NEWS ANALYSIS

» With everything thrown in for
one price — from food to activities
— critics argue that all-inclusive
packages damage the local
economy as tourists never even

venture out of the resort.

All-Inclusive:
Outorlin?

With holidaymakers still reigning in
spending, demand for all-inclusive
holidays has reached a peak in key
source markets. But could bringing
this concept to Dubai damage the
destination forever?

Il-inclusive holidays are a hot topic at the moment.

First Choice Holidays, one of the UK’s biggest travel opera-
tors announced last month that in 2012 it plans to offer only
all-inclusive holiday options to customers. Packages will in-
clude all flights, transfers, accommodation, three daily meals

and unlimited local drinks in one price. According to First Choice, populari-
ty among British holidaymakers for all-inclusive holidays has rocketed since
the recession (60% of First Choice holidays were all-inclusive in 2010). “All-
inclusive is becoming the holiday of choice for many British consumers, of-
fering them great value for money. People can leave their wallets at home
and relax — they don’t have to worry about spending money when they’re
abroad,” said Johan Lundgren, UK and Ireland managing director of First
Choice’s parent company Tui.

The UK operator is now working with hotels and resorts to help them
convert to an all-inclusive offering.

Industry divided
But while the demand from holidaymakers is clearly there — the UK is after
all the number one market for tourists to Dubai — the Dubai market has

so far been resistant to adopting the

all-inclusive model, due to fears that
it will dent profit for hotels, damage
the overall image of Dubai as an ex-
clusive and luxury destination, not
to mention hurt the local economy.

Some Dubai hotels are catering to
customer demand and rolling with
the concept. Movenpick’s Royal
Amwaj on Palm Jumeirah — which
is scheduled to open later this year
has revealed it will be offering an all-
inclusive option. 1

Director of sales and marketing
for the resort Andrew Hughes said:
“If the customer wants that then
why fight the demand?

“I think there’s absolutely room
for the all-inclusive concept in

Dubai as long as you’re giving cus-
tomers choice and you’re position-
ing it as a premium product — not
an exclusion-based product. So if a
customer buys that experience, if
they want to eat lobster in the a la
carte restaurant they can. If they
want three drinks at the pool at
lunchtime they can. It’s about giv-
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of holidays sold by UK op-
erator First Choice in 2010
were all-inclusive
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ing that customer the choice and we
intend to roll that out.”

According to Hughes it is a “mis-
somer” that all-inclusive properties
are not profitable.

“I think it hasn’t happened here
' Dubai because historically F&B
%as been such an important ele-
ment in these resorts’ budget lines,
and the fear is that if we go all-in-
clusive would we lose all that rev-
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enue. It’s going to take a new hotel
to come in to show the value to see
how effective it is and then others
will follow suit.”

But Yigit Sezgin, global director
of sales and marketing for Rezidor
vehemently objects to the concept
describing it as “dangerous”.

“It’s a big virus, once you plug
it in you can’t get it back. It’s a big
danger”

- 'Al!-mcluswe cllents tendnot t
~ leave the hotel. The destination
does not benefit. It Would be a
'dlsaster. Ah Abu Monasser '
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kers is so strong that First Choice will go entirely all-inclusive
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a Movenpick’s Royal Amwaj on The Palm Jumeirah will offer an all-inclusive option.

Sezgin said that while the de-
mand undoubtedly exists from key
feeder markets — catering to it
would be a huge mistake.

“First of all, in the market there’s
a big demand for it. You go into any
leisure market, feeder markets, in
Scandinavia, UK, Germany, there is
a serious demand.

“But once you give that option
you're never going to get it back.

People start to choose that and then
tour operators start to threaten you
and say: ‘If you don'’t give me the
option I can’t sell you because this is
the demand. I cannot sell only B&B
or half board or even full board’
“The way I see it is, there are very
few resorts and destinations that
I know today that are actually able
to hold on to those margins and to
the quality because the people who

“We have lost business to other
destinations because of the non-
availability of such offers from

: hotels 93 Rlchard Devadasen
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book and spend money in Dubai
properties, in the resort properties
especially, would not like to be to-
gether with the ones that are com-
ing for the all-inclusive option.”

Sezgin added that all-inclusive
was damaging to the local econ-
omy too:
the local economy because the
people coming to all-inclusive,
most of them will never leave the
hotel. They don’t buy outside,
they do not eat outside, they do
not drink outside.”

The travel trade seem equally di-
vided on the issue of all-inclusive.

SNTTA Emir Tours manager —
MICE Richard Devadasan said he
would be keen to sell all-inclusive
packages: “I think to grow the busi-
ness to our destination we must
adapt to what clicks for our cus-
tomer.

“We have lost business to other
destinations because of the non-
availability of such offers from the
hotels here — so yes, we would cer-
tainly be able to sell this whenever
asked, and otherwise, because it will
indeed affect the bottom-line for the
client in a positive sense.”

However, Ali Zaid Abu Monas-
sar, chairman of the Vision Des-
tination Management, takes a far

“It’s very dangerous for

more cautious view: “All-inclusive
packages are demanded from des-
tinations like Germany and the UK
but if we start doing this in Dubai,
we will never end it and it will be-
come cheap.

“The UAE is famous for its
luxury hotels and when it comes
to luxury hotels you cannot of-
fer all-inclusive. The only place
where you can offer it are island
destinations such as the Maldives
where there are no other options
available.

Yigit Sezgin
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“But in this city where you have
so many options to dine in many
places and you want to be enter-
tained, you have to discover the city.

“All-inclusive clients tend not to
leave the hotel. The destination does
not benefit. It would be a disaster.”

Monassar conceeded that there
there could be limited times when
hotels could offer all-inclusive pack-
ages — for example, during the hot
summer months when beach hotels
are not as full.

But this would have to be de-
cided on a “case by case basis” as
ultimately, “all-inclusive ends up
being cheap”.

“It’s dangerous for the destination
and for the hotels. They must calcu-
late F&B prices; it’s not beneficial

“It's a big virus, once you plug
itin you can't get it back. It'sa
big danger.”

for the hotel. For the destination,
the restaurants, venues, pubs, clubs,
discotheques, tours and excursions
will suffer,” he added.

“The people that are coming to
Dubai are not coming because they
want to stay in a hotel and save
money. They are coming for the
destination — from the malls to the

$844

Average saving for a
family of four on a week
long all-inclusive package
(according to First Choice)

fine dining to the tours — and they
know they have to spend money.”

OfRoyal Amwaj’s plans, Monassar
concluded: “The Palm Jumeirah is
the icon of Dubai; if we start to offer
all inclusive hotels on the Palm what
will happen to the other hotels?”

But despite the resistance, it
seems all-inclusive package holidays
to Dubai could be a far more com-
mon theme in the not-too-distant future.

“It is for sure an opportunity,” ad-
mitted Sezgin.

“There is a market segment there
and it’s untouched. Somebody’s go-
ing to grab it and do it. But my per-
sonal opinion is — one thing that
I would do if I could is to never al-
low all-inclusive — I would say it’s
never going to happen!” mm

= | thmk there's absolutely room for
the all-inclusive concept in Dubai
as long as you're positionirig it as
a premium product” Andrew Hughes
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