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TOURISM EXPLORER

Dear colleagues
and partners!

We are pleased to share with you the second issue of
Tourism Explorer magazine. The strong interest and
valuable feedback we received for our first issue have
further reinforced our mission to stay attuned to the
pulse of the industry and to produce accurate B2B-fo-
cused content.

As HelloOtel, one of the priorities of our platform is to
enhance the quality of holiday experiences for tour-
ists. In this regard, we continue to develop solutions
that facilitate communication between hoteliers,
travel agencies, and guests. Our goal is to create an
ecosystem where international tourism professionals
come together, share knowledge, collaborate, and
shape the future.

In line with this vision, we officially launched the 2025
summer tourism season with the HelloOtel Inter-
national Travel Agents Forum, held in Antalya from
May 3 to 7, 2025. With over 500 participants from 26
countries, Antalya became the heart of global tour-
ism dialogue for five days. During the event, a total
of 5,406 B2B meetings were held, establishing strong
business connections among industry professionals.
These meetings not only deepened existing collab-
orations but also paved the way for new business
opportunities.

This second issue has been prepared with the same
vision: It not only brings together the experiences,
insights, and forecasts of tourism professionals from
different countries and areas of expertise but is also
enriched with exclusive content focusing on emerging
destinations, sectoral trends, and marketing strate-
gies. Our goal is to support this ecosystem developing
under the HelloOtel umbrella through the sharing of
knowledge and experience, and to contribute to the
construction of a more connected, more resilient, and
transformation-oriented structure within the tourism
industry.

| hope our new issue will inspire you and pave the

way for new collaborations and initiatives.

Yours sincerely,
Sabir Mizam
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C padocmeto npedcmasssgem 8am 8mMopoli 8bINYCK HYPHANA
Tourism Explorer. XXugoli uHmepec u yeHHsie 0m3si8bl,
nosy4eHHsle NOC/ae Nepeo20 HoOMepa, 80OXHOBUAU HAC HA
dasbHeliwee pasgumue Hawel MUccuu — ocmasamecs 8 Kypce
nocnedHuUx meHoeHyul UHOyCmMpuu u co3008ame aKMyanbHbI
KoHmMeHm 014 B2B-ceameHma.

Kak nnamegopma HelloOtel, mel ydensiem ocoboe eHUMAHUE
noeslweHuUo kayecmaa omoeixa mypucmos. C smol yesnsto

Mbl pa3pabameigaem UHCMpPYMeHMesl 018 onmuMu3ayuu
KOMMYHUKayuu Mexcdy omesbepamu, mypazeHmcmeamu u
mypucmamu. Mel pabomaem Hao co30aHuem 2106a/16HOU
naame@opmel, obecneqyusaroujeli npogeccuoHanbHoe
g3aumodelicmeue, pa3gumue hapmHepcma u cmpamez2uyeckoe
nNAgHUPOBAHUE 8 Chepe mypu3ma.

Peanu3sys smy KOHYenyuro, Mbl MOpPIECM8EHHO OMKPbLIAU 1eMHUU
mypucmudyeckuli ce30H-2025 8 pamkax MexdyHapoOHo20 popyma
0n15 mypazeHmcme HelloOtel, npowedwezo 8 AHmanee ¢ 3 no

7 mas 2025 200a. AHmManes Ha name OHeli npespamuacs 8
3nuyeHmMpP Mupo8o20 mypucmuyecko2o ouanoza, cobpas 6osee
500 yyacmHukoe u3 26 cmpaH. B xode meponpuamus cocmosaoce
5406 B2B-scmpey, 3a/10#UBWUX NPOYHYH OCHOBY 0/151 0€/108020
g3aumodelicmeusi Mexdy npogpeccuoHanamMu ompacau. Smu
8Cmpeyu He MoJ/IbKo yKpenuau cyujecmsyroujue napmHépckue
C8A3U, HO U OMKPbIAU 00PO2Y HOBLIM NEPCNEKMUBHbIM NPOEKMAM.

Bmopoli seinyck co30aH 8 mom xce karode: OH 06veduHsem

He MO/16KO 0NbIM, GHAAUMUKY U NPO2HO3bI NPOGeCccuoHan08
MmypuHOYCMpPUU U3 Pa3HbIX CMPAH U cep dessmeanbHoCMu, HO

U 00NO0/IHEH 3KCKAHO3UBHLIMU MAMepuanamu 0 NepcnekmugHsix
HaNpasaeHUsAxX, 0Mpac/iegsix MpeHoax U MapKemuH208bIX
cmpamezusax. Hawa yesns — noddepxcusames popmupyrowyrocs
skocucmemy nod 32udoli HelloOtel yepe3z obMeH 3HAHUAMU U
oneImom, cnocobcmays co30aHuUto 6osee cnao4YéHHoU, ycmoliyueol
u omkpsimol K mpaHchopmayusam cmpykmypesl 8 cpepe mypusma.

Haoderocs, 3mom 8blInycK 800XHOBUM 84C U CMaHem
Kamanau3amopomM HO8bIX napmHépcme u uHuyuamus.

C ysaxceHuem,
Cabup Musam
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A New Eraat
Munich Airport:
The Luggage-Free
Travel Concept

Comfort of Flying Without Luggage
Passengers no longer carry their suitcases
during check-in. Munich Airport's new sys-

tem ensures that bags are collected from the
hotel and transported directly to the aircraft
hold. Travelers arrive at the terminal with
just their hand luggage.

Entire Process in Your

Pocket with a Mobile App

Check-in is completed in seconds via the
airport's mobile app. Passengers can track
their luggage in real time and proceed to
their departure gate without any physical
procedures.

Hospitality and Aviation:

A Seamless Partnership

The system works in integration with hotels
in the region, offering great convenience—
especially for tourists with long stays and
business travelers. On the last day of their
stay, guests experience no stress over bag-
gage handling.

Sustainability and Efficiency

This service not only eases passenger flow
but also boosts operational efficiency. It
reduces congestion inside the terminal and
shortens baggage queues. Following Munich,
airports like Frankfurt and Zurich are also
expected to adopt the system.
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HosmecTso B
asponopty MionxeHa:
KOHIICTII VA
myreliecTsuii 6e3
Oaraska

Jléakocme nymewecmeus 6e3 4eMo0aHo8
Tenepb naccaxcupsi Mo2ym 3a6sims 0 6azadce
npu peaucmpayuu. IHHo8ayuoHHeIl cepsuc
MroHxeHCK020 aaponopma 6epém Ha cebs
3a60my 0 gewax: Y4eMoOaHsI 3a6uparom u3
omes U pasmewjarom 8 6a2axHoOM omaoesneHuu
8030yWHO20 CYyOHd. B mepMUHQA/ MOXHO CMeso
omnpasasmMeCsa AUWb C KOMNAKMHoOU py4HoU
KAa0b10.

Bce amansi nymewecmeus — e sawiem
cmapmeoHe

MezHogeHHas pecucmpayus Ha pelc Yepe3
MOb6ULHOE NPU/OXHEeHUe a3pONopPMa No3eossem
naccax@upam 8 pexcume oHAAUH KOHMPOAUPOB8AMb
nepemeujeHue 6a2aXa, 0 MakKx#ce 1e008aMb

K 8bIX00y Ha NOCAOKY, MUHYSA npouyedypel
00KyMeHmMan6H020 OPOPMAEHUS.

CuHep2usa 20CMUHUYHO20

U a8UayUOHHO20 cepeuca

VIHHOBAYUOHHAS cCUCMeMa UHMezpupo8aHa ¢
omensMU pe2uoHa, obecne4yusas MaKkCuMaabHoe
y006cmeo eocmsam, 0C06eHHO, Mmypucmam,
0CMAHOBUBWIUMCA HA NPOOOAHUMENbHBIU

CPOK, U 0e/108bIM NymMeuwleCmeeHHUKAaM. B deHb
omwve30a npobaeMa MPAHCNOPMUPOBKU 6azaxa
NO/IHOCMbH UCKAOYeHA U3 CNUCKa ux 3a6om.

JKon02u¥HOCMb U 3ppekmusHOCMb

JaHHeIl cepsuc He MoabLKo onmumu3upyem
Naccaj@uponomok, Ho U nossiliaem
onepayuUoHHy 3ppekmusHocme asponopma. OH
yMeHbWwaem ckonsaeHue ntodeli 8 mepMuHane u
cokpawaem o4yepedu Ha peaucmpayuro 6a2axa.
Bcned 3a MroHxeHOM cucmemy naaHUpyom
gHedpUMsb 8 aaponopmax PpaHKPypma u
Hropuxa.

The New

Luxury in Tourism:
Personalized Guest
Experience

Not One-Size-Fits-All, But One-of-a-Kind Service
Today's traveler is no longer looking for standard
packages-they seek experiences tailored to their
personal preferences. This makes personalization
the key to standing out in a competitive market. It's
not just about the accommodation itself: recom-
mendations that align with guests’ habits, prefer-
ences, and lifestyles are now an essential part of the
experience. For example, arranging a room layout
based on selections made during booking can leave
a strong impression right from the first interaction.

Not Just Data-Driven, But Emotionally Intelligent
Personalization begins with data-but it finds its
power in emotional connection. Recommending
local coworking spaces to a business traveler or a
gallery to an art enthusiast is not just about deliv-
ering information-it's about demonstrating under-
standing. Of course, this approach requires careful
balance: respecting guest privacy is crucial. Ethically
analyzing data and transforming it into genuine
hospitality is what defines success in this area.

Not About Opulence, But About Thoughtfulness
Personalization isn't limited to five-star resorts.
Small and boutique hotels can make a big impact
with intimate touches: greeting guests by name,
leaving a handwritten note in the room, or having
a favorite tea prepared in the morning. Sometimes,
these gestures are more powerful than multimil-
lion-dollar investments.

The Future Belongs to

Those Who Know Their Guests

In hospitality, personalization means stepping be-
yond the mold and turning each guest into a unique
story. Guests don't just want to be hosted-they want
to be understood. Properties that embrace this
mindset will not only be chosen but
remembered-and revisited.

(oBpeMeHHas POCKOIIb:
[IEPCOHATTN3NPOBAHHBIN

MTOIXO]T K KaiKIIOMYy
T'OCTIO

He wabnoHHbIl cepsuc,

a uHOueudyanbHeIil N00X00

CospemeHHble nymewiecmeeHHUKU 60/bwe He
0080/16CMBYHOMCA CMAHOAPMHLIMU NAKemMamu ycy2

- OHU UWym nepcoHaNU3UPOBAHHbIE 8neYamM/eHUS,
CO30GHHbIE C y4emom UX UYHbIX npednovymeHud.
VIMeHHO nepcoHanu3ayus CMaHo8UMCSA K1t04e8bIM
KOHKYpeHMHbIM NpeuMyujecmeom Ha HacsIUeHHOM
mypucmuy4eckom peiHKe. Pedys udem He mosibko 0 CaMOM
posmeujeHuu: pekomeHoayuu, coomsemcmayroujue
NpusbIYKAM, 8KYCaM U 06pa3y HU3HU 20CMS, cmanu
Heomuvemaemol Yacmero KQYeCmeeHH020 cepauca.
Hanpumep, nodzomoeka HoMepa ¢ y4emom noxenaHud,
YKA3QHHbIX NPU 6POHUPOBAHUU, N0380/5iem npou3secmu
om/UYHOE nepeoe eneyamseHue.

AHaaumuka + amnamus:

¢opmyna udeansHoz0 cepsuca

lMepcoHanu3zayus HaOYUHaemMcs co c6opa OaHHbLIX, HO
C80F0 HOCMOAWYIO CUy obpemaem 8 IMOYUOHAbHOU
€eA3u ¢ 20cmeM. PekomeHdo8amMb 0es1080My
nymeuiecmeeHHUKY MeCMHbIL KOBOPKUH2 UAU
AH06UMenNto UCKyccmeaa - 2aA1epero - 3Ha4Um He Npocmo
npedocmasume UHGOPMAYUID, O NOKA30Mb C80€
noHuUmMaHue e2o nompebHocmeli. OOHako makoli N0oxo0
mpebyem 0eAuKkamHo20 60AAHCA: y8axeHUe K AUYHOMY
npocmpaHcmey 20cmsa ocmaemcsi npUopuUMemom.
VIMeHHO 3mu4HbIli aHA/U3 OGHHbLIX U UX Npeobpa3osaHue
8 UCKpeHHee 20cmenpuumMcmeo onpeodeasrom ycnex e
amoli cpepe.

He pockows, a eHUMaHUe K demanam
lMepcoHanu3upo8aHHLIU N0OX00 - npepo2amusa He
mosibko namu3ge3004Heix omenell. Heboabuwiue 6ymuk-
omenu Mo2ym co30aeame No-HACmMosu,emy méenayro
ammocgepy ¢ NOMOWbKO NPOCMbIX, HO 3HAYUMbIX
Hecmos: npusemcmeaue 20CMs No UMeHU, pyKonucHas
3anucka 8 Homepe uau abuMsll Yad, npu2omosneHHsll
K 3a8mpaky. lMopoli makue meno4u hpouseoosm
6onbWwee eneyamaeHue, Yem MHO20MUANUOHHbIE
uHseCcmuyuu 8 UHGpPaAcmMpyKkmypy.

TOURISM EXPLORER 7



High Demand,

High Expectations:
Which Services Are
Travel Agencies
Highlighting?

Changing consumer behavior in tourism is no
longer limited to vacation preferences - it's reshap-
ing how travel services are delivered. And the ones

who feel the pulse of this transformation most
acutely are the travel agencies working directly in
the field. In today's competitive market, agencies
are no longer just intermediaries making sales;
they've become strategic partners managing the
customer experience from start to finish. Data
from the field and user feedback clearly reflect this
evolution.

At the forefront is the shift from standardized
packages to flexible and personalized services.
Especially among mid-to-upper segment travelers,
there's a rapidly growing demand for tailor-made
travel designs. Agencies are no longer offering
just accommodations - they now integrate a wide
range of services from end-to-end destination
planning to private transfers, guided tours, local
gastronomy experiences, and more. This layered
approach not only makes clients feel valued but
also strengthens long-term loyalty.

Another key area is the growing expectation for
multi-channel, fast, and digital service solutions.
Everything is mobile now - which means agencies
are expected to be present not just in offices, but
in travelers’ pockets. Younger and more profes-
sional travelers value speed, transparency, and
personalized information when making decisions.
As a result, digital platforms, reservation apps, and
online consultation services have become almost
indispensable.

8 TOURISM EXPLORER

Pocrt 3amnpocoB vs
HOBbIE BO3MOAKHOCTM:
YTO MPEIAratoT
TypareHTcTBa?

TpaHcpopmayus nompebumenscko20 nogedeHUs 8
mypusme 8bIlAa 30 npedesbl CMeHbI npednoymeHuli
8 omobixe, 30MpPOHY8 PyHOAMEHMA/bHbBIE NPUHYUNGI
opzaHu3ayuu nymewecmsud. TypazeHmcmea Kak
HenocpedcmeeHHble y4aCMHUKU pbIHKA onepamusHee
Opyaux adanmupyromcs K Ho8bIM peanusm. B
KOHKYpeHmMHOoU cpede ux posib mpaHCopMupo8andacs
0m npocmelx Npooas8yo8 mypnakemos 0o
NO/AIHOYEHHbIX Mpeges-KOHCY1bMaHMOos,
CONPOBOXOAIOUUX KAUEHMA HO NPOMSNEHUU 8Ce20
nymewecmeus.

Ha nepeseili nanaH 8bixodum nepexod om
CMAHOAPMU3UPOBAHHbLIX NPEOAOHCEHUU K

2UBKUM U NepCoOHANU3UPOBAHHBIM yCAy2aM.
OcobeHHo s8ocmpebosaH 3mom noodxod cpedu
nymeuwecmeeHHUKO8 CpedHe20 U hpeMuaasHo20
ce2mMeHmMos, 20e cmpeMumesibHO pacmem cnpoc Ha
IKCKMO3UBHbIE MAPWPYMbI U NPO2PAMMbI. A2eHmcmea
6os1blWIE HE 02PAaHUYUBAMCS BPOHUPOBAHUEM
omeseli - OHU NPedNA2aOM KOMNAEKCHbIe peweHus:
om 0emasabHO20 NAGHUPOBAHUS Mapwpyma 00
NpusaMHsIX MPAaHchepos, IKCKypculi ¢ MeCmHbuIMU
2U0aMu U 2acmpoHoMuYeckux eneyamaeHud. Takol
MHO020C/100iHbIl CepsuC He MO/LKO nod4yepkusaem
YeHHOCMb KAUeHMa, Ho U ykpenasiem 00/420CP0YHYH
N10A/16HOCMb.

Ewie o0uH knrovesoli mpeHO - oxHudaHue
My/AbMUKAHANLHO20, 6bICMPO20 U Yudposo2o
cepsuca. B 3noxy, ko2da ece pewieHUs NPUHUMArmcs
co cMapm@oHa, azeHMcmea 00AXHbI 6biMmb
docmynHel He MoJIbKO 8 OQuce, HO U «8 KapMaHe» y
kaueHma. Moaoosie u 3aHAMbIe nymeuwecmeeHHUKU
0C06eHHO YeHsIm CKOpOoCMb, NPO3PAYHOCMb U
nepcoHanU3UpPosaHHsle OaHHbIE NPuU 8bibope

mypa. Kak cnedcmeue, yuppossie naameopmesi,
MO6UbHbIE NPUAOHEHUS 015 6POHUPOBAHUA U
OHAQUH-KOHCYAbMayuu cmanu must-have 01 1106020
cospeMeHH020 azeHmcmea.

The Era of
Metatourism Has
Begun: The First
Avatar-Based Hotel
Opensinthe
Maldives!

With virtual reality technology, “traveling with-
out going” is now possible. The age of meta-
tourism is here: avatars strolling on the beach,
virtual cocktails, and digital sunsets...

Tourism enters a new dimension in 2025: no
suitcase, no flights, no jet lag... but yes to the sea,
the sunset, the spa-and most importantly, you-or
rather, your digital twin: your avatar. A virtual hotel
called MetaEscape Maldives began welcoming beta
users earlier this year. By connecting via VR head-
sets, users enter a one-to-one digital replica of one
of the Maldives’ most popular resort hotels. From
check-in to yoga sessions, sunset happy hour to spa
experiences, everything is meticulously simulated.

What Is Metatourism?

Metatourism refers to digitally experiencing travel
destinations without being physically present. The
next level? Feeling the experience firsthand. Thanks
to artificial intelligence, haptic touch technology,
and immersive audio engineering, users can now
feel the sensation of walking on sand, hear ocean
waves and wind simulations, and even enjoy mas-
sage-like vibrations through their chairs.

Metatourism doesn’t completely replace traditional
travel, of course. But it makes tourism more acces-
sible, transforms marketing strategies, and creates
a more inclusive experience. Though it may sound
like a futuristic fantasy for now, virtual projects for
Pamukkale, Cappadocia, and Bozcaada in Turkiye
are already being discussed for the 2026 summer
season.

Merarypuzm
CTAHOBUTCA
eaJIbHOCTBIO: Ha
/b IBAX 3AITyCTIIN
[IePBbIi1 B MUPeE
aBaTapO-OTeJIb!

bnazodapsa mexHono2uaM eupmyansHoii peansHoCMU
meneps MOXCHO «nymeuiecmeogams, HUKyod He
ye3xcaa». Hacmynunaa spa Memamypu3ma: aeamapel,
npoaynuearouuecs no NASXHCY, upmyansHole
Kokmeiinu, yugpossie 3aKkamel...

2025 200 nepesopayusaem npedcmaesneHuUs 0 mypusme:
3a6e/80eM NpPo 6a2ax, asuanepenémel U CMeHy 4aco8bIX
Nnosco8 - BMECMO 3M020 HACAAXOEeMCA OKEAHOM,
3aKamamu, cna u... sawum yugposeim alter ego.
BupmyanbeHsili omens MetaEscape

Maldives yxce Hauan npuHUMame nepebix Mecmossix
nosae3osamenedl. [Todknroyuswiucs Yepes VR-uinem,
20Cmu nonadarom 8 MoYHyH Yupposyro Konur 00HO20
U3 camsix nonyaapHelx kypopmoe Mansdus. Om
3aceneHus 0o liozu, om eeyepHUX Kokmelineli HO 3aKame
00 Cna-pumyanoe - 8C€ 80CCO30AHO C be3ynpeyHoli
demanuszayued.

Umo xce makoe memamypusm?

Memamypusm - 3mo yugposoli cnocob no3HaHUSA
Mupa 6e3 pusuyeckozo hepemeuwyeHuUa. Cnedyrowjuli
yposeHs? [ToHOe hozpyxceHue 8 ammocpepy
nymewecmeus. baazodaps uckyccmeeHHomy
UHMennekmy, makmusaeHsIM MexHON02UAM U
immersive-ayouo 2ocmu menepb Mo2ym 4y8cmeosame
necok nod HO2aMU, C/6ILAMb WYM 80/H U uiesecm
gempa U daxe noay4ame paccaabasrowul Maccax
yepes gubpupyroujee Kpecsno.

KoHeuHo, Memamypu3sm He 3aMeHUM Hacmosuwjue
nymewecmeus. Ho oH desaem mypusm docmynHee,
MeHsiem no0Xo0 K MapkemuHay U C0300€ém UHKAHO3UBHYH
cpedy. Xoms 3mo noka 38y4um Kak ¢aHmacmuka,
supmyasnsHele npoekmesl 044 [amykkane, Kannadokuu

u bo3zdxcaada e Typyuu naaHupyrom 3anycmume yxie K
nemHemy ce30Hy 2026 200a.

TOURISM EXPLORER 9
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5 Days,

26 Countriés,
500 Delegates

The Tourism Season Opens at the HelloOtel
International Travel Agents Forum in Antalya

- 5 e, 26 erpan, 500 geseraros: Ce30H OTKPDIT!

Mesxnynaponsbiii Gopym TypareHToB

HelloOtel B Aurasine

Turbomarketing

MARKETING SYSTEMS

Held in Antalya from May 3-7,
2025, the HelloOtel Internation-
al Travel Agents Forum began
with an opening party at Kilikya
Palace Goynuk. Kemer Mayor
Necati Topaloglu delivered the
opening speech at the event,
which brought together over 500
tour operators and travel agency
representatives from 26 different
countries. Tourism professionals
gathered at Mirage Park Resort
Hotel to mark the beginning of
the summer season.

As a Tourism Explorer team, we
were there too-capturing insights
from select forum participants
for our readers.

C 3 no 7 mas 2025 200a &
AHMa6E COCMOSANOCL 2PAHOUO3HOE
omKpelmue f1emHe20 Ce30Ha
- MexcoyHapoOHsbIlU ¢popym
mypazeHmos HelloOtel.
TopxcecmeeHHbIU cmapm
Meponpuamuro 0as npuem 8
Kilikya Palace Goyniik. bosee 500
npedcmasumesneli mypbusHeca
u3 26 cmpaH cobpaauce 8 omese
Mirage Park Resort, ymobel
06CcyOuUmMs mpeHObl HO8020 CE30H.
C npusemcmeeHHbIM C/1080M K
YYaCMHUKAM 06pamuscs M3p
Kemepa Hedxcamu Tonanoany.
KomaHda Tourism Explorer maroie
NpuHAQ yyacmue, Ymoobo!
nodeaumsecs ¢ Yyumamensamu
KAro4essIMU UHcaimamu om

DOKO8 PbIHKA.




JENYA
MELESHINA

Steigenberger Aldau Resort
Assistant Marketing Manager

"WHEN GERMAN DISCIPLINE
MEETS EGYPTIAN HOSPITALITY,
A LOYAL GUEST BASE BECOMES

INEVITABLE.”

One of the strongest tourism destinations

in the MENA region, Egypt is experiencing a
remarkable resurgence post-pandemic. We
had the opportunity to speak with Jenya Me-
leshina, Assistant Marketing Manager of the
acclaimed Steigenberger Aldau Resort, a key
player in this revival.

FACE-TO-FACE ENGAGEMENT

THROUGH THE FORUM

“This is my first time participating in such a
large-scale event in Turkiye. Events like these -
where agencies and hoteliers interact directly
- are invaluable. The chance for professionals
to personally present themselves, answer
guestions on the spot, and share their experi-
ence is fantastic. We're very grateful to
HelloOtel for making this possible.”

STEIGENBERGER STANDARD: GLOBAL
QUALITY, LOCAL SENSIBILITY

Our hotel is part of a renowned German
chain, so we blend German discipline with
Egyptian hospitality to deliver a high-standard
service experience. Sustainability and hygiene
are always our top priorities. Most of our
guests are German, and many of them return
time after time—which we take as a clear
validation of our mission.

TURKISH GUESTS ARE A KEY FOCUS
Interest from Turkish tourists is growing,”
Meleshina added. “It's important for us that
guests from Turkiye feel completely at home
with us.
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EBI'KHIA
MEJIEINNHA

Steigenberger Aldau Resort
MOMOLLHNK MeHeAXepa Mo MapKeTUHry

“HEMEL}KASI OCHOBATE/IbHOCTb
B COYETAHUW C ETVIMETCKOM
JAYLEBHOCTbIO CO3/AIOT
VAEATIbHYIO ®OPMYITY ANS
MPEAAHHbIX FOCTEN"

Ezunem, aensrowjulics 00HUM U3 COMbIX
nepcnekmMueHsIX mypucmuyYeckux HanpasaeHul
pe2uoHa bauxcHe2o Bocmoka, demoHcmpupyem
gneyamJsiroujee 80CCMAaHo8/AeHUe nocse
naHdemuu. Mel noobuwjanucs ¢ EgzeHueli
MenewuHol, noMOWHUKOM MeHedxepa no
MapKemuH2y npemuaabHo20 omens
Steigenberger Aldau Resort, komopelU

uzspaem Kar4egyr posb 8 803POHOeHUU
mypucmu4yeckoz20 pelHKa.

3HAYEHUE JINYHOIO

OBLYEHUNSA HA POPYME

«Bnepesie yuacmeyro 8 cmose MacwmabHom
meponpusmuu 8 Typyuu. @opym, 20e
mypaz2eHmesl U 0mesbeps Mo2ym
g3aumodelicmeogame HANPAMYIO, - 3Mo
becyeHHas 803MOXCHOCMeb. LLIGHC 1UYHO
npeseHmosame c8ol NPodyKm, MOMeHMA/bHO
omee4yame Ha 80NPOCLI U 06MeHU8aMbCA
0NbLIMOM - UMEHHO Mo, YMO HyHHO Hauwell
uHdycmpuu. Mel uckpeHHe 61a200apHbI
komaHOe HelloOtel 30 opeaHu3ayuo makoz2o
cobbimus».

CTAHAAPTbI STEIGENBERGER: MMPOBOE
KAYECTBO C MECTHbIM KOJIOPUTOM

«Haw omens npuHadaexcum uzeecmHol
Hemeykol cemu, NO3MOMY Mbl 20PMOHUYHO
coyemaem Hemeykyro OUCYUNAUHY ¢ menaomoli
e2unemcko2o 2ocmenpuumcmea. Ocoboe
BHUMQHUE Mbl yOesigeM 3K0/102U4HOCMU U
cobatodeHuro geicoyaliwux cmaHoapmoa
2uaueHsel. OCHosHOU nomok 20cmeli - u3
lepmaHuUU, U MHO2UE U3 HUX 8038pPAW4AOMCA K
HAaM CHO8A U CHOB8A, YMO Mbl CHUMAEM Ay4UUM
noomeepxoeHuem Hawel pabomel».

TYPELKNIA PbIHOK - BAXXHbIV
CTPATEMNYECKWIA ®OKYC

«Mol ommeyaem pacmyuwuli UHmMepec co
CMOPOHbLI Mypeykux mypucmos, - dobaesnsem
MenewuHa. - 8 Hac NpUHYUNUAILHO 8AXCHO,
umobsl 20cmu u3 Typyuu Yyyecmeosanu cebs y
Hac no-Hacmoswemy KoMpopmHo U noay4anu
cepsuc, y4umeigarouuli ux KysnemypHele
0CobeHHOCMU».

iZZET
BOZOGLAN

Granada Luxury Resort
Sales & Marketing Representative

“AT GRANADA, LUXURY
ISN'T JUST A PRIVILEGE-IT'S
AN ACCESSIBLE EXPERIENCE.”

Operating four facilities in Alanya and Belek,
Granada Luxury Resort is among the prom-
inent players in the Mediterranean tourism

landscape. We spoke with Sales & Marketing
Representative izzet Bozoglan about the re-

sort's service philosophy and its participation
in the forum.

FORUM SATISFACTION

This is our second time participating in the
forum organized under HelloOtel. Compared
to last year, we're happy to see even more
attendees. Events like this are always benefi-
cial for tourism professionals. We get to share
detailed information about our properties in
one-on-one meetings with agency owners and
ensure they know exactly who to contact.

GRANADA'S UNIQUE APPROACH

Granada appeals to all age groups. Our goal is
to offer not only luxury but also a wide range
of accessible services tailored to each guest's
needs. For families with children, we provide
extensive amenities, and for adult-only travel-
ers, our +13 beachfront hotel offers a peace-
ful getaway. Our Belek facility spans 100,000
square meters and offers guests a variety of
high-end experiences, from an amusement
park and aquapark to a semi-Olympic pool,
Maldives-style villas, and a dynamic ‘Snack
Street’ food court.

MARKET SHARE

In Belek, about 60% of our summer guests
are European, primarily from the UK and
Baltic countries. The CIS region accounts for
about 15%, and domestic Turkish tourists for
another 15%.

N33KT
bO30IJIAH

Granada Luxury Resort
MNpeacTaBuTEeNb OTAENA
NpPoAax v MapKeTnHra

«B GRANADA POCKOLLIb -
HE ITPUBUJIETUNA, A OIbIT,

JOCTYIHbIA KAXK[OMY»

Cemebto U3 Yemsipex geweHebenbHbIX
omereli 8 AnaHee u beneke Granada Luxury
Resort 3akpenusn ceoli cmamyc 00H020 U3
K/r0Yesbix uzpokos CpeduzemMHoMOpes. B
3KCK/M03UBHOM UHMepP8bIo npedcmasumerns
omaesna npodax u MapkemuHaa V3zem
bo3021aH pacckazan o punocopuu cepsuca
cemu u y4acmuu 8 ompac/aesom popyme.

NTOrn Y4ACTUA B dOPYME

«Mbl yxce 80 emopoli pa3 y4acmeyem 8
¢opyme HelloOtel u padsi ommemume
poCm Ko/au4ecmea y4acmHuKos no
CPABHEHUIO C NPOW1bIM 2000M. [10006HbIe
MeponpuAMUSs UCK/IHYUMENbHO BAXCHbI
0711 NpogeccuoHan08 MypuHIycmpuu.

B pamkax uHOUBUOYaNbHbLIX 8CMpeY C
8/100e/16YaMu a2eHMCmMe Mbl MOXeM
demasbHO npe3eHMo8aMb Hawu omenu
U ycmaHoeumMe npsiMele KOHMAKMeI C
K/H0Ye8bIMU NAPMHEPAMU».

YHUKAJIbHASI KOHLEML A GRANADA
«Hawu omenu co30aHel 014 20cmeli 8cex
go3pacmos. Mbi cmpemumcsi npedaoxuUme
He Npocmo pockowHsIl omabiX, HO U
wupokuli cnekmp 00CMynHsIX ycaye,
a0anmupo8aHHbLIX NOO nompebHocMu
Kaxcdozo kaueHma. Ans cemeli

demeMu npedycMompeHa pa3sumas
UHPpacmpykmypa paseneyeHul, a 014 mex,
Kmo npednoyumaem yeduHeHue, pabomaem
adult-only omens 13+ ¢ npugsamHeim
nasxeMm.

Haw ¢nazmaHckuli komnaekc 8 beneke
3aHUMaem meppumopuro 100 000 m? u
npedaazaem: napk ammpaKyuoHo8 u
akeanapk, noayoaumnulickuli 6acceliH,
8U/1bI 8 MANLOUBCKOM CMuJse U
20cmpoHomu4Yeckyro annero Snack Streetr.

PACIPEAEJIEHUE TYPITOTOKA

«/lemom 8 beneke 60% Hawux

2ocmeli cocmaesAarom esponeliybl,
npeumyujecmeeHHo U3 BeaukobpumaHuu u
cmpaH banmuu. Ha peiHku CHI npuxodumcs
okos0 15%, euje 15% - amo eHympeHHuUl
mypeykuti mypnomok».

TOURISM EXPLORER
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SELCUK
YAMAC

Maxeria Blue Didyma
General Manager

“SOMETIMES IT'S THE REGION,
SOMETIMES THE HOTEL - BUT
MAXERIA BLUE DIDYMA MANAGES
TO ELEVATE BOTH.”

Located in the serene Akbuk Bay of Didim,
Maxeria Blue Didyma has been gaining
attention for its focus on service quality and
guest satisfaction. We sat down with General
Manager Selcuk Yamac to discuss the resort’s
philosophy and the growing interest in Didim.

DIDIM IN THE SPOTLIGHT:

A COASTAL GEM ON THE RISE

At Maxeria, we place great importance on
promoting our region. Didim, with its histor-
ical charm and fantastic climate, is part of
the Ministry's development zones and is set
to shine even brighter. Our hotel, located in
Akbuk, is distinguished by its high service
standards.

GUEST-CENTERED SERVICE PHILOSOPHY
We specialize in family and child-friendly
concepts but also offer a versatile experience
for all guests. From our 24-hour restaurant
and Starbucks café to our premium culinary
offerings, we focus on delivering top-quality
service. Our restaurant features gourmet
dishes from both Aegean and international
cuisines, as well as regional Turkish delicacies,
including desserts and traditional breakfasts
crafted by chefs from Gaziantep and Hatay.

INTERNATIONAL MARKET PRESENCE

Our guest base is primarily British and Ger-
man, with additional visitors from Poland, the
Czech Republic, and Slovakia. While the CIS
market is currently slower, we are confident it
will rebound.
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CEJIBYYR
AMAY

Maxeria Blue Didyma
FeHepanbHbIN MeHeaxXep

«O/JHN MECTA ITOKOPSIIOT
nPUPOLJOM, APYIUE -
CEPBVWICOM. MAXERIA BLUE
DIDYMA OBbEAWHSIET OBA 3TUX
JIOCTONHCTBA»

Komnanekc Maxeria Blue Didyma, yromHo
pacnoaoxusuwulics 8 cnokoliHol 6yxme

Ak6roK (Audum), cmpemumensHo Hapawusaem
nonysiaspHOCMeb 3a c4em 8bico4aliuie20 ypo8Hs
06CYHUBAHUSA U KIUEHMOOPUEHMUPOBAHHOZ0
nooxoda. B 3kckn03UuBHOM UHMEPBLHO
2eHepasbHbIl MeHedxcep Cenvyyk Amay
pacckasan o punocopuu omens u pacmyujeli
nony/aspHOCMU pe2uoHa.

ANAUM B LEHTPE BHUMAHUA:
BOCXOAALYAS 3BE3/JA STECKOro
NMOBEPEXbA

«/118 Hac KpaliHe 8axHO npodsu2ame He
MosIbko 0Omesib, HO U 8eCb pe2uoH. uoum

€ e20 boeamol ucmopuel U UdeasnbHbIM
KAUMOMOM BK/KOYEH 8 CNUCOK NPUOPUMEMHsbIX
30H passumus MuHucmepcmea mypu3sma,

u e20 x#0ém baecmsaujee bydyujee. Haw
omesb 8 AKbroke 8bidesns1emcs Ha 3MoM GoHe
6/102000pA UCKAOYUMENLHBIM CMAHOAPMaM
06C/1YHUBAHUSAN.

dUNI0COPUA CEPBUCA:

rOCTb MNPEBbILUE BCETO

«MbI cneyuanusupyemcs Ha cemeliHoM
omosixe, HO C030a/1U YHUBEPCA/bHYH
KOHYenyuro 0415 ecex kamezopuli 2ocmed.
KpyanocymoyHesili pecmopaH, kage Star-
bucks, npemuaneHas KyxHs — 8Cé NOOYUHEHO
udee 6e3ynpeyHo2o cepsuca. B Hawem
pecmopaHe npedcmas/eHsl U3bICKAHHbIE
6211000 32elickoli U MexcOyHapoOHOU KyXOHb,
Marde pe2uoHaAbHbIe mypeykue 0eaukamecsl,
8K/104aA decepmel U mpaduyUOHHbIE
308mMpaku, Npu20mMos/IeHHbIe uep-nosapamu
u3 rasuaHmena u Xamas.

MEXAYHAPO/HbIA COCTAB FOCTEA U
MPO®ECCUOHAJIbHOE MPU3HAHUE
«OCHOo8Y HaWUX 20cmeli cocmasigrom
6pumaHL{bI u Hemyesl, a makx3e mypucmel u3
Monswu, Yexuu u Cnosakuu. Xoms peiHok CHI
celiyac meHee OKMUueeH, Mbl yeepeHeol 8 €20
CKOpOmM eoccmaHoe/s1eHUU»,

ALENA
KOZYREVA

Sunrise Resort & Cruises Egypt
Marketing Distribution Manager

“SUNRISE REPRESENTS THE MOST
REFINED FORM OF PERSONALIZED
EXPERIENCE IN EGYPT”

Sunrise Resort & Cruises Egypt, one of Egypt's
established tourism brands, focuses on differ-
entiating itself not only in hospitality but also
in guest experience. Alena Kozyreva, Mar-
keting and Distribution Manager, shared the
brand’s service philosophy and vision with us.

FORUM EXPERIENCE

HelloOtel organized a very special event in
Kemer. | found this platform, which brought
many agencies together, extremely useful.

| hope the number of such global events
increases over time. Sharing our experiences
together here is wonderful.

THE ADDRESS FOR

LUXURY HOLIDAYS IN EGYPT

We are one of the largest hotel chains in
Egypt with over twenty properties. Sunrise

is more than a hotel brand; the spirit of our
brand is shaped by the importance we give to
experience. As we expand our service variety
and experience zones, we pay special atten-
tion to luxury segment guests. Today's guest
expectations are much more individual, and
we customize our systems accordingly.

STRONG AND STRATEGIC TURKISH MARKET
Kozyreva noted the increasing interest of
Turkish guests in luxury hotels: “Turkiye is an
important market for us. We have a strong
connection with Turkish guests due to cultural
closeness and service expectations.”

AJIKHA
ROSbIPEBA

Sunrise Resort & Cruises Egypt
AVpeKkTop No MapKeTUHry 1 Npojaxam

«SUNRISE - 3TAJIOH
NEPCOHAJIN3NPOBAHHOIO
CEPBUCA B ETUIITE»

Sunrise Resort & Cruises Egypt - 00uH

U3 NPU3HAHHbIX IUOepPOo8 e2unemcko2o
mypu3sma, deaaroujuli Cmasky He moseko

Ha Ka4yecmeo pasmeujeHus, Ho U Ha
YHUKQ/IbHOCMb 20CMego20 oneima. B
3KCK/HO3UBHOM UHMeEpP8bLIO MeHeoxcep

no MapkemuHz2y u oucmpubyyuu AneHa
Ko3sipesa pacckasana o ¢pusocopuu 6peHoaq.

BIEYATJ/IEHUSA OT ®OPYMA

«HelloOtel opzaHu3oean no-Hacmosuwemy
ocobeHHoe meponpusmue 8 Kemepe.
B03MOM#HOCMb AUYHO NOO6WaMbLCA C
MHOX}(eCmeomMm mypazeHmos 6ecyeHHa.
Haderocb, makux MexcoyHapoOoHsIx cobbimuli
bydem 6osbwe - N0O06HbIU 06MeH 0NbLIMoM
ype38bIYaliHO nNose3eH 015 UHOyCmpuu».

JIOKALUA A1 TPEMUAJIBHOIO OT/AbIXA
«Pacnosazas 6osee yem 20 omensamu,

Mbl 30HUMaeM Audupyroujue no3uyuu

Cpedu e2unemckux 20CMUHUYHbIX

cemeli. Ho Sunrise - He npocmo 6peHd, a
punocopus, 20e 8o enase y2na cmoum
UHOUBUOYaNbHbIU N0dX00. Pacwupss
cnekmp ycaye, Ml yoessgem ocoboe
8HUMQHUE 30NpOCaM 83bICKAMEbHbIX
2ocmeli. CospeMeHHbIE MypuUCMbl 0OXUIAOM
nepcoHaNU3UPOBAHHO20 Cepauca, U Mul 8
coomeemcmeuu € 3mum mpaHcPopMupyem
cmaHdapmel».

MEPCIEKTUBHBbIA TYPELIKUIA PbIHOK
«MIHmepec mypeykux 20cmedi K
npemuasnbHOMy 0mobixy pacmém, -
ommeyaem Ko3sipesa. - Typyus 044 Hac
cmpamezu4ecku 8aXCHA: Ky/AbmypHas
61U30CMb U 8bICOKUE OXHCUOAHUS 8
cepsuce c030at0mM NPOYHYH OCHOBY 0/151
compyoHu4ecmesa».

TOURISM EXPLORER
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MUTLU
COSKUN

Sealife Group Hotels
General Coordinator

“SEALIFE DEFINES COASTAL
HOSPITALITY NOT ONLY

WITH ACCOMMODATION BUT
WITH SUSTAINABLE BRANDING"”

Sealife Group Hotels, one of Antalya’s long-es-
tablished hotel chains, focuses on guest
satisfaction and sustainable success again this
season. Mutlu Coskun, General Coordinator,
shared the hotel's outlook for the 2025 sea-
son with Tourism Explorer readers.

THE IMPORTANCE OF

ATTENDING THE FORUM

The primary importance of such fairs is
advancing our branding. Secondly, we can
present detailed updates about our facilities
directly to current partners and agencies,
enabling face-to-face interaction. This always
adds value during the season. Tourism is
becoming more global every day, and keeping
up is not easy. But the HelloOtel team manag-
es this very well. Tourism Explorer magazine
is the latest proof of this. | wish you many
more issues!

SEALIFE CONCEPT

As the Sealife family, we offer products for
various segments with resorts in Alanya,
Kemer, and Konyaalti. These include Sealife
Family Resort, Porto Bello Resort & Spa Hotel,
Sealife Lounge, Sealife Kemer Resort, Sealife
Buket Resort and Sealife Royal Suites.

HELLOOTEL SUPPORT

We established a joint roadmap with
HelloOtel Turbo Marketing from its inception
and have seen mutual benefits. We find this
platform important for correctly expressing
ourselves as a group and for conveying accu-
rate information to guests.
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MYTITY
TKOIIKYH

Sealife Group Hotels
FeHepanbHbIA KOOPANHATOP

«KOM®OPTHbIV MAS)KHBbIA OTAbIX
M 3ABOTA O NMPUPO/E - /1BA

KUTA, HA KOTOPbIX OCHOBAHA
DdUNTOCODUS SEALIFE»

OOuUH U3 0CHOBONOAA2AKOUUX OMENbHBIX
bpeHdoe AHmanwu, Sealife Group Hotels,

8 HOBOM Ce30He de/siaem CmMasKy Ha
ydoesnemeopeHHOCMb 20cmell U ycmoUlyugoe
passumue. [eHepanbHbIU KoopouHamop Mymay
LprowkyH pacckazan yumamenam Tourism
Explorer o nnaHax cemu Ha 2025 200.

3HAYEHUE YYACTUSA B POPYME
[ModobHbIe meponpuamus, npexcde scezo,
YyKpenagrom Haw 6peHO. Bo-emopulx,

OHU N0380/IHOM AIUYHO NPE3eHMo8aMmMs
06HOB/1EHUSA UHGPpaACmpyKmypsl NapmHepam
u mypazeHmam. B ycioeusx 2n106aausayuu
mypuHOycmpuu makue npsMele KOHMAKMs|
becyeHHsl. KomaHoa HelloOtel 6aecmsuye
op2aHu3yem 3mom npoyecc, U Hogoe
usdaHue Tourism Explorer - ayywee momy
noomeepxdeHue. Xenaro xypHany 001200
HU3HU!

KOHUENLNA SEALIFE

Hawa ceme omeneli Sealife npednazaem
Kypopmeol 04151 pa3UYHbLIX Ce2MeHmMo8
mypucmos 8 c1edyrujux pe2uoHax: ANaHsS,
Kemep u KoHesanmel. K HumM omHocamcs Sealife
Family Resort, Porto Bello Resort & Spa Hotel,
Sealife Lounge, Sealife Royal Suites, Sealife Buket
Resort u Sealife Kemer. [ToMUMo nAg*HO20
omasixa, Mbl pazeueaem MeduyuHCKUU,
0esn08oli U cNopmMueHbIU Mypu3m.

COTPY/JHUYECTBO C HELLOOTEL

C camM020 HaYaa Mbl 86ICMPOUNU
830UMO8BbI200HOE NAPMHEPCM80 ¢

HelloOtel TurboMarketing. 3ma nnamgopma
nomozaem HaM OOHOCUMb YeHHOCMb bpeHOa u
aKmyaneHyo UHGopmayuro 0o 2ocmedi.

Private OFM Antalya Hospital
Corporate and External Relations Manager

“OFM ANTALYA OFFERS NOT JUST
TREATMENT BUT SPEED, TRUST,
AND INTERNATIONAL-STANDARD
HEALTH EXPERIENCES.”

In recent years, health tourism has become
one of Turkiye's fastest-growing internation-
al sectors. Standing out with infrastructure
investments and medical expertise, Turkiye
is now a preferred center not only regionally
but globally. We discussed the present and
future of health tourism with Hakan Engin,
Corporate and External Relations Manager of
Private OFM Antalya Hospital.

TURKIYE HAS BECOME A TRUSTED BRAND
Turkiye has made significant progress in
health tourism recently. We are no longer just
a country offering price advantages but one
delivering quality services and trust. Especially
in dental health, hair transplantation, cosmet-
ic surgery, and organ transplants, Turkiye has
made great strides. We will definitely stand
out more in these fields in the future.

THE EUROPEAN MARKET PREFERS US

Engin explained the increase in patients from
Germany, the Netherlands, and the UK:
“Waiting times in Europe are very long. People
prefer Turkiye for faster, affordable, and qual-
ity healthcare. They also combine their treat-
ment with a holiday here. Additionally, we see
strong demand from Azerbaijan, Kyrgyzstan,
Kazakhstan, and Georgia.

PRIVATE OFM ANTALYA HOSPITAL

Our hospital is located in Antalya city center, 8
km from the airport. It is a 9-story facility with
71 patient rooms and 48 intensive care beds,
equipped with state-of-the-art medical devic-
es sourced from Germany,

meeting EU standards. ”

XARAH
JHI'MH

Private OFM Antalya Hospital
MeHezyxep Mo KOPNopaTUBHbIM
N BHELLUHWM CBA3AM

«OFM ANTALYA - 3TO HE [TPOCTO
JIEYEHUE, A CKOPOCTb, HAAEXHOCTb
N MEANLUWNHCKUE YCNIYTU
MWPOBOIO YPOBHA»

B nocnedHue 2006l MeOUYUHCKUL mypu3m

CmMas 00HUM U3 CaMbIX 6bICMpPOpacmMyujux
HanpaeneHul 8 Typyuu. baazodaps
MacuwmabHeIM UHBECMUYUAM 8 UHGpacmpykmypy
U 8bICOKOMY NpopeccuoHanu3my epadeli CmpaHa
npespamuaace 8 nonyapHell MexdyHapoOHbIl
MeouyuHckul yeHmp. O Hacmoswem u bydyujem
3M020 HanpasneHuUa Mbl N02080PUAU C XOKAHOM
SH2UHOM, MeHeOXepoM No KOPNOPAMUBHLIM U
8HeWHUM ces3aM YacmHou kauHuku OFM Antalya.

TYPLWS - HAEXXHbIA BPEH/] B COEPE
MEANLNHCKOIo TYPU3MA

«Typyus cogepuwiuna Hacmoswuli npopsie 8
obaacmu meduyuHcko2o mypusma. Ce200HsA
Mbl npedsnazaem He MOLKO npuesekamesbHble
YeHol, HO U 8bICOKOE Kayecmao ycye. Ocobsbix
ycnexoe cmpaHa docmuzaa 8 CmoMamoso2ul,
MPAaHCNAGHMAyYuu 80/10C, N1aCMu4eckol
Xupypauu u nepecadke op2aHos. B amux
HanpassneHUsiX Mol 6ydem pa3susamecs u
danvuien.

MOYEMY NMALUNEHTbI N3 EBPOIbI BbIBUPAKOT
TYPLNIO?

«B Egpone oyepedu Ha MHozue npoyedypel
pacmsa2u8aromca Ha MecAaysbl, - 06bACHAeM 2-H
SH2uH. - B Typyuu xce MOXHO 6b6Icmpo noay4yums
Ka4yecmeeHHyr MedUuYUHCKYH NoMowb No
docmynHol yeHe u coemMecmume se4yeHue

¢ omadsixoMm. Kpome mo2o, Mel ommevaem
pacmyuwuli cnpoc co CmopoHsl A3epbalioxnaHa,
KelpesiacmaHa, KazaxcmaHa u [py3uu».

PRIVATE OFM ANTALYA HOSPITAL

«Hawa KAUHUKG pacnoaoxceHa 8 yeHmpe
AHmaseu, 8 8 kM om asponopma. 3mo
9-asmadcHoe 30aHue ¢ 71 nanamod u 48 kolikamu
UHMeHcusHol mepanuu. Mel ucnosesyem
cospemeHHoe obopydosaHue u3 lepmaHuu,
coomesemcmasyroujee cmaHoapmam EC. OcHogHoe
HanpaeseHue pabomel - MeOUYUHCKUU mypu3sm,

u Mel 06Cyxcusaem nayueHmos U3 AHmaneu,
Myznbi u Opyaux pecuoHos».

TOURISM EXPLORER
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Next-Gen
Hospitality:

Pricing Policies Managed by Algorithms

NunoBaimim B

FOCTUHUYHOM OU3HECe:
KaK MICKYCCTBEHHbIV NHTEJIJIEKT
MEHHAET IOJIXO]L K IIEHOOOPa30BaHUIO

HOTELS USING AI-BASED SYSTEMS
HAVE SEEN A 12% INCREASE

IN OCCUPANCY RATES.

The era of fixed pricing in tourism is
coming to an end. Room rates are now
being updated in real time—not just
based on demand but on dozens of
data points including weather condi-
tions and trending events on social me-
dia. Al-driven dynamic pricing is rewrit-
ing the rules of the tourism industry.

PRICING IS NOW MANAGED ‘LIVFE’
Traditional price lists have been re-
placed by real-time, Al-supported
pricing engines. These systems analyze
booking flow to automatically raise
rates during periods of high demand
and offer promotions during lulls to
maintain occupancy levels. This allows
hotels to respond much more nimbly to
seasonal fluctuations.

Widely adopted by major hotel chains,
these systems analyze a range of fac-
tors such as date, location, occupancy
levels, competitor pricing, weather con-
ditions, exchange rates, and even social
media trends to make instant pricing
decisions. As a result, room prices now
vary not just by day, but sometimes
even by the hour.
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COrJIACHO UCCJ/IEOBAHUAM, OTEJIN,
BHEAPUBLLIWE NN-CUCTEMbI N
UCNoJib3YROLNE AJIFTOPUTMUYECKOE
LEHOOBPA30BAHUE, JEMOHCTPUPYHOT
POCT 3AIMOJIHAEMOCTU HA 12%

3noxa GUKCUPOBAHHLIX YeH 8 mypu3me
yxooum e npowisioe. CogpemeHHsble
a120pUMMbI QHAAUIUPYHOM He MO/bKO
CNpoc, HO U 0ecamkKu ¢pakmopos: om
npo2H03a N0200d6l 00 MpPeHA08 8
coycemsx, Koppekmupys CmouMocme
NPOXCUBAHUS 8 pexcuMe peasbHo20
8peMeHu.

ANHAMUWYECKOE LLEHOOBPA30BAHUE
B PEAJIbHOM BPEMEHU

Ycmapeswue npalic-nucmel ycmynuau
MeCcmo UHmMeNAeKmyanbHsIM CUCMeMam,
Komopbie 8 pexcume peassHo20 8peMeHu
QHAAU3UPYOM CNPOC U 08MOMAMUYEeCcKU
Koppekmupyrom yeHsl. B nepuod 86iCOK020
CNpOCa CMouMoCme NPOHUBAHUS
pacmem, a 8 HU3KUU Ce30H cucmema
npedsnazaem cneyuasnbHsle yca08us,
nomozas noddepxcusams 3a2py3Ky omess.

Bedyuwjue omenbHele cemu yce
NpuMeHsrom yMHble a120pUMMel,
yyumeigarowjue damel 3ae3008,
pacnonoxeHuUe 06ekma, mekyulyro
302py3Ky, NpedNoxeHUs KOHKYPeHmMos,
Npo2HO3 N0200bI, 8A/NHOMHbIE KOAE6AHUS
u dadice akmMyasbHble MpeHObl 8
coycemsix. Kak pesynemam - yeHsl Mo2ym
06H08/19MbCS1 NO HECKO/IbKO PAa3 8 OeHb!
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HOW Al IS TRANSFORMING

PRICING STRATEGY

Al doesn't just analyze data-it learns
continuously. Algorithms review past
booking trends, cancellation rates,

and guest behavior patterns to predict
future booking tendencies. This gives
hotel managers a clear mathematical
answer to the question, “What price will
ensure optimal occupancy?”

More importantly, Al optimizes not just
pricing but also timing. By analyzing
when bookings are made from specific
countries, the system can time its price
updates accordingly-offering a key
competitive advantage in international
tourism.

GUEST PROFILES ARE

NOW PRICE INFLUENCERS

Dynamic pricing can now be applied at
the individual level. Guests enrolled in
loyalty programs or displaying specific
booking behaviors can receive custom-
ized offers. For example, a guest who
has stayed at the same hotel during the
same period over the past three years
might be exempt from this year's price
increase. This approach rewards loyalty
and boosts satisfaction.

Additionally, personalized pricing sug-
gestions—based on how long a user
spends on the website, what room
types they browse, and what steps they
take in the booking funnel-are now
actively featured on many luxury hotel
websites.
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PEBOJIOLUA B LEHOOBPA30BAHUWN:
WCKYCCTBEHHbIA UHTENJIEKT B
AEACTBUN

CospemeHHsle NM-anzopummel - 3mo

He npocmo UHCMpyMeHMbl AHAAU3A,
camoobyyarowyuecs cucmemel. AHaAU3UPYA
ucmoputo 6poHUPoOBaAHUU, ypOBEHb OMMeEH
U nogedeHy4eckue nammepHsl 2ocmed,
a/120pummel NPo2HoO3Upyrom 6ydywuli
cnpoc. 3mo no3eosissiem MeHeoxepam
MOYHO onpedensims ONMUMA/LHYH YeHY
019 MAKCUMQA/IbHOU 3a2py3KU HOMEPHO20
¢oHaa.

Ho Hacmosawuli npopsig 3akno4aemcs
8 cnocobHocmu WV onpedensame
oNMUMQbHLIU MOMeHM 0418 U3MeHeHUSs
yeH. Cucmema yyumelgeaem, ko20a
mypucmel U3 pa3HeIx CMpPaH Yauje
6poHUPyrOM HOMepa, U Koppekmupyem
mapugel 8 Haubosiee 861200HbIl
MOMeHMm. 3Mo CMaHO8UMCS K/KY€e8bIM
KOHKYpeHMHbIM NpeuMyujecmeom Ha
Me#OyHAPOOHOM PbIHKE.

NMEPCOHAJIN3UPOBAHHBIE LLEHbI:
KAK JAHHbIE FOCTEA ®OPMUPYIOT
LEHOBYHIO NMOJINTUKY

CospemeHHble cucmembl OUHAMUYECKO20
YeHoobpa308aHUSA yHUMbIBAOM
UHOUBUQYA/IbHbIE 0COBEHHOCMU KO} 0020
kaueHma. KaueHmel, yyacmsyroujue

8 NPO2PAMMAX N0ANLHOCMU U
deMoHCmMpupyroujue ycmouldussie
Mo0esnu 6POHUPOBAHUSA, NOAYYaOM
UHOUBUOYA/IbHbIE YEHOBbIE Y/C/108UA.
Hanpumep, nocmosasysbl, exe200HO
gulbuparouwue 00UH U Mmom e omess

8 00UH U mom Xce nepuod, Mo2ym
u36exame Ce30HHO20 NOBbIWEHUS YeH.

Bedyujue 20CmuHUYHbIE Cemu Ucnoab3yrom
YMHble a120pUmMel, omcaexcusaroujue
NpoooIHKUMENbHOCMb U3yYeHUS

calima, uHMepec kK onpedesneHHsIM
Kkamezopusim HoMepoe u delicmeus 8
npoyecce 6poHuposaHus. Ha ocHose

3IMux 0QHHbIX 20CMAM NPedna2armcs
UHOUBUQYA/bHbIE MAPUPbLI, NOBLILIASA UX
y008/1emeopeHHOCMb U /105/16HOCMe.

A NEW ERA FOR REVENUE MANAGERS

Al-powered pricing systems not only
reduce the workload of Revenue Manage-
ment teams but also enable faster, more
strategic decision-making. For hotel man-
agers, this isn't just about maximizing
profit-it's about securing the right guest,
at the right time, at the right price. This

is especially critical for city hotels, resort
properties, and large businesses focused
on MICE tourism, where offering different
prices to different guests on the same
night isn’t surprising but a professionally
managed necessity.

CAN SMALL HOTELS KEEP UP?

Yes-but they need scalable software solu-
tions. Today, many local and internation-
al tech firms offer subscription-based,
cloud-based dynamic pricing systems
tailored for small and mid-sized hotels.

These platforms make Al advantages
more affordable and accessible.

The biggest opportunity for small hotels
lies in integrating with channel manage-
ment systems, enabling them to auto-
matically update prices across online
platforms. This reduces manual errors,
saves time, and enhances
competitiveness.

THE FUTURE: PREVENTATIVE STRATEGY
AND HYPER-PERSONALIZATION

In the near future, dynamic pricing sys-
tems are expected to expand beyond
hotels into areas like villa rentals, cruises,
and experience-based tourism. In the
“price + experience” equation, systems
without Al will struggle to stay competi-
tive.

These technologies focus not just on pric-
ing, but also on emotion. By analyzing a
user’s holiday search history, the system
can predict whether someone is looking
for “a quiet getaway” or “an escape into
nature,” offering hyper-personalized rec-
ommendations accordingly.

HOBAA 3PA 414
REVENUE-MEHEA)XEPOB
WHmennekmyaneHeie cucmemel
YeHo0b6pa308aHUS HE MO/LKO
CHUXCQIOM HO2PY3KYy HO KOMAHOY
ynpaesneHus doxo0amu, HO U yCKopsom
NpuHsMUe cMmpamez2uYeckux
peweHul. /lna omensepos

3MO 03HaYaem 803MOXCHOCMb
npusnekame UGeabHO20 20CMS 8
udeasibHoe 8peMs No udeasnbHoul
yeHe, Ymo 0CO6EHHO aKMya/NbHO

0151 20podcKuX omesel, KypopmHsiX
komnsiekcoe u omesel, pabomaroujux
8 cpepe MICE-mypu3sma. B makux
cezcmeHmax ougppepeHyupo8aHHoe
YeHoobpa308aHUE - He UCKOYeHue, a
npogeccuoHanbHAS He06X00UMOCMb.

CMOryT JIn HEBOJIbLLINE

OTEJIN OCTABATHCA
KOHKYPEHTOCITOCOBHbIMU?

Aa - Ho um HyxcHsl adanmupyemsie [T-
peweHusi. MHoz2ue mexHosnozu4yeckue
KOMNAHUU npednazarom 061a4HbIe
cucmemel OUHOMUYECKO20
yeHoobpAa308aHUSA NO NOONUCKE,
C030aHHbIe cneyuasasbHO 0415
HebosbwWux omesed.

[nasHoe npeumyujecmeo 0414 makux
omeneli 3ak1r040eMCA 8 UHMe2PAyUU
C cucmemamu ynpaeneHus KaHanamu
npodaxc. Takoe peweHue no3goasem
asmomamuy4ecku 06HO8ASIMb YeHsbl
Ha 8cex OHAAlUH-NAaM@OopMax, Ymo
c8o00uUM K MUHUMYMY py4Hble OWUbKU,
3KOHOMUM 8peMs COMpyOHUKO8 U
noesliwiaem KOHKypeHmocnocobHoCms
6usHeca.

LADPPOBOE bY/YLIEE:
NMPOrHO3UPOBAHUE U
WHANBUAYAJIbHBIV OA4X04

B 6auxcaliuiue 20061 cucmemsi
OUHAMUYECKO20 LeHO0bpa308aHUSA
8b1lidym 3a npedesibl 0MesbHO20
6u3Heca, oxeamue apeHdy 8u/,
KpyUu3bl U 3KCKYpPCUOHHbIE MYpbl.

Ha peiHKe, 20e 8axHbI U yeHa, u
gneyamJseHus, MpaduyUoHHbIe
Memoosl YeHo0bpa308aHUS
nomepstom KOHKypeHmMocnocobHocme.
CospeMeHHble mexHo/M02UU
y4umeleaom He mosbko Yupel, HO
U 3MoYyuU. AHAAU3UPYS UCMOPUHD
NOUCKOB8bLIX 3aNPOCO8, 0120PUMMbI
onpedesasrom, uwem AU KaueHm
«yeOUHeHHbIU omOobix» Uau
«nozpyxceHue 8 npupody», npedaaz2as
udeasbHO NodxodsAujue 8APUAHMbI.

TOURISM EXPLORER
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ADpoIopT AHTaUIbi:

A NEW STANDARD OF
UXURY TRAVEL

Exclusivity has been truly redefined
with the transformation of Antalya
Airport. Introducing FTA Exclusive
Lounges, a visionary hospitality con-
cept that reshapes the modern travel
experience. Built under a single, re-
fined brand, FTA Exclusive Lounges,
bring together three tiers of elevated
service Comfort, Elite, Premium each

designed to meet the diverse needs of
today’s travelers, all with the signature
elegance of Antalya’s evolving interna-

tional identity.
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—

S ) 'y
ﬁ;ﬁ:ﬂuwr—;_' - — l

||I'FIIIII1.., '-. i

e Bl

BbICLLINIA YPOBEHb
KOM®OPTA B ASPOIOPTY

AHTAJIbU

[ToHAMUe SKCKAO3UBHOCMU npuob peﬂo :
cogepweHHO UHOU CMbIC/1 hoc/ie
MoOepHU3ayuu asponopma AHmMasU.

FTA Exclusive Lounges - 3mo pego/stoyuoHHas
KOHYenyusi npeMuasibHo20 06CyHUBAHUS,
Komopas 3a0aem Ho8ble CMAaHOapPMbI
Co8peMEHHO020 nymeuwecmaeus.

Tpu ypoeHs cepsuca - Comfort, Elite u
Premium - 06ve0uHeHbl N00 00HUM
CMUbHLIM 6peHOOM, npedaaz2as 20CMam
6e3ynpeyHelli Kompopm, coomeemcmeayrowjuli
A066IM 3aNpPOCaM, U 80NA0UAHOUUU
3/1€20HMHOCMb MEXOYHAPOOHO20 UMUOXQ
AHMAansU.

Previously known as CIP Services, the
exclusive offerings have evolved signifi-
cantly this year. Blooming in spring with

the opening of the new lounges, FTA

Exclusive Lounges unites all exclusive

services under one brand, marking a

major transformation in both service

design and brand architecture.

CosepuwieHHO Ho8bIl popmam cepsuca
npuwen Ha cMeHy mpaduyuoHHseiM CIP
Services. BecHoli COCMoA/10C6 omKpsimue
HoewbIX 1ayHOxcel, u meneps ece yciyau
npemMuym-kaacca npedcmaeseHel e0UHbIM
6peHOom FTA Exclusive Lounges, ymo
CMas0 BAXCHLIM WA20M 8 380/HYUU KK
cepsuca, mak u pUPMeHHO20 CMUA.

TOURISM EXPLORER



Comfort delivers essential lounge amenities,
paired with FTA's signature attention to ser-
vice and detail.

Elite offers a refined experience with
time-efficient advantages and dedicated
spaces designed for those who seek efficien-
cy without compromising on style or service.
With thoughtful conveniences and a high-
end environment, Elite is ideal for those who
value their time and appreciate comfort with
distinction.

Premium represents the highest expression
of comfort and discretion within the FTA
Exclusive Lounges offerings. Reserved for
those who value complete privacy and ex-
ceptional service, this tier provides access

to an entirely private area styled with the
sophistication of a luxury hotel. A dedicat-
ed entrance welcomes guests into a calm,
seamless experience, supported by personal
assistants, gourmet dining, curated enter-
tainment, and apron-side private vehicle
transfers that deliver travelers directly to
their aircraft.

EXCELLENCE IN EVERY DETAIL

Whether it's a quiet moment in a massage
room, a gourmet meal, or entertainment
options like billiards and console games,

every element of FTA Exclusive Lounges are
curated to elevate the time spent at the air-
port. This isn't just a lounge - it's a seamless

continuation of your luxury experience.

ANTALYA: THE RISING
GLOBAL DESTINATION
FOR LUXURY TRAVEL

As Antalya Airport evolves into a hub of
high-end hospitality, FTA Exclusive Lounges
stand at the heart of this transformation.
With its renowned resorts and curated
travel offerings, Antalya was already a rising
star - now, with the airport’s transformation
and FTA Exclusive Lounges, it confidently
claims its spot among the world's top
luxury destinations.
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Comfort - 3mo 2apMOHUYHOe coYemaHue
603086Ix y006CcMe NayHOHA C pUPMEHHbIM
nodxodom FTA kK demansm u cepsucy.

Elite - 3mo 60s1ee u3bICKaHHbIU popmam.
30ecb npodymaHHas opeaHU3ayUS
npocmpaHcmMea u 31e2aHMHas ammocdepa
no3e0/150M co8MeCmMums NPOOYKMUBHOCMb
C UCMUHHbIM y0080/16CM8BUEM OM
nymewecmeus.

Premium

Premium - 3mo anozeli npugamHocmu

u kompopma e nuHelike FTA Exclusive
Lounges. YpogeHb c030aH 01 mex,

Kmo npednoyumaem a6CoNOMHYH
KOH®UOeHyuUaAbHOCMb U 6e3ynpeyHsil
cepsuc. focmeli #0em NoAHOCMbHO
U30/1UPOBAHHOE NPOCMPAHCMEO,
0popMIeHHOE C pOCKOW b AyHUwux omeneli
mMupa. OmoeseHelIl 8X00, NepPCOHA/NbHbIE
accucmeHmel, 20CMPOHOMUYECKUE U3bICKU,
3/IUMHble pa3enevyeHuUs U IKCKAH3UBHLIU
mpaHcpep K camonemy co30arom noucmuHe
6e3ynpeyHell onsim.

COBEPLLEHCTBO B KAXAOM
JETANIN

byde mo paccaabasatowsas npoyedypa

8 MaccaxHoli KOMHamMe, U3bICKOHHOE
2aCcmpoHoMuYeckoe y0o8o1ecmeaue uau
pa3zenedyeHus 8poode bunbAPOa U KOHCONbHbIX
uzp - Kaxcowil 3nemeHm FTA Exclusive Lounges
mujamesibHo NPodyMaH, Ymobel coesname
sawe npebeigaHuUe 8 G3ponopmy no-
Hacmoswemy 0cobeHHbIM. Mo He NPoCMo
1AYHOMC - 3MO 20PpMOHUYHOE NPOdo/KeHUE
8aWe20 POCKOWHO20 nNymeuwecmeus.

AHTA/IbSI: BOCXO/SALLAS 3BE3/A
MWPOBOIO LUXURY-TYPU3MA

AHMaANLA CMpemMumeneHoO 3080e8bi8aem
Cmamyc 00H020 U3 CaMbIX NepCneKmMuBHbIX
HanpaesaeHul 014 NPeMUAbHbLIX
nymewecmeul. V3eecmHas ceoumu
peweHebenbHbIMU KypOPMHbIMU
KomMnaekcamu u NpodyMAaHHbIMU
mypucmu4eckuMu npeoaoxeHUAMU,
AHManbA yxe 0a8HO 3aKpenusaa 3a cobol
cmamyc nepcnekmueHo20 HaNPaesaeHus.

As the Tourism Explorer editorial team, -

we sat down with Serkan KARAHATAY,

CCO of Fraport TAV Antalya Airport,

to discuss this bold new vision, the

evolving expectations in luxury

travel, and the future of Antalya
Airport.

Tourism Explorer: Which pas-
senger profile was targeted in
the design and service content
of the new Premium Lounge
and Elite Lounge?

Serkan Karahatay: Our new Elite
Lounge and Premium Lounge were
conceptualized to meet the expectations of
distinct segments within the high-value trav-
eler profile - each with its own definition of
exclusivity and comfort.

The Elite Lounge is designed for travelers
who value efficiency, guided service, and ele-
vated travel comfort. From the moment they

arrive, passengers benefit from exclusive
services including dedicated check-in and
security passage, escorted passport control,
and continuous assistance all the way to the
lounge. The lounge itself offers a spacious
and calming environment where guests can
unwind or stay productive. Optional ame-
nities such as a PlayStation room, massage
services, premium beverages from the bar,
and a la carte dining create a high-quality,
personalized pre-flight experience.

On the other hand, the Premium Lounge
was developed for those seeking the pin-
nacle of luxury and absolute privacy. They
access the lounge through a completely pri-
vate entrance and are provided with exclu-
sive apron-side transfers during both arrival
and departure. Designed like a boutique
hotel suite, the Premium Lounge includes an
ultra-all-inclusive concept, featuring game
zones with billiards and PlayStation, a premi-
um selection bar, a la carte gourmet meals,
and massage services. Every detail ensures
that the airport is an integral part of a seam-
less luxury journey with the high quality
service.

In short, while both lounges target the up-
per-tier traveler, the Elite Lounge serves
those who value streamlined, high-comfort
experiences, whereas the Premium Lounge
is crafted for travelers who prioritize com-
plete discretion, exclusivity, and an uninter-
rupted luxury ecosystem.

|

Fraport TAY

ANTALYA
Airport

Pedakyusa Tourism

Explorer ecmpemunacs ¢ CepkaHom

Kapaxamaem, CCO Fraport TAV
Antalya Airport, Y4mo6bl 06cyoume
Hoegylo cMenyI0 KOHYenyuro,

MeHArwueca cmaHoapmel

luxury-nymewecmeuii u 6ydywee asponopma

AHmaneu.

Tourism Explorer: ns kakux Kamez2opuli
naccaxupos pa3pabamsiganucs KOHYyenyuu
Hoeblx Premium Lounge u Elite Lounge?

CepkaH Kapaxamaii: Mevi co30asanu smu
/1AYHOX}CU, OpUEHMUPYACL HO PA3HbIe 2pyNNnbl
83bICKOME/IbHLIX NyMeuwleCmeeHHUKo8 - 8edb y
Kax0020 ceou npedcmassieHuss 06 UdeanbHOM
cepauce U 3KCK/IH3UBHOCMU.

Elite Lounge - 3mo sblbop mex, Kmo coyemaem
0eno8oli No0xo0 € 8bICOKUMU Mpebo8aHUAMU K
KomM@popmy. Yxe ¢ nepasix MUHym 8 aaponopmy
2ocmeli #0ym npususe2uu: NepCcoHANbHbIE
cmoliku pe2ucmpayuu, yckopeHHslli docmomp

U nacnopmHsili KOHMPOL C CONPOBOHOEHUEM.
Cam nayHx - 3mo oa3uc cnokolicmeus, 20e
MOXCHO U hopabomame, U 0MAOXHyme. Meposas
30Ha ¢ PlayStation, cna-ycayau, 3aaumHsie
HANUMKU U pecmopaH € UHOUBUOYA/NbHBIM MEHHO
npespaujarom oxcudaHue pelica 8 y0ogosscmaue.

Premium Lounge - 3mo npuHyuNUaabHO
UHoU yposeHb. 30ecb 8Cé N0OYUHEHO udee
abcosnromHol npusamHocmu u 6esynpe4yHo20
cepsuca. OmaoesnbHbIli 8X00, NepCoOHANbHbIU
mpaHcpep K mpany, UHMeposepsl KAacca
JIHOKC - KaK 8 iy4wux bymuk-omensx. locmam
docmynHsl: 6uneLAPOHaA, u2posas 30Ha ¢ Play-
Station, 6ap ¢ KONEKYUOHHbIMU HANUMKAMU,
wep-MeHro u cna-ycayau. 3mo He Npocmo 30Ha
OMCUOAHUS - 3MO NPOOo/XEHUE 8ALLE20
luxury-nymewecmeus.

Ecau kpamko, mo 06a 1ayHOXQ opueHmMUpo8aHsI
HQO npemMuasbHbIX KaueHmos, Ho Elite Lounge -
015 yeHumesnel kompopma u 3¢ppekmusHocmu,
a Premium Lounge - 014 mex, kKmo cmasum

80 2/1a8y y2/10 NO/IHYH NPUBAMHOCMb U
HenpepblI8HY 3KOCUCMeMY POCKOWU.

TOURISM EXPLORER

29



Tourism Explorer: How will this lounge
investment strengthen Antalya Airport’s
position in the international market?

Serkan Karahatay: This strategic investment
reinforces Antalya Airport’s status as a pre-
mium gateway on the international stage. By
aligning our infrastructure with the expecta-
tions of high-end global travelers, we differ-
entiate Antalya from other regional airports.
The new Premium Lounge demonstrates

our commitment to not only high-volume
tourism but also high-quality service, cater-
ing to a segment that values consistency,
luxury, and attention to detail. As the airport
becomes a seamless extension of the desti-
nation itself, it enhances Antalya’s image as a
world-class tourism hub. Such advancements
are pivotal in attracting luxury hotels, luxury
travel operators, and VIP clientele - position-
ing Antalya Airport as both a logistical center
and a benchmark for excellence in passenger
experience.

Tourism Explorer: What kind of collabora-
tion do you foresee between the airport,
hotels, and tour operators?

Serkan Karahatay: We believe the airport is
the starting point of a destination’s hospitali-
ty, and collaboration with hotels and tour op-
erators is key to delivering a consistent guest
experience. Our partnerships aim to extend
the same level of luxury and personalized
service offered by the hotels into the airport
environment - ensuring an uninterrupted,
end-to-end experience.

Antalya is a diverse holiday destination,
offering everything from budget-friendly
getaways to ultra-luxurious villa retreats. The
hotels and agencies we collaborate with also
segment their guest services accordingly.
Through our diversified lounge offerings, we
can now mirror this range - ensuring that
each travel profile finds a service that fits
their expectations.

For instance, Premium Lounge services are
a perfect match for guests staying in high-
end villas or suites at Antalya’s luxury hotels.
These travelers often seek the same levels
of privacy and personalized service through-
out their journey, and our Premium concept
allows them to carry that experience seam-
lessly from hotel to airport. By aligning our
service model with our partners’ segmen-
tation strategies, we ensure that the guest
experience remains fluid, personalized,

and coherent - from first arrival

to final departure.
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Tourism Explorer: Kakoe enusiHue okaxem
omkpsimue Ho8biX ayHM el Ha MeXOyHapPOOHbIl
cmamyc aaponopma AHmMasneu?

CepkaH Kapaxamaii: Pazsumue 31umHol
UHPpacmpykmypesl 86l800Um Haw a3ponopm

8 YUC/I0 8EAYUUX MUPOBLIX ABUAYUOHHbIX
xaboes. Yoossemeopsa 3anpocsl Haubosee
mpe6osamesbHbIX MeXAYHAPOOHbIX
nymewecmeeHHUKO8, Mbl co30a0eM
NPUHYUNUAG/LHO HOBble CMAHOAPMebI
ob6cayHuUBaHUA 8 pecuoHe.

Omkpeimue Premium Lounge - 3mo Haw
OCO3HOHHbIU Wa2 8 pazeumuu He MoJs6Ko
MQaCCco8020, HO U 3/IUMHO020 MypuCmMuUYecko2o
HanpaeneHus. Mel opueHmupyemca

HQ K1UeHMo8, 0/151 KOMOPbIX BAXCHbI
Uck/IroYUMensHell yposeHs cepsuca,
npemuansHas ammocpepa u npodymMaHHele 00
mesnoyeli peweHus. baazodaps makol kKoHyenyuu
a3ponopm CMaHO8UMCS ecmecmeeHHbIM
npodosmKeHUeM KypopmHo20 oneima AHMasneU,
YKpensisas ee penymayuro KaK monogoz20
mypucmuy4ecko20 HanpassaeHus. Kpome mozo,
3Mom npoekm cmpame2u4ecku 8axceH 015
npusseyeHuUs 8edywux MUpPO8bIX OMesbHbIX
cemed, CNeyuaau3uUpPOBAHHbLIX MypPONepamopos
Kaacca MKe u duckpemuod VIP-aydumopuu.
Takum 06pa3oM, Mbl MpaHCcPopmupyem
a3ponopm U3 066I1YHO20 MPAHCNOPMHO20 Y310
8 3Ma/I0HHOe NPOCMPAHCMEBO C 6e3ynpedHsiM
cepsucoM.

Tourism Explorer: Kak ebl sudume
g3aumodelicmeue aaponopma ¢ omeaamu u
myponepamopamu?

CepkaH Kapaxamaii: Meol y6excoeHel,

Ymo a3pPoNopmM - 3MO HAYANbHAA MOYKA
20cmenpuumcmea, u 83aumodelicmaue ¢
omensMu U myponepamopamu KpaliHe 8axHO
0714 CO30QHUS Ye/0CMHO20 8ne4YamseHus

y 2ocmedi. Mel cmpemumcsi 8occo30ams 8
asponopmy my xe ammocdepy pockowu u
UHOUBUOYa/bHLIU N0OX00, KoMopsIl 20cmu
nosly4yarom 8 Ay4wux omensx, obecne4yusas
HenpepbIBHOCMb 8neYam/eHuUl Ha 8cex 3manax
nymeuwecmeus.

AHManeA npedaazaem mypucmam 8ecs cnekmp
803MOXCHOCMeEU - om 0eMOKpamu4yHoO20 omosIxXa
00 3/1UMHbIX 8UAA. Hawu napmHepsl 8 cpepe
20CMUHUYHO20 6U3HECa U mypusmMa NpUMeHaom
CXOXCYH0 cucmemy ouppepeHyuayuu ycaye.
Teneps, 6s10200aps MHO20ypOBHEBOU cUCmeMe
A1ayHOXcel, Mbl MOXCeM NpPedoH UMb KaXOoMy
20CMH UMeHHO mom ¢opmMam 06CaAyHUBAHUS,
Komopelli coomeemcmeyem €20 30npPOCam.

Bo3sbmeM, kK npumepy, Premium Lounge - 30ece Mbl
noddepcusaem eduHbIli cmaHoapm cepsuca 044
KAUeHMOo8 npemuanbHbIX HOMepPOo8 U YaCMHbIX

Tourism Explorer: Today, the concept of
luxury goes beyond just physical comfort.
In your opinion, how is the idea of
“luxury” evolving for modern travelers?

Serkan Karahatay: Modern travelers in-
creasingly define luxury not only by phys-
ical attributes, but by how their time and
preferences are respected. Time efficiency,
personal space, and customization now sit at
the core of what makes an experience truly
luxurious.

For many, luxury means having control -
whether that's through exclusive passage
services that minimize waiting, access to qui-
et spaces for reflection or productivity, or the
ability to tailor their environment according
to their mood. Some guests prioritize relax-
ation through amenities like massage rooms
or gourmet dining, while others value digital
connectivity and leisure spaces like game
rooms or private entertainment zones.

This is why our services are designed around
flexibility and segmentation. By offering var-
ious personalized touchpoints, from curated
food menus to private check-in lounges and
lifestyle-based features, we meet travelers
not only where they are - but how they want
to feel. The future of luxury lies in the abili-
ty to adapt to individual expectations while
creating a truly effortless and elevated sense
of exclusivity.

pe3udeHyud. s s3moli Kame20puu KAUeHMOos,
YeHAWUX abCoMomHyr npusamH{Hocme

U UHOUBUOAYA/IbHbIT NOOX00, Mbl CO30aeM
6ecwoHbIl nepexod Mexcdy 20CMUHUYHbIM U
03p0ONOPMOBLIM CEPBUCOM C COXPAaHEHUEM 8cex
cmaHdapmos. CUHXPOHU3UPYA HOWU CepauCHble
npoyeccsl ¢ N00X00amu NAPMHepPos, Mol
popmupyem 6e3ynpeydHsili KaueHmMckul oneim,
oxeamelearowuli 8ce 3manel Nymewecmesus.

Tourism Explorer: CogpeMeHHaOs1 KOHYenyus
«luxury» nepeocmoiciugaem mpaduyuoHHsble
npedcmasneHus o kompopme. Ymo ce200Hs
8K/100bIBAKOM 8 3MO NOHAAMUe mpebosamesibHbIe
2ocmu?

CepkaH Kapaxamaii: CospemeHHsle
nymeuwecmeeHHUKU 8ce Yyauje onpedesnsom
POCKOWb He MOIbKO MAMepuansHeIMU
ampubymamu, HO U meM, HACKO/IbKO y8axcaom
ux epems u npeonoymeHus. Ce200Hs

$OpMyNa POCKOWHO20 CepauCa 8Ka4aem
time-meHeOXcMeHM, 30Hbl yeOUHeHUs U
Kacmomu3upoeaHHele peuleHuUs. Jns MHo2uX
JIKOKC - 3MO KOHMPOAb HAO cumyayued: 6yde

MO 3KCKO3UBHBbIE yCAyau, MUHUMU3UpYroujue
oXUdaHuUe, docmyn K muxum 30HaMm 0414 pabomel
uu 0mMObIXa, UAU BO3MOMHOCMb HACMPOUMSb
OKpyxceHue nod ceoe HacmpoeHue. OOHU 2ocmu
YeHsAm cna-ycay2u U U3elCKaHHY KyxXHHo, opyaue
- Yugpossle mexHOM02UU U pa3esnekamesbHsle
30H8bl, 8POOE U2POBLIX KOMHAM.

[Tosmomy e ocHose Hauweli cepgucHoOU puaocopuu
/1excam adanmueHoCmMs U duppepeHyUpo8aHHbIl
nodxod. Paspabameigas UHOUBUDYA/IbHbIE
peweHus - 0m 3KCKAH03UBHbIX 20CMPOHOMUYECKUX
npeodnoxeHuli 00 NpUBAMHbIX 30H 0OC/TYHUBAHUSA
U KOHYenmyasasHeIX NPOCMPAHCMSE - Mbl
opueHmMupyemcsi He NPoOCMo Ha pu3uyeckue
nompebHoCMu, Ho U Ha 3MOYUOHA/bHbIE
3anpocel 20cmedi. Hosbili cmaHdapm luxury -

3MO CNOCOBHOCMb MPAHCPOPMUPOBAMECA NOJ
3anpocsl KAXA020 20CMA, COXPAHAA ammocpepy
YHUKa/bHOCMU U 6e3ynpe4yHocmu.
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Tourism professionals from a wide geography - including Uz-
bekistan, Kazakhstan, Georgia, Tunisia, and Russia - continue
to share their insights and experiences on the 2025 tourism
season. These experienced voices offer valuable reflections
on evolving traveler preferences, digital transformation,
sustainability, new destination trends, and the growing role
of B2B networks. As the global tourism landscape continues
to shift, their perspectives provide an essential compass for
industry professionals navigating this dynamic terrain.

Bedywjue cneyuaaucmel mypbusHeca u3 pasHeiX CMpPaH,
gkaro4Yas YbekucmaHr, KasaxcmaH, py3suro, TyHUC u Poccuro,
npedcmasusau c8oé sudeHue mekyu e2o ce3oHa 2025.

VIx npogeccuoHanbHbIe OYeHKU packpslearom Karyeasle
meHOeHyuu: MpaHCHopMayuro Nompebumesnscko20 cnpoca,
Yupposusayur ycye, 3Kko/102u4ecky 0meemcmeeHHs!l
mypu3m, nosieseHuUe Ho8bIX NepCcneKmMuUBHsIX HanpasaeHuu
U ycuneHue 3Ha4yeHus B2B-e3aumodelicmeudl. B ycnosusax
cmpemMumesibHO MeHAWelcs ompacau 3mu aHaIumu4eckue
OOHHbIE CIYHAM 8AXCHbIM UHCMPYMEHMOM 01 NPUHAMUSA
cmpame2uYeckux peuweHud.
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26 Years of Developing the

Hospitality Industry

Over the past quarter-century, the Asso-
ciation of Private Tourist Organizations of
Uzbekistan (APTOU) has become a key driv-
er in the country’s tourism industry. Found-
ed in 1998 with government support, the
association today unites over 300 market
participants - from major tour operators to
family-run guesthouses - creating a unified
professional ecosystem.

APTOU's main areas of activity include advo-
cating for its members’ interests, developing
human resources, and promoting Uzbeki-
stan on the global tourism stage. In the past
seven years, more than 5,000 professionals
have completed its training programs. Reg-
ular workshops, webinars, and international
internships help tourism professionals stay
up to date with the latest trends.

Special focus is placed on sustainable tour-
ism initiatives. In 2024, with support from
USAID, a large-scale regional project was
implemented. It included the creation of

a certification system for accommodation
providers, the introduction of a star classifi-
cation for guesthouses, the development of
cross-border tourism packages across Cen-
tral Asia, and digital skills training for small
and medium-sized business owners.

TashkentTravelMart - 2024:

A New Level of Professional Dialogue

A highlight of the year was the internation-
al TashkentTravelMart exhibition, which
gathered representatives from 25 countries.
One of the standout events was the TRAVEL-
HUB Uzbekistan conference, focused on the
digital transformation of the industry. The
B2B sessions led to the signing of over 150
promising contracts.

“Modern tourism is unthinkable without
deep digitalization,” APTOU notes. “The
adoption of Al solutions, process automa-
tion, and the development of digital skills
are now essential for competitiveness.”
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Gulchekhra
Israilova

Chairwoman
Association of Private Tourist
Organizations of Uzbekistan

26 nem paszsumus UHoycmpuu
2ocmenpuumcmed
3a yemesepme seka pabomel Accoyuayusi YacmHsIxX
mypucmuyeckux op2aHu3ayul Y3bekucmaHa

(AYTO) cmana knrodessiM dpalieepom pasgumus
mypuHOycmpuu cmpaHsel. OcHosaHHas 8 1998 200y
npu noddepiike npasumenscmea pecnybauku,
accoyuayus ce200Hs ob6veduHsaem 6osee 300
Y4ACMHUKOB PbIHKA - 0M KPYNHbLIX Myponepamopos
00 cemeliHbIx 20cmegbix AOMO8, YOPMUPYS eOUHYIO
NPOGeCCUOHANbHYI IKOCUCMEMY.

OcHogHeble HanpaesneHuUs desmesibHocmu

AYTO eknrouarom 3aujumy UHmMepecos 4seHo8
accoyuayuu, pazsumue Ka0po8o20 NOMeHYUaNa
U npodsuceHue ¥Y36ekucmaHa Ha MUpo8oM
mypucmu4eckom peiHKke. 3a nocsedHue 7 1em
yepes 0bpa3osamesibHsle NPO2PAMMSbI accoyuayuu
npownu 6oaee 5000 cneyuanucmos. PezynsapHsie
80pKWONbI, 8E6UHAPSLI U MEXOYHAPOOHbIe
CMaXupo8KU N0380/190M npedcmasumensim
ompacau 66ime 8 Kypce Noc1edHUX mpeHdos.

Ocoboe 8HUMAHUe ydessemcsi NPoekmam 8

cpepe ycmolivugozo mypusma. B 2024 200y npu
noddepicke USAID 6bia peanu3o8aH MacuumabHsil
pe2UOHA/bHLIU NPoeKm, 8KAYAWU:
paspabomky cucmems! cepmupukayuu 015 cpedcme
pa3smeuwjeHus, eHedpeHue 38e30HoOU kaaccupukayuu
20cmeabix 00M08, C030aHUe MPAHCZPAHUYHBIX
mypnakemoe no LjeHmpasnsHol A3uu u oby4yeHue
YupposbiM HOBLIKAM 8/100e/1ble8 Masa020 U
cpedHez0 bu3Heca.

TashkentTravelMart-2024: Hoeblii ypoeeHb
npogeccuoHanbHo20 duanoza

OOHUM U3 3HaKoBbIX cobbimull 200a cmasna
mexdyHapoOHas esicmaeka TashkentTravelMart,
cobpaswas npedcmasumesneli 25 cmpaH. B pamkax
08yx0He8H020 MeponpuAMuUs 0CobbIli UHMepec
gbi38a/10 KoHpepeHyus TRAVELHUB Uzbekistan,
nocesuwjeHHas yuppoesol mpaHcpopmayuu
ompacau. [To umoz2am B2B-cecculi 66110 30KAH0YEHO
6osee 150 nepcnekmusHbIX KOHMPAKMOS.

“CospemeHHbIlU mypu3m He803MOMHO npedcmasums
6e3 enybokol yugpposusayuu, - ommeyarom 8

AYTO. - BHedpeHue NW-peweHul, asmomamu3ayus
npoyeccos u passumue yu@poasix KomnemeHyudi
CMaHoBAMCA 06543amesIbHbIMU YCA08UAMU
KOHKypeHmocnocobHocmu”.
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Tourist Season 2025:

A View from Tunisia

Fathi Mrad, Director of Wave Travel Agen-
cy and a tourism professional with twenty
years of experience, shares his expert per-
spective on the current season. According to
him, the top three destinations of 2025 are
TUrkiye, Thailand, and Tunisia itself, which
offers unique opportunities for alternative
tourism, business travel, and excursion
programs.

Among the key challenges of the season,
visa restrictions stand out most significantly.
Mrad rates them the highest possible-10
out of 10-in terms of difficulty. Temporary
restrictions on direct flights also affect agen-
cy operations. However, there is no notice-
able shortage of air transportation, and the
activity of online aggregators is considered
moderate.

An analysis of the client base shows that
most travelers are looking for the optimal
balance between price and quality, under-
standing the value of reasonable compro-

mise. Around 60% are willing to pay for
quality, but within a defined budget. VIP cli-
ents and those choosing solely based on the
lowest price represent a very small share.

For successful performance this season,
Fathi Mrad highlights several especially
important factors. Personal relationships
with hoteliers are of primary importance,
allowing for quick resolution of any client
issues. Continuous staff training through
educational platforms and webinars is also
critical. Particular attention is given to digital
marketing. Finally, professional interaction
on B2B platforms, where best practices can
be shared across the industry, rounds out
the list.

“Today, success in tourism depends on
balancing tradition and innovation,” notes
Fathi Mrad. “It is the only way to guarantee
impeccable service for clients.”
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Fathi Mrad

Director
WAVE TRAVEL AGENCY / Hammamet, Tunisia

Typucmuyeckuii ce30H 2025:
B32ns0 u3 TyHuca
®amu Mpao, dupekmop azeHmcmea Wave Travel
¢ dsadyamusemHuUM cmaxem 8 mypbu3Hece,
desumca 3KCnepmHsIM 832/1900M HA meKywuli
ce30H. 1o e2o daHHbIM, mon-3 HanpasaeHul
2025 200a cpopmuposanu Typyus, TaunaHo

u cam TyHuc, npednazaroufull yHUKGbHbIe
803MOXHOCMU 0/6MEPHAMUBHO20 MypuU3Mda,
0es108bIX N0e300K U IKCKYPCUOHHbIX NPO2PAMM.

Cpedu Kk/1o4YesbiX 8bI30808 CE30HA 0COHEHHO
8b10€/1910MCA 8U308ble 02PAHUYEHUS, Komopele
3KChepm oyeHusaem 8 MakcuMasasHele 10
6as108 u3 10 Nno cmeneHu C/10XHOCMU.
BpemeHHble 02paHU4eHUs Ha npsamMeble

pelicel Makxie 8HOCAM Koppekmugel 8

pabomy azeHmcme. [lpu s3mom depuyuma
asuanepeso3oKk He Habsadaemcs, a
aKmMUBHOCMb OHAAUH-A2Pe2amopos
oyeHuUBaeMCcs KaKk yMepeHHas.

AHanu3 knueHmMckol 6a3sl NoKa3eieaem, 4mo
60/16WIUHCMB0O MYypPUCMO8 ULym onmuMabHoOe
coYyemaHue YeHsl U Ka4ecmea, NOHUMas
npuHYyuUn pasymHozo komnpomucca. Okono 60%
20mMo8bl N1aMUmMes 30 Ka4ecmeo, HO 8 PAMKAX
onpedesneHHo20 b6rodxema. VIP-knueHmel

U me, Kmo 8elbupaem UCKAYUMENbHO

no MUHUMQ/bHOU yeHe, npedcmas/ieHsl
He3Ha4yumesbHo.

Ana ycnewHol pabomel 8 mekyujem ce3oHe
®amu Mpaod 8bidesnssem HECKObKO 0C060
BAXCHLIX pakmopos. [lepgocmeneHHoe 3Ha4YeHuUe
umerom AUYHbIe KOHMAKMbl C OMesbepamu,
no3eo/5iroU4Ue ONepPamuU8HoO pewams /tobsle
80NPOCkI KAUEHMO8. He MeHee 8aX(HbIM
A8/15emcs HenpepsieHoe 0byyeHuUe nepcoHaNa
yepe3 0bpaszosamesibHsle N1IAMPOPMbI U
gebuHapel. Ocoboe BHUMAHUE ydendemcs
digital-mapkemuHzy. 3agepwiaem cnucok
npogeccuoHanbHoe 83aumodelicmaue Ha B2B-
naowaokax, 20e MOXCHO nepeHUMame Ay4yuiue
npakmuku ompacau.

“Ce200HA ycnex 8 mypusme cmpoumcs Ha
6anaHce mpaduyul u uHHosayud, - omme4yaem
®amu Mpad. - Smo eduHcmeeHHsIl cnocob
20paHMUpPo8aMs KAueHmMam 6e3ynpeydHsili

cepsuc”.

Tourist Season 2025:

A View from Georgia

According to Mamuka Jikia, an experienced
head of the Georgian tour operator
Novatour with 20 years in the industry, the
current 2025 season is marked by several
distinct trends. Traditional destinations
continue to lead the market: tourists active-
ly choose beach holidays in Turkiye, sunny
Egypt, historically rich Greece, the luxurious
UAE, and the exotic Maldives.

However, the 2025 season is not without
its challenges. Major difficulties stem from
transportation restrictions, including a
reduced number of flights and changes to
established routes. Visa issues have also be-
come a serious concern, as many countries
have tightened requirements and extend-
ed processing times. Additionally, growing
competition from large online aggregators
demands greater attention from travel
agencies and tour operators to the quality
of their services.

Today'’s tourists fall into four main catego-
ries: 10% are VIP clients, 50% value quality
but have budget constraints, 25% seek a bal-
ance between price and quality, 15% choose
solely based on the lowest price, often at
the expense of comfort.

To succeed under these conditions, the
expert recommends focusing on three key
areas. First, continuous learning and profes-
sional development through participation

in specialized industry events is essential.
Second, it is important to make better use of
B2B platforms, which significantly enhance a
tour operator’s potential. Finally, special at-
tention should be given to the development
and implementation of effective incentive
programs for partner agencies.

As Mamuka Jikia emphasizes, in a rapidly
evolving market, only up-to-date knowledge
and strong, reliable partnerships can ensure

sustainable success.

Mamuka
Jikia

Director
NOVATOUR / Thilisi, Georgia

Typucmu4eckuii ce30H 2025:
B32ns0 u3 lpy3uu
o mHeHuto Mamyku Jpicukud, 0nbimHo20
pyKogooumesns 2py3UHCK020 myponepamopa
Novatour ¢ 20-nemHuUM cmaxem pabomel 8
ompacau, mekyuwuli ce30H-2025 demoHCcmpupyem
HEeCKO/1bKO SIPKO 8bIPAXEHHbLIX MeHOeHYUU.
TpaduyuoHHbIe HanpasneHUA NPoOOAXAOM
yoepxcusame audepckue nouyuu: mypucmel
OKMUBHO 8bl6Uparom nAsXHHeIG omoeix 8 Typyuu,
cosHeYHebIl E2unem, 6o2amyro ucmopuyeckumu
docmonpumedyamensHocmamu lpeyuro,
pockowHsle OA3 u 3k3omuyeckue Masnsoussl.
O0Hako ce30H 2025 200a conposoxcdaemcs u
onpedesneHHbIMU CIOXHOCMAMU. 3HAYUMeNbHbIe
mpyoHoCcmMu co30arom mMpPaHCNOPMHsie
02PAHUYeHUS, 8bIpaXarOUUeca 8 CoKpaweHuu
Konuyecmea pelicos U UsMeHeHUU NPpUBblYHbIX
mapwpymos. CepsesHol npobaemol cmanu
8U308bl€ C/IONHOCMU - MHO2UE CMPAaH®I
yarecmoyunu mpebosaHUA U ygeauduau Cpoku
opopmaeHuss dokymeHmos. Kpome mozo,
ycunusaemcs KOHKYpeHYuUs € KpynHeIMU OHAAUH-
aepe2amopamu, Ymo mpebyem om mypa2eHmos
u myponepamopog 0co6020 8HUMAHUS K
kayecmey cepauca.

CospemeHHble mypucmel deaamcs Ha 4 muna:
10% - VIP-knueHmel, 50% -yeHsuwjue ka4ecmeo,
HO UMerowjue o2paHu4YeHuUs no 6rodxcemy, 25%
- uwywjue 6anaHC yeHsl u kayecmsa, 15% -
gblbuparowue mosbko N0 MUHUMAbHOU yeHe 8

ywepb kompopmy.

And ycnewHol pabomel 8 3mux yca08usix
3Kcnepm pekomeHOyem cocpedomoyumescs

HO mpex K/ArYegbiX HanpasneHUusXx.

Heobxodumo nocmosiHHoe 0by4eHue u
nossiweHue Keanaupukayuu yepes yyacmue

8 CNeyuaau3upo8aHHbIX 0Mpaciessix
Meponpuamusx. BaxHo akmueHee ucno/i6308ame
803MOXCHOCMU B2B-nnamgopm, komopesle
3HAYUMeENLHO PacWUupArOM NomeHyuasa
myponepamopa. Ocoboe 8HUMaHUe c1edyem
yoename paspabomke U 8HeOpPeHUro
3ppekmusHbIX MOMUBAYUOHHbIX NPO2PAMM 015
a2eHmMcme-napmHepos. Kak nodyepkusaem
Mamyka [xcukua, 8 ycao8usax bbicmpo
MeHSAU|e20Cs PbIHKO MO/IbKO OKMYasbHble
3HAHUSA U HaOeXHble napmHepckue cea3u Mo2ym

20paHMUPo8aAMb CMAbU/LHGIU yCnex.
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Tourism Season 2025:

Realities and Prospects

Reda Ammar is a seasoned professional
with 20 years of experience in the tourism
industry, specializing in Sahara tours and
cultural excursions. As Sales and Marketing
Manager at Touring Voyages Algerie, he
actively promotes Algeria as a unique desti-
nation that masterfully blends rich cultural
heritage with thrilling Sahara adventures.

His expertise allows him to accurately identi-
fy current market trends and the expec-
tations of travelers seeking the best value
for money. In 2025, the industry is showing
steady growth, quickly adapting to evolving
economic realities and the shifting demands
of modern tourists.

Despite increasing competition, Algeria
continues to stand out thanks to its cultural
depth and the captivating landscapes of the
Sahara. However, success in today's market
requires constant product innovation. A key
trend is the rise of combined tour packages,

merging historical sightseeing with adven-
ture-based activities.

In the current landscape, strong B2B rela-
tionships are more crucial than ever. Mutu-
ally beneficial cooperation with hotels and
local operators enables agencies to offer
clients exclusive experiences and flexible
pricing. A win-win strategy is no longer just a
buzzword - it's a prerequisite for sustainable
business.

In 2025, digital marketing has reached new
heights. Beyond traditional advertising tools,
virtual tours, Al-powered travel assistants,
and personalized itinerary recommenda-
tions are playing an increasingly important
role. Trend monitoring, solid partnerships,
and creative digital solutions form the three
pillars of success. Agencies that are ready
to transform quickly don't just survive the
intense competition - they are setting new
industry standards.
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Réda,
Ammar

Touring Voyages Algerie
Sales and Marketing Manager

Typucmuyeckuii ce30H 2025:
peasnuu u nepcnekmuesi
Peda AMmap - npogeccuoHas ¢

20-nemHuUM cmacem 8 cepe mypu3ma,
cneyuanusupyrowjulica Ha mypax e Caxapy

u KynbmypHsIx mypax. Kak MmeHedxcep no
npooaxam u MapkemuHay KOMNaHUU

Touring Voyages Algerie, O0H aKmugHo
npodsuzaem AIXUP KAK YHUKA6HOE
mypucmuyeckoe HanpaeseHue, UCKYCHO
coyemaroujee 602amoe KysnemypHoe Hacaedue
€ 3ax8amel8aroWuUMU nymewecmeausamu no
Caxape.

E20 3kcnepmHocmes no3eo/15em mo4yHo
ynaenusame cogpemeHHsle pblHOYHbIE
meHoeHyuu U nompebHoCMu mypucmos,
uwywux onmumasibHoe COomHouleHue

YeHsl U ka4ecmea. B 2025 200y ompacib
deMoHCmMpupyem ycmodivyugelli pocm,
onepamugHoO a0anNMuUpPYACt K USMEHAUUMCA
3KOHOMUYeCKUM peasnusm U HO8bIM 3anpocam
nymeuwecmeeHHUKO8.

Hecmomps Ha pacmywyto KOHKYpeHYuro,

A/KUP COXPaHSiem C80H0 NPUB/EKAmMenbHOCMS,
610200aps 6020MOMY Ky/bMYyPHOMY HACAEOUr U
3aeopaxcusaroujum nelizaxcam Caxapsl. OOHAKO
ycnex Ha peiHKe meneps He803MOoXeH 6e3
NnocmosiHHO20 0bHoeneHUs npodykma. Karoyegoli
mpeHO - co030aHuUe KOMBUHUPOBAHHbIX MypOs,
20e ucmopuyYeckue IKCKypcuu coyemaromcs ¢
NPUKAOYeHYeCKUMU aKMU8HOCMAMU.

B cospeMmeHHbIX yc08USIX 0COBEHHO 8AXCHbI
HaodexHsle B2B-cea3u. B3aumosbi200Hoe
compyoHU4Yecmeo ¢ omeaAMU U N0KAAbHbIMU
onepamopamu no3eossem npedaa2ams
KAUeHMAM 3KCKAK03UBHbIE yCA08US U 2UbKUE
mapugel. Win-win cmpamezus - He npocmo
MOOHbIU mepMUH, a He06xo0uMocme 015
ycmoliyugozo busHeca.

B 2025 200y digital-mapkemuHz selwien Ha Ho8bIl
ypogeHs. [ToMUMO KAaCCUYeCcKUX PeKNaMHbIX
UHCMpPyMeHmos, 8ce 60/16WYH0 PoabL U2Pam
supmyasnsHeie mypsl, Al-koHCynemaHmel U
NepCcoHanU3upo8aHHbIe mpeaen-nodbopKu.
MoHumopuHz2 mpeHA08, CuMbHbIE NAPMHepcMea
u KpeamusHslU digital - mpu kuma, Ha Komopubix
cmpoumcs ycnex. A2eHmcmea, 20mosele

K 66icmpoli mpaHcpopmayuu, He NPoCcMo
8bIXUBAIOM 8 YC/0BUAX HECMKOU KOHKYPeHYuUU,
HO U 300at0om Ho8ble CMaHOapPMel OMPACAU.

Sergey Agafonov CEO of

“Last Minute Tours LLC", with 28 years of
experience in the travel industry, ana-
lyzes the current 2025 season.

In his view, the traditional top three desti-
nations remain unchanged: Turkiye firmly
holds first place, followed by domestic
tourism within Russia and Egypt sharing the
second and third spots.

The main risks of the season are related to
the ongoing effects of sanctions, although
the situation with air travel is gradually sta-
bilizing. Visa regulations have become more
stringent - processing now takes about a
month, and visas are issued strictly for the
travel dates.

A notable feature of the season has been
the entry of new players into the tourism
market - banks and online marketplaces.
However, their attempts to mass-sell pack-
age tours have so far seen little success due
to a lack of professional expertise in this
highly specialized field. The core mass-mar-
ket traveler continues to seek the best
value for money, although the VIP segment
remains active.

In a rapidly evolving tourism landscape,
successful agency operations require a com-
prehensive approach. It is essential to build
and maintain direct relationships with hotel
representatives, enabling quick resolution
of client issues. Continuous professional de-
velopment is equally important. The current
environment calls for active use of digital
tools - from social media to targeted adver-
tising. The development of the B2B segment
is gaining particular importance through
specialized platforms such as HelloOtel,
which open new opportunities for profes-
sional growth and collaboration.

According to the expert, despite all the
changes, the fundamental principles of the
tourism business remain the same: profes-

sionalism, customer orientation, and the
ability to adapt to new realities.

Sérgey
Agafonov

CEO
Last Minute Tours LLC

Cepeeii A2a¢poHos, 2eHepansHolili dupekmop
000 «Cemb Maza3zuHoe lNopawjux lymeeok»

€ 28-nemHum oneImom pabomel € mypusme,
aHanu3supyem mekyuwjuili ce30H-2025.

[To e20 Hab0eHUAM, MPAOUYUOHHAA

mpolika nudepoe coxpaHaemcs: Typyus
yeepeHHO 3aHUMaem nepeoe Mecmo, Poccus
(6HympeHHuUl mypu3m) u Ezunem desam

210 U 310 nosuyuu. OCHoBHble pUCKU Ce30Ha
C8A3GHbI C N0Ce0CMBUAMU CAHKYuUl, xoms
cumyayus ¢ ae8uanepeso3Kamu NocmeneHHo
cmabunusupyemcs. Busoselil pexcum cman 6osee
CMpozum - opopmaeHUe 3aHUMAem 0KO/0 Mecsyd,
Q 8U3bI 8bI0QHOM CMPO20 HA OaMbI NOE30KU.

OcobeHHOCMbIO Ce30HA CMAs0 NosiB/eHUE HOBbIX
U2pOoKo8 Ha Mypucmu4eckom pbiHKe - 6aHK08 U
Mapkemnelicos, 00HAKO UX NONLIMKU MACCOBO
npodasames nakemHsle mypsl NOKA He y8eHYaNUCh
ycnexom u3-30 omcymcmeus Heo6xo0umo20
npogeccuoHanusmMa 8 amodl cneyugpuyeckol
cpepe. OcHosHOU Maccosblli mypucm ce2o0Hs
uwjem onmumMasbHoe COOMHOWeEHUE YeHsl U
Ka4yecmea, xoms coxpaHaemcs u VIP-ceemeHm.

B ycnosusix OUHAMUYHO MeHsU,e20cs
mypucmu4ecko20 peIHKQ ychewHas
desmenbHOCMb a2eHmcme mpebyem
KOMN/1ekcHo20 nodxoda. Heobxooumo
8bICMpausamMs U N0A0epHUBAMb NPSMble
KOHMakmel ¢ npedcmasumensimu omesel - 3mo
no3eosiem onepamueHo pewamse 803HUKAOU4UE
gonpocsl. O4YeHb BANHO NOCMOAHHOe
npogeccuoHansHoe pazsumue. CospemeHHble
peanuu oukKmyrom Heo6xo0uMoCmMe AKMUBHO20
ucnose3oeaHus digital-uHcmpymeHmos - om
coyuansHeix cemeli 00 mapaemupo8aHHOU
peknamel. Ocoboe 3HaYeHue npuobpemaem
passumue B2B-HanpassieHus Yepes
Cneyuanu3upoBaHHbLIE NIAM@OPMbl, MAKUE

kak HelloOtel, komopsie omkpbigarom Hoable
803MOXCHOCMU 011 NPOPECCUOHANLHO20 POCMa U
compyoHu4ecmea.

1o MHeHU 3Kcnepma, HeCcMompA Ha

8cCé U3MeHeHUH, ¢yHaGM€HmGﬂbele
npuHyunsl pa6omb/ 8 mypu3me ocmaromcsa
Heu3MeHHbIMU: npO¢€CCUOHGﬂU3M,
KAUGHMOOPpUEHMUPOBAHHOCMb U yMeHUe
aaanmupoeambc,q K HO8bIM peasusmM.
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Natalia
Gamenko

Deputy Director of Sales
Rozovyy Slon Rashpilevskaya / Krasnodar, Russia

Tourism Development Support Fund
of the Kyrgyz Republic

Kyrgyzstan in the 2025 Tourist Season:
New Opportunities

According to Aizhan Amangeldieva, Chief
Specialist of the Tourism Development
Support Fund of Kyrgyzstan, the year 2025
has become a turning point for the country’s
tourism industry. The current season shows
steady growth in demand for niche tourism
experiences. Cultural and educational tours
along the Great Silk Road and programs in-
troducing nomadic traditions are in demand
year-round. Seasonal activities are distribut-
ed as follows: trekking and mountaineering
(April-October), beach holidays (May-Sep-
tember), and ski tours (December-March).

The main challenge remains transportation
accessibility (rated 6 out of 10),

particularly in remote regions. However,
the visa regime remains liberal, and air con-
nectivity is stable.

Currently, most tourists (70%) seek services
offering an optimal balance between price
and quality. Additionally, 40% are willing

to pay more for enhanced comfort and
unique experiences. The premium segment
accounts for 30%, while 20% prefer bud-
get-friendly options.

Key priorities for the 2025 season include
strengthening industry partnerships, of-
fering personalized services for VIP clients,
active promotion through social media,
and maintaining ecological balance. Direct
relationships with hotels and a focus on
traditional (offline) training methods also
play a significant role. B2B cooperation is
developing rapidly, enabling the exchange
of professional expertise.

“Kyrgyzstan offers unique tourism prod-
ucts,” says Aizhan Amangeldieva. “Our
mission is to maintain a balance between
infrastructure development and the preser-
vation of natural heritage.”
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Chief Specialist of the Marketing
and International Cooperation Department

Koipae13cmaH 6 mypucmu4yeckom ce3oHe
2025: Hogble 803MOXCHOCMU

AlicaH AMaHzensouesa, 21a8HbIU cneyuanucm
®oHOa noddepxKu passumus mypusma
KeipebizacmaHa, ommeyaem, ymo 2025 200
€masn nepesoMHsIM 015 mypucmuydeckoli
ompacau cmpaHsl. Tekywuli ce30H
deMoHCmMpupyem ycmoliyugelli pocm uHmepeca
K Cneyuaau3upoB8aHHsIM 8UOaM omosixa.
KynemypHo-no3HasamesibHele Mapwpymsel No
Benukomy Lllesikosomy nymu u hpo2pammel
3HaKoOMCcmea ¢ KoYesbiMU mpaduyuamu
no/b3yromcs cnpocom Kpyanelli 200. Ce30HHebIe
aKmusHoCmu pacnpedensiromcs caedyrouum
06pa30M: MpeKuH2 U abNUHU3M (anpess-
0KMAbPL), NAAHCHLIG 0mOAbix (Mali-ceHMA6PL),
20PHO/bIXCHbIE MYpbl (0ekabps-Mapm).

OcHosHoli hpobsemoli ocmaemcs
mpaHcnopmHas docmynHocme (6/10), ymo
0C06eHHO owywaemcs 8 0moasaeHHsIX
pez2uoHax. lpu 3mom 8u308slIl pexcum
ocmaemcs ubepasibHbIM, 0 agUacoobujeHue
CMabUbHBLIM.

Ha ceco0HsawHuUl 0eHb 6016UWUHCMEB0
mypucmos (70%) selbuparom ycayau ¢
0NMUMOQ/I6HLIM COOMHOWeHUEeM YeHbl U
kayecmea, hpu 3mom 40% 2omossl n1amume
30 NOBbLIWEHHbIT KOMOpM U YHUKA/IbHbLIE
eneyamaeHus. /joa5 nNpeMuanbHbIX KAUEHMOo8
cocmaensgem 30%, a 20% omoarom
npedno4ymeHue 61003 emHsIM 8apUAHMAM.

KnroueabiMu HanpaesneHUAMU ce30Ha-2025
ABAAOMCA YKpenseHue ompacneso2o
napmHepcmea, nepcoHanu3upPo8aHHbIU cepauc
0214 VIP-knueHmos, akmugHoe npodsuxceHue

8 COYUA/IbHLIX Cemsx, a makie 306oma o
COXPAHEeHUU 3K0/102u4ecko20 6anaHca. BaxcHyro
pO/b U2parom AUYHbIE KOHMAKMbl C OMeaAMU, o
makoe akyeHm Ha mpaduyuoHHele (0pPaaliH)
popmel obydyeHuA. IHmeHcusHo passusaemcs
B2B-compydHu4ecmeo 0415 0bMeHa 0nbImMoMm.

“Kelpebi3cmaH npednazaem yHUKAAbHbIE
mypucmuyeckue npodykmel, - ommeyaem AlxaH
AmaHzensouesa. - Hawa 300040 - COXpaHUMeb
601aHC Mexdy pazsumuem UHGpacmpykmypel u
3auumod npupodHo20 Hacsedus”.

Tourism Season 2025:

Realities of the Southern Market

Natalia Gamenko, Deputy Director of Sales with
over 20 years of experience in the travel indus-
try, observes that in 2025, traditional demand
remains strong for departures from southern
airports. Turkiye, Egypt, the UAE, and Thailand
continue to lead the charts. A noteworthy
newcomer this season is Sri Lanka, which has
gained popularity among tourists from Russia’s
Southern Federal District. For travelers flying
out of Moscow, the Maldives, Indonesia, China,
and other exotic destinations are particularly

appealing.

The 2025 season also brings several challeng-
es: a shortage of available flights, inconve-
nient layovers, widespread flight cancellations
(FlyDubai's New Year cancellations left a lasting
impression), and stricter visa regulations. Many
countries, including Cyprus and several Euro-
pean nations, have significantly tightened entry
requirements. Combined, these factors create
a complex environment for travel agencies.

Another trend this season is the emergence

of large aggregators; however, their market
impact remains limited for now. Most travelers
continue to rely on professional travel agen-
cies, valuing their personalized service and
expertise.

An analysis of the customer base reveals
several distinct categories. Around 20% are
VIP clients willing to pay for premium service.
The majority (60%) are travelers seeking the
best value for money. Another 20% opt for
budget-friendly options while still considering
overall quality. Clients focused solely on the
lowest price are extremely rare.

To remain effective under current market con-
ditions, travel agencies must build direct rela-
tionships with hoteliers, invest in staff training,
implement digital tools, engage in B2B industry
communication, and combine online solutions
with traditional familiarization tours.

Typucmu4eckuii ce30H 2025:
peasnuu X3 HO20 Hanpae/sneHus
Hamanes [ameHKo, 3aMecmumesne Oupekmopa
no npodaxam ¢ 20-1emHUM ON6LIMOM 8 mypu3me,
ommeyaem, ymo 8 2025 200y coxpaHsemcs
MpaduyuoHHseIl CNPOC HO HaONPAB/aeHUs U3
HoJCHbIX a3ponopmos: Typyus, Ezunem, OA3 u
TaunaHOd. HosuHkoli ce3oHa cmana LLpu-JlaHka,
X0opowo 3apekoMeHO0o8a8was ceba cpedu
mypucmos FO®O. Ans ssinemaroujux u3 Mockesi
nonyssapHel Masneoussl, IHOoHe3us, Kumad u
opyaue 3K3omu4yeckue HanpasaeHus.

Tekywuli ce30H-2025 conpoegoxcdaemcs psadom
puckos: depuyum aguanepeso3ok, pelicsl ¢
Heyd06HbIMU CMbIKOBKAMU, MACCOBbIE OMMeHbl
pelicos (0C06eHHO 3aNOMHU/IUCL HOBO200HUE
omwmeHsl FlyDubai) u yxcecmoyeHue 8u308bix
npasus - MHoz2ue CmpaHsl, skaroyas Kunp

u 2ocydapcmea Esponel, 3Ha4UMeN6HO
yaKecmoyuau ceou npasusaa eve3oda. Smu
dakmopesl 8 COBOKYyNHOCMU popmMupyrom
C/I0XHCHYHO Cpedy 0415 pabomsl mypucmu4eckux
KoMnaHuli 8 mekyujem ce3oHe.

OcobeHHOCMbI0 Ce30HA CMA0 NosiB/eHUE
KpynHblX a2pe2amopos, 00HAKO UX 8AUSHUE
HQ pbIHOK NOKA MUHUMQ/1bHO. bo6WUHCMEB0
mypucmos no-npexcemy 008epsom
NpopeccuoHaNbHLIM a2eHMCMeaM, YeHs ux
UHOUBUAYANbHbIU N0OX0O.

AHanu3 knueHmckol 6a3sl NoKa3eieaem, 4mo
Ce200HAWHUE mypucmeol 0ea5mca HO HeCKO/bKO
kamezopud. Okono 20% cocmasasaom VIP-
K/UeHmebl, 20mossele Naamumse 30 Npemuym-
cepsuc. OcHosHyr maccy (60%) npedcmaendom
nymeuwecmeeHHUKU, ulyujue onmumansHoe
coyemaHue yeHsl U kayecmea. Euje 20%
OpUEHMUPOBAHbI HO 600X EeMHbIe NPedNOHEHUS
C NOHUMOHUEeM npuHyUna “yeHa-ka4yecmao”,
KpaliHe pedko ecmpeyaromca KaueHmel,
opueHmMuUpyrowuecs UcK4umensHoO Ha
MUHUMG/IbHYIO YeHy.

Ana sppekmusHoli pabomel 8 mekyujux
ycno8usix mypazeHmcmeam Heo6xooumMo
pa3su8aMb NPSIMble KOHMAKMbI C OMebepamu,
uHeecmuposame 8 oby4yeHue nepcoHana,
gHedpAmes digital-mexHonozuu, 3a0elicmeosame
ompacnessie B2B-KoMMyHUKQUyUU U CO4emMame
OHAQUH-POopMamel C MPAOUYUOHHbIMU
PEeKAaMHbLIMU MypPamu.
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Tourism Season 2025:

Realities and Prospects

Ekaterina Egorova, CEO of the Mos-
cow-based FAETON Line Travel Agency
with 25 years of industry experience,
shares timely insights into the current
tourism season. According to her observa-
tions, the traditional destinations - Turkiye,
Egypt, and the UAE - continue to dominate
in 2025.

The key risks this season are distributed
as follows: Visa challenges (7/10): Stricter
entry regulations continue to complicate
travel planning, Flight limitations (6/10):
Unstable schedules remain a persistent
headache for tour operators, Aggregator
pressure (5/10): Digital giants are increas-
ing competitive pressure on traditional
businesses.

However, a welcome surprise in 2025 has
been the near elimination of flight avail-
ability issues (1/10), marking a significant
improvement from previous years.

Travelers have become highly selective.
Only 3% fall into the VIP category, while
the majority are thoughtful tourists seek-
ing the best balance of price and quality.
Just 10% of travelers are solely focused
on the lowest cost, disregarding service
quality.

Egorova emphasizes the critical impor-
tance of direct communication with hotel
managers to swiftly resolve operational
issues. Continuous staff training through
webinars and workshops - especially for
young professionals - is becoming essen-
tial for success. Digital promotion is also a
top priority, including work with reels and
stories, as well as active engagement in
the B2B segment through platforms like
HelloOtel, which facilitates knowledge ex-
change and sparks new ideas for business
development.
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Typucmuyeckuii ce30H 2025:
peanuu u nepcnekmuesl
EkamepuHa E2opoea, 2eHepasbHbIl dupekmop
mMockoecko2o azeHmcmea FAETON Line Travel
Agency ¢ 25-1emHum onelmom pabomel,
deaumca akmyansHol uHpopmayuel o
mekyujem mypucmuyeckom ce3oHe. [o ee
Ha6100eHUsAM, MPaOUYUOHHbIE HANPABAEHUS
- Typyus, Ezunem u OA3 - coxpaHsatom
audepckue nosuyuu 8 2025 200y.

OCHOBHbIE PUCKU CE30HA pacnpedenunucs
1edyrouumM 06pa3om: eu3osele

cnoxcHocmu (7/10) - yrcecmoyeHue npasus
npodosaem o0C/10XHAMb NAAHUPOBAHUE
noe30ok; o2paHu4eHus nosemos (6/10) -
Hecmabu/bHOCMb pacnucaHul ocmaemcs
20/108HOU 601610 MypoONepamopos;
akmueHocme azpezamopos (5/10) - yuppossie
2u2aHmMel ycunuearom oaesneHue Ha
mpaduyuoHHsIl 6usHec. [lpu smom depuyum
nepeso3ok NPaKmMu4ecku coules Ha Hem
(1/10), ymo cmaso npUAMHsIM CHOPNPU3OM
ce30Ha-2025.

lymewecmeeHHUKU cmMasau HegeposimHO
usbupamesnbHel: AUWG 3% cocmasidaom
VIP-knueHmesl, mo20a Kak 0CHO8HaAA

mMacca - 3mo 80ymyugele mypucmei,

uwywue onmumasibHoe coyemaHue YyeHsl

u kayecmea. lpu 3mom mossko 10%
mypucmoe nNosIHOCMbH OPUEHMUPOBAHbLI HA
MUHUMGQ/IbHYO CMOUMOCMb, He y4umeleas
KaQ4ecmeo 06C/1yHUBAHUS.

3kcnepm nodyepkusaem 0cobyro 8aXHHOCMb
nNpsAMbIX KOHMAKMO8 C 0MesbHbIMU
MeHedxcepamu 0/ 0Nepamu8Ho20 pelleHUs
803HUKarOWUX 8onpocos. [TocmosiHHoe
oby4eHue compyodHUKO8 Yepe3 sebUHAPbI

U 80pKWONe.l, 0CO6€HHO 019 MO/00bIX
cneyuaauCMo8, CMaHoO8UMCSA 0643amesbHbIM
ycnosuem ycnexa. Ocoboe eHUMAHUE
yodensemcs digital-npodsuxceHuro, 8kar04as
pabomy ¢ pusac u cmopus, a makice
aKkmueHoMy yyacmutro 8 B2B-cezmeHme,
makom kak naameopma HelloOtel, umo
no3eosiiem 06MeHUBAMbCA ONLIMOM U
2eHepuposame Hoasble udeu 04151 pazsumus
busHeca.

Analysis of the 2025 Season by

Jalal Ismailov, General Director

of the Azerbaijan Tourism Board
Representative Office in Russia

According to current data for the 2025 sea-
son, beach tourism continues to lead among
tourist preferences. For Azerbaijani travelers,
a stable top three destinations has emerged:
Turkiye remains the undisputed leader, fol-
lowed by Russia in second place-thanks to its
cultural tourism offerings and historical ties-
and Georgia in third, attracting travelers with
its geographic proximity and Black Sea resorts.
Growing interest is also noted in destinations
such as Serbia and Montenegro in Europe,
Kazakhstan and Uzbekistan in Asia, and Qatar
in the Middle East.

Transport links between Russia and Azerbai-
jan are seeing peak activity: AZAL operates 28
weekly Baku-Moscow flights, Aeroflot runs 14

per week, and additional flights are available

from cities like Yekaterinburg, St. Petersburg,
and Tyumen. The visa regime remains liberal:
most of the popular destinations for Azerbai-
jani travelers-including Turkiye, Georgia, and

Russia-do not require a visa.

This season, competition between digital ag-
gregators and travel agencies continues: the
former lead through volume and special con-
ditions, while agencies stand out by offering
better service and responsiveness.

Azerbaijan welcomes a wide variety of tour-
ists-from VIP guests to transit travelers-but the
premium segment remains the most resilient
to currency fluctuations.

Throughout the 2025 season, travel agents

are consistently improving their skills through
webinars and conferences, actively adopting
digital tools, and strengthening B2B partner-
ships with hotels and tour operators. The key
success factors in 2025 are professional adapt-
ability, deep expertise, and the ability to com-
bine tradition with innovation.

Jalal_ ,
Ismailov

General Director
Azerbaijan Tourism Board
Representative Office in Russia

AHanu3 mekywe2o ce3oHa 2025

200a om Ucmaunoea [rcanana
Pycmamoeuya, 2eHepanbHO20 dupekmopa
lpedcmasumenscmea bropo no Typusmy
Asep6alioxcaHa e PP:

[To 0aHHbLIM Ha meKywuli Ce30H, NAAXCH®bIU
0mMObIX NO-NpPeXCHeMy COXpaHsaem Audepcmeo
cpedu mypucmuyeckux npednoymeHud. Ans
a3epbalioHaHCKUX mypucmos cpopmuposancs
ycmodiyuesili mon-3 HanpaeneHul: a6CoNMHbIM
nudepom ocmaemcs Typyus, 2e mecmo
3aHumMaem Poccus, 6s10200aps KyA6mypHOMy
mypusmy u ucmopuydeckum cessam, 3e - [py3us,
npuesekarouas ceozpaguyeckoli 6u30CmMoto U
YyepHOMOPCKUMU Kypopmamu. Ommevaemcs u
pacmywuli uHmepec K MaKUM HanpasieHuUAM,
kak Cepbus u YepHozopus e Espone, KazaxcmaH
u ¥Y36ekucmaH e Asuu, Kamap Ha bauxHem
Bocmoke.

B cgpepe mpaHcnopmHoz0 coobujeHus

mexcdy P® u AsepbalioxaHom Habaodaemcs
nukosas akmusHocme: AZAL gsinosiHaem

28 exceHedenbHbix pelicos baky-Mockesa,
“Aspogpsiom” - 14 pelicos e Hedesnro, makxice
ocywjecmenaromcs hepenémei U3 EkamepuH6bypaa,
CaHkm-llemepbypza, TromeHU u Opyaux
pocculickux 2opodos. Buzoswlili pexcum ocmaémcs
nubepanbHuIM: 6016WUHCMBO NONYAAPHLIX
HanpaeneHul 018 azepbalioxaHyes, 8K1YAS
Typyuro, Ipy3uro u Poccuro, He mpebyrom 8us3.

B mekyujem ce30He npodomxaemcs KOHKYpeHYus
Mexoy aepe2amopamu U a2eHmcmeamu: hepgele
AUduUpyrom 3a c4ém o06vEMO8 U cneyycnosud,
moz20a Kak a2eHMcmea 8bllU2pblearom 3a cHem
cepsuca u onepamueHoOCMu.

A3epbalioxaH npuHUMaem pa3HoO0bPa3HbIX
mypucmos - om VIP-2ocmeli 00 mpaH3umHsix
nymeuwecmeeHHUKO8, HO Haubosee ycmoli4ugsiM
K K0/1e6aHUAM 8Q/IFOMHbIX KypCO8 0Cmaemcs
npemMuaneHsIl cezcmeHm.

B mekyujem ce3o0He mypa2eHmsl NOCMOSHHO
cosepuieHcmeayromcs (y4acmue 8 8e6UHAPAX

U KOHpepeHYusx), aKmueHo Ucno/s3yrom
digital-uHcmpymeHmel, pazsusarom B2B-
napmdépcmea ¢ omesAMU U myponepamopamul.
Knrouesbimu ¢pakmopamu ycnexa 8 2025 200y
cmasiu npopeccuoHanbHaA 2ubKkocme, 2/1y60Kas
3KCnepmu3a U yMeHuUe coyemame mpaouyuu u

UHHOBAYUU.

TOURISM EXPLORER

41



Tourism Season 2025:

An Expert Perspective

Yury Makarevich, Deputy Director of Doro-
goby LLC with 18 years of experience in
tourism, shares his insights on the current
season. Turkiye remains the undisputed
leader in demand, thanks to its Mediterra-
nean and Aegean resorts. A major high-
light is last year's newcomer-the “Egyptian
Maldives” in El Alamein-which is showing a
record number of repeat visitors. The UAE,
Qatar, and Egypt's classic resort destina-
tions also continue to be popular.

In Belarus, the primary flight program is
operated by Belavia, offering routes to
Turkiye, the UAE, Egypt, and other coun-
tries. Additional options are provided by
Flydubai, with direct flights to Dubai and
access to exotic destinations via connec-
tions. With minimal risks related to

air travel, tourists are primarily
concerned about weather conditions

at resort locations.

Belarusian travelers mostly prefer fam-
ily vacations with a strong emphasis on
child-friendly infrastructure. Mid-range
hotels with good service remain top sell-
ers, while niche tourism products are also
gaining popularity. Given the short sum-
mer season, high-quality beach holidays
are particularly in demand.

For travel agencies, direct contact with
hotel managers remains critical for resolv-
ing non-standard issues. Continuous staff
training, in-depth product knowledge, and

participation in professional events-in-
cluding HelloOtel forums-are essential for
success. Effective use of digital marketing

tools has also become a key factor.

Working in the B2B segment opens up
new opportunities for professional growth
and experience sharing. Today's tourism
landscape demands a comprehensive
approach that blends traditional methods
with innovative solutions.
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Yu'ry

Makarevich

Deputy Director
Dorogoby Agency

Typucmuyeckuii ce30H 2025:
aKmyanbHasa KApmuHa om 3Kcnepma
FOpuli Makapesuy, 3amecmumesns dupekmopa
000 «/Jopozobali» ¢ 18-nemHuUM oneIMom

8 mypu3me, deaumcs Hab61H0eHUAMU O
mekyujem ce3oHe. be3ycs108HbIM 1UOEPOM
chpoca ocmaémcs Typyus ¢ eé Kypopmamu
CpeduzemHo20 u 3zelickozo mopel. Ocobsili
UHMepec 8bi3bleaem HOBUHKA NPOWw/1020 2000
- “Eaunemckue Manedusel” 8 Inb-AnameliHe,
deMOHCMpuUpyrowas pekopodHoe Koau4ecmeo
noemopHsIx mypucmos. TpaduyuoHHO
nonynsapHsl OA3, Kamap u kaaccu4yeckue
e2unemckue Kypopmel.

B benapycu ocHo8HasA nosIEMHAA npo2paMMa
obecneyusaemcs aguakoMnaHueu
«benasua», npednazaroweli HanpaesaeHus

8 Typyuro, OA3, E2unem u dpyaue cmpaHel.
ZonosHumesneHele 803MOXHOCMU 0aém «Fly-
dubai» ¢ pelicamu 8 Aly6ali u 3k3omu4eckumu
HanpaeseHUsMU Yepe3 CMblKoBKU. PUCKU
nepesnémos MUHUMA/bHbI, NO3MOMY 2/108HO€
6ecnokolicmeo mypucmos - N0200HbIe
ycnosus Ha Kypopmax.

benopycckue mypucmel npeumyujecmeeHHo
gblbuparom cemeliHbIl 0mObIX C AKYeHmMom
Ha demckyro uHPppacmpykmypy. Jludepom
Npooax ocmarmcsi omesau cpedHe20
YeHoB8020 ce2MeHmMa € Xopowum

cepsucoM, 00HOBPeMeHHO yseau4u8aemcs
nony/aApHOCMb HUWEBLIX MypuCmMuYeckux
npodykmos. B ycnosusx kopomkozo sema
0C06eHHO 80CMPE6OBAH KAYECMBEHHbIU
NAAMHCHbIG 0MObIX.

Ana ycnewHol pabomel mypazeHmam no-
npexHemy Kpumu4ecku 8axcHsl NPsMble
KOHMAKmMbl C 0mesibHbIMU MeHeoxepamu

014 peweHuUss HeCmaHOapmMHsix cumyayud,
nocmosHHoe oby4eHue U yany61EHHOe 3HaHUe
npodykma, y4acmue 8 NpopeccuoHanbHbIX
MeponpuamMuUsx, 8K104as1 popymel
naam@opmel HelloOtel, a makxce epamomHoe
ucnose3oeaHue digital-uHcmpymeHmos
NpooBUMCEHUS.

Paboma e B2B-ceameHme omkpeleaem Hogble
803MOXCHOCMU 018 NPOPECCUOHANLHO20
pocma u 0bMeHa 0NneIMoMm ¢ Kos/1e2amul.

Alla Glyva, a tourism expert with 25 years of ex-
perience, founder of Turbar Lounge, coach, and
blogger, shares her analysis of the travel market

in 2025.

For Ukrainian travelers, tours departing from
Chisinau have recently become attractive due

to their lower prices-but they come with certain
nuances: low-cost airlines often experience flight
delays, and last-minute departures can be compli-
cated by inconvenient transfers.

European destinations also have their drawbacks.
Many tourists face variable airfares from low-cost
carriers and strict baggage policies. Furthermore,
partnerships with European tour operators often
yield lower commissions, making these destina-
tions less profitable for travel agencies.

Another challenge lies in working with Ukrainians
living abroad, who prefer to pay for tours in euros.
Not all travel agents-especially those registered

as sole proprietors (FOPs) in Ukraine-can process
such payments technically, limiting their potential
client base.

Bus tours remain popular thanks to their afford-
ability and ease of organization: a traveler simply
boards in one city and disembarks in another.
However, this format has significant downsides:
Long journeys that exhaust even seasoned travelers;
Border complications such as queues, delays,

and extra inspections;

Technical malfunctions that can disrupt the trip
entirely; Lower comfort levels compared to air travel,
especially at a low average price point.

Despite these disadvantages, demand for bus
tours remains strong, especially among bud-
get-conscious travelers.

The pandemic accelerated the digital shift: video
content has become the primary sales tool. Short
videos (Reels, TikToks) engage viewers, YouTube
reviews provide detailed presentations of tours,
and live streams create a sense of immediacy. The
key to success lies in expertise-deep knowledge
combined with energetic delivery builds trust and
drives the desire to book with you.

Alla
Glyva:

Tourism Expert, YouTube Blogger,

Coach and Trainer in sales, Personal Branding,
and Social Media.

Owner of the travel company Turbar Lounge
Ukraine, Kyiv

Anna 16180, mypucmu4eckuti 3kxcnepm ¢
25-nemHum cmadicem, ocHosamens Turbar
Lounge, koy4 u 6s102ep, aHaAU3Upyem pbiHOK
nymewecmeul-2025.

JA5 YKpauHYyes HelHe nony/spHele mypsl U3
KuwuHésa npusnekamensHsl UeHAMU, HO UMerom
HIOGHCbI: nepeHOoCsI pelicos y 10yKocmepos u
CI0HHOCMU C MPAHCHEPAMU NPU CPOYHbIX
8bl1emax.

Esponelickue HanpaeneHus Makxce He NUWeHbl
no0e8odHsIx KamHel. MHo2ue mypucmel
CMAKUBAOMCA C HePUKCUPOBAHHbLIMU
mapugamu aguakoMnaHuli-10yKkocmepos u
HECMKUMU 02PaHUYeHUAMU no 6az2axcy. Kpome
moz2o, compyodHU4ecmeo ¢ egponelickumu
myponepamopamu 4acmo NPUHOCUM MeHblWue
KOMUCCUOHHbIE, YmO desaem 3mu HanpasaeHus
MeHee 8bI200HbIMU 0/19 02eHmMcme.

OmoenbHas CI0XHOCMb - Paboma € yKpauHYamu
3a 2paHuyeli, kKomopele npedno4yumarom
on/a4usame mypsl 8 egpo. He ece azeHmel,
0C06€eHHO ¢ ykpauHckum ®OlMom, mocym
mexHu4ecku obecne4yumes Makyr 803MOXHOCME,
umo cyxaaem Kpy2 NomeHYyuanbHbIX KAUEHMOos.

ABmobycHble mypsl 0CMarMCcs NONYAAPHLIMU
6/10200aps HU3KOU CMoOUMOCmMU U hpocmome
op2aHU3ayuUU: naccaxupy 0oCmMamoyHo

cecms 8 aemMobyc 8 00HOM 20pode U sbllimu

8 dpyzaom. OOHAKO y 3mozo popmama ecme
cepbE€3Hble Hedocmamku: 01umesnbHele nepeesos,
ymowmasrouwjue 0axe cambix 8bIHOCAUBbIX
mypucmos; npobsieMel Ha 2PAHUYAX - 04epedu,
3a0epxKu, 00N0MHUME/bHbLIE NPOBEPKU;
mexHuyYeckue Heno/saoKu, Komopele Mo2ym
copsame noe30Ky; 02paHUYEHHbIU KoMpopm
Nno CpasHeHUo C aguanepenémamu, 0cob6eHHo
npu HU3KOM cpedHeMm Yyeke. Hecmomps Ha

3MU MUHYCbl, CNPOC HO 8MOBYCHbIE Mypbl
COXpaHsAemcs, 0C06eHHO cpedu 6r00HEeMHbIX
nymeuwecmeeHHUKO8.

lMaHdemusa yckopuaa yugdposusayuio:
8UOEOKOHMeHM CMas 2/a8HbIM UHCMPYMEHMOM
npodaxc. Kopomkue sudeo (Reels, TikTok)
goesekarom, 063opel Ha YouTube demasnbHO
npeseHmyrom mypel, a Live-popmamel cozoarom
appekm npucymcmeus. Knroyesol pakmop
ycnexa - 3kcnepmHocms: 2/1y60Kue 3HaHUA U
3Hep2u4YHas noda4ya popmupyrom dosepue u

HesnaHue Kkynumse UMEHHO y 8dcC.
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Fataliyev
Tural Vagif

General Manager
Atlas Hotel Baku / Baku, Azerbaijan

B nocnedHee epems mypucmuyeckas ompace
A3ep6alioxaHa CmosKHyAACk C Cepbe3HbIMU 86I13080MU.

Rashida
Shaikenova

Director of the Kazakhstan

Tourism Association (KTA)

President of the Kazakhstan Association
of Hotels and Restaurants (KAGIR)

Typucmudyeckuii ce30H 2025 200a:
akcnepmHoe eudeHue om KasaxcmaHckoii

In recent times, Azerbaijan’s tourism industry

has faced significant challenges. Military conflicts
between India and Pakistan, as well as between
Israel and Iran, have led to an approximate 40%
decrease in inbound tourist traffic. The situation
has been further aggravated by the cancellation
of most direct flights from these countries, as well
as from the UAE, severely limiting travel opportu-
nities. However, despite these difficulties, Azer-
baijan retains key competitive advantages - most
notably its simplified visa application process via
the online platform asanvisa.az, considered one
of the most user-friendly systems globally.

An essential aspect of tourism development lies
in the cooperation between travel agencies and
reliable travel package platforms. This approach
minimizes the risks tourists may face due to un-
foreseen circumstances, while providing agencies
with a stable source of income. This is especially
relevant for the budget travel segment, where
clients seek the best value for their money. For
example, Atlas Hotel Baku is specifically oriented
toward such guests - those who value comfort but
must remain budget-conscious.

For travel agencies, maintaining strong commu-
nication with hotels is absolutely critical. Regular
updates on current prices, renovations, special
campaigns, and promotions allow agents to offer
their clients the most up-to-date and beneficial
options. In a highly competitive market, speed
and accuracy of information are key success
factors.

In terms of global trends, 2025 shows growing
demand for destinations far from conflict zones.
Tourists now prefer countries such as Turkiye,
Thailand, and European nations where safety and
stability are assured.

The role of social media in modern tourism
cannot be underestimated. Social platforms have
become not only marketing tools, but also essen-
tial channels for feedback. Through social media,

travelers can quickly access information about
hotels, read authentic guest reviews, and see how
hotels respond to customer feedback. This trans-
parency plays a crucial role in building trust and
customer loyalty.
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BoeHHble koHpaukmel mexcdy MHouel u Makucmaxom,
a makdie Mexcoy Vspaunem u VipaHom npusenu K
COKPAWeHU Mypnomoka 8 CMpaHy NPUMepPHO Ha
40%. Cumyayuro ycy2ybuna ommeHa 6016WUHCMBA
npsamMeix pelicog U3 amux cmpaH, a makxce u3 OA3,
Ymo CyuyecmeeHHO 02PAHUYUIO BO3MONHOCMU 0151
nymewecmeuti. OOHaKo, HECMOMPA HA COHHOCMU,
A3ep6alioxnaH CoOXpaHsaem c8ou KOHKYpeHmMHbie
npeumyujecmea, makue KaK ynpouwjeHHas 8u308as
npoyedypa 4Yepes oHAAUH-NAAMPOPMy asanvisa.az,
Komopas ocmaemcst 00HOU U3 Camelx yOObHbIX 8 Mupe.

BaxcHbIM acnekmom pazeumus mypu3sma seaaemcs
compyoHuU4ecmeo Mexdy GzeHmcmeamu u
HAO0exHbIMU NAaM@GopMamMu No NPooaxce
mypnakemos. Takol n00x0d MUHUMU3UPYyem pucku
0/11 Mypucmos, C8A3aHHble C HenpedB8uOeHHbLIMU
cumyayuamu, U 8 mo xe spems obecneyusaem
a2eHmcmeam cmabuneHsll 0oxod. OcobeHHO 3mo
aKmyasnbHO 014 ceameHma 6100xemHo20 mypu3sma,
20e KAUeHMb! Ulym onmumMa/ibHoe COOMHoWeHue
yeHsl U kayecmsa. Hanpumep, omens Atlas e baky
OpUeHMUPOBAH UMEHHO HO makux 2ocmel - mex,
Kmo yeHum KoM@opm, HO NpU 3MOM 8bIHYHOeH
y4umeleame pUHAHCOBbIE 02PAHUYEHUS.

Ana mypazeHmcme Kpumuyecku 80aX#HO
noddepxiueame mecHoe 83aumodelicmaue ¢ omeasamu.
Pe2ynapHell obMeH uHpopmMayueli 0 mekywux yeHax,
PEKOHCMPYKYUSAX, CNeyuabHbIX NPeodnoXeHUsX

U aKyusx no3eossiem npednazame KAUEHMam
aKmyasbHele U 8bI200HbIe 8OPUAHMSI. B ycnosusx
8bICOKOU KOHKYpeHYuU UMeHHO onepamueHoCmMs U
00cmosepHOCMb OOHHbIX CMAHOBAMCA K/1KYe8bIMU
pakmopamu ycnexa.

Ymo kacaemcs 2n106an6HbIX mpeHdos, mo & 2025

200y Hab00aemcsa pocm cnpoca Ha HaNPaeaeHus,
yoasneHHble 0M 30H B0EHHbIX KOHGAUKMO8. Typucmel
omaoarom npedno4YmeHue MakuMm CmMpPaHaM, KaK
Typyus, TaunaHd u 2ocydapcmeam Eeponel, 20e MOXCHO
66Imb yeepeHHbIM 8 6e30NacHOCMU U CMabUAbHOCMU.

Hesnb3a HedooyeHU8aMb po/b COYUANbHBIX cemeli
8 cospemeHHOM mypu3me. OHU CMAaAU He MO/bKO
UHCMPYMEeHMOM NPOOBUNEHUS, HO U BAXCHbIM
KaHas0M 06pamHoli cessu. Yepes coycemu MOXHO
onepamueHo noay4ame UHGOPMayuro 06 omesnsx,
GHA/U3UPOBAMb 0M3bI8bI PEAbHbLIX 20cmel U
0NepamusHoO peaauposame Ha Ux 3aMeYaHUA. IMo
0C06eHHO YeHHO 04151 popmuposaHUSA dosepus U
/108/16HOCMU KAUEHMO8.

Tourism Season 2025:
Expert Insights from the Kazakhstan
Tourism Association

Rashida Shaikenova is a leading figure in
Kazakhstan's tourism industry. As Director
of the Kazakhstan Tourism Association (KTA)
and President of the Kazakhstan Associa-
tion of Hotels and Restaurants (KAGIR), she
brings extensive experience and a deep
understanding of contemporary trends in
travel and hospitality. In this article, Rashida
Shaikenova shares her expert analysis of the
2025 tourism season, outlines key risks for
the market, and offers practical recommen-
dations for travel agencies and hoteliers.
What are the most in-demand destinations?
How is digitalization reshaping the industry?
And what skills are essential for today's tour-
ism professionals?

Read exclusive insights from one of the sec-
tor's most respected voices.

The year 2025 marks a new phase for Ka-
zakhstan's tourism market. The official
designation of the China Tourism Year has
strengthened Asia-bound travel both in-
bound and outbound. Visa-free travel for

84 countries and an open skies policy have
significantly improved transportation acces-
sibility, while the country’'s main air hubs—
Nur-Sultan and Almaty—offer direct flights
to dozens of destinations. This season, Asian
countries are experiencing record growth

in tourist flows and are setting global tour-
ism trends. The most popular destinations
include: Thailand, attracting travelers with its
unique blend of exotic culture, luxury beach-
es, and rich traditions; Vietham, known for its
affordability, stunning nature, and authentic
experiences; Bali (Indonesia), a top choice
for fans of premium resorts, natural beauty,
and spiritual retreats; Sri Lanka, offering a
perfect mix of beach holidays, natural land-
marks, and ancient cultural heritage; Japan,
impressing with its harmony of advanced
technologies, age-old traditions, and unique
landscapes.

Typucmckolii Accoyuayuu

Pawuoda UalikeHosa - knto4esas puypa

8 mypucmuyeckoli ompacau KasaxcmaHa.

Kak dupekmop KazaxcmaHckol Typucmckol
Accoyuayuu (KTA) u npeaudeHm Accoyuayuu
FocmuHuy u PecmopaHos (KAluP), oHa o6aadaem
YHUKQ/I6HLIM ON6IMOM U 2/1y60KUM NOHUMAHUEM
cospemeHHbIX meHOeHYul 8 cpepe mypusma u
2ocmenpuumMcmsa. B amoli cmamse Pawuda
PawudosHa desaumcsa npogeccuoHanbHbIMU
HabsrodeHuUAMU o ce30He 2025 2000,
QHO/U3UPYem pUcKu 0414 peIHKQ, a makxe daem
npakmuyeckue pekomeHoayuu 0415 mypazeHmcme
u omesnbepos. Kakue HanpaesneHUs cmanu
cameiMu 8ocmpebosaHHeIMU? Kak yugpposusayus
MeHsem npasusaa uzpsi? Y Kakue Hagbiku
Heobxodumel co8peMeHHOMY cneyuaaucmy 8
cpepe mypusma?

Yumatlime 3Kkck103UBHbIE UHCAlmsl om 00H020 U3
2/108HbIX IKCNEpPMo8 ompacau.

2025 200 03HamMeHo801 HOBbILU 3man 0414
Ka3aXCMaHCKO20 Mypucmu4ecko20 pblHKA.
OpuyuansHelli cmamyc [o0a mypusma

Kumas ycunun azuamckoe HanpaesneHue KaK

80 8b€30HOM, MAK U 8 8bIe30HOM mypu3me.
be3gu308bIl pexcum 014 84 cmpaH u

NoAUMUKAG OMKPLIMO20 He6a 3HaYUMENbHO
noesICUNU MPAHCNOPMHYHK 00CMYNHOCMEb,

a 2/108HbIe asuaxabel cmpaHsl - Hyp-CyamaH

u Aamamel - npedsaazarom npsamele pelicsl 8
decamku cmpaH. B amom ce3oHe azuamckue
CMPaHsI 0eMOHCMPUpPYoOM pekopOoHsIl

pocm mypucmu4yecko20 NOMoKa, GopmMupys
OCHOBHble MpPeHObI MUPOBO20 MypPU3MQ.
OcobeHHO socmpebosaHsl: TaunaHO - MaHAWUL
mypucmo8 yHUKG/IbHbIM COYeMaHUeM
3K30muy4eckol Ky/a6mypsl, POCKOWHbIX NAsxeU

u 6o2ameix mpaduyul; BeemHam - npusaekaem
docmynHeIMu yeHamu, nompscaroueli npupodoli
U aymeHmMu4HeIMU 8ne4amaeHUsMu; baau
(MHOoHe3us) - ocmaemcs Mekkoli 014 yeHumenel
NpemMuanbHsIX Kypopmos, NpupoOHeIX Kpacom u
dyxo8HbIx npakmuk; LLipu-JlaHka - npednazaem
u0easbHbIU MUKC NASAXHCHO20 0mMObiXa, NPUPOOHbLIX
docmonpumeyamensHocmel U OpesHe20
Ky/16mypH020 Hacneous; ANoHUs - npodoaxcaem
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These destinations are shaping a new di-
rection in the tourism market, meeting the
demands of the most discerning travelers.

Sustainable development and responsible
consumption have become central to the
modern tourism industry. At the same time,
the all-inclusive format remains in demand,
relieving tourists of concerns about extra
expenses.

There is a noticeable shift in traveler pref-
erences—more people are choosing less-
er-known destinations over overcrowded
capitals. For example, Reims in France and
Brescia in Italy are gradually replacing Paris
and Milan on must-visit lists.

Film tourism is experiencing a real explosion:
locations from The Lord of the Rings in New
Zealand and The Witcher sets in Eastern
Europe are attracting crowds of fans. The
release of upcoming films and TV series con-
tinues to fuel interest.

There is also strong demand for natural phe-
nomena, from the Northern Lights in Scandi-
navia to the glowing beaches of the Maldives.

At the same time, digitalization is reaching
new heights: Instagram and TikTok have be-
come full-fledged platforms for instant tour

bookings.

Kazakhstani tourists today are experienced
travelers who understand service quality
and value for money. Their priorities include
beach holidays, health and wellness tourism,
and rich excursion programs. International
partners note their curiosity and friendliness.

Most Kazakhstanis choose affordable tours
but are clearly aware of the difference
between budget and quality options. Two
main groups stand out in the market: those
willing to pay for premium service without
limits, and those looking for the best balance
between price and quality.

A special segment is youth under 35, who
prefer the cheapest options and organize
trips themselves via online platforms. VIP
tourists make up about 1%, while indepen-
dent young travelers account for 5-6%.

The modern tourism market faces a num-
ber of challenges that require professional
assessment. The shortage of transport
capacity, where demand exceeds supply, is
gradually being resolved through market ad-
aptation. Transportation services are increas-
ingly meeting traveler needs, especially on
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youename 2apMOHUYHbIM CUHMe30M nepedossix
mexHoso2ull, 8eKo8bIX Mpaduyull U yHUKAA6HOU
npupoosi

3mu HanpaesneHus popmupyrom Hoebil
8€KMOop pazsuMUs Mypucmu4yecko20 PbiHKa,
omeeyas 3anPoCam CaMbIX 83bICKAMe/bHbIX
nymeuwecmeeHHUKOS.

lMpuHyunel ycmoliyueo20 pazeumus u
omeemcmeeHH020 nompebeHus 3aHUMarom
YyeHmpasibHoe Mecmo 8 cogpemMeHHOoU
mypuHOAycmpuu. B mo xce epems gopmam
“gce 8K/1KDYEHO” NPOAOMKAEM NOAL308AMbCSA
cnpocom, uzbaesas mypucmos om xa10Nom ¢
00N0/IHUMENbHLIMU PACX00aMU.

Habardaemcs 3amemHsili cosue 8
npednoYymeHusix nNymewecmeeHHUKOS8 - OHU
8ce Yauje 8blbUPaArOM MeHee U38eCMHble
HanpaeseHUs 8MeCMo nepenoiHeHHbIX
mypucmamu cmoauy. Hanpumep, ¢ppaHyy3ckuli
Pelimc u umanssHCKas bpewua nocmeneHHoO
sbimecHsAom [apuxc u MusaH u3 cnuckos
must-visit.

KuHomypu3m nepexcusaem Hacmoswul 6ym:
Aokayuu U3 “BnacmenuHa koaey” e Hoeoli
3enaHOUU U CbeMOYHbIe NAoWaoKU “Bedbmaka”
8 BocmoyHoli Eepone npuesekarom mosinel
NOKAOHHUKO8. OXcudaemble npemMbepbl HOBbIX
¢punLMo. U cepuasnos moseko nodozpesarom
amom uHmepec.

Heocnabesarowjuli cnpoc Habarodaemcs U Ha
npupooHsie peHOMEHbI - OM CesepHO20 CUSHUS 8

CkaHOuHasuU 0o ceemsuuxcs nasxceli Masnsous.

lMpu 3mom yupposusayus ompacau
docmuzaem Hoswbix 8bicom: Instagram u TikTok
npespawyaromcs 8 NOAHOYEHHbIE NA0UA0KU 0451
M2HO8eHHO020 6POHUPOBAHUS MypOs.

KazaxcmaHckue mypucmel ce200HA
npedcmassAom cob6ol onbIMHbIX
nymeuwecmeeHHUKO8, XOpowo pa3buparoujuxcs
8 Kayecmee yc/y2 U COOMHOWEHUU YeHbl K
npeodnazaemMoMy cepsucy. B ux npuopumemax -
NAAMCHbIG 0MObIX, 1e4e6H0-0300po8UMENbHbIE
mypsl U HOCbIUjeHHbIe IKCKYPCUOHHbIE
npo2pammesl. 3apybexcHsle napmHepel
ommeyarom ux 10603HAMeNbHOCMb U
opyxcentobue.

bonbWUHCMB0 Ka3axcmaHyes ssibuparom
docmynHsle mypel, HO NPU 3MOM YemKo
NOHUMAOM PasHUYy mexcdy 600X emHsIMU

U KayecmeeHHbIMU npednoxceHusmu. Ha
pbIHKe 8bidensromcs dge 2pynnel: me, Kmo
20Moe N1amume 3a hpeMuanbHbIl cepeuc 6e3
02paHuYeHul, U me, Kmo uwem onmuManbHoe
coyemaHue YeHsl U Ka4ecmea.

Lake Kaindy

popular seasonal routes. The open skies
policy continues to prove effective, attract-
ing new international carriers and boost-
ing competition among airlines. In the
near future, low-cost carriers like Eastar-
Jet, SpiceJet, and T'way Air are expected to
enter the market, further stabilizing prices
and expanding route networks.

Potential restrictions on air travel due

to security concerns remain a significant
risk. Limitations on key international
routes could reduce tourist flow and affect
Kazakhstan's competitiveness. However,
active development of air connectivity and
continuation of the open skies policy pro-
vide a strong buffer against such risks.

The visa issue is gradually becoming

less acute thanks to consistent efforts to
liberalize the visa regime. The signing of
visa-free agreements with several coun-
tries, including the recent agreement with
Thailand (effective February 24, 2025),
has greatly simplified entry for foreign
tourists. This policy not only reduces
administrative barriers but also boosts
tourist flows and strengthens Kazakhstan's
position in the global tourism arena.

According to the legislation of the Republic
of Kazakhstan on tourism activities, travel
agencies act as intermediaries between
travelers and tour operators. In this sys-
tem, establishing personal contacts with
hotel management is not a primary task
for travel agents. Their main responsibil-
ities are ensuring that contractual obliga-
tions are fulfilled, providing clients with
complete information about available tour

Ocobelli cezameHm - Mosa00exb 0o 35 em,
npeonoYyumarowas MakCuMasaeHoO oeweasble
80pPUAHMbI U COMOCMOAMEeNbHO 0p2aHU3yWas
noe3oku Yepes oHAAUH-naame@opmel. B
npoyeHmHom coomHoweHuu VIP-mypucmei
cocmaesigrom okoso 1%, a camocmosmessHele
M0/100ble NymeuweCmeeHHUKU - 5-6%.

CospemeHHbIlI mypucmuyeckuli pbIHOK
cmaskusaemcs ¢ psadom 86130808, Mpebyrowux
npogeccuoHanbHoOU oyeHKU. Aepuyum
nepeso304HbIX MoujHocmed, K020a cnpoc
npessiliaem npedsoxceHue, NOCMeneHHo
Hueenupyemcs 6s102000pa a0anMayuu PeiHKA.
TpaHcnopmHele ycyau yxe coomeemcmeyom
nompe6bHOCMAM nymewiecmeeHHUKO8, 0CObeHHO
HQ NONY/APHbLIX CE30HHbLIX HANPAB/EHUSIX.

Pexcum omkpeimozo Heba npodosxaem
0eMOHCMpPUPOBAMb CBOH IPPekmuBHOCM,
npuenekas HoBbIX MeXCOYHAPOOHbLIX NePeso3yUKO8
U ycunueas KoHKypeHyur cpedu asuakoMnaHul. B
bauxcatiwee spems oxudaemcs 86IXx00 Ha PbIHOK
makux s10ykocmepos Kak Eastarfet, Spicejet u

T'way Air, Ymo dononHUMeN6HO cmabuau3upyem
YeHosyo NoAUMUKY U pacuiupum MapupymHyto
ceme.

[MomeHyuaneHele 02paHU4eHUs asuacoobujeHus
no coobpaxceHUsIM 6e30NACHOCMU COXPAHAOM
€80 aKMYQA/NbHOCMb KAK CyuyecmeeHHbIl
puck-¢pakmop. Ocobyro yepo3y npedcmaesirom
803MOXMCHbIE 02PAHUYEHUSA HA K/H0YeablX
MeXOyHAPOOHbLIX HANPAB/aEeHUAX, CNOCOOHbIe
CHU3UMb mypucmu4eckuli Nomok u
KOHKYpeHmMocnocobHOCMb Ka3aXCMAHCKO20
peiHka. OOHAKO aKmugHoe pazsumue
a8UAYUOHHbIX c8s3ell U COXpaHeHue NoAUMUKU
0mMKpbsIMo20 Heba co30arom 0ocmamoyHsIl 3anac
npo4YHoCMU 019 MUHUMU3AYUU NOOO6HbIX PUCKOB.

Bu3oeeili gonpoc nocmeneHHO mepsiem C80H
ocmpomy 6102000psA nocsedosamesnsHoU
pabome no nubepanu3ayUU 8U308020 PEXCUMA.
3aknoyeHue 6e38u308bIx co2naweHuUl ¢ paoom
CMpaH, 8k104asA HedasHee coenawieHue ¢
TaunaHOom (8cmynusuwiee 8 cuny 24 pespans
2025 200aq), 3Ha4umensbHoO ynpowjaem
npoyedypy 8ve30a 0415 UHOCMPAHHbIX
mypucmos. 3ma NnoAUMUKA He MObKO
CHUXCaem aOMUHUCMPAamMUuUBHsie 6apsepsl, HO
u cnocobcmeayem ygenu4eHUr0 Mypnomoka,
yKkpenass no3uyuu KasaxcmaHa Ha
mexdyHapoOHoU mypucmuyeckol apeHe.

CoznacHo 3akoHo0amenscmay Pecnybauku
KaszaxcmaH o mypucmckoli desmensHocmu,
mypaz2eHmcmea 86iN0/HAM NOCPEOHUYECKYHO
PYHKYUIO Mex Oy nymewiecmeeHHUKaMU

u myponepamopamu. B smoii cucmeme
KOOPOUHAM YCMAHOB/EHUE UYHbIX KOHMAKMO8
¢ pykosodcmeom omesell He siensemcs 0418
mypaz2eHma npuopumemHrou 3a0a4eli. OCHO8Hble
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products, and offering professional consul-
tations on services developed by tour opera-
tors.

In contrast, for tour operators who develop
travel packages directly, establishing busi-
ness relationships with hotels and other
service providers is of strategic importance.
These contacts determine cooperation
terms, product quality, and competitive ad-
vantages in the market.

Ongoing professional development in cus-
tomer acquisition and database manage-
ment is becoming critically important for

travel agents. In a rapidly transforming tour-
ism market and amid growing competition,
professionals need continuous training that
includes mastering modern sales techniques,
improving client-oriented service, creating
tailored solutions, and enhancing custom-
er experience. Special attention should be
paid to adopting digital tools for client base
management, which is key to maintaining
competitiveness and delivering high-quality
service.

KTA and KAGIR actively participate in organiz-
ing and conducting various industry events.
Their experience includes successful orga-
nization of international tourism and hos-
pitality forums in major Kazakhstani cities.
They have a pool of qualified experts, and
many association members are themselves
professional trainers in various aspects of
the tourism industry. Regular participation in
workshops and partner discussions enables
knowledge sharing and expert evaluation,
which contributes to the sector’s profession-
al development.

While online formats have retained their
popularity since the pandemic due to con-
venience and wide reach-especially when
physical presence is difficult-the industry

is increasingly leaning toward in-person
meetings. Offline events allow participants
to experience the unique energy of face-to-
face communication, build stronger business
relationships, and engage more deeply with
professional topics.

KTA follows a hybrid event strategy, com-
bining the advantages of both formats. This
approach allows for participation from both

local and international players, creating an
inclusive platform for knowledge exchange.
In today's conditions, this model has proven
effective in meeting the diverse needs of the
professional community.

Personal meetings are particularly important
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@yHKYyuu cocpedomoyeHsl Ha obecnevyeHuUU
8b6IN0/IHEHUS1 002080pHbIX 0653amesnbcms,
npedocmasieHuu KAUeHmam noaHou
UHGopMayuu o 00CmMynHeIx mypnpooykmax u
NPo®eccUOHAMbHOM KOHCY/IbMmUpO8AHUU NO
ycny2am, cpopmMupo8aHHLIM Myponepamopamu.

B omau4ue om mypazeHmcms, 0415
myponepamopos, 3aHUMARWUXCA
HenocpedcmeeHHoU pa3pabomkoli
mypucmu4eckux NaKemos, HaAaxusaHue
denosebix ceszeli C omenamu u opyaumu
nocmaswukamu ycaye npuobpemaem
Cmpamezuyveckoe 3Ha4yeHuUe. Imu

KOHMaKMbl HANPSAMY onpeodeastom ycao08us
compydHu4Yecmea, Ka4ecmeo mypnpoodykma u e2o
KOHKYpeHMmMHsble npeumMyujecmea Ha puiHKe.

HenpepbigHoe npogeccuoHaneHoe pasgumue
mypazeHmos 8 cepe npusaedeHuUs

KAUEHMOo8 U ynpassieHusl knueHmckou 6a3ol
npuobpemaem Kpumu4ecku 8a4HOe 3Ha4eHue.
B ycnosusax cmpemumensHoli mpaHcpopmayuu
mypucmu4ecko20 pbIHKa U ycuausaroujelics
KOHKYpeHyuu, cneyuaaucmam mpebyemcs
nocmosiHHoe o0by4eHue, 8KAOYAKOUjee HE MO/bKO
0C80€EHUEe COBPEMEHHbLIX MEXHUK NPOOUX(, HO U
pasgumue Ha8bIKO8 K/IUEHMOOPUEHMUPOBAHHO20
cepsuca, paspabomku UHOUBUOYANbHbIX
peweHull U cosepwieHCmMao8aHUS KAUEHMCKO20
oneima. Ocoboe sHUMaHuUe cnedyem yoename
0CB0EHUI0 YUPPOoBbIX UHCMPYMEHMO8

015 ynpaeneHuUs kaueHmckol 6a3ol, Ymo
8/17€emMCS KAH0Ye8bIM GAKMOPOM NOOOePIAHUS
KOHKYpeHmocnocobHocmu u obecneyeHus
8bICOK0O20 YPOBHS 06CAYHUBAHUSA KAUEHMOB.

KTA u KAl'uP akmueHo yyacmeyrom e
0pP20HU3AYUU U NPOBEAEHUU Pa3AUYHBIX
ompacnessix Meponpuamud. JaHHell

0NbIM 8K/KOYAEM YCNEWHY 0P2aHU3AYUIO
MeXOyHAPOOHbLIX YOPYMO8 N0 Mypu3My U
20CMUHUYHOMY 6U3HECY 8 KpynHeluwux 20p00ax
KazaxcmaHa. B pacnopaxeHuu umeemcs nyn
K8aNUPUYUPOBAHHbIX IKCNEPMO8, a MHo2ue
compyOHUKU accoyuayuli camu esicmynarom
8 Kayecmee npogpeccuoHAIbHLIX MpPeHepos
no pasiuYyHeIM acnekmam mypucmu4deckoli
uHdycmpuu. PezysnapHoe y4acmue 8
80PKWONAX U NOpMHePCKUX OUCKyccusax daem
803MOXCHOCMb 06MEeHA eHHbIM 0NbIMOM U
3kcnepmHoUl oyeHkol, Ymo cnocobcmeyem
NPoGeccUoHAMbHOMY PA38UMUI OMPACAU.

Xoms oHAQUH-$OopMamMel COXPAHUU C8OHD
nonysasapHoOCMe nocsie haHoemMuu 61a200apA
ydobcmeay u wupokomy oxeamy ayoumopudu,
0Cc0beHHOo Ko20a ¢u3uyeckoe npucymcmeue
3ampy0dHeHo, UHOycmpus ece 6osbule
cmpemumcsa K xcugeiM ecmpedam. OppaaliH-
MeponpuAmMuUs No380/A0M y4aCMHUKAM
owyymume YHUKA/AbHYIO 3HEp2emuky AU4HO20
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in tourism and hospitality, where the human
factor and atmosphere play a decisive role.
Therefore, when planning events, we aim
for an optimal balance between digital and
traditional formats, taking into account the
specifics of the industry.

In today's tourism business, short video
formats have become a powerful marketing
tool. Their visual appeal and dynamic nature

are especially effective for engaging young
audiences-the main target group on social
media.

KTA places special emphasis on training
professionals to work with these formats by
including relevant modules in its educational
programs. Mastering modern digital tools
allows agencies to respond quickly to market
trends, strengthen their market position, and
build long-term relationships with clients. A
modern tourism manager must be proficient
in multi-platform solutions. One of the most
important tools in this regard is HelloOtel-a
convenient, multifunctional platform that
significantly simplifies the work of industry
professionals. Today's expert is a versatile
professional, equally comfortable working
with both traditional sales channels and digi-
tal marketing solutions.

obwjeHus, ycmaHasaueame 60s1ee NpoYHsle
des108bl€e CBAA3U U 2/1yHHe N02PyHamecs 8
NPOGEeCCUOHANbHYI0 MeMAMUKY.

KTA npudepxcusaemcs cmpameauu

2UbPUOHbIX Meponpuamud, coYemMarouux
npeumywecmea oboux popmamos. Takol
nooxo0 nNo38o/1iem 808/1€eKaMb KAK /10KA/bHbIX,
mak u Mexc0yHapOoOHbIX y4aCMHUKO8, 0300805
UHK/HO3UBHYH NA0WAOKY 0151 06MeHa 3HAHUSMU.
B cospeMmeHHbIX yca08usix 3mom popmam
dokasan ceoto 3ppekmusHocme, yoosnemeopss
Pa3HO06PA3HbLIE 3aNPOCkI NPOPECCUOHANLHO20
coobuwecmsa.

Ocoboe 3Ha4eHuUe UYHbIE 8BCMpPEYU
npuobpemarom 8 mypu3sme U 20CMUHUYHOM
6bu3Hece, 20e Yenoseyeckuli pakmop u ammocpepa
ueparom onpedensowyto poas. [loamomy npu
NAGHUPOBAHUU Meponpusmul M6l CMpPemMumMcs K
onMuMasnsHOMy 6a1aHCY Mexcoy yudposeIMu U
MpaduyuoHHbeIMU popmamamu 83aumodelicmeus,
y4umelgas cneyuduky ompacau.

B cospemeHHOM mypbu3Hece Kopomkue
gudeopopmMamel npespamuaucs, 8 MOUjHeoIl
MapKemuH20861l UHCMpyMeHm. VIx 8u3yanbHas
npussekamenbHOCMb U QUHAMUYHOCMb
0C0b6eHHO 3ppekmueHbl 0415 83aumodelicmaus ¢
MonodexcHol ayoumopueli - ocHogHol yesnegoli
2pynnoli 8 coycemsx.

KTA ydensiem ocoboe 8HUMAHUE 06yYeHUO
npogeccuoHasnoe pabome ¢ smumu gopmamamu,
8K/IH0Yas coomeemcmayroujue Mooyau 8
0bpasosamesnbHele npozpammel. OcgoeHue
cospemeHHsbIx digital-uHcmpymeHmos
no3eosem onepamueHoO peauposams Ha
PbIHOYHbIE MPeHObI, yCUNUBAMb PbIHOYHbIE
No3uyuu a2eHmMcme U 8bIcmpausame
00/120CPOYHbIE OMHOWEHUS C KAUEHMaMU.
CospemeHHbIl mypucmuyeckuli MeHedxep
do/xeH 8 cosepuieHcmeae 81a00emso
Mynbmunaame@opmeHHsIMU peuwreHusmu. Cpedu
Hux ocoboe mecmo 3aHUmaem HelloOtel -
Y006HbIl MHO20QYHKYUOHANLHbIT UHCMpPYMeHMm,
3Ha4YUMenbHo ynpouwsaroujuli pabomy
npogeccuoHasn08 ompacau, 8ede NPOPeccuoHan
Ce200HA - 3Mo yHU8epcas, 00UHAKOB8O y8epeHHO
pabomaroujuli Kak ¢ mpaduyuoHHbIMU KaHAAaMU
nNpooax3q, MaK u ¢ YuppossbiMU MApKemuH2086IMU
peweHuAMU.
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in the World

lypenknii 3aBTpar

pasteallds

WORLD FOOD
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World-renowned gastronomy guide
TasteAtlas has ranked Turkish break-
fast at the top of its “World’s Best
Breakfasts” list for 2025. Evaluat-
ing hundreds of local delicacies and
cultural tables, the platform selected
Turkey as this year's number one.
The announcement resonated widely
across both international gastrono-
my circles and social media.

BcemupHo uszeecmHell
2acmpoHomuyeckuli 2ud TasteAtlas
ony61uKo8as exce200HsIl pelimuHe
308mpakos, 20e mpaduyUOHHas
ympeHHAs mpane3a Typyuu 3aHAAA
nepeoe Mecmo 8 HOMUHayuu
“World’s Best Breakfasts” e 2025
200y. IKCcnepmel U3y4yusau COmHu
HOYUOHA/bHBIX KYXOHb U NPU3HAAU
mypeykuli 308mpak 3masnoHOM 8Kyca
U pazHoobpasus. Hoeocme 66icmpo
passnemenacs No MexdyHAPOOHbLIM
20CMPOHOMUYECKUM Kpy2aM U
coycemsm, 8613808 80/HY 06CYHOEHUU.

s AWARDS

-~ A B
24125

ABUNDANCE, VARIETY,
AND CULTURAL DEPTH

TasteAtlas editors described Turkish break-
fast as “not just a meal, but a way of life.”
The broad spectrum - from white cheese to
black olives, the classic tomato-cucumber
duo to homemade jams, from fresh simit
and crispy boérek to menemen and clotted
cream with honey - was praised as a visual
and culinary feast. Moreover, the platform
highlighted the cultural emphasis on shar-
ing, stating that Turkish breakfast stands
out not only for its ingredients but for its
communal spirit.

LONG TABLES, DEEP
CONVERSATIONS OVER
STRONG TEA, AND THE

REVERENCE FOR TIME

SPENT AT THE TABLE

ELEVATE TURKISH BREAKFAST
INTO A SOCIAL RITUAL

N30BUJTNE, PASHOOBPA3UE
U KYJIbTYPHAA TT1YBUHA

Pedakmopei TasteAtlas oxapakmepu3osanu
mypeykuli 308mMpak He NPOCcMo Kak

npuem NUWU, 0 KOK «06pa3 dCU3HU».
Uupokuli cnekmp 64+t00 - om 6e/1020

CbIPA U YepHbIX 0/UBOK 00 KAACCUYECKO20
dyama nomuodopos ¢ o2ypyamu, OMAWHUX
0X(eM08, C8EHCUX CUMUMO8, XPyCMAUUX
6€épekos, MeHeMeHa U KaliMaka ¢ MedoM - 6bia
ommeYeH Kak Hacmoauwul eusyanbHell u
2acmpoHomuyeckuli npasoHuk. Ho enasHoe
- 3mo ocobas ammMmocpepa eouHeHus,

k0200 3a8mpak npespawaemcs 8 N08oo
0719 mens020 06ujeHuUs.pa3Hoobpasus
mypucmu4eckux npodykmos.

JIJTNHHbIE CTOJIbI,
HETOPOI/INBBIE BECE/bI 3A
KPEIMKUM YAEM W TPEMETHOE
OTHOLLEHUE KO BPEMEHM,
MPOBE/JEHHOMY 3A E/JOU,
MPEBPALLIAIOT TYPELJKUW 3ABTPAK
B HACTOSALLNW COLUNASbHbIA
PUTYAI.
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ABUNDANCE, VARIETY,
AND CULTURAL DEPTH

TasteAtlas bases its rankings on
various criteria, including taste, use
of local ingredients, cultural con-
text, visual appeal, and the holistic
experience. In this context, Turkish
breakfast outshined others with its
deep-rooted tradition and its ability
to showcase rich regional diversity.

OT BKYCA K UBEHTUHHOCTN:
MHOIOC/IONUHAS UCTOPUA
TYPELLKOIo 3ABTPAKA

MexcdyHapooHsil 2ud TasteAtlas

npu oyeHke KyAUHapHeIX mpaduyuli
pykogodcmeyemcs cmpo2umu
KpbumepusiMu: cogepieHCmeo 8Kyca,
aymeHmMu4YHOCMsb UH2pedueHmos,
Ky/1bmypHAsi 3HAYUMOCMb, 3CMemuka
nodayu U yesn0CMHOCMb 8ne4YamseHus.
[To ecem smum nokazamenam mypeykudi
308mpak nokasasn 6e3ynpeydHsili
pe3ynemam, npodeMoHCMpPUpPo8a8
YHUKQ/1bHOE coYemaHue OpesHux
Ky/IUHApHbIX mpaduyul u
MHO2006pa3UsA Pe2uOHANbHbIX
sapuayud.

A NEW TOOL OF
GASTRONOMIC DIPLOMACY

This success strengthens Turkiye's rising
profile in gastronomy and positions Turkish
breakfast as a form of “cultural branding.”
From international promotional campaigns
to the support of local production and the
marketing of touristic destinations, Turkish
breakfast is now set to become even more
visible on the global stage.

Across Turkiye, many hotels are transform-
ing breakfast into a ritualistic experience -
not just in terms of flavor, but also through
aesthetic, diverse, and immersive presen-
tations. From boutique hotels to luxury
resorts, the emphasis on local ingredients
and traditional serving styles plays a key
role in integrating this culinary heritage into
tourism. Breakfast lounges are evolving
beyond morning dining spaces into social
venues where guests create unforgettable
memories.

IN TURKIYE, BREAKFAST IS
NOT JUST A WAY TO START
THE DAY - ITSAWAY TO
COME TOGETHER.
TASTEATLAS'S RECOGNITION
SHOWS THAT THE WORLD IS
NO LONGER JUST WATCHING
THIS CULINARY TRADITION,
BUT MAKING SPACE FORIIT.

HOBbIA UHC TPYMEHT
FTACTPOHOMUWYECKOU
AUNNJIOMATUN

3mo docmudceHue ykpenasem pacmyujuli
asmopumem Typyuu 8 2acCmpoHOMUYeckol
cpepe, npespawjas mypeykuli 3a8mpak 8
€80€06pa3HbIl «KyaAbMypHsIl 6peHd». Om
MeXCOYHapPOOHbIX PeKAAMHbIX KAMNAHULU

00 nod0depxKu MecmHsix npoussooumesneli
U NpoO8UMEeHUS MypUCMuUYecKux
HanpaesneHul - meneps MPAOUYUOHHbIU
3a8mpak Typyuu 20mos 3aHIMeb euje 6osee
3aMemHoe Mecmo Ha Mupoegoli apeHe.

IMo eceli cmpaHe omenu npespaujarom
YMPeHHI0 mpanesy 8 HaCmosawul
pumyarn - u 0esn0 He Mo/LKO 80 8Kyce, HO U
8 3cMemuke, pazHoobpasuu u ammocpepe
nodayu. Om 6ymuk-omeseli 00 pOCKOWHbIX
Kypopmoe ocoboe 8HUMAHUe yoensemcs
MeCmHbIM NPOOYKMAaM U mpaduyUuoHHbIM
cnocobam ceps8uposku, Ymo nomozaem
OpP2aHUYHO 8Nn/JemMame Ky/aUHAPHOE
Hacsnedue 8 mypucmuyeckuli onsim.
TpaduyuoHHsle 3016l 0151 308MPAKO8
NepeocMbICAUAU CBOK PYHKYUI - menepb
3MOo MHO20PyHKYUOHANbHbIE lounge-
npocmpaHcmea, Gopmupyroujue Kyaemypy
Hemoponau8o20 ympeHHe20 0bujeHUs.

B TYPL WU YTPEHHSAS TPATIE3A
- 3TO HE MMPOCTO HAYAJIO

JHS, A CBAILUEHHbIA PUTYAN
OBLLEHUSA. AKT MPU3HAHUSA CO
CTOPOHbI TASTEATLAS 3HAMEHYET
HOBDbIU 3TAI: TEIEPb MUPOBOE
COOBLLECTBO HE ITIPOCTO
BOCXULLAETCS 3TOU TPAQULINEN,
HO Y1 OPULNAJIBHO 3AKPENJISET
3A HEW CTATYC KY/IbTYPHOIO
JOCTOSIHUA.
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As you walk along the pine-scented lMpo2ynueasce N0 HANOAHEHHbLIM
roads of Goynuk in Kemer, a refined apomMamom coceH dopoz2am [EliHoKa 8
structure awaits at the shimmering Kemepe, 8bl 0ka3bigaemecs y ceepkaroujux
T' I shores where the Mediterranean meets bepezos, 20e bupro3a Cpedu3eMHo20 Mops
Ime eSS the blue. Surrounded by nature, car- causaemcs ¢ 1a3ypero Hebec. 30ecs, 8
rying the spirit of each season, this is 20pMOHUU ¢ hpupodol, sobpas 8 cebs
Comfort no ordinary destination. Kilikya Palace OyX Kax#9020 8peMeHU 2000, 80C HOEM
Goynuk goes far beyond the tradition- He npocmo o4yepedHoli omess, a HeYmo
Immersed al concept of a holiday. It is a center 6onewee. Kilikya Palace Géyniik ebixodum
. for discovery, culture, and sustainable 0a/1eKo 30 paMKu mpaduyUuoHHO20
In N atu re living. NOHUMQHUS 0MObIXQ - 3MO YyeHmp
omkpsimud, Ky/6mypHO20 0602awjeHus u
The warm summer sun, gentle winter ycmoliyugo20 06pa3a HU3HU.
O&BI/IC rains, fresh beginnings of spring, and
serene farewells of autumn... Kilikya Pal- Jlackoeoe nemHee ConHYe, ocsexcaroujue
ace brings the rhythm of the Mediterra- 3UMHUe 000U, hpobyxdeHue 8eCHbI
FapMOHI/II/I Ha nean to life across twelve months in a u menaHxonus oceHu - Kilikya Palace
storybook-like atmosphere. And it's not gonsoujaem pummesl Cpeou3eMHOMOpbLSA
6epe| ‘y Mopﬂ just an accommodation experience—it's 8 ammocepepe, c108HO coweduwieli co
a visionary model that prioritizes the CmpaHuy KHuau. Ho smo He npocmo
regional economy, local production, and Mecmo 019 8peMeHHO020 NPOXUBAHUS
ecological balance. - 3mo nepedosas Modesb pasMeujeHus,
cmasAwas 8o 2/1a8y y2/aa pazeumue
pe2UOHAN6HOU 3KOHOMUKU, N0OOePIHKY
MecmHo20 npou3godcmesa u bepexicHoe
OMHOWEHUE K 3K0/102U4eckoMy 6aNaHCY.
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Ismail Hakki.Yilmaz
Coordinator Tourism Explorer

“WE ARE WRITING A BRAND-NEW
WINTER STORY FOR KEMER"

Kilikya Palace Goynuk's Sales and
Marketing Director, Ms. Cagla
Ercan, explains how they are trans-
forming the classic notion of a
Mediterranean winter vacation:

“We want to highlight that Kemer
is a unique region that can be en-
joyed year-round, not just in sum-
mer. That's why we are energizing
the winter season with details
like heated pools, wellness areas,
cultural tours, yoga activities, and
picnic excursions. Through nature
walks, bike tours, and trips to
historical sites and caves, we aim
to offer guests from all ages and
backgrounds an enriching experi-
ence.”

The recently discovered Byzantine
castle and nearby cave, current-
ly under restoration, are part of

Kilikya Palace’s social responsibility

efforts. The property also takes it
upon itself to protect the surround-
ing 2000-2500-year-old plane trees
and plans to open these cultural
treasures to guests through compli-
mentary winter tours.
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Ece irem Ding Cagla Ercan

Sales and Marketing Director

“KEMEP 3UMOW: MEPEOCMbIC/IEHUE
NMPEACTABJIEHUNA Ob OTA4bIXE”

locnoxca Yazna SpoxcaH, dupekmop

no NpooaxXcam u MapkemuHzy

Kilikya Palace, paccka3elieaem, kak omesns
mpaHcpopmMupyem mpaduyuoHHoe
npedcmassneHue o0 3uMHeM omosbixe Ha
CpeduzemHoMopee:

“Mel cmpemumcs nokaszams, ymo Kemep

- YHUKQ/bHbIU pe2uoH, KOmopsiM MOXCHO
Hacaaxoamecs Kpyanelii 200, @ He MO/6KO
semom. IMeHHO N03MoMy Mbl HONO/IHAEM
3UMHuU ce30H 0cobbiMu demanamu:
nodozpesaemsiMu 6acceliHamu, well-
ness-30HaMU, Ky/1bmypHbIMU 3KCKYpCUAMU,
3aHAMUAMU 0200 U NUKHUKAMU HO
npupode. [lewue npo2ysku, eesomypel,
nocewjeHue ucmopu4eckux mecm u

neuwjep - 8Cé 3mo c0300ém HACbIW,eHHYI0
npoz2pammy 014 2ocmeii 1106020 8o3pacma
u uHmepecos”.

HedasHo 0bHapy#eHHbIe apxeosn02amu
gu3aHMuUUlicKue peaukeuu - 8U3aHMUUCKUU
30MOK U pacnosnoxeHHas padom newjepa,

- kKomopele celiyac Haxo0amcsa Ha
pecmaspayuu, Cmaau 4acmeto CoyuanbHol
omeemcmeeHHocmu omess. Kilikya Palace
8K/IHOYU/T 8 CBOK IKO02UYECKYIO PO2PAMMY
YHUKQ/IbHbIE MHO208EK08ble NAAMAaHb!
g8o3pacmom 6osee dg8yx meicsyenemud,
npouspacmaroujue Ha €20 meppuMopuU.

B 6auxcaliuux naaHax KoMnsekca -
0pP2aHU3AYUSA CNeYuanbHbIX IKCKYPCUOHHbIX
Mapwpymos, Komopble N0380/M 20CMAM
6ecnaamHyo NO3HAKOMUMbCA € Mumu
naMAMHUKaMU Npupodsl U apxumekmypsi 8
3UMHUU nepuoo.

COMFORT IN HARMONY

WITH NATURE

The high-class all-inclusive service concept
at the hotel is one of the key elements that
enriches the overall experience. Guests
enjoy a wide selection of buffet dishes, a la
carte restaurants, and chef-curated offer-
ings that cater to every palate. Spacious in-
door and outdoor dining areas host tranquil
breakfasts and joyful evening meals alike,
while seven distinct bars provide

relaxing or lively ambiances for every
moment of the day.

Cagla Ercan summarizes

their “High Class” concept:

“When designing our High Class concept,
we prioritized not only physical comfort
but also emotional and experiential fulfill-
ment. We focused on distinctive features
that could set us apart. New gastronomic
experiences are a priority for us. For exam-
ple, our Croissant Atelier has been ex-
tremely popular among guests-we offer a
wide variety of high-quality croissants. Our
Cocktail Bar serves flavorful and memora-
ble drinks, and every afternoon our patis-
serie presents freshly made soufflés. Our
Snack Bar, and the Asian, Italian, TexMex,
Anatolian restaurants all attract great
interest.”

A TASTE FROM LOCAL TO GLOBAL

Beyond luxury accommodation, Kilikya Palace
Goynlk also contributes to the local economy.
Their social responsibility projects centered on
Anatolian wines and local production are clear
examples of this.

Coordinator ismail Hakki Yilmaz emphasiz-
es the importance of giving local gastrono-
my its rightful place:

“For three years, our staff received profes-
sional training in wine. In our wine pre-
sentations, we focus on supporting local
and boutique producers. We work with
artisans and entrepreneurs from all over
Turkiye. We even offer wines made from
heirloom grape seeds. For us, the most im-
portant factor in gastronomy is never com-
promising on quality. This means choosing
branded products and always selecting the
best when it comes to food.”

In addition, the hotel's social responsibility
projects on carob cultivation and over 20
original recipes submitted to the Provincial
Directorate of Agriculture highlight their
commitment to regional development.

CUMPOHUA YOTA U

I1EPBO3,4AHHOI7I KPACOTbI

KoHyenyus 8bICOKOKAACCHO20 06CAYHUBAHUS
no cucmeme «high-class all-inclusive» cmana
8U3UMHOU Kapmoykol omens, 3Ha4UMmMeNbHo
oboawaroweli eneyamaeHusa 2ocmedl.

30eck Kax}Obili Halioém KyAuHapHoe
800xHo8eHUEe Ha 060U 8KYC: 0m ujedpbix
wieedCcKuUx CMos108 U U3bICKaOHHbIX 671100 8
pecmopaHax a la carte 00 asmMopcKUxX MeHH
om we@-noeapos. [IpocmopHele pecmopaHs!
C meppacamu co30arom udeasbHble yc108us
KaK 0415 cemeliHbIX 3a8MpPaKos, Mak u 0414
POMAHMUYECKUX YHUHOB. A CeMb CMUbHbIX
6apo. Ha meppUMOPUU - 3MO CeMb PA3HbLIX
HacmpoeHul: om KamepHoU 06CmaHo8Ku
/1QYHHC-30H 00 My3bIKA/IbHbIX 8e4epo. 8
npusmHoul KOMNaHuu.

locnoxca Yazna 3podxcaH packpsieaem cyme
koHyenyuu «High Class»:

«Paspabameieaa Hawy KOHYenyuro
npemMuansHo20 06CAYHUBAHUSA, Mbl
cmpemuaucs, co30ame He Npocmo gusudeckuli
KoM@opm, a N0AHOYeHHbIl IMOYUOHANbHLIT
u yyecmeeHHslli oneim. Ocoboe 8HUMAHUe
yoenunu yHUKaAb6H6IM 0emansam, Komopesle
desarom Hac ocobeHHbIMU. Hogble
20cmpoHoMuvecKkue eneyamseHus - 0OUH

U3 Hawux npuopumemos. Hanpumep, Hawe
«KpyaccaH-amense» nosb3yemcs 02pOMHOU
nonyaspHocMeo y 20cmeli - Mbl npedsnazaem
wupokuli 8b160p KpyaccaHoe ebicoyaiiwe20
kayecmea. B «Kokmeliine-6ape» nodarom
HaNUMKU € 3aNOMUHAOWUMCS 8KYCOM U
aemopckoii nodayel, a KaxOblii 0eHb hocse
nosyoHsa e Hawel KOHOUMepPCcKoU MOXCHO
nonpo6ogames ceexcenpu2omossieHHsle cype.
He meHbwuli uHMepec 8obi3bi8aroM «CHIK-
6ap», a makxce a3uamckul, UmanesaHCKUU,
Tekc-Mekc u aHamoAulcKuli pecmopaHsi».

JIOKAJIbHbIE BKYCbl -

TJ/10bAJIbHBIE CTAH/APTbI

Kilikya Palace - 3mo He npocmo pockowHbIl
omese, 0 BAXCHLIU Y4ACMHUK pa38umus
mMecmHoU 3koHoMuKu. Ocoboe 8HUMAHUE 30eCk
yoensemcs coyuanbHO 0MeemcmeeHHbIM
UHUYUamMueam, cpedu Komopelix - NpoosuXeHuUe
QHAMOoAUUCKUX 8UH U NOOOEPIHKA MeCmMHbIX
npouseodumesedl.

Koopdunamop omens Ucmaun Xakkel Msiamas
nodyepkueaem 3HaYUMOCMb COXPAHEHUSA
MeCMmHbIX 20CMPOHOMUYECKUX mpaduyuii:
«Tpu 2000 HAWU compydHUKU hpoxoounu
npogeccuoHasnbHoe obyvyeHue 8

ob6s1acmu suHodenus. Bo epemMsa 8UHHbIX
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WINTER IN THE MEDITERRANEAN:

NOT A LUXURY,

BUT A CONSCIOUS CHOICE

For those who seek to escape the
summer crowds and reconnect
with nature's true voice, Kemer of-
fers a completely different experi-
ence in winter. When wave sounds
soften into whispers, sunsets linger
longer, and the streets resemble a
poetic mist, Kilikya Palace stands at
the heart of it all.

Cagla Ercan mentions their strate-
gic efforts to make Kemer’s winter
potential more visible:

“Kemer is a uniquely beautiful
region, though its distance from
the airport sometimes overshad-
ows it. As the Kilikya Palace fami-
ly, we are working hard to change
that perception. We want to show
that the Mediterranean is not
only a summer destination but
also a perfect winter escape. Once
our promotional preparations

are complete, we plan to offer
half-day complimentary tours to
guests and create winter tourism
potential through excursions to
nearby historical sites, cycling and
picnic tours, and nature walks.”
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npeseHmayuili Mel desaeM aKyeHm

Ha nododepcKe /10KA/bHbIX U

6ymukoesix npouszeodumeneu. Mol
compyoHu4aem ¢ npousgoouemaamu

U hpednpuHuMamenamu no eceli

Typyuu u daxce npedsnazaeM 20CmMAM
8UHQ, U320MO0B/1eHHbIe N0 CMAPUHHLIM
MexHO0/102UAIM U3 8UHO2PAOHbIX /103-
doszoxcumenel. [11s Hac 8 2aCMpPoOHOMUU
camoe 8aX(HOe - HUK020a He uomu Ha
KoMnpomucc e kayecmee. 3mo o3Ha4yaem
86160p NPOOyKMO8 U38eCMHbIX MAPOK U
NOCMOSAHHLIU NOUCK AyYle20».

[Tomumo 8UHOOeNbYECKUX NPOEKMOS,
omesb peanusyem UHULUAMUBLI NO
8bIPAUUBAHUI POXKOBO20 Oepesd, a
maiowe nepedan 6onee 20 0pUUHANBHBIX
peyenmoe MyHuUyuUNaneHoMy
ynpaesneHuo cenbckozo xo3slicmea, Ymo
deMOHCMpuUpyem e20 NpUBepPHeHHOCMb
ycmoUvyueoMy pazeumuro pezuoHa.

CPEAN3EMHOMOPCKAS 3UMA: HE
POCKOLLIb, A OCO3HAHHbIA BbIEOP
Ans mex, Kmo xo4em u3bexcams
MHO020/100HOCMU, ceolicmeeHHOoU
8bICOKOMY CEe30HY, U 8HO8b yCAbILIAMb
NOO/IUHHbIU 20/10C NPUPOOLI, 3UMHUU
Kemep packpeieaemcs ¢ cogepuieHHO
dpy2oli cmopoHsl. Ko2da wym npu6os
CMeHsemcsi MUXUM Wenomom 80/1H,
3aKamMbl CMAHOBAMCSA O/IUHHEE, a yAuYbl
okymeleaem nosmuyHas osimka, Kilikya
Palace oka3sigeaemcs 8 snuyeHmpe 3mozo
npeobpaxiceHus.

locnoxca Yazna 3poxcaH pacckaseieaem o
cmpameau4ecKux ycuausax No packpsimuro
3uMHe20 homeHyuana Kemepa:

«Kemep - HegeposamHoO Kpacueslli pe2uoH,
Xxoms e20 y0a/nEéHHOCMb om a3ponopma
UHO020a 3aCcmaesasem mypucmos
COMHesamucs npu 8slbope omes.

Mei, komaHOa Kilikya Palace, akmueHo
pabomaem HaO memM, Ymobbl U3SMEHUMb
amo eocnpusmue. Hawa yens - nokasame,
umo Cpedu3eMHOMOPbLE NPEKPACHO He
mosibko siemoM, HoO U 3umoli. Kak mosabko
3a8epwiamcs No020moeumesbHole
Meponpuamus, 2ocmeii »oym
6ecnnamHele 3KCKYpPCUOHHbIE NPO2PAMMbI
U HaCbIWeHHAsA 3UMHASA QHUMayus:
ocMomp docmonpumedamesnibHocmed,
ges10mypbl, NUKHUKU Ha ceexcem 8030yxe
U newue Mapwpymel N0 3a4N08e0HbLIM
mecmam.»

INNOVATIVE DIGITAL EXPERIENCES
Kilikya Palace Géynlik also stands out with its
investment in digital infrastructure. Through
mobile check-in, loyalty programs, a digital
hotel assistant, and room selection features,
guests can fully personalize their stay.

Coordinator ismail Hakki Yilmaz
highlights a one-of-a-kind experience-the
hotel’s flight simulation center, unlike
anything else in the world:

“With access to data from all active air-
ports, guests can simulate real-time flights
and weather conditions for an immersive
virtual flying experience. This exclusive
application offers a truly unique breath of
fresh air to Mediterranean hospitality. We
always aim to deliver creative innovations
to increase guest satisfaction. Being a pio-
neer is part of our vision.”

A YEAR-ROUND ESCAPE

IN THE HEART OF GOYNUK

By staying open all year, Kilikya Palace Géynuik
is more than a hotel-it is a living, evolving,

and exemplary model of sustainable tourism.
Through local employment, eco-friendly initia-
tives, and ongoing contributions to the regional
economy, it presents a vision that touches the
Mediterranean’s future.

Winter in the Mediterranean is no longer a
distant luxury. It is a conscious choice-one of
self-care and reconnection with nature. And
this experience is made possible by Kilikya
Palace Géynuk.

WHHOBALJMOHHDbIE LiN®dPOBbIE
TEXHOJIOMNU 4151 TOCTEUA

Omens Kilikya Palace svidensemcs cgoumu
UHBeCMuUYUAaMU 8 yugposyro UHppacmpykmypy.
MobusnbHelil check-in, npoepammesl n016HOCMU,
hotel assistant u room selection cepsuc -

8ce 3mo no3e0/5iem 20CMAM NOAHOCMbHO
nepcoHaNU3UPO8aAMS C80E nNpebbisaHUEe.

KoopduHamop Vicmaun Xakke! Hsinmas
paccka3sieaem 06 YHUKA/bHOM NPeosoXeHuU
omes - YeHmpe asuacumMynsamopos,
aHA/10208 KOMOPOMY Hem 8 Mupe:
«bnazodaps docmyny kK 0QHHbIM 8cex
delicmsyrouyux a3ponopmos, 20cmu

Mo2ym cogepwame gupmyasnsHele

nosiemel 8 peasabHOM 8peMeHU C

umumayueii pa3AUuYHbIX NO200HbLIX

ycnoeul. 3mo 3KCKA3UBHOE NPUNOXEHUE
nepeocmeiciugeaem mpaouyuoHHoe
NOHUMAHUE omesIbH020 20cmenpuuMcmea.
Mol nocmosiHHO cmpeMuMcsl 8HeOpPAMb
KpeamueHsle UHHO8AYUU, YMOo6bl No8bICUMb
yooesnemeopeHHoCcmMb 20cmeii. beimeo
nepeonpoxooyamu - 4acme HaWe20 8UOEHUA».

KPYI/10roguyHsif

OT/bIX B CEPALE TEAIHIOKA

Pabomas 6e3 ce30HHbIX nepepewisos, Kilikya
Palace - 3mo He npocmo omess, a Xusas,
passusarowasaca Mooens ycmolyugo2o
mypu3sma. [Tpedocmaenss paboyue mecma
MeCMHbIM Humenam, 8HeOpAs IKoa02u4eckue
UHUYUamMuesl U 8HOCSA 8k1a0 8 pazsumue
pe2uoHanbHOU 3KOHOMUKU, OH 3000em Hogeble
cmaHoapmel 6ydyuje2o Cpedu3eMHOMOpPbLA.

3umMHuli omosix Ha nobepexcbe 6osbuwie He
A8A15emcsi HEO0CMyNHOU POCKOW LI - 3MO
OCO3HAHHbIU 86160p Mex, KMo yeHum 3a6omy o
cebe u eduHeHue ¢ npupodol. N umeHHo Kilikya
Palace denaem makoli ons6lm 803MONXCHbIM.
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This city is not just a backdrop - it's a
storyteller in its own right. It doesn't simply
hold a scene; it gives it soul. Wherever the
camera turns, Istanbul begins to speak.

3mom 20po0d - He Npocmo PoH. OH -
camocmosimesibHbIl pacckazqyuk. OH He npocmo
¢ukcupyem delicmeue, a edbixaem & He2o dywy. Kyda
66l HU Hanpasuaace kamepa, Cmambyn HavyuHaem
2080pUMeG.
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Istanbul a city no single
frame can ever hold.

With its mesmerizing beauty, it
captivates not just filmmakers

but audiences across the world -
playing itself again and again

on the silver screen. From high-oc-
tane James Bond chases to the
sepia-tinted romances of Yesilcam,
Istanbul never pretends. It always
stars as... itself.

In this article, we trace the foot-
steps of this natural film set that
has enchanted viewers for gen-
erations. By visiting the locations
that hosted some of cinema’s most
unforgettable scenes, we re-read
Istanbul through the camera’s lens.

e 2
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Cmaméyn - 20p00, komopewlii
Heg8o03MOXCHO yMecmums 6 00UH Kadp.

Ceoeli 3a80paxcusarowyeli kpacomodl
OH NOKopsiem He MOJ/IbKO Pexcuccepos,
HO U 3pumeseli no 8ceMy Mupy, CHO8ad U

CHO8A N0OAB/AACE HA C€p€6pﬂHOM 3KpaHe.

Om 20/1080KpPYHUME/NbHLIX NO20Hb U3
«/Iricelimca boHOa» 00 HOCManb2U4YeCcKux
poMaHmuy4eckux opam «Mewunyama -
Cmambyn HUKo20a He hpumeopsAemcs.
OH scez20a uzpaem... camoz0 cebA.

B smoili cmamee Ml npolidem no
c1e0am npupodHOU KUHONAOWAOKU,
decamunemusmu oYapossigaroujeli
KuHemamozpagucmos. lMocemus
mMecma, 20e pa3gopavuBaAnUCs CaMble
3anoMUHarowuecs CyeHsol, Msl 3aHOB80
npoyumaem Cmaméyn yepes npusmy
KUHOKaMepebl.

IN THE FOOTSTEPS OF
INTERNATIONAL PRODUCTIONS

Istanbul is one of the rare cities in the world that
can bring together every narrative universe of
cinema on a single screen. Merging Western ra-
tionalism with the dreamlike essence of the East,
it sometimes becomes the tense backdrop of a
modern spy thriller and at other times the warm
setting of a street melodrama that evokes child-
hood memories.

You may recall James Bond leaping from the
crowded streets of Eminonu to the rooftops

of the Grand Bazaar. In Skyfall, Istanbul trans-
formed into a high-octane global metropolis.
We all held our breath during those rooftop
stunts - only to unwind later with a glass of boza
in Vefa, a sweet finale to a wild ride.

In Inferno, Tom Hanks unravels historical mys-
teries in the shadows of Hagia Sophia, unearth-
ing the city’s ancient secrets. And with him,

we descended into the mystical realm of the
Basilica Cistern. Taken 2 shook the stones of
Sultanahmet with action-packed sequences, the
rooftops echoing with footsteps of suspense.

In Argo, the streets of Karakdy became
Tehran - a charming proof that this city doesn't
just host a story, it performs one.

1o C/EAAM
MEX/YHAPOZAHbIX KNHOJIEHT

Cmambéyn - 00UH U3 HEMHO2UX 20p0008

MUpa, cNOCObHbIX 06e0UHUMb 8Ce
KuHemMamozpagpuyeckue scesneHHole Ha 00HOM
3KkpaHe. COeOUHSAA 3anadHbIl payuoHaAU3M C
80CMOYHOU CKA304YHOCMbIO, OH MO CMAHO8UMCSA
HANPSXEHHBLIMU 0eKopayuaMu 014 WNUOHCKO20
mpusanepa, mo ménsaol cyeHol 045 yauyHou
Mmenodpamesl, npobyxcdaroweli demckue
80CNOMUHAHUS.

T4E CHUMAJIN KYJIbTOBbBIE CLLEHbI?

BcnomHume, kak Jxcelimc boHO npeiean ¢
OXMCUB/EHHBIX YUY, IMUHEHIO HO KpbIWU
IpaHO-6a3apa. B «KoopduHamax ,, Ckaliponn"»
Cmambyn npedcman OUHAMUYHBIM ME2anoaUCOM.
HanpsxceHHble cyeHbl N020HU NO KPbILAM
CMEHSAUCL yMUPOMBOoPAWUMU KaOpaMU 8
ne2eHoapHol cmambyneckol KopeliHe «Bepar, 20e
Mbl 0e2ycmuposasu 603y - C108HO C1A0KUL 3NUM02
K 3momy 6e3yMHOMy Keecmy.

@unem «MIHpepHoO» ¢ ToMOM X3HKCOM nepeHocum
3pumerneli 8 71A6UPUHM UCMOPUYECKUX

madiH y cmeH Alia-Coguu, a 3amem eedém g
3020004Hble nod3emesibs bazuauKU-yuCmMepHsl.
B «3anoxHuye-2» kamHu CyaimaHaxmema
€00p02aromca om 3KWH-CYeH, a NO KpbIaMm
PA3HOCAMCA Wa2u NO20HU.

B «Onepayuu «Ap2o»» yauysl Kapakés Ha

gpems npespaujaromcsi 8 TecepaH - ApKoe
dokazamenscmeo mozo, Ymo Cmambysn He NPocmMo
Mecmo delicmaus, a NOAHOYeHHbIU akmep.

TOURISM EXPLORER

63



' background
of a stow, it'sthe

A drama begins In
its morning mist,

| intrigue brewsin
the shadows of its

&= stone walls. Some

=1 scenes may fade,
but every frame

= capturedin

thls city lingersin

the memory

l

64 TOURISM EXPLORER

]
ut |

FOIE I RCY T (TR
SN el el

CramOyi -
HE 3a/{HUU IJI1aH, a
Cepz[ue clo}Kera.

- -'

I[pama HAUYMHACTCA
B €r0 YTPEHHEI
JIBIMKE, UHTPUTA
3peeT B TeH!
KaMeHHbBIX CTEH.
OTnenabHbIE ClIEHbI
MOT'YT 3a0bIThCH,
HO KaKIbIN Ka/Ip,
CHATBII B OTOM
ropojie, OCTaéTCA B
maMATH HaBcera.
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THE TRACES OF TURKISH CINEMA:
A CITY OF LOVE AND MELODRAMA

Yesilcam'’s Istanbul is a bittersweet memory

filled with lively young men, hopeless lovers,

and tear-jerking tragedies. The smile Sadri Alisik
flashed in Cibali Karakolu, the way Turkan Soray’s
glance could topple empires - those moments
still echo on the sidewalks of Beyoglu. You can
feel the whispers of a bygone era with every
step.

Nuri Bilge Ceylan’s Istanbul is a different tale
entirely — a city of slow-moving emotions wo-
ven in silence. His lens shows Istanbul like a gray
sky clearing after rain. The Bosphorus is never a
postcard shade of blue, but a distant, mist-veiled
silhouette. Every detail in his films carries the
weight of centuries.

STREETS ILLUMINATED BY TV SERIES

In recent years, the magical world of Turkish TV
dramas has turned neighborhoods like Balat,
Fener, and Galata into pop culture stars. Colorful
bay windows, nostalgic doors, stone walls, and
local shopkeepers — every tourist visiting Istan-
bul now arrives eager to walk through scenes
from their favorite show, retracing their heroes’
steps.

C/IEAbI TYPELIKOIO
KUHEMATOIPA®A: FTOPOJ JIFOBBU U
MEJIO4PAM

Cmaméyn «ewunyamar - 3mo HOCMAb2US

no 3noxe, HANO/IHEHHOU XaPU3MAMUYHbIMU
2eposamu, 6e3HA0eHCHbIMU 8/1H06/1eHHBIMU U
mpoz2amesnsHsiMu Opamamu. Ynvibka Cadpu
Ansiwbika 8 «/cubanu Kapakosny», 832140 TropkaH
Llopadi, cnocobHsIl nokopssme umnepuu - 3mu
MOMEeHMebl 00 CUX NOP HUBYM 8 NepeynKax
beliozany. C kaxObIM Wa2om 30eCb C/1bIWHbI
0mM20/10CKU yweowel 3noxu.

Ho Cmambyn Hypu buneee [xcelnaHa - coecem
dpyzol. E20 20p00 - 3mo MedneHHbie IMOYUU,
cn/aemeHHsle U3 MUWUHeI. B e2o kadpe Cmambyn
Noxox« Ha cepoe Hebo nocse 0ox0s. bocgop - He
OMKPbLIMOYHAS N103YPb, A PA3MbIMbIU, MYMAHHbIU
cunyam. Kaxcoas demans 8 €20 ¢puabMax obiuum
ucmopued.

CEPUAJIbHBIE TPOI1bl CTAMbBYJIA

B nocnedHue 2006l Mup mypeykux menegusuoHHbIX
opam npespamusn keapmanel banam, eHep u
[anamy e HacmosAwjue 38€306! NON-KyAbMYpel.
PasHoyeemHsie 3pKepbl, Hocmasne2uyeckue 0gepu,
KaMeHHble CMeHbl U MeCmHble 1080YHUKU —
menepe KaxobIli mypucm, npuedxcas 8 Cmaméys,
mMedymaem npolimuce N0 MeCmMam CbEéMOK
/16UMO20 cepuasa, No8mMopus Mapwpymel
2epoes.
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10 Unforgettable Films Set in Istanbul

10 HezaObIBaeMbIX GUIIBMOB, CHATBIX B LramOys1e

SKYFALL

Skyfall (2012)

As James Bond flies over the
rooftops of the Grand Bazaar
on her motorcycle, Istanbul
becomes the star of action
cinema.

/bxcelimc BOHO HaO MOMoyuKkne
npel2aem no KpsIWam
lpaHO-60a30pa - u Cmambyn
npespauwjaemcs 8 38e30y 3KWH-
KUHO.

Topkapi (1964)

A classic heist at Topkapi
Palace - where history and
suspense meet in perfect
harmony.

MoeaneHoe coyemaHue
ucmopuu u hepexcusaHuli
3pumens 8 K10CCUYECKOM
oepabaeHuu deopya Tonkanel.
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Inferno (2016)

As Tom Hanks solves puzzles
in Hagia Sophia and the
Basilica Cistern, we follow
the trail of Istanbul’s timeless
secrets.

Tom X3HKC paszadsisaem
3a2adku 8 Als-Copuu u
basunuke-yucmepHe, a Mol
c1edyeM 3a HUM no c1edam
O0pesHux maliH 20p00a.

The Accidental
Spy (2001)

Jackie Chan kicks, flips, and

leaps through Eminoénd and
the Grand Bazaar - Istanbul
at the center of action once
again.

Ibrceku HYaH npsleaem u
Ky8bIpKaemcs no IMUHEHH
u FpaHo-6a3apy - Cmambyn
CHOB8Q 8 YeHmpe 3KUIeHa.

Taken 2 (2012)

Liam Neeson’s heart-pound-
ing chase through Sul-
tanahmet shakes the cob-
blestones with every step.

Jluam HucoH e
20/1080KpYHUMeENbHOU
no2oHe no CyamaHaxmemy -
KaxcObIl waz no 6pycyamce
omdoaemcsi a0peHanUHOM.

ek MELYRLE ST
T e s E

Istanbul Beneath
My Wings (1996)

A historical fantasy about
Hezarfen Ahmed Celebi -
blending myth, history, and
cinema into one frame.

Wcmopuyeckas ¢aHmazus o
XezapgpeHe Axmede Yenebu,
cMewusarowas Mugel,
UCMopUr U KUHO 8 0OHOM
kaodpe.

The International
(2009)

A political thriller set around
Istanbul Modern and the Gala-
ta Bridge, portraying the city's
modern and chaotic face.

Moaumuyeckuti mpusnnep,
delicmaue komopo20
passopadusaemcs y

my3es Istanbul Modern u
lanamcko2o Mmocma, Noka3eieas
cospemeHHbIl U XaomuYHbIU
061Uk 20p00Q.

Distant (2002)

Life slows under Istanbul's
gray skies... Ceylan’s lens
captures deep loneliness
in the middle of the crowd.

Xu3Hb 3amedsnsaemcs noo
cepuiM CmMambyn6ckUM HEGOM...
O6vekmus [xcelinaHa no8um
2/1y60k0e 00uHo4Yecmeso cpedu
mosnei.

Argo (2012)

Karakoy's streets double as
Tehran - a perfect exam-
ple of Istanbul's incredible
range.

Ynuysl Kapakés Ha epemsa
cmaHoesimcs TezepaHoOM -
udeasbHbIU npumMep mMozo,
kak Cmambyn moxcem
uzpame 106yt pose.

From Russia with
Love (1963)

Bond's first Istanbul adven-
ture: the Basilica Cistern,
Sirkeci Station, the Bospho-
rus... the city’s cinematic
legend begins here.

[lepsoe npukntoyeHue

boHda e Cmambye:
basunuka-yucmepHa, 8ok3an
Cupkedxu, bocpop... meHHo
30ecb HA4Ya/1aCb KUHO/E2eHOa
20poaa.

We know this for certain: in Istanbul, the film never
really ends. There's no “THE END” here - only the lights
dimming as the camera turns to another story. In this
city, cinema isn't just an art form - it's a way of life. And

thank goodness for that.

"

OOHO MOXHO cKa3ameb
moyHo: 8 Cmambyre
KUHO HUK020a He
3aKkaH4yusaemcs. 30eckb
Hem Hadnucu «THE END»
- MO/ILKO npu2/yuleHHsll
ceem, noka kamepa
nepek/to4aemcs Ha
Hosyto ucmopuro. B
3mom 20pode KUHO - He
npocmo uckyccmeo, a
06pa3 Mu3HU. Y1 smo
npekpacHo!
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Four Countries,
Four Perspectives:

Luxury Tourism

Strategies in the
Global Market

Herbipe cTpaHbl, YETHIP
CTpaTeruu luxu' \

HOW IS THE CONCEPT OF
LUXURY EVOLVING

IN TURKIYE, RUSSIA,
EGYPT, AND THAILAND?

The concept of luxury in global tourism
is undergoing a major transformation.
Turkiye, Thailand, Egypt, and Russia -

- four distinct geographies, four unique
approaches—are each redefining
‘luxury tourism in line with their histori-
cal, cultural, and natural resources. But
how do these destinations compete on

: the international stage?

'||

k

KAK MEHAETCA KOHLUENLUUA
POCKOLLIN B TYPLINN,
POCCUU, ETUINITE N
TAUJTIAHAE?

[MoHamue luxury-mypu3ma nepexcueaem
2/106a/16HyH0 mpaHcpopmayuro. Typyus,
TaunaHd, Eaunem u Poccus — yemeipe
YHUKQ/IbHbIX HONPABAEHUSA C PA3HLIMU
nooxoo0amu — nepeocMbIC/IU8aOM
npemuasbHelli 0maobiX, oNUPaAsCe Ha
ucmopuyeckoe Hacaedue, Kysnsmypy u
NpupoOdHsie pecypcsl. Ho Kak amu cmpaHel
KOHKYpUpYrmM Ha Mex0yHapooHol apeHe?

Over the past decade, the definition of “luxury”
in travel has shifted dramatically. Once synony-
mous with high-spending, comfort-focused holi-
days, luxury travel today has evolved into a much
more layered and experience-driven concept.

TODAY'S PREMIUM TRAVELER IS
NO LONGER JUST LOOKING FOR
FIVE-STAR HOTELS-THEY SEEK
AUTHENTICITY, SERVICE MODELS
ALIGNED WITH SUSTAINABILITY
PRINCIPLES, AND DESTINATIONS
RICH IN CULTURAL DEPTH.

This shift has forced countries to recalibrate
their tourism strategies. Geographic advantages,
historical legacy, culinary diversity, and spiritual
value all become unique selling points within the
luxury segment. As global competition intensi-
fies, a destination’s ability to differentiate itself is
now directly linked to its brand value and invest-
ment appeal.

In this article, we explore how Turkiye, Thailand,
Egypt, and Russia are each carving out distinctive
luxury strategies, through the lens of experience
design, infrastructure investments, and destina-
tion diversity.

3a nocnedHee decamunemue
onpedesieHuUe «pOCKOWU» 8
nymewecmeusx KapoOuHaa6HO
U3MeHusnoce. Ecau paHewe oHo
accoyuupo8anocs ¢ 0opo2umu,
KOM@opmHeIMU mypamu, mo

Ce200H# luxury cman CI0XHbIM,
OpPUEHMUPOBAHHbLIM HO 8Ne4YaM/aeHus
KOHYenmom.

COBPEMEHHbINA
B3bICKATE/IbHbINA
NMYTELWWECTBEHHUK
WLLET HE TOJIbKO
MATU3BE3/OYHbIE
OTEJIN - EMY BAXXHbI
AYTEHTUYHOCTb,
CEPBUC,
COOTBETCTBYIOLYNA
MPUHLNMAM
YCTOUYUNBOIo
PA3BUTUSA, U TNTYBUHA
KY/IbTYPHOIO
KOHTEKCTA.

Smom cosuz 3acmasusn CMpaHel
nepecMompems c80U mypucmuyeckue
cmpameauu. [eozpaguyeckue
npeumyujecmesa, ucmopu4yeckoe
Hacnedue, 2aCMpPOHOMUYecKoe
pa3Hoobpasue u Oyxo8Hble yeHHOCMu
menepb CMAHOBAMCSA YHUKANbHbIMU
selling-moykamu e cezameHme
npemuym-mypusma. B ycrosusx
HECMKOU KOHKYpPEHYUU CnoCObHOCMb
HanpassieHUs 8bl0enamecs
Hanpsamyr eausem Ha e2o bpeHo-
YeHHOCMb U UHBECMUYUOHHYHO
npuenekamensHOCMe.

B smoli cmamee Ml ucciedyem, Kak
Typyus, TaunaHd, Ezunem u Poccus
gbicmpausarom cobcmeeHHsle luxu-
ry-cmpameauu Yepe3 npusmy ousaliHa
gneyamaeHul, UHPPaACMpykmypHeoIx
uHeecmuyul u paszHoobpasus
mypucmuy4eckux npodykmos.
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Experience - Based Luxury Rooted in Cultural Heritage

Turki

1ypumsa: luxury-Typusm, 0CHOBaHHBIN
Ha KYJIbTYPHOM HaCJIe U1

Turkiye is emerging as a standout destination in luxury tour-
ism not just through its service quality, but through its deep
cultural legacy, geographic diversity, and experience-driven

approach. In key tourism hubs such as Bodrum, Gocek,

Cappadocia, Antalya, and Istanbul, high-end properties offer

guests a fusion of history, nature, and gastronomy.

Most of these properties prioritize not only luxury but also
sustainability, with architecture in harmony with local de-
sign, use of regional materials, eco-conscious practices, and
integration with local communities. Wellness and medical
tourism are also on the rise, particularly along the Aegean
and Mediterranean coasts.

With its layered identity, Turkiye is increasingly seen on the
global stage as a destination “where local character meets
universal comfort.” Beyond high-end hospitality, it offers a

holistic value proposition to its visitors.

Typyus ykpensagem no3uyuu e luxury-cezmeHme He mo/bKo
3a cyem cepsuca, Ho U 610200aps 602amMoMy Hac1eouro,
2eoepapuyeckomMy pasHoobpasuro U opueHmMayuu Ha
gneyamseHus. B K/aro4esbix mypucmuyeckux yeHmpax

- boopyme, [€dxcexe, Kannadokuu, AHmanee u Cmaméye -
npemuasibHele omeau npeodsaa2arm 20CMAM 20PMOHUYHOE
coyemaHue ucmopuu, NpUpPoOs! U 20CMPOHOMUU.

MHozue u3 Hux desnarom cmaeKy He Mo/bLKO Ha POCKOW b, HO
U Ha ycmoliyusoe pasgumue: apxumeKkmypa enuceieaemcs
8 MeCmHbIl 1aHOWAadMm, UCNONb3YHOMCA PE2UOHA/bHbLIE
Mamepuasel, BHEOPAOMCA IKONPAKMUKU U NPO2PAMMbI
g3aumodelicmesusi C MecmHoiMu coobuecmeamu. OcobeHHO
6sicmpo pazsusaromcs wellness- u MeOUYUHCKUU mypu3Mm -
npexcde ecez20, Ha nobepexceax 32elicko20 u

CpedusemHo20 moped.

C makuM MH0202paHHeIM nodxodom Typyus ece Yyauje
80CNPUHUMAEMCS Kak Hanpas/eHue, 20e 10KAbHbIU Kosaopum
ecmpe4aemcs € yHU8epcansHeiM KoMpopmom. [TlomMumo
3/1UMHO20 pa3MeujeHus, CmpaHa npedaazaem 20CmMam
KoMnaekcHsIU mypucmuydeckud onsim.
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A Tourism Narrative Built on Art,
Architecture, and Prestige

Poccens: nekyceTBo, apxureKTypa n
NPECTHK KaK OCHOBA TYPUCTUYECKOT'O
MO3UIIMOHNPOBAHUA

For years, Russia equated luxury with grandeur, excess, and
wealth-gilded lobbies and private jets to Monaco defined the
scene. But over the last decade, the country has seen the rise
of a more refined form of luxury-quiet luxury.

In cities like Moscow and St. Petersburg, luxury is now being
redefined through cultural depth, imperial splendor, and
symbols of status. Former imperial palaces turned hotels,
exclusive art events, and gourmet experiences form the core
of Russia’s premium tourism offer.

Winter resorts in Sochi and Rosa Khutor now deliver year-
round luxury through ski tourism. However, geopolitical
conditions have led to fluctuations in Russia’s global market
share.

Jonzoe spems pockows 8 Poccuu accoyuuposanacs ¢
NoMNe3HoCmMeto - N030/04eHHble 066U U YaCMHbIe nepesémel
8 MoHako 3a0aeas1u moH. OOHAKO 30 noc/iedHee decamusemue
8 CMpaHe CHopMUpPOB8A/CA HOBbIU MPeHad - «MUXAs POCKOWb».

B Mockee u CaHkm-llemep6bypze npemuansHsIl mypu3m menepb
CMpPoUMCSA Ha Ky/bMypHOM Hacneduu, UMNepCcKoM geauduu

U cmamycHbIx cumeoax. beigwiue 08opysl, npespaujéHHsIe 8
omesnu, 3KCKA3UBHbIE apm-cobbimus U 20CMpPoHOMUYecKue
U3bICKU COCMQB/AroM 0CHOB8Y luxury-npeosodeHUs.

3umHue kypopmel - Co4u u «Po3a Xymop» - npedsaazarom
Kpy2/10200UYHbIU NPeMUanbHbIl 0mobix ¢ aKYeHmMoM Ha
20PHO/LIXCHBLIU Mypu3M. OOHAKO 2eonoauMuUYeckas cumyayus
npodosxaem 8AUAMb HA NO3UYUU Poccuu HaO MUPOBOM
mypucmu4eckom pbiHKe.
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A New Luxury Rising from an Ancient Legacy

Egypt

Frurmer:
HOBAs POCKOIIb HA
NPEeBHEM QyHIAMEHTE

Egypt stands out as a destination
that has redefined luxury through a
strong historical and cultural foun-
dation. High-end Nile River cruises,
luxury hotel developments around
the Giza Pyramids, and the resto-
ration of historic properties along
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Egypt's premium tourism offering.

Here, luxury is not just about com-
fort-it's about meaning and place.
Hotels integrated with ancient
structures, gastronomy rooted in lo-
cal traditions, and interiors inspired
by timeless aesthetics give Egypt a
unique identity in the luxury space.

E2unem nepeocmeicnusaem
luxury-mypu3m, onupasce Ha
MHo208eKo80e Hacedue. Kpyu3sel
no Huay npemuym-knacca,
3/lUMHbIE omenau y nupamuo
[u3sl U oMmpecmaepupo8aHHbIe
ucmopuyeckue pe3udeHyuu

Ha mapuwpyme Jlykcop-AcyaH
popmupyrom Hoselli 06pa3
POCKOWHO020 omObiXa.

30decs luxury - He npocmo Kompopm,
a 2/1y60Kas1 C853b C MECMOM.

Omenu, scmpoeHHble 8 OpesHue
NAaMAMHUKU, 20CMPOHOMUS,
CoXpaHAwWasa mpaduyuu, u
UHMeposepeol, BOOXHOBAEHHbIE 8eYHOU
acmemukod, c030a0m YHUKG/bHbIU
mypucmuyeckuti onbim.

Spiritual Minimalism and
Sensor Sophistication

Tanmann; yxOBHBI MMHUMAI3M 1
YyBCTBEHHAA YTOHUEHHOCTD

Thailand has positioned itself as a leader in wellness and
health-focused luxury tourism. In destinations like Phuket, Koh
Samui, and Chiang Mai, international hotel brands and bou-
tique retreat centers offer more than just comfort-they focus
on holistic well-being.

Programs include meditation, yoga, mindful eating, and tradi-
tional Thai therapies, creating an experience centered on inner
transformation rather than surface-level indulgence. Minimal-
ist design inspired by Eastern philosophy merges with refined
service to craft a new luxury language.

In the wake of the pandemic, the rising global interest in men-
tal detox and self-healing has made Thailand a top destination
not only for Asian travelers but also for high-net-worth tourists
from Europe and North America. The country now represents a
unique tourism ecosystem that blends tranquility with transfor-
mation.

TaunaHd ymeepouacsa kak nudep wellness-mypusma u
luxury-HanpaeneHul, opueHMUpPOBAHHbLIX HG 300P08bE.

Ha lxykeme, Camyu u 8 HuaH2mae Mexc0yHapoOHble omesbHeble
cemu u bymuk-pempum yeHmpesl npednazarom He Npocmo
KoM®opm, a yenocmHyr Gpuaocopuro 61020N0y4us.

[pozpammel ekaro4arom medumayuu, o2y, 0CO3HaHHOe
numaxue u mpaduyuoHHsle malickue NPaKMuUKU, co30aeas
oneim 8HympeHHel mpaHCcPopMayuu 8Mecmo No8epxXHOCMHbIX
ydososnscmeuli. MuHumManucmuyYHell 0u3aliH, 800XHOBAEHHbIU
80CMOYHOU puaocopuel, coyemaemcs ¢ 6e3ynpedHsiM cepaucom,
popmupys HosbIli A3bIK POCKOWIU.

[Mocne naHOemMuu 27106a/16HbIG UHMeEPEC K MeHManbHOMY 0emokcy
U CaMo80CCMaHo8AeHUro coenan TaunaHo mon-HanpaeneHuem

He MO/16KO 0/15 a3UaMCKUX NymeulecmeeHHUKO8, HO U 015
cocmosimeneHelx 20cmeli u3 Egponsl u CegepHol AMepuku.
CmpaHa 030010 YHUKAALHYH 3Kocucmemy, 20e 2apMOHUYHO
coyemaromcsi yMupomeopeHue U npeobpaxceHue.

P
_ e
i e=-TOURISM EXPLORER™ 73

Sl i



SEGMENTATION AND STRATEGIC

LUXURY IS NO LONGER COBPEMEHHAA POCKOLLb -
ABOUT OPULENCE-IT'S | HE [1PO TOMME3HOCT, PO T N NG
ABOUT MEANING. A ITPO OCMbICJIEHHOCTb. TURKIYE
il Key Strengths Cultural depth,
As the global tourism industry evolves, VHAycmpus mypu3ma nepeocmsicaueaem geographic diversity
the luxury segment is being redefined luxury-cezameHm, HaNoAHAA e20 Ho8oll
with new depth and dimension. Turki- 2ny6uHol: Typyus npespawjaem Highlighted Gastronomy, Wellness,

ye offers experiential luxury grounded
in cultural identity. Thailand presents

Ky/bmypHyto UOeHMUYHOCMb &

Experiences

Heritage Tourism

wellness as a refined, spiritual journey i g ARty
K o ; wellness 8 paHz dyx08H020 nymeuwiecmeus, il = a0 g B
Egypt merges antiquity with high-end Ezunem coedunsem.aumuii e THAILANDh S | h;ﬁi’" 2
hospitality. And Russia crafts opu_lenc_e C COBPEMEHHbIM 20CMenpUUMCMEOM, d Key Strengths SplrltL_Ja - focuse B e
oL e BT el precuge, | Poccun cosoaelE S CErMEHTALMSA VN CTPATETYECKOE
' Ky/1bmypHO20 6eNUUS. Highlighted Retreats, Spa, Nno3snynoHNPOBAHUE
These four destinations not only com- Experiences Natural Simplicity

pete globally but also reflect diverse
lifestyles, values, and aspirations. In

. : ' YeHHOCMU U HU3HeHHbIe PuiocoPuu.
this context, luxury is not just about of- Ce200H5 UCMULHAS OCKO¢£U6 U3M¢; gemcs EGYPT _ TYPLNA
: — o i p P Key Strengths Archaeological Knroueesie KynemypHoe Hacnedue,
fering more—it's about building some He KoAuYecmaom 36830, a 2AV6UHOI . ’
. . / Y/ infrastructure npeumywecmea”  2eozpaguyeckoe
thing more meaningful. gne4amaeHull U CMbIC/108
’ pa3Hoobpasue

Highlighted Heritage Hotels,
Experiences River Cruises 3Hakoesle FacmpoHomus, wellness,

3mu HanpaeseHus He NPOCMO
KOHKYpUPYOM - OHU OMpPaxatom pasHsle

'}

B LUXURY-TYPU3ME

P . L. ) npe&noxcenun ucmopuweCKuU mypusm

RUSSIA B o
Key Strengths Art and grandeur TAUJIAHA
Knroyeesie Ayxo8Hble npakmuku
Highlighted Cultural Events, Winter npeumyuwjecmea” U penakcayus
Experiences Luxury Experiences
" R 3HakKoesle Pempumel, cna,
f e y
1\ npeodnoxceHusa eduHeHue ¢ npupodol
B B o RS

ETUTNET
Knrouessie Apxeosoz2uyeckas
npeumywecmea”  uHPpacmpykmypa

3Hakoesle
npeodsnoixceHus

Omenu-naMamHuku,
Kpyu3ssl no Huny

POCCUA
Knrouessie Vckyccmeo u
npeumywecmea”  umnepckul pazmax

3Hakoesle KynbmypHsie ueeHmel,
npeodnoxceHusa 3umHue luxury-Kypopmel
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The Universal Qodes of a Dish with
Chef Omer Yalcin

An Ambassador
Between Tables:

| locon Bryca:
YHUBEPCAJIbHBIN A3bIK OJIIO] OT
med-roBapa Omepa flubiHa

A refined palate, a disciplined
kitchen, and a boundless vision...
Chef Omer Yalcin's career inspires
not only through the food he cooks
but the values he embodies. Born
in Gaziantep to an Arab father and
Turkish mother, Yalcin now serves
as Executive Chef at Rixos Radamis
in Sharm El Sheikh, Egypt. Far from
simply preserving his culinary her-
itage, he transforms it, amplifies it,
and brings it to tables around the
world. From Egypt to Russia, from
Turkiye to Tatarstan, this journey
bridges cultures and transcends
borders. We spoke with him about
the behind-the-scenes of his profes-
sion, the international gastronomy
scene, and his vision-he has cooked
alongside Michelin-starred chefs,
initiated zero-waste projects, and
mentors young chefs in his kitchen'’s
values.
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VI36ICKaHHbIU 8KYC, OUCYUNAUHA HO
KyxHe U 6e3zpaHu4Hoe gudeHue...
Kapeepa wep-nosapa Omepa
AnyebiHO 800XHOB/IEM HE MO/ILKO
co3zdasaemMuiMU UM 61H00aMU, HO U
memu YyeHHOCMAMU, KOmopble OH
Hecém. YpoxceHey la3uaHmena,
gblpocwuli 8 cMewaHHoU apabo-
mypeykol cemoe, An4biH celivac
go32/108s4em KyxHto Rixos Radamis
8 LLlapm-3n1b-LLlelixe. Boixods
0as1eKo 30 paMKuU NPoOCcmMo2o
COXPAHEHUS KyAUHAPHO20
Hacneous, OH mpaHcpopmupyem,
obozawjaem u npedcmassasem
€20 Ha MexO0yHapoOHoU
20CmpoHoMuYeckol cyeHe.

Om Ezunma 0o Poccuu, om
Typyuu do TamapcmaHa - e2o
KY/IUHAPHb6IG Nymb 06beduHsem
Ky/bmypel U cmupaem 2paHUYbl.
B 3KCKA103UBHOM UHMEPBLIO Mbl
06cyounu 3aKyNUCHbIE MOHKOCMU
npogeccuu, meHoeHYuuU MUposol
20CMPOHOMUU U e20 ¢uaoCcoPuro
(wep paboman c obnadamenamu
368630 MuwneH, peasnusyem
zero-waste npoekmel u
80CNUMbIBAEM MO/100bIX NOBAPOB
8 dyxe mpaduyuli ceoeli KyxXHU).
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Having worked in Egypt
for about 1.5 years, which culinary differences
have you noticed?

Omer Yalgin: | first worked in Egypt in

2017, and now I'm here again. I'm part of a
one-of-a-kind project-something very mean-
ingful for my career. As someone of Arab heri-
tage, I'm already deeply familiar with Egyptian
culture, so being here hasn't changed much.
However, there are similarities and differenc-
es between Turkish and Egyptian gastronomy.
Many sweets and meze are quite similar, but
when it comes to main dishes and soups, the
spices and cooking techniques differ signifi-
cantly. My team and | teach Turkish culinary
culture to our local chefs while immersing
ourselves in Egyptian cuisine. In my view, you
must always respect and learn as much as
possible about the local culture.

As a chef representing
Turkish cuisine in Egypt, what does
this mean to you?

Omer Yalgin: Representing Turkish cuisine
means bridging cultural gaps by showcasing it
in Egypt, always using authentic and accurate
recipes on an international stage. We offer
guests—both local and international, espe-
cially those who've been to Turkiye and seek
Turkish flavors—a unique experience. We
promote the diversity and richness of Turkish
flavors and ingredients among Egyptians and
tourists, encouraging recognition and appreci-
ation of our culinary heritage.

What did events like the
“Four Hands Dinner” bring you? How was
cooking alongside Michelin-starred chefs?

Omer Yalgin: The “Four Hands Dinner” holds
great importance for me. Every chef dreams
of working with a Michelin-starred counter-
part. Over the past six years, in Russia, Turki-
ye, and Egypt, we've created these dinners for
our guests—my team and | feel very fortunate
to learn from top chefs and share the kitchen
with them.

Compared to working in
Turkiye, what differences have you observed
in Egypt's professional kitchen environment?

Omer Yalgin: It's hard to compare Egypt with
Turkiye or any country—I've worked in ten
countries so far. The experience in Turkish

kitchens—the chefs, the equipment, the prod-
ucts—is unique and unmatched. There are

significant differences.
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Bel pabomaeme e E2aunme
okoso 1,5 nem. Kakue KysiUHApHbIE pa31udus
8bl 3amMemuu?

Omer Yalgin: Bnepseie s pabomarn 6
E2zunme 6 2017 200y u 8om 8epHy/cA

CHO8a. Y4acmeyro 8 YHUKA/IbHOM npoekme

- 0YeHb BAXCHOM 014 Moell Kapbepsl. Kak
yesi08eK ¢ apabCKUMU KOPHAMU, 1 XOPOWO
3HAKOM C e2unemckol Ky/siemypod, ho3momy
0c06bIX U3MeHeHUl He NoYyecmeosarl.
O0Hako mexcdy mypeykol u ecunemckoli
2acmpoHomueli ecme cxo0Ccmea U pasaudus.
MHozue cnadocmu U 3aKyCKU 04eHb NOXOXU,
HO 8 0CHOBHbIX 6/11000X U Cynax cneyuu u
MexXHUKU npu20moeieHUs pa3auvyaromcs
KapOuHa/snbHO. Mel ¢ KoMaHOoU 0by4Yaem
MecmHbIX hogapoe mypeykou KyxHe,
napanaesneHo uly4as eaunemckue mpaouyuu.
BaxxHO ysaxcame MeCmHyr Kysemypy u
nepeHUMams 3HAHUA.

Ymo 0215 8ac 3HaYUM
npedcmasnsme mypeykyr KyxHro e Ezunme?

Omer Yalgin: 3mo mocm mexdy
Kynemypamu. Mel cmpozo credyem
aymeHmuYHsIM peyenmam, 4¥mobsi dame
20CMAM - U MECMHbIM, U UHOCMPAHYAM,
0cobeHHO meM, kmo bsigas 8 Typyuu, -
noodsauHHeIU ekyc. [Tpodsuz2aem pazHoobpasue
mypeykux 8Kycos u uHzpedueHmos, Ymobel
e2unmsHe U mypucmel O4eHUAU Hawe
KyAUHapHOe Hacaeoue.

Ymo danu eam
MeponpuamuUs 8pode «YHUHA 8 Yemelpe
pyku»? Kakogo 3mo - 20mosums o
38630HbIMU Wepamu?

Omer Yalgin: «YxuH & Yemsipe pyku» —
cobsimue ocobol saxcHocmu. Pabomame ¢
ob6aadamenamu 36€30 MuwisieH — Mmedyma
1106020 wega. lNocredHue wecms s1em

8 Poccuu, Typyuu u Ezunme Mol co30aém
makue yx#uHel 0219 20cmedi. Ml ¢ KoMaHOoU
cYyaCmAUBLl y4umecs y y4wux.

Kakue pazau4us el
3amemunu mexcoy pabomod e Typyuu u
Eeunme?

Omer Yalgin: CpagHugams CI0XCHO - 5
pabomarn e decamu cmpaHax. Typeykue KyxHU
- C ux wepamu, obopydosaHuem, NPodykKmamu
- YHUKQ/IbHbI U HEN08MopuMsl. Pasau4us
cywecmeeHHele.

Tourism Explorer: How do you manage
crisis moments in a professional kitchen,
especially within international teams?

Omer Yalgin: Crisis management is
crucial. You must fully grasp the entire
operation and maintain oversight of your
team. The most important step in a crisis
is staying calm-panic can lead to loss of
control. Analyze thoroughly and think
carefully before deciding. This applies in
kitchens across the globe.

Tourism Explorer: Kak sel
cnpas/ssiemecs € KpU3UCamMu HA KyxHe 8
MeXOyHapPOOHbIX KOMAHAAX?

Omer Yalgin: Kpu3suc-meHedxmeHm
0YeHb 8axeH. HyXHO N0IHOCMbI0
KOHMpPOAUPO8aMs npoyecc u
COXPAHSMb X1A0HOKPOBUE - NAHUKA
8edém K nomepe ynpas/eHus.
Heob6x00umo makxce muwamesnsHo
aHAU3UPOBAMb CUMYAYUHD

nepeo npuHsmMuem peweHus. 3mo
yHUBepCcansLHoe NPasuso 0415 8cex
KYXOHb MUpQ.




Tourism Explorer: We know you emphasize
locally sourced ingredients. Which Egyptian
local flavors have impressed you?

Omer Yalgin: Egyptian specialties that stand
out include koshari (rice, pasta, lentils, fried
onions), ful medames (beans marinated with
herbs), baladi bread, and Umm Ali (baked
dessert). These reflect the rich diversity of
Egyptian cuisine. I'm also fascinated by the
200+ varieties of mango, as well as guava-a
pearlike fruit with a distinct taste used for tea;
we even grow the trees at our hotel and use
them fresh.

Tourism Explorer: Sustainability and
zero-waste are becoming essential in luxury
hotels. What's your approach?

Omer Yalgin: It's very positive that these
principles are gaining traction. Such hotels
fulfill their environmental and social respon-
sibilities while helping create a livable future.
Our approach focuses on renewable energy,
water conservation, waste management, using
local produce, and promoting eco-conscious
practices.

Tourism Explorer: What, to you,
is the fun side of gastronomy?

Omer Yalgin: To me, gastronomy’s fun side
includes enjoying delicious dishes, trying

new recipes, exploring other cultures, tasting
local foods, cooking with loved ones-an act of
therapy—as well as attending culinary events
to discover new flavors. | participate in all such
events. Being creative in the kitchen, treating
cooking as an art, and sharing these experi-
ences with guests brings me joy.
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Tourism Explorer: Mol 3Haem, ymo bl
desnaeme akyeHmM Ha MeCmHsIx NPooyKmax.
Kakue e2unemckue ekycsl npou3seenu Ha 80cC
ocoboe sneyamseHue?

Omer Yalgin: B e2unemckoli kyxHe ecme
HeCKo/16K0 nompAcaroujux 6100, Komopele
delicmaumesibHO HyXHO nonpo6osame.
IMpexcde ecezo, 3Mo Kowapu - CbIMHoe
coyemaHue puca, nacmel, ye4esuysbl U
Xpycmsau e2o #apeHoz20 yka; ¢ya medamec -
apomMamHele 6066, MOMAEHHbIE C MPABAMU;
601a0uU - MPadUYUOHH®bIU e2unemckuli

xne6; u Ymm Anu - HexcHelwul decepm u3
C/10€H020 Mmecma C MO/IOKOM U Opexamul.
Smu 611000 hpekKpacHO ompaxcarom
602amoe pa3Hoobpasue e2unemckol KyxHU.
Ho omdesnsHo xo4y ommemumes MeCmHsole
¢pykmel - 30ece sbipawjusarom 6osee 200
copmoe MaH20. A 2yasy, Komopas no exycy
HanoMuHaem 2pywy, Ucnoab3yrom He Mosabko
8 ceexceM sude, HO U 0/151 Npu2omMoesieHus
apoMamHo20 4Yas. B Hawem omene mol daxce
gblpaujueaem cobcmeeHHeble depesbs, Ymobsi
20CMu Mo2/au honpobosame ab6CoMOMHO
ceexcue naoobl.

Tourism Explorer: [TpuHyunel ycmoliyueo2o
paseumus u zero-waste cmaHo8amcs
0653amenibHbIMU 0/151 NPeMuaabHbIX omesed.
Kak ebl peasusyeme smom nodxoo?

Omer Yalgin: OueHs padyem, ymo smu
NpUHYUNel HA6UPAOM NoNyASPHOCME.
CospemeHHble omesiu 00/HCHbI

Hecmu 3K0/102U4eCKyto U COYUANbHYH
omeemcmeeHHOCMeb, c030a8asi KOMGOPMHoe
6ydyujee 018 ecex. Hawa cmpamezus
8K/1H04YAEM HECKO/bKO K/1H4e8bIX
HanpasaeHul: nepexod Ha 80306HoO8/AeMble
UCMOYHUKU 3Hep2uu, payUoHANbHOE
UCNo16308aHUE B800bI, 3PPHekmusHoe
ynpaeseHue omxodamu, aKMuUgHoe
UCNo/16308aHUE MECMHbIX NPOAyKMo8 u
npoosuieHUE IKOA02UYHbIX NPAKMUK. Imu
Mepbl NO38O/AAOM HAM MUHUMU3UPOBAMb
go3delicmeue Ha OKpyHcarouyro cpedy,
COXPaHAS 8bICOKUU yposeHb cepsuca.

Tourism Explorer: Ymo 0214 eac camoe
UHMepecHoe 8 npopeccuu wep-nosapa?

Omer Yalgin: FacmpoHomus - 3mo
NOCMOSIHHbIU UCMOYHUK 800XHOBEHUS

u padocmu. MHe ocobeHHO Hpasumcs
dezycmuposame Hogele 61000 U
COYemMaHUS 8KyCO8, 3KChepUMeHmMUpPo8aAMb
C aBMOPCKUMU peyenmamu, usy4ame
KyAUHaPHble MPaduyuu pasHsIX CMPAH,

Tourism Explorer: You advise young chefs
not to turn their backs on Turkish cuisine.
What are its greatest strengths?

Omer Yalgin: If you aim to be a professional
chef, you must learn your own cuisine and cul-
ture first. Turkish cuisine’s strength lies in its
rich variety, its encouragement of healthy and
balanced eating, and its respect for regional
and traditional dishes. It has grown richer
over time by embracing diverse influences.
As someone from Gaziantep-a culinary leader
with 106 registered geographic products (and
over 1,000 nationwide-l encourage young
chefs to research constantly. For those work-
ing abroad, learning a foreign language is key
for better expression.

20mosume 8 Kpyay 6au3skux arooel - 015
MeHs 3MOo Ay4Was mepanus, y4acmeosame
8 20CMPOHOMUYECKUX pecmueassax ho ecemMy
mupy. A ece20a ¢ y0ogo6cmeauem NPUHUMAH
y4yacmue 8 makux Meponpusmusx - OHU
N0380/1510M 0MKPbLIBAMb HOBbIE 20PU30OHMbI.
KynuHapus 018 MeHs - 3mo Hacmoswee
UCKycCmeo, KomopeiM 0CO6eHHO NPUSMHO
denumscsa € 20CMAMU HaWe20 omes.

Tourism Explorer: Bol Yyacmo 208opume,
4mo mMos1006le Nosapa He 00/MKHbI 3066180Mb
0 mypeykol KyxHe. B uem ee 2/1a8Hble
npeumyujecmea?

Omer Yalgin: Hacmosuwuii npogeccuoHan
do/mKeH HaYUHAMe C U3y4yeHus CO6CMeeHHbIX
KyAUHAPHbIX KopHel. Cuna mypeykol

KYXHU 30K1H040emcs 8 HegeposimHOM
pa3Ho0bpa3uu, udeasnbHoOM 6anaHce

Mexcoy 8KyCcoM U nosb30U u bepexcHoM
OMHOWEHUU K pe2UOHANbHIM MPaouyusm
U aymeHmMu4HsIM peyenmam. Hawa KyxHs
8numMana Ayqwue Yepmel MHO2UX Ky/semyp,
umo coenasno ee ewje 6oz2aye. [azuaHmen,
0mMKyoa 51 poOOM, - 3MO 20CMPOHOMUYECKOe
cepdye Typyuu, 20e coxpaHsarom 106
YHUKG/AbHbLIX NpodyKkmosgelx mpaduyudi

(8 Macwmabax cmpaHsl 3ma yuppa
npessiwuaem 1000). MosodsiM nogapam

A cogemyr0: NOCMOSHHO UCC1ed08aMb
MpaduyuoOHHbIe MexXHUKU, U3y4ame
/10KQ/1bHbIE 0COBEHHOCMU KAX0020 peauoHa
U 0C8aUBAMb UHOCMPAHHbIe A3bIKU (0415
mex, kmo pabomaem 3a epaHuyedi) - 3mo
nomozaem moyHee nepedagame Ky/NUHAPHbIE
uoeu.




CHEF OMER YALCIN'S
CULINARY JOURNEY IS MORE
THAN COOKING-IT'S CULTURAL
TRANSLATION AND VALUE-LED
REPRESENTATION. WHILE
REINTERPRETING TRADITIONAL
FLAVORS WITH MODERN
TOUCHES, HE SUCCEEDS IN
GIVING CUISINE A UNIVERSAL
LANGUAGE. HIS WORDS
INSPIRE YOUNG CHEFS TO CON-
TINUOUSLY CREATE, EXPLORE,
AND STAY TRUE TO

THEIR ROOTS. HE VIEWS
GASTRONOMY NOT JUST AS

A PROFESSION BUT A WAY OF
LIFE. HIS STORY REMINDS US:
EVERY DISH CARRIES IDENTITY,
MEMORY, AND VISION.

Tourism Explorer: You're active on social
media. How does a chef's digital presence
reflect in kitchen practice?

Omer Yalgin: Being active online helps a
chef reach broader audiences. Chefs are
unique: yes, | think of myself this way. We
must be present online—sharing recipes,
visuals, and inspiring followers. Social
media is highly impactful: young chefs
find new ideas and role models, and gain
expressive freedom. But it must be used
wisely and professionally. Many guests
come to our hotels because of social
media—visiting places I've posted about. It
keeps you relevant and current. | believe
life gains depth by sharing.

Tourism Explorer: What upcoming proj-
ects await you? Will you return to Turkiye
or take roles in other countries?

Omer Yalgin: I'm currently the Culinary
Director for one of the world's largest
gastronomy projects—with two years until
completion. Rixos has many ongoing proj-
ects in Egypt, which we're proud of. | have
no other plans yet—I feel at home here.
When current projects conclude, | may
plan a return to Turkiye.
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Tourism Explorer: Bel akmugHo eedéme
coycemu. Kak yugpposas akmusHoCme
gausem Ha pabomy wep-nosapa?

Omer Yalgin: AkmusHocme 8 coycemsx
nosgosigem wegp-nogapy Haxooume

HO8YI0 ayoumopuro U ocmasamecs
akmyanbHbIM. Ja, ece wepsli 0cobeHHsble,

U 51 He uck/1roYeHue. Ham Heobxodumo
66/Mb OHAQUH - 0enumescs peyenmamu,
8U3Ya/1bHbIM KOHMeHMOM, 800XHOB/Mb
noonucyukos. Coymeoua UcKA04YuUmMenbHo
8AXCHbI: MOA100bIE NOBAPA HOX00SM MaMm
udeu, KyMupos u ce0b600y CaMOBbIPAXCEHUS.
Ho 8axHO UCno/a6308aMe UX PA3YMHO

U npogeccuoHanbHo. MHoz2ue 2ocmu
npuesxarom K HaM UMeHHo 6s1a200aps
nyé6aukayuam - xomsam nonpoboeams
6411000, Komopele sudenu 8 eHme. A
ybexcdeH: Hu3Hb obpemaem 21y6uHy Yepes
obuweHue.

Tourism Explorer: Kakue npoekmel #0ym
8ac 8 bauxcatiwem 6ydyuem? BozepaujeHue
8 Typyuro unu Hosble CMpPaHsl?

Omer Yalgin: Celiuac s pykogoxiy 00HUM U3
CaMbIX MACUWMABHbLIX 20CMPOHOMUYECKUX
npoekmos 8 Mupe - e2o0 3a8epuweHue
3an/1aHUPOBAHO Yepes dea 200a. Cemeb
Rixos akmusHo passusaemcs e Eaunme,

U A 20pXCyCb yYacmueM 8 3moli pabome.
[Moka Opyaux nnaHo8 Hem - A 4y8cmeyro
cebs 30ece kak doma. Ho ko2da mekyujue
npoekmsi 6ydym peasnu308aHsl, 803MOXCHO,
PACCMOMPHIO BO3MOXCHOCMb 8038PAU4EHUS 8

Typyuro.

/151 OMEPA SITYbIHA KYJINHAPUS
- HE TPOCTO MPO®ECCHS,

A CITOCOB KY/IbTYPHOIO
OBLLEHWS. BUPTYO3HO COYETAS
TPAAULNOHHBIE BKYCbI C
COBPEMEHHbIMU TEXHUKAMM,

OH CO34AET YHUBEPCAJIbHbIV
A3bIK TACTPOHOMUM, MOHSTHbINA
KAX/OMY. EFO 1104X04
B/JOXHOBJISIET TBOPUTb, HE EOACh
3KCMEPYMEHTOB, UCC/IEOBATb
HOBbIE FPAHV BKYCA U1 YTUTb
KYJINHAPHBIE TPAANLIAN.
FACTPOHOMMWSA 47151 HETO -
DUI0CODUS XUIHU, [JE KAX/OE
BJI040 PACCKA3bIBAET UCTOPUIO,
XPAHUT MAMSITb MTOKOJIEHWNIA N
OTPA)XXAET ABTOPCKOE BUJEHME.
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An Innovative Tool for Travel Agencies
in the Era of Digital Communication

ourist Helper

Otel

Tourist helper

In today’s competitive and rapidly digi-
tizing travel industry, effective commu-
nication and automation tools are key
to success. The HelloOtel
TurboMarketing system continues to
evolve, offering partners cutting-edge
solutions. One such innovation is the
Telegram bot Tourist Helper-a multi-
functional assistant for travel agents
and tourists that streamlines customer
management, enhances service quality,
and unlocks new revenue streams.

CLIENT DATABASE MANAGEMENT
AND SMART NOTIFICATIONS

Tourist Helper helps to organize your
client base and establish efficient com-
munication with travelers. To register

a client, simply provide them with a
personalized QR code or link from your
HelloOtel account (under the “Tourists”
section). After a quick registration, the
traveler is automatically added to your
database, with their contact details se-
curely protected and never shared with
third parties.
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NuroBaimioHHbBIV
MHCTPYMEHT JIJIA
TYPareHTCTB B

3MOXY LPPOBBIX
KOMMYHMKALI

B ycnosusix pacmyuweli KOHKypeHyuu

U yugposusayuu mypucmu4ecko2o
bu3Heca 3¢pekmusHbsle UHCMpyMeHMebl
KOMMYHUKayuu u aemomMamusayuu
CMaHoBAMCA KAKYe8bIMU PaKmopamu
ycnexa. Cucmema HelloOtel
TurboMarketing npodosaxcaem
passuBaMesCs, npedsnazas napmHepam
UHHOBAYUOHHbIe peweHUA. OOHUM

U3 makux npodykmoe siea5emcs
Telegram-6om Tourist Helper -
MHO20QYHKYUOHA/bHbLIU NOMOWHUK 04151
mypazeHmos u mypucmos, KomopsiU
onmumusupyem pabomy ¢ KAUeHmMamu,
nossiwiaem ypogeHs cepauca u
OmMKpsl8aem Ho8ble UCMOYHUKU A0X00a.

YMPABJIEHVE KJINEHTCKOA BA30V U
YMHBbIE PACCBIJIKU

Tourist Helper no3eossiem
cucmemMamu3upo8ame KAUEHMCKYH
603y U Ha1adUMb 3pPHekmueHbie
KOMMYyHUKayuu ¢ mypucmamu. Ans
pe2ucmpayuu kKaueHma 0oCmamo4Ho
npedocmasume eMy hepcoHabHbIU QR-
KOO UAU CCbIAKY U3 AUYHO20 KabuHema
HelloOtel (pazden «Typucmamy). [Nocae
bbicmpol pecucmpayuu mypucm
asmomamuyecku nonadaem & sauly 6a3y,
0 €20 KOHMAKMHble 0GHHbIE HA0EeHHO
3awuujeHsl U He nepedaromcss mpemesum
AUYaM.

¥

1

—
- A
A

DYHKLNOHAJT PACCHIJIOK AAET
BO3MOXXHOCTb:

Omnpaensame NepcoHaNU3UPOBAHHbIE
ysedomseHUs ¢ mekcmom, $omo, 8udeo u
UHMepaKmMuHbIMU KHONKAMU.

lAaHUpPo8aMb PaccblIKU HA yO0bHOe
epems.

Koppekmuposame cnucok noayyamesneii
neped omnpaskodl.

Omawiexcueame cmamucmuky 00Cmaeku
coobuweHudl.
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Helloote|

Taurist helper

SEAMLESS CLIENT COMMUNICATION

AND ADDITIONAL EARNINGS

Tourist Helper ensures hassle-free in-
teraction between agents and travelers:
Clients can instantly contact you via the
“Contact a Travel Agent” button, with
notifications sent directly to your email.
All conversations are accessible in your
HelloOtel dashboard (“Dialogs” - “Con-
tact With Tourist”), allowing prompt
responses to inquiries.

MOREOVER, THE BOT OPENS

A NEW PASSIVE INCOME STREAM
Tourists can purchase HelloCell eSIM
cards directly in the bot, with 10% of
each sale automatically credited to your
wallet. Coming soon: hotel advertising
placements, with agent commissions
based on the number of registered
clients.
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MPAMAS CBA3b C KIMEHTAMU N
JAOIMOJIHUTE/IbHbIA 3APABOTOK
Tourist Helper obecne4yusaem
6ecloBHyH KOMMYHUKQUUIO Mex oy
a2eHMOoOM U mypucmom:

KnaueHm moxxcem M2HOBEHHO C8A30MbCA

€ 8aMU Yepe3 KHonKy «CesAa3b ¢
mypazeHmom», a yeedomaeHue

0 coobweHUU npudem Ha sawly
3/16KMPOHHYI0 NOYMy.

Bce duanozu docmynHsl 8 AUYHOM

kabuHeme HelloOtel (pa3zden «Auanoau» -
«(C8A36 C mMypucmamu»), Ymo no3gosisem

onepamueHO omee4ame HA 3aNpPocel.

KPOME TOro, 50T OTKPbIBAET HOBbIV

NCTOYHUK NACCUBHOIO 4OX04A
Typucmel Mo2ym npuobpemame
eSIM-kapmel HelloCell npamo e 6ome,
a 10% om cyMmMsl NOKynkKu
asmomamuyecku 3a4ucasomcs

HO 8awW HaKohumessHsIl Kowesex.

B 6auxcativem 6ydyusemM nogeumcs
803MOXCHOCMb pa3MeljeHUs pekaamel
omesieli ¢ 803HaA2paAXOeHUEM
a2eHmos 8 3a8UcuMocmu

om Kosau4yecmea

npuenevyeHHbIx
KaueHmMos.

TOURIST - FOCUSED FEATURES

- CONVENIENCE FOR AGENTS

Tourist Helper not only simplifies agency
operations but also boosts client loyalty
with built-in services:

MULTILINGUAL TRANSLATOR
Supports 19 languages,
including voice input.

AIRPORT LIVE BOARDS
Quick access to flight sched-
ules across 16 countries, plus
a direct link to Flightradar for
real-time tracking.

EASY NAVIGATION
Instant access to maps for
stress-free travel.

HOTEL CATALOG

Details on partner hotels,
including photos, descriptions,
and locations. The list will soon
expand to include other popu-
lar accommodations.

INSTANT TOUR
QUOTE REQUESTS |
Clients can immediately con- "#®
nect with you via “Contact a
Travel Agent” button.

IMOJIE3HbIE ®YHKL NN A4)14

TYPUCTOB - KOM®OPT 4J14 ATEHTOB
Tourist Helper He mosieko ynpow,aem pa6omy
a2eHmcme, Ho U nogsiuaem /105/16HOCMb
K1UeHmMoe 3a c4em 8CMPOEHHbIX Cepaucos:

MHOrosi3bl4HbINA
MEPEBOAYUNK
noddepxika 19 A36IK08,
8K/A1t0Yas 20/10c0800 8800.

OHJIAVH-TABJ10 A3POIIOPTOB
66IcmpeIli docmyn K
pacnucaHuro pelicos 8 16
CMPAHax U 8CMPOEHHAs
ccelzika Ha Flightradar 04
OMCIeXUBAHUS COMO/IeMo8 8
peasbHOM epemMeHu.

Y/ ObHASAA HABUTALUA
npamol docmyn K Kapmam 015
KOM®OpPMHO20 hymeuwecmesus.

KATAJIOI OTEJIEU

UHGOpMayus 0 NapmMHepckux
omenax cucmemsi ¢ pomo,
onucaHueM u aokayuel. B 6ydyujem
CNUCOK NONOAHUMCA Opy2uMu
nonysnspHeIMu 06veKkmamu
pa3mMewjeHus.

BbICTPbI/ 3AMPOC HA PACYET TYPA
KAUeHmM Moxem MOMeHMasn6HO
€8A30MbCs C a2eHmMom 0411
6pOHUPOBAHUS Yepe3 KHONKU
«KoHmMakmel saweao aeeHma» u
«CBA3b C mypazeHmMom».
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FUTURE DEVELOPMENTS:

SALES AUTOMATION AND

NEW OPPORTUNITIES

Upcoming updates will integrate exclu-
sive hotel deals, including properties
outside the HelloOtel system. This will
let travelers easily request quotes while
enabling agents to process bookings
effortlessly.

TOURIST HELPER IS AN ALL-IN-ONE
SOLUTION, COMBINING:

CRM functionality
for client management.

Marketing automation
for targeted campaigns.

Revenue-generating platform
for extra earnings.

Tourist support hub
for enhanced service.

Best of all, the bot is completely free
for both agencies and travelers.

Don't miss this chance to elevate your
business—start using Tourist Helper
today before your competitors do!

( i
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MNMEPCIEKTUBbI PA3BUTUA:

ABTOMATU3ALNA NMPOJAX U
HOBbIE BO3MO)XHOCTU

B 6auxcaliuux naaHax - uHmMezpayus
cneynpednaoxceHuli om omesned,
8K/1H040S1 06bEKMbI BHE CUCMEMbI
HelloOtel. 3mo no3sosaum mypucmam
/1€2K0 3aNpauwiu8ames pac4emei,

a 02eHMaM - onepamueHo
obpabameisame 3058KU 6e3 NUWHUX
yeunud.

TOURIST HELPER - 3TO
YHUBEPCAJIbHbIN UHCTPYMEHT,
COYETAROLUNN B CEBE:

CRM-¢yHKyuoHan a4 ynpaeneHusa
KnueHmckoi 6a3oii.

MapkemuHzoeslii KaHan Ans
aemomMamu3upoeaHHbIX PACCbINOK.

Mnamg¢opmy 0114 donosAHUMeENAbHO20
3apabomka.

CepeucHsIli NOMOWHUK 015
mypucmoe.

U camoe 2s1a8H0e - 60m NO/IHOCMbIO
6ecnnameH KakK 0418 a2eHmcme, makK
u 0719 nymewecmeeHHUKOe.

He ynycmume 803MOXHOCMb ycuaume
ceoli busHec - nodkaoyalime

Tourist Helper yce ce2o0Hs, noka 3mo
He c0enanu KoHKypeHmei!

RIXOS

RADAMIS

SHARM EL SHEIKH

(Hlaivy Tale

awalls you lie

rixos.com + rixosracdamis



The Art
of Wellness
in Thailand:

Healing
Sanctuarie
for Body

Tannan kak wellness-uickycerso:
TOIT-O MECT JJIA KOMIVIEKCHOI'O BOCCTaHOBJICHIA

WHERE ANCIENT EASTERN TECHNIQUES
MEET MODERN MEDICINE, THESE FIVE
EXCEPTIONAL DESTINATIONS OFFER NOT
JUST LUXURY, BUT REFINED PATHS TO
RECONNECT WITH YOURSELF.

B 3TUX OCOBEHHbIX MECTAX
MHOIOBEKOBbBIE ASUATCKUE TPAANLNU
C/INBARKOTCA C AOCTUXXEHUAMU
COBPEMEHHOU WELLNESS-UHAYCTPUM,
NMPEAJIATAA TOCTAM HE ITIPOCTO OT/AbIX,
A OCO3HAHHbBIA NYTb K BHYTPEHHEMY
PABHOBECUHO.
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Waking up to the scent of orchids, practicing breathwork among bamboo
groves, watching the sunset with a cup of ginger tea in hand... Thailand is
more than just a tropical getaway — it's a land of healing where ancient
traditions transform the body and soul in perfect harmony.

Blending mystical Eastern wisdom with modern therapies, these sanctuar-
ies are designed to help you forge a deeper connection with yourself.

Here are the most inspiring wellness centers in Thailand, curated for
Tourism Explorer readers.

Ympo, Ha4uHaroweecs ¢ MOHKO20 apoMama mponuYyeckux yeemos, Meoumayuu
nod wesnecm 6amMbyKo8bIX AUCMbE8, 8e4epHUEe pumyasnsi ¢ yeaebHeiMu
MmpassHeIMU HACMOAMU... TaunaHA 0asHO nepecmasn 6bimes NPOCMO KYPOPMHbIM
Hanpas/aeHuem. 3mo xueoli UCMOYHUK OyX0BHO20 U GU3UHECKO20 BO3POIOEHUS,
20e kaxcdas demasb NPONUMAHA MyOpPOCMbHO BEKO8.

3mu yHUKanbHble pempumesl - CUHMe3 Opes8HUX yeaumenbHbIX NPAKMUK U
UHHOBAYUOHHbIX N00X0008 K penakcayuu, Co30aHHbIU 014 mex, Kmo uujem
nodauHHoe eduHeHue ¢ cobol. Mel cobpanu 015 8aC camble 800XHOBAAOUUE
wellness-yeHmpel 8 TaunaHoe.



Chiva-Som,
Hua Hin

One of Thailand’'s most respected wellness
retreats, Chiva-Som has gained international
acclaim with its philosophy of “transforming

lives.” Nestled among lush gardens, Zen
courtyards, and a tranquil beachfront, the
resort offers personalized programs in Ayur-
veda, Thai massage, reflexology, and nutriti-
onal counseling.

Time slows here, and the body realigns
itself. Detox programs go beyond physical
cleansing to restore mental balance.

Recommended: Cell Vitality Program - de-
signed to combat chronic fatigue, this re-
juvenating package combines antioxidant
treatments and breathwork.

O6s1a0amesnb MUPOBO20 NPUIHAHUSA 8
cpepe wellness, 3mom kypopm ¢ muccueli
mpaHcpopmayuu AU4HOCMU ymonaem

8 3e/1eHU MPONUKO8, MeduMamuegHbIX
deopukax u 0bpamaéH cobcmeeHHoOU
nasxHoU AuHuUel. 30ecb Kaxodbili 20CMb
nosy4aem uHOUBUOYaAbHbIU Ha6OP
npoyedyp: dpesHuUe NPakKmMuku aropeedsl
cocedcmayrom ¢ mpaduyuoHHbIM Malickum
mMaccaxcem, coepemeHHoU pegaekcomepanueli
U NepCoHANbHbIMU KOHCYAbMayusaMu no
numaxutr.B amom mecme obpemaemcs
ympayeHHsIl pumm bbimus, a 0p2aHU3M
ecmecmeeHHsIM 06pa30M npuUxooum 8
6asaHc. Aemopckue 0emoKC-Memoouku
pabomarom Ha 8cex yposHsX - om
¢pu3su4ecko2o 00 IMOYUOHANLHOR20.

Must try: npozpamma Cell Vitality -
KOMN/AeKCHAsi aHMUOKCUOGHMHAs mepanust
C 3/1eMeHmamu ObixamesnbHOU 2UMHACMUKU,

CO300HHOSA CneyuasasbHO 0415 60pbbbl €
CUHOPOMOM XpPOHUYecKol ycmasaocmu.
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Kamalaya Wellness
Sanctuary, Koh Samui

Built around the ruins of an ancient temp-

le, Kamalaya is a sanctuary that harmonizes
spiritual healing and physical detox. With the
ocean ahead and the forest behind, the set-
ting evokes a profound sense of stillness and
infinity. A few days here feel like shedding the
layers of modern life.

The center offers themed programs on stress
management, immunity boosting, digital de-
tox, and emotional balance.

Recommended: Emotional Balance & Inner
Harmony Program - a holistic journey that
helps clear emotional fatigue and reestablish
inner peace.

Smom HeobbikHOBeHH®bIL pempum,
8CMpPOEHHbIL 8 OpesHUE XPaMO8bIe PyUHbl,
co30aem udeasbHbIl cCuHmMe3 dyXx08HO20
oYUWeHUS U mesecH020 06HOB/IEHUS.
beckpaliHuli okeaHcKul npocmop u

wenom mponu4yecko20 A1eCca NO2PYHarom

8 cocmosiHue 2/1y60K020 NoKos, 20e spems
meyem uHa4ve. Kopomkutli omosix 30ecs
CMaHo8UMCA HOCMOAWUM 0bpawjeHUemM K
cebe, ocgob0x0eHUeM om HOKON/EHHO20
HanpsaxeHuUs.B Kamalaya paspabomaHer
Cneyuanu3upoBaHHbIE KYPCbl: 0M ynpaeseHus
CMpeccom U nosbIWeHUs UMMyHUMema 00
yupposozo demokca u pabomel ¢ SMOYUAMU.

Coeemyem nonpoboeams: npo2pammy
«IMOYUOHANbHGIU 6ANAHC U 8HYMPEHHSA
20PMOHUS» - KOMN/AEKCHbIU N0OX00 K CHAMUHK
3IMOYUOHA/ILHO20 HANPAXCEHUS U 06pemeHuro
O0ywesH020 pasHOBECUS.

RAKxa Wellness,
Bangkok

Located along the Chao Phraya River just out-
side Bangkok, RAKxa is one of Thailand’s most
advanced medical wellness centers. Here, sta-
te-of-the-art functional medicine is seamlessly
integrated with traditional Thai therapies. Spa
pavilions rise above the water, offering both
architectural beauty and ritualistic calm.Perso-
nalized wellness journeys - supported by gene-
tic testing - bridge science and nature. RAKxa's
highlights include immune-boosting protocols,
healthy aging programs, and nervous

system therapies, all conducted under

expert guidance.

Recommended: RAKxa Jai - meaning “healing
of the heart,” this therapy focuses on emotio-
nal release and heart-mind alignment.

Bcezo 8 waze om cmonuysl, Ha 6epezy peku
Yaonpalis, pacnosoxeH 00UH U3 CaMbIxX
8bICOKOMeExXHO/102UYHbIX Wellness-yeHmpos
TaunaHOa. RAKxa 2apMOHUYHO coyemaem
nepedosyto QYHKYUOHAAbHYH MedUYUHY C
MpaduUYUOHHbIMU MalickuMu nPakmukamu.
MasunboHbI cha, 8o38bILIAOWUECS HOO 80000,
gne4yam/sarom apxumekmypol u co3oarom
ammocgepy yMupomeopeHus.
VIHOuBuOyanbHbIe npozpammel (C
ucnoss3oeaHuem [IHK-aHanu3a) cozoarom
uoeasnbHeIl CUMbUO3 HaY4YHO20 N00X00a U
NpuUpOoOHbIX NpakmMuk. focmam npedaazarom
KOMN/IeKCHbIe peuleHusi No yKpensaeHuUro
UMMyHUmema, anti-age mepanuu u
80CCMAHOB/IEHUIO HEPBHbIX QYHKYUU.

Ana dyweeHo20 pasHoeecua: npo2pamMma
RAKxa Jai, nomozarowjasi obpecmu
3MOYUOHA/IbHYI €80600y U 2apPMOHUI.

The Barai Spa,
Hua Hin

With its beachfront location and mystical
architecture, The Barai evokes a symbolic
passage between body and mind. The dark-to-
ned stone walls, serene meditation zones, and
massive treatment rooms create a temple-like
atmosphere designed for inner transforma-
tion.The spa menu features aromatherapy
oils, hot stone therapies, and traditional Thai
healing rituals. Morning yoga sessions with
breathwork are especially magical at sunrise,
offering a deeply meditative start to the day.

Recommended: Royal Thai Touch Ceremony
- based on century-old techniques, this exten-
sive treatment relaxes muscles and balances

energy channels.

3mom yHukanbHsIU cNa-KoMnaekc,
pacnosnoxeHHeIl Ha 6epe2y Mops, ceoel
mauHcmeeHHoU apxumekmypol onuyemeopsem
e0UHCMB0o pu3u4ecko20 U 0yx08HO20 HAYAI.
MoHymMeHmManeHbie KaMeHHbIe KOHCMPYKYUU,
YeOuHEHHble MedumamuegHsle NPoCMpPaHCMea

U poCKowHble npoyedypHsie 3a/16l NepeHocsm
2ocmeli 8 CaKPA/IbHOE NPOCMPAHCMB0 2/1y60KoU
mpaHcpopmayuu.B apceHane yeHmpa -
U3bICKOHHQAS apoMamepanus, mepmMomepanus
8Y/IKAHUYECKUMU KOMHAMU U aymeHmMuYHsle
madickue npakmuku. Oco6020 8HUMAHUS
3acayxusarom ympeHHue lo2a-ceccuu, ko2oa
nepesle sy4u CONHYA yCuau8aroM Mauto
ObIXamesibHbIX yNpaXcHeHUl, Hano/HAA 0eHo
ocobou eapmoHued.

Must experience: yepemoHus Royal Thai

Touch - dpesHee uckyccmeo madlicko20
go3delicmeus, CHuMaroujee Mbliule4Hole 610KU U
80CCMaHasAUBAOWee YUPKYAAYUI HU3HEHHOU
3Hepauu.
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Banyan Tree Spa
Sanctuary, Phuket

Set in one of Phuket's most peaceful cor-
ners, Banyan Tree Spa Sanctuary is a tranquil
retreat surrounded by lush tropical gardens.
Guests stay in private Thai-style villas, where
every day unfolds like a graceful ceremony.
Here, spa therapy is not just a treatment - it's
a philosophy. Sessions enriched with tradi-
tional Thai massage, Ayurveda, Indian head
massage, and Asian tea rituals awaken all five
senses. Personalized healing schedules, from
morning meditations to evening rituals, are
prepared for every guest.

Recommended: Rainforest Indulgence Jour-
ney Program - a sensory immersion blending
water, steam, heat, and aromas into one har-

monious experience.

PacnonaoceHHsbIl 8 CAMOM yMUPOMEBOPEHHOM
yaoske xykema, 3mom cna-oa3uc ymonaem

8 mponuyeckol 3esneHu. [ocmeli noceasirtom 8
aymeHmMuYHsIX Malckux 8usaaax, 20e npooyMaHa
Kaxcoas 0emasne 041 npespawyeHuUsi 06bIYHO020 OHA
8 Yepedy U3bICKaHHbIX wellness-yepeMoHUd.
3decb cna-mepanus - He NPocmo npoyedypa,

a yenas ¢unocopus. CeaHcol € 31eMeHMamu
mMpaduyuoHHO20 MAliCKo20 MACCAXQA, aropeedsi,
UHOUUCKOU MACCOXCHOU mexHUKU U YalHbIX
yepemoHul npobyxdarom ece naime 4yscme.
Ipaguk npoyedyp, om pacceemHsix Medumayuii
00 HOYHbIX PeaKCayUOHHbIX NPAKMUK,
paspabameisaemcs UHOUBUOYAbHO

0/151 KaX0020 20CMA.

Ansa ucmuHHeix yeHumeneii: npozpamma «Rain-
forest Indulgence Journey» - yHukaneHell
CUMbUO03 BOOHbIX, MEPMATbHBIX U
apomMamepanesmu4eckux NPakmuk, co30arouuli
3ppekm nosnHo20 nozpyxeHUs 8 NPUpPooy.
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The global rise of wellness is more
than just a travel trend - it's a graceful
shift in how we experience life. Thai-
land is not only a tropical destination;
it's a land of healing that listens to
the soul, soothes the body, and turns
silence into serenity.

Every day here feels like a gentle
invitation to begin again. You wake
to a soft breeze, unwind in a warm
massage by midday, and fall asle-

ep wrapped in the scent of incense.
And finally, you realize: Embracing
yourself is the first step to embracing
life. Thailand doesn't just give you a
beautiful holiday - it offers a quiet yet
powerful reminder:

“You are worth it.”

Wellness - He npocmo modHoe
HanpasaeHue nymewecmesuli. 3mo
punocopus nepeocmeicieHUS 6bIMUS.
TaunaHO - He MoIbko CMPAHa
30/10meIx nasxcel, HO U meppumopus
npeobpaxceHus), 20e 3eM/A 8padyem
dywu, mena obpemarom nokod, a
b6e3mos18Ue CMAHOBUMCA UCMOYHUKOM
cusel.

30eck 8pems meyém uHaye.

Ympo HauyuHaemcs nod wenom
oKeaHa, 0eHb HaNoHAemcs
yenumenbHeIMU NPUKOCHOBEHUAMU,

a HoYb ybarokusaem apomamamu
mponukos. Y1 8 3mom pumme
nNpuxooum 0CO3HAHUE: NO3HAHUE
cebs - Ha4an0 HaCMosIWel HCU3HU.
TaunaHO npednazaem He omasix, a
omkposeHue:

«Tbl 5M020 0OCMOUH».
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Atlas
Hotel
Baku

Subtle Comfort
In the Heart of
Elegance

3bICKaHHDBIN
VIOT B QIULIEHTPE
CTUJIS

Sometimes, a city is not just about its crowds;
sometimes, a hotel becomes the beating heart
of that city's elegance. Nestled on Ahmad Ra-
jabli Street - where the energy of Baku'’s streets
meets architectural simplicity - Atlas Hotel Baku
invites you not just to a stay, but to a thought-
fully curated lifestyle. Quiet, refined, and sin-
cere....

[opod - He npocmo kanelidockon enedamaeHud.
[Mopol umMmeHHO omesab cmaHo8UMCS
K8UHM3CCeHyuel e20 ymoHYEHHOU dywu.
PacnonoxceHHsll Ha yauye Axmeda Padxcabau -
mam, 20e 3Hepaua 6aKUHCKUX yauy ecmpe4yaemcs
€ apxumekmypHoU AaKOHU4YHocmeto - Atlas Hotel
Baku npedsnazaem He npocmo npoxcusaHue,

a muwjamesnsHO NPOOYMAHHbIU 06pa3 HCU3HU.
COepx#aHHLIU, yMOHYEHH®bIU U UCKPEHHUU...

Tem
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With 78 elegant rooms designed to
meet the expectations of today’s
travelers, the hotel serves as both an
ideal hub for business trips and a se-
rene starting point for urban explor-
ers. Its interiors blend clean, modern
lines with a warm color palette, all
wrapped in a quiet urban charm. At
every turn, Atlas Hotel redefines the
essence of “city chic.”

WHERE COMFORT TAKES
SHAPE

Whether you stay for a night or a
week, Atlas Hotel's rooms are de-
signed to make guests feel right at
home. From standard single rooms
to spacious family suites and newly
renovated 36-square-meter deluxe
rooms, every guest can find a rhythm
that suits them. High-quality materi-
als, soundproof windows, centralized
heating and cooling systems, Ritu-
als-branded bath amenities, smart
TVs, and fast Wi-Fi all come together
to create a truly comfortable experi-
ence.

Large writing desks, sunlit sitting
areas, and thoughtful in-room touch-
es like complimentary tea, coffee,
and water form the foundation of
each room'’s identity. These spaces,
designed for both rest and productiv-
ity, offer a refreshing pause from the
pace of the day.
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78 mwjamensHo nPoodyMaHHbLIX HOMEPOs,
omeeYarujux 3anPoCam co8peMeHHbIX
2ocmeli, deaarom omesib 0OUHAKOBO
Y006HbIM KaK 015 6U3HeC-KOMAHOUPOBOK,
mak u 019 HeMopon/a1Uu8020 3HAKOMCMEQ
€ 20p00OM. IHMepbepel covemarom
yémkue cospemeHHble AUHUU € ménanoli
ysemosoul naaumpod, COXpaHAA npu
3mom néz2kull ypbaHucmuyeckuli wapm.
Atlas Hotel cmaHosumcsa 3akoHodamesnem
HO8bIX CMAaHAaPMo8 20p00CK020 21aMypa,
80N/I0WEHHbIX 8 Kaxcdol demanu.

MECTO, T4E KOM®OPT
OBPETAET COBEPLLIEHCTBO

HesaxcHO, ocmaHemecs /AU 86l HO HOYb

unu Ha Hedenro — Homepa Atlas Hotel
C0300HbI, YMobbl 20cmu Yyscmeosasu cebs
Kak doma. Om yromHelx CMAHOAPMHbIX
HOMepo8 00 POCKOUWIHbIX CeMeliHbIX
anapmamMeHmoe U cospeMeHHbIX 0estoKC-
npocmpaHcme naoujadeto 36 M2 - 30ece
ecme peweHus 0/1 COMbIX 83bICKAMENbHbLIX
2ocmed. BeicokokayecmeeHHeble
Mamepuasisl, 38yKOU30/AYUOHHbIE OKHQ,
YeHmpaau308aHHbIE CUCMeMbl OMONAeHUS
U KOHOUYUOHUPOBAHUS, KOCMemuKka Rit-
uals, cmapm-mesiegu3opsl U CKOPOCMHOU
Wi-Fi - ecé amo co30aém no-Hacmosujemy
KOM@opmHyro ammocgpepy.

lMpocmopHsie paboyue 30Hsbl, 301UMbIE
ecmecmeeHHbIM C8emom y204Ku 0415
peaakca u mujamesnbHo N000bpaHHesle
Mea0YU - om YaliHo-KopelHsbix
npuHaodaexcHocmel 00 6ymuaupo8aHHoU
8006l - c030at0M HenosmMopuMsiii
Xapakmep Kax0020
HoMepa. YHUeepcasnsHele
npocmpaHcmea 0414
npodykmueHol pabomel u
No/sHOYeHH020 omabixa
- udeasbHoe peuleHue
0151 co8peMeHHbIX
nymewecmeeHHUKO8.
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REJUVENATION FOR BODY AND
MIND IN THE HEART OF BAKU

Whether you're in Baku for business or leisure,
mornings at Atlas Hotel begin not just with city
views, but with a sense of well-being. The hotel’s
SPA & Wellness center offers a large swimming
pool, in-room jacuzzi options, relaxing saunas,
therapeutic massages, and detoxifying treat-
ments. A haven where silence meets warmth,
this space offers a refined retreat from the fast
rhythm of city life.

A NEW ADDRESS
FOR CELEBRATION AND FLAVOR

Atlas Hotel also welcomes private events along-
side individual stays. The hotel features two
stylish restaurants, “Atlas” and “Arizona,” both
equipped with elegant designs, powerful sound
systems, and a menu crafted by a distinguished
Indian chef. From gala dinners to corporate
events, every gathering is curated with meticu-
lous attention to taste, ambiance, and detail.

SPA-OA3UC 414 NNOJIHOIo
OBHOBJIEHUA B CTOJINLIE

Hesasucumo om yeau sawezo suzuma 8 baky -
desogoli unu mypucmuyeckol - Kaxdoe ympo 8
Atlas Hotel ecmpeyaem eac He mosibko NAHOPAMOU
20p00a, HO U 0COBbIM Yy8CMBOM 8HYymMpPeHHe20
6asaHca. SPA & Wellness yeHmp omens
npednazaem 20cmMAM NpoCMopHsIl bacceliH,
HOMepa ¢ OXaKy3u, paccaabasroujue cayHsl,
/1ie4ebHble Maccaxcu u 0emokc-npouyedypel. 30ece
yapum ocobas ammocpepa - 20pMOHUA MUWUHbI
u yroma, co30ar0ujas 31e2aHMHeIl KOHMpacm ¢
OUHAMUKOU CMOAUYHOU HCU3HU.

FTACTPOHOMUWYECKASA TOYKA HA
KAPTE BAKY

Atlas Hotel npedsnazaem komnaekcHsIl cepa8uc Kak
01 YacmHeIx 20cmedi, mak u 041 Meponpuamudi
106020 popmama. [jea pecmopaHa npemuym-
knacca - «Atlas» u «Arizona» - coyemarom
U3bICKOHHbIU UHMepbep, NpopeccuoHan6Hoe
38yK080€ 060pyd08aAHUE U ABMOPCKYH KYXHHO
nod pykoeodcmeom 38e30H020 UHOUUICKO20
we@a. Hezasucumo om popmama, kaxcooe
cobeimue 30eck - 3MO MUWamesbHO 8bl8EPEHHAA
KOMNO3uyusi 2aCMpoHOMUU, amMocgepsl U
6e3ynpeyHo20 cepauca.
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QUIET LUXURY AMIDST
THE URBAN BEAT

If you're looking to blend into Baku's vibrant
rhythm while gracefully stepping outside of its
noise, Atlas Hotel strikes the perfect balance.
Neither overly lavish nor too minimal—it is just
right. And with its central location, it places you
just minutes from major business centers, shop-
ping districts, and cultural venues.

For more information and
reservations: www.atlashotelbaku.com
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U3bICKAHHbIV MOKOW B CEPALIE
METAMOJINCA

Meumaeme npoyyscmeosams 3Hepauro baky, Ho
yeHume muwuHy? Atlas Hotel Hawen 3010myro
cepeduHy. JTaKOHUYHOS 3/1e2aHMHOCMb 6e3
Noka3HoU pockowu - Kaxcoasa demans 30ecs
pabomaem Ha saw kompopm. VideanbHas
/I0KayusA no3e80/5em 30 CYUMUAHHbIE MUHYMebI
nonacme 8 0eso8bie YeHmpbl, MOOHbIe

OymuKu Uau K 2108H6IM Ky/1bMypHbIM
docmonpumedamesnsHoCmaM 20p00a.

Ans noayyeHua donosHUmMensHoU UHPopMayuu u
6poHuposaHus: www.atlashotelbaku.com
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TRAVEL GROLUPF

Your Trusted Partner in Egypt

Bal HafaemsHbA NapTHep Ha
TeppuTopH ErvnTa

Our mission is to connect travel
agencies with premier hotel
discounts in Egypt, ensuring
exceptional value : : e

RIXOS Premium Magawish Suit & Villas

fow,
Hawa Muccra — npenocTtaBuTb

TYPWUCTHYECKWM areHTCTEaM ;
IKCKNIO3WMBHBIE NpegnoXxeHa Ha
oTenuy B ErvnTe, coxpaHAan BanaHc

ueHbl 1 Ka4yeCcTBa
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WE ARE COVERING

Mbi npegocrtagnaemM

Best market prices:

o VIP & Private & Group transfers Prefered partners rates
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rEynnoB6e TRpadcdepe FHCHMOIWEHBIE NREANOHEHMHA OT
NapTHEPOR

Hotel accommodation 24/7 Support
E with the best deals (@ Multi-language speaking team
Wiy

Nydiwie NpeonoweHEAR Ha Mopnepsika 247
POIMELIEHAR O OTOMNAE MHOroRSRYHIA KoMaHaa

FPARTNER WITH US FOR SUCCESS

O6rearHMM YCHUNKWA ANA obwero ycnexa

{#} www.sundanceegypt.com

_E mice.egypt@sundance.com




Two Paradises
Where
Romance
Meets

History f %
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HONEYMOON DESTINATION

Honeymoon
In Egypt

Pomantrueckuii MeIoBbIi
Mecsrl B kirurre
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https://unsplash.com/photos/kY-7tROuc7I
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A Dreamlike 1

Honeymoon: |
Sharm El-Sheikh
and Hurghada

As you embark on the first and most special journey
of your love, imagine a honeymoon where you'll cre-
ate unforgettable memories. In the enchanting atmo-
sphere of the Red Sea, Sharm El-Sheikh and Hurgha-
da-where luxury and romance intertwine-await to turn
your dreams into reality.

(Ka304HbIi
METOBbIN MECALL;
[Hapm-onb-leitx e

Ha4yHume sawy coeMecmHyr Hu3Hb ¢ 0CO6eHHO20
nymewecmeus - Medo8020 Mecsaya, Komopelli
ocmaHemcs 8 namamu Haecez2da. B sonwebHol
ammocgepe KpacHoz2o Mops eac xdym LLlapm-
an16-Lllelix u Xypaada - Mmecma, 20e pockowb
nepensemaemcs ¢ pPOMaGHMUKoU, 4mo6bsl 8on10MUMeb
8aWU Me4Ymel 8 PeasbHOCMe.
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THE JEWEL OF THE RED SEA
AND CAPITAL OF LUXURY

Located on the Sinai Peninsula
where the deep blue waters of the
Red Sea meet the golden sands of
the desert, Sharm El-Sheikh offers a
unique combination of luxury and
natural beauty. With its turquoise
sea, stunning sunsets, world-fa-
mous dive spots, and upscale
resorts, it has become one of the
most sought-after honeymoon des-
tinations.

This tropical paradise elevates
romance with five-star hotels,
gourmet restaurants, tailor-made
honeymoon packages, and cou-
ple-oriented activities. Whether you
wish to unwind at a spa, explore
the magical underwater world,

or embark on desert adventures,
Sharm El-Sheikh offers it all.

This exceptional destination at the
heart of the Red Sea promises to
meet all your honeymoon expecta-
tions.
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XEMYY)XUNHA KPACHOIo
MOPA U CTOJIULA LUXURY

PacnonoxceHHsIl Ha CUHAUCKOM
nosayocmpose, 20e /1a3ypHele 8006l
KpacHozo mopsi ecmpeyaromcs

€ 30/10MbIMU NECKAMU NyCMbIHU,
Ulapm-ane-LLlelix npednazaem
YHUKQ/IbHOE coYemaHue pockouwu u
npupodHol Kpacomel. buprozogoe
Mope, 3080paXUBAOU4UE 30KaMbl,
8CeMupHo u3secmHsle oalis-calimel U
peweHebenbHbie Kypopmel coenanu
€20 00HUM U3 COMbIX 80CMPeb08AHHbIX
HanpasneHul 014 Med08020 Mecaya.

Smom mponuyeckuli pali C030aH 015
POMAHMUKU: NAMU38€3004YHbIE OMenu,
20CMpPoHOMUYecKue pecCmopaHsl,
cneyuasnesHele honeymoon-nakemsl u
paseneyeHUA 0415 8/11061EHHbIX NaAp.
Xomume nu 86l paccaabumecs 8 cna,
uccnedosame 804UebHbIli N0OBOOHSIU
MUpP UAU 0MNpasumMecs Ha cagapu no
nycmeiHe - 8 LLlapm-3/16-LLlelixe ecme 8cé.

Smom ucka4YumensHsil Kypopm 8
cepdye KpacHozo mops onpasdaem
8ce saWiu 0XUOQHUA om UdeanbHO20
Med08020 Mecsya.

LUXURY & COMFORT

Indulge yourself by staying in world-re-
nowned hotel chains, romantic bunga-
lows, or private villas with pools.

POCKOLLUb  KOM®OPT
Pasmecmumecs 8 omessix MUpo8eix
cemedi, POMOHMUYHbIX 6YH20/10 UAU
npusamHsIx 8uaAax ¢ 6acceliHaMu.

UNDERWATER PARADISE
Discover the mesmerizing underwater
world of the Red Sea with snorkeling or
scuba diving. Swim among vibrant coral
reefs and exotic marine life.

1o4BOAHbIN PAV

Wccnedyiime 3aeopaxxusarouyuli
nodeooHsIl mup KpacHozo mops ¢
mMackol unu akeasnaHz2om. lMaasalime
Cpedu APKUX KOpasanos u 3K30muyeckux
MopcKkux obumamesed.

ROMANTIC SUNSETS
Refresh your love with a romantic din-
ner accompanied by a magical Red Sea
sunset.

POMAHTUYECKUE 3AKATbI
Oceexcume 4yecmea 3a y#UHOM npu
ceeyax nood 8oaWebHbIU 3aKkam HAo
KpacHbsim Mopem.

DESERT SAFARI

Join desert safaris to get to know Bedou-
in culture up close and enjoy a romantic
night under the stars.

INYCTbIHHOE CA®APU
Omnpassmecs Ha cagapu, Ymobei
NO3HAKOMUMGbCA C Ky/bmypol 6edyuHos
U npogecmu poMaHMU4ecKyr HOYb N0O
38€30aMmu.
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ROMANCE AND SUNSHINE

ON THE SHORES OF THE
RED SEA

Imagine a honeymoon filled with
endless blue horizons, breathtak-
ing sunsets, and an atmosphere
made just for the two of you... One
of Egypt’'s most popular vacation
spots, Hurghada offers a one-of-a-
kind romantic escape on the Red
Sea coast.

THE ROMANTIC FACE OF
THE RED SEA

With its turquoise waters and soft
sandy beaches, Hurghada attracts
thousands of couples every year.
But it's not just sun, sea, and sand-
its vibrant marina, elegant restau-
rants, lively nightlife, and activities
designed especially for couples
make it truly stand out.

Whether you stay in a private pool
suite at a luxury resort or find se-
renity in a boutique hotel, Hurgha-
da offers something for every taste
and budget.
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XYPIA4A: POMAHTUKA
U COJIHLUE HA BEPETAX
KPACHOIO MOPA

lMpedcmaseme medossili Mecsiy ¢
beckpaliHuMu 204y6bIMU 20pU30HMAMU,
3axe8amel8aroWUMU 3aKaMaMu U
ammocpepol, co30aHHOU cneyuanbHo
015 8ac 080UX... OOUH U3 CaMbIX
nonyasipHelx Kypopmos Eaunma -
Xyp2ada - npedsazaem yHUKAAbHGIU
pomMaHmud4eckuli nobez Ha nobepexicse
KpacHozo mops.

POMAHTUYECKNIA JINK
KPACHOIO MOPA

buprozoseimu 800amMu U MAKUMU
necyaHsiMu nasxamu Xypeada
exe200HO npuesnekaem meoic4u nap.

Ho 30ect ecmb He MO/16KO COMHUe,

MOpe U NecokK - OXUBNEHHAA MAPUHQ,
3/1€2QHMHbIe PeCmMOopPaHbl, APKAA HOYHAS
HU3Hb U CheyuasbHele Meponpusamusi
0415 8/1106/1E8HHbIX denarom eé no-
Hacmosuwemy ocobeHHoU.

byde mo npusammHeili cbtom ¢ bacceliHom
8 luxury-omesne unu yromwelili 6ymuk-
omens - 8 Xypaade Halioémcs 8apuaHm
Ha 110600 8Kyc u 6rodxcem.

SUNRISE &

SUNSET EXCURSIONS

Take a camel ride across desert land-
scapes at sunrise, or enjoy a romantic
boat trip on the Red Sea at sunset.

IKCKYPCUUN HA
PACCBETE N SAKATE

lMpokamumece Ha 8epb1t0Oax No
nycmeIHHbIM nedizaxcam Ha pacceeme
uu oMnpPagemMecs 8 POMaHMu4eckoe
nymewecmeue Ha 100Kke no KpacHomy

MOpPKO HaeCmMpeyy 3akamy.

Ean -

SNORKELING &
DIVING TOURS

Hurghada is home to some of the
world’'s most vibrant coral reefs and
marine life. Snorkel hand-in-hand or join

guided dives to discover this magical un-
derwater world together.

CHOPKEJIUHI N SAUBUHT
Xypaada cnasumcss 0OHUMU U3 COMbIX
HUBONUCHBIX KOPOAN08bIX pUPO8

8 mupe. lMozpyxatimecs ¢ Mackod,
depcacs 3a pyku, unu uccaedylime
nodeodHsIl Mup emecme ¢ 2U0OM.

SPA & WELLNESS

Pamper yourselves with couples’ spa
treatments at the hotel. Aromatherapy
massages, sea-view jacuzzis, and tran-
quil relaxation areas await.

CI1A U PEJIAKC

[Mob6anylime cebs napHeIMu cna-
npoyedypamu. Apomamepanus,
0XCQAKy3U C 8UOOM HA MOpPE U yromHsle
30HbI 0MOAbIXa CO30aHbI 01 8AUIE20
HacaaxoeHus u komgpopma.

A ROMANTIC NIGHT

IN THE DESERT

Enjoy a traditional Bedouin dinner in

a desert tent, chat around a campfire,
and experience a night under the stars.
Hurghada-based safari tours offer this
unforgettable experience.

POMAHTUYECKAA
HO4Yb B [NYCTBIHE

[Monpobylime mpaduyuoHH®bIU yHUH
6edyuHo8 8 nyCMeIHHOM Wampe,
noobuwjalimece y kKocmpa u npogedume
HoYb nod 38é3d0amu. MecmHsle
myponepamopel coeaarom smom eeyep
He3a6b6/180eMbIM.
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The Era of Conscious Tourism:

Why independent
travel has become
the new standard?

JIoxa OCO3HAHHOT'O TYPU3MA:
[TOYCMY MHIMBUAYAJIbHBIC
ITYTCIICCTBUA CTAJIN
HOBBIM CTaH/1apPTOM

Olga Yurdam
Founder of the
Conscious Travel Club

THE FOUNDER OF THE
CONSCIOUS TRAVEL CLUB
“TRAVEL TOGETHER
TURKIYE”, SHARES HER
UNIQUE EXPERIENCE IN
BUILDING A THRIVING
BUSINESS DURING
MARKET TURBULENCE
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OCHOBATEJIb K/1YBA
OCO3HAHHbIX NYTELUECTBUNA
“TRAVEL TOGETHER TURKIYE”
OJIbI'A OPAAM AEJTNTCA
YHUKAJIbHbIM OI1bITOM
[NOCTPOEHWA BOCTPEBOBAHHOIO
bU3HECA B [NIEPNOA
TYPBYJIEHTHOCTU HA PbIHKE

Launched in 2020-the most challenging peri-
od for the industry-the project not only sur-
vived but demonstrated steady growth over
five years. The secret of success lies in a deep
understanding of shifting consumer demand,
analyzing statistics, and the ability to quickly
adapt products to new realities.

More and more modern travelers are willing
to pay for personalized tours, rejecting mass
package deals in favor of unique experiences.
The share of independent travel and small-
group tours has increased 3-4 times over the
past 1.5 years.

The trend toward hyper-personalization has
swept all segments: affluent tourists avoid
forced shopping stops, preferring leisurely

trips focused on cultural immersion. Even in

established destinations like Turkiye, demand
has shifted from all-inclusive hotels to niche
offerings-such as private hot air balloon rides
in Cappadocia or dinners with local produce
in neighborhood restaurants.

The main selection criteria and key
satisfaction factors for discerning travelers
are the details:

Aesthetic moments for social media-from
champagne breakfasts at sunrise to styled
photoshoots with local artisans;

Cmapmosas 8 2020 200y - 8 camblli CI0H#CHbIL
011 ompac/au nepuood - npPoekm He NPocmMo
861U/, HO U NPodeMoHCMpupo8an ycmoulivyugelli
pocm & meyeHue namu snem. Cekpem ycnexa
3aknr04aemcs 8 2/1y60KkoM NOHUMAHUU
mpaHcpopmayuu nompebumesbCcko2o cnpoca,
u3yyeHuUs cmamucmuku U cnocobHocmu
onepamugHo adanmupoeame NPodykm noo
Hoable peanuu.

Bce 6os16We cospeMeHHbIX nNymewecmeeHHUKO8
20Mo8bl NaMUMb 3a NePCOHANU3UPOBAHHbIE
mypebl, OMKA3b61805C6 OM MACCOBLIX NAKEMHbIX
peweHul 8 N0/b3y YHUKAALHbIX 8neyamseHud.
Jons He3asucuMbIX nymewiecmeuli U mypos

8 MUHU-2pynnax 3a nociedHue 1,5 2o0a
ysenuyunace 8 3-4 pasa.

TpeHO Ha 2unepnepCoHANU3AYU 0X8AMU

8ce ceaMeHmesl: cocmosimesibHele mypucmsl
u3be2arom HABA3UHHbIX WONUH2-0CMAHOBOK,
npedno4yumas Hemoponugsle nymeuecmaus
C OKYEeHmMoM Ha no2pyxceHue 8 Kynemypy. Jaxce
8 pA38UMbIX Mypucmu4eckux HanpasaeHusx
gpode Typyuu cnpoc cmecmuscsi om omesnel
“8C€ BK/IOYEHO" K HUWIEBLIM NPEONOMEHUAM -
Hanpumep, YaCMHbIM NOAEMAM HA 8030y UIHbIX
wapax 8 Kannadokuu uau yxuHam u3 0KANbHbIX
NpodyKmoe 8 Mecms4Ko8bIX pecmopaHax.

OCHOBHble Kpumepuu 8b160pa U Kto4egol
¢akmop ydoesnemeopeHHocmu 015
83bICKAMEIbHbIX NymeuwlecmeeHHUKO8 — 3mo
demasnu: 3cmemuy4Hsle MOMeHMbl 0415 coycemeli
- 0mM 3a08MpPakoe ¢ WAaMNAHCKUM Ha pacceeme
00 CMUAU308aHHbIX pomocecculi ¢ MeCmMHbIMU
mMacmepamu;
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Content creation services-more than half of
millennials choose tours with professional videos
and travel films;

Group compatibility-small groups of 10-12 peo-
ple, pre-matched by interests;

Celebrity-led tours-collaborations with bloggers,
actors, and musicians significantly boost booking
conversions.

One of the key factors influencing a client’s
choice is trust. It's essential to rely on verified
partners: from eco-certified guides to glamorous
camping organizers with impeccable reputations.
The vast majority of clients are willing to pay
extra for safety as a priority.

After transformative trips, 80% of tourists reject
template tours. This is no longer just a vacation
but an “investment” in emotions.

Yenyau no co30aHU0 KOHMeHma - 6os1ee
No/108UHbLI MU/IAIEHUA/108 8bI6UPAOM MYpbl
€ NPOPeCCUOHANbHBIMU 8UOEOPOAUKAMU U
dunemamu o nymewecmeuu;

Cosmecmumocme 2pynnel - 2pynnel U3

10-12 yesnosek ¢ npedsapumesnibHbIM
nodbopom no uHMepecam;

Typsl CO 3HAMEHUMOCMAMU - COMPYOHUYeCmeo
¢ 67102epamu, aKmepamu, My3bIKaa6HeIMU
UCNOAIHUMeAAMU 8 3HaYUMENbHOU cmeneHu
noseliwaem KoHeepcuro 6poHUpPo8aHUU.

OOHUM U3 K1H0YEBbIX PAKMOPO8., 8AUSIOWUX HO
gblbop KaueHmMa, siensemcs dosepue.

Cmoum desiame cmasky HO NposepeHHbIX
nodpsdyukos: om 2udos ¢ IKkocepmupukamamu
00 0pP2aHU3AMOPO8 21aMYypPHO20 KEMNUH2a

¢ 6esynpeyHoli penymayued.flocie
mpaHcpopmayuoHHeIx nymewecmeut 80%
mypucmoe omka3el8aromcsi om wabnoHHbIX
mypos. 3mo yxe He npocmo omoasiX, a
«uHB8eCMuUYusA» 8 c8OU 3MOYUU.

Conclusion: In the era of the experi-
ence economy, the winners are op-
erators and agencies offering unique
stories, not standard itineraries.

The “Travel Together Turkiye” case clearly
demonstrates that even during a crisis, it's pos-
sible not only to sustain a business but to create
a successful niche model-if you accurately sense
the needs of your target audience.
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Bb16800: 8 3n0Xy 3KOHOMUKU
eneyamseHuii no6exoarom onepamopaol
U azeHmcmea, npednazaroujue
UHOUBUOYaIbHbIE UCMOpPUU, d He
CMaHOapmHele Mapwpymel.

Kelic “Travel Together Turkiye” Ha2a50HO
deMoHCmMpupyem: daxce 8 KpU3UC MOXHO He
npocmo coxpaHume bU3HeC, HO U c030amsb
YCNewHyr HUWesyr Mooesb, ecii MOYHO
yyscmeosame nompebHocmu yesnegoli
ayoumopuu.

Next-Generation Customer
Expectations and Experience -
Centered Marketing in Tourism

In today's tourism landscape, we're no lon-
ger addressing an audience simply “buying
holidays,” but rather engaging with a new
travel culture that demands experiences.
Especially driven by younger generations,
this shift means that travelers now base
their decisions not only on price or star rat-
ings, but also on a brand'’s story, its prom-
ise of experience, and its digital presence.

The Experience-Seeking

New Tourist Profile

Gen Z and younger Millennials approach
hotel choices with an experiential mind-
set rather than an instinctive one. It's not
about the square footage of a room, but
the memories to be created within it.
That's why their preferences are shaped by
content creators' reviews, the hotel's social
media vibe, video content, and authentic
guest experiences.

This audience often prefers a minimalist
boutique hotel with strong ambiance over
a massive resort. Because their expecta-
tions are clear: “How will | feel there? What
will I share? And what kind of experience
will | return with?”

Why Are Content and Experience
Marketing Critical for Hotels?

Today, hotel brands must go beyond sell-
ing stays—they must market stories. This
demands an original, content-driven, and
realistic communication strategy, far be-

Bahadir
Cakar

Typu3sm 6ydyuwje20: KaK

eneyamsneHus ¢gopmupyrom cnpoc
CospemeHHbIlU Mypu3M KapOUHANbHO U3MEHU/CH:
Ce200HA nymewiecmeeHHUKU Ulyym He npocmo
omakeiX, a ApKUE IMOYUU U 8Ne4am/aeHUs.
OcobeHHO ApKO 3ma meHOeHyUA Nnposensiemcs
cpedu mosa000l aydumopuu, 045 kKomopol
pewarouumu pakmopamu 8bl60pa CMAHOBAMCA
He CMO/IbKO YeHa Uau yposeHb Cepauca, CKOMbKO
punocopus bpeHda, e20 cNOCO6HOCMb C030a80Mb
3anoMuHarowuecs MoMeHmeol U 2pamomHas digi-
tal-cmpamezus.

CoepemeHHbIl mypucm:

IMoyuu eMecmo cmaHoapmoe

Ana nokoseHusA Z u MuaneHUan08 8elbop omesis
- 3MO OCO3HAHHGIU NOUCK 8neyamaeHull, a He
CNOHMAHHOE peweHue. VIx npussekaem He
Mempax: HoMepa, a yHUKA/bHbIE MOMEHMbl,
Komopele MOXHO NPOXUMb 8 3Mom
npocmpaHcmee. Pewarowjyro poas uzparom
pekomeHOayuUU UHGA0eHCepos, 8U3yaNbHAS
noda4ya omess 8 coycemsx, 8U0eo630psl U
peaneHele sneyamaeHus 20cmedl.

3modl ayoumopuu Yawe 6auxice
MUHUMQAAUCMUYHbIU 6ymuk-omesb C
npodymaHHolU ammoc@epol, yem 02poMHebIl
KYpOpmMHbIlU KOMNAeKC. VIx 21a8Hble 80Npocel
npu selbope: “Kakue yyacmea npobyoum eo
MHe 3mo mecmo? Kakumu ucmopusamu s CMo2y
nodeaumsca? Kakoli 6a2ax eneyamaeHuli
oCmaHemcs co MHoU nocae noe3oku?”

3pa eneyamnaeHuii: KAK KOHMeHM MeHAem
npaeuna uzpsi 8 20CMUHUYHOM 6U3Hece

B Hosoli napaduzme 2ocmenpuumcmea omenu
co30arom Happamuesl, 8bixooAaujue 0as1eko
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yond traditional advertising models. You-
Tube videos, Instagram Reels, live broad-
casts, and spontaneous in-hotel moments
captured on camera inspire dreams and
build trust among potential guests.

Travel content does more than inform-it
conveys atmosphere, mood, and emotion.
For hotels, content marketing is no longer

just promotional; it's a persuasive tool and

a loyalty strategy. Collaborating with the

right content creators is one of the most

effective ways to convey a hotel’s spirit to
the right audience.

Those Who Deliver Genuine
Experiences Will Win

Guests today don't just come to stay—they
come to engage. Cooking workshops - the
chef, local product tastings, wine pairings
at sunset, and live music evenings are

the kinds of moments that make a brand
memorable. When reflected online, these
experiences become the digital showcase
of the hotel.

The new generation of travelers isn't inter-
ested in telling people “where they stayed-
they want to tell what they experienced.
Hotels that recognize this shift and support
it with strong content strategies increase
not only occupancy, but also guest loyalty
and brand equity.

And this is exactly where content creation
comes into play for me.

It's not just about promoting a facility-it's
about capturing the atmosphere, the
experience, and the soul of the hotel and
bringing it to life for the viewer. That's what
truly matters.
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30 pamku 6a308020 cepsuca. 3mo mpebyem
0pU2UHANbHOU, KOHMeHM-0PUeHMUPOBAHHOU U
peanucmuyHol KOMMYHUKQUUOHHOU cmpame2uu,
Komopas 1omaem wab10Hb!I KAACCUYECKO20
MapkemuHza. Budeo Ha YouTube, Reels 8 Insta-
gram, npsiMle 3puUpbl U CNOHMAHHbLIE MOMeHMb|
U3 HU3HU OMess, 3ane4amJseHHble Ha Kamepy,
800XHOB/A0M NOMeHYUaAbHbIX 20cmel u
popmupyrom dosepue K 6peHOy.

Typucmuyeckuli KOHMeHM 8bINOAHAEM He
Nnpocmo UHGOPMAYUOHHYH GYHKYUIO - OH
nepedaem ammocgepy, HacmpoeHue U SMOYUU.
Ans omeneli KoHMeHM-MapKkemuHz nepecmarn
66IMb NPOCMO UHCMPYMEHMOM NPOOBUXCEHUS
- Ce200HSA 3MO MOUWHbIU MexaHU3Mm ybexcoeHus
U cmpameaus NogelWeHUs 08/16HOCMU.
CompydHu4ecmeo ¢ npasuabHeIMU KOHMeHmM-
Melikepamu ocmaemcs 00HUM U3 COMbIX
appekmusHbix cnocoboe doHecmu dyx omens 00
yenesol ayoumopuu.

Hoeas peanbHOoCmMb 20CMUHUYHO20 6U3Heca:
om cepeuca K sMoyuamM

B uHdycmpuu 2ocmenpuumcmea npousowna
YeHHOCMHQS pesontoyus - Ha CMeHy
CmMaHOapmam pasmMewjeHuUs Npuwaa 20HKa 3a
3IMOYUOHAbHEIM Kanumanom. KysnuHapHsle
Macmep-kAaccsl ¢ wep-nosapom, decycmayuu
MecmHblX NPOOyKMo8, CoMesbe-Woy € pedKuMu
COpMAMU BUH HQO 30KAMeE U HUBbIE My3bIKO/bHbIE
geyepa — UMEHHO makue MoMeHMsl denarom
6peHd no-Hacmosawemy 3anoMUHAWUMCA. A
K020a 3mu yHUKG/bHbIe MOMeHMbl nonadarom

8 yugpposyro cpedy, oHU MpPaHcHopmupyromcs

8 MOWHbIU udeHmu@ukamop omess — e20
co8peMeHHYH 8U3UMHYI KOPMOYKY.

Hoegoe nokoseHue nymewecmeeHHUKO8 He

Xxoyem npocmo coobwames Mupy, «20e oHU
0CMAHOBUAUCH» - UM 8AXHO PACCKA3aMb, «4MO
OHU nepexcunu». Omenu, KoOmopele NOHUMAM
3amy mpaHcpopmayuro u nodkpenaaom

ee 2pamMomHoli KoHmeHmM-cmpameaued,
ysenu4yusarom He mosbKo 302py3Ky HOMepos, HO U
/105/16HOCMb 20CMell, @ MaKXe Kanumanu3ayuro
6peHaa.

VIMeHHO 30eck 8 u2py ecmynaem co30aHue
KOHmMeHma.

Ce200Hs peyb udem 0 NPUHYUNUAALHO HOBOM
nodxode - He 0 pek1ame HOMepPos, a 0 CO30aHUU
3MOYUOHALHO20 OMKAUKA. BaxcHO He npocmo
nokasame 06vekm, a nepedame e2o IHepP2eMUKy,
80CC030aMb NOONUHHbIE OULYUEHUS NPOXCUBAHUS
U packpsime UHOUBUAYA/NLHOCMb MECMA MAK,
umobsl 3pUmesb MO2 NPOYY8CMBO8AMb B8CE
yepes IKPAH. IMo U ecmb CO8PeMeHHAs aNXUMUS
20cmenpuuMcmea.

SIMPLE, SMART, SECURE
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