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 :2018-2017-. تنفيذ برنامج العمل العام للفترة 4
 1إضافة  - الإقليمية )أ( الأنشطة

 تقرير آني حول إتجاهات السياحة
 8201 أبريل/نيسان  –في منطقة الشرق الأوسط وشمال أفريقيا 

 

 ملخص تنفيذي
 

  مليون سائح في العام  80وصل عدد السيَّاح الدوليين الوافدين إلى منطقة الشرق الأوسط وشمال أفريقيا إلى
 . 2011، وهو أعلى معدَّل منذ انتفاضة "الربيع العربي" سنة 2017

 

 58إلى %، ليصلَ مجموعهم 5ارتفع عدد السيّاح الدوليين الوافدين إلى منطقة الشرق الأوسط بنسبةٍ قُدِّرَت بـ 
لَ بالتالي  مقارنةً مع العام الفائت، مع نموّ مستمرّ في  2017ملايين سائح وافد إضافي في العام  3مليون، فسُجِّ

 بعض المقاصد وانتعاش قوي في مقاصد أخرى. 
 

  لَت  21وع إلى % في عدد السيّاح الدوليين الوافدين، فوصلَ المجم13نموّ برقمٍ ثنائي بلغَ نسبة في شمال أفريقيا، سُجِّ
 مقارنةً مع السنة الفائتة.  2017ملايين سائح وافد إضافي في العام  3مليون سائح، واستقبلت المنطقة أيضًا نحو 

 

 وترد في ما يلي إتجاهات الأداء الرئيسية بحسب مختلف القطاعات: 
 

 قطاع الطيران

  2017% في حركة نقل الركَّاب السنوية خلال العام 7سجّلت شركات الطيران في الشرق الأوسط زيادةً بنسبة 
. وكانت المنطقة هي الوحيدة التي شهدت تراجعًا في معدّل النموّ السنوي بالمقارنة مع 2016مقارنةً مع العام 
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 لجنة منظمة السياحة العالمية للشرق الأوسط

 الأربعونالرابع و  الإجتماع

 (13:30-9:30)، 2018أيار/مايو  9و 8 جمهورية مصر العربية، ،شرم الشيخ

 1إضافة   - دول الأعمال المؤقت)أ( من ج4د البن
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بالمقارنة مع الفترة نفسها من العام الفائت  2018كانون الثاني  /يناير. كذلك، فإنّ نموّ الطلب في 2016العام 
 %. 0.5جاءَ ضعيفًا ولم تتجاوز نسبته 

 

 الدبلوماسية تأثير سلبي على حركة النقل علاقات كان لإغلاق المجال الجوّي بين قطر والبلدان المجاورة بسبب ال
لا سيَّما  –داخل منطقة الشرق الأوسط، ما أدَّى إلى انعكاساتٍ غير مباشرة على شركات الطيران في المنطقة 

 الخطوط الجوّية القطرية. 
 

  النموّ الذي  ، لِتُعزّز بالتالي2017% خلال العام 8شهدت خطوط الطيران الأفريقية زيادةً سنوية في الطلب بنسبة
كانون  /ينايروازدادَت حركة النقل في % مقارنةً مع العام الفائت. 7والذي بلغت نسبته  2016حقّقته في العام 

 % مقارنةً مع العام الفائت. 5بنسبة  2018الثاني 
 

   وقّع ثلاثة وعشرون بلدًا أفريقيًا على الإعلان المتعلّق بالسوق الأفريقي الموحّد 2018كانون الثاني  /ينايرفي ،
 للنقل الجوّي، على الرغم من أنّ بلدان شمال أفريقيا لم تنضمّ بعد. 

 

 قطاع الفنادق

 ( في  1-سجّلت فنادق الشرق الأوسط نتائج سلبية على صعيد كافة مؤشرات الأداء الثلاثة: نسب الإشغال
يرادات الغرفة الواحدة المتاحة ) 5-المئة(، ومتوسط السعر اليومي ) . 2017 في المئة( عام 6-في المئة(، وا 

استمرَّ تأثُّر سوق الضيافة بانخفاض أسعار النفط والظروف الاقتصادية العسيرة. كذلك، فإنّ الزيادة في العرض 
في عربية المتّحدة قد ساهمت أيضًا في تراجُع الأداء. في أسواق مثل المملكة العربية السعودية والإمارات ال

 ض إيرادات الغرفة الواحدة المتاحةاإرتفعت نسب الإشغال فيما استمرَّ إنخف، 2018من العام  ينالأول ينالشهر 
 .متوسط السعر اليوميو 
 

  في المئة 16الإشغال بنسبة اً في ، نمو إرتفاعاً على صعيد كافة هذه المقاييس الثلاثةسجّلت فنادق شمال أفريقيا ،
يرادات الغرفة الواحدة المتاحة بنسبة  19على الرغم من إرتفاع متوسط السعر اليومي بنسبة  في  38في المئة وا 

 إرتفاعاً على صعيد كافة هذه المقاييس الثلاثة. 2018المئة. وقد شهد الشهران الأولان من سنة 
 

 توزيع السفر
 

 لإتجاهات السياحة في مقاصد الشرق الأوسط وشمال أفريقيا على أداء قطاع السياحة يجابي إنعكس المشهد الإ
نتيجة للمنافسة  والسفر في المنطقة، رغم أن ربحية الشركات السياحية في غالبية المقاصد تعرّضت لضغوطات

من قبل وكالات السفر بالإضافة إلى ذلك، تواجهُ شركات تنظيم الرحلات التقليدية نوعًا من المنافسة . المتزايدة
 العامِلة عبر شبكة الإنترنت، إذ يزدادُ التوجّه في المنطقة عامًا بعد عام إلى إجراء الحجوزات عبر الإنترنت. 

 

  علامات تدل على تحسّن الأداء السياحي في  رو ظهمع  2018وتواصل إتجاهٌ مشابه في الأشهر الأولى من عام
 .المقاصد الرئيسية
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 ات السياحيةالقطاعات والمنتج
 

  ،استجابةً للعديد من عكست إتجاهات السياحة الترفيهية مشهداً متبايناً في مقاصد الشرق الأوسط وشمال أفريقيا
 العوامل الخارجية والداخلية. 

 

  انتعشت السياحة الدينية في المملكة العربية السعودية، ونَمَت بشكلٍ مذهلٍ في فلسطين، المُصنَّفة باعتبارها
 المقصد الأسرع نموًا في العالم. 

 

  سياحة الرحلات البحرية بوادر إنتعاش في تونس. وفي دول مجلس التعاون الخليجي، حافظ القطاع عودة أظهرت
 .داد الركّاب على متن السفن السياحية ومعدّل رسو السفن في الموانئعلى النمو المطّرد في أع

 

  ،ما زالت السياحة الطبّية تتأثّر سلبيًا في الأردن بسبب القيود المفروضة على تأشيرات الدخول للسيَّاح. في المقابل
 يتّصف الاتّجاه السائد في قطاع السياحة الطبّية في دبي بنموٍّ مطّرد. 

 

  منتجات جديدة مثل سياحة المغامرات وحفلات الزفاف في المقاصد السياحية.يزدادُ رواج 
 

  بوادر تحسّن أوّلية في مختلف القطاعات والمنتجات السياحية. 2018أظهر الأداء في الأشهر الأولى من عام 

 الأسواق المصدّرة للسيّاح

 

 ة في مقاصد رئيسية ضمن منطقة الشرق شكّل الزوَّار الصينيون والروسيون أبرز المساهمين في إنعاش السياح
بين مقصدٍ وآخر. وساهمت الأوسط وشمال أفريقيا. غير أنّ الاتّجاهات المرتبطة بالأسواق المصدر قد اختلفت 

  أوروبا أيضًا في النموّ في بعض المقاصد، مثل الأردن ولبنان وعُمان.
 

  لَت نسبة2018في الأشهر الأولى من العام في و  .تونس والأردن ومصرمرتفعة من السيَّاح الأوروبين في  ، سُجِّ
، بالنسبة إليها أسواق مصدر ةأكبر عشر أصل ة من ستّ  في تراجعٍ دول مجلس التعاون الخليجي، عانت دبي من 

من روسيا  وافدينال أمّا نسبة. قد شهدَ تراجعًا بهامشٍ طفيفوافدين زوّار الإجمالي عدد ال أنّ  على الرغم من
 %(.  159)+  ءت مرتفعة بشكلٍ ملحوظفجا
 

 السوق البينية )العربية( مقابل السوق الأقاليمية

  وازدادَ . 2016عام ال على غرار، 2017عام ال( في %7)+  المنطقة على زخم النموّ  ضمنحافظ قطاع السفر 
تظهر إتجاهات  (.%8أسرع )+  منطقة الشرق الأوسط وشمال أفريقيا بوتيرةٍ  نحوالسفر من مناطق العالم الأخرى 
في المئة(، تليه  11أن السفر المتّجه من القارة الأوروبية كان الأقوى )+ 2017السفر الجوي بين الأقاليم لعام 

 في المئة(. 7في المئة(، و آسيا والمحيط الهادئ )+ 9)+ الأمريكية القارة
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  في المئة  10إلى ارتفاع بنسبة  2018وتشير إتجاهات السفر الجوي للفترة بين يناير/كانون الثانى وأبريل/نيسان
السفر من مناطق في المئة في  9نسبة مقارنةً مع بين بلدان منطقة الشرق الأوسط وشمال أفريقيا في الرحلات 

 أخرى في العالم.

 الإستثمارات المُخطّط لها

 غرفة في  25,000مشروع فندقي مُتعاقد عليه في الشرق الأوسط، و 300غرفة في  100,000 بلغ عدد الغرف
 مشروع فندقي مُتعاقد عليه في أفريقيا.  146

  مراحل مختلفة قيد  -ببليارات الدولارات تقدر  –ومشاريع البنى التحتية  هذه المشاريع الفندقيةكما يوجد العديد من
 شرق وشمال إفريقيا.مالتعاون الخليجي و الدول مجلس ، في تطويرالمن 

 العوامل الأساسية التي تؤثر على تطوير السياحة في منطقة الشرق الأوسط وشمال أفريقيا

  منطقة الشرق الأوسط وشمال أفريقيا  إلىعدد الوافدين  ارتفاعالاقتصادي العالمي في  الانتعاشثبات ساهم
حدة مثل الإمارات العربية المتّ  مقاصد معيَّنةفي  المستمرّ  موّ من خلال الن بشكل إيجابي انعكسما  ،(5%)+
 مثل مصر وتونس. ،في السنوات السابقة لتراجعالتي عانت من ا المقاصدثابت في النتعاش الامان، و وعُ 

 

  ّلالسوق المصدر  الذي سجّلته الصين لتصبحالسريع  التقدّم إن في  للمقاصدقد شكّلَ مكسبًا  ،في العالم الأوَّ
وساعد  إليها. الصينيين الوافدين السيّاح زيادةً في عدد غالبيتها تشهدحيث  ،منطقة الشرق الأوسط وشمال أفريقيا

العربية  مثل الإمارات في مقاصد زيادة عدد الوافدينتسهيل الحصول على التأشيرات للمواطنين الصينيين في 
 وتونس والمغرب. المتّحدة

 

  ات السياحة تدفقّ  على إلى التأثير بشكل إيجابيلاستقرار السياسي في لبنان ومصر وتونس السائد عن اأدّى الانطباع
 مصر، في حين ساعدَ  في من الأزمة القويّ للتعافي  كذلك، شكَّل انخفاض قيمة الجنيه عاملٍا مُساعِدًا. وافدةال

 الروسي.السوق في نتعاش الا ستيعابالاستقرار النسبي في تونس على ا
 

  على السياحة في العديد من  سلبيكان للقيود المفروضة على السفر من قبل الحكومات في أسواق المصدر تأثير
 رفعَ  فإنّ ا قطر. من ناحية أخرى، رً ومؤخّ  ،الشرق الأوسط وشمال أفريقيا مثل لبنان وتونس ومصر مقاصد منطقة

في تونس ولبنان  حصلَ اح الوافدين كما عدد السيّ  إعادة ارتفاعمع  ا،يجابيً قد أثّرَ تأثيرًا إالسفر على حظر ال
 ومصر في العام الماضي.

 

  ّمنطقة الشرق الأوسط وشمال أفريقيا  مقاصدمن قبل العديد من  ات الدخولتأشير  تسهيلتحسين سياسات  إن
 السيَّاح الوافدينفي حالة  حصل، كما الوافدةإيجابي على السياحة  ، ينعكسُ بشكلٍ ينخلال العامين الماضيَ 

أن تساهم هذه المبادرة في بع التوقّ  ويمكنمنطقة الشرق الأوسط وشمال أفريقيا.  فيوالهنود  يينالصينيين والروس
ل الاعتماد على أن تقلّ  كما من المُحتمَلفي السنوات القادمة،  ىر بسواق المصدر الكهذه الأاح من السيّ  توافدتسريع 

 التقليدية.در الأوروبية صسواق المالأ
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  ُتطوير بهدف  ،في منطقة الشرق الأوسط وشمال أفريقيا قبل العديد من المقاصدمتضافرة من  جهودٌ  أيضًا لُ بذَ ت
، وبناء القدرات، وتنويع المنتجات السياحية، والاستثمار في التكنولوجيا والموارد ية لديهاسياحالالبنية التحتية 

في الحفاظ هذه الجهود  تساهممنها. وينبغي أن  في اقتصادات كلٍّ البشرية، من أجل تحسين مساهمة السياحة 
 السنوات المقبلة. خلال مقاصدفي ال يقطاع السياحال على استقرار

 

 أبرز السياسات والإستراتيجيات السياحية في منطقة الشرق الأوسط وشمال أفريقيا
 

  ًاسترداد إلى البرنامج  يهدفُ و صناعة السياحة في البلاد.  لإعادة تنظيم شاملاً  يًاإصلاح اأطلقت مصر برنامج
 مكانة السياحة كركيزة أساسية للاقتصاد المصري وكمصدر رئيسي للعملات الأجنبية.

 

 نتمكي، بغية ياتهولع وأواطلقت احتياجاا ديدتحردن حول لأانية للسياحة في وطلاتيجية ارلاستتمحور ات 
 ذلك:مل من شأنها أن تستقطب طلبًا أعلى. يش وابتكار منتجات عمل صرف قخل نم لمحلّيةا تلمجتمعاا

، مة، والمهارات وجودة الخدوالتحسينات في المرافق ،الإطار التنظيمي وتعديلالمبادرات الجديدة للتسويق، 
 لى التمويل.إصول و وال ،وتحسين التكنولوجيا

 

  ّةيالسياح والخدمات منتجاتالو  على المقاصد ر فأكثرأكث المستهلكتعريف  ز الاستراتيجيات الرئيسية في لبنان علىترك 
 سات السياحية.وتشجيع التوظيف المهني في المؤسّ  ،في قطاع الضيافة ة، وتعزيز جودة الخدماودوليً  ايً محلّ  ،الريفية

 

  المجتمع  على مستوى كمقصدعلى استعادة صورتها  للتعافي من الأزمة الاستراتيجية السياحية التونسيةتعتمد
طلاق حملات ترويجية في  السياسات سواق المصدر الرئيسية، وتحسين الأالدولي، وتعزيز الأمن الداخلي، وا 

سياساتية خطوة بمثابة حاد الأوروبي مع الاتّ  "السماوات المفتوحة"فاقية ر اتّ عتبَ تُ و . الخاصّة بتأشيرات الدخول
 .ةوافدالسياحة الأوروبية ال لتعزيز أخرى إستراتيجية

 

  ّأربع سنوات على: تفعيل الطلب، وتنمية العرض، وتعزيز الممتدّة على ة العمل الاستراتيجية المغربية ز خطّ ترك
لدعم مختلف مناطق البلاد، وتحسين رأس المال البشري في  الميزانية اللازمة حشدالحوكمة، و  وطيدالاستثمار، وت
 قطاع السياحة.

 

  والتي ترمي إلى  2026-2017لإستراتيجية وخطة العمل البحرين للسياحة للفترة أما الركائز الأساسية الأربع
، فتشمل التوعية والإستقطاب 2020مضاعفة إسهام السياحة في إجمالي الناتج المحلي للبحرين بحلول عام 

 وتيسير الوصول والإقامة.
 

  إلى إحدى أهم  لبنية من أجل ضمان تحوّل السياحة" خارطة طريق واضحة المعالم وا"الإستراتيجية العُمانية للسياحةتوفّر
ستدامة نموّه. وتكمن رؤية الحكومة في تحويل المقصد إلى نموذجٍ  للسياحة المستدامة دعائم تنويع إقتصاد البلاد وا 

 مان السياحية.في تنفيذ استراتيجية عُ  اأساسيً  ا" عنصرً دامج"التخطيط اليشكّل و  في منطقة الخليج برمّتها.
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  ّقطاع الاجتماعات والمؤتمرات، وتطوير  في قدراتالقطاع السياحة في قطر على بناء ة الوطنية لستراتيجيالاز ترك
 على الصعيد الدولي. يقطر ال المقصد علامة وتسليط الضوء بشكلٍ أوسع علىالمنتجات السياحية، 

 

 والتراث الوطني في السعودية إلى  ترمي إستراتيجية تنمية السياحة الوطنية الصادرة عن الهيئة العامة للسياحة
تنمية السياحة المستدامة في المملكة على نحوٍ يدعم المجتمعات المحلية ويوفّر الوظائف ويحفظ البيئة الطبيعية 

 عن إصلاحاتٍ  نّ الإعلان مؤخّرًاوالتراث الثقافي من خلال شراكةٍ متكاملة مع سائر أصحاب المصلحة. كما أ
، مباشر على قطاع السياحة سيؤثّر بشكلٍ ، بلدًا 65لـة إلكترونية يتوفير تأشيرات سياحمثل  ،في المملكة هامّة

 سواء.حدّ ية والدولية على سياحة المحلّ وذلك بالنسبة إلى ال
 

  ٍمن أما في الإمارات العربية المتحدة، فإن السياسات والعمليات السياحية منوطةٌ في الوقت الراهن بكلّ إمارة
على حدة، حيث أنّه لكلّ إمارةٍ من الإمارات هيئة أو دائرة سياحية مسؤولة عن كافة الجوانب  السبعةالإمارات 

 المتصلة بالسياحة على غرار العمليات واللوائح التنظيمية والتطوير والموارد البشرية والتسويق للمقاصد وغيرها. 

o  ز على استراتيجية سياحية تركّ العربية المتّحدة، الإمارات في  برزالسياحي الأ مقصدالتعتمد دبي، وهي
سواق المصدر القائمة، وزيادة الأفي  ما تتمتّع به من حصّةٍ وزخمثلاثة أهداف رئيسية: الحفاظ على 

وزيادة عدد  ،نمو، بما في ذلك الأسواق الناشئةعالية للإمكانات ب التي تتّصففي الأسواق تها حصّ 
 الأسواق.رين من جميع المتكرّ  ارالزوَّ 

o تنويع ال الرؤية الوطنية الداعية إلىالمساهمة في  إلىأبوظبي السياحية في ستراتيجية الا تهدف
الثقافية  تهبأصال يّ غنو  مٍ لهِ مُ  مقصدكوالترويج لها أبوظبي  تسليط الضوء علىمن خلال  ،الاقتصادي
 العائلي الفريدة فيه.  الترفيه و  ومرافق الاستجمامعة الطبيعية المتنوّ ومعالمه 

 
  تطوير السياحة المستدامة وتشجيع الاستثمار في القطاع، من إلى تهدف استراتيجية قطاع السياحة في الكويت

 الاعتماد على النفط. من تقليلالو  ،لات البطالة وتنويع مصادر الدخل القوميأجل خفض معدّ 
 

  ّإلى الأزمة وذلك نظرًا ،"ة"إدارة الأزمعلى خطط لـة في سوريا على خطط قصيرة الأجل أو يسياسة السياحالز ترك 
للقطاع، وجذب خاصّة وضع إطار تنظيمي وتشريعات  :. وتشمل مجالات التركيز الرئيسيةاحاليً بالبلاد  التي تُلِمّ 

، وتقديم الحوافز لإعادة بناء اصّ م والخين العاالتمويل الاستثماري للتنمية السياحية، وتفعيل الشراكات بين القطاعَ 
 رة.السياحية المتضرّ  معالمال

 

 آفاق السياحة في منطقة الشرق الأوسط وشمال أفريقيا

  في المئة عام  5و 4تتوقع منظمة السياحة العالمية أن ترتفع أعداد السيّاح الدوليين الوافدين بنسبةٍ تتراوح بين
وبالنسبة للشرق الأوسط ، تتوقع المنظمة أن ترتفع أعداد السيّاح الدوليين الوافدين ، على المستوى العالمي 2018

. توقعات النمو 2017في المئة نمو عام  4، محافضين على نسبة 2018في المئة عام  6و 4بنسبةٍ تتراوح بين 
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المنطقة نظراً لإرتفاع درجة ويُشار إلى أن هامش التنبؤ أوسع في هذه  في المئة 7و 5تتراوح بين بالنسبة لإفريقيا 
 الريبة ومخاطر الخلل.

  ّلكن ثمّة المزيد من الأسباب التي ، هو أمرٌ مثيرٌ للقلق في دول الخليجالدبلوماسي  وضعاستمرار ال صحيحٌ أن
 ،يّاحجديدة للسالكترونية تأشيرات  استحداثالمملكة العربية السعودية  عتزمتفاؤل. في العام الحالي، تال تدعو إلى
ح أن من المرجّ كما ، نيسان/أبريلة إلى مصر من روسيا بحلول شهر ف الرحلات الجويّ نَ أستأن تُ  رتقبومن الم

المسافرين العابرين  ارتفاعٍ في عددإلى  ،قام في روسيا هذا الصيفتُ سالتي لكرة القدم كأس العالم  بطولةي تؤدّ 
 لفترةٍ قصيرة.  

 

  ًفي العام  انطلقتكبير من السياسات والاستراتيجيات المستقبلية التي إلى حدٍّ  مقاصدعلى ذلك، ستستفيد ال علاوة
 وتنويع المنتجات والأسواق، إلخ. ،التدابير الأمنيةوتعزيز  ات الدخول،مثل سياسات تسهيل تأشير  (،ة)( السابقعوام)الأ
 

++++++++++++++++++++++++++++++++++++++++++++++++++++++++++ 
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 العام التقييم -أ
  
  +( 5استقبلت منطقة الشرق الأوسط )%مع نموّ مستمرّ في بعض 2017مليون سائح دولي وافد في العام  58 ،

 المقاصد وانتعاشٍ قويّ في مقاصد أخرى. 

  ل انتعاشٌ قويّ في منطقة شمال أفريقيا، حيث ازدادَ عدد السيّاح الوافدين بنسبة  مليون سائح.  21% ليصلَ إلى 13سُجِّ

  ُن الأداء في منطقة الشرق الأوسط على تحسّ  دلائل 2018عام الرات الرئيسية خلال الأشهر الأولى من ر المؤشّ ظهِ ت
 الخاصّة بعدّة مقاصد.البيانات  عدم اكتمالوشمال أفريقيا، على الرغم من 

 
، 2017ائح عام مليون س 80بلغت أعداد السيّاح الدوليين الوافدين في منطقة الشرق الأوسط وشمال أفريقيا   .1

. كما ارتفعت أعداد السيّاح الدوليين الوافدين في منطقة 2011وهي أعلى نسبة منذ بداية "الربيع العربي" سنة 
العام ملايين وافد  إضافي خلال  3، مسجلة بذلك مليون سائح 58لتصل إلى %( 5)+ الشرق الأوسط بنسبة 

مليون وافد  21لتصل إلى %( 13الأرقام بنسبة )+  ة دوجمز . فيما عرفت منطقة شمال إفريقيا نسبة نمو  2017
 .2016 العام مقارنة مع 2017ملايين وافد  إضافي خلال العام  3مسجلة بذلك دولي، 

 

ن الأداء في منطقة الشرق على تحسّ  دلائل 2018عام الرات الرئيسية خلال الأشهر الأولى من ر المؤشّ ظهِ تُ  .2
ل تشير الحجوزات للربع الأوَّ و  الخاصّة بعدّة مقاصد.البيانات  عدم اكتمالالأوسط وشمال أفريقيا، على الرغم من 

وآسيا والمحيط  ،(%13(، وأوروبا )+ %16)+  يةالأمريك ارتفاعٍ في الحجوزات من القارّةإلى  2018عام المن 
 1الشرق الأوسط وأفريقيا. نحو( %4الهادئ )+ 

 

ومؤشر الثقة الخاص بمنظمة السياحة العالمية )الذي يرتكز إلى آراء أكثر الإتجاهات السائدة الحالية إستناداً إلى  .3
 6و 4تتراوح بين  صلةنسبة نمو متواتتوقع منظمة السياحة العالمية خبير سياحي من العالم أجمع(،  300من 

 .2018خلال وسط وشمال أفريقيا، في المئة في منطقة الشرق الأ
 

 2017لسنة  -. النتائج الكاملة 1ألف.
   

حقّقت معظم المقاصد  . إذ2017مليون سائح دولي وافد في العام  58%( 5استقبلت منطقة الشرق الأوسط )+  .4
نتائج إيجابية، باستثناء بعض المقاصد القليلة مثل قطر والمملكة العربية السعودية، على الرغم من أنّ بعض 

 البيانات ما زالت غير مكتملة.

أجرى المشاركون في فريق خبراء منظّمة السياحة العالمية من الشرق الأوسط تقييمًا للأداء السياحي في العام  .5
، وهي نتيجة تتخطّى إلى حدٍّ كبير المعدَّل الحيادي البالغ 136وتوصّلوا إلى حاصل إيجابي يساوي ، 2017
 (.136. وتلاقت هذه النتيجة مع توقّعاتهم في بداية السنة )100

                                            
1
  https://forwardkeys.com/publication-single/middle-east-and-africa-travel-2018-PR.html 
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بنسبة  2017عام الفي  الزوَّارعدد  ارتفعَ قت عُمان أفضل أداء، حيث من بين دول مجلس التعاون الخليجي، حقّ  .6
في الإمارات  2مليون. 2.3 والبالغ 2016زيادة كبيرة بالمقارنة مع العدد المُسجَّل في العام ل ا يمثّ ، م13%

العام  % مقارنةً مع6 قدرُها ، بزيادةٍ 2017عام المليون زائر في  15.8دبي ما مجموعه  استقبلتحدة، العربية المتّ 
 .دقاالفن ءنسبة نزلافي  % 10 قدرُها أبو ظبي زيادةً  وسجّلت 3السابق.

 

مليون في  18من فتراجعَ ، %10بنسبة  وافدةقات السياحة الفي المملكة العربية السعودية، انخفض إجمالي تدفّ  .7
ار الوافدين لأغراض دينية الزيادة في عدد الزوَّ رغم ، 2017عام المليون في  16ـر بقدَّ إلى ما يٌ  2016عام ال

تدفّقات السياحة  ( في%13)+  برقمٍ ثنائي نموّ نسبة لت البحرين سجّ و  4مليون. 1.1)الحج والعمرة( بمقدار 
 .ار الوافدين من دول مجلس التعاون الخليجيا بالزيادة في عدد الزوَّ مدفوعً وكان هذا النموّ  الوافدة،

 

. ما زالت غير متوفّرة الإحصائية على الرغم من أنّ الأرقام، وافدةفي السياحة ال اإيجابيً  أداءً  أيضًاالكويت  سجّلت .8
وضع ، نتيجة لل2017عام الار الوافدين في في عدد الزوَّ  كبيرًاا ( تراجعً %23-في المقابل، شهدت قطر )

سفر في النصف الثاني من لل وحظرٍ  حدودلل إغلاقٍ ما رافقه من ، و يالخليجمجلس التعاون الديبلوماسي بدول 
 وما زالت الأزمة مستمرّة.العام. 

 

مليون سائح خلال  1.9في المئة( بلاءً حسناً، حيث بلغت أعداد السيّاح الوافدين  10ق، أبلى لبنان )+وفي المشر  .9
ل فيهعلى التوالي  هذا العام هو العام الخامس. 2016مليون سائح خلال  1.7، مقارنة مع 2017  الذي تُسجَّ

والصورة الإيجابية للبلاد  2016أواخر عام  اعتبارًا منكان للاستقرار في لبنان و  2013.5 سنةنتائج إيجابية منذ 
في المئة في عدد  10وسجّل الأردن إرتفاعاً بنسبة  .تأثير كبير على السياحة ،من خلال الإعلام ظهرتالتي 

  2017.6زوّار المبيت من الأفراد إلى غاية نوفمبر/تشرين الثاني لعام 
 

فشكَّلت ، 2017العام  في ونملي 8.0 الذي بلغَ  الدوليين عدد الوافدين في ةدّ حا دةيا( ز%51)+  رمص دتھش  .11
. وعلى قلسابا ملعاا مقارنةً مع 2016 العام في عدد الوافدين في %43 بعد تراجعٍ بنسبة هذه الزيادة تحوّلًا كبيرًا

لَت دون مستويات الذروة  تزالالأرقام ما  ، إلا أنّ من هذه القفزةالرغم  أكثر البلد  رَ ، عندما زا2010عام التي سُجِّ
لت فلسطين (، سجّ 2016عام الفي  وافدسائح دولي  400000)وعلى نطاقٍ أصغر  7سائح. نمليو  14.5من 
 8.سنةخلال الأشهر التسعة الأولى من ال مذهلةزيادة  %(33)+

 

حيث  في المئة( 23النمو المزدوج الأرقام في أعداد الوافدين )+ قادت تونسفي المئة(،  13وفي شمال أفريقيا )+  .11
ملحوظا سجّل نموّاً قد . أما المقصد الأكبر في هذا الإقليم الفرعي أي المغرب ف2017واصلت النمو بشدة خلال 

 في المئة(. 2)+ 2016خلال الذي كان قد سجله  خجولمقارنة مع النمو ال في المئة( 10)+

                                            
2
  https://tradingeconomics.com/oman/tourist-arrivals 

3
  http://gulfnews.com/business/sectors/tourism/15-8-million-people-visited-dubai-in-2017-1.2169807 

4
 الهيئة العامّة للسياحة والتراث الوطني السعودية  

5
  https://www.bankmed.com.lb/BOMedia/subservices/categories/News/20180205101121677.pdf 

6
   http://jordantimes.com/news/local/tourism-revenues-125-2017 

7
  https://www.egypttoday.com/Article/3/40082/Egypt%E2%80%99s-tourism-revenues-jump-123-YoY-in-2017 

8
 من بارومتر السياحة العالمية الصادر عن منظّمة السياحة العالمية 2018نسخة كانون الثاني/يناير   
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بعلامةٍ  2017السياحة العالمية أداء السياحة لعام قيّم المشاركون في فريق الخبراء من أفريقيا التابع لمنظمة   .12
 (.141، على الرغم من أنّها أقل بكثير من توقعاتهم في بداية العام )150حذرة ولكن إيجابية بلغت 

 

بأكمله في العديد من مقاصد منطقة الشرق الأوسط وشمال  2016لا معطيات بعد بشأن إيرادات السياحة لعام   .13
مليار دولار  7.8لتصل إلى  مقارنةً مع العام الفائت %194ادات مصر من السياحة بنسبة إير  ازدادت أفريقيا.

عام الفي أميركي، وهو الرقم الذي حقّقته مليار دولار  12.5من  أقلّ  تالز ا مها ، رغم أنّ 2017في أميركي 
 ،حدةقطر والمملكة العربية السعودية والإمارات العربية المتّ  وهي ،دول مجلس التعاون الخليجيوسجّلت . 2010
في الإيرادات  كبيرًاا لت الكويت انخفاضً على التوالي، في حين سجّ  %8و %9و %10بنسبة  تفي الإيرادا زيادةً 

ى لتصل إل %9ارتفعت إيرادات السياحة في المغرب بنسبة و بالعام السابق.  مقارنةً  2017عام الفي  %48بنسبة 
 في عن ارتفاعٍ  ا. وأفادت تونس والأردن أيضً 2005عام النسبة منذ  أعلىمليار دولار أمريكي، وهي  7.2

 910على التوالي. %13و %18عائدات السياحة بنسبة 
 

 2017. المؤشرات الرئيسية للأشهر الأولى من عام 2أ.
 

ن الأداء في منطقة الشرق على تحسّ  دلائل 2018عام الرات الرئيسية خلال الأشهر الأولى من ر المؤشّ ظهِ تُ   .14
السياحية  مقاصدت الاستمرَّ  الخاصّة بعدّة مقاصد.البيانات  عدم اكتمالالأوسط وشمال أفريقيا، على الرغم من 

 وازدادت. 2018يناير كانون الثاني/ار في في استقبال الزوَّ  -الأقصر وأسوان والغردقة  -الرئيسية في مصر 
مليون  8.5، حيث بلغت مقارنةً مع العام الفائت 2018يناير كانون الثاني/في  %97بنسبة الليالي السياحية 

 2017.11يناير كانون الثاني/مليون في  4.3 ابلمق
 

. 2018يناير كانون الثاني/( في %2اح الوافدين )+ أفاد لبنان عن زيادة في عدد السيّ  ،منطقة المشرقفي   .15
لَين ينشهرَ ال خلالفي عائدات السياحة  %7بنسبة  ، مع زيادةٍ 2017الأردن في أدائه الإيجابي عام  استمرّ و   الأوَّ

 نباح الأجاالسيَّ عدد في  %55و %40بنسبة  زيادةً  التي سجّلت اءالبتر مدينة  وتصدرّت النموّ . 2018م اعالمن 
 2017.121314الفترة نفسها عام مع  فبراير على التوالي، مقارنةً شباط/يناير و خلال كانون الثاني/

 

، حيث بلغ 2018يناير كانون الثاني/ار في ( في عدد الزوَّ %3-ا )طفيفً  تراجعًال قطاع السياحة في دبي سجّ   .16
ر تأثّ  واستمرّ  2017.15يناير كانون الثاني/مليون في  1.57 مع مليون مقارنةً  1.52إجمالي الوافدين الدوليين 

يناير كانون الثاني/في عدد السيّاح الوافدين في  %42انخفاضًا بنسبة  تل، حيث سجّ ةالدبلوماسي علاقاتقطر بال
اح الوافدين في في عدد السيَّ  %25 قدرها مع زيادةٍ في النموّ، الإيجابي  توجّههامان ، في حين واصلت عُ 2018

 ل من العام.الشهر الأوَّ 

                                            
9
 المرجع نفسه  

10
  http://jordantimes.com/news/local/tourism-revenues-125-2017 

11
  https://www.egypttoday.com/Article/3/46071/Tourist-nights-hike-96-5-YoY-in-January-2018 

12
  http://en.royanews.tv/news/13725/2018-03-13 

13
  http://www.jordantimes.com/news/local/petra-witnessed-increase-number-visitors-january%E2%80%99 

14
  https://www.albawaba.com/business/jordan-number-petra-visitors-rises-considerably-february-1098306 

15
  https://www.visitdubai.com/en/tourism-performance-report 
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 ذلك، شهدتيناير. ككانون الثاني/في  %13المغرب بنسبة ار الوافدين إلى في شمال أفريقيا، ارتفع عدد الزوَّ   .17
يناير كانون الثاني/في  %16و %22بنسبة  الوافدين إليهادة في العام الجديد، حيث ارتفع عدد تونس بداية جيّ 

مقارنةً  2018يناير كانون الثاني/في  %16ارتفعت إيرادات السياحة بنسبة و على التوالي.  2018فبراير شباط/و 
 .عام الفائتمع ال

 

، أعلى (142ومن الشرق الأوسط ) (162يمتلك فريق الخبراء التابع لمنظمة السياحة العالمية من أفريقيا )  .18
في المنطقة، على مع التوقّع بتواصل النموّ  2018أبريل/نيسان  –لأشهر الأربعة يناير/كانون الثاني التوقعات ل

 الرغم من استمرار المخاوف السياسية والأمنية.
 

وفي ما يلي عرضٌ لأبرز عناوين إتجاهات الأداء في مختلف القطاعات ضمن قطاع السياحة والسفر في منطقة   .19
 :2018وخلال الأشهر الأولى من عام  2016الشرق الأوسط وشمال أفريقيا عام 
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B. Aviation sector  
 

• Middle East carriers' traffic increased 7% in 2017. The region was the only one to see a slowdown 

in annual growth compared to 2016, and the region's share of global traffic (10%) fell for the first 

time in 20 years. Year-over-year demand growth in January 2018 was weak at 0.5%. 

• African airlines saw 2017 traffic rise 8% compared to 2016. January 2018 traffic rose 5% year-on-

year. 

 
B.1. Full year results - 2017 
 

20. Middle East carriers recorded 7% increase in annual passenger traffic in 2017 over 2016. The 

region was the only one to see a slowdown in annual growth compared to 2016. Capacity 

climbed 6% and load factor rose 0.1 percentage point to 74.7%.16 

 
21. Middle East regional share of global traffic (10%) fell for the first time in 20 years. The market 

segment to/from North America was hit the hardest owing to factors including the temporary 

ban on large portable electronic devices in the aircraft cabin as well as the US travel bans 

affecting some countries in the region. 

 
22. Middle East carriers were also hit by diplomatic relations between a some states in the region 

resulting in the closing of airspace in several markets. As a result, Intra-Middle East traffic 

suffered, creating a knock-on impact for carriers in the region – in particular Qatar Airways. 

23. International demand for African carriers was up 8% in 2017 compared to 2016. Capacity rose 

at less than half the rate of demand (4%), and load factor jumped 2.5 percentage points to 70%.  

   
B.2. Key Indicators for the first months of 2018 

 
24. Middle East carriers had the weakest growth, with demand up just 0.5% in January 2018 

compared to January 2017, the slowest pace since September 2008. Capacity climbed 5% and 

load factor fell 3.1 percentage points to 77%. 

 
25. African airlines saw January traffic rise 5% compared to January 2017. With capacity up 4%, 

load factor rose 0.5 percentage point to 70%.17 

 
26. Middle Eastern airlines are forecast to see profits double to US$600 million in 2018 from 

US$300 million last year in part due to lower capacity and higher demand growth. Capacity 

expansion is forecast at 5%, below expected demand growth at 7%.  

 
27. In contrast, carriers in Africa are forecast to lose US$100 million in 2018, same as in the 

previous year, because of high operating costs and restrictive aviation policies of most African 

countries. Capacity and passenger traffic are both expected to grow 8% during the year.18  

                                            
16

 http://www.iata.org/pressroom/pr/Pages/2018-02-01-01.aspx 
17

 http://www.iata.org/pressroom/pr/Pages/2018-03-08-01.aspx 
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28. A historic move in January 2018 saw twenty-three African countries sign the open-skies Single 

African Air Transport Market (SAATM) declaration, championed by the African Union. This is 

intended to drive down airfares by allowing the airlines of signatory countries to freely access 

each other’s airports, helping boost the industry and airlines’ fortunes. North African countries 

have yet to come on board.19 

 
C. Accommodation sector  
 

 Middle Eastern hotels saw drop in each of the three performance metrics, with occupancy down 1%, 

Average Daily Rate (ADR) down 5% and Revenue per Available room (RevPAR) down 6% in 2017. 

The first two months of 2018 saw occupancy marginally improve, while RevPAR and ADR 

continued to be down. 

• Northern Africa hotels reported positive performance on all three performance metrics: Occupancy 

(+16%), ADR (+19%) and RevPAR (+38%).The first two months of 2018 saw continued growth 

momentum, with double-digit increase in all three performance measures.  

 
C.1. Full year results - 2017 
 

29. The hotel sector in the Middle East region followed the same pattern in 2017 as in the previous 

year, with key markets experiencing a decline in all three key performance measures: 

Occupancy (-1%), ADR (-5%) and RevPAR (-6%). Although the region’s RevPAR of US$117 

was the third highest in the world, it was the only world region to post a decline.20 

30. According to the EY Middle East Hotel Benchmark Survey Report, the hospitality market 

continued to be affected by the drop in oil prices and challenging economic conditions, which 

led to more conservative spending in the government and private sectors as well as among 

regional tourists. An increase in supply in some of the markets like Saudi Arabia and UAE also 

contributed to a drop in the performance.21 

31. On the other hand, Northern Africa hotels reported positive results on all three performance 

measures: Occupancy (+16%), ADR (+19%) and RevPAR (+38%). Egypt’s occupancy levels 

rose significantly, as tourist arrivals increased, especially since Egypt has now become a 

cheaper destination for many tourists around the world after floating the local currency in 

November 2016.   

32. Low oil prices and supply expansion in the hotel market continued to affect Saudi Arabia’s hotel 

performance levels. In 2017, the country recorded a 5% decline in occupancy and a 4% drop in 

ADR, resulting in a 9% decline in RevPAR compared to 2016.  

                                                                                                                                        
18

 http://www.iata.org/publications/economics/Reports/Industry-Econ-Performance/Central-forecast-
end-year-2017-tables.pdf 
19

 https://www.enca.com/africa/23-african-nations-sign-major-aviation-trade-agreement 
20

 http://hotelnewsnow.com/Media/Default/PDFs/GlobalHotelReviewCC_Media_December_2017.pdf 
21

 http://gulfnews.com/business/sectors/tourism/mena-hotel-sector-softens-in-first-half-of-2017-ey-
1.2072149 
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33. In the United Arab Emirates (UAE), supply growth continued to affect hotel performance, 

especially with Dubai’s build-up to the 2020 World Expo and beyond. In Dubai, while occupancy 

grew marginally (+0.5%) due to increased tourism demand, ADR and RevPAR were down 4% 

and 3% respectively. Significantly, the number of guests travelling to Dubai using the Airbnb 

platform has increased by over 50% since 2016. 

34. Abu Dhabi witnessed decline in all three performance metrics - occupancy (-2%), ADR (-7%) 

and RevPAR (-9%). Notably the capital city recorded a 10% increase in hotel guests, boosted 

by several new product launches in 2017 including Louvre Abu Dhabi, the Dar Al Zain Festival, 

and the New Year’s Countdown Village, to name a few.22 

35. In Kuwait, hotel occupancy was up 9% in 2017. However, room rates decreased (-5%), down 

for three consecutive years. December 2017 represented the first month with year-over-year 

ADR growth (+8%) in Kuwait since July 2016 and was just the fourth positive ADR month for 

the country since the beginning of 2015. RevPAR was up 4%.23 

36. The occupancy rate of Beirut hotels surpassed the 64% rate recorded back in 2011 to reach 

65% by November 2017. ADR and RevPAR also improved compared to the previous year. 

37. Hotels in Tunisia and Morocco also saw higher occupancy levels due to the increase in 

international arrivals in 2017.  

 
C.2. Key Indicators for the first months of 2018 
 

38. According to February 2018 data from STR, hotels in the Middle East reported mixed results in 

the three key performance metrics: occupancy was marginally up (+1%), while ADR and 

RevPAR were both down 5%. On the other hand, hotels in Africa continued to post double-digit 

growth in all three parameters, with occupancy, ADR and RevPAR up 13%, 10% and 25% 

respectively.24  

39. Hotels in the UAE began the year with improved occupancy levels. High demand (+6%) was 

enough to outpace somewhat slowing supply growth (+4%) and push a positive occupancy 

(+2%) comparison. As a result, Dubai saw its first January increase in RevPAR (+1%) since 

2014. February 2018 data for Abu Dhabi indicates strong occupancy growth (+5%) but lower 

rates (-23%) and RevPAR (-19%) year-on-year.   

40. Demand reached an all-time high for a February in Oman. ADR has now increased for two 

consecutive months in the country after three straight years of mostly ADR declines. 

41. In Lebanon, security concerns continue to weigh on the country’s hotel performance. Demand, 

down 0.4% in February, has dropped year-over-year for four straight months, following the 

unexpected resignation of the Lebanese prime minister in November 2017 (which was later 

withdrawn). At the same time, supply growth has been minimal. 

                                            
22

 http://tcaabudhabi.ae/DataFolder/reports/December%20hotel%20report.pdf 
23

http://www.hotelnewsnow.com/Articles/269280/STR-Middle-East-and-Africa-2017-hotel-performance 
24

 http://www.hotelnewsnow.com/Articles/280515/STR-Middle-East-Africa-hotel-data-for-February-2018 
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42. Hotels in Morocco recorded the first RevPAR boost for a January since 2014 due to the rise in 

visitor numbers during the FIA Formula E Championship race in Marrakech and the Marrakech 

Marathon. The country's hotels saw occupancy grow 16% while ADR increased 29%. RevPAR 

also jumped 50% over January 2017. 

D. Travel distribution  
 

 The overall positive picture of tourism trends across most MENA destinations reflected on the 

performance of the region’s travel trade, though travel businesses’ profitability was under pressure. 

Online travel agencies (OTAs) are also challenging traditional travel operators, as the region 

witnesses an increasing uptake of online bookings year-on-year.    

 A similar trend continued in the first months of 2018, with signs of improved tourism performance in 

key destinations.  

 
D.1. Full year results - 2017 
 

43. The overall positive picture of tourism trends across MENA destinations reflected on the 

performance of the region’s travel trade, though travel businesses’ profitability was under 

pressure due to increasing competition. Online travel agencies (OTAs) are also challenging 

traditional travel operators, as the region witnesses increasing uptake of online bookings year-

on-year.    

44. In Saudi Arabia, the travel trade that relies on religious tourism performed better as Haj 

numbers were up by 1.1 million in 2017 over the previous year. This was attributed to 

expansions in the Holy Mosque of Mecca and the city itself. However, the decline in business, 

leisure (VFR) and domestic tourism negatively impacted the travel trade in the Kingdom.   

45. In the UAE, enhanced entry formalities for citizens from key source markets - China, Russia 

and India, helped boost visitor arrivals benefiting the local travel trade. The introduction of visas 

on arrival for Chinese guests, combined with a plentiful supply of high-quality hotels and shopping 

malls with specially-trained staff and a range of cultural attractions, as well as local efforts to mark 

the Chinese New Year, are helping to boost the country's attractiveness as a destination.25 

46. Some markets such as the CIS, specifically the Russian market, came back very strongly. 

There was also a very good increase from the UK market. Both are very significant source 

markets for Dubai. Volume growth helped the travel trade increase revenues. The increase in 

supply of mid-market hotels and hotel apartments also helped growth from markets like India. 

Further, new attractions and events proved to be a new source of revenue for the travel trade.  

47. In the Levant region, the Lebanese travel trade benefited from the ongoing increase in tourist 

inflows, especially from the GCC which had seen a slow down over the past few years. 

Improvement in the security situation and promotion of alternative tourism streams such as rural 

tourism, diaspora and MICE tourism improved the prospects of the Lebanese travel trade.   

                                            
25

 https://www.thenational.ae/lifestyle/travel/120-000-chinese-tourists-to-visit-uae-in-next-two-weeks-
1.702850 
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48. In Jordan, the double-digit growth (+10%) in overnight visitors brought much needed relief for 

the travel trade. Tour operators, travel guides and restaurant owners saw improved incomes as 

a result. 26 

49. In Egypt, the restoration of tourism resulted in significant gains for businesses dependent on 

tourism for their livelihood. A tour guide program training Bedouins to be guides in South Sinai, 

in an initiative to lure tourists back to the peninsula, had positive results.27 

50. Tourism businesses in Tunisia and Morocco benefited from the massive influx of first-time 

visitors from China, following the implementation of the new visa-on-arrival rule.  

 
D.2. Key Indicators for the first months of 2018 
 

51. The 2018 edition of the Dubai Shopping Festival (26 December – 27 January) led to an upswing 

in activity across various sectors in Dubai and gave a boost to ancillary services such as money 

exchange houses and travel agencies. Travel agencies reported an increase in travel bookings 

to Dubai from some source markets, particularly from Russia.  

52. In the Levant, the Lebanese travel trade witnessed an improvement in business as airport 

passenger numbers increased by 11%  in January 2018.28 The Jordanian travel trade also 

witnessed positive results, buoyed by the massive influx of foreign tourists to Petra in the first 

two months of the year. 29 

53. Continued growth in Egypt’s tourism in the first two months of 2118 was welcomed by the local 

travel trade. Tunisian and Moroccan travel businesses also experienced sustained growth in 

demand for their services.   

54. Online travel agencies (OTAs) report year-on-year growth in online bookings, encouraging them 

to renew long-term agreements with leading travel technology providers such as Sabre.      

E. Tourism segments and products 
 

 Leisure and business tourism trends varied across destinations in MENA, in response to several 

exogenous and endogenous factors. 

 Religious tourism in Saudi Arabia rebounded, and grew impressively in Palestine, rated as the 

world's fastest-growing destination by UNWTO.   

 Return of European cruise liners to Tunisia signalled a recovery in cruise tourism. In the GCC, the 

sector maintained steady growth in cruise passengers and ship calls. 

                                            
26

 http://jordantimes.com/news/local/tourism-sector-expected-continue-recovering-2018%E2%80%99 
27

 http://www.egyptindependent.com/newsweek-bedouins-trained-become-tour-guides-revitalizes-
tourism-sinai/ 
28

 http://aaco.org/media-center/news/industry/beirut-rafic-hariri-international-airport-pax-up-11-in-
january-2018 
29

 https://www.albawaba.com/business/jordan-number-petra-visitors-rises-considerably-february-
1098306 
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 Medical tourism continued to slide in Jordan due to restrictive visa policies. Dubai is expected to 

have maintained the positive growth trend in medical tourism, as witnessed in the previous year. 

 Performance in the first months of 2018 showed positive growth, across main tourism segments and 

products.  

 
E.1. Full year results – 2017 
 

55. Leisure and business tourism trends varied across destinations in MENA, in response to 

exogenous and endogenous factors such as the uptick in the global economy, political situation 

in the region, currency fluctuations, security incidents and travel advisories by Governments in 

source markets, among others.  

56. In North Africa, the increase in international arrivals was boosted by a major upward trend in 

Chinese leisure tourist arrivals in Morocco and Tunisia, following the removal of the visa 

requirement for Chinese visitors. In Egypt, leisure tourism grew remarkably from a number of 

different source markets.    

57. Leisure tourism in Lebanon maintained its positive growth for the fifth consecutive year, with 

growth in both Arab and non-Arab tourist arrivals. Jordan also received an increasing number of 

international leisure tourists, especially to Petra. 

58. Religious tourism in Saudi Arabia rebounded with Haj and Umrah numbers up by 1.1 million 

over the previous year. Palestine was the world's fastest-growing destination, having 

experienced a 57% jump in visitors between January and June, majority of whom were faith-

based travellers.30 

59. The business tourism sector in key GCC countries witnessed mixed results. While business 

travel was down in Saudi Arabia, business travel spending generated 20% of direct Travel & 

Tourism GDP in 2017 compared to 13% in 2016.31 The UAE maintained positive growth in 

arrivals of business visitors, particularly the MICE segment.  

60. The fall-out in diplomatic relations and closure of air space between Qatar and key Middle East 

markets had a major negative impact on both business and leisure travel in Qatar. In Kuwait, 

business travel spending generated 29% of direct Travel & Tourism GDP in 2017 compared to 

23% in 2016.32  

61. Qatar annually hosts around 80 sport events and world-class championships. However, due to 

the diplomatic crisis, the prestigious Gulf Cup football tournament was moved to Kuwait. The 

UAE, the other key sports tourism destination, hosted several sporting events as scheduled. 

Leading hotels in Abu Dhabi reported 100% occupancy ahead of the Formula 1 Etihad Airways 

Abu Dhabi Grand Prix which attracted 195,000 spectators over four days.   

                                            
30

 http://www.travelweekly.com/Travel-News/Tour-Operators/Demand-up-for-Middle-East-destinations 
31

https://www.wttc.org/-/media/files/reports/economic-impact-research/countries-
2018/saudiarabia2018.pdf 
32

 https://www.wttc.org/-/media/files/reports/economic-impact-research/countries-2018/kuwait2018.pdf 
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62. Significantly, emerging adventure tourism offerings in countries like Jordan, Egypt and Oman 

are also noted to be bringing in an increasing number of adventure seekers to the Middle East.  

63. Destination weddings is another product that is fast gaining popularity, particularly among Asian 

source markets, with the UAE leading as the most preferred location. The Middle East accounts 

for 5% share of the global destination wedding industry pegged at an estimated US$80 billion 

worldwide.33 

64. Cruise tourism signalled the start of recovery in Tunisia as European cruise liners began 

returning to its ports after a gap of three years.  In Oman, over 200 cruise ships were expected 

in the 2017-18 cruise season, an increase of 10-15% over the previous season. In the UAE, 

Abu Dhabi welcomed a record 315,000 cruise visitors in 2017, nearly 40,000 more than the 

previous year. Dubai received over 600,000 passengers in the 2016-2017 cruise season 

reflecting 18% growth year-on-year.  

65. Jordan's medical tourism sector saw a drop of 40% in the number of foreign patients during 

2016 and 2017, due to restrictive visa policies for citizens of some Middle East and African 

countries.34 Dubai, which aims to be a medical tourism hub in the Gulf region, received 10% 

more medical tourists in 2016 over 2015.35 The trend is expected to have continued in 2017.  

E.2. Key Indicators in the first months of 2018 
 

66. Leisure and business tourism showed continued growth in the first months of 2018. Growth was 

noted in Lebanon, Jordan, Tunisia and Egypt.   

67. Cruise tourism in the GCC is performing well, with Oman expecting 10-15% growth in the 2017-

18 cruise season. The return of cruise ships to Tunisia is leading to an increase in cruise 

passenger traffic at Tunisian ports.   

68. While medical tourism in Jordan is still struggling, new offerings in the adventure tourism space 

are seeing increasing uptake. Destination weddings in the GCC are also continuing to grow.  

F. Source markets  
 

 International visitor arrivals grew in 2017, with Chinese and Russian visitors leading the revival of 

tourism in MENA. However, source market trends varied by destination.   

 Intraregional travel maintained its growth momentum (+7%) in 2017, same as in 2016. Travel from 

other world regions to MENA grew at a faster pace (+8%).  

 In the first months of 2018, European tourism to Tunisia, Jordan and Egypt increased at a healthy 

pace. In the GCC, Dubai struggled with declines from six of its top ten source markets, though 

overall visitor arrivals were only marginally down. Russian arrivals were significantly up (+159%).   

 

                                            
33
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F.1. Full year results - 2017 
 

69. Chinese and Russian visitors boosted Middle Eastern tourism in 2017 following a 2016 slump 

as Europeans gave the area a wide berth on security fears, according to the World Tourism 

Organization (UWTO). However, source market trends varied by destination.  

70. In the UAE, the top five source markets for Dubai were India, Saudi Arabia, United Kingdom, 

Oman and China, even as GCC arrivals (excluding Saudi Arabia) indicated a negative trend. 

Growth was maximum from Russia (+121%) and China (+41%), following the visa-on-arrival 

policy implementation in the previous year. For Abu Dhabi, the top five international source 

markets were China, India, United Kingdom, Philippines and United States. Chinese visitor 

arrivals (+61%) grew to 372,000, overtaking Indian arrivals (360,000) for the first time.  

71. Other Emirates in the UAE also reported growth in arrivals, especially from Europe. Over 

468,000 European tourists visited Sharjah in 2017, representing a 36% increase from the 

previous year.36 Germany, Russia, UK, India and Kazakhstan came in as Ras Al Khaimah’s top 

five international source markets, with the most prominent growth from Russia (+66%).37 

72. Oman saw year-on-year growth in visitors from Europe, with Britain and Germany among the 

top five tourism generating source markets. GCC nationals topped the number of tourist 

arrivals, followed by tourists from India, Britain and Germany.38 

73. For the sixth consecutive year, European tourists accounted for the lion’s share of tourist 

arrivals (34%) in Lebanon. The number of European visitors grew by 13% year-on-year to reach 

639,624, the highest in more than a decade. Despite not reaching pre-2011 levels, at 30% 

share, Arab tourists constituted the second largest source market, on the back of the GCC 

countries lifting travel bans to Lebanon. American tourists accounted for 18% share of total 

tourist arrivals.  

74. Jordan’s positive performance in 2117 is attributed to the increase in the number of tourists 

from all major source markets. Growth was led by tourists from Asia and the Pacific region, 

followed by North America and Europe. Tourists from the MENA region also increased, 

especially during the summer months.  

75. In Egypt, tourist numbers soared 55% last year, even as European numbers dipped, with 

Chinese and visitors from Egypt's neighbours taking their place. Chinese and Indian visitors rose 

from 5% to 12% while tourists from Egypt's neighbours doubled their share from 15% to 30%.39 

76. In Morocco, there was a surge in arrivals from China, attributed in large part to the abolition of 

visa for its citizens. Tunisia also witnessed a 23% rise in Russian and Chinese visitors in 2017 

over 2016, following visa-on-arrival policy implementation for visitors from the two countries. 

                                            
36
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F.2. Key Indicators in the first months of 2018 
 

77. International tourist arrivals from key source markets to MENA destinations showed positive 

growth in the first months of 2018, though trends varied by destination.  

78. Dubai’s marginal decline in January 2118 was primarily due to reduced numbers from China 

and the UK. The star performer was Russia with tourist arrivals from the country jumping 159% 

on the back of visa-on-arrival facilitation in the previous year. 40 

79. The number of overnight tourists in Jordan grew by 9% in January, with growth across all 

source markets - Europe (+22%), North America (+14%), GCC (+35%) and Asia and the Pacific 

(+6%).41  

80. Tunisia witnessed a return of British tourists in the first months of 2018, when major UK tour 

operators restarted tour operations after a gap of three years, following attacks on 

holidaymakers in 2015 which kept tourists away from the country.   

81. In Egypt, tourist nights increased 97% year-on-year in January 2018, reaching 8.5 million, 

compared to 4.3 million in January 2017, led by tourists from Western and Eastern Europe. 

Resumption of air traffic between Russia and Cairo in April should bring back the Russian 

tourists, a major source market for the country. 

 
F.3 Intraregional versus interregional market 
 

82. Intraregional travel in the Middle East and Africa region maintained its growth momentum (+7%) 

in 2017, same as in 2016. Travel from other world regions to the Middle East and Africa grew at 

a faster pace (+8%).  

83. Interregional air travel trends for 2017 reveal that travel from Europe was the strongest for 

destinations in Africa and the Middle East (+11%), followed by the Americas (+9%). Growth 

from source markets in Asia and the Pacific was slow until August, but double-digit growth in 

the September-December months resulted in overall growth of 7% year-on-year.42  

84. Air passenger travel trends for January to April 2018 indicate faster growth in intra-regional 

travel (+10%), compared to an anticipated 9% increase in travel to Africa and the Middle East 

from other parts of the world. Bookings from the Americas and Europe remain strong at a 

growth rate of 14% and 9% respectively, while a slight drop in bookings is expected from Asia 

and the Pacific.43 

G. Planned investments  
 

85. STR’s January 2118 Pipeline Report shows over 111,111 rooms in over 311 hotel projects 

under construction in the Middle East and over 25,000 rooms in 146 projects under construction 

                                            
40
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in Africa. Over 400 additional properties are in the planning phase in the two regions, signalling 

continued interest among investors in the tourism potential of the region.44 

86. In the UAE, various infrastructure development projects are under way, especially in Dubai 

where preparations for Expo 2020 continue. Ongoing projects include: Dubai South airport 

expansion, Dubai Creek harbour development project, Dubai Water Canal Project and the Mall 

of the World which is expected to welcome around 180 million visitors annually. An additional 

US$ 4 billion is estimated to be spent on road and transportation for expo related projects. 

87. In Abu Dhabi, various tourism projects are under development, that include cultural and 

entertainment complexes and beachfront resorts. Set to open in 2018 are: Warner Bros. World 

Abu Dhabi on Yas Island and beachfront development Al Bahar on the Abu Dhabi Corniche. 

Yas Bay, the US$3.2 billion waterfront development on Yas Island, is scheduled to open in 

2019.  

88. Tourism infrastructure is being rapidly advanced in Oman, encompassing the new extended 

Muscat International Airport, which will be operational soon. Oman’s Ministry of Tourism has 

signed agreements with international companies to boost sustainable and leisure tourism 

projects in the Sultanate, such as the Sultanate’s first snow park, a new-generation Alpine 

winter-themed real snow and ice amusement park, set to open in 2018. Additionally, the 

government-owned Oman Tourism Development Company (OMRAN) has launched a US$1.3 

billion Mina Sultan Qaboos Waterfront project aimed at transforming Port Sultan Qaboos into a 

major tourism base. OMRAN also has a number of integrated tourism complexes (ITC) in the 

pipeline. 

89. Kuwait’s investment into the travel and tourism sector valued at approximately US$411 million 

in 2017, is expected to rise by 5% in 2018.  Over the next ten years, tourism investment is 

expected to grow by an average of 3% annually to hit US$554 million by 2028.  

90. Bahrain is investing heavily in large infrastructure projects which will have direct benefits to the 

sector, including the US$1 billion Bahrain International Airport Modernisation Programme. 

Travel and tourism investment in 2017 valued at approximately US$328 million, is expected to rise 

by 1% in 2018, and by 7% per annum over the next ten years to over US$646 million in 2028.  

91. In Saudi Arabia, travel & tourism investment is forecast to rise by an average of 6% annually to 

cross the US$45 billion mark by 2028. More than US$6.9 billion worth of tourism projects have 

been approved by the Kingdom’s National Transformation Program, part of the nation’s Vision 

2030 economic diversification strategy.  

92. In the Levant and North Africa, several infrastructure and tourism related projects are at various 

stages of implementation. These include: seven new tourism projects in Egypt’s Northern 

Coast; US$742 million worth of infrastructure projects in Morocco’s economic capital 

Casablanca; over US$1 billion worth of travel and tourism projects in Lebanon; and over 

US$750 million investment in the travel and tourism sector in Jordan as well as Tunisia.    
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H. Key factors influencing the development of tourism in MENA 
 
H.1 Key factors  
 

93. Several exogenous (global, regional) and endogenous (internal) factors have shaped and 

influenced the development of tourism in MENA over the past decade. These include 

geopolitical events, shape of the world economy, global tourism trends, acts of terrorism, 

natural disasters, etc. Factors such as visa facilitation policies, currency fluctuations and travel 

restrictions have also had variable impacts on tourism performance in different destinations in 

MENA.  

94. Equally, market access, infrastructure development, tourism products, facilities, capacity and 

quality, adoption of technology, and marketing and promotion are some of the endogenous 

factors that have influenced the state of tourism development in MENA. In 2017, some of the 

key factors that played a significant role in tourism performance in MENA are highlighted below:  

95. Solid economic conditions contribute to stronger demand for both business and leisure travel, 

which is reflected in international tourist arrivals in destination countries. Firming of global 

economic recovery contributed to arrivals growth in MENA (+7%) reflecting positively in 

sustained growth in destinations such as the UAE and Oman, and a firm recovery in those that 

suffered declines in previous years such as Egypt and Tunisia.  

96. China’s rapid rise to becoming the number one source market in the world has been a boon to 

destinations in MENA, almost all of which experienced an increasing number of Chinese tourist 

arrivals. Improved visa facilitation for Chinese citizens was instrumental in boosting arrivals, as 

noted in the UAE, Tunisia and Morocco.   

97. Perceptions of political stability in Lebanon, Egypt and Tunisia has had a positive impact on 

inbound tourism flows. Egypt’s strong recovery from crisis was also helped by the devaluation 

of the pound against the dollar end-2016 which made holidays in Egypt even cheaper for 

inbound tourists. Tunisia’s relative stability helped in welcoming a recovery in the Russian 

market, resulting, in part, from a diversion of traffic from other troubled destinations such as 

Turkey and Egypt.  

98. Travel restrictions, imposed by governments to protect their citizens from visiting conflict zones 

or ‘unsafe’ areas or due to diplomatic tensions between countries, have a detrimental effect on 

tourism. On the other hand, when travel bans are lifted, there is a positive impact with a 

rebound in tourist arrivals. 

o Travel advisories by GCC countries have been an ongoing challenge for Lebanon, a result of 

diplomatic tensions between Lebanon and the GCC. The lifting of the 2016 travel ban in 

February 2017 led to a strong recovery from the high spending GCC source markets, even 

though number of arrivals still lagged behind the highs of 2010.  Following the unexpected 

resignation of the Lebanese prime minister in November 2017 (which was later withdrawn), 

GCC citizens were once again advised not to travel to Lebanon. The travel warning has yet to 

be officially lifted.  
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o Qatar began reporting negative results from June 2017 following the diplomatic situation with 

various countries in the region, which led to closure of land and maritime borders and airspace 

between countries. Flights into Qatar were down 25% and flights by Qatar Airways were cut 

20% between the start of the blockade in June and end of 2017. Visitor arrivals were down over 

20% and tourism receipts dropped US$600 million compared to the previous year.45 

o The continuing suspension (from end-2015 through to 2017) of passenger flights between 

Russia and Egypt following the bombing of a Russian airliner over the Sinai Peninsula in 

October 2115 caused a severe blow to Egypt’s tourism industry which depends on Russian 

business. Flights were also suspended from the UK to Sharm El Sheikh in Egypt due to airport 

security concerns, causing a nosedive in tourism revenues of local businesses (as well as UK 

airlines serving the route). These bans have now been lifted (though Russia has only agreed to 

resume flights to Cairo from February 2018).  

o On the other hand, Germany which also imposed a one-year travel ban but lifted it mid-2016, 

returned to positive tourism flows, becoming the number one European source market for 

Egypt, with over one million German tourist arrivals in 2017. 

 
99. In a bid to attract a diversified source market, several MENA destinations have improved their 

visa facilitation policies, especially focussing on emerging markets in Asia and East/Central 

Europe. These policies are already having a positive impact on inbound tourism, as noted in the 

case of Chinese, Russian and Indian tourist arrivals in MENA. 

o The UAE offers visa-free or visa on arrival facilities to citizens of over 50 countries worldwide, 

including China, Russia and India (those with valid US or UK visas). Further, all transit 

passengers can avail 96-hours visas at UAE airports irrespective of the airlines they are flying 

in. Previously, such a visa was given only to passengers flying on UAE airlines. 

o As of 2016, citizens of 67 countries can get visas on arrival and another 114 countries can 

apply for online visas for travel to Bahrain. Visa fees have also been reduced. 

o Tunisia lifted entry visas for Indian and Chinese tourists (in 2017), and Morocco waived visa 

requirements for Chinese tourists (in 2016). This resulted in a massive influx of Chinese 

tourists in Tunisia (+156%) and Morocco (+151%) in 2017. Chinese citizens can now get e-

visas or visa on arrival in eight MENA countries - Bahrain, Egypt, Jordan, Lebanon, Morocco, 

Qatar, Tunisia and UAE. 

o Egypt launched a new electronic visa system on June 1, 2017 designed to improve border 

controls for tourists who wish to visit the country. Eligible countries whose citizens can apply 

for an e-visa include Australia, Canada, the US, and most European countries. 

o During the summer (2017), Qatar introduced an e-visa platform for travellers of all 

nationalities to apply for tourist visas online. This was followed by waiving entry visa 

requirements for citizens of more than 80 countries. These policy developments build on the 
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free 96-hour transit visa introduced in November 2016. Despite the overall decline in tourist 

arrivals in 2017, these measures have resulted in an increase in visitor arrivals from key 

primary markets, including China, Russia, South Africa, Australia and Brazil.  

  
100. Concerted efforts are also being made by several destinations in MENA to develop their 

tourism infrastructure, build capacity, diversify tourism products, and invest in technology and 

human resources, in order to improve the contribution of tourism to their respective economies.  

 
H.2 Main challenges  
 

101. Despite a common language, culture, history, and common threats and challenges, 

MENA remains the least integrated region in the world. Fragmented political and economic 

regional policies, lack of progress in reducing barriers to trade, and poor logistics have 

significantly hindered integration in MENA. The intensity, duration, and level of destruction of 

the conflicts and civil wars, as well as the growth slowdowns as a result of political instability 

and violence, highlight the need for a major recovery and reconstruction effort in MENA.46  

102. For the tourism sector to attain sustained growth and recovery in MENA, the lack of 

intra-Arab regional cooperation is a major challenge. Government authorities also need to 

address the strategic, operational and regulatory bottlenecks in the sector that prevent 

competition and growth.    

103. At a sub-regional level, North African destinations face some of the following challenges 

that need to be addressed, in order to enhance tourism’s contribution to their economies: 

o Maintaining political stability and enhancing safety and security  

o Driving inward investment into infrastructure and tourism related projects 

o Building the capacity of the accommodations sector, with a diverse range of properties 

attracting luxury and budget travellers    

o Targeting tourists from new and emerging markets to reduce the over-reliance on 

European source markets 

o Upgrading existing tourism assets and diversifying tourism products beyond mass 

beach tourism to attract higher value as well as emerging market tourists 

o Expanding air traffic routes and enhancing capacity to/from Asia and within the African 

continent, to drive revenues and profitability in the aviation sector 

 
104. The fast growing GCC sub-region faces its own set of specific challenges, exacerbated 

by the diplomatic crisis between Qatar and its neighbours, including Bahrain, Saudi Arabia and 

the UAE.  

o Massive fleet expansion of major GCC-based carriers, leading to overcapacity across 

the sector. Continuing closure of airspace with Qatar could have a negative impact on 

Gulf carriers’ revenues and profitability.  
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o Targeting tourists from new and emerging source markets to drive growth in an 

increasing competitive market  

o Diversifying tourism products to appeal to customer segments such as families and 

experiential travellers, as well as luxury and budget travellers  

o Driving investment to enhance capacity in the mid-market accommodations sector to 

cater to demand from high potential source markets in Asia and Africa    

o Ensuring supply of skilled personnel to meet the needs of the tourism industry. 

Providing employment opportunities to national youth in the sector is also a major 

challenge.  

o Dealing with climate change and resource scarcity which is a pressing issue for the 

GCC and the wider Middle East.  

 
105. In the Levant, destinations such as Jordan and Lebanon have structural deficiencies 

that are a key constraint to step up the contribution of their tourism sectors to economic growth 

and development. They also face additional challenges of addressing the spill-over effect of 

instability in neighbouring countries.  

 
  105.1   Some of the key challenges facing the tourism sector in Lebanon include:  
 

o Ensuring political stability and enhancing safety and security in the country 

o Over-reliance on the Gulf market for tourism for several decades  

o Lack of sufficient infrastructure to develop other source markets such as Europe, 

Russia, and China. In particular, there are capacity constraints (lack of resort hotels) in 

touristic areas.   

 
  105.2   In Jordan, some of the key challenges facing the tourism industry include:  
 

o Ensuring political stability and enhancing safety and security in the country 

o Limited access to financial resources to develop the tourism sector 

o Insufficient policies or regulations to develop the tourism sector, especially with respect 

to incentivising small and medium enterprises (SME) to invest in the sector 

o Lack of sufficient skilled resources (for example, trained tour guides), especially in 

relatively remote touristic areas such as Petra, Jerash and Wadi Rum 

o Lack of regional cooperation with high-spending Gulf countries that can further drive 

intra-regional tourism  

 
H.3. Key opportunities  
 

106. The tourism sector in the Middle East and North Africa has been largely able to adapt 

and recover in recent times and even bounce back over the past year. Tourism is one of the 

most important vehicles for the comeback of the region; this is already happening, creating jobs 

and eliminating poverty. 
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107. Tourism experts trust in a strong pent up demand for tourism to the region from both 

intra and inter-regional generating markets, which will continue to be released as uncertainty 

fades away and consumer confidence returns. 

108. A more stable political framework is conducive to successfully addressing challenges 

which include the removal of barriers to growth, strengthening the sector’s resilience, adapting 

to changing consumer patterns and technological changes, as well as developing new business 

models and maximizing tourism’s social and economic benefits, while minimizing possible 

negative impacts. 

109. The critical contribution of political stability for tourism to prosper and contribute to 

socio-economic progress, is underscored by and includes: the need for political will to support 

tourism (Morocco), consolidation of democracy (Tunisia), an active civil society (Lebanon), as 

well as the benefits of trans-border cooperation in the MENA region (Jordan and Oman). 

110. Politically stable destinations in MENA have the opportunity to leverage their safe and 

secure tourism environment to international and regional tourists. At the same time, all 

destinations need to have a crisis management plan in place to deal with any crisis situation, 

political or otherwise, so that they can react quickly and ensure faster recovery of tourism in a 

turbulent environment.  

111. MENA destinations heavily dependent on Europe as the key tourism source market, are 

highly vulnerable due to the impact of exogenous and endogenous factors that may reduce 

demand from European tourists. They have the opportunity to diversify their tourism base by 

targeting new markets, especially fast growing emerging economies such as India and China, 

the latter now the world’s largest outbound travel market.  

112. With vast natural, cultural and heritage, rural and eco-tourism, and religious tourism 

assets, MENA destinations have the opportunity to create new products and develop new 

segments to cater to international and regional tourists. The UAE, for example, is benefitting 

from medical tourism and the growing trend for destination weddings, especially among key 

Asian source markets. Adventure tourism is another potential growth area, where Jordan is 

already seeing positive results.  

113. Other opportunities to develop and accelerate the development of tourism in MENA 

include:  

o facilitating visa arrangements, improving air connectivity, and improving airport 

infrastructure and facilities; several destinations in MENA are already reaping the 

benefits of implementing visitor friendly visa policies such as the UAE, Bahrain, Tunisia 

and Morocco; 

o focussing marketing and promotional efforts in traditional as well as new, emerging 

markets to attract visitors from a diversified target base; 

o harnessing the use of ICT, and mobile technology to cater to the young, millennial 

travellers 

o improving the quality of tourism facilities and services to meet market requirements; 
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o enhancing the capacity of tourism education and training institutions to meet the 

industry’s need for skilled staff; 

o increasing the level of tourism investment promotion; and 

o using existing and developing new training programmes and processes designed to 

raise the capacity of national tourism administration officials to undertake the above 

initiatives in partnership with the private sector. 

 
I.  Overview of main policies and strategies to enhance the resilience of tourism, accelerate and 
consolidate recovery and step up the sector's contribution to inclusive and sustainable 
economic growth and development 
 
I.1 Egypt 
 

114. The Ministry of Tourism has launched a comprehensive reform program to revamp the 

tourism industry in Egypt. The aim of the program is to bring tourism back to its place as a main 

pillar of the Egyptian economy and a main source of foreign currency. 

115. Tourism performance in 2017 was better than in 2016 due to efforts such as: 

participation in international tourism fairs, marketing and promotional campaign in source 

markets, continuation of the aviation incentive program, enhancing safety and security at all 

airports, flotation of the Egyptian pound in November 2016, launch of new routes and tourism 

products, and launch of electronic visa systems. 

116. Some of the initiatives and campaigns undertaken in 2017 include: 

o Launch of a tour guide program to train Bedouins to be guides in South Sinai, in an 

initiative to lure tourists back to the peninsula. Integrating Bedouin youth into the 

government’s plan to revitalize tourism is the first step towards building a proper tourism 

system based in preserving Bedouin culture and promoting tourism. 

o Partnership with the CNN to launch a campaign to promote tourism in Egypt, in a bid 

towards accomplishing an international tourism promotion strategy. CNN sponsored a 

special report on Egypt’s tourism hotspots which was aired on the network. 

Advertisements were also aired on the CNN channel and its affiliated sites. 

o Launch of a new campaign titled Lift up your Ban to encourage Russian tourism back to 

Egypt. The campaign’s idea is to allow the voices of Egyptian people to be heard by 

Russians and other European political leaders so that travel alerts are lifted on tourist 

destinations in Egypt.47 

o Launch of a campaign featuring promotional content of all Egyptian tourist destinations 

to promote Egyptian tourist destinations through Trip Advisor, the world’s leading travel 

and tourism website, in five tourist markets –namely, England, Italy, Germany, Sweden 

and Denmark. The campaign was later expanded to Ukraine, India and the US. 
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117. The Ministry of Tourism’s three year ‘This is Egypt’ promotional video campaign worth 

US$66 million, aimed to promote tourism worldwide and improve Egypt’s image in 27 tourism 

markets, is ongoing. 

118. The Egyptian Tourism Promotion Authority also held a series of professional meetings 

with tour operators from the English and German markets during which they expressed 

willingness to organize trips to Egyptian resorts. 

119. In October 2017, the Ministry gained the approval of the Vatican Pope Francis for 

Egypt's proposed path for The Flight into Egypt - the Holy Family journey in Egypt, to be 

designated as an official Christian pilgrimage. Reviving the path of the holy family journey is 

expected to promote religious tourism, luring a large number of Christian tourists worldwide to 

visit Egypt. Exact dates for the launch of the journey's packages are yet to be announced by the 

ministry. 

 
I.2 Jordan  
 

120. The new 2017-2021 Jordan National Tourism Strategy is focused on identifying sector 

needs and priorities for each governorate, “enabling local communities to create business 

opportunities and products with a higher demand”. These include new marketing initiatives, 

adaptations of the regulatory framework, improvements to facilities, skills and service quality, 

improvements to technology and access to finance for companies in the tourism sector.  

121. The Ministry of Tourism has begun implementation of a nation-wide plan to raise 

awareness of tourism, in cooperation with the education ministries and the Jordan Tour Guides 

Association. The plan aims to further awareness among citizens of the importance of the 

tourism sector in improving the national economy, and seeks to enhance public knowledge of 

the value of jobs in tourism and the importance of the Kingdom’s historical and cultural heritage. 

The programme that has so far targeted 13,000 students, aims to reach 5 million students in the 

next five years. 

122. The Jordan Tourism Board (JTB) and the Tourism Ministry continued to support the “Al 

Urdun Ahla” (Jordan is the most beautiful) programme to enhance domestic tourism and 

provided 40% of its funding. The programme included a number of festivals that took place in all 

governorates, in addition to the famous Jerash and Fuheis festivals. By hosting performances of 

internationally recognised musicians like the Greek composer and pianist Yanni and the Italian 

singer Andrea Bocelli in Jerash, Jordan sought to reassure its global audience of its internal 

security. 

123. Some of the other measures undertaken by the JTB to enhance the resilience of 

tourism and accelerate growth include: 

o Focussing efforts on the improvement of Jordan’s online presence, along with the 

distribution of brochures targeted to the Asian and European markets. 

o Working on “breaking the negative stereotypes caused by the lack of understanding 

from foreign media outlets”. Following this idea, the marketing model has been shifted 
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to a segmentation of the types of experiences that Jordan has to offer, with a strong 

focus on religious and adventure tourism. 

o Launch of Jordan’s adventure offering through the introduction of the Jordan Trail which 

has led to a rise in travellers, particularly from the UK (+6%) in 2017 over the previous year.  

o Launch of the #Amman24 campaign to promote tourism in Amman. The campaign aims 

to help Arab and foreign tourists discover new places they could visit within 24 hours, 

as well as fun activities they can enjoy in the city. Queen Rania Al Abdullah took part in 

the campaign and posted on Twitter saying “Pleased to welcome the guests of 

#Amman24 to #Jordan. Enjoy your tour of our capital city!”48  

o Launch of a biblical tourism promotion campaign in Lebanon targeting Lebanese 

Christians to visit the Baptism Site in Jordan, the third holiest pilgrimage site in the 

Christian world.  

 
124. The Jordan Tourism Board organized the first Regional Conference on Tourism in 

MENA Cities: Competitiveness for Sustainable Growth, in Amman in November 2017, with the 

technical support of the World Tourism Organization (UNWTO), showcasing several investment 

projects in Jordan along with success stories of joint projects.  

125. The launch of the first golf course in Aqaba at its newest waterfront development Ayla in 

April 2117 added another dimension to Jordan’s tourism offering, marking a significant phase in 

increasing the profile of Aqaba with international tourists. This new product offering, coupled 

with the hosting of the annual Aqaba Carnival winter festival, helped contribute to the 13% more 

tourist arrivals in Aqaba in 2017 compared to the year before. 

I.3 Lebanon 
 

126. Lebanon has launched a 5-year rural tourism strategy to enhance economic 

opportunities in Lebanese rural areas through improving the competitiveness of specific value 

chains, including rural tourism and another set of agriculture sectors and food products. It is 

also undertaking strategic planning to encourage foreign investment in Lebanon.  

127. Key strategies in 2017 focussed on raising consumer awareness about rural tourism 

destinations, products and services locally and internationally, enhancing service quality in the 

hospitality sector and encouraging professional recruitment in tourism establishments. 

128. Some of the measures undertaken to stimulate and sustain tourism growth include: 

o Development of packages of rural tourism sites, products and services for promotion by 

tour operators  

o Ongoing promotion of the ‘Live Love Lebanon’ campaign (www.livelovelebanon.com) 

aimed at boosting visitors to the country. The campaign has received public praise and 

support, with people sharing photos of different Lebanese sites. It has garnered over 

200,000 followers on its social media accounts.    

o Ongoing promotion of its diaspora tourism promotion programme (Ana) which targets 

14 million Lebanese abroad and encourages them to visit Lebanon at least once in their 
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lifetime. The campaign’s success has resulted in high demand from the Lebanese 

diaspora living abroad. 

o Launch of the project “Visit Lebanon” in May 2117 which included cooperation with tour 

operators abroad to attract expatriates and foreigners to Lebanon and promote it as a 

tourist destination for the coming years. 

o Hosting of LEBolution, a ten-day touristic, cultural, social and humanitarian event in 

Lebanon organized by the Youth of the World Lebanese Cultural Union (WLCUY) for 

young Lebanese descendants from all over the world to reconnect with their 

motherland. Founded in 2015, the event takes place every two years and includes a 

number of fun excursions and activities across the country. 300 young men and women 

of Lebanese origin came for the event, majority visiting Lebanon for the first time. 

o Launch of a promotional campaign on Arab television channels and social media to 

promote the country’s latest tourism offers to citizens of the Gulf and other Arab 

countries. 

 
I.4 Tunisia 
 

129. Tunisia’s tourism development strategy focusses on five pillars: product innovation and 

diversification, tourism promotion, institutional re-structuring, financial restructuring for hotels 

and upgrading of technology in tourism. 

130. Tunisia’s positive performance in 2017 is a result of considerable efforts in the 

implementation of Tunisia’s strategy to get out of the crisis, essentially the restoration of the 

image of the destination to ensure a positive perception among the international community, 

total mobilization to strengthen the security apparatus in hotels and the main tourist sites, 

establishment of creative promotional campaigns inclusive of online video marketing; and 

hosting of informational events,  meetings and missions targeting foreign tour operators. The 

diversification of the tourism offers and the continuous improvement of tourist services remain 

strategic priorities.  

131. Some of the measures undertaken to stimulate and sustain tourism demand are as follows: 

o Enhancing safety and security: specific provisions for safety have been put in place in 

the different tourist areas 

o Granting of loans to tourism businesses that could be repaid over a period of seven years  

o Lifting of entry visas for Indian and Chinese tourists; initiating the process for setting up 

an electronic visa system. In 2017, growth in Chinese tourist arrivals in Tunisia was 

among the highest in the world. 

o Product diversification and promotion of cultural tourism, Sahara safari trips and 

medical tourism packages in overseas markets 

 
132. On December 11, 2017, Tunisia signed the Open Sky agreement with the European 

Union (EU), which will gradually open up the country’s airspace to low-cost flights to and from 

Europe. The agreement aims to significantly improve Tunisia’s tourism industry with a projected 

2.7% GDP growth in tourism and travel. 
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I.5 Morocco 
 

133. Morocco’s Department of Tourism has developed a new 4-year strategic action plan 

that integrates with the government’s priorities, namely: activating demand, developing supply; 

boosting investment, strengthening governance, budget mobilization to support the different 

regions of the country and improvement of human capital in the tourism sector. 

134. The cities of Fez and Meknès are to benefit from the implementation of a regional 

tourism strategy that was announced in February 2017. Spanning from 2017 to 2021, this 

strategy will utilise contract programmes, which are essentially government-backed, outsourced 

plans, in order to further develop the historic and cultural assets of these formerly imperial cities. 

135. The new roadmap of the sector will also focus on the study of the current global system 

(regulatory and incentive framework, mechanisms of financing and support) to bring practical 

solutions to stakeholders, especially those in difficulty. 

136. Some of the specific measures implemented to promote the country as a tourism 

destination include:  

o Adoption of an emergency plan in 2016 providing for a set of measures ranging from 

opening new air routes, launching promotional campaigns to showcasing Morocco’s 

attractions and using the Climate COP22 Summit to attract more tourists, resulted in the 

majority of the country’s tourist destinations seeing significant increases in their 

overnight stays in 2017. 

o New budget air links with Europe and increased flights by national carrier Royal Air 

Maroc helped boost the growing demand from European source markets, with overnight 

stays in classified accommodation establishments increasing by 20% in 2017, 

compared with the previous year. As an example, Dakhla, a city in Western Sahara, is 

now accessible by air from Casablanca, with ten flights per week, with Las Palmas 

(Canary Islands) with two direct flights, and with Paris with one flight per week. 

o Launch of digital promotion campaigns in various international markets from 2016 onwards. 

These have resulted in positive outcomes, especially from European source markets.  

o Introduction of visa exemption policy for Chinese citizens in June 2016, coupled with 

promotional campaigns targeting the Chinese traveller has led to significant growth from 

China (+151%) in 2017.   

 
I.6 Bahrain 
 

137. Bahrain’s Tourism Strategy and Action Plan 2117-2026 lays out several strategic and 

infrastructural initiatives aimed to double tourism’s contribution to Bahrain’s GDP from 3.6% in 

2115 to 6.6% by 2121. The strategy’s four driving pillars are: awareness, attraction, access and 

accommodation.  

138. Key measures undertaken to step up the sector’s contribution to inclusive and 

sustainable economic growth and development include: 
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o In 2116, Bahrain launched a “Brand Bahrain” awareness campaign and opened 

representative offices in key target markets in Europe and Asia and Middle East (Saudi 

Arabia) to promote and market the country, while helped boost inbound tourism (+12%) 

in 2017. 

o Introduction of visa facilitation measures such as e-visas for visitors from several 

countries including India, visas on arrival for citizens of Russia and China and reduction 

in visa fees, has had a major positive impact on international tourist arrivals in 2017, 

with strong growth seen from India, China and Russia.  

o Implementation of a marketing plan to position Bahrain as a wedding destination, 

especially in Asian source markets. 

o Formulating a strategy for developing the handicrafts sector and linking it to the national 

tourism strategy. 

o Updating the hotels classification system according to international standards in order 

to improve the quality of the accommodation sector. 

o Continuous improvement in the road entry port to facilitate visitor flows coming through 

the causeway from Saudi Arabia 

 
139. The Bahrain Tourism & Exhibitions Authority launched its first ever online training 

programme, which is designed to promote the destination and build awareness, educating the 

travel trade about Bahrain and its many tourist attractions. 

140. Bahrain has also initiated the implementation of a tourism statistics programs to support 

informative decision making. 

I.7 Oman 
 

141. Oman’s long term Oman Tourism Strategy (2116-2040) provides a clearly defined and 

structured road map to ensure that tourism becomes one of the most important economic pillars 

for the country’s future, and the destination becomes a model of sustainable tourism in the 

GCC. New tourism products, including cruise tourism and iconic tourism projects, construction of 

new hotels, resorts and themed attractions are under consideration, in line with the overall strategy.  

 
142. Oman’s Ministry of Tourism has initiated “Cluster Planning” which is a core element of 

its strategy implementation. Each area will offer accommodation options, culinary offerings, 

transportation and unique experiences. The ministry is facilitating issuance of tourism licenses for 

small and medium enterprises (SMEs) in different governorates to encourage investment and 

build capacity in the sector. 

143. Some of the key measures undertaken to step up the sector’s contribution to inclusive 

and sustainable economic growth and development in Oman include: 

o Opening of new budget hotels in Muscat in 2017 to cater to the mid-market travel segment. 

Overall accommodation supply has seen 9% rise in 2017 compared to 2016.  

o Simplification of visa entry procedures and introduction of e-visa system to ease the process 

for visitors to obtain a visa for Oman. 
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o Support to the national initiative “Tanfeedh” to prioritize enabling investment in tourism 

projects e.g. designating tourism investment zones, and agreeing policies across other areas 

of government that promote and support the tourism sector for businesses and for visitors. 

o Introduction of special incentive schemes for mega projects to attract investment. The World 

Travel & Tourism Council in its 2017 economic impact assessment has ranked Oman as 

number 3 out of 185 countries in terms of total investments in the year 2017. 

o Increase in the number of charter flights to Salalah which has led to a huge increase in visitor 

numbers. Hotel occupancy in Salalah was one of the highest in the GCC region in 2017. 

o National carrier Oman Airways increased capacity to Europe with more daily flights which 

improved visitor numbers from main European markets, especially Germany with 40% growth. 

o Various marketing initiatives were launched in 2017, which included: development of a world 

class destination app, an online calendar of events, a website exclusively for marketing Oman and 

an online digital marketing campaign targeting several markets, including Europe, China and India. 

 
144. The Oman Convention & Exhibition Centre (OCEC) hosted 101 events including the 

second UNWTO/UNESCO world conference on Tourism & Culture, and welcomed over 

750,000 visitors in 2017 - its first year of business.  

145. Above all, Oman’s reputation as a safe destination is seen as a major contributor to the 

consistent increase in visitor arrivals. The Sultanate scored 0 in the global terrorism index in 2017.   

 
I.7 Qatar 
 

146. 2117 witnessed the launch of Qatar’s National Tourism Sector Strategy: The Next 

Chapter, a five-year plan which will see Qatar Tourism Authority (QTA) transformed into the 

National Tourism Council (NTC), and the introduction of three new entities that will build the 

capabilities of the MICE sector, develop tourism products, and expand the presence of the 

Qatar destination brand internationally. The strategy charts pathways to leverage key sporting 

events to attract sports tourists, introduce new festivals and events, capitalize on Qatar’s natural 

assets to create unique coastal, marine and desert experiences; and celebrate Qatar’s culture 

with the world through the development of a Cultural District. 

147. The situation in the region since June 2017 caused a constraint on tourism 

development during the second half of the year. Travel bans on nationals of the GCC countries 

had a significant impact, as did extended flight times and costs for non-national residents of 

those countries. These events have acted as a catalyst, fast-tracking strategic developments 

that are anticipated to spur long-term growth in the years to come. 

o During the summer, Qatar introduced an e-visa platform which allows travellers of all 

nationalities to apply for tourist visas online. This was followed by waiving entry visa 

requirements for citizens of more than 80 countries. Increases were recorded in visitor 

arrivals from key primary markets, including China, Russia, South Africa, Australia and Brazil. 

o In September 2017, Qatar introduced the Electronic Travel Authorisation System (ETA), 

which allows visitors of all nationalities who have a visa to or residence permit in certain 

countries, including Schengen countries, Australia, the UK, the US, and Canada to 
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obtain an ETA 48 hours before visiting Qatar, which in turn allows them to obtain a visa-

on-arrival. 

o These positive developments build on the free 96-hour transit visa introduced in 

November 2016, and accompanying +Qatar campaign, which ran from May to 

December 2017, and continued to attract more stopover visitors.  

 
148. In September, QTA announced the opening of three representative offices in China, 

in Beijing, Shanghai and Guangzhou. This followed the visa waiver requirements for Chinese 

citizens, announced in August. QTA has an official website now available in Mandarin.  

149. Representative offices in India and Russia were also announced, expected to be 

opened in early 2018. Qatar has waived entry visa requirements for citizens of both these countries. 

150. QTA signed a partnership agreement with visa processing services provider VFS 

Global for entry procedures for cruise passengers. Qatar welcomed 22 ships at Doha Port 

during the season ending in April 2017, and expects to triple the number of cruise ships visits 

over the next three years, bringing the number of cruise tourists to nearly 300,000 during the 

2019-2020 season. 

151. In addition, QTA launched more than 200 international media and promotion campaigns 

to encourage tourism in Qatar. It has been ably supported by Qatar Airways which launched a 

number of consumer promotions through the year, including its ‘Global Travel Boutique’ 

promotion, which offered passengers discounts of up to 50% on fares.  

I.8 Saudi Arabia 
 

152. To achieve the tourism strategic objectives under the National Transformation 

Programme of the Saudi Vision 2030, the Saudi Commission for Tourism and National Heritage 

(SCTH) has launched a number of developmental projects across the Kingdom and initiated 

several measures for development of tourism and to increase domestic tourism, including:  

o Investment in major transport infrastructure  

o Capacity expansion at the Holy Mosques in both Mecca and Madinah  

o Private sector investment in hotels and resorts 

o Investment in parks, attractions, festivals and other recreational activities  

o Investment in the preservation of heritage sites 

o Introduction of the “Post Umrah Programme” which allows Pilgrims to travel around the 

Kingdom 

o Provision of tourism skills training to Saudi citizens  

 
153. Developments are under way to achieve these goals by the year 2020. Where some 

targets have been met, others are at various stages of development. These developments are 

aimed to make Saudi Arabia a key touristic destination regionally and globally. 

154. In 2017, Saudi Arabia underwent significant reformation that directly impacts the 

tourism sector. The Saudi government made the decision to lift the ban on women driving, and 

to make electronic tourism visas available for 65 countries. Visas were previously restricted to 

http://www.chinadaily.com.cn/life/node_1059181.htm
http://www.chinadaily.com.cn/life/node_1059095.htm
http://www.chinadaily.com.cn/life/node_1060181.htm
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people traveling to the country for work or to visit its holy sites. Plans are underway to make 

these decisions fall into effect by June 2018. 

155. Other accomplishments in the year include improvements and expansions in airports 

such as King Khaled Riyadh airport and expansions in the Holy Mosque of Mecca and the city 

itself which contributed to the overall increase in visitors for religious purposes. The new 

Haramin high speed rail that ties Mecca, Madinah, downtown Jeddah, and King Abdul-Aziz 

Jeddah airport together has also been completed. 

156. By 2020, key policy decisions and various investment projects will be implemented that 

will grow the tourism industry in Saudi Arabia significantly. 

o Plans and projects are underway to increase the overall number of visitors from 61 

million to an estimated 82 million visitors by 2020. 

o As mentioned, the ban on women driving will be lifted and implemented, and electronic 

tourist visas will be available for 65 countries by June 2018. 

o An increase in the total GDP contribution of tourism in Saudi Arabia from 2.9% to 3.1%. 

o A 15% increase in tourism investments is targeted for the industry. 

o 5 new tourist destinations are being developed in the country, including pristine islands, 

heritage and historical sites, and attractive natural areas. 

o A 36% increase in the number of public and private museums is underway. 

o 155 national archaeological heritage sites will be developed and open to visitation from 

an initial 75 sites. 

o An increase in urban heritage sites from 10 to 28 sites. 

o For UNESCO World Heritage Sites, a possible 10 sites are intended for nomination 

from an initial 4 world heritage sites. 

 
I.9 United Arab Emirates 
 

157. Tourism policy and operations are currently the reserve of the seven individual Emirates 

in the United Arab Emirates (UAE). A national tourism strategy under the aegis of the UAE 

Ministry of Economy is under consideration, which would help drive sustained and sustainable 

growth in the tourism economy across all the Emirates of the UAE. The federal ministry intends 

to focus on a number of issues, including promotion of domestic tourism and green tourism.    

158. Tourism policies and action plans of Dubai and Abu Dhabi, the key tourism destinations in 

the UAE, are highlighted below.  

 
I.9.1 Dubai 
 

159. Tourism is a central pillar of Dubai’s economic growth and diversification strategy. 

Dubai’s Tourism Vision for 2121 is a strategic roadmap with the key objective of attracting 20 

million visitors per year by 2020, that is, over 4 million additional arrivals in the next three years, 

compared to the 15.8 million visitor arrivals in 2017.  

160. Dubai’s Department of Tourism and Commerce Marketing (DTCM) aims to achieve the 

target by: 
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o Maintaining market share and momentum in existing source markets 

o Increasing market share in markets with high growth potential, including emerging markets 

o Increasing the number of repeat visitors from all markets and encourage them to stay longer 

 
161. Additionally, as part of its social and economic development plans, DTCM aims to build 

future leaders and enhance capacity within the Emirati community to increase the number of 

nationals working in the tourism industry.  

162. DTCM has developed a number of enablers to support the tourism industry. These include:  

o Dubai College of Tourism (DCT) - to ensure a superlative and consistent visitor 

experience, to create brand ambassadors and expertise in the sector and to provide 

effective sales tools to market and promote the Dubai brand.  

o Digital Reputation Report - to provide feedback to the industry on the true voice of the 

consumer, by amalgamating reviews from different sources and developing a reputation 

score for each hotel establishment in Dubai  

o Dubai expects to fully realise the benefits of the tourism proposition enablers like theme 

parks that serve to raise the family-attractiveness of Dubai while the recent openings of 

the Etihad Museum, Dubai Opera, Dubai Frame, Dubai Safari and the development of 

the Dubai Historic District, all deliver strong appeal to travellers seeking art, culture and 

heritage.  

o The emirate’s well-established business and consumer events industry continues to be 

a key economic contributor, with the delivery of a strong and regularly renewed annual 

calendar of global pillar events, central to the value-creation agenda for tourism  

 
163. Increase in accommodation options, increase in air connectivity and visa rule relaxation 

for citizens of China, Russia and India are also enablers that ensure that Dubai remains price 

competitive and hugely attractive for a broad range of global travellers. 

 
I.9.2 Abu Dhabi 
 

164. The Department of Culture and Tourism (DCT) regulates, develops and promotes the 

Emirate of Abu Dhabi, with the aim of supporting Abu Dhabi’s evolution into a world-class, 

sustainable destination of distinction. The department is also tasked with cultural and heritage 

preservation. DCT’s strategy is geared towards contributing to the nation’s vision of economic 

diversification by positioning and promoting Abu Dhabi as an inspiring destination rich in cultural 

authenticity, diverse natural offerings and unparalleled family leisure and entertainment attractions.  

165. The Emirate of Abu Dhabi has achieved double-digit (10%) growth in visitor arrivals in 

2017 as compared to the previous year. This growth was driven by several factors: 

o Easing of visa restrictions for Chinese visitors, which led to an impressive 60% growth 

year on year in Chinese hotel guests. China became Abu Dhabi’s largest overseas 

source market with over 370,000 visitor arrivals in 2017.  

o Visa on arrival for Russian and Indian visitors (with valid UK/US visas) also boosted 

growth from these markets. In addition, Abu Dhabi has partnered with a leading aviation 
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and tourism services provider, for twice-weekly charter direct flights between Russia 

and Abu Dhabi.  

o Hosting a packed annual calendar of leisure, and culture and business events which 

included WorldSkills Abu Dhabi 2117, the world’s largest vocational skills competition, 

which attracted 100,000 participants and spectators over three days.  

o The Formula 1 Etihad Airways Abu Dhabi Grand Prix was again a resounding success 

attracting 195,000 spectators over four days.  

o Annual events such as the Mother of the Nation Festival, Abu Dhabi Summer Season, 

Chinese New Year, the Abu Dhabi Food Festival, Dar Al Zain Festival and the New 

Year’s Countdown Village amongst many others added to the domestic and 

international visitor numbers.  

o The opening of Louvre Abu Dhabi on November 11 garnered worldwide headlines and 

instantly became an iconic landmark on the city's geographical, cultural and tourist 

landscape, attracting visitors from all over the world.  

 
166. To strengthen ties with key global source markets, the DCT hosted delegations of 

senior travel industry experts from the United States and India on a tour of the emirate’s key 

attractions, while leading strong industry delegations from Abu Dhabi to several cities in China, 

Germany, United States, Russia, United Kingdom, Ireland among others. It also participated in 

major international travel and trade fairs and festivals in key source markets.  

 
I.10 Kuwait 
 

167. Kuwait is seeking to develop its tourism sector as an important economic resource 

based on its development plan ‘New Kuwait 2135’, supported by its geographical location, and 

driven by its vision to transform the country into a commercial and financial centre. Kuwait is 

working on developing sustainable tourism and promoting investment in this sector, in order to 

reduce unemployment rates, diversify sources of national income and reduce dependency on oil.  

168. Kuwait’s positive tourism performance in 2117 is attributes to a number of factors.  

o A variety of cultural activities in Kuwait that have led to an increase in visitors from 

neighbouring countries (GCC). These include round-the-year activities organized by the 

Jaber Al-Ahmad Cultural Center (JACC), Al Shaheed Park - the largest urban park in 

Kuwait, and the National Council for Culture, Arts and Literature.  

o The Gulf Football Tournament (relocated from Qatar), local exhibitions and shopping 

festivals held in Kuwait City all contributed to an increase in domestic and regional 

tourism in Kuwait. 

o 2017 also saw the introduction of online visas or visa on arrival for visitors from 54 

countries.  In addition, visa procedures for GCC residents (of certain professions) have 

been streamlined to encourage business and leisure tourism, which contributed to the 

increase in visitor numbers this year.  

 
169. The hotels sector in Kuwait has grown significantly with the establishment of a series of 

new projects that added value to existing hotels. A comprehensive road network is currently 
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being developed and expansion of Kuwait International Airport is also under way to increase the 

passenger capacity of the airport. In addition, various cultural and tourism development projects 

are under construction. 

170. Kuwait has earmarked US$1 billion for tourism promotion over the next six years as it 

aims to increase visitor numbers to 440,000 a year by 2024. 

 
I.11 Syria 
 

171. Due to the current crisis in the country, Syria’s tourism policy has focused on short-term 

plans or "crisis management" to keep up with a changing reality:  

o Attracting funding for developmental programmes and projects related to development 

of the local communities.  

o Putting in place an integrated legislation for tourism investment in the country 

o Promoting tourism investment opportunities through tourism investment forums.  

o Preparing regulations and facilities for creating tourism cities and free tourism zones.  

o Providing incentives and facilities for the reconstruction of damaged tourism projects.  

o Developing legislations for regulating the tourism business sector.  

o Activating public-private strategic partnerships to develop the tourism sector  

o Using information technology tools and programmes, in addition to modern techniques 

for tourism promotion.  

o Completing the programme of workers' qualification in the specialized fields of tourism.  

o Developing a system of monitoring tourism statistics for informed decision making  

o Invigilating tourism facilities to ensure service quality  

o Creating investment opportunities for potential investors or entities that have investment 

funds such as associations or unions and banks.  

 
172. Visitor arrivals in Syria increased by 25% in 2017 over the previous year, mainly 

constituted of expatriates, business travellers and religious tourists. The increase in business 

visitors was attributed, in part, to three large international fairs held in Damascus in the second 

half of the year. 49 

 
o The first and largest fair was the 59th Damascus International Fair, held during August 

17-26, 2017 and attended by a record number of delegates from 43 countries. Held 

after a six-year hiatus, the fair attracted two million visitors, more than any of the fairs 

held before the war.  

o In September, the Rebuild Syria Exhibition 2017 was held, attended by 164 companies 

from 23 countries in the Arab world and elsewhere, and in October, the sixth 

International Energy Fair took place in Damascus, attended by some 45 Syrian, Arab 

and other companies. 

173. 2017 saw resumption of work on some stalled projects which have been contracted with 

external investment companies. 
                                            
49

 https://www.memri.org/reports/damascus-international-fair-%E2%80%93-show-strength-syrian-
regime 
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 آفاق السياحة في منطقة الشرق الأوسط وشمال أفريقيا -ط

 8201. التوقعات لعام 1.ط
 

مؤشر الثقة الخاص بمنظمة السياحة العالمية، و ، 2017إستناداً إلى تحليل الإتجاهات السياحية لعام  .174
في المئة في  5و 4المتوقّع أن تنمو أعداد السيّاح الوافدين الدوليين بنسبةٍ تترواح بين والتوقعات الإقتصادية، من 

. وبالنسبة للشرق الأوسط وأفريقيا، تتوقع منظمة السياحة العالمية أن ترتفع أعداد السيّاح 2018العالم أجمع، عام 
التي في المئة نمو  4على نسبة بذلك محافضين  ،2018في المئة عام  6و 4الوافدين الدوليين بنسبةٍ تترواح بين 

 ويُشار إلى أن هامش التنبؤ أوسع في هذه المنطقة نظراً لإرتفاع درجة الريبة ومخاطر الخلل.. 2017سجلت عام 
ويؤكّد الإستطلاع الأخير لفريق الخبراء التابع لمنظمة السياحة العالمية هذه التوقعات الإيجابية. ولفريق  .175

(، حيث أن النمو في هذه المنطقة قد استؤنف بخطىً ثابتة 162) 2018ريقيا أعلى التوقعات لعام الخبراء من أف
بعد بضع سنواتٍ من النمو الضعيف. ويحدو التفاؤل أيضاً الخبراء من الشرق  2017في النصف الثاني من عام 

 .2017عام عودة للنمو (، إذ يتطلعون قدماً إلى تحسّنٍ ملحوظ بعد ال146الأوسط )
 

لكن ثمّة المزيد  هو أمرٌ مثيرٌ للقلق؛ يالخليجمجلس التعاون بين دول الدبلوماسية لعلاقات ا صحيحٌ أنّ  .176
تأشيرات  استحداثالمملكة العربية السعودية  عتزمتفاؤل. في العام الحالي، تال من الأسباب التي تدعو إلى

ة إلى مصر من روسيا بحلول شهر الجويّ ف الرحلات نَ أستأن تُ  رتقب، ومن الميّاحجديدة للسالكترونية 
إلى  ،قام في روسيا هذا الصيفتُ سالتي لكرة القدم كأس العالم  بطولةي ح أن تؤدّ من المرجّ كما أبريل، نيسان/

 المسافرين العابرين لفترةٍ قصيرة.   ارتفاعٍ في عدد
 

 1820. السياسات والاستراتيجيات السياحية التي تؤثّر على الأداء في عام 2.ط
 

 تأشيرات سهيلوسياسات ت ،المنتجاتو وتنويع السوق  وتعزيز التدابير الأمنية، ،الاستقرار السياسي .177
القدرات  ونموّ  ،الجديدة وتعزيز القدرات في قطاع الطيران والمسارات ،ورفع القيود المفروضة على السفر الدخول،

العوامل الرئيسية هي بعضُ  ؛والتسويق السياحي والترويج في أسواق المصدر الرئيسية مرافق الإقامة،في قطاع 
. 2017عام الالإيجابي في  التي ساعدت السياحة في منطقة الشرق الأوسط وشمال أفريقيا على العودة إلى النموّ 

 .ا بعدهوم 2018عام الفي  حيداء السياالأعلى  لهذه التدابير تأثير إيجابي مستمرّ  سيكونُ و 
 

من شأنها أن إضافية  بدأت بعضُ المقاصد أو باشرت بالتخطيط لتنفيذ تدابير الفترة المقبلة، بالنسبة إلى .178
 اللاحقة.في السنة الحالية والسنوات  هأو تسريع يهأو الحفاظ علالنموّ  تساعد على استعادة

 

o  لك إقامةبما في ذ ،من الاستثمارات السياحية عددٍ  فيالحكومة المصرية ، ستمضي 2018خلال العام 
وفي كانون الثاني/يناير متحف وطني جديد وسلسلة من المطارات الجديدة في جميع أنحاء البلاد. 

 وقد بدأت بتحقيق نتائج إيجابية.  ،ليزيةكنإطلاق حملة ترويجية سياحية في السوق الا جرى، 2018
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o  ّشركة الطيران الأوروبية  بإدارةإلى الأردن  ا للطيرانجديدً  اخطً  14ي إطلاق ع أن يؤدّ من المتوق
، إلى تعزيز 2018 العام من صيفبالعمل اعتبارًا ر أن تبدأ " التي من المقرّ ريإيان امنخفضة التكلفة "ر 

 . الطلب على السياحة من أوروبا
o الفرص  كشافلاستإلى تطوير عروض ترويجية سياحية مشتركة  أيضًا من الأردن ومصر ع كلّ تطلّ ي

 إطلاقا دراسة إمكانية ين. ويجري حاليً البلدَ في  وافدةتعزيز السياحة الثنائية والمن أجل ة غير المستغلّ 
 منخفضة التكلفة. طيران مباشر بين القاهرة والعقبة من خلال شركات خطّ 

o  َفي  والحذر ات الدخول،تأشير ستحصال على سياحة الدولية، وسياسات تسهيل الالل الترويج ساهم
. 2017عام الإلى المغرب في  وافديناح الدوليين العدد السيّ  ارتفاعفي  ،تهديدات الإرهابيةلل التصدّي

ي مع أسواقه السياحية الجوّ  نقلتحسين ال :2018ة في المغرب لعام يتنمية السياحالوتشمل أولويات 
 ؛تعزيز الاستثمار السياحيو ؛ ةالأسواق الجديدة التي تتّصف بنسبة نموّ عاليالرئيسية، وكذلك مع 

المغرب وتسليط الضوء بشكلٍ أفضل على ؛ ة في البلادالسياحي لمقوّماتتحسين القدرة التنافسية لو 
واستضافة  ،مي الرحلات السياحيةوالشراكات مع منظّ  ،الحملات الترويجية عن طريقسياحي،  مقصدٍ ك

 .المحلّيةالكبرى؛ وتعزيز السياحة  الفعاليات
o التركيز  وسينصبّ  مقارنةً مع العام الفائت. 2018عام الفي  %5بنسبة + نموّ  إلى تحقيق مانعُ  تطلّعت

 أمّا علىوالهند على المدى القصير.  اعلى أسواق دول مجلس التعاون الخليجي وأوروب شكلٍ قويب
 مان إلى تطوير الأسواق الروسية والصينية والإيرانية.ع عُ تتطلّ ف، ط المدى المتوسّ 

 

الهيئة العامّة ز ركّ ت. وفي العام الحالي، س2017عام الفي  %20بأكثر من في قطر تراجعت السياحة  .179
جراءات محدّ عادة إقطر على إ للسياحة في  دة:حياء السياحة الوافدة من خلال اتباع مبادرات وا 

o يّمين على القطاعالقتأهيل  الحرص علىفي الصين، و  مؤخّرًاافتتاحها  جرىالمكاتب التمثيلية التي  تفعيل 
 ة في العالم.يأكبر سوق للسياحة الخارج للتمكّن من الولوج إلى

o ا.ر افتتاحها قريبً قرَّ ا الأسواق الروسية والهندية، مع المكاتب التمثيلية المُ أيضً  البلاد ستدخل 
o  السياحة  من أجل تنمية التي تستقطب مشاركةً واسعة،استضافة العديد من الفعاليات الرياضية

 باعتبارها منتجًا سياحيًا رئيسيًا. الرياضية، 
o تعويض عن بهدف ال ،ار من الأسواق العالميةالزوَّ  قدوم الدولية لتشجيع يترويج السياحالحملات  تطوير

مثل المملكة العربية السعودية والإمارات العربية  ،الإقليمية مقاصدالانخفاض في عدد الوافدين من ال
 على السفر. الحظر المستمرّ  نتيجةرين بحدة والبحالمتّ 

 

من  الدرجة الأولىها ستستفيد بلهذا العام، ولكنّ  جلقصيرة الأ الأخرى أيضًا تدايبر ستعتمد المقاصد .181
 في هذا التقرير. مبيَّن، كما هو )ـة(( السابقعوامفي العام )الأ انطلقتالسياسات والاستراتيجيات المستقبلية التي 
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