npocmo
cneyuanucmel, a 800XHOBAEHHbIE, 80B/EYEHHbIE
U puHaHcoso ycmodivyussie M00u. Kozoa y
KOMAHObI eCmb 8HYMPEHHAS onopa u komM@popm,
3MO HANPAMYI 0MpPaxXaemcsa Ha Kayecmeae
peweHul, ckopocmu pabomesl U yposHe
KOMMYHUKQUUU.

Takoxe 0719 HAC 8AXCHO PA38UMUE 8 CMOPOHY
ycmodiyugocmu - Kak 8Hympu KOMNaHUU, mak
u 80 83aumodelicmeuu ¢ pbIHKOM. Mo npo
00/120CPOYHbIE NAPMHEPCMBA, NPO3PAYHbIE
npoyeccsl U co30aHuUe YeHHoCmu, Komopas
COXpaHsemcsi He Ha 00UH Ce30H, 0 Ha 200b!
8nepéoa.

VMimeHHO covemaHue cunbHOU KOMAHOWI,
npodymaHHoU cmpameauu u ycmoliyugo2o
noodxoda K pazeumutro Ml 8UOUM KOK OCHO8Y
cnedyroujezo amana pocma.
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Founder and CEO, GM Center

Topic:

Potential Analysis

of Tourism Events
(International Antalya
Tourism Fair and QM Awards)

Mr. Selcuk Meral, you

have created platforms that have become
major hubs of attraction for tourism pro-
fessionals. The International Antalya
Tourism Fair (ATF Turkiye) is one of them.
What is the core secret behind ATF
Turkiye’s success? How did you manage to
“restart” the exhibition industry and
transform ATF into the number one event
for industry players?

Selcuk Meral: The core of ATF Turkiye's
success lies in a strong vision shaped by an
efficiency- and results-driven approach.

We position tourism not merely as an
industry, but as a strategic domain, and we
build a structure that moves collectively with
this perspective. In this sense, ATF is not a
conventional meeting point, but a platform
where the industry actively generates
business together.
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OcHoBaTenb N CEO GM Center

Tema:
AHanu3 nomeHyuana
mypucmuyeckux cobbimuii

(International Antalya
Tourism Fair and QM Awards)

-H Cenbuyk, bl co3danu
naam¢opmesi, cmaswue Ma2HUMOM 01A
npogeccuoHanoe mypuHoycmpuu. O0Ha u3
Hux - International Antalya Tourism Fair (ATF
Tiirkiye). B yem 2naeHslii cekpem ycnexa ATF
Tiirkiye? Kak eam yoasnocb «nepe3sanycmume»
8bIcmaeoYHslii 6usHec u cdenams ATF
co6eimuem Ne1 015 u2poKoe pbIHKa?

Cenvuyk Mepan: Ycnex ATF Tlirkiye - 3mo
npasusnbHoe sudeHue, N00X00, 0CHOBAHHbIU

Ha 3ppekmusHocmu u pesynsmame. Mol

8UOUM MypuU3M He NPOCMO OMpPacbo,
cmpameauyeckoli cepoli - u geicmpausaem
cucmemy, 20e ece delicmsyrom coobwja. ATF - amo
He KA1accuYeckas mo4ka ecmpeyu, a naameopma,
20e poxcoaemcs obuuli busHec.

[1a8Hoe omau4ue 8biICMaABKU - 0MKa3 om
cmapol modenu. Mol pazpabomanu npuHYunN
«MOpPKemuH20 Ha Mecmex: NpodyKm Haxooum
HYXHO020 NoKynamess mam, 20e eCme e20
npucymcmeue. Cucmema Ha 360°: MOUWHbIe
CYeHapHsle 30Hbl, B2B-uHCmpymeHme|,

MeXOyHapoOHoe y4acmue, My/bmubpeHA080CcMe.

Mei daem He npocmo sudumMocme, a NpsMoe
3aKk1t04eHuUe COe/0K U U3MepuMeble pe3ynbmamel.

Haw nodxo0 Kk «nepe3anycky 8bICMagok»
podunca umeHHo 30ece. Mol ywiau om npocmodi
demoHCmMpayuu - K niamgopme, 20e desnaemcs
6u3Hec, HeMeopKUH2 U cmpameau4eckue
anesHcol. Mbl nocmpounu cucmemy,
0meeYyaruiyr Ha 80NPOC «3a4YeM 5 30ect?» U
0arouyro KOHKpemHyH 8b1200y.

Ce200Hs ATF Tuirkiye - samo nnamgopma,
cobuparoujas nod 00HoU Kpslwel MUpo8sIe
mypucmu4eckue pbiHKU, GOKYCUpyacs Ha npopu

u 8eicokoli nnomHocmu coenok. OOHO U3 2/1G8HbIX
omau4uli - ChoCO6HOCMb C8O0UMb BMeCme 8ce
K/roYesble pbiHKU, C8s3aHHble ¢ Typyuel u
Resort-mypu3mom.

The most important differentiator of the
fair is that it has redefined the traditional
exhibition model. With an on-site
marketing principle, we developed a
model that brings the right buyer together
with the product at its source. Designed
with a 360-degree service approach, this
structure is supported by strong content
stages, B2B systems, international
participation, and a wide diversity of
brands. We have built a system that offers
not only visibility, but also direct business
generation and measurable outcomes.

What you refer to as “restarting the
exhibition industry” emerges exactly at
this point. We transformed ATF from a

display space into a platform where

business development, networking,
and strategic collaborations are actively
created. We built a structure that
provides a clear answer to the question
“Why am | here?” and delivers tangible
commercial value.

Today, ATF Turkiye stands out as a
platform that brings together global
tourism markets under one roof, focuses
on professionals, and generates a high
volume of business output. Its ability to
gather all key markets relevant to Turkiye
and resort tourism simultaneously is one
of the most critical factors that
differentiates it on a global scale.

At the same time, ATF has become one

of the key global intersection points of
the industry by bringing together the
strongest players in resort and alternative
tourism products. Therefore, ATF Turkiye
today is positioned as a primary meeting
point for industry stakeholders not only
because of the experience it offers,

but also due to its ability to generate
tangible commercial value, high efficiency,
and sustainable partnerships.

Known as the

“Oscars of Tourism,” the Quality
Management Tourism Awards

(QM Awards) have been recognizing the
best in the industry for 15 years.

How have quality criteria and service
standards evolved over this period?
Has it become more difficult to earn
the title of “the best"?

Selcuk Meral: The concept of quality has
undergone a significant transformation
throughout the QM Awards process.

ATF cobpan cunbHelwux u2pokos resort- u
a/16MepHAMUBHO20 Mypu3mMa, cmas 2106a16Ho0
moukol nepeceyeHus. Ce2o0Hs ATF Tiirkiye

- 3MOo He MOJ/IbKO 0NbIM, HO U KOHKpemHas
No/163a, 8bICOKASA 3PPekmusHOCMb, ycmoulyuasle
Kosnabopayuu - 2108HAS MOYKA 8CMpeYu 0414
npoggeccuoHasnos.

lMpemusa QM Awards,
u3zeecmHas Kak «Ockap mypusma», 8
meyeHue 15 nem Hazpaxcoaem Ay4YwWux e
ompacau. Kak 3a amu 20061 U3MEHUAUCH
Kpumepuu Kayecmea u cmaHoapmel cepeuca
0215 no6edumeneii? Cmano nu cnoxHee
3a80eeamb mumyn «Ay4wuiin?

Cenvyyk Mepan: B QM Awards noHumaHue
Kayecmea npemepnesno 3Ha4UMoe
npeobpasosaHue. PaHbwe 8axcHbl bblaU
@u3suyeckul cepsuc, onepayuoHHsIU ycnex,
cobsirodeHue cmaHoapmos. Ce200HA oyeHKa
Kyoa 6os1ee yes0CmHas.

Tenepb KaroYesble Gakmopel - 3mo
popmMupoBaHUE KNUEHMCKO20 0NbIMQ,
u3MepuMoCme y008/1emeopeHHOCMU 20CMA4,
yugpposusayus, ycmoliyugocms, uMuoxc 6peHoa
U hepcoHanu3zayus. lpedocmasseHue AUWb
Ka4yecmeeHH020 Cepsuca meneps s6/a3emcs
HedoCcmamoYHbIM, Hy¥HO NOOKpenasime
nokasamenu 0aHHLIMU, €03008aMb CUCMeEMY,
nosbILArWY YeHHOCMb 6peHOa.

YmeHHO noamomy mumyn «aydwuii» ce200Hs
daemcs 20pa30o cnoxcHee. KOHKypeHyuUs meneps
He Mo/bKO 8 0NepayUOHKe, HO U 8 UHHOBAYUSX,
ynpaeseHUU 3MOYUAMU, C8A3U C 20CMEM.
Boixodssm eneped He me, kmo coomeemcmayem
cmaHoapmam, a me, Kmo 8el0en9emcs Ha GoHe
0CMasbHbIX U co30aem ycmoli4ugoe Ka4yecmeo.

B 3mom u 3aknoyaemcs udes 803HUKHOBEHUS
QM Awards: co30ame cucmemy, Komopas

He npocmo daem Haz2paodsl 3a KaYecmso, a
mpaHcpopmupyem e2o.

Typu3m - 3mo ompacis, ynpasasemas 0aHHbIMU,
gudeHUeM U ycmoUyuesiM pa3sumuem.
Kauyecmeo ce200Hs - He gblbop, a 6a308slli
«UHMesnnekm» KoHKypeHyuu. QM Awards -
UMeHHO ma naam@opma, komopas onpedesnsem,
usmepsiem u noowpssem OGHHbIU «UHMeANeKM».

Cnedyrowyum wa2omM 8 00HHOM HanpaesneHuu
Asngemcs 3anyck QM Summit. 3mom npoekm
cmaHem naameopmod, 20e coemecmHo 6yoym
NPUHUMAMGbCA 8AXCHbIe peuleHUs 0151 cekmopa
U 6U3Heca 8 yesnoM, 8KYAS NPOOAXU,
MapkemuHe, UHAHcsl, HR, mexHoao2uu,
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In the past, physical service quality,
operational success, and the implementation
of standards were the primary focus.

Today, however, evaluation has become

far more holistic.

Elements such as experience design,
measurable guest satisfaction, digitalization,
sustainability, brand perception, and service

personalization have become decisive
factors. It is no longer enough to simply
provide good service; it must be supported by
data, transformed into a consistent
experience, and structured in a way that

adds value to the brand.

For this reason, earning the title of “the best”
is now much more challenging. Competition is
no longer limited to operational excellence; it
is shaped by innovation, emotional
intelligence, and the connection established
with the guest. Brands that stand out are
those that do not merely meet standards,
but create differentiation and deliver
sustainable quality.

This was precisely our objective when

we launched the QM Awards: to build a
system that not only rewards quality

but also transforms it.

Tourism today is no longer managed solely
through service quality; it is driven by data,
vision, and sustainable intelligence. In today's
world, quality is not a preference but the core
intelligence of competition. QM Awards is a
platform that defines, measures, and rewards
this intelligence.

In line with this vision, our next step is the
launch of QM Summit. QM Summit will aim to
transform the industry into a structure that
thinks, decides, and produces together.
Covering all critical areas from sales and
marketing to finance, human resources, and
technology, this platform will be positioned
as one of the most important decision-mak-
ing hubs of the industry before the season,
with forums, strategic panels, and structured
B2B meetings. The QM Awards Gala Night will
serve as the grand finale of this ecosystem.

You have unique

experience in organizing events not only

in Turkiye but also internationally, such

as the Africa Tourism Forum held in Egypt.

What are the key differences in organizing

B2B events in another country? What kinds
of challenges or cultural dynamics did you

encounter in this project?
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popymbl, NnaHeAbHbIe QucKyccu u B2B-ecmpeyu.
JaHHaa nnaam@opma cmaHem kat04e8ol moykouU
npuHsmMus peweHul neped cesoHom. A Gala QM
Awards 3agepwum 3mom YUKA.

Y eac umeemcs yHUKaneHeoll
onbIm co30aHUA U hposedeHUss Meponpuamuii
He monekKo 6 Typyuu, Ho U 3a py6excom,
Hanpumep Africa Tourism Forum e E2unme.

B yem 3aKAr04YarOMCA KN0YE8blE OMAUYUA
op2aHusayuu B2B-ueeHmos 3a py6excom?

C Kakumu 6apbepamu unu KynemypHeIMu
0C06eHHOCMAMU 8bl CMO/IKHYNUCL 80 8pemMs
op2aHusayuu?

Cenvyyk Mepan: B mex0yHapoOHsix B2B-
uBeHMax 2/108HOE - 3MO 8ePHO NPOYECMb
/10KA/bHY0 OUHAMUKY. B kaxcdol cmpaHe

€804 Ky/NbMypa compyoHUYecmea, npoyeccs|
npuHsmus peweHudl, MexaHuUku dosepus. To, Ymo
8 Typyuu 66Icmpo, Ha Opy2uX pelHKaX mpebdyem
60/16We 8peMeHU, MmepneHus, 8bICMPAUBAHUS
omHoweHul. [loamomy HyxHa He eOUHAs Mooess,
a Cmpykmypel, 3amoveHHble N00 KaXCObIl pbIHOK.

B npoyecce nodzomoeku u npogedeHus Africa
Tourism Forum mMsl 3mo om4yemsugo ysuoenu.
Ymo Kpumu4vecku 8axHO: 8U2aMbCA K Yenu

C NPABU/LHBIMU NOPMHEPAMU, O4eHUBAMb
peasbHble yca08usA Ha Mecme, 8bICMpaAUBAMb
dosepue. bropokpamus, onepayuoHHbIe NOMOKU,
CMuAb 0bLyeHuUs - 80 8CeM UMEHMCA 3aMemHsle
omauyus. Ko2da mel 20aMOMHO ynpaensews
3MUMU OMAUYUMENbHLIMU 0CO6EHHOCMAMU,
npoucxooum ycKopeHue npoyeccos, nosensemcs
NPOYHAs NoYeaq.

B kynemypHom naaHe Haubosee onpedensrouum
pakmopom se15emcsi N00x00, 0CHOBAHH®bIU HA
dogepuu U 83aUMOOMHOWEHUsX. Ha Hekomopeix
PLIHKAX npuopumem umeem He CKOpoCms
gedeHus bU3Heca, @ NPOYHOCMb YCMAHOB/AEHHOU
ceasu. Kozda ydaemcs Halimu amom

60/10HC, BO3HUKAOM ycmodly4ussle U Kpenkue
napmHepcmea.

Africa Tourism Forum makce HoCusa xapakmep
npeseHmayuu (3anycka) AppukaHckol
mypucmudyeckou geicmaeku. Camou cepbe3Hol
mpyoHOCMb10, C KOMOpPOU Mbl CMOAKHYAUCH

8 3MOoM npoyecce, CMasau 2eonoAUMUYecKas
HeonpedesneHHOCMb U COXPAHAWAACS
HANpPAXeHHOCMb 8 peauoHe. Typu3sm no ceoell
npupode - ompacis, BUCAWAS HQ 80A10CKE, U
nodobHas HecmabusaeHOCMb 8/1UAeM HA He20
HanpsAmyHo.

O0HaKo Mbl paccMampueaem 3mom npoyecc He
Kak npenamcmeue, d KaK 40cme MacumabHoul

Selcuk Meral: The most decisive factor in
international B2B events is accurately
understanding local dynamics. Each country
has its own business culture, decision-making
processes, and trust mechanisms. Processes
that move quickly in TUrkiye may require more
time, patience, and relationship management
in other markets. Therefore, instead of a
standardized model, it is essential to design
market-specific structures.

We observed this clearly during the Africa
Tourism Forum process. The most critical
factors were working with the right partners,
understanding on-the-ground realities, and
building trust. Bureaucratic processes,
operational flows, and communication styles
can differ significantly. When these differences
are managed correctly, processes accelerate
and a much stronger foundation

is established.

From a cultural perspective, trust and
relationship-based approaches are the most
defining elements. In some markets, the
strength of relationships takes precedence
over speed. When this balance is achieved,
sustainable and strong collaborations emerge.

The Africa Tourism Forum also served as

a launch platform for the Africa Tourism Fair.
One of the most significant challenges we
faced during this process was geopolitical
uncertainties and ongoing regional tensions.
Tourism, by nature, is a highly sensitive
industry and is directly affected by

such uncertainties.

However, we do not see this as an obstacle,
but as part of a major transformation.

African tourism is currently undergoing a
transformation process, and these challenges
are a natural part of growth. We position the
Africa Tourism Fair at the center of this trans-
formation as the “sun of tourism.”

We aim for it to become a platform that illumi-
nates the continent with the light of tourism
and generates strong momentum for

African tourism after this period of
challenges and uncertainties.

In the era of

digitalization and online communication,
what are the biggest challenges facing
organizers of large-scale B2B

tourism events?

Selcuk Meral: The biggest challenge in the
digital age is correctly positioning the value of
physical events. Access to information

is now extremely easy; people can hold

mpaHcpopmayuu. Typusm 8 Appuke nepexcueaem
nepuod mMpaHchopmMayuu, U 3mu C1I0XHOCMU

Ha camom desie - ecmecmeeHHas 4acme

pocma. ApUKAHCKYr mypucmuyeckyro

8b6ICMABKY Mbl NO3UYUOHUpPYeM 8 yeHmpe 3moli
MpPaHcopmMayuu Kak «CoaHye mypusma». Mol
KHenaeM, Ymobsl nocie ecex 3mux mpyoHocmel u
Henpocmoz2o nepuoda Africa Tourism Fair cmana
naamgopmod, ocgewjarowjeli KOHMUHEHM ceemom
mypu3sma u npudarowjeli MoOUjHeIl UMNY6C
pa3euMUI0 mypusma 8 Appuke, U Msl Npodoaxaem
pabomame 8 3mom HaNpPasaeHuU.

B anoxy yugpposusayuu u
OHAA(IH-KOMMYHUKayuii KAKO8bI OCHOBHbIE
8b/308bl, CMoAujue neped op2aHU3IAMopamu
KpynHbix B2B-meponpuamuii 8 mypucmuyeckoii
ompacau?

Censuyk Mepan: B snoxy yupposusayuu
2/108HAA MPYOHOCMS - 3MO NPABU/LHOE
No3uUyUOHUPOBAHUE YeHHOCMU 0¢daaliH
meponpusmus. Celiyac docmyn K UHpopmMayuu
0YeHb npocm: AU Mo2ym npogooums
8cmpeyu, Npe3eHmMayuu U Haaaxueams cesasu
OHAQUH. [Tosmomy B2B-meponpuamus donxHel
nepecmame 66IMb NPOCMO CMPYKMypamu,
npedocmaeaarwWuMu UHGopMayuro, u
npespamumecs 8 n1am@opMel, 2eHepupyrowue
0NbIMm U KOHKpemHslie pesy/ibmamel.

06530menbHbIM YC08UEM A8/15€MCs NPU3HAHUE
MeponpusamuUs Wupokol 06uecmeeHHoOCMsHo,

G MaKdie opu2UHALHOCMb UCMOpPUU U
codepiaHus. CKonuposaHHbIE HEOPU2UHA/bHbIE
KOHYenyuu He NPUHOCAM peasbHbIX NA0008.
Kpome mozo, yugposusayus noseicuaa yposeHs
OMCUOQHUU. Y4aCmHUKU Xomam 66Icmpo2o,
NpPo3pa4yHo20 U NOOKPenseHHo020 OAHHbLIMU
pe3ysnemama. 3mo 8bIHyx#0aem op2aHU3aMopo8
€03008amb CUCMEMbI, 8 YeHMmpe KOMmopbIx
HaX005mcs MexHoA02UU.

OO0HaKO 3Ma KAPMUHQ He Aensemcs
He2amueHbIM CU2HA/A0M 015 Bydyuje2o

oppaaliH meponpuamull. Hanpomus,
Hexcu3HecnocobHocme Modesneli OHAAUH-
86ICMABOK U Meponpusmud, onpob0B8AHHbIX 8
nepuod naHdemuu, 8 00/120CPO4YHOU nepcnekmuese
Yemko NoKa3a/a, HAOCKO/LKO 8aX(eH 0/1A 4en08eKa
peasnbHbIl KOHMakm, dogepue U ¥usol onsim.
LleHHOCMb Makux ecmpey He CHU3UAACK;
Haobopom, OHU cmanu 60/1ee 0OCMbICAEHHbIMU U
0pPUEHMUPOBAHHLIMU HQA pe3yaemam.

Xomenu 661 Bl Yymo-mo
dobaeums e 3a8epuieHUU Hawe20 UHMepPE8sLH?

Cenvyyk Mepan: Typu3m ce2o0HA ¢popmupyemcs
He mo/ibko MacWmabamu, HO U pa3ymMom,
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meetings, presentations, and connections
online. Therefore, B2B events must evolve
from being purely informational platforms
into structures that create experience and

tangible outcomes.

They must be recognized by the broader
public and have an original story and
content. Imitative concepts do not
generate real results.

At the same time, digitalization has raised
expectations. Participants demand fast,
transparent, and data-driven experiences.
This forces organizers to build systems
where technology is at the core.

However, this does not indicate a negative
outlook for physical events. On the contrary,
the unsustainability of online fairs and event

models tested during the pandemic clearly
demonstrated the importance of real human

interaction, trust, and experience. The value of
physical meetings has not diminished;

rather, they have become more meaningful
and more results-oriented.

Tourism Explorer: Finally, is there
anything you would like to add?

Selcuk Meral: Tourism is no longer

defined solely by scale; it is shaped by intel-
ligence, adaptability, speed, and the capacity
for collaboration. As GM Center, this is exactly
what we focus on across all our platforms.
Our goal is not only to bring people together,
but to build structures that create value,
provide direction, and generate tangible
results for the industry.

With this mindset, we have also been
publishing GM Tourism and Management
Magazine for 22 years, serving as both the

voice of the sector and a reference point for
tourism professionals.

In the coming period, we will keep
contributing to the transformation of the
tourism industry, developing new business
models, and working to position Turkiye

as one of the strong centers of the global
tourism vision through platforms

such as ATF, QM Awards, and QM Summit.
Because we believe that the future

of tourism will be shaped by structures
that think, produce, and grow together.
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CNOCO6HOCMbI K a0aNMayuu, CKopocmeto u
nomeHyuasnom kK compyoHuyecmsy. Mei 8

GM Center, Ha scex HaWUX NA1AM@OPMax
@oKycupyemcsa UMeHHo Ha 3mom. Hawa yesno -

He npocmo cobpame nr0deli emecme, a 030aMb
CMpyKkmypsbl, KOMOopble 2eHepuUpPyrM YeHHOCMb
0/19 OMpacu, yKasslearom nyme u npuHocsm
owymumsie pesysnemamel. Credys 3moli 102uKe, ¢
nomouybto xypHana GM Turizm ve Yonetim Dergisi,
Komopelli Mbl C030a/1U KAK CNPABoYHbIU pecypc
0/11 NPOPeCccCUOHON08 MypPU3MQ, Mbl yHe

22 2000 0cmaemcs 20/10COM ompacau u
HA0ex#HbIM UCMOYHUKOM UHGOPMayuu.

B npedcmoswuli nepuod ¢ NOMoujbo

makux naamgopm, kak ATF, QM Awards u

QM Summit, Mel NPo00XUM BHOCUMb BKAAO 8
MPAHCPOPMAYUIO MypPUCMUYECKO20 CEKMOPQ,
paspabameieame Hogele 6uU3Hec-Mooenu u
pabomame Had memM, Ymobsl cdename Typyuro
00HUM U3 MOW{HbIX YeHmMpoe. 2/1060/16H020
gudeHus mypu3sma. Ml sepum: 6ydywee mypusma
6ydem popmuposamsca cmpykmypamu,
KOmopble MblC/5im, CO3000M U pa38USAHMCS 8
Kosnabopayuu opyz ¢ dpy20m.

Tatiana Dmitrova

Founder and CEO of TourDom.ru

Topic:

The Role of Media in the
Professional Tourism Sector
(Russian Context)

Tourism Explorer: Tatiana, the
professional communications market in
Russia has changed significantly in recent
years. What role does specialized media
like TourDom.ru play today amid high
market turbulence and shifting outbound
tourism geography?

Tatiana Dmitrova: The professional tourism
media market is generally quite conservative:
roles are defined, and most players operate
within familiar formats, even as they
experiment with new positioning approaches.
However, in recent years, changes have not
been driven by choice-circumstances have
forced them. Everyone is now searching for
their own adaptation model.

We chose a strategy centered on the audience.
In essence, this has always been our approach,
but during the pandemic it became absolutely

clear: the main asset of any media outlet is

the depth of its connection with readers. What
matters to us is not the importance of our

Tarbana JImurposa

OcHoBaTe/lb U pyKoBOAUTENDb
TourDom.ru

Tema:

3HayeHuUe Meduad 8
mypucmu4yeckom npogpcekmope
(e koHMekcme P®P)

Tourism Explorer: TamesAHa, pbIHOK
npogeccuoHanbHLIX KOMMYHUKayuii 8 Poccuu 3a
nocnedHue 2006l CUNLHO U3MeHUACA. Kakyro ponb
Ce200HA u2paem cheyuanusuposaHHoe medua,
makoe kak TourDom.ru, 8 ycnosusax

8bICOKOU myp6yneHMHoOCMU PbIHKA U USMeHeHUsA
2eozpajuu evie30H020 mypusma?

Tamesaxa mumpoea: [1podeccuoHa1bHbIU
mypucmuyeckuli Meodua PbIHOK 8 Ue/s10M 0080/16HO
KOHCepeamueeH: po/au pacnpedesieHsl, 8ce
y4YyacmHuku pabomarom 8 npusbIYHbIX popmamax,
Xxoms u npobyrom Hogele N0OX00bI K
no3uyuUOHUpPoBaHUt. Ho 8 nociedHue 200!
U3MeHeHUs Npoucxoosm yxe

He N0 XeAaHUIo - K HUM byKea/n6HO N0OmMasKusarom
obcmosmenscmea. M kaxobll uwgem ceoro Mooesns
adanmayuu.

Mei 8blbpanu cmpamezuro onopel Ha ayoUMOopPUHo.
[lo cymu, mel 8ce20a mak

pabomanu, HO UMEHHO 8 NAHOeMUo CMao
OKOH4OMesbHO NOHAMHO:

2/108HbI0 akmue Meoua - 21y6UHA KOHMakma

¢ Yyumamenem. Hac uHmepecyem He cmMosbKO
8AXCHOCMb HOWE20 MHeHUS, CKO/bKO CNOCO6HOCMb
6bIMb NONE3HBIMU.

[Toasmomy mel ycununu $pokyc Ha 83aumodelicmeuu

¢ aydumopueli u nepepacnpedenunu aKyeHmsi
mexcdy popmamamu. OcHosHol sumpuHol coenanu
coyuaneHele cemu - 8 nepsyto oyepeds, Telegram,
Kak Haubos1ee OUHAMUYHO pacmyuwiyto u 0oCMynHyro
Ha mom MoMeHm naameopmy. Hepes He20 Mol
gbiCmpausaeM UHMepec U 808/14EHHOCMb, O yXie
3amem nepegodum aydumoputro Ha TourDom.ru u
Hotline Travel.

Ho paboma 8 coycemsx - 3mo 0080/bHO HecmKas
cpeda: Ymobbl CMAMb UHMeEPECHbIM, HYy*CHO
delicmeumesnbHo um 6bime. Mel 0CO3HAHHO
8/10XCUNUCE 8 Kpeamus, 3MNamuto U ouaao2 ¢
ayoumopueli. 115 HAC NPUHYUNUAABHO

8AXCHO He NPOCMO Ny6AUKOBAMb KOHMEHM,

a NoAMYy4ame Hueyto 06pamHyto

C68513b U 8oB/IEKAMb /1t00ell 8 06CyHOeHUe.
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opinion, but our ability to be useful.

That is why we strengthened our focus

on audience interaction and redistributed
emphasis across formats. We made social
media - primarily Telegram, which at the time
was the fastest-growing and most accessible
platform - our main showcase. Through it, we
build interest and engagement, and then
direct the audience to TourDom.ru and
Hotline Travel.

However, social media is a highly competitive
environment: to be interesting, you genuinely
have to be interesting. We deliberately
invested in creativity, empathy, and dialogue
with our audience. For us, it is essential not
just to publish content, but to receive real
feedback and involve people in discussion.
As a result, we developed a model where
editorial expertise is combined with a constant
“pulse check” of audience opinion. Journalists
work deeply on topics, but the selection of
those topics and the way they are presented
are largely shaped by what truly resonates
with the market.

This approach has proven effective: we see
growth in social media, high engagement,
and active feedback. Equally important, we
ourselves find this work engaging - and that is
always recognized by both the audience

and partners.

We consciously adopted this strategy
during the pandemic and continue to
develop it today.

What audience demands

dominate today? What do readers expect
from professional news platforms -
protection of their rights, support in
sales, or simply timely information about
destinations, flights, visas, etc.?

Tatiana Dmitrova: Today, the audience

of tourism media is quite fragmented.

Few outlets can claim to have a stable “core”
readership that consistently follows their
agenda. In reality, we work with multiple
audience layers - from industry professionals
to the broader online public.

In the current environment, traffic has become
the key success metric. This means we cannot
focus solely on the interests of industry
specialists - we must also consider how the
digital ecosystem functions as a whole:
namely search engines, algorithms, and mass
audience behavior.
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B pe3ynemame copmuposanace modens, 20e
pedakyuOHHas IKChepmu3a coYemaemcs ¢
NOCMOSIHHBIM «CPEe30M» MHeHUU aydumopuu.
XypHanucmel 21y60ko npopabameigarom memei,
HO 8b160p 3MuX meM U aKyeHmeol 8 nodaye

80 MHO20M onpedensitomcs mem, Ymo
delicmeumenbHO OMKAUKAEMCA PbIHKY.

3mom nodxod noka3asa ceor I3PHekmusHOCMb:
Mbl 8UOUM POCM COYUQANbHbIX

Meouaq, 8bICOKYH 808/1e4eHHOCMb, AKMUBHYH
06pamHyto ces3b. Y, Ymo HeMas08aHHO, HOM
camum UHMepecHo 8 amom pabomams - a

3Imo ece20a Yyyecmeyemcs u ayoumopued, u
napmHepamu.

3mol cmpamezuu Mel HQYGAU OCO3HAHHO
npudepicusamscsa 8 nepuod NaHOeMuu U
Npo0oHaeM pa3guUBaMb €€ Ce200HA.

Kakue 3anpocel om
ayoumopuu ceiiyac domuHupyrom? Yezo
HOym yumamenu om npogpeccuoHaNbHsIX
HOBOCMHbLIX NAAMGOPM - 3aWjumesl UX npas,
nomouwju 8 npodaxcax uau npocmo
onepamuseHoii uHpopmayuu o
HanpaeneHusAXx, pelicax u eusax u mn?

TamesaHa mumpoea: Aydumopus
mypucmuyYeckux Mmedua ce200Hs1 080/1bHO
pasmeima. HemHozaue usdaHus Moaym
noxeacmamecs mem, Ymo y HUx ecme
ycmodivugoe «A0po» yumamesneli, komopele
exedHe8Ho OpUeHMUPYOMCA UMEHHO Ha

ux nogecmky. B peaneHocmu mel pabomaem
Cpa3y C HeCKO/NbKUMU CA0SIMU ayoumopuu - om
npogeccuoHan08 psIHKA 00 WUPOKOU
uHmepHem-ayoumopuu.

pu 3mom e cospemeHHbIX yCA08USAX

KAt04egbIM noKasamesnem ycnewHocmu
cmaHoeumca mpaguk. A 3Ha4um, Mol He
MOXCEM 0pUEHMUPOBAMbCSA MO/LKO HA
UHMepecsl ompacsessix Cneyuaaucmos - Ham
npuxodumcs y4umsi8ame U mo, Kak pabomaem
yugppoeas cpeda 8 yesnoM: NOUCKOBbIE CUCMEMbI,
an120pUMMBbI, NogedeHue Macco8020 Yumames.

Ecnu paHbewe akyeHm denancs
npeumMyujecmeeHHo Ha NPoYeccuoHaNbHOU
nosecmke - aHaAUMuKe, 6U3Hec-8onpocax,
ompacnesbix mpeHoOax, - mo celivac cnekmp mem
CywecmeeHHo pacwupuacs. B Hezo Heu36exHo
8x00sm u 6os1ee Wupokue, UH020a Pe30HAHCHbIE
UCMopuU: UHYUOEHMbI, CNOPHbIE CUMYyayuU,
2pomkue Kelicel. VIMeHHO makol KoHmMeHm Yauye
8ce20 npuesekaem MakcuMasnbHoe 8HUMAHUE U

popmupyem mpadux.

Previously, the emphasis was mainly on
professional topics - analytics, business issues,
industry trends. Today, the range of topics has

expanded significantly. It inevitably includes
broader and sometimes high-profile stories:
incidents, controversial situations, and
headline-making cases. This type of content
attracts the most attention and drives traffic.

One can view this in different ways, but it is an
objective reality of the media market.

If you want to remain relevant in the
professional agenda and maintain influence,
you must work within this reality - finding

a balance between deep industry

expertise and content that genuinely
resonates with a wider audience.

How would you assess

the openness of Russian hoteliers and
DMCs to engaging with the press compared
to their counterparts in Tirkiye or Egypt?

Tatiana Dmitrova: It is difficult for me to
directly compare communication levels with
hotels and DMCs in other countries over time.
However, | can speak about the dynamics we
observe within the Russian tourism business.
Unfortunately, from a media perspective, the
trend is largely negative. As the market be-
comes more structured, companies
consolidate, and the number of players
decreases, the level of openness also declines.
It is becoming increasingly difficult to obtain
informal and candid perspectives.

Today, only a few experts remain who

are willing not just to give comments, but to
reflect on ongoing processes, share
evaluations, forecasts, and sometimes even
engage in debate. Such speakers are
becoming especially valuable.

Compared to the past, the market used to be
far more open and substantive in its dialogue
with the media. Today, communications

are becoming more formalized and carefully
managed - and, in that sense, less authentic.

TourDom.ruis a

powerful influential tool. Are there cases
where your publications have helped
resolve conflicts within the “hotel-tour
operator-agent-tourist” chain or
influenced regulatory decisions?

Tatiana Dmitrova: Thank you for that
assessment. For us, it is indeed important to
be useful to our audience - not only in
covering general trends and events, but also in
working with specific situations.

MosHO no-pa3Homy K 3momy OmHOCUMbCS,

HO 3Mo 06eKMUBHAOA peasnbHOCMb
MeouapbIHKa. Y eciu mel Xo4ews 0Cmasamecs
8 NPOPECCUOHANbHOU hogecmkKe U COXPAaHAMb
8/UsIHUe, npuxodumcs pabomame ¢ 3moli
PeanbHOCMbI0 - HaX005 6aNAHC Mexdy 21y60KoU
ompacnesol 3kchepmu3ol U mem KOHMeHMoM,
Komopelli delicmeumensHo 80cmpebosaH
wupokol ayoumopued.

Kak esl oyeHusaeme
ypoeeHb omKkpbimocmu pocculicKux
omesnbepoe U NPUHUMAIOWUX KOMNAHU
K duanoay ¢ npeccoli No cpasHeHUo C
mypeyKkumu uau e2unemcKuMu Konae2amu?

TambeaHa Amumpoea: MHe C10)HO HaONpAMYH
CpasHUBAMb ypo8eHb KOMMYHUKAYUU ¢ omensamu
U NPUHUMAOUUMU KOMNOHUAMU 8 Opy2uX
cmpaHax ycaoseHo 10 sem Ha3ao u celiyac. Ho

A Mo2y cyoume 0 moli OUHAMUKE, KOMOPYH Mbl
HabarodaeM 8 pocculickom mypucmu4eckom
busHece.

Y, k coxcaneHuro, 0415 Medud oHQ 80 MHO20M
HezamueHas. [To Mepe moz2o, KaK pbIHOK
CMpyKmypupyemcs, KOMNGHUU YKPYNHAOMCS,

@ YUC/I0 U2POKO8 COKpauwjaemcs, CHuUMaemcs

U yposeHs omkpsimocmu. lMoay4ume
HepOPManbHyHr, UCKPEHHIOK NO3UYUH
cmaHosumcs ecé cnoxcHee. Ce200HS ocmaromcs
6yK8a/16HO eOUHUYbI IKCNEPMOo8, Komopele
20mo8bl He NPocmo 0a8ame KOMMeHmMapuu, a
paccyxoame 0 NPoOUCXOOAUUX NPOYECCax,
0e/1UMbCa 0YeHKaMU, NPo2HO3aMU, UH020a daxce
cnopume. Takue cnukepel CMaHOBAMCA 0CO6eHHO
YEHHbIMU.

Ecnu cpasHuBamMe ¢ mem, KaKUM pbIHOK 661/
paHele, OH bbl 20pa300 60s1ee OMKPLIMbIM U
codepxicamesnbHbIM C MOYKU 3peHUsA 0uan02a C
meadua.

Celiyac KOMMyHUKayuu cmaHosamcs 6osee
($OopMaU308AHHbLIMU, BbIBEPEHHLIMU - U 8 3MOM
CMbIC/1e MEeHee HUBbIMU.

TourDom.ru - 3mo
MOWHbIU UHCMpPYMeHm 8UAHUS.
Beiearom nu cay4au, ko2da eawu nybaukayuu
nomozanu paspewums KOHPAUKMHbIE
cumyayuu Ha peIHKe “omens - myponepamop
- @2eHm - mypucm” uau enuUAAU Ha pewieHus
peaynamopoe?

TameaHa Amumpoea: Cnacubo 30 makyro
oyeHKy. Ana Hac delicmeumesnsHO 8AXMHO
66/Mb N0A€3HLIMU aYOUMOPUU - U HE MO/bKO
8 oceewjeHuUU obuwux meHoeHyul u cobbimuli
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We pay close attention to individual stories
- whether they involve large entrepreneurs,
agents, or tourists. This layer of content is
fundamentally important to us.

We aim not only to describe conflicts or cases
of injustice, but to dive into them, understand
the details, and, where possible, help find
solutions. The work often begins even before
publication: we contact the parties involved,
clarify positions, and help establish dialogue.
In some cases, conflicts are resolved

at this stage.

So yes, it can be said that our publications -
and our involvement - do influence outcomes.
We regularly receive feedback from people we

have helped with avoiding conflicts, securing
refunds, or resolving complex issues
with partners.

For us, this is perhaps one of the most
important indicators that media functions not
only as a source of information,

but also as a tool for real, practical

support within the market.

TOURISM EXPLORER

HQ pbIHKE, HO U 8 pa6ome C KOHKpemHsIiMu
cumyayuamu.

Mol 04eHb BHUMAMENLHO OMHOCUMCA K
ucmopusim omoensHelx Atodel - byds mo
60/16WIUE NpednpuHUMamenu, azeHmel Unu
mypucmel. 3mom naacm KoHmMeHma 015

Hac npuHyunuaneH. Mpuyém Mbl cmapaemcs
He npocmo onuckI8ame KOH@AUKMbI UAU
Cy4au HecnpaseodUBOCMU, 0 BHUKAMb 8 HUX,
paszbupamecs 8 0emansix u, N0 803MOXCHOCMU,
nomo2ame Halimu peweHue.

Pa6oma HayuHaemcs ewé 0o ny6AuKayuU: Mol
cesi3bl8aeM CMOPOHbI, yMOYHSeM NO3UyUU,
nomozaem gsicmpoums ouanoz. V1 8 psde ciyyaee
KOH@AUKM y0aémcs ypezyauposame UMEHHO

Ha 3moM 3mane.

[Moamomy da, MOXHO CKA3ams, YmMo HaWU
ny6auKayuU U CamMa HaWa 806/1e4eHHOCMb
delicmeumesnsHO enusitom Ha cumyayuro. Mel
pezynspHO noy4yaeM 06pamHyro cesisb om
ntodeli, KomopsiM yOan0Cb NOMOYb - U36eHams
KOH@AUKMa, 8epHymMb 0eHb2u, peuiumes C0XCHbIU
80NPOC C NOPMHEPAMU.

Ans Hac 3amo, noxcanyl, 00UH U3 CaOMbIX 8ANCHbIX
nokazameseli mo2o, Ymo medua pabomaem He
MO/IbKO KK UCMOYHUK UHPOPMaYUU, HO U KaK
UHCMpyMeHm peansHol NOMOWU PbIHKY.

Cansin Efir

Head of Tourism Department,
Kemer Municipality
Owner of Nar Otel

Topic:

Building a Sustainable
Tourism Ecosystem in
Kemer Through

Local Initiatives

Tourism Explorer: Mr. Cansin, as the Head
of the Tourism Department of Kemer
Municipality, could you share with our
readers which mechanisms and city-level
initiatives the municipality has already
launched or plans to implement to
motivate tourists to choose this region?

Cansin Efir: First of all, | would like to
emphasize that Kemer already possesses one
of the most advanced and high-quality
hospitality infrastructures not only in Turkiye
but also in the international arena. The region
has always remained an exceptionally valuable
destination thanks to its unique natural
environment. However, as the Kemer
Municipality, we decided to move this strong
potential beyond traditional approaches.
Since taking office, we have launched a
comprehensive digital promotion project, Visit
Kemer, to position the region more effectively
on a global scale.

Jsxancw Dpup

Fnasa oTaena Typmnsma
MyHuuunanuteta r.Kemep
Bnaageney Nar Otel Kemer

Tema:

dopmupoeaHue ycmolivyueoi
mypucmuyeckol cpeobl
2.Kemep yepe3 nokanvHele
UHUYyUamMuesl.

Tourism Explorer: FO€NOOUH XCAHCbIH, KAK
271064 omodena mypusMa MyHuyunaaumema
Kemepa, nodenumece c Hawumu yumamenamu:
KaKue MexaHu3mel U 20podcKue Meponpusmus
MYyHUyunanumem yxce 3anyckaem unu
naaHupyem 3anycmume, Yymo6el MOmMueupoeame
mypucmoe 8bI6upame 3mom pe2uoH?

AxcaHcelH 3¢up: [pexcde scezo, 1 xomen bl
nodyepkHyms: Kemep yxe o6s1a0aem 00HOU U3
CaMbIX pa38UMbIX U KOYECMBEHHbIX 20CMUHUYHbIX
UH@pacmpykmyp Kak 8 Typyuu, mak u 3a eé
npedesnamu. Haw pe2uoH ece20a ocmaeancs
UCKA0YUMENbHO YeHHbIM HanpasaeHueMm 61a0200aps
YHUKaneHol npupode. OOHAKo Mbl, MyHUYUNaaumem
Kemepa, pewunu sbigecmu 3mom MoujHbll
nomeHyuan 30 PaMku mpaduyUoHHbIX h00x0008.

C MoMeHmMa Hawez20 Npuxoda K ynpasneHuto Mol
3anycmuau MacuwmabHsil npoekm yu@poeo2o
npodsuxceHusa Visit Kemer, ymobel 3¢ppekmueHee
3058/149Mb 0 NPEUMyUjecmeax pe2uoHa Ha
2/1060/16HOM YpOBHe.

B pamkax npoekma Visit Kemer 8 3mom 200y Mbi
desgem CMasky Ha UHHOBALUOHHbLIE MeXHO/102UU.
C nomMouwjbto KOHMeHMa, co30aHHO20 Ha 6a3e
UCKYCCMBEHH020 UHMe//1eKma, Mol 861800UM
gocnpusmue Kemepa 3a npedessi Kaaccu4eckol
popMynbl «MOpe, Necok, conHye». Mol
MPaHcAUpyem MUpy meiCA4enemHI0 UCMOPUK
pe2uoHa, e20 AHMUYHbIE NOPMbI U YHUKA/bHbIE
MU®O102U4eCcKUe COXEeMbI, UCNO0b3Ys CO8peMeHHbIl
KuHemamozpagu4veckuli A3bIK.

Hawa yene - nokazame 20cmam Yepes naameopmy
Visit Kemer, ymo Haw 20pod ob61adaem He Mo/bLKO
Henpee30Uli0éHHOU npupododi, HO U xueod,
nezeHOapHoU dywod.

Kpome mozo, Mel desaemM Mexce30Hbe HegeposiImHO
yenekamensbHeIM. B 3mo epems Mol npogodum
Me#OyHapOoOHble 4eMNUOHAMbI NO SKCMPEMANbHbIM
gudam cnopma, 06veduHss npupody u dpalie ¢
NOMOW|b0O MOMO2OHOK Xapd-3HAYpo «Sea to Sky»,
ynempamapagoHa «Run to Sky» u copesHogaHuli

no cancépguHzy «SUP Cup Kemer». banazodaps
uHuyuamusee Visit Kemer Haw pe2uoH cmaHosumcs
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Within the scope of Visit Kemer, this year

we are focusing on innovative technologies.
Through Al-generated content, we are
expanding Kemer's perception beyond the
classic “sea, sand, sun” formula. We present
the region’s millennia-old history, its ancient
ports, and unique mythological narratives
using a contemporary cinematic language. Our
goal is to demonstrate that Kemer is not only a
destination with unparalleled nature but also a
place with a living, legendary soul.

In addition, we are making the off-season
highly dynamic. During this period, we host
international extreme sports events that
merge nature with adrenaline, such as

the hard enduro race “Sea to Sky,” the
ultramarathon “Run to Sky,” and the “SUP Cup
Kemer.” Through these initiatives, Kemer is
evolving into a year-round destination that
delivers memorable experiences in

every season.

How do you evaluate the

real economic role of tourists for the city
budget, and what are your goals for
increasing visitor spending outside hotels?

Cansin Efir: Kemer completed 2025 quite
successfully, welcoming approximately

3.5 million tourists. However, we are observing
a global shift in traveler behavior: visitors
coming to Turkiye are primarily seeking
experiences rather than shopping. Instead of
filling their suitcases with goods, they prefer
to spend on day trips, excursions, and new
emotions. This trend is a major advantage for
Kemer, as we can offer a wide range of
alternatives from ancient cities to mountain
canyons and outdoor activities.

That said, high hotel occupancy and the
growing demand for experiences are not yet
fully reflected in the revenues of local
businesses. The entire economic ecosystem
in Kemer depends directly or indirectly on
tourism income. Our key challenge is to
encourage tourists to step outside hotel
premises and integrate their demand for
experiences into the local economy.

There are two main reasons for this.

First, hotel infrastructure is so comprehensive
that guests often feel no need to leave the
property. Second, local businesses have
struggled to quickly adapt from a
“product-based” model to an
“experience-based” economy.

We aim to change this dynamic. In 2026, we
are launching projects that will infuse the city
with art and music. Street performances and
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HUBLIM Hanpase/eHUeM, Komopoe dapum 20CMam
He3abbigaeMble 8nedyamseHUs 8 /itoboe spems
20040.

Kak eel oyeHusaeme
peansHyro 3KOHOMUYECKYI0 posb mypucma 01
20p00cK020 600X ema u Kakue yeau cmasume
no pocmy mpam 2ocms eHe omena?

AxcaHcoiH 3pup: Kemep 3asepuwiun 2025

200 8eCbMa ycnewHo, NPUHAB 0ko/0 3,5

MAH mypucmos. Ce200HA Mbl Habr0daem
2/1060/16HO€ U3MeHeHue mpeHA08: mypucm,
npuesxcarouuli 8 Typyuro, uwgem 8 nepayro
oyepeds 8NeYAMeHUSA, 0 He NPOCMO WONUHa.
Bmecmo mozo, ymobel Habusame YeMoOaHs!
NoKynkamu, 20cmu npednoYumarom mpamume
0eHb2u Ha 00HOOHEBHbIE MYpbl, IKCKYpCUU U
Hogble 3Moyuu. Ima meHoeHYus - 00HO U3
2/108HbIX npeumyujecms Kemepa, 8ede Mbl
MOXCeM npedIoNUMb 02POMHOE KOAUYeCcmeo
a/16MepHamMu8: om GHMUYHbIX 20p0008 00
20PHbIX KOH6OHO8 U OKMUBHO20 0MObIXa.

OOHAKO Mbl ACHO BUOUM, YMO 8bICOKAS
3anosHAeMocms omesnell u cmpemaeHue

2ocmeli K ene4am/aeHUsM NOKa He 8

nosHoU mepe ompaxcaromcs Ha 00xo0ax
MecmHbix npednpuHumamernel. Beco 6u3Hec

8 Kemepe npsamo uau KoceeHHo 3aeucum

om mypucmud4eckux 0oxodos. Hawa

2/108HQASA CIOHHOCMb - MOMUBUPOBAMSb
mypucmos 8eixo0ums 3a npedessi omeneli u
UHMe2puposame UX 3aNpPoC Ha 8neYamaeHus 8
MeCmHy KOMMepyur. 3momMy eCmes HeCcKobKo
npu4uH. Bo-nepesix, uHppacmpykmypa omeneii
HACMO/1bKO XOpOoWa, Ymo y 20Cms npocmo

He 803HUKOem nompebHOCMU NoKUAamMe
meppumoputro. Bo-emopesix, MecmHomy 6u3Hecy
0K030/10Cb HeNPOCmMo 6biIcMpPo adanMupo8aMbCA
K 271060/16HOMY nepexody om «nNOKyNkuU moeapoe»
K «NOKynKe ene4amJsaeHuli».

Meoi HamepeHs! usmMeHUMs cumyayuro. B 2026
200y Mbl 30NycKaeM npoekmel, KOMopbie
HAnNo/sHAM 20po0 UCKYcCmeoM U My3bikol. bydym
npo8ooUMbCA 8bICMYNAEHUS YAUYHBIX ApMUCMO8
U cneyuansHele «JHU wWonuHaa», 4Ymobel
npeosIoxuMe mypucmy He npocmo moeapel, a
ammocgepy u 3mMoyuu, c03008a51 HOBble MOYKU
npumsixceHus. baazodapsa 3momy mypucmesl
3axomsam npoeooums 8pemMa U mpamume 0eHb2u
Ha 0XcuUBNEHHbIX yauyax Kemepa.

Kakue uHgpacmpykmypHeie
3a00a4u - mpaHcnopm, NnapKoeKuU, cemu -
MyHuyunanumem peuiaem e nepgyr ovyepeds,
umo6el ebidepxcams pacmywjuii nomok
2ocmeii?

AxcaHcoIH 3pup: Vicmopus passumus
UHPpacmpykmypsl Kemepa onupaemcs Ha
8AXCHbIU GaKm: Haw 20p00 6bia CO30AH KAK

curated “shopping days” will offer not just
products, but atmosphere and emotion
creating new points of attraction and
encouraging visitors to spend more time,
and money, within Kemer's urban fabric.

What infrastructure

priorities such as transport, parking, and
utilities are you addressing to manage the
increasing flow of visitors?

Cansin Efir: Kemer's infrastructure
development is rooted in a significant
historical fact: the city was established in the
1980s as Turkiye's first planned tourism
destination under a World Bank project.
Initially designed for 30,000 beds, today it
accommodates up to 150,000 people daily.

To manage this scale, we operate in full
coordination with relevant ministries, public
institutions, and the private sector. In recent

years, we have completely renewed water
supply systems, sewage infrastructure,
treatment facilities, and electricity networks
ensuring Kemer's operational sustainability
for decades ahead.

We are now entering the final phase. By the
end of 2026 and early 2027, we will complete
extensive urban landscaping, road renewal,
and environmental design projects.

As the owner of Nar Otel,

what are the main challenges facing small
hotel businesses in central Kemer? Does
the municipality adequately respond to
these concerns?

Cansin Efir: This is a complex and
multi-layered issue. The challenges faced

by boutique hotels are less related to local
governance and more to macroeconomic
conditions and industry-wide transformations.
The expectations of hoteliers from the
municipality are quite clear: timely waste
management, clean streets, and a safe, calm
environment. As Kemer Municipality,

we largely fulfill these fundamental
responsibilities and remain attentive

to business needs.

However, from an operator’s perspective, the
core difficulties lie elsewhere: global crises,
inflationary pressures, and the significant
financial burden of continuously updated
tourism regulations and certification
requirements. For small-scale
accommodations, covering these

costs is the primary challenge.

As a result, many small hotels especially those
that lost resilience after the pandemic have

nepseili 8 Typyuu naaHosell mypucmu4yeckud
Kypopm 8 pamKkax npoekma BceMupHo20 6aHKa,
Hayamozo 8 1980-x 200ax. VI3Ha4asn6HO pe2uoH
6611 paccyumar Ha 30 000 mecm, HO C€200HS Mbl
npuHumaem do 150 000 yesnosek 8 OeHs.

Ymobel ynpasasime smoli Hazpy3skod,

Mol pabomaem 8 nosHolU KOopOUHaAYUU

C NPOPUALHLIMU MUHUCMEPCMBaMU,
20Cy0apcmeeHHbIMU CMPYKMypamu U 4aCmHsIM
cekmopom. bnazodaps smol coemecmHol
MOBUAU3AYUU 30 NOCIEOHUE HECKObKO

/1em Mbl NOAIHOCMbH 06HOBUAU CUCMEMBbI
8000CHAbXMCEeHUS, KAHAU3AYUU, 04YUCMHbIE
COOpYHEeHUS U 3nekmpocemu, obeche4yus
cmabunbHyto pabomy Kemepa Ha decamusnemus
8nepéa. Celivac Mul nepexoouM K pUHANbHOMY
amany: kK KoHYy 2026 - Ha4yany 2027 22. 3a8epuium
mMacuimabHsle pabomel no 6s1020ycmpolicmay,
AaHOWapmHomy du3aliHy u 06HoseHU0 dopoe.

Kak enadeney omens
Nar, Ha3oeume 2na8Hble mpyoHocmu,
Mewaroujue pazeumuro Mas020 omesibHO20
6usHeca e yeHmpe Kemepa. Casiwum au
MyHUyunasnumem smom 3anpoc?

AXcaHcbIH 3pup: Imo secbMa MHO202PAHHAA
u cnoxcHaa npobaema. llpenamemeus

014 pazsumus 6ymuk-omesnel 8 yeHmpe
C8A30GHbI He CMOoJbko ¢ Hedopabomkamu
MeCcmH020 MyHU{UNAAUMema, CKo/a6Ko

C MOKPOIKOHOMUYECKUMU yCA08UAMU U
obweompacnessiMu usmeHeHUAMU. OCHOBHeble
OXUOQHUS omenbepa om MyHuUyunaaumema
04esUOHbI; cB0eBpeMeHHbIl 861803 Mycopa,
yucmele yauysl u cnokolHas 6e3onacHas
obcmaHoeka. Mul, MyHuyunaaumem Kemepa, 8
nodaessaoujem 606WUHCMEBE C1y4aes ycneuiHo
cnpaessemcsa ¢ 3mumu 6a3086IMU 3a0a4aMu U
gce20a npucywueaemMcs K 3anpocam busHeca.

OO0HaKo, 271904 HO CUMYaAyUIo U3HYMpPU KaK
ena0esey omensa Nar, 5 8Uxy, YmMo 2/108HbIe
mpyodHoCmu Kporomcs 8 0py20M: 3mo
2/1060/1bHbIE KPU3UCkI, UHPAAYUOHHOE 0asneHue
8 CMpaHe,  MaKxe cepbEé3Hble UHAHCOBbIE
3ampamel Ha 8bINO/IHEHUE NOCMOAHHO
06HoBASAUUXCA MPpeboB8aHUU U HOBbIX
cepmupukayuli MuHucmepcmea mypusma. Ans
Heb60/1bWUX 065eKMO8 Pa3MeueHUs NOKPLIBAMb
3Imu pacxodel - camas 6o1bwas npobaema.
MHozue Hebosabwue omenu, He Cymesuiue
8bI#UMb 8 3Moli 3KoHOMuYeckol 6opebe
(ocobeHHO nomepsigwUE ycmoli4ueoCcme nocsie
naHoemuu), K COXaneHuto, bbiau 8bIHYH OeHb!
npespamumscs 8 obuwjexcumus 04151 NepCcoHana
(10H#CMOHBI) KPYNHBIX KYPOPMHbIX omesel
pezuoHa. ¥ amo - o2poMHas y2po3a 015 Kemepa.
Kozda 8 yeHmpansHeix 6ymuk-omensx, 20e
00/IHCHBI UMb MypPUCMbl, 86IXO0UMb HA
YAUYbl U COBEPWAMb NOKYNKU, Npoxcusaem
UCKA0YUMeNbHO NepCoHas, ImMo 2/1y60Kko
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been forced to convert into staff

housing for large resort hotels in the region.
This represents a serious threat to Kemer.
When central boutique hotels, that should
host tourists who engage with the city, instead
accommodate only staff, it disrupts both the
socio-cultural structure and the economic
cycle of the destination.

Resolving this imbalance requires
national-level policy interventions rather than
local governance alone. We are in dialogue
with the Ministry of Tourism on this matter
and are hopeful for a near-term solution.

Tourism Explorer: How would you like
Kemer to be perceived by the professional
tourism community in the next decade?

Cansin Efir: Kemer is a true paradise for
leisure, both nationally and globally. However,
global trends indicate a period of significant
transformation. In today’s fast-paced world,
rest, nature, and the sea are no longer luxuries,
they have become psychological necessities.
People need spaces where they can
disconnect and reconnect with themselves.

Thanks to forward-thinking investors who
have accurately identified this trend, and the
large-scale projects already underway,

| firmly believe that within the next decade
Kemer will become the number one
destination in Turkiye. Our ambition is clear: to
surpass Belek, Side, and even Bodrum.
Geographically, Kemer holds a stronger
advantage, where mountains, dense pine
forests, and the azure sea converge.

While some facilities have aged and no
longer meet modern standards, a major
physical transformation will begin within the
next three to four years. In ten years, Kemer
will no longer be defined by the number of
tourists it hosts, but by the quality and
premium level of its services.

Our vision can be summarized simply: visitors
come to Kemer for the sea, sun, and nature
but they return for the impeccable service
quality and the genuine warmth of its people.
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paspywaem Kak coyuanbHo-KyAbmypHYH
Cmpykmypy 20p00a, mak u e20 KoMMep4eckuli
YukA. PewieHue makozo oucbanaHca 3aeucum
ckopee om 20cy0apcmeeHHOU NOAUMUKU, YeM
0m MecmHoz20 camoynpaeneHus. Mol edém
nepezogopsbl ¢ MuHUCMepcmeomM mypu3ma no
3Mmomy 8onpocy, 3HaeM, Ymo y HUX eCme YeHHole
Hapabomku. Haderoce, 8 camoe bauxcatiwee
gpems npobsema 6ydem peweHa.

Tourism Explorer: Onuwume >cenaemoe
eocnpusmue pe2uoHa Kemep
npogeccuoHanbHLIM coobujecmeom yepes
decamunemue.

AxcancoiH 3¢pup: Kemep - Hacmoswuli pad

015 omObIXa KaK 8 MacWmabe CmpaHsl, Mak u

8 MUpo8OM Macwmabe. AHAAU3UPYA MUpPO8bIe
mpeHAbl, Mbl BUOUM NEpUO0 CEPLE3HLIX NePeMeH.
Ans cospemeHH020 Yen08eKa, Husyujeo 8
beweHoMm memne, omoebix, Npupoda u Mope
nepecmanu 6s6IMb NPOCMO POCKOWbIO - OHU
CmManu ncuxoao2uyeckoli Heo6xo0UMOCMsHo.
JIH00AM HCU3HEHHO BAXHO 8peMs, K020a MOXCHO
OMK/YUMbCA 0M 8ce2o U Halmu cebs.

ViMeHHOo 6102000ps HAOWUM 00/16HOBUOHbIM
uH8eCmopam, Komopele Y4€mKo y08uUNU

3mom mpeHO, U MacwmabHsIM Npoekmam,
Ppeanu3yemsiM yxe ce200HS, A y8epeH: Yepes
decame s1em Kemep cmaHem HanpaeneHuem
Homep 00uH 8 Typyuu. Hawa yens npedensHo
AcHa: npes3olimu benek, Cude u daxce bodpym.
Momomy umo 2eozpaguyecku Kemep obaadaem
20pa300 60/16WUM NPUPOOHBIM NPEUMyLecmaom:
30ecb 20pbl U 2ycmble COCHOBbIE /1eca
8CMpPeYaromcs C 1a3ypHLIM MOPEM.

Mockoneky mypusm e Typyuu 3apoduncs

UMEHHO 30eCk, y HOC eCmb 06beKmMsl, KOmopele
CO 8pemMeHeM ycmapenu U yxe He N0AHOCMbI0
omeeyarom cospemMeHHbIM MmpPebo8aHUAM.
O0Hako 8 bauxcatiwuue 3-4 200a 8 Kemepe
HA4YHEMCA KON0CCANbHAA Gu3u4eckas
mpaHcpopmayus. Yepes decsme nem
npogeccuoHaneHoe coobuecmso yguoum Kemep,
20e 2080psM He 0 Ko/au4Yecmee mypucmos,

a 0 8bicovaliwem kayecmee U NPemMuanbHOM
cepsuce. Hawe sudeHue ny4ue 8ce2o onucsieaem
desus: «B Kemep bl npuesxcaeme padu Mops,
CO/IHYQ U npupoOsbl, a 8038paujaemecs - padu
6e3ynpeyHo20 KaYyecmea ycaye U Hauwux
UCKpeHHUX Atodeli». 3mo Hawe camoe 6016W0e
cokposuuye.

Pirate’s Beach Club, located on the coast of Tekirova and surrounded by the pine forests of the Mediterranean’s
unique nature, is one of the most well-established resorts in the region. It stands out with its piratethemed concept,
ultra all-inclusive service, and strong identity as a family-friendly hotel.

Following its renovation in 2018, the resort further increased its value with a comprehensive refurbishment in 2026.
It offers comfort-focused accommodation with spacious and functional rooms set within lush gardens, bunk-bed
options specially designed for families with children, and a variety of large suite alternatives.

With its fully renewed mini club, modern playgrounds, expansive swimming pools, a waterslide aquapark, and a
252-meter private beach, the resort provides a rich holiday experience appealing to guests of all ages. Pirate’s Beach
Club also stands out in dining and social experiences with its newly opened patisserie, renovated snack restaurant,
and modern sports bar—making it an unforgettable destination where nature, sea, and entertainment come together

for a perfect family vacation.

piratesbeach.com.tr  +90 242 821 40 01 | +90 242 821 40 01 info@piratesbeach.com.ir




Generation Z is driving a structural transformation across the global

hospitality sector - both as travelers and as employees. On the demand side,
experience-led travel behavior is redefining product expectations; on the supply
side, the values and priorities of a new workforce generation are reshaping
service culture, talent strategies, and operational models.

Generation
Is Reshapin
the Global
Hospitality
Industry

MupoBas nniyerpus
rocTenpruUMCTBa MEHACTCA
[1O/T BJIMAHVIEM TTOKOJIeHUA Z,

[MokoneHue Z dsuxcem cmpykmypHoU mpaHcpopmayuel 21060/16H020

cekmopa 20CmenpuuMcmea - KoK 8 Kadecmee nymeulecmeeHHUKo8, Mmak U 8
kayecmee compydHukos. CO CMOpPOHbI CNpOCa nogedeHUe nymewecmeeHHUKOS,
OpUeHMUPOBAHHOE HA ho/ay4YeHUe snedamsaeHul, onpedesngem OXUOAHUA om
npodykma; co CMopoHbl NPEONOHEeHUS - YEHHOCMU U npuopumemel HO8020
NoKoseHUs pabomHUKO8 MEHSM KyAbmypy 06CIyx#u8aHuUs, cmpameauu
ynpaeseHus maaaHmMamMu U onepayuoHHsle Modenu.
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EXPERIENCE ECONOMY AND
GEN Z TRAVEL BEHAVIOR

Born from the mid-1990s onward,
Generation Z no longer views travel
as an occasional discretionary

activity but as an integral part of
lifestyle and personal identity. For this
cohort, travel is less about comfort or
status and more about meaning,
authenticity, and experiential
value.

Gen Z travelers increasingly

gravitate toward destinations and
accommodation concepts that offer
local immersion, cultural relevance,
sustainability credentials, and
personalization. Traditional
definitions of luxury are giving way to
curated experiences that enable
social connection and narrative
depth. As a result, hospitality
operators are reassessing

product design, pricing

logic, and value
propositions.
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3KOHOMMWKA BITEHA TNIEHUUA:
rJTIABHbIN TPEH/4 B
NYTELUECTBUSAX NTOKOJIEHUA Z.

[MokoneHue Z (poxcdeHHsble ¢ cepeduHsl
90-x) cogepwius0 KOHYEeNMyanbHell
nepegopom 8 oOmHoweHuUU K
nymewecmeusam: U3 3nU300U4ecKo20
omobixa OHU hpespamunauces 8 6a3osyro
nompebHoCMe U 31eMeHm AUYHO20 bpeHda
U CMuAs XU3HU. LjeHHocmHeIl ¢pokyc 015
amol epynnel CMeCmMu/cs - Kr4YeasiMu
opueHmMuUpamu 04149 HUX CMaHO8AMCA

He KoM@popm uau coyuaabHsIl cmamyc,

a 2a1y6uHa eneyamseHul, CMbIc/10804
Ha2py3Ka U NOOAUHHOCMb NepexcusaHull.

CmeweHue npuopumemos nokoseHus Z 8
CMOPOHY I0KA/ILHO20 0NbIMA, KyAbMypHOU
aymeHmu4YyHoCmu, ycmoul4ugozo
pazsumus U UHOUBUOYA/IbHO20 N0OX00Q
MeHsiem cam peIHOK. Pockows menepeo
usmepsemcs cuaol aMoyull u kKa4yecmeom
yesoseyeckux ceszeli, Komopsie daem
nymewecmeue. 3mu Hogble Kpumepuu
3aCcmaesiAm u2pokKos mypuHOycmpuu
nepeocMsbICAUBAMb C8OU NPOJYKMbl,
YeHsl U npuHyunel 83aumodelicmeus ¢
KAUeHMOoM.

GEN Z EMPLOYEES AND THE
TRANSFORMATION OF
HOSPITALITY WORKFORCES

The influence of Generation Z extends well
beyond the guest profile. As a growing share of
the hospitality workforce, Gen Z employees are

redefining expectations around employment
models and organizational culture.

This generation prioritizes flexibility,
transparency, inclusive leadership, ethical values,
and purpose-driven work environments.

Rigid hierarchies and purely transactional
employer-employee relationships are losing rel-
evance. Instead, hospitality brands that invest in
learning opportunities, social impact, and

value alighment are gaining a competitive edge
in talent attraction and retention - an
increasingly critical issue for the sector.

DIGITALIZATION, ARTIFICIAL
INTELLIGENCE, AND
SOCIAL PLATFORMS

For Generation Z, digital engagement is not an
add-on but a baseline expectation. Mobile-first
booking journeys, Al-driven personalization,
real-time communication, and seamless digital
interfaces are now core components of the
hospitality experience.

Industry forecasts indicate that a significant
share of travel discovery and booking processes
will shift toward Al-assisted platforms in the
near term. Social platforms such as TikTok and
Instagram have evolved from inspiration
channels into decisive touch points, directly
influencing destination choice, accommodation
selection, and brand perception.

BJ/INAHUE NNOKOJIEHUA Z HA PbIHOK
TPYAA B COEPE TOCTENTIPUNMMCTBA

Bo3delicmesue nokosneHUsA Z HO 20CMUHUYHbIU
6u3Hec Hocum 08yCMOpPOHHUU Xapakmep.

[TomMumo posau nymewecmeeHHUKOS8, OHU 8ce Yauje
gbiCmynarom 8 Ka4ecmee compyoHUKO8, Ymo
gedem K hepecmMompy ycmosewuxcsi mooeseli
mpydoycmpolicmea u NpUHYUNO8 0p2aHU3A{UU
pabomel.

KntoyesbiMu npuopumemamu 0414 3mo2o
nokoseHuUs f8141omcs 2UubKul 2paguk,
Npo3paYHOCMb NPOYECCO8, UHKNHO3UBHSbIU
CMub ynpasaeHus, 3mu4Hocmes bu3Heca

U 0CMbIC/IEHHOCMb pabomel. Imo desnaem
He3ppekmusHbsIMU hpexcHuUe Modenu,
NnocMpoeHHbIe Ha HEeCMKOM KOHMpose u cy2y6o
KOMMepyeckux OmHoweHusX. B yciosusx
obocmpeHus kadposozo depuyuma audepamu
CMaHo8AMCcA KOMNAHUU, CNOCOOHbIE NPEOA0H UMb
He npocmo pabomy, a nepcnekmusy pocma,
808/1€4eHHOCMb 8 COYUA/IbHbIE NPOEKMbI U
pasodeneHue KOpnopamueHseix yeHHocmed.

TPAHC®OPMALNS TOCTENPUUMCTBA
Mo/ BO34EACTBUEM
LiNndPOBU3ALINN, NCKYCCTBEHHOIO
WHTENINIEKTA Y COLNMIAT®OPM

[MokoneHue Z paccmampusaem yugpposuzayuro
KaK OCHO8Y, 0 He KaK 0ono/IHeHUe K cepsucy.

Vx 6a3oebie mpebo8aHUS K 20CMUHUYHOMY
oneimy 8K/YAM MOBUMLHOCMb HO 8CEX
3mManax, NepcoHANU3AYUI Yepe3 UCKYCCMBeHHbIl
UHMmMennekm u NoAHOCMbH UHMe2pUpPOB8AHHbLIE
yugpossie KaHa1bl KOMMYyHUKAYUU.

Mo npo2HO3aM 3KCnepmos, 606W A YaCMb
noucka u 6poOHUPOBAHUSA hymeulecmeuli CKopo
6ydem npoxodume Yepe3 n1am@opmel Ha 6a3se
nn. A makue coycemu, kak TikTok u Instagram, u3
NAcCUBHbLIX KOHA/108 KOHMeHMa npespawjaromcs
8 OKMUBHble KoMMepYeckue UHCMpyMeHmel,
HaNpAMYH KOH8epmMuUpys NPOCMOMpel 8
6pOHUPOBAHUS U /10/16HOCM.
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OPERATIONAL AND FINANCIAL
IMPLICATIONS FOR
HOSPITALITY BUSINESSES

The dual role of Generation Z as both consumer
and employee is producing measurable
operational and financial impacts:

Experience-driven products rooted in local
culture are creating incremental revenue
streams beyond traditional room yield.

Employee-centric organizational models
are directly influencing service quality, brand
consistency, and guest satisfaction.

Data-driven distribution and digital engagement
strategies are becoming central to commercial
performance.

Sustainability and social responsibility
credentials increasingly function as demand
drivers, particularly among younger international
travelers.

STRATEGIC OUTLOOK
TOWARD 2026 AND BEYOND

As Generation Z's share of global travel demand
continues to expand, hospitality brands and
destinations that adapt proactively are
positioning themselves for long-term
competitiveness. Investments in experience
design, digital infrastructure, and
next-generation workforce strategies are
emerging as key differentiators in revenue
performance, brand equity, and resilience.

This shift represents not a temporary trend,
but a structural recalibration of the hospitality
industry, one that defines the new operating

B/INSHUE HOBOU PEAJIbHOCTU
HA BUSHEC-MOAEJ/IN B
FOCTENPUNMCTBE

AeoliHas posab nokoseHUA Z - U Kak hompebumess,
U Kak compyoOHUKQ - popMupyem KOHKpemHsole
6u3Hec-pe3ynemamel:

OpueHMUpPOBAHHbIE HO YHUKA/bHbIE BNeYaMAeHUS
U /10Ka/6HbIT KoIopum ycayau gopmupyrom Hogele
cmameu 00x00a, 00NONHAUWUE KAaccuyeckuli
00x00 om pa3meujeHus.

[Modxod k ynpasneHuro, bepyujuli 30 0oCHosy
UHMepecsl NepcoHasa, HenocpeodcmeeHHo
CKG3bI8AEMCSA HAO YpPOBHE Cep8uCa, Yes0CmHoCmuU
6peHOa U 104/16HOCMU KAUEHMOo8.

MapkemuHz, 0CHOBAHH®bIU HA aHO/U3E OAHHbIX,
U 2paMOMHAs Yupposas KOMMyHUKAYUS
npespawjaromcs 8 K/ar4easle pakmopel
¢puHaHco8020 ycnexa.

lpuHyunsl ycmolivyugo20 paseumus U coyuansHol
omeemcmeeHHOCMU 8ce Yauje 8bICmynarom

8 kayecmee Opalieepos cnpoca, 0C0beHHO

cpedu mosnodol mexdyHapooHoU aydumopuu
nymeuwecmeeHHUKO8.

TEHAEHLUUWU U 1TPOTHO3bI
HA CPEAHECPOYHYHO U
AOJIFTOCPOYHYKO MNEPCITEKTUBY

MockonbKy nokoseHue Z onpedessgem sce
6o/16WUL Ce2MEeHM MUPOBO20 MypCnpoca,

om ckopocmu adanmayuu KoMNaHul u
HanpassieHuli menepe 308UcCUM UX 00/120CPOYHAA
KOHKypeHmMocnocobHocme. ®yHoameHmMasnbHeoll
pa3pel8 ce200HA c030arom UH8eCcmuyuu 8 mpu
06710CMU: YHUKO/IbHbIE 8Ne4ameHus, nepedossie
yugpossie peweHUs U co8peMeHHbIl N00xX00 K
ynpaesneHuro Kaopamu. VIMEHHO OHU HONPAMYHO
onpedensaom 6ydyujue GuUHAHCOBbIE pe3yemamel,
cuny 6peHoa u cmabuabHOCMb bU3Heca.

JoHHaa mpaHcpopmayus aenqemcs He
KPaMKOCPOYHLIM MPeHOOM, a CMpyKmMypHoU
nepecmpolikol eceli uHdycmpuu, popmupyrowyeli
HOBYI0 0NepayUOHHY napaduzmy 8
CpedHecpoYHoU nepcnekmuse.

STEIGENBERGER
ALDAU RESORT
RED SEA

A Trio of Excellence

Where Luxury, Family Fscapes, and Pure Relaxation Meet

Sef along the galden shores of the Red Sea, Steigenberger ALDAU Resort is Hurghada's premier desfination — just 10 minutes
from Hurghada airport and a short flight from Europe. Home to 3 distinctive allinclusive hotels, the resort blends refined luxury,
vibrant family experiences, and sophisticated adults-only escapes. With over 170 prestigious awards, it continues fo set the
benchmark for exceptional hospitality, world-class dining, and unforgetiable experiences.

‘.g-,_ q
N
STEIGENBERGER ALDAU BEACH HOTEL

A Red Sea landmark of luxury, reimagined
as an elegant all-suite refreat invites you
info a world of comfort and privacy. Enjoy
a private beach, an expansive 5,000 m3
pool with a flowing lozy river, and 7+
restaurants & bars offering flavors for every
mood.

From peaceful moments at the Pure Spa
fo leisurely rounds on the beachfront golf
course, every experience is designed fo
flow efforflessly—blending  reloxation,
indulgence, and refined escape in one
unforgettable stay.

STEIGENBERGER AQUA MAGIC

Hurghada's family gem, featuring stylish
rooms and family suites, nine pools,
lazy river, and two aqua parks for adults
and kids—creating the ultimate Red Sea
destination for allage fun.

With 9+ restaurants & bars, every day
offers variety, flavor, and enferiainment.
A private beach and kids' club ensure
a balanced experience, with dedicated
spaces for both children’s activities and
adults” relaxation.

One Destination. Three Hotels. Endless Experiences.
Discover the Red Sea through a destination that continues to redefine exceptional travel.

Steigenberger ALDAU Resort | Yussif Afifi Road | Hurghada, Red Sea, Egypt

STEIGENBERGER PURE LIFESTYLE

An awardwinning, adults-only sanctuary,
where stylish suites with Jacuzzi, swim-
up, or private pool access sef the tone
for a modern, bohemian escape, all
designed with sleek interiors and a refined
Mediterranean touch.

From curated dining and 24-hour lifestyle
alkinclusive experiences to a private
beach, signature pools, and spa and
wellness, every moment flows effortlessly—
from serene mornings fo lively afterncons
with DJs and sunset gatherings—blending
relaxation with vibrant energy.

reality for the years ahead.

www:.steigenbergeraldauresort.com | waww. hrewards.com

ADD Properties, Member of Sami Saad Holding
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Media Strategies
In 2026

Coriceru B Typusme 2026:

CTpaTernyeCcKuil mepeBopoT

As of 2026, social media is

no longer positioned as a
secondary communication
channel for travel brands;

it has become a core
decision-making interface that
directly influences consumer
choice. Platforms once designed
to inspire travel dreams

are now shaping booking
behavior, brand trust, and
long-term loyalty. This structural
shift is forcing travel companies
to rethink not only where they
communicate, but how social
media integrates into the
broader commercial ecosystem.
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B 2026 200y coyuaneHele Medua
3QHANU YeHmpasasHoe Mecmo

8 Cmpameauu mypucmu4eckux
bpeHdo8, cMeHU8 cmamyc

€ 8CNOMO20Me/IbHO20 Ha
Kpumuy4ecku 8axcHbIU.

3mu naame@opmel menepe
HenocpedcmeeHHO onpedensom
8blbop KaAueHmMa, npoyecc
6pOHUPOBAHUA U ypOBEHb €20
n10816HOCMU. 100 enusiHUeM 3mux
UsMeHeHUl bpeHObI 8bIHYHOeHb!
pecmpykmypupo8ams ceou
nodxodel K KOMMYHUKAYUSAM

u mecmy coycemeli 8 obweli
KomMMmepyeckoli skocucmenme.

FROM INSPIRATION TO
CONVERSION: A STRATEGIC
SHIFT

Travel brands are increasingly restructuring
their social media strategies to align inspi-
ration with measurable business outcomes.
Visual storytelling remains relevant, but

it is now supported by data-driven con-
tent planning, performance tracking, and
clear conversion objectives. Social media is
evolving from an awareness-led tool into a
channel that actively supports the purchase
journey.

This shift reflects a broader reassessment
of return on investment. Engagement met-
rics alone are no longer sufficient. Brands
are prioritizing content formats and plat-
form strategies that contribute directly to
lead generation, booking intent, and brand
preference at key decision points.

OT B4OXHOBEHUA K
KOHBEPCUUN: TPAHCOPOPMALNA
NMPUOPUTETOB

B uHdycmpuu mypu3sma Habarodaemcs
cmpamezuyeckuli cosuz: bpeHOb!
yeseHanpaeneHHoO pepopmupyrom pabomy
8 COUUA/bHbIX cemsx, Ymobel ob6ecne4ums
NPAMYIO C8536 MeXOy KOHMEeHMOoM U
kommepyeckumu KPI. AkyeHm cmeuwjaemcs -
Kpacugelli KOHMeHmM meneps He camoyens,
a Yacme cucmemel, pabomarowjeli Ha
0CHOBe OOHHbIX, NOCMOSHHO20 3aMepa
MempuUK U KOHKpemHsIX N1aHO8 No
KoHgepcuu. akmuyecku, coymeoua u3s
UHCMPYyMeHmMa gopmMupo8aHus umuoxa
npespawjaromcs 8 NOAHOYEHHYH 4acme
80POHKU NPOAAK.

JaHHoe usmeHeHue s8/139emcs UHOUKAMopom
cucmemHoU nepeoyeHkKU UH8ecmuyuoHHoU
appekmusHocmu. Modenu,
OpUeHMUPOBAHHbIE UCK/HHYUMENbHO

HQ 808/1e4eHHOCMb, YCMynarm Mecmo
cmpamezusaM, 20e KAYegbIMuU CMAHOBAMCS
popmMamel U KAHA/LI, HENOCPEACMBEHHO
eAuUAOWUE HO 2eHepayuro cnpoca,
KOH8epcuto U 8bl6op 6peHAa Ha pewaroujux
amanax nompebumenbCko20 nymul.
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PLATFORM PRIORITIZATION
AND CONTENT RECALIBRATION

In 2026, travel brands are adopting a
more selective and strategic approach

to platform presence. Instead of
maintaining uniform activity across all
networks, companies are focusing on
channels that deliver clear alignment with
target audiences and commercial goals.
Short-form video, creator-led narratives,
and experiential formats are being opti-
mized for different stages of the customer
journey.

This recalibration also impacts content
tone. Overly polished brand messaging is
giving way to more authentic,
experience-driven narratives that
emphasize credibility, transparency,

and relevance. Social media is increasingly
positioned as a trust-building environment
rather than a pure promotional space.
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BbIBOP I1JIAT®OPM U
[NEPECMOTP KOHTEHTA

Cmpameaus npucymcmeus
mypucmud4eckux 6peHdos 8 2026

200y cmaHosumMcs u3bupamenbHoOU.
Omka3 om pagHoMepHO20 0Xxeama ecex
coycemeli 8 N0/163y KOHYeHmMpayuu

Ha Haubosee pesnesaHMHbIX KAHANOX
no3eossem moyHee docmuz2ame
MapKemuH208bIX U bU3Hec-

yenel. Kopomkuli su0eokoHmeHm,
ucmopuu om 6s102epo8 u
3KCnepumMeHmasibHele GopMamel menepb
moy4eyHo pabomarom Ha KaXOoM 3mane
NAQHUPOBAHUSA U co8eplIeHUsA N0e30KuU.

Cnedcmeuem 3moli cmpameauu
CMAaHOBUMCSA UHAS CMbIC/108051 HA2PY3KA
KoHmeHma. Ymobel 3080e8ameo
dosepue, bpeHObI OMKa3bI8AOMCSA

om uckyccmeeHHoU 6e3ynpe4Hocmu

8 N0/1b3y AyMeHMUYHbIX ucmopud,
nooYepKUBAOWUX PeasnbHelli oneim,
YyecmHocme U 61U30CMb K UHMepecam
nosae3oe8ames. [loamomy coycemu ece
yauwje paccMampusaromcsa He KaK KaHaa
0/151 NPOOBUXCEHUSA, 0 KOK NPOCMPAHCMB0
015 dUaA020 U yKpenaeHus N0816HOCMU.

SOCIAL MEDIA AS A DECISION
INFRASTRUCTURE

For travel executives, social media is
now viewed as part of the decision
infrastructure rather than a standalone
marketing function. Consumer research,
peer validation, and real-time feedback
loops all converge on social platforms,
making them critical to understanding
demand patterns and shifting
expectations.

This reality is reshaping internal
structures as well. Cross-functional
collaboration between marketing, sales,
revenue management, and customer
experience teams is becoming essential
to ensure social media insights translate
into operational and commercial action.

IMPLICATIONS FOR TRAVEL
BRANDS IN 2026

The transformation underway

signals a broader maturity in how the
travel industry approaches digital
communication. Brands that continue to
treat social media as a tactical

visibility tool risk losing relevance in an
environment where travelers expect
meaningful, decision-enabling content.

Conversely, companies that successfully
integrate social media into their
strategic planning frameworks are
better positioned to capture value in an
increasingly competitive and
experience-driven market. In 2026, the
question is no longer whether social
media matters, but how effectively it is
embedded into the core of brand and
business strategy.

COLNAJIbHBIE CETH:
HOBbIN ®YHAAMEHT 417
bU3HEC-PELUEHUU

B cmpamezu4eckom gudeHuu
pykosodumeneli mypuHOycmpuu coycemu
nepecmasnu 6sIms NPOCMO MAPKeMUH208bIM
KAHQ/I0OM - OHU CMAAU KA04egbiM
3/1eMeHMOoM 8 cucmeme NPUHAMUS peweHul.
3mu naamegopmel cobuparom ka4esyro
UHGOpMayur: OaHHbIE UCC1ed08aHUU,
OyeHKy nose3oeamesneli U MZHOBEHHbIe
om3sigbl. baazodapa s3momy nosiengemcs
803MOXCHOCMb QHA/U3UPOBAMb 8 PEA/IbHOM
gpemeHU OUHAMUKY CNpOCa U 380/1H0YUH
nompebumensckux npednoymeHud.

Mod enusAHuemM 3amo2o pakmopa meHsemcs
U 0p2aHU3AQYUOHHAA cmpykmypa. Ans
MPAHIAYUU UHCAUMOo8 u3 coyuanbHeix
mMeoua 8 onepayuOoHHbIE peweHus u
@PUHaHco8bIE pe3yabmamesl Cmpame2u4ecku
8aX#CHOU CMAHOBUMCSA CAAXMEeHHaAA paboma
nodpasodeneHuli: MapkemuHaa, KOMMepyuu,
ynpassneHuUs 00X00HOCMbIO U C/yHbbI
pabomel ¢ kKaueHMamu.

/IABHbIE TPEHAbI 41
TYPBUS3HECA: YTO XXA4ET
bPEH/bI B 2026-M

eontoyusa nodxodos ompaxcaem pacmyuyro
3pesocme Yugpossix cmpamezuli 8
mypu3sme. bpeHoam, Komopeie no-npexcHemy
paccmMampusarom coyuabHele cemu

/UWb KOK MaKmMu4eckuli UHCmpymeHm
noselWeHUs y3Ha8aemMocmu, 2po3um
nomeps akmyasneHocmMu 8 cpede,

20e nymeuwiecmeeHHUKU oxuoarom
codepicamensHO20 KOHMeHMa,
NoMOo2arwe20 NPUHUMAMb PeWeHUs.

Y Haobopom, KOMNAHUU, ycnewHo
UHMmMezpupyrowue coyuansHele Meoua

8 ceoli cmpameauyeckuli akmus,
0Ka3bI8aHOMCA 8 60/1€€ 8bIU2PLIUIHOU
no3uyuu 045 u3ssne4yeHuUs 8612006l HO 8Ce
60s1€€ KOHKYPeHMHOM U 0pUeHmMUpPO8AHHOM
Ha 8neyamaeHus peiHke. B 2026 200y
80NPOC CMOUM Y#e He 8 MOM, 8AX(HbI U
coyuasneHele cemu, 0 8 MOM, HACKO/bKO
3¢ppekmuBHO OHU 8CMPOEHbLI 8 0CHOBY
6peHOo.ol u busHec-cmpameaud.
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ASEAN

Governments
Reengineer Tourism
Through Artificial

Intelligence

Southeast Asia Positions Al as the
Structural Backbone of Its Tourism Strategy

locynapera-unenst ACKAH
OCYIICCTBJIAIOT TPaHCchOpMalyio
TYPUCTUYECKOV OTpacyiv Ha 6a3e

TEeXHOJIOI'NIA NCRYCCTBECHHOI'O MHTCJVICKTA

UckycecmeeHHb1li uHMenneKm 10XUMcs 8 0CHosy
mypucmu4eckoli cmpameauu H02o0-BocmoyHou A3uu

Across Southeast Asia, governments
are moving artificial intelligence from
experimental pilots to the core

of national tourism policy. Rather

than focusing solely on increasing
visitor arrivals, ASEAN economies are
leveraging Al to enhance visitor value,
optimize destination management and
strengthen long-term competitiveness.

This transition marks a shift from
volume-driven tourism growth toward
data-led revenue optimization and
sustainability-oriented planning.
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Mo ecemy peauoHy ACEAH VIV nepexodum
U3 cmaouu mecmupoeaHuUs 8 paH2
cmpameau4yecko20 hpuopumema
mypucmu4eckol ompacau. [ocydapcmea
UCNo/b3yom €20 803MOXCHOCMU He
npocmo 0415 ygesnu4eHUs mypnomoka,

a 0415 MOHKoU HacmpoUKu ynpasaeHus
HanpasaeHUAMU, MaKcuMu3ayuu 0oxodoe
om mypusma u ykpenseHuUs 00120CpoYHOU
KOHKYpeHmMocnocobHocmu.

JaHHas mpaHcpopmayus ompaxcaem
nepexo0 om Ko/au4eCmeeHHsIX 0pueHmupos
pocma k modenu, hpuopumu3supyroujeli
noesiweHue 00X00HOCMU HA 0CHoge
aHAAU3a OQHHBLIX U NPUHYUNGA ycmoliyugeozo
NAGHUPOBAHUSI.

FROM MASS TOURISM TO
HIGH-VALUE SEGMENTATION

ASEAN countries are recalibrating
their tourism models toward
higher-yield segments. Al-powered
demand forecasting, behavioral
analytics and personalized travel
recommendation systems enable
destinations to target specific visitor
profiles more precisely.

The strategic objective is not only to
attract more travelers but to increase
per-capita spending, extend length

of stay and diversify in-destination
experiences. This reflects a broader
economic logic: sustainable tourism
growth depends increasingly on quality
rather than scale.

BbICOKO/JOXOAHAS
CEFMEHTALMS KAK
AJIbTEPHATYIBA MACCOBOMY
TYPU3MY

Typucmuyeckas noaumuka

cmpaH ACEAH cmeujaemcs e
CMOPOHY 8bICOKOMAPHCUHA/IbHbBIX
Huw. Vicnoas3ysa N ons

aHa/aU3a hogedeHuUs1 2ocmed,
NpPO2HO3UPOBAHUS UX
npednoymeHuli u cO30aHUSA
NepcoHaNbHbLIX pekomeHoayud,
PEe2UOH y4umcsi npussiekame UMeHHO
mex nymeuwecmeeHHUKO8, Komopele
20mossl mpamume 60/16UWe.

lMpuopumem cmeuwjaemcs ¢
80/108bIX NoKa3amesel mypnomoka
HO Mempuku 3¢pekmusHocmu:
nosseiweHue cpedHe20 Yeka,
npodseHue Chokos
npebsI8aHUSA U pacwupeHue
gapuamusHocmu _—
omosixa Ha Mecme.
2mo coomeemcmeayem Hogol
3KoHomuYeckol napaduzame, 20e
ycmodliyugocme cekmopa 3a8ucum
om Ka4yecmea npedocmas/isieMbiX
ycaye, a He om Maccogocmul.
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SMART DESTINATION
GOVERNANCE

Governments including Thailand, Malaysia
and Singapore are integrating national
tourism databases with Al-driven
monitoring systems. Real-time visitor flow
analysis, congestion management tools and
predictive capacity planning are being
deployed to mitigate overtourism risks

and distribute demand more evenly

across regions.

This approach supports secondary
destinations, reduces pressure on iconic
heritage sites and strengthens regional
economic balance. Al thus becomes not
merely a marketing instrument, but

a governance mechanism for
sustainable tourism management.

INTEGRATED AND FRICTIONLESS
TRAVEL ECOSYSTEMS

Digital payment interoperability,
Al-enabled multilingual support systems
and smart mobility platforms are creating
a more seamless cross-border visitor
experience within ASEAN.

Interoperable QR payment frameworks
and digital identity integration facilitate
smoother transactions and mobility, while
simultaneously generating actionable data
for policy refinement. The combination of
operational efficiency and data
intelligence reinforces the region’s
structural competitiveness.
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CMAPT-1104X04 K YINPABJIEHUIO
TYPUCTUYECKUMU
HATPABJIEHUAMU

lMpasumenscmea TaunaHda, Manadizuu u
CuHz2anypa uHme2pupyromM HaYyUOHA/1bHbIe
mypucmud4eckue 6a3sl 0GHHbIX C cUCMeMamu
MOHUMOPUH2a Ha 6a3e UCKYCCMeeHH020
UHMesnnekma. 1a CHUXeHUsA puckos
osepmypusma u 6osee pagHOMepPHO20
pacnpedesneHUs mypnomokos No pe2uoHam
gHeopsroMcs mpekuHz nepemeuwjeHuUl 8
peasLHOM epemeHUu, UHMes1eKmyanbHsle
cucmems! KOHMPO/A 30N0HAEMOCMU U
npo2Ho3upo8aHUE HA2PY30K.

Takoli ho0xo0 cnocobcmeyem pa3gumuto
8mopocmeneHHsIX HanpaeaeHud,

CHUXcaem Haz2py3Ky Ha 3HaKogble 06bekmel
Ky/1bmypHO20 Hac1edus U ykpenasem
pe2uoHaANbHbIU 3KOHOMUYeCKUl 6a1aHC.
Takum obpasom, I cmaHosumMcA He npocmo
MapKemuH2086IM UHCMPYMEHMOM, d
MeXaHU3MOM 20Cy0apcmeeHHO020 ynpaesaeHus
015 obecnevyeHusa ycmolvyueozo pazeumusi
mypu3ma.

KOHLUENUNA NHTETPUPOBAHHbIX
TYPUCTUYECKUX 3KOCUCTEM

bnazodaps coemecmumocmu yudpossix
naamedcHsix cucmem, U-accucmeHmam

HQO Pa3HbIX A36IKAX U N1aMGOPMAM YMHOU
MobuneHocmu, noe3dku no cmpaHam ACEAH
cmaHossmcA 019 mypucmos npouwje u
yoobHee.

EduHbie cmaHdapmel QR-nnamedxceli u
gHeopeHue yuppossix udeHmMupukamopos He
MosI6KO yCKOPSAoM pacyemel U nepemeujeHue
mypucmos, Ho U CHabxcarom eaacmu
YeHHbIMU OQHHbIMU 019 MOHKOU HaCmMpoUKu
cmpamezud. 3mom cumbuo3 onepayUuoHHol
appekmusHocmu u 21y6UHHOU AHAAUMUKU
O0GHHbIX 861800UM CMPYKMYPHYHO
KOHKYpeHmMocnocobHoCMb pe2uoHa Ha Hoaell
yposeHe.

WORKFORCE
TRANSFORMATION AND
DIGITAL SKILLS

The expansion of Al across the tourism
value chain requires parallel investment
in human capital. ASEAN governments
are allocating resources to enhance
digital literacy and data competence
among tourism professionals.

The objective is not to replace human
interaction, but to augment it.
Al-supported service environments allow
employees to focus on higher-value,
culturally nuanced guest engagement
while automated systems manage
operational processes.

A NEW COMPETITIVE
BENCHMARK

ASEAN's Al-driven tourism strategy
represents a recalibration of the sector’s
economic architecture. Real-time analyt-
ics, predictive planning and sustainability

modeling are positioning the region as
a technologically adaptive and resilient
tourism bloc.

In an increasingly competitive global
environment, artificial intelligence is
emerging as a defining parameter of
destination competitiveness. Southeast
Asia’s coordinated policy direction
suggests that Al will not be an auxiliary
tool, but a structural determinant of
tourism performance in the

decade ahead.

Mo4roTtoBKA KA4POB U
LINDPOBASI TPAHCO®OPMALUA

BHedpeHue uckyccmeeHH020 UHMesnekma
80 8Ce 38eHbs MypucmuYeckol yenoyku
mpebyem napanaenbHeix UH8eCMuyul

8 nepcoHas. [lpagumesnscmea cMpaH
ACEAH soidensrom pecypcsl Ha nogbilieHUe
yugpoeol epaMomHocmu U KomnemeHyuu
8 pabome ¢ OaHHbLIMU Cpedu Cneyuanucmos
mypucmuyeckol ompacau.

3a0aya UMl — He ebimecHUMb Yyenoseka, d
ycunume e2o poss. B cpede ¢ noddepikoli
MV compydHUKU Nosy4arom 803MOXHOCMb
cocpedomoyumecs Ha 6osee YyeHHbIX
acnekmax e3aumodelicmaeus ¢ 20CmAmu,
ydyumelgarowyux Ky/1bmypHele HLOAHCbI, 8 MO
8peMs Kak aemomMamu3upoe8aHHsle cucmemsl
bepym Ha cebs ynpaesseHue onepayuoHHbIMU
npoyeccamu.

HOBASA MOAEJ1b
KOHKYPEHTOCITIOCOBHOCTU

BHedpeHue NN 8 mypucmuyeckyro
cmpameauro ACEAH meHsem camy
3KOHOMUYeCKyto Modesib ompacau. baazodaps
OH/IQUH-AHAAUMUKE, NPO2HO3UPOBAHUK
CNpoca U cyeHapuaM ycmoulyuso2o
paseumus, pe2uoH 3ase/a5em o cebe Kak o
2UBKOM U HU3HECnocobHOM mypucmu4eckom
6/10Ke, 20MOoBOM K /1106bIM 8bI3080M.

B ycnosusx obocmpsirowelics 2n106a16Hol
KOHKypeHyuu umeHHo NI cmaHosumcs
K/t04Ye8biM GaKkmopom, onpedensroujum
ycnex mypucmuyeckux HanpasesieHud.
Co2/10c080HHAA NOAUMUKA CMPAH
FO20-BocmouyHol A3uu yka3seieaem Ha

mo, Yymo 8 bauxcaliwue decames sem
UCKyccmeeHHsIl UHmMes1ekm npespamumcs
U3 8CNOMO2AMENLHO20 UHCMpPYMeHmMa &
pyHOamMeHmManbHy 0CHOBY 3ppekmusHocmu
mypucmuyeckol ompacau.
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Is Cuisine the
Defining Force
Behind the Hote

Experience?

MosxHo 11 Ha3BaThH RYXHIO 1VIaBHBIM

darTopom, popMupyromym
BIICUAT/ICHUS I'OCTH B oTesie?

Gastronomy is one of the most invisible
yet most enduring layers of the
hospitality experience. What remains

in a guest’'s memory is rarely the room
itself, but rather a taste, a presentation,
or the emotion created in a singular
moment. In this sense, the kitchen is not
merely a production space; it becomes a
stage where experiences are
constructed. And at the center of that
stage stand the chefs.

In this feature, we examine the impact
of the kitchen on the hotel experience
through two distinct areas of expertise.
On one side, a leadership approach that
manages the entire operation, builds
systems, and ensures continuity; on the
other, a creative production

language that shapes the guest’s first
point of contact through detail,
aesthetics, and visual storytelling. These
two perspectives, coexisting within

the same kitchen, clearly reflect the
multi-layered structure of contemporary
gastronomy.

80 TOURISM EXPLORER

B 2ocmenpuumcmee 2acmpoHomusi

- 00UH U3 CaMbIX HEBUOUMSbIX, HO
camsix cmolikux 3nemeHmos. [ocme
3anoMuHaem He KOMHamMy, a 6Ky,
opopmaeHue 611000 UAU MUMOSEMHYHO
amMoyuro. [1o3Momy KyxHs - 3mo He
npocmo mMecmo npu2omoesieHusi

edbl, 0 HaCmMosw,asl cyeHa, 20e
poxcoaromcs eaneyamsaeHus. A 2108Hsle
delicmsyrowjue auya Ha 3mol cyeHe -
weg-nosapa.

Ymobsl NOHAM®, KK KyXHS
popmupyem 20CMUHUYHbIU 0NbIM, Mbl
paccmampusaem cpasy 08e 3KcnepmHele
cpepel. lepeas - ynpasneH4Yeckas: oHA
omee4aem 30 8CH0 0NEPAYUOHHYH
dessmelbHOCMeb, 8bICMPAUBAHUE
npoyeccos u becnepeboliHocme
pabomel. Bmopas - meopuyeckas: 3mo
A3bIK NpoU3800CcMe8a, komopeili Yyepe3s
demanu, 3cmemuky U 8U3yasabHele
Happamussl popmupyem nepeseili
KoHmakm ¢ 2ocmem. Cocyujecmays

8 npedesax 00HOU KyxHU, 3mu dea
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food.” Consistency, speed, visual
appeal, technique, and emotion
must all coexist. Particularly in
high-end hotels, a single plate is
expected to deliver a flavor
narrative, a visually shareable
moment, and an experience that
exceeds guest expectations.

Viewed through this lens, the
kitchen brings us closer to a more
fundamental question: where does
a guest truly feel an experience, and
who constructs it? The answers lie
in the perspectives of two
professionals working within the
same kitchen, yet operating with
entirely different roles and visions.

N

e

.

r

nooxoda ApKo 0eMoHcmpupyrom,
HACKO/IbKO MHO20C0UHA
cospeMeHHas 20CMPOHOMUS.

08PeMeHHasA KyxXHS 6o/buie He

fipedesisiemcs UCKAYUMeNbHO

IK Mecmo, 20e 20moesm

CHY't0 edy». 30ecb O0/MHHbI

JPMOHUYHO COYeMaMbCs
nocsnedoeamesbHOCMb, CKOPOCM®,
3Cmemuka, mexHuUKa u amoyus. A e
omessax npemMuyM-kaacca om o0HoU
mapenku #0ym cpa3y MHO2020:
8KyC08020 Croxcema, kaopa,
Komopell xo4emcsi ony6/1uKko8ams
8 coycemsx, U 8ne4amneHus,
CNocobHO20 npes3olimu /itobbie
OXUOAHUSA 20CMS.

[To0 makum y2n0M 3peHUs KyxXHS
nodeodum Hac Kk 6os1ee 21y6UHHOMY
8onpocy: 20e UMEHHO 20CMb No-
Hacmoswemy nosy4yaem onsim

U kKmo 3mom onelim co3daem?
Omeem Ha 3mom 8onpoc darom
dea npogeccuoHana, kKomopsie
pabomarom Ha 00HOU KyxHe, HO
8b6INOIHAOM A6COMOMHO PA3HbIE
QyHKYUU U cMOMpPAM Ha 8ewju no-
pasHoOMy.
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Tourism Explorer: Can you tell us

_about your career journey?

Koray Oztop: | started my professional
culinary career 17 years ago. Over the past
five years, | have been working as an executive
chef in five-star hotels. | place great
importance on professional development and
closely follow innovations in the gastronomy
world. In this context, | have received and
delivered training in countries such as Italy,
Cuba, and Greece. Throughout my 17-year
career, | have held executive chef positions in
corporate establishments across destinations
such as Belek, Kemer, Bodrum, and Cyprus.
For the past two seasons, | have been serving
as the executive chef at Nirvana

Dolce Vita Hotel.

Tourism Explorer: How would you define
) your areas of expertise?

Koray Oztop: Menu design and innovative
culinary concepts, guest satisfaction-driven
service management, operational kitchen
management, team leadership, and the
implementation of both international and
local gastronomy trends.

Tourism Explorer: What is your

i role at Nirvana Dolce Vita?

Koray Oztop: As an executive chef, my role at
Nirvana Dolce Vita goes far

beyond food production. Here, the

kitchen sits at the heart of the overall guest
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Tourism Explorer: Pacckaxcume,
noxcanyiicma, o eawem
npogeccuoHanbHOM nymu.

Kopaii O3mon: 5 Ha4an ceoro
NpogeccuoHaNbHy Kapsepy 8 KyAuHapuu
17 nem Ha3a0. locnedHue name sem s
pabomatro wep-no8apoM 8 NIMuU38e300YHbIX
omesx. 5l yoensito 60sb6UI0€ BHUMAHUE
npogeccuoHaN6HOMY Pa38UMUIO U
8HUMAME/IbHO C/1eXCy 30 UHHOBAUUAMU 8
MUpe 2aCmpoHOMUU. B pamkax 3mozo A

cam obyyasncsa U npogoous mpeHUHau 8
Vmanuu, Ha Ky6e u e peyuu. 3a 17 nem mHe
008€/10Ck 66iMb Wep-n08APOM 8 KPYNHbIX
KopnopamueHsix 3aeedeHusix 8 beseke,
Kemepe, boopyme u Ha Kunpe. A nocnedHue
0ea ce30Ha s pabomaro wep-nosapom 8
omese Nirvana Dolce Vita.

Tourism Explorer: B kakux o6nacmsax sl
CusbHee 8ce20 KaK npogeccuoHan?

Kopaii O3mon: Paspabomka meHK u
UHHOBAYUOHHbIE 2aCMpPOHOMUYecKue
KOHYyenyuu, cepauc-MeHeoxmeHm,
OpUEHMUPOBAHH®IU HA y008/1eM8opPeHHOCMb
2ocmell, onepayuoOHHOE ynpaesseHue

KyxHel, pykosodcmeo KOMaHOoU, 0 makxe
gHeopeHue MexcOyHapPOOHbIX U /I0KANbHbIX
20CMpPOHOMUYeECKUX mpeHdos.

Tourism Explorer: Kakoea eawa posns 8
omesne Nirvana Dolce Vita?

Kopaii O3mon: bydy4yu ynpasasrouyum
wep-nosapom, 5 8binosHs 8 Nirvana Dolce
Vita 3a0a4u, seixodsujue 0asneko 3a pamku
npocmozo npuzomoesieHus edsl. 30ecs
KyXHsl HAX00umcs 8 caMoMm yeHmpe obuw e2o
gneyamaseHus 2ocms. Hawa 0643aHHOCMb -
cdes1ams 3mo eneyamsieHue He306b6/80EMbIM.
B makom omene npemuym-kaacca, Kak
Nirvana Dolce Vita, 3a0a4a weg-nosapa -
€030ameb Ky/IUHAPHYI KOHYenyur, Komopas
coomeemcmeayem npecmuxcy 6peHoa, a 3mo
3HaYyum: 6e3ynpeyHoe Ka4yecmeo Kaxo0oz2o
611000, 6e3ykopu3HeHHsbIl NpopeccuoHaNU3IM
npu kaxcool nodave u makas npopabomka
demasel, komopas cozdaem y 20cms
owyweHuUe ucknryumensHol yeHHocmu.
[Mpouwje 2080pA, HAWA 2/108HAA MUCCUS

- npespamume KyxHto 8 UCMOYHUK
gne4yamseHud.

Tourism Explorer: C kakoli 2nagHoii
mpyoHoCmMbo10 861 CManKueaemecs,
PyK0800s KyxHeli 8 omesie C MHOX(ecmeom
pecmopaHoe u pa3Hoo6pa3HbLIX
KoHyenyuu?

Kopaii 03mon: 3mo Henb3s ceecmu K
Kakomy-mo 00HoMy ¢pakmopy. Beizoe
3ampazusaem nocmMasKu, NAAHUPOBAHUE,
peyenmypel u cepsuc. 1o cymu,

experience. Our responsibility is to make
that experience unforgettable. In a
high-end property like Nirvana Dolce Vita,
the chef's role is to establish a culinary
vision that reflects the prestige of the
brand - delivering quality on every plate,
professionalism in every service, and a
sense of value in every detail. In short,
our core mission is to transform the
kitchen into an experience.

Tourism Explorer: What is the biggest
challenge in managing kitchen
operations in a hotel with multiple
restaurants and concepts?

Koray Oztop: It cannot be reduced

to a single factor. It spans supply,
planning, recipes, and service. Essentially,
the challenge is maintaining consistency
while managing diversity. Each restaurant
and concept has its own identity, team,
and operational dynamics. Managing

a large-scale hotel kitchen is, in many
ways, about controlling chaos. But for the
guest, there is only one truth: quality.

Tourism Explorer: How do you balance
standardization and creativity within
this structure?

Koray Oztop: My approach is clear:
standards are non-negotiable,

creativity is limitless. Without a solid
system, creativity only creates confusion.
In a well-run kitchen, everything must be
measurable, trackable, and repeatable.
Creativity is what adds character on top
of that system. Not uncontrolled
freedom, but disciplined creativity
defines my approach.

Tourism Explorer: Where does the
role of the kitchen begin in shaping

a guest’s perception of a “good hotel
experience”? When planning a menu,
is your priority to satisfy or to create
an experience?

Koray Oztop: Guests may forget the size
of the room or the linens they used, but
a dish they tasted and the flavor they felt
can stay with them for a long time. | don’t
just cook; | design moments. Every plate
should carry an emotion, a balance, and
a story. Satisfying hunger is the simplest
part. The real challenge is to surprise the
guest, create a connection, and make
them want to return. Because good food
is temporary; a great experience is last-

ing.

2/108Has 30004a - 0becneyusame eouHsll
cmaHoapm, npu 3mom pabomas ¢ 60a6WUM
pazHoobpasueM. ¥ Kaxoo20 pecmopaHa u
Kaxcdoli koHyenyuu - ceoli xapakmep, c8os
KOMQHOA U 8051 102UKA pabomel. YnpaseneHue
KyxHel 8 KpynHoOM omesie 80 MHO20M NOXOce
Ha yMeHue 0epxame Xxaoc Nod KoHmposem. Ho
0714 20cMsA cyujecmsyem mosbko 00HA UCMUHQ:
Ka4yecmeo.

Tourism Explorer: Kak esl Haxooume 6anaHc
Mexoy cmaHoapmamMu U meopyecKum
noodxodom e ycnoeuax maxkoii cmpykmypoi?
Kopaii 03mon: Mol nodxo0 npedesbHO ficeH:
CMaHOapmMel He N00/eXam 06Cyx0eHuro,
KpeamugHOCMb He umeem 2paHuy. be3s
nNpoYHOU cucmemsl meop4yecmeo nopoxcoaem
AUWb Xaoc. Ha xopowo op2aHU308aHHOU
KyxHe 8C€é 00/IHHO b6bimb U3MepUMO,
0mc/1excu8aemMo U 80CNPoOU38OOUMO.
Teopyecmeo - 3mo mo, Ymo npudaém
UHOUBUQYA/IbHOCMb yX(e 8bICMPOEHHOU
cucmeme. He HekoHmpoaupyemas ceoboda, a
ouCyUNAUHUPOBAHHOE MBOPYECMBO - BOM, YMO
onpedensiem Mol nodxoo.

Tourism Explorer: C KAKO20 MOMEHMA KyXHA
Ha4YyuHaem ¢opmupoeams eochpusmue
20cms 0 mom, Yymo makoe «xopowuii
20CMUHUYHbIT oneim»? [pu nAAHUPOBAHUU
MeHI0 eauwia 2/108HASA yens - y0oesnemeopume
20cms unu cozoams eneyamsaeHue?

Kopaii 03mon: ocmeb 8nosiHe Moxem
3a6bIMb, HACKO/ILKO NPOCMOPHbIM 66l HOMEP
unu Kakum 6eseem oH nosne3oeanca. Ho mo
611000, KOmopoe 0H Nonpobos8as, U Mom 6Kyc,
Kkomopelli OH owymus, CnoCobHbI 30NOMHUMbCSA
eMy o4eHb Ha00120. 5 He NPOCMo 20mMoeso edy
- 1 npoekmupyro MoMeHmel. B kaxcdol mapeske
00/1CHbI 66IMb IMOYUSA, 2APMOHUS U CHOXCem.
Hakopmume - 3mo camoe nezkoe. Hacmosuwjas
3a0a4a - NOPA3UMe 20CMA, 8bI380Mb Y HE20
3MOYUOHA/IbHbIU OMKAUK U 86I380Mb HCeNAHUE
8epHymeocs. [lomomy Ymo eKkycHas eda - 3mo
66ICMPOMEYHO, 0 CUMbHOE 8neYamseHue
ocmaemcs Hascezoa.

Tourism Explorer: Kak @ makom macwmaé6e
8bICMpauearOMcsa npoyeccel NPUHAMUA
peweHuli u deneaupoeaHus 3a0a4? Kak
nudepcKue Kayecmea HaAX00Am ceoe
ebipaxceHue 8 nepuodsl NUKOBOIi 3a2py3KU,
Ko020a o6cnyxcusaHuUe ocyujecmensemcs
ycnoeusax MaKcumMasnbHoli UHmMeHcusHocmu?
Kopaii 03mon: Cmapas modesns, ko20a
wep-noeap 0aeus Ha NOOYUHEHHbIX U
pa3208apuUBaA/a HO NOBbIWEHHLIX MOHAX, yXe He
pabomaem. CospeMeHHas KyxXHA Cmpoumcs Ha
cKopocmu, UHmMesnsnekme u KOMMyHUkayuu. ¥
MEeHS Ha KyXHe KaxOblli 4emKo NoOHUMaem 80k
30004y — ACHOCMb UCKAHOYaem Xaoc.
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How do decision-making

and delegation function in such a
large-scale operation? How does leadership
take shape during peak service times?
Koray Oztop: The old model of shouting,
pressure-driven chefs no longer works. The
modern kitchen is built on speed, intelligence,
and communication. In my kitchen, everyone
knows exactly what they are doing-clarity
eliminates chaos. For me, delegation is not
about dividing tasks; it is about building trust.
When you place the right person in the right
position, the system flows naturally. In the
kitchen, it's not the one who panics, but the
one who controls the rhythm who succeeds.
Because the leader’s energy reflects directly
on the plate.

Do guests remember a

hotel more for its accommodation or its
gastronomy? Can a strong kitchen redefine
a hotel's brand perception?

Koray Oztop: Hotels no longer sell
accommodation; they sell experiences. And
the strongest component of that experience is
the kitchen. A strong culinary offering doesn't
just support the brand-it elevates it, even
repositions it. Today, if a dish circulates on
social media, it becomes marketing for the
hotel. Sometimes a single signature dish

can be more impactful than a million-dollar
marketing budget. People now talk less

about where they stayed and more about
what they ate.

How does the approach

to local and healthy ingredients affect
kitchen operations? How decisive are
supply chain decisions in menu creation?
Koray Oztop: This approach fundamentally
changes how the kitchen operates. Menu
planning becomes more flexible, as local
ingredients are seasonal. Using fresh,
additive-free products requires more care and
time in preparation. However, the outcome is
significantly higher quality in both flavor and
nutritional value. It also enhances the team’s
product knowledge and creativity.
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Ans meHsa desne2uposaHue - 3mo He Npocmo
pacnpedesneHue 3a0a4, 3mMo nocmpoeHue
doeepus. Koz0a 86l cmasume Hy#H020
Ye/s108eKa Ha HyHHoe Mecmo, cucmema
pabomaem cama coboli. Ha KyxHe ycnexa
dobusaemcs He mom, kKmo noodaemcs
naHuke, @ mom, kmo 3adaem pumm. [lomomy
Ymo 3Hepaus udepa HanpsmMyr nepedaemcs
6/1100y.

Ymo ocmaemcs e
namamu 2ocms e nepeyro oyepeds - cOM
omens unu e2o KyxHa? Cnoco6Ha nu
CUNbHAA KYXHA U3SMeHUms eocnpusamue
6peHOa omens?

Kopaii 03mon: CospemeHHsle

omenu Npodarom He NPOXUBAHUE, A
gneyamsaeHus. Yl 2108Has cocmasafaowos
amux eneqyamaaeHul - KyxHA. CuneHas
20CMpPOHOMUS He NpoCmo ykpenasem
6peHd, oHaO NoOHUMaem e20 Ha HOo8bIli
YposeHs u daxce cnocobHa UsMeHUMmMsb €20
No3UyUOHUPOBAHUE HA pbiHKe. Ce200Hs, ecau
6211000 passnemaemcs no coycemsm, 3mo
yoe 2comoeas peknama omes. [lopoli 00Ho-
eduHcmeeHHoe aemopckoe 611000 Moxem
dame 6os16Wie, Yem peknamHell 6r00xem

8 MUA/AUOH doapos. Jlldu menepb
06cy#Aarom He CMo/bLKO NPOXUBAHUE,
CKO/I6KO MO, Ymo OHU e/u.

Kakum o6pazom
ucnonbL308aHUEe MeCMHbIX U N0ME3HbIX
npodykmoe cKka3bieaemcs Ha
PyHKYUOHUPOBAHUU KYXHU? Y1 HACKOAbKO
8UX(HbLI peweHUs, C8A3AHHbIE C
yenoykoili nocmaeok, Ko20a peys udem o
cocmaesneHUU MeHK?

Kopaii O3mon: Takoli nodxo0 KapOuHAN6HO
MeHsem mo, Kak pabomaem KyXHS.

MeHro cmaHosumcs 60/1ee 2ubKUM U3-30
Ce30HHOCMU /10KA/IbHLIX NPpodykmos. Ceexcue
UHepedueHmsl 6e3 uckyccmeeHHbix 006080K
mpebyrom 601620 BHUMAHUS U 8peMeHU
npu npuzomosseHuu. Ho pesyssmam

mo2o cmoum: 8KyC U nuujesas YeHHoCms
CMaHoB8AMCA HAMHO20 8blle. A euje pacmem
npodykmoselli Kpy2030p KOMAHObI U ee
meopy4eckuli NomeHyual.

Jlo2aucmuka nocmagok 0151 MEHS - 3Mo

He npocmo onpedensaowjuli pakmop,

a Hanpasasowul npuHyun. B makux
MHO20KOHUeNMyaabHbIX 0mensx, Kak
Nirvana Dolce Vita, meHto u nocmasku
He/b3s paccmMampueames omaoesnsHo opy2
om dpyaa. Moli nodxo0d: He «npudymMams
MeH0, 0 NOMOM UCKAMb NPOOyKMel»,
ynpasaame 00CmMynHoCmMeto UH2pedueHmos
U meopy4eckuM npoyeccom napasnensbHo.
Ecnu sce gbicmpoeHo npasussHo,

yenoyka NocMasoK npespawjaemcs 8
cmpameauyeckuli opueHmup, Komopeli

Supply chain decisions are not merely
determining factors; they are guiding
principles. In high-volume, multi-concept
operations like Nirvana Dolce Vita, the menu
and supply chain cannot be considered
separately. My approach is not “design the
menu first and source later,” but rather to
manage product availability and creativity
together. When handled correctly, the supply
chain becomes a strategic guide that ensures
sustainability, quality, and profitability.

How will technology

(Al, automation, robotics) transform
efficiency and cost management in
kitchen operations? How will this impact
team structures and the role of the chef?
Koray Oztop: Technology will undoubtedly
transform the kitchen. Al will optimize stock
management, reduce waste, and accelerate
operations. But one must remember:
technology calculates; it does not create
flavor. In the future, chefs will shift from
physically intensive roles to system-building
and management roles. Teams will become
smaller but more skilled—fewer people,
higher efficiency. Those who resist change will
fall behind; those who lead it will win.

To what extent does

a chef’s personal brand influence the
perception of the hotel they work for?

How do you balance your own brand
journey with the structure you are part of?
Koray Oztop: | see it as a mutual value
exchange. A strong chef brand brings prestige,
visibility, and differentiation to a hotel.
Gastronomy-focused guests increasingly
consider the chef's identity when choosing
where to stay, turning the hotel into a
destination rather than just accommodation.
At the same time, the hotel's brand shapes the
chef's identity. The concept, target audience,
and service standards define how and to what
extent creativity can be expressed. The ideal
balance lies where the chef's personal style
aligns with the hotel’s vision.

| don't see my personal brand journey as a
competition with the structure | am in, but as
a space of synergy. The key is identifying the
intersection between my vision and the vision
of Nirvana Dolce Vita. When that intersec-
tion is achieved, both the individual and the
organization grow stronger. It is about plac-
ing value-not ego-at the center and merging
individual identity with corporate vision into a
single narrative.

2apaHmupyem ycmol4ueocme, Ka4ecmeo u
peHmMabesbHoCMe.

Kaxk mexHono2uu (U,
aemomamu3sayus, po6omomexHuUKa)
npeo6pa3syrom ynpaesneHue
sppexkmueHocmero u 3ampamamu
Ha KyxHe? W kak amo ompasumcs Ha
cmpykmype KOMAHO U Ha YHKYUAX
wedg-noeapa?

Kopaii 03mon: TexHo/n02uUU, HECOMHEHHO,
mpaHcpopmupyrom KyxHro. IV nomoxem
oNMUMU3UPO8AMb CKAAOCKUE 3aNAChl,
CoOKpamume nomepu u yckopume pabomy.
Ho Hene3s 306618amMb: MeXHUKA cHumaem,
HO He meopum ekyc. B 6ydyujem wep-nosapa
6ydym MeHbWe 3aHUMAMbCA Gu3U4YeckKuUM
mpyoom u 6o/1bWe - 8bICMPAUBAHUEM
cucmem u ynpaesneHuem. KoMaHObl cmaHym
KOMNakKmHee, HO NpPogeccuoHasbHee:
MeHblWe compyodHUKo8 - gbllue omadaya. Te,
Kmo 6oumcs nepeMeH, omcmaHym; me, Kmo
gedem 3a cobod, - sblueparom.

B kakoli cmeneHu
NuYHbll 6peHO wedg-noeapa enusem
Ha eocnpusmue omesns, 8 KOMOPOM
OH pa6omaem? U kak eam yoaemcsa
coemewjams pazeumue co6cmeeHHo20
6peHOa ¢ moii cmpykmypoii, Yacmeoro
Komopolii el 18n155€Mecs?
Kopaii 03mon: /a5 meHA 3m0o 060t00HbIL
obmeH yeHHocmamu. Kozoa y weg-
noeapa cuneHell AUYHbIU 6peHOd, omens
nosyyaem npecmu, y3Hagaemocme u
YHUKaAbHOCM®b. [0Cmu, 019 KOMOPbIX 8AMHA
20CMpPOHOMUS, 8Ce Yauye 8bibuparom, 20e
0CMAHOBUMbLCA, OPUEHMUPYACL HA UMS
noeapa, - U omesb CMAHO8UMCS He NPOCMO
MeCmoM NPOXUBAHUSA, d COMOCMOoAMensbHoU
yenoto noezoku. C dpy20l CMopoHsl, U
cam 6peHd omens popmupyem AUYHOCMb
noeapa. VIMeHHO KoOHYyenyus, ayoumopus u
cmaHoapmel 06CAYHUBAHUS OUKMYHOM, KOK
U HOCKO/16KO CBO60OHO MOXHO NPOSBASMb
meopyecmeo. VldeanbHbil 6010HC 803HUKGEM
8 movyke, 20e AUYHbIU CMuab wep-nosapa
cognadaem ¢ sudeHUEeM CaM020 OmesA.
A He cyumaro, Ymo Mol AuYHbIb 6peHd
KOHKypupyem co cmpykmypod, 8 Komopol
A pabomatro. Hanpomus, 51 8uxcy 30ecs
npocmpaHcmeo 045 cuHepauu. Bce pewaem
moyYKka nepecevyeHuUs1 MOe20 8UOEHUSA U
gudeHus Nirvana Dolce Vita. Kozda oHa
HatideHa, ykpenasemcsa u AUYHOCMb, U
opzaHu3sayus. Cekpem 8 moM, 4Ymobel
cmasume 8 yeHmp He cgoe 320, a 06Uy
YeHHOCMb, U cniemame UHOUBUOYANbHYH
UdeHMuUYHOCMb U KopnopamueHoe gudeHue
8 eOuHbIl croxcem.
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Tourism Explorer: Can you share your
career journey with us?

Busra Aydin: | have been in pastry for
about 15 years, starting as a self-taught
professional. | reached this point through
hands-on experience, continuous learning,
and constant self-improvement. Beyond
production, | have also provided training,
helping many individuals enter the
profession.

| have represented my country as part of the
national team within the federation

| am affiliated with. | have achieved world
championships and top rankings in global
competitions, including the Gastronomy
Olympics. Today, | continue to produce
under my own brand while sharing my
accumulated knowledge with the next
generation of pastry chefs.

Tourism Explorer: What are

your areas of expertise?

Buisra Aydin: Boutique pastry, modern cake
design, and sugar art are my strongest
areas. In addition, | specialize in cream-
based cakes, advanced decoration
techniques, and sales-oriented production
processes for those pursuing this as

a profession.

For me, pastry is not just about recipes;
it is where aesthetics, technique, and
commercial perspective intersect.
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Tourism Explorer: Pacckaxcume,
noxcanyiicma, 0 mom, KaK cKaadeleanacs
eawa npogeccuoHanbHAA Kapbepa.
Browpa AiidelH: 5 pabomato 8
KoHOumepckom Oese okosao 15 nem, u
HQYUHO/A A KAK COMOYYKd. T020 ypOBHS,
komopelli umero celivac, 1 006unacs
6/102000ps NPaKMuU4ecKkomMy onsimy,
NOCMOSIHHOMY 06y4YeHUro U HenpepbieHOMY
camocosepuieHcmMao8aHuU. [ToMumo
npou3eodcmea, 1 makxe npoeoouaa
06y4yeHus, NoMo2asi MHO2UM /1t005IM 8olimu
8 npogeccuro.

A npedcmaensna ceor CMpaHy 8
cocmaese HaYUOHA/MbHOU KOMAHObI

8 pamkax gedepayuu, ¢ Komopol
compydHuyaro. 1 dobuaace 38aHUSA
YeMNUOHA MUPA U 8bICLUIUX MECM HO
MeXOyHAPOOHbIX COPeBHOBAHUSIX, BK/IHOYASA
FacmpoHomuyeckyro Onumnuady.
Ce200Hs 51 npodomHxaro co30a8ame
npodykyur nod cobcmeeHHbIM 6peHAoM,
00HOB8pPEMEeHHO nepedasas HAKON/AEHHbIe
3HAHUSA HOBOMY NOKO/IEHUI KOHOUMepos.

Tourism Explorer: B KAKUX HANpaeneHuUAx
8bl A8/155emecb 3Kcnepmom?

Browpa AiideiH: CunvHee scez2o 518
bymuk-koHOUMepckom oese, CO8PEMEHHOM
0popMIEHUU MOPMO8 U CaXQPHOM
uckyccmee. [ToMUMO 3mo2o, i Xopowlo
pa3buparoCs 8 KPEMOBLIX MOPMAX,
C/IOHCHBIX MEXHUKAX YKpaweHus U 8 mom,
KaK 8bICmMpoume Npou3800CMeeHHbIe
npoyeccel ¢ opueHmayueli Ha NPoOaxu -
071 mex, Kmo xo4yem pabomams 8 3moli
cpepe npopeccuoHANbHO.

Ansa meHs KOHOUmMepckoe 0eso - 3mo He
npocmo peyenmel; 3MO MOYKA hepecevyeHus
3CmMemuku, mexHUKU U KOMMep4ecko20
nodxoda. VIMeHHO Ha 3mux mpex
NPUHYUNAX 0CHOBAHbI MOU NPO2PAMMb]
06yYeHuUs.

Tourism Explorer: Kakoea eawa pons 6
omerne Nirvana Dolce Vita?

Browpa AiideiH: B omene Nirvana Dolce
Vita s 3aHUMar0 no3uyuro cy-weda.
[Tomumo 3mo20, 4 AKMUBHO y4aCMeyHo 8
€0300HUU HOBbIX NPOAYKMO8, KOmopsie
coomeemcmeayrom KoHYyenyuu omes,

U 8 MOM, 4Ymobsl eneyamaeHus

20cmeli CMAHOBUAUCH Aydwe. 4nd

MeHSs1 3mo becyeHHsIl onsim, 20e MHe
yoaemcsa Haxodume pasHosecue Mexoy
onepayuoHHoU pabomol u meop4yeckumu
3a00a4amu.

Tourism Explorer: Kak decepmel u
KoHOumepckue usodenus enusArOM Ha
eneyamseHus 2ocma? Moxcem nu
8u3yasbHAA Noda4a 3ammums 8Kyc?

My training programs are built around these
three pillars.

Tourism Explorer: What is your

role at Nirvana Dolce Vita?

Busra Aydin: | serve as a Sous Chef at
Nirvana Dolce Vita. | also take an active role
in developing new products aligned with

the hotel's concept and enhancing the guest
experience. It is a highly valuable experience
where | maintain a strong balance between
operational and creative responsibilities.

Tourism Explorer: How do desserts

and pastry products influence the guest
experience? Can visual presentation
outweigh taste?

Busra Aydin: Guests first choose with their
eyes, so visual appeal is critical. However,
for me, visuals should never surpass taste.
| always say: visuals invite, taste delivers on
that invitation.

Tourism Explorer: How do you align your
personal style with the hotel’s concept?
How important is it for you to preserve
your individual identity?

Busra Aydin: The hotel's concept defines
my framework, but | fill it with my own style.
My approach is more minimal and precise.
When someone sees a product, | want them
to recognize it as my work.

Ultimately, cuisine is not a standalone
answer; it is one of the most powerful
carriers of the experience. On one side
stands a mindset that builds systems and
ensures sustainability; on the other,

a creative force that shapes detail,
aesthetics, and the first point of contact.
When these two approaches converge, the
result is not merely good food, but a
memorable experience. And perhaps that is
why, when the guest departs,

what remains most vividly is still the same: a
taste, a moment, and the signature

of the chef who created it.

browpa AiideiH: [ocmu cHa4yana
8bl6UpParOM 2103aMU, NO3MOMY 8U3YA/NbHAS
npuenekamesnbHOCMb uMeem peularouyee
3Ha4YeHuUe. O0HaAKo, Ha Moli 8321510,
8HewHUl 8ud HUK020a He J0/1xeH
npesocxodume ekyc. Kak s ece20a 2080p1o:
KaQpmMUHKa MaHUm, a 8Kyc yxce dokassieaem,
4mo 3mo 661110 He 3pA.

Tourism Explorer: Kak el npugodume
ceoll 1uYHbIli cmusae 8 coomeemcmaeue

¢ KoHYyenyueii omena? N HACKONbKO

0/151 80C 8A}CHO COXPAHAMb CEOI0
UHOUBUOYANbHOCMb?

browpa AiideiH: KoHyenyus omens 3a0aem
MHe paMKU, HO 51 HONOAIHAIKO 3MU PaMKU
c8oUM cobcmeeHHbIM cmuseM. Mol hodxoo
- MUHUMOAUCMUYHGIT U moYHbIl. MHe
8AXCHO, YMObbI, 2/15051 HQ Moe u3desue,
Yeno8eK Moz NOHSIMb, YMo e2o coenana
UMEHHO .

B KkoHeYyHOM umoze KyxHs He daem omeema
cama no cebe - OHA UL OOUH U3 COMbIX
APKUX NPOBOOHUKO8 8Ne4YameHUs.

C 00HOU CMOPOHSI - MbllWIEHUE,

Komopoe sbicmpausaem npoyecce u
2apaHmupyem cmabunsHocme. C Opy200

- meopyeckas 3Hepaus, pabomarowas

Ha0 demasAmMu, 3cmemukol U nepesiM
KoHMakmom ¢ eocmem. Ko2da smu odsa
nooxoda ecmpe4aromcs, poxoaemcs He
npocmo ekycHas eda, a He3abeleaemoe
gneyamseHue. Y, HagepHoe, UMeHHO
no3momy nocsie omwve3da 20CMs sipve 8cezo
8 NaMAMU ocmaemcsi 0OHO U MO Xe: 8KYC,
MOMeHM U a8mopckuli noyepk wegp-nosapa.
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Who Will Be
the Winners

In Tourism in
20267

Dakropsl yeriexa B
TypuHayctpuu B 2026 romy

risen to 28 percent, while instant
payment solutions such as IATA Pay
have reached an 8 percent usage rate.
Airports and hotels that
invest in mobile first and
digital identity focused
infrastructure are
enhancing their data
collection and analysis
capabilities, strengthening
their marketing
strategies and
achieving higher
operational efficiency.

60s1€€ N0/I0BUHbI NymewecmeeHHUKo8
(54%) omdarom npednoymeHue
CMapmMe@OoHy 0415 ynpas/eHus ecemu
amanamu ceoeli noe3dku. Lupposele
KowesnbKu ucnosae3yrom yxice 28%
naccaxupos, a M2HOBEHHbIE NAamexu
(Hanpumep, IATA Pay) - 8%. VIHeecmupys
8 UHGpacmpykmypy, NoCmpOoeHHY
8OKpYy2 MOBUALHBIX MexHo02Ul U
yugpposol udeHmMuU4YHoCcMu, asponopmel
U omesiu He Mo/1bKO pacupsom

€80U aHaUMUYecKue 803MOXCHOCMU

u cosepuwieHcmayrom MapkemuHz, HO

U nosseltarom obujyro onepayuoHHY0
appekmusHocme.

THE RISE OF EXPERIENCE
DRIVEN LUXURY

In 2026, the tourism market's leaders
are destinations and tour operators
that prioritize creating lasting memories
over mere extravagance. The global
luxury travel market is being shaped by
high spending travelers whose
priorities are centered on meaningful
and customized experiences.
According to Grand View Research, the
luxury travel market, valued at

1.48 trillion dollars in 2024, is expected
to reach 2.36 trillion dollars by 2030
with an average annual

growth rate of 8.2 percent.

These figures reveal that destinations
must offer more than accommodation
and focus on personalized and
culturally rich experiences.

MOBILE FIRST AND
DIGITAL IDENTITY PRIORITY

According to IATA’s 2025 Global
Passenger Survey, 54 percent of
travelers prefer to manage all stages of
their journey through their
smartphones. Digital wallet usage has
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3PA LUXURY-BIEYAT/IEHWH,
OCHOBAHHbIX HA YHUKAJIbHOM OIbITE

B 2026 200y nudepamu mypucmu4eckozo
PbIHKQ CMaAu HanpaesaeHus u
myponepamopsl, npedaazaroujue

He npocmo pockoWws, a YHUKA/bHbIe
gneyamsaeHus. CoepeMeHHsbll

PbIHOK /IFOKCOBbLIX Nymewecmeuli
popmupyemcs noo eausHUEM
cocmoamesibHelX Mypucmos, 2/108Hb6IMU
mpebo8aHUAMU KOMOPbIX A8ASHOMCA
nepcoHanuU3Upo8aHHsIU popmMam u
2/1y6uUHa nosy4yaemo2o oneima. Kak
ceudemesniscmayrom ucciedo8aHus
Grand View Research, npu mekyujel
Kkanumanusayuu peiHka e $1,48
mpsH. (2024 2.) k 2030 200y e20 06vem
docmuzHem $2,36 mpsH.,
deMoHCMpupys cpedHe2000800

pocm 8,2%. dmo ykaseleaem Ha
Heobxo0umMocme 0151 U2POKO8 ).
PbIHKA 8bIX00UMb 30 PAMKU 37
npedocmas/ieHUs NPOXUBAHUSA U f
KOHUeHmMpuposameCs Ha CO300HUU
UHOUBUOYANbHbIX U
Ky/1bMypHO-3HAYUMbIX NPOZPAMM. |

OPUEHTALNA HA MOBUJIBHOCTbD M\
LUNDPPOBYHO UAEHTUYHOCTb \

WccnedosaHue Global Passenger i T S
Survey IATA (2025) noka3aso: ' S e

\ / T~
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TRUST AND SEAMLESS EXPERIENCE
THROUGH BIOMETRIC VERIFICATION

Biometric identity verification is used by
50 percent of passengers and the
satisfaction rate is measured at

85 percent. Additionally, 74 percent

of travelers are willing to share their
biometric data in order to pass through
checkpoints without presenting a
passport or boarding pass.

This development enables destinations
to craft data driven marketing and
operational strategies, yet also
highlights data security and privacy

as critical risk areas.

THE RISE OF Al SUPPORTED
RESERVATIONS

Agent type Al systems can analyze user
preferences and make reservations
automatically. Thanks to this
technology, OTAs are evolving beyond
being traditional price comparison
portals and transforming into
experience curators and data
platforms. Artificial intelligence is
making customer segmentation and
the development of personalized offers
more strategic, delivering a competitive
advantage across the sector.
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BUOMETPUSA: HOBbIA CTAHAAPT
YAObBCTBA U 4OBEPUA

Co2/10CHO OOHHbLIM, N0/0BUHA
a8UANACCAXUPOB yXHe Nob3yemcs
buomempudyeckol sepupukayued,
0eMoHCMpUpys UCKAI0YUMENbHO
8bICOKUU ypoBeHb ydoenemeopeHHocmu
- 85%. lNpumeyamensHo, Ymo 74%
nymewecmeeHHUKO8 CO2/1aCHSbI

Ha npedocmasseHue ceoux
buomempu4yeckux 0aHHbIX padu
803MOXCHOCMU NPOXOHOEHUA KOHMPOIS
6e3 ucnosa6308aHUA 0OKYMEHMOos.
JaHHas duHamuka omkpeleaem nepeo
uzspokamu mypucmuydeckol ompacau
803MOMHOCMU 0151 pa3pabomku
cmpamez2uti, 0CHOBAHHbIX HA 2/1Y60KOM
aHanu3e 0aHHbLIX. BMecme ¢ mem, oHa
e akmyanuupyem eonpocsl 3auumel
UH@OpMayuu u npusamHoCMuU, 8618001 UX
8 pa3pA0 KpUmu4ecku 8aXCHbIX PUCKOS.

UN-bPOHNPOBAHUE: OT [TOUCKA
LEH - K CO34AHUIO BIEYAT/IEHUN

Cucmemsl UCKyCCMBeHH020 UHMe//1ekma,
8bINOAHAOWUE PYHKYUU NEPCOHANbHbIX
accucmeHmos, cNocobHbI AHAAU3UPOBAMb
noss308amesnbckue npednoYymeHus

U 8bINOIHIMb 6POHUPOBAHUE

8 08MOMAMUYECKOM pexcume.

JoHHaA mexHono2ua cnocobcmeyem
380/104UU OHAAUH-G2eHMCM8: OHU
MpaHCopMuUpyromcsa U3 CmaHOapMHeIX
cepsucos cpasHeHUs YeH 8 N1am@opmsl
no KypuposaHur mypucmu4ecko2o
oneima u pabome ¢ 0aHHbIMU. brazodaps
W, makue npoyeccsl, Kak ceemeHmayus
KaueHmckol 6a3sl U popmuposaHue
nepcoHaNU3UPOBAHHbIX NpedaoxeHul,
npuobpemarom cmpame2uyeckuli
xapakmep, co3dasas ycmouliyugoe
KOHKYypeHmMHoe npeumyuecmeo 044
U2pOoKO8 PbIHKA.

ULTRA LUXURY AND
THE EXPERIENCE ECONOMY

High spending travelers now seek

not only comfort but meaningful and
personalized experiences. Destinations
collaborate with boutique local
providers to deliver cultural and
gastronomic offerings. This trend
increases the need to build a premium
service portfolio and expand experience
centered packages.

DIGITAL INFRASTRUCTURE AS
A COMPETITIVE ADVANTAGE

Destinations that invest in mobile
check-in, biometric verification and digital
identity systems are enhancing their
capacity for data collection and analysis.
As a result, they can optimize marketing
and operational processes and gain a
strategic advantage in the sector.

Digital infrastructure not only improves
the customer experience but also
ensures long-term competitive strength.

The tourism market is about to crown its
champions - those who elevate guest
experiences to their core mission,
fortified by powerful data analytics and
state-of-the-art digital infrastructure.
This “golden trinity” - guest-centricity,
analytics, and digital innovation - will be
the bedrock of competitive success:
driving not just revenue growth, but
creating a resilient competitive moat that
positions companies as market leaders.

PA3BUTUE CETMEHTA YJIbTPA-JIOKC U
IKOHOMUWKW BIMEYATIIEHUN

[Tompebumenu 8 npemuym-cecmeHme ece
60/16LE OPUEHMUPOBAHLI HO NpuobpemeHue
YHUKG/16HO20, NepCoOHANU3UPOBAHHO20
onsima, omoodeu2as CMaHOapmMHsIl
KomM@popm Ha emopod naaH. B omeem Ha
3mom cnpoc mypucmuyeckue decmuHayuu
aKMUBHO npuesekarom K compyoHu4yecmay
/10KA/1bHbIE KOMNAHUU 6yMUK08020
popmama, obecnequsaroujue 2aybokoe
Ky/1lbmypHoe U 20CmMpoHOMUYecKoe
nozpyxceHue. 3mom cosue 3acmaesgem
UHOyCmpuro nepecMampusams cgou
npeosIoXceHUA: Ha nepabil NAAH 8bIX00UM
C030aHUe 3KCK/H3UBHO20 Nopmeens

ycaye u 3anyck npozpamm, 20e 2108Hoe -
YHUKQ/bHbIU, npeobpasyrouuli onsim.

LIN®POBU3ALINS KAK HOBbIV CTAHAAPT
KOHKYPEHLUW B TYPU3ME

Pazeumue yupposeix akmueos - makux

Kak MobusbHeIl check-in, 6Buomempuyeckue
peweHusA u haameopmesl yuppoesol
UdeHMuUYHoOCMU - N0380/15em
mypucmu4eckUM HaNPasaAeHUsM 8bllimu Ha
HoewblIl yposeHb 8 cbope U uHmMepnpemayuu
0aHHbIX. Mo, 8 C800 04epeds, co3daem
0CHOBY 019 onMuMU3ayuU bu3Hec-npoyeccos
U MapKemuH208bIx akmugHocmed,
popmupys ycmoliyusoe ompacsegoe
npesocxodcmeo. Takum obpa3om, yuppoeas
UHGpPacmpykmypa cmaHo8uUmcsi He

npocmo UHCMpPYMeHMOM No8blIUWeHUSs
KAUEHMCKO20 0NbIMQ, O K1H0YeabiM
aKkmueom 018 obecne4yeHuUs1 00/120CPOYHOU
KOHKYypeHmMocnocobHocmu.

Typucmuyeckuli peIHOK 8CKope Ha308em
C8OUX YEMNUOHO8: UMU OKaXCymcsa me, Kmo
cdesiaem sneyamseHus 20cmeli 2108HbIM
npuopumemom, NOOKpPensaeHHbIM MOUHOU
aHasaumukoU u cospeMeHHoU yugpposol
6a300. VIMeHHO 3ma «30/10Mas MpouKa»
CmaHem 30/1020M ychexa: OHa omkpoem
nyme He mosi6Ko K pocmy GUHAHCO8bIX
nokazamesed, HO U K CO30GHUK NPOYHO20
KOHKYpeHmMH020 6apsepa, 8618005u4€20
KOMNQHU0 8 IUOepbl PbIHKA.

TOURISM EXPLORER

91



New Strategy In
Hotel Investments

The Asset Light Model Is
Rapidly Expanding In Tiirkiye

HoBas MHBECTUIMIOHHAA CTPATECTI' VA
B I'OCTMHNYHOM CERTOPEC.

B 'lypuyu ctpemurenbHO pacTeT nonyJIapHOCTb
Mojienu asset-light
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GLOBAL CHAINS SHIFT FROM
OWNERSHIP TO MANAGEMENT
AND FRANCHISE AGREEMENTS

Global hotel brands are moving away
from property ownership strategies
due to rising land prices and extended
investment return periods. The asset
light model aims for growth through
management and franchise contracts
instead of tying capital to real estate.

In the next few years, most branded
hotels preparing to enter the market in
Antalya, istanbul and the Aegean coast

will do so through management
agreements. The model strengthens
the position of both the investor
and the brand.

A NEW WAVE IN GLOBAL
HOTEL INVESTMENTS

Major hotel groups worldwide are
redefining their investment strategies
and positioning the asset light model as
their primary growth engine. Industry
giants such as Marriott, Accor, Hilton, IHG
and Radisson are expanding their
portfolios not through property
ownership but through management,
franchise and lease structures.

The motivation behind this shift is
shaped by three major trends:

e Rising land acquisition costs

e Increasing construction and
operational expenses

* Areturn on investment period that now
extends to 10 to 16 years

For this reason, major chains prefer to
generate revenue through operational
expertise without locking capital in real

estate.

r7106AJIbHBIE CETU OTKA3bIBAIOTCH
OT MOZE/IN BAAAEHWS B 110J1b3Y
/lOroBOPOB YIPABJIEHUA U
OPAHYAN3UHIA

V13-30 yOopoxcaHusa 3eMau U 0AUmenbHeIx
Cpokoe 8038pama uHeecmuyuli 21060/16HbIe
omesibHble 6peHAbl 0MX00AM oM NPAKMuUKU
8/100eHuss akmueamu. VIx Hoeas cmpamezus
- MOOe/b «/1e2KUX aKmuegos», 20e pocm
obecneyusaemcs 30 c4em KOHMPAKMO8 Ha
ynpaesaeHue U ppaHWuU3y, 4mo no3eossem He
3aMOPAXCUBAMb KANUMGA/ 8 HEOBUXUMOCMU.

B 6auxcaliiue HeCKo/bKO 1em 8bI1X00 Ha
PbIHOK HOBbIX Cemegbix omeseli 8 AHMarve,
Cmambyne u Ha Jzelickom nobepexcse b6ydem
obecne4yusamescs 2/108HbIM 06pPA30M 34
cyem ynpassieH4Yeckux coanaweHud. AaHHoll
noodxo0 obecne4yusaem 83aUMHYH 861200y,
cnocobcmeys ycusneHUro Kak UHeecmopa-
8/100e/1b40, MAaK U ynpasasouje2o 6peHoa.

TPAHC®OPMALUA MUPOBOIO PbIHKA
FTOCTUHNYHbIX UHBECTULINUN

Bedyujue mexc0yHapoOHbIe 20CMUHUYHbIe
Kopnopayuu npog8odsim pesu3uto C8oUX
UHBECMUYUOHHbIX N00X0008, 8bI08U205
M0Oesb «/1e2KUX aKmueos» Ha POo/lb
O0CHOBHO020 08uU2aMenA PA38UMUS.
KomnaHuu-audepei, ekaro4yas Marriott, Accor,
Hilton, IHG u Radisson, Hapawusearom ceoe
npucymcmeue Ha pbiHKe He NOCPedcmeom
npuobpemeHus cobcmeeHHocmu, a

yepe3 gHedpeHue ynpasaeH4eckux,
PpaHYQli3UH208bIX U NU3UH208bIX CXEM.

K makomy cmpameauyeckomy
U3MeHeHUro ux hoomaskuearom mpu
¢yHOaMeHManbHbIX IKOHOMUYECKUX
¢pakmopa:

* YOopoxaHue 3eMeslbHbIX Pecypcos;

e Pocm 3ampam Ha cmpoumenbcmeo u
3Kcnayamayuro 06vekmos;

* YgenuyeHue Cpoka okynaemocmu
s/n10xceHuli do 10-16 nem.

VImeHHO noamomy 2u2aHmMel UHAycmpuu
desarom cmaeky Ha 0oxo0 om
onepayuoHHoU dessmenbHOCMU, u3be2as
8/10)eHUll 8 CO6CMBEHHOCME.
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WHAT DOES THE ASSET LIGHT
MODEL CHANGE

This model drives three major
transformations in the
hospitality sector:

1. Faster brand expansion

Since chains grow without acquiring
property, the number of new hotels
added each year increases. Some
brands reported nearly a 30 percent
increase in franchise agreements
over the past two years.

2. Lower investment risk for owners
Investors either develop the

property themselves or convert an
existing building, then transfer
operations to an international brand.
This reduces operational

risk while providing occupancy

and pricing advantages.

3. Faster destination branding
Management agreements allow new
markets to gain international brands

more quickly, strengthening the

destination’s competitiveness.

KAKWUE NSMEHEHUA NTPUHOCUT
MOAEJIb «ASSET-LIGHT»

B uHOycmpuu 2ocmenpuumcmea 0aHHAS
cmpamezusi eedem K mpeM KaKYeasiM
mpaHcpopmayusm:

1. bonee ouHamuyHsIli pocm 6peHdo8
Mockoneky cemu pacmym 6e3
npuobpemeHuUs HeO8UMCUMOCMU,
Konu4ecmeo Hoselx omesed,
OMKpPbIBAEMbIX KAXCObIU 200,
ysenu4usaemcs. Hekomopele

6peHObI coobwjuau 0 pocme yucaa
dpaHyalizuH208bIX co2naweHUl noYmu Ha
30% 3a nocnedHue 2 2000.

2. MuHuUMu3ayusA pucKoe 0ns
uHeecmopos

VHeecmop ¢okycupyemcs Ha
GUHAHCUPOBAHUU U CO300HUU akmusad
(CcmpoumesisbcmMeo/pekoHCMpyKyus), 8 mo
epeMs KaK ynpas/seHue u onepayuoHHas
dessmenbHOCMb Oenezupyromcs
ynpasaaowel cemu. 3mom nooxod
cmpaxyem enadensya om peIHOYHbIX
KonebaHul, obecneyusas npu 3mom
cmabuabHy 00X00HOCM®b 30 cYem
MOWHO20 bpeHOa.

3. YckopeHHOe noeblweHue
KOHKYypeHmocnoco6Hocmu
Vcnons3oeaHue ynpasneH4eckux
MoOdeneli sensemcs 3pPekmugHsiM
UHCMpPYyMeHmMoM 0718 cmpameau4ecko2o
paseumus mypucmu4eckux HanpaesaeHud.
lpusneyeHue Muposozo 6peHda 8
CHamele CPOKU ycunu8aem PoiHOYHYH
No3uyuro pecuoHa, HaNPAMYH 8AUsA

HQ €20 KOHKYpeHmMocnocobHoCms U
UHBECMUYUOHHYH npuesekamesbHoCMsb.
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TURKIYE: THE NEW FOCUS
OF THE ASSET LIGHT MODEL

Turkiye has become a rising focal point
for global chains over the past two years.
Three factors stand out:

* High tourism volume and year round
destination activity

« Strong brand visibility of Istanbul and
Antalya

e Growing upper segment demand in
regions such as the Aegean, Cappadocia
and the Black Sea

At least 40 new management
and franchise agreements are
expected to be announced in Turkiye.

_ ANEW ERA IN ANTALYA,
ISTANBUL AND THE AEGEAN

The impact of the asset light model is
becoming clear across Turkiye's three
main regions:

Antalya

Management agreements are rapidly
rising in new resort developments.
Major brands are prepared to operate
resorts without taking ownership.

istanbul

Franchise agreements are expanding
the new generation boutique and
lifestyle segment, particularly in
central city locations.

Aegean

Independent property owners in
destinations such as Bodrum, izmir and
Didim are increasingly open to branded
operations. Local investor and global
brand partnerships are strengthening.

TYPLNS: HOBbIV LLEHTP MPUTSDKEHUSA
MOZEJIN «JIETKUX AKTUBOB»

3a nocnedHue dsa 200a Typyus esiwna

8 YUC/I0 KAHOYeBbIX NPUOPUMeMmMos 8
cmpameauu 2/1060/16HbIX 0MebHbIX cemed.
3mom uHmepec o6ycnoeneH mpems
OCHOBHbLIMU NPUYUHAMU:

e Beicokuli mypnomok u Kpy2n0200uyHas
akmueHocme HanpaesneHud.

* CunvHasA y3HasaeMocme b6peHdo8
Cmambéyna u AHmaneu.

* Pacmyujuli cnpoc Ha ceameHm KAacca /0KC
8 Makux pe2UuoHax, Kak Jzelickoe nobepeixcse,
Kannadokusi u YepHomopckoe nobepedxcee.

Oxcudaemcs, ymo 8 Typyuu e bauxcatwuli
nepuod 6ydem o06vA8/1€HO KAk MUHUMYM 0 40
HO8bIX ynpaeneH4Yeckux U paH4ali3uH208bIx
CO2/1AWEeHUSIX.

HOBAS 3PA 4J11 AHTAJIbY,
CTAMBYJIA Y STENNCKOIO NMOBEPEXbA

Sppekm om sHedpeHUs MOOenuU «aeakux
aKmueo8» Ha2A150HO NposAensemca 8 mpex
2/108HbLIX Mypucmu4eckux pe2uoHax Typyuu:

AHManesn

KnrouessiM mpeHAOM 0418 HOBbIX Kypopmos
CMas pocm 4ucsa ynpaesneH4yeckux, a

He UHBeCMUYUOHHbIX cOenoK. bpeHowbl
KOHYeHmMpuUpyromcs Ha onepayuoHHoU
IppekmusHoCcMuU, nepedasass KANUMA/AbHbIE
30mpamsi UHBECMOPAM.

Cmambéyn

Pazeumue cmambynecko2o ceameHma
bymuk- u aatigcmatiin-omesnel 8 yeHmpe
20p00a Ce200HA HaNPAMYIO 308UcCUM

om QpaH4aliz3uH208bIX NPOSPAMM
MexOyHapPOOHbIX cemeli. Imom ¢opmam
cman kar4yessiM opatieepom pocma 045
O0OHHO20 pbIHKA.

Jzelickoe nobepeixcve

Ha nonynsapHeix Kypopmax - bodpym, N3mup
u Juoum - enadensysl 4aCMHbIX omeseli gce
aKmueHee cmpemMsamcs K compyoHu4ecmey
C MUPOBLIMU CemsAMU. 3mMo yKkpenssem
Q/IbAHCbI MeXOY I0KAAbHLIM KANUManom u
MeXCOYHAPOOHbIMU bpeHAaMU.
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WHY ARE TURKISH INVESTORS
ADOPTING THE ASSET-LIGHT MODEL?

Turkish investors traditionally favored
the property plus operation model.
However, in the new landscape,
several factors are pushing the asset
light approach forward:

* Higher room revenue under branded
operations through RevPAR
and ADR gains

 More professional management
cost structures

e Integration with global sales channels

* Reduced burden of personnel
management

In particular, resort properties operated
under global brands show more stable
profit margins.
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MOYEMY TYPELIKUA NHBECTOP
BbIBUPAET «JIETKUE AKTUBbI»?

Vicmopuyecku Ha mypeykom pelHKe
0OMUHUpPOBANGA KAaccu4Yeckas Moodesb, npu
Kkomopol uHeecmop cosmeujas 8 00HOM
uye u cobcmeeHHUKa, U ynpaensouezo.
Ce200Hs cumyayus meHsiemcs

noo enusiHUeM HOBbIX 86130808 U
803MOMCHOCMeEU, CMUMYAUPYIOUUX OMKA3
om mpaduyuli 8 No/b3y CMpame2uu «as-
set-light». Knroyesbimu Opalisepamu 3moz20
cosuza s8/110MCA:

o CHUMCeHUE 8a/1IOMHbIX PUCKO8 (0mKa3
om GUKCUPOBAHHLIX PACX0008 8
UHoCcmMpaHHoU eastome).

* Pocm 00X00HOCMU HOMEPHO20

¢oHOa 6s1a200aps cune 6peHOa, Ymo
ompaxaemcs 8 K/14e8bix Mempukax —
RevPAR (0oxo0 Ha docmynHsili HoMep) u
ADR (cpedHssa yeHa Homepa).

e BHedpeHue 3¢ppekmueHol u npo3payHol
cucmemesl ynpaeseHUsi onepayuoHHbIMU
pacxodamu.

e [ToOkatoYeHUEe K MUPO8LIM CUCMEMAM
6poHuUposaHUs U ducmpubyyuu.
CHudiceHUe Ha2py3KU No ynpaesneHuro
nepCcoHanoM.

OcobeHHO Haz21490HO npeumyuecmea
3amoli Modesnu nPossASAMCA 8 KYPOPMHOM
cezamMeHme: 06vekmsl NOO ynpasieHuem
Me#COyHapOOHbIX cemeli N0Ka3bl8arom
60s1ee ycmoUi4usyro U NPo2HO3UPYEMYHo
npubeline.,

A BRANDED HOTEL BOOM
EXPECTED IN TURKIYE

Considering international reports and
the strategies of global chains, the
coming period is set to bring:

e More management agreements
e More franchise structures

* More lifestyle and upper upscale
brands

* | ower risk investment models

This outlook enhances Turkiye's
position on the radar of international
investors and signals the beginning
of rapid expansion in branded hotel

supply.

TURKIYE MAY BECOME A REGIONAL
HUB FOR NEXT GENERATION HOTEL
INVESTMENTS

As in global markets, the asset light
model is now emerging as the primary
financial strategy shaping the future of

hospitality investment in Turkiye.

This approach, which protects both

investors and brands, is expected to
accelerate destination branding and
expand collaboration with international
chains in the near future.

TYPLNA MOXXET CTATb PETMOHAJIbHbIM
XABOM 4J11 UHBECTULIUN B OTEJIN
HOBOIO INOKOJIEHUA

[1p0o2HO3bl MeXCOYHAPOOHbLIX AHAAUMUKO8
U cmpamezu4eckue naaHsl 8edyujux
MUpo8bIX cemeli CX00Mcsl 8 MOM, Ymo 8
6auxcatiwem 6ydyujem credyem oxcudame:

* Pocm Yucaa ynpaeneH4eckux
KOHMpPAKmMoe.

* AkmueHoe pazsumue GpaH4ali3uH208bIX
cXem.

* BbIx00 HO pbIHOK HOBbIX Aalipcmaliin-
bpeHdo8 u bpeHO08 npeMuyM-KAaCCa.

o [lonynapu3ayuro MeHee pUCKO8AHHbIX
UHBeCMUYUOHHbIX Modened.

3mom npoz2Ho3 3HAYUMENLHO No8bILIaEM
UHBECMUYUOHHYI hpuesekamensHoCmMes
Typyuu u 3HameHyem cmapm
MaCWmabHo20 pacwupeHus
npucymcmeus mexdyHapoOHsIx cemed.

(nedys 2nobansHomy mpeHdy, Modesb
«asset-light» ymeepxdaemcs e Typyuu
8 ka4yecmee K/1t04Ye8ol GUHAHCOB0U
cmpamezuu, onpedesaroueli pazsumue
20CMUHUYHbIX UHeecmuyul. baazodaps
3moli 83a0UM08bI200HOU Modenu,
2apaHmupyroweli 3awumy UuHmMepecos
KaK uHeecmopos, mak u 6peHdos,
CMaHem 803MOX}CHbIM YCKOPEHHOe
passumue mypucmu4eckux pecuoHos, a
compyoHU4ecmeo ¢ Mexc0yHapOoOHbIMU
cemsamu 8bilidem Ha Hoebll
Kka4yecmeeHHwbIl yposeHb 8 0603pUMOM

6ydywem.




The Expanding
Power of the
Loyalty Economy

84% of Global Travellers
Actively Use Points and
Miles as a Strategic Cost Tool

Poib 9KOHOMUKN JTOAJIBHOCTU
[IPOJIOJHKRAET PacTu

J11a 84% nyreriecTBEHHUKOB Oaslibl M MUJIU
[IPEBPATWIVICH B CTPATErMYECKUil PEeCypPC, MO3BOJIAIOIINII
(P (PEKTHBHO YITPABJIATH OIOFKETOM TTOC3IOK

Loyalty programs in the global travel industry have evolved far beyond
marketing-driven retention schemes. in the last year, they sit at the core of
revenue architecture. Recent research indicates that 84% of travellers have
actively leveraged loyalty programs over the past 12 months to generate
tangible savings. This figure signals a structural shift from passive
membership to deliberate financial optimization.

[Tpo2pammel 10816HOCMU 8 MUPOBOM MYPU3IME 8bILAU 30 PAMKU NPOCMO20
YyO0epHaHuUA KAUeHMOo8 U meneps A8/A70MC HEOMbeMaeMol Yacmuto GUHAHCOBOU
modenu komnaHul. Kaoyesol uHOUKamMop 3mol mpaHcpopmMayuu - nosedeHue
nymewecmeeHHukoa: 84% u3 Hux 3a nocsedHuUl 200 0CO3HAHHO 3adelicmeosanu
HakonsieHHele 606l 015 COKpaujeHus pacxodos. 3mo 3HameHyem coboll
380/1104UK0 OM NACCUBHO20 HAKONAEHUS 60717108 K GKMUBHOMY YNpasaeHUI0 NUYHbIM
6r00xcemom.
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VALUE OPTIMIZATION
IS REPLACING TRADITIONAL
BRAND LOYALTY

Data shows that between 57% and 68% of
travellers choose alternative airlines or ac-
commodation providers when presented
with better pricing, redemption flexibility,
or promotional advantages — even if they
are enrolled in a specific loyalty program.

This signals a critical industry reality: loyal-
ty no longer equates to exclusivity. Trav-
ellers are increasingly value-driven rather
than brand-bound. For airlines and hotel
groups, this requires a recalibration of
traditional loyalty mechanics toward more
dynamic value propositions.

CREDIT CARD ECOSYSTEMS
ARE AMPLIFYING
PROGRAM ECONOMICS

Financial institutions play a pivotal role in
expanding the loyalty economy. Approx-
imately 39% of travellers purchase gift
cards to accumulate points. 27% open
new credit cards to benefit from welcome
bonuses. Meanwhile, 16% strategically
channel third-party spending to maximize
mile accrual.

These figures demonstrate that loyalty
programs now extend beyond travel-re-
lated transactions and are embedded in
everyday financial behavior. For airlines,
mileage sales to banks represent a sub-
stantial revenue stream. For financial in-
stitutions, co-branded partnerships drive
spending volume and customer acqui-
sition. The result is a structurally inter-
twined revenue model between aviation
and finance.

CABUTI OT J104/IbHOCTU
K BPEHAY B CTOPOHY
ONTUMU3ALUNU BbIFrO4bl

CoanacHo pe3ynemamam uccaedo8aHud,
00/151 nymewecmeeHHUKO8, 20mo8blx
CMeHUMb Nepeso3yuKa uau cpedcmeo
pasmewjeHUs npu Haau4yuu 6osee
npuesekamesnsHsIX YeHosblx ycaosul,
2ubkol cucmemesl no2aweHus 601108 uau
CneyuasnbHeIX NpednoxceHul, cocmasasem
om 57% 0o 68%. [TpumeyamesnbHO, YMo
0aHHAA meHOeHYusA CoXpaHsemcs 0axe
Cpedu y4acmHUKo8 Npo2pamMm N05A6HOCMU.

Smo ompaxcaem HoByH pPeanbHOCMb
mypucmuyeckoli ompacau: Npuea3aHHOCMb
K 6peHdy ycmynaem mecmo
payuoHansHomy selbopy. CospemMeHHbIl
nymeuwecmeeHHUK OpUeHMUPOBAH,
npexcde 8cez0, Ha u3saeYeHue
MaKcuMansHol 8612006l B cesa3u ¢ amum
a8uanNepeso3vUKaM U 20CMUHUYHbLIM
cemsam Heobxo0uma mpaHcpopmayus
KAQCCUYeCcKux MexaHu3mMo8 npo2pamm
/1051/1bHOCMU 8 CMOPOHY bosee
adanmuegHsIX YeHHOCMHbIX NPednoxeHUU.

POJ1b KPEAUTHbIX 9KOCUCTEM
B YKPEIJIEHUUN SKOHOMUKUN
[TPOrPAMM J10AJ/IBHOCTU

DUHAHCoBbIE CMPYKMYypbl CMAAU 21G8HLIMU
dpatlisepamu 3KOHOMUKU /105/IHOCMU.
Mompebumenu aKMUBHO UCNOAb3yHOM
¢puHaHcosble UHCMpymeHmMel 0415
HakonseHus 6oHycos: 39% nokynarom
nodapo4Hsie kapmel, 27% omkpsigarom
Hoevble KpedumHbie Kapmel padu
npusemcmeeHHbIx 60Hycos, a 16%
0NMUMU3UPYM C8OU PACX00bI 015
MAKCUMU3ayuU HaYUCAEHUS MUSb.
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POINTS INFLUENCE
DESTINATION
DEMAND PATTERNS

Nearly half of travellers who redeem points or
miles report selecting destinations they had

not previously visited because of redemption
opportunities. This highlights the role of loyalty
systems as demand-shaping instruments rather
than simple discount mechanisms.

For network planners and destination manage-
ment organizations, this presents a measurable
lever. Strategically designed redemption incen-
tives can stimulate traffic flows into emerging or
underutilized markets.

GENERATIONAL SHIFT
TOWARD FLEXIBILITY
AND PORTFOLIO LOYALTY

Gen Z and younger millennial travellers dis-
play a stronger preference for flexibility over
single-brand commitment. Portfolio-style loy-
alty participation — engaging across multiple
programs — is becoming more common. This
behavioral shift pressures brands to enhance
transparency, interoperability, and perceived
value stability.
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lMpusedeHHble nokazamenu UAACMpUpPYOM
pyHOaMeHmManbHbIU cogu2: NPO2PAMMbI
/105/16HOCMU UHME2pUpos8auUCs 8 N08CeOHEe8HOe
puHaHcosoe nogedeHue atodell. Imo co3daem
ycmodiyusyro 3Kocucmemy 83aUMHbIX 861200.
A8UAGKOMNAHUU MOHEMU3UpYyom MUAU Yepe3
npodaxy 6aHkaM, a GUHAHCOBbIU cekmop
ucnose3yem kobpeHouH2 0414 yeenuyeHuUs
0bopoma no Kapmam U pacuiupeHus KaueHmckol
603bl. Imo2oM cmaHo8UMCA mecHas
CMpyKMypHas 830UM0308UCUMOCMb 00X0008
aeuayuoHHol U puHaHcosol ompacsnedl.

BJINAHUE ITPOTPAMM J105J/IbHOCTU
HA CTPYKTYPY TYPUCTUYECKOIO
Cr1POCA

lMoymu nosno8uHa pecnoHOeHmMos, NPUMeHUUX
604161 UAU MUAU 04151 ONAAMbI Nymewiecmaud,
ommMeyarom, Ymo UMeHHO Haau4ue 8b1200HbIX
ycnosuli no2aweHusi 60Hycos nobyxodaem

UX hocewyame paHee Heu38eo0aHHbIe
HanpaseneHud. JJaHHbIU ¢akm demoHcmpupyem
380/10YUI NPO2PAMM AI0AALHOCMU: U3
UHCMpPYMeHmMa yeHo8020 CMUMY/AUPOBAHUS OHU
MPAHCPOPMUPYOMCA 8 MEXAHU3M, AKMUBHO
sausowuli Ha nompebumesnsckuli 86160p U
2e02paduro Noe3ook.

Y cneyuanucmos no mypu3smy nosiensemcs
HO8bIU pbluya2 8AUSHUS HO 2e02paduro N0e300K.
[Mpednazas 8bi200HbIe yc108US 0415 No2auieHUs
MU/Ib, MOXCHO YeneHanpasaeHHo npuenekame
nymeuwiecmeeHHUKO8 8 pa38UBAOU4UECs pe2UOHbI
U paszpyxame nepenosHeHHsle HanpasaeHus.

3BOJIIOLMS MOTPEBUTE/ILCKUX
MPEAMOYTEHWUIA: MEPEXO/

K MYJIbTUIIPOrPAMMHOW
J105/IbHOCTU

WccnedosaHusa gukcupyrom cosue 8
nompebumenbckom nogedeHuuU NoKoneHUA Z u
MUANEHUA08: npuopumem omdaemcs 2ubkocmu,
a He npusepieHHOCMU 00HOMY 6peHdy.

Moodenb «nopmeensHol noaneHOCMU», NPU
Komopol nompebumesns OKMUBHO y4acmayem

8 HeCK0/IbKUX Npo2paMmMax 00HO8PeMEHHO,
Habupaem obopomsl. I3mo 8bIHyH#Oaem KOMNAaHUU
pabomame Had NPO3PAYHOCMbIO YC108Ul,
COBMECMUMOCMbI0 cUCMeM U cmabuneHoU
86120000 C8OUX NPEONOHEHUU.

REVENUE MANAGEMENT
IMPLICATIONS FOR 2026
AND BEYOND

For major airline groups, loyalty subsidiaries
represent multi-billion-dollar financial assets. Yet
the 84% active engagement rate underscores a
more sophisticated consumer base. As travel-
lers increasingly understand redemption value,
transfer ratios, and dynamic pricing models, the
balance between profitability and perceived fair-
ness becomes more delicate.

The central strategic question moving forward is
clear:

How can loyalty programs sustain financial per-
formance while preserving long-term trust and
value perception?

In an environment of rising travel costs and
heightened price sensitivity, competitive advan-
tage is no longer defined solely by route net-
works or fleet size. It increasingly depends on
how intelligently a company designs, monetizes,
and governs its loyalty ecosystem.

MEPCMEKTUBbI YIPABJIEHUS
ZOXO/AMU B 2026 rO4Y U B
/]0JIrOCPOYHOVi NEPCMEKTUBE

B cmpykmype akmuego8 KpynHslx a8UAYUOHHbIX
X0/10UH208 00YepHUe npednpusmus,
omeeyaroujue 30 NPo2PaMMesl 105/16HOCMU,
3aGHUMQaOM 8eCOMOoe Mecmo, UCHUCAAACh
muanuapoamu 00/1apos. B mo e epems
nokasamesne akMueHO20 y4acmus Ha yposHe
84% ceudemenscmeyem o go3pacmaroujeli
KoMnemeHmMHoOCcmMu kaueHmos. [1ockonbKy
nymewecmeeHHUKU y2/1y6/150m c8oe NOHUMAHUe
MexaHU3Ma no2auweHus 60108, KO3PPuyueHmMos
KoH8epmayuu U NPUHYUN08 OUHAMUYECKO20
yeHo06pa308aHuUs, N00depHaHUE pasHoOBeCUs
Mexcdy peHmabesbHOCMbIo U dogepuem
npespawjaemcs 8 CIOXCHYH 300a4y.

InasHbIl cmpamezuveckuli 80NPOC Ce200HA: KaK
Halmu 6a1aHC Mex0y 00X0OOHOCMbIO NPO2PAMM
/1051/16HOCMU U COXpaHeHueM dosepus KaueHmos?

Ha ¢oHe ydopoxxaHus noe30oK u nosbiweHHOU
yyecmeumensHocmu nompebumeneli K yeHaM
KOHKYpeHmHoe npeumyuecmeo cMewjaemcs.
KntouesbiM pakmopom ycnexa cmaHo8umcs He
passemesieHHOCMb MapwpymHol cemu uau
8€/1UYUHA a8UANAPKA, O UHMENNEKMYANbHASA
npopabomka, MOHemu3ayus u
QOMUHUCMPUPOBAHUE IKOCUCMEMbI 105/16HOCMU.
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NG
Fashion, luxury,
and relaxation

ii“ione place.

FashionTV
Luxe Resort

Mopna, pockomib n
OT/IbIX B OTHOM MeCTe

g
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https://unsplash.com/photos/kY-7tROuc7I

FashionTV Luxe Resort captures
attention with its unique concept that
brings together fashion, design,

and a luxurious lifestyle.

The hotel offers: a personal Fashion
Assistant for each guest, a butler for
villa guests, VIP transfer, Diamond
privileges, 24/7 restaurants,
international cuisine, and a SPA center.

Throughout the season, world-famous
music stars will perform on the resort’s
stage, while DJ parties will give guests
unforgettable experiences.

A pet-friendly resort, with accessible
infrastructure for people with
disabilities, sustainable tourism
principles, and a 700-meter shoreline,
aims to become an essential destination
for stylish travelers and families.

GASTRONOMY

Six A La Carte restaurants invite guests
on a culinary journey around the world:
[talian cuisine at Riva Bella, Far Eastern
cuisine at Sakura, seafood at Mareléa,
steakhouse at Yaka, Turkish and
Ottoman cuisine at Ala, and
Mediterranean cuisine at Olivin.
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FashionTV Luxe Resort npusnekaem
8HUMGAHUe ceoell yHUKA/bHOU
KoHYyenyued, o6veduHsrowel Mody,
O0u3aliH U pOCKOWHbIU 06pa3 HCU3HU.

B omene npedycmMompeHsi:
nepcoHanbHsIU Fashion Assistant 015
kaxcdozo 2ocms, bammasep 0414 20cmel
suan, VIP-mpaHcgep, npusunezuu Dia-
mond, pecmopaHsl, pabomarowjue 24/7,
611000 Muposol KyxHU u SPA-yeHmp.

B meyeHue ce30Ha Ha cyeHe Kypopma
86ICMYyNAM MUpPO8bIe 386306l My3bIKU,

a Dj-eeyepuHku nodapam 2ocmsam
He3a6bl8aeMble 8ne4YamseHus.

Kypopm, OpycentobHsil K 0OMAWHUM
HUBOMHSGIM, C UHPpacmpykmypoli

014 ntodeli C 02pAHUYEHHbIMU
803MOMCHOCMAMU, NPUHYUNAMU
ycmouiyueoz2o mypusma u 700-mempoeoli
bepezosol uHUel, npemeHAyem cmame
He3aMeHUMbIM adpecom 019 CMUMbHbIX
nymeuwecmeeHHUKo8 U cemedll.

FTACTPOHOMUA

Lllecmes pecmopaHos a la carte
npu2aawarom 8 20CMpPoHOMUYecKoe
nymeuwecmeue no Mupy: UmasnbsAHCKas
KyxHs 8 Riva Bella, dasneHegocmoy4Has
- 8 Sakura, Mmopenpodykmel - 8
Mareléa, cmelikxayc - 8 Yaka,
mypeykas u 0CMaHcKas KyxHs - 8 Ala,
cpeduzemHomopckas - 8 Olivin.

CHILDREN'S ENTERTAINMENT

Bambini Land is designed for children
of different ages: programs for children
aged 4-12 combine nature and the
digital world under the guidance of
specialists. For toddlers aged 1-3, full
care and home comfort are provided.
Teenagers aged 13-17 can visit special
workshops, gaming areas with consoles,
and enjoy a separate menu.

ABOUT THE HOTEL

FashionTV Luxe Resort is located
where the azure of the Mediterranean
Sea meets the greenery of the Taurus
Mountains. Managed by Yaka Global,
the hotel reimagines modern vacations
by combining sustainable development
with contemporary design.

On the grounds: 9 restaurants, a SPA &
wellness center, a VIP transfer,

a personal assistant, and special
facilities for pets.

PA3BJIEYEHWS A1 AETEV

Bambini Land paspabomaH 014 demeli
PA3HO20 803PACMA: NPO2PAMMbI 0/15
demeli 4-12 nem codyemarom npupody
U yugpposoli mup nod pykogoocmeom
cneyuanucmos. Ansa mansiwed 1-3
/1em npedycMompeH NosHeIl yxo0 u
domawHul kompopm. [Modpocmku
13-17 nem mo2ym nocewyame
cneyuaseHele Macmepckue, uzpossie
30HbI C NPUCMABKAMU U NO/63080MbCA
0mMOoe/IbHbIM MEHHO.

Ob OTEJIE

FashionTV Luxe Resort pacnosoxeH
mam, 20e na3ype CpeduzeMHO20 MOPS
ecmpeyaemcs ¢ 3eseHoto 20p Topoc.
Mod ynpaeneHuem Yaka Global omene
nepeocmsicasiem cospemeHHsIl 0moblx,
covyemas ycmoliyusoe pazsumue u
cospemeHHbIl du3aliH. Ha meppumopuu
- 9 pecmopaHos, SPA & wellness
yeHmp, VIP-mpaHcgep, nepcoHanbHbIU
accucmeHm u cneyuansHas
UH@pacmpykmypa 015 0OMAWHUX
HCUBOMHBIX.
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Turkiye’s Luxury
Tourism Landscape
Defined by Forbes
Star Awards 2026

PoiHok luxury-typusma Typriim ckBosb
npusmy Forbes Star Awards 2026

The 2026 Forbes Travel Guide Star Awards list
underscores the depth and diversity of
Turkiye's luxury tourism sector. With a total of
26 hotels and spa properties, the country
demonstrates its prominence on the
international stage not only through service
quality but also via guest experience and
geographic variety. From five-star palace hotels
to Bosphorus-view boutique properties,
experience-driven resorts in Bodrum and
Cappadocia, to wellness and golf-focused
destinations, Turkiye's portfolio reflects both
quantitative and qualitative strength in global
luxury hospitality. Independent inspectors’ rigorous
evaluations across hundreds of criteria measure
guest satisfaction and property standards,
reinforcing Turkiye's positioning in the

luxury market.

Ony6aukosaHHeIl pelimuHez Forbes Travel Guide Star Awards 2026 Hoz2/150HO
deMOHCMpuUpyem Macumab u MHO202PAHHOCMb NPEMUQAIbHO20 MypUCMuU4ecko20 cecmeHma
Typyuu. lMpucymcmeue 8 cnucke 26 omeseli U cna-Kkomnsaekcos noomeepxoaem aemopumem
CMPaHsl Ha MUpPOBOL apeHe: 3KCnepmesl OMmMemusau He Mosbko 6e3ynpeyHslli cepauc, HO U

YHUKQ/IbHOCMb KAUEHMCKO20 0NbIMa, 0 Makxe WUpPOKyH 2eo2paduro 06vekmos. B nopmeens

docmudiceHUl 8OWU KOK pOCKOUIHbIE 080pL08bIe OMeAauU U 6ymuk-pe3udeHyuu Ha bepe2ax
bocgopa, mak u samHuYeckue Kypopmsi Kannadokuu, nasxHele pesudeHyuu bodpyma u
cneyuanusuposaHHslie wellness- u 2016¢-kypopmel. Takoe pa3Hoobpasue nodyepkueaem
nudepcmeo Typyuu KaK no KoauvYecmasy, mak u no kayecmey npednoxceHuli 8 cpepe
MUpP08020 luxury- 20cmenpuuMcmea. Beicokue no3uyuu CmpaHel CManu pesysn6mamom
CMpo2ux MHO20CMyNeH4YamblX NPOBEPOK HE3a8UCUMbIX IKCNEPMos, KOmopsie O4eHU8arMm

coomeemcmaue 06ekmoe COMHsAM Kpumepues, OpUeHMUPOBAHHbIX HA y008/1emMe8opeHHOCMb

eocmed.
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FIVE-STAR HOTELS IN ISTANBUL
AND BODRUM: LUXURY IN THE
CITY AND ON THE COAST

Istanbul’s five-star hotels merge historical
heritage with modern comfort, offering
international guests a unique urban
experience. Address Istanbul and Ciragan
Palace Kempinski combine the majesty

of the Bosphorus and Ottoman heritage
with contemporary service. Four Seasons
Sultanahmet and Four Seasons Bosphorus
immerse visitors in the historic peninsula
while Mandarin Oriental Bosphorus and
Raffles Istanbul redefine urban luxury with
panoramic views and personalized service.

In Bodrum, the Mandarin Oriental
integrates the turquoise waters and natural
surroundings of the Aegean with
contemporary luxury, raising the
benchmark for resort tourism. Collectively,
these properties showcase how Istanbul
and Bodrum balance cultural,
geographic, and service diversity within
the luxury segment.

roPO/CKOU LLUNK N KYPOPTHbINA
PEJIAKC: IYYLUWE OTE/IN
CTAMBYJIA Y O/JPYMA

Omenu Cmambyna Kamez20puu «Nameo
38€30» 8UPMYO3HO COEOUHSOM BeKOBbIe
mpaouyuu ¢ mpebo8aHUAMU COBPEMEHHO20
KoM@popma, dapys 20CMAM HeENO8MOpPUMsbIe
gneyam/seHusi om npebbI8aHUA 8
mez2anosauce. Omesnu Address Istanbul u
Ciragan Palace Kempinski npedaazarom
nocmosneyam geauyue bocpopa e
06pamaeHUU 0OCMAHCKOU ucmopuu u
6e3ynpeyHo20 cepsuca. Four Seasons
Sultanahmet u Four Seasons Bosphorus
Nn0380/1510M NOHOCMbIO PACMBOPUMbLCS 8
M@2UU UCMopuYecKoz20 yeHmpa, moz20a Kak
Mandarin Oriental Bosphorus u Raffles
Istanbul 3a0arom Hogbie cmaHOapmel
3/1UMH020 0MObIxa, 0eaas CMaeky Ha
NaHopamHele 8Udbl U UHOUBUOYA/bHSIU
nooxo0 K Kaxcoomy 20cmio.

PacnonoxceHHsil 8 bodpyme Mandarin
Oriental cmaHoeumcs eonsioujeHuem
20PMOHUU Y€/108€KA U NPUPOObI: N103YPHbLIE
800b/ J2elicko20 MOPSA U YHUKA/bHbIe
AIGHOWAa®mel 0P2AHUYHO 8N/emeHsbl 30ecCk 8
punocopuro luxury-omosixa, 3a0aeasi Hogele
cmaHdapmel 045 KYypopmHoU uHOycmpuu.

B cogokynHocmu npedcmas/ieHHble

omenu cayxam ybedumesnsHol
unarocmpayueli mozo, kak Cmaméyn u
bodpym uHmezpupyrom KynsmypHoe
MHo2006pasue, 2eozpaguyeckyro
8apuaMuUeHOCMb U 8bICOKUU YpoBeHb
cepeuca 8 paMKax NpeMuasbHO20 cecmeHma.
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FOUR-STAR HOTELS:
WELLNESS, EXPERIENCE, AND
URBAN ALTERNATIVES

The four-star category represents
properties just below the five-star tier,
offering strong quality and experiential
value. Bodrum'’s Six Senses Kaplankaya and
The Bodrum Edition excel in wellness, spa,
and nature-immersed holidays, while the
Mandarin Oriental Bodrum'’s spa offerings
create not just physical comfort but a
holistic experiential journey.

In Istanbul, The Peninsula, Ritz-Carlton,

St. Regis, and Shangri-La cater to business
and cultural travelers, blending dining, spa,
and art experiences with personalized
concierge services. These hotels merge
urban tourism with cultural exploration,
offering guests an unfolding story

at every step.

YETbIPEX3BE3/OYHbIA CETMEHT: |
WELLNESS, BITEYAT/IEHUA N
roPO/4CKAA 3CTETUKA

Yemeoipex3ee3004HeblIli ceameHm
npedcmassneH 06bekKmamu, Komopele AUb
HeMHO020 ycmynarom namu3ge3004YHoMy
YPOBHI0, Npedna2as npu 3Mom 8bICOKoe
KQ4ecmeo U HaCbIWeHHOCMb 8neyamseHud.
B bodpyme omenu Six Senses Kaplankaya

u The Bodrum Edition cmanu smanoHamu
wellness-omoeixa, npednazas 20CMAM cna-
npoyedypel u eduHeHue ¢ npupodod, a cna
Mandarin Oriental Bodrum npedsaazaem
20CMAM Yea0CMHbIU onsim, 8bix00auuli 3a
pPaMKu 066I4HO20 KOMPopma.

Cmambyneckue omenu The Peninsu-
la, Ritz-Carlton, St. Regis u Shangri-La
OpUEeHMUPOBAHbI HA 080 K/KOYEBLIX NOMOKA
2ocmeli - 6U3HeCc-nymewieCmeeHHUKo8

u yeHumesned Kynemypel. YIx KoHyenyus
CMpoUMCcs Ha 0P2AHUYHOM COYemMaHuu
U3bICKAHHOU 20CMPOHOMUU, CNa-pumyanos
u apm-npocmpaHcme, 00N0AHEHHbIX
3KCK/HO3UBHbLIM CeP8UCOM NEPCOHANbHBIX
KoHcbepxcel. Imu pe3udeHyuu npedaazarom
NocmosALYaM He NPoCMo pasmMeujeHue, a
UMMEPCUBHOE NO2PYHEHUE 8 HU3Hb 20000,
20e 2paHb MeXdy Mypu3MOoM U Ky/6mypHsIM
uccnedosaHUeM CMaHOBUMCA noYmu
Heowjymumol, a KaxcObili 0eHb 0mKpeleaem
Hoegble 20pU30HMbI 8neYamaeHuil.

RECOMMENDED HOTELS:
EXPERIENCE AND DIVERSITY
ACROSS TURKIYE

The “Recommended” category highlights
properties that, while not classified among
the star tiers, excel in service, location, and

guest experience. These hotels enrich

Turkiye's tourism portfolio, reflecting the

distinctive character of each
destination.

Argos in Cappadocia, in the heart of the
UNESCO World Heritage site, merges
historical stone architecture with modern
comfort. In Istanbul, Bebek Hotel by

The Stay, Conrad Istanbul Bosphorus, and
Fairmont Quasar exemplify boutique,
experience-oriented urban hospitality.

JW Marriott Ankara provides a
high-standard option for business and
official visitors, while Bodrum'’s Lujo Hotel
diversifies the summer resort offering.
Antalya's Maxx Royal Belek Golf Resort and
Maxx Royal Kemer Resort bring golf,
wellness, and family tourism together,
enriching the Mediterranean resort
segment. JW Marriott Hotel Istanbul
Marmara Sea occupies both the four-star
and recommended categories, integrating
city and sea experiences along the
Marmara coast.

Collectively, these hotels illustrate how
Turkiye's luxury tourism portfolio balances
urban, cultural, capital-focused, resort,
and golf tourism segments.

PEKOMEH/AOBAHHBIE OTE/IN:
IMAJINTPA BIEYATJ/IEHUU B
PA3HbIX YTOJIKAX TYPUUU

Omenu kamez2opuu «PeKoMeHO0BAHHbIe»
He umMerom 38e30H020 CMamyca, HO
8b10€/190MCSA UCKA0YUMENbHBIM CEP8UCOM,
YOaYHbIM PaCNoNONeHUEM U KOYECmeom
gneyamseHul. OHU donoaHAM
mypucmudyeckyro naaumpy Typyuu,
nepedaeasi yHUKAAbHbIU Konopum
Ka>#0020 HANPABAEHUS.

Argos 8 Kannadokuu, pacnonoxceHHsoil

8 camom cepdye obvekma BcemupHo20
Hacnedus FOHECKO, o6veduHsem
UCMOopUYecKkyto KOIMeHHYr apxumekmypy ¢
cospemeHHbIM KomMpopmom. Cmambyneckue
Bebek Hotel by The Stay, Conrad Istanbul Bos-
phorus u Fairmont Quasar npedcmaesasrom
punocopuro 6ymukogo2o 20cmenpuumMcmaa,
20e KaxObIl 8U3UM npespaujaemcs 8 yepeoy
omkpsimud. JW Marriott Ankara eeicmynaem
3MasA0HOM 0e/108020 pa3meweHuUs 015
opuyuansbHeix denezayull, a 6odpymckuli Lujo
Hotel pacwupsem epaHuyel mpaduyuoHHO20
/slemHe20 omoebixa. Cpedu3eMHOMOpCKoe
nobepexwe npedcmaesneHo aHManulickumu
2ueaHmamu Maxx Royal Belek Golf Resort

u Maxx Royal Kemer Resort, macmepcku
o06veduHuswUMU 2016¢, wellness u
cemeliHell docyz. Omene JW Marriott Ho-

tel Istanbul Marmara Sea npedcmaesneH
00HOBPEMEHHO 8 Ce2MeHme Yyemelpex

38e30 U 8 Kame20puu «PekoMeHO0B8AHHbIE»,
4mo ompaxcaem e20 KOHYenmMyasasHyr
0C06eHHOCMb - UHMe2payuro
803MOXMCHOCMeU 20p00CKO20 U MOPCKO20
omoasixa Ha nobepexcee MpamMopHo20 MOpS.

Bmecme e3smeie, 3mu omenu Ha2A90HO
deMoHCMpuUpyom, HaCKO/IbLKO
c6a/1aHCUPOBAHHO NPeOCcmMaeseHsl 8
nopmeene luxury-mypusma Typyuu ece
K/IH0Yeable HaNPaeeHUs: om 20p0ACKUX U
KYyAbmypHbIX yeHmpoe 00 CMoNUYHbIX
pe3udeHyuii, KypopmHeiX KOMNAEKcos8 u
CNeyuanu3upo8aHHLIX 20/16¢-Kypopmos.
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Following the strong recovery
recorded in the final quarter of 2025,
Egypt is preparing for a period of
sustained growth in its tourism sector
over the coming years. Combining its

|

rich cultural heritage with the

Red Sea's coastal tourism offering,
the country expects significant
increases in both visitor arrivals
and tourism revenues throughout
the 2026-2029 period.

AT P e Ay ~interest of international hotel groups,
. T e s . and-an expanding segment mix
. SR stand out as key dynamics
.. " strengthening Egypt's
1 S '* tourism market.

-
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A New Growth Era Dnven by Cultural
. andCoastal Destinations
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Ha ¢oHe ycmoli4ueo20 NoCmKpU3UCHO20
80CCMAHO08/1eHUs, 30PUKCUPOBAHHO20
8 nocedHem keapmase 2025 20da, &
Ezunme npozHo3upyemcs cmabuibHoe
paseumue mypucmu4yeckoz2o cekmopa
HQ CpedHeCpoYHyH nepcnekmusy.
Oxcudaemcs, Ymo KoMbUHUPOBAHUe
Ky/16MmypHO-UCMOpPUYECKUX aKMUB08

C 803MOMHOCMSAMU NPUBPEXCHO20
mypu3ma Ha KpGCHOM Mope obecneyum
cywjecmeeHHolU npupocm no

Opalisepbi, Kak 20cydapcmeeHHsble
UHGpacmpykmypHbele NpOeKmel, SKCNAHCUS -
MUPOBbIX 20CMUHUYHbIX bpeHdo8 U
pactuupeHue npodykmoegol AuHelKu
mypompac/u.

TOURISM EXPLORER 111



VISITOR NUMBERS
AND REVENUE OUTLOOK

According to Fitch Solutions, the number of
international arrivals to Egypt is projected

to reach approximately 18.6 million in 2026
and 20.65 million in 2029 - equivalent to an
average annual growth rate of 5-6%. Tourism
revenues are expected to rise to around USD
17.8 billion in 2026 and USD 19.1 billion in
2029. The sector closed 2025 with a robust
17.3% growth rate, forming a solid foundation
for stable expansion in the years ahead.

INFRASTRUCTURE AND
INVESTMENT INITIATIVES

The Egyptian government has increased its
tourism and cultural heritage investment
budget by 60% for the 2025/26 fiscal year,
bringing it to 116.2 billion Egyptian pounds.
These investments primarily target
accommodation capacity expansion,
restoration of ancient sites, and upgrades to
transportation infrastructure. The strong
interest from international hotel chains and
the launch of new resort projects are
regarded as critical factors enhancing

the overall visitor experience.
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MEPCMEKTUBBI POCTA
TYPUCTUYECKOIO MMOTOKA U
/10X0/0B

Mo npoz2Ho3am Fitch Solutions Yucao
UHOCMPAHHbLIX MypuCmMos, npubsisaowyux

8 Eaunem, docmuzHem npumepHo 18,6 M/H.
yenosek 8 2026 200y u 20,65 mAaH. k 2029
200y, Ymo coomeemcmeyem cpedHe200080My
memny pocma e 5-6%. llocmynsaeHus om
mypu3ma, Co21aCHO NPO2HO3aM, 00CMU2HYM
17,8 Mapd. dosnapos 6 2026 200y u

19,1 mapd. doanapoe 8 2029-m. loHHAS
NnosI0XUMeNbHAA MpPaekmopus A8/15emcs
NpAMbIM NPOOOAHEHUEM YCheWHO20
3aeepweHus 2025 200a, ompacsesoli pocm
8 komopom cocmasun 17,3% u 3a10xun
NpoYHsIl pyHOaMeHm 014 noc1edyrouwe2o
pa3zeumus.

ITPOEKTbI B CPEPE
NHPPACTPYKTYPbI U
UHBECTULUN

brodxemHsie accuzHosaHusA E2unma Ha
passumue mypucmu4eckol ompacau

U 06beKmMoe8 Ky/abmypHO20 HaC1eOus 8
puHaHcosom 2025/26 200y yeenuyeHsl

Ha 60%, docmuzHye obvema 8 116,2

MApPA e2unemckux ¢yHmos. OCHOBHbIMU
HaNPaeneHUAMU GUHAHCUPOBAHUS
ABAA0MCA HAPAWUBAHUE 20CMUHUYHO20
¢oHOAa, BOCCMAHOB/MEHUE APXE0a102UYECKUX
06bekmoe u yny4yuieHue mpaHcnopmHoul
cucmemsl. AKmueHoe yyacmue
MeXOyHapPOOHbIX omesibHbIX 6peHdo8 u
peanu3ayus Hogblx KypOpMHbIX KOMN/AIEKCo8
A8/A0MCA 8aXCHelwuMu dpalisepamu pocma
Ka4yecmea mypucmu4eckoz0 cepaucd.

DESTINATION DIVERSITY
AND MARKET SEGMENTS

Egypt’s tourism landscape has a
multi-layered structure that appeals both
to culture-history enthusiasts and to
travelers seeking sun-and-sea holidays.
The ancient temples of Cairo and Luxor,
combined with the coastal offerings of
Red Sea destinations such as Hurghada
and Sharm El Sheikh, help broaden the
country's tourist profile. This diversity
enables both short cultural trips and
extended resort-focused stays.

SUSTAINABILITY AND
STRATEGIC FOCUS

Investments are not solely aimed at
expanding capacity; sustainability
remains a core priority. The joint
strategy of the government and private
sector focuses on preserving cultural
heritage while minimizing environmental
impact. This approach is particularly
crucial for projects targeting
high-spending and long-stay

visitor segments.

ANALYTICAL OVERVIEW

Egypt holds strong growth potential in
both volume and revenue terms over
the next four years. The balanced
distribution of cultural and coastal
destinations, combined with
infrastructure investments and
international partnerships, strengthens
the country’s position in both the local
economy and the global tourism market.
Between 2026 and 2029, Egypt is
expected to stand out not only

for its cultural heritage tourism,

but also for its integrated resort

and coastal experiences.

|

ANBEPCUDPUKALINA
HATIPABJIEHUU N CETMEHTbI
PbIHKA

Typucmuyeckoe npednoxceHue Ezunma
CMpyKMypupo8aHO U OPUEHMUPOBAHO

HQ paznuyHsle yesnegole ayoumopuu - om
yeHumeseli ucmopu4yecko2o Hacedusi 00
omasIxarowux, npednoyuMarouux NASHHsIU
omoeix. CuHep2us Ky/s6mypHO-UCMOopUYeCKuX
yeHmpoe - Kaup, Jlykcop - u cogpemeHHsIX
npubpexcHsix Kypopmos KpacHozo mops -
Xypaada, LLlapm-316-Lelix - cnocobcmeyem
npueneyeHuro 6osee WUPOKO20 U
pPa3HoOpPoOHO20 nomoka 2ocmedll. [TodobHaA
odusepcupukayus no3eosaem pa3eueaMs Kak
KpamkocpoYHsIl Ky/a6mypHell mypusm, mak
u 01umesnbHoOE KypopmHoe npebeieaHue.

YCTOUYUBOE PA3BUTUE U
CTPATETNNYECKUE NTPUOPUTETDI

VIHBeCMUYUOHHAS NOAUMUKA cmasum
ceoell yenbrto He MobKOo Koau4ecmeeHHbll
pocm, HO u obecneyeHue ycmoliyugo2o
passumus. B pamkax napmHepcmea
2ocydapcmea u busHeca peasnulyemcs
Cmpameaus, HANPABAEHHAS HO COXPAHEHUe
06eKmMo8 Ky/bmypHo20 Hac1eous u
MUHUMU3AYUK 3K0102U4€eCKO20 (/1e00.
JaHHasA KoHyenyus uzpaem ocobyro poss 8
npoekmax, paccHUmMaHHeIX Ha npueneveHue
NaamMexecnocobHbIX Mmypucmos,
NAGHUPYOUUX 01UMesbHbIU 0MObIX.

OLIEHKA NEPCIIEKTUB

B nepuod do 2029 200a Eaunem umeem

gce npednoceliku 04151 CyuecmeeHH020
HOPAWUBAHUA MypUCMUYECcKo20 NOMOKA U
CBA3UHHbIX C HUM GUHAHCOBbIX nokazamesed.
E20 cmpamezus, 0CHOBAHHASA HA pa38uUMUU
060UX KIHOYEBbLIX CE2MEHMOB - KY/IbMYPHO20
U NASIXHO20, 0 MaKkxXe Ha MacuumabHoU
MOOepHU3ayUU UHPpacmpykmypsi u
npuenevyeHuU UHOCMPAHHbLIX NAPMHEPOS,
cnocobcmayem yKpensneHuo ompacau
8HymMpuU CMPaHsl U Ha MUpoeol kapme
mypu3sma. B nepuod ¢ 2026 no 2029 200
Ecunem cmoxcem npednoxume He mobko
UCMOPUKO-N03HABAMENLHLIU MYypPU3M, HO U
pasgumele UHMeE2PUPOBAHHbIE KYPOPMbI.
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leading manufacturers in Tiirkiye with one of the highest production capacities in this field. Maintaining its family business
structure, IPEKS GIDA continues its operations both domestically and internationally. .
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® MIRAGE

s PARK RESORT

DISCOVER THE ALL-INEW
MIRAGLE PARK RESORT 5

Proudly presenting a complete renovation-reimagined for the
modern traveler. Experience elevated comfort, contemporary
design, and world-class hospitality in every detail. :

From refined guest rooms to enhanced leisure facilities,
every corner of Mirage Park Resort 5* has been transformed
to offer an unparalleled stay. >

Partner with us and offer your clients the perfect blend of i
renewal, and authentic Turkish hospitality.
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