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Although timelines are uncertain, the industry is optimistic about recovery in Egypt — so
hotels must rethink sales and marketing tactics before returns are damaged beyond repair

| ANALYsIS

t the time of writing, it has

been just two weeks since

former Egyptian presi-

dent Hosni Mubarak was
deposed on February 11 after an
18-day uprising that brought the
world’s attention to Cairo’s now
infamous Tahrir Square.

During the protests that lead to
Mubarak’s overthrow — which
also resulted in the deaths of 360
people (Reuters)— Egypt’s tourism
and hospitality industry ground to
anabrupt halt.

Governments around the world
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evacuated a total of one million citi-
zens and imposed travel bans, caus-
ing hotel occupancies to plummet
from peak season highs of 90% to
lows of five or 10%.

Leading European tour opera-
tor TUI reported that the unrest in
Egypt would amount to US $48.6
millionin losses.

Dusit Thani Lake View Cairo
managing director Jiri Kobos com-
mented: “After the initial evacua-
tions our occupancy dropped from
90% to 10%, which apart from the
hotels in the city centre that had to
close altogether, was the general
level in almost all properties during
this time”

But for an industry that forms the
backbone of Egypt’s economy —
12.5 million people holidayed in the
Arab country in 2009, bringing rev-
enues of $10.8 billion — standing
still was not an option for long.

Despite protestors’ fears of a
counter revolution ahead of parlia-
mentary elections scheduled for six
months’ time, hoteliers are focused
on how to drive occupancies back
up to their former levels.

This has sparked fears of a price
war in the country, with leading
sales and marketing experts in the
region warning against discounting
atall costs.

“The classic Egyptian strategy

is cut the rates by half to make sure
you are returning the volume back,”
said Yigit Sezgin, global director of
sales and marketing for The Rezi-
dor Hotel Group. “But what we
experience from a revenue perspec-
tive is there is not much room to cut
the ratesanymore in Egypt, so that’s
very much a challenge for us.”

“Please, please don’t discount,”
urged Kempinski regional direc-
tor of sales Middle East Avsar Koc.
“If somebody is not going to travel
to Egypt they are just not going
to travel to Egypt regardless of
the price — you can give them the
room for free but that’s not going to
change their mind.

www.hoteliermiddleeast.com



Northmace&Hendon

EST?2 LONDON 1942

SATISFYING GUESTS IN OVER 100 COUNTRIES

wet

S | Avantgarde
*i ; Bedroom Steam
: Ironing Centre.

The luxury solution to in-room
guest ironing.

Quality steel build for long life.
Metalised cover.

Antitheft iron facility.

Space saving design.

; Complete with Steam Hotel
h A 5 Safety Iron with Auto-Off

il ' : timer safety feature -

b ; 30 seconds horizontal

Fe and 8 minutes vertical.
€7
DUR EUROPEAN AND ASIAN MAR -—
» » L] 1 » i » i » ‘
' ' . ! JIII '
i =N U i » i
» 7 ) » A
DBACK UK A EX Al
OF [ DU D R/
DO gd or, U 0
www.northmace.com
O ate a0 €CE d g€ £e ae a ( O cd cd alte D
e demand. If you lower the rate at D did not support a d sales@northmace.com
ESpeE da de O O : alteg
gypt has been done before a O opeanand Asianmarke Dubai Tel: +971 4 396 0767 (Stockist)
entioned, once you lowe our operators are sta g to make Cairo Tel: +20 2 257 44966
es adecade or more to get ba enquiries, b e al feedba Amman Tel: +962 6 4783 251
e you were,” added Ko or an expectation of discounted Damascus Tel: +963 11 4446632
O ODO ald d € a € ald ODO

&y efp

iy Friendly u:




COVER STORY B3

THE IMPACT OF THE
TURMOIL ONTOURISM

The political crisis in Egypt could trigger
an upswing in Dubai’s tourism traffic as
travellers rearrange their holiday plans,
according to Mona Faraj, research analyst
for the Middle East, PhoCusWright.

“We're in the spring holiday season
and expectations were that Egypt,
Lebanon and Dubai [would see the most
traffic],” she said. “Now I'm positive that
there will be no hotels available in Dubai
because all of the Saudi traffic has been
diverted to Dubai because of the current
political situation.”

Saudi Arabia is likely to provide a
significant portion of tourism traffic to the
UAE, Faraj said, though European travel-
lers are also likely to push figures up.

“It's unfortunate, but where else would
our region travel, if they're looking for short
haul destinations? Lebanon, Syria, Egypt
and Dubai always remain high on the key
priorities of our Pan Arab region. Lebanon
and Egypt are now out of the question
and unfortunately there are a number of
rumours about similar turmoil in Syria,”
she said.

“I'm also starting to see it with the
number of bookings I'm getting from
my international partners. We service a
number of hotels intemationally, specifi-
cally in Europe, and Egypt is one of our
key outbound destinations. Who's going to
travel to Egypt [now]?”

John Alexander, director and general
manager of PKF, said Dubai was well-
placed to soak up customers re-routed
from Egypt and Tunisia.

“Dubai is certainly a credible alternative
destination to tourism markets elsewhere
affected by monumental change and,
generally speaking, the spring break
tends to provide increases in incoming
business,"asserted Alexander.

However, MENATA'S Peter Lilley said he
predicted that “a lot of people who haven’t
already made their holiday plans for 2011
will decide against visiting anywhere in the
Arab world and opt for what they perceive
as safer destinations closer to home”.

“| think the countries that will suf-
fer worst are those which have yet to
establish themselves as serious tourist
destinations. And this will include destina-
tions where there has been unrest such as
Bahrain and Libya, but also places such
as Oman (which has now seen violence),
Qatar — perhaps even Abu Dhabi.”
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Places such as Sharm El Sheikh may recover faster as the area is often viewed as a destination in its own right.

“First and foremost, we don’t
need a travel trade seeking dis-
counts as this is not the way to
rebuild our tourism industry, but
we are also committed to value adds
to entice tourists back to Egypt.

“These may require some value-
added offers in the short term,
which is of course very disappoint-
ing when we had such a strong win-
ter season and strong performances
in November, December — and
January wasagreat startto2011.”

On a more positive note, Kobos
added: “We are receiving ad hoc
forward bookings and enquiries for
March and April, including wed-
dings and smaller domestic meet-
ings, with forecasted occupancy
growing to approximately 25% at
the moment”.

HOTEL REPOSITIONING
Temporary value adds may well
be a good short term solution to the
current situation, but PKF The
Consulting House director and head
of consulting Sven Gade suggested
some potential benefits of taking a
more long term view.

“Tourism is a very important
sector in Egypt and will most likely
bounce back as one of the first seg-
ments, but maybe Egypt will now
have a chance to genuinely address
the long standing issue of moving
from total volume tourism towards
some more upmarket spend-ori-
ented products,”said Gade.

“It is true that discounting is a
weak option as it has a long term
impact (especially in the tour opera-
tor segments) — but in the past
this has been the typical reaction,
not least because so many people
directly depend on tourist arrivals.

“Hotels and projects that can
afford it should grab the opportu-

nity to reposition themselves into a
slightly more upmarket and clearly
defined segment to avoid that trap
going forward,” he advised. “That,
however, requires the necessary
resources to avoid discounted busi-
ness and where appropriate, invest-
ing in improving or renovating
facilities, which is not easy after a
crisis,” Gade qualified.

He also suggested that, while
the tourism ministry and authori-
ties “take stock and determine the
future”, interim solutions could
involve creating “calm” areas —
such as the North Coast, Luxor Nile
Delta and areas around the historic
sites — and promoting them as safe
“havens” with some strong PR.

“There may even be an opportu-
nity to increase rates for what busi-
ness comes forward on the argu-
ment that creating these havens
will require extra investment and
expense,”said Gade.

Cleverdestination marketing was
also advocated by Viability director
Guy Wilkinson.

“After the Taba attacks that took
place in 2004, clever marketing saw
the Sinai hotels promoted without
mention of the country Egypt, and
such ploys could be needed again,”
asserted Wilkinson.

Peter Lilley, executive director
of the Middle East & North Africa
Travel Association (MENATA),
agreed such tactics could work.

“The Red Sea riviera is seen as
being very detached from the politi-
cal turmoil. A lot of holidaymak-
ers don’t even think of resorts like
Sharm El Sheikh as beingin Egypt,”
reported Lilley.

TOURISM MARKETING
Whatever the strategy adopted by
Egypt’s hotels to attract visitors,

there is no doubt that most existing
properties will rely heavily on sup-
port from tourism boards across the
region —a joined up effortis vital.

But Lilley said tourism boards in
the region were “burying their heads
in the sand” when it came to com-
munication on the situation.

“I have to say I've been disap-
pointed at how some tourist offices
(including Tunisia and Egypt) have
appeared to bury their heads in the
sand during recent events; declining
to make any public comments.

“It comes across as rather spine-
less. When there is a crisis, what
both trade and consumers seek is
accurate information, reassurance
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Sven Gade, director and head of consult-
ing, PKF The Consulting House.

and people being brave enough
to show their faces; still talking —
even in very difficult times. They
don’t like people who hide them-
selves away and only reappear once
the dust has settled.”

He said it was vital that tourism
boards across the region invested
in PR and advertising campaigns
in order to get their message across
and reassure potential visitors.

Lilley added that the entire
MENA region tourism industry
needs to work more closely to bring
back the tourists turned away fol-
lowing the protestsin the region.

“Everyone should be supporting
each other and promoting the bigger
picture — namely the attractions of
the MENA region tourism indus-
try as a whole, rather than compa-
nies being too insular and thinking
entirely of their own tour opera-
tion,” concluded Lilley.
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