
In this final blog, Issam Kazim, CEO of the Dubai Corporation 
of Tourism and Commerce Marketing (DCTCM), updates on 
how Dubai partners are supporting the needs and trends of 
future travelers in a new era and how they are adapting to 
new trends. Issam concludes this blog with his advice, from 
Dubai’s experience to destinations preparing for opening.

From the research that we’ve conducted, I know that there 
is still a lot of concern around, booking far in advance and 
the ability to have flexibility in cancellation and booking 
policies. Is that something that Dubai and the partners 
have addressed in relation to these travel concerns?

Over the past few years, the ecosystem and facilities within 
Dubai have been accommodating to these situations. And 
from the pandemic onwards that became even more obvious 
that they understand the long term gain over the short term 
gain and I believe that’s where it becomes very important 
for us. 

We’ve been focusing on ensuring that our industry 
stakeholders understand what I’m hearing from the trade and 
our offices around the world and the trends and changes 
that are happening. Because we’re not the only destination 
in the world, and we’re aware of that.

“We know that if we take 
a bit too long to decide or 
make a change, potentially 
travelers will go elsewhere. 
We want people always to 
have the knowledge and 
understanding that Dubai is 
ahead of the game, and it will 
be accommodating in any 
which way you look at it. It’s 
good to see from our partners, 
and the regular dialogue that 
we have with them, that this 
has an impact with them here 
on the ground so we can make 
those changes as and when 
needed.”

We are seeing a shift from competition to collaboration. I 
know that Dubai collaborates exceptionally with industry 
stakeholders – Are you seeing more collaboration within 
the same sectors in Dubai taking place and are you 
collaborating with other countries to exchange best 
practice and innovation and understand their challenges?

Of course, you said something absolutely correct. Dubai’s 
success has been built on collaboration between the private 
and public sector. That is one of the biggest advantages that 
we have, and I am sure that will be the case going forward 
as well. As you mentioned, there’s a lot more collaboration 
across the different players within the ecosystem during the 
pandemic and the sessions that we’re having with these 
groups on a broader ecosystem level as well. Everyone is 
aware of the conversation; it is the same message that goes 
across to all of them at the same time. 

But of course, we also give them the opportunity to have 
that one on one discussion with us, as well. What we’ve 
also done a lot in the past but more so lately, is to have 
these discussions with the different tourism bodies and the 
various government bodies across the world. This is for 
them to understand, transparently, what we’ve been doing 
and how we’ve been working on it, what has worked for us 
successfully as well. And of course, hearing from them on 
what they’re up to and what’s in their plans. 

I think I can safely say that in the past six months I have met 
my counterparts from around the world, much more often 
than I did over the past few years. 

What advice would you give, from your experience of 
reopening early and being operational for a few months, to 
destinations or countries that are in that stage of waiting 
for their governments to allow the borders to open 

The biggest thing I would say is, you need to understand 
what the changes are economically around the world. You 
need to align with their expectations, not what your bottom 
line expectation is. Sometimes where a lot of us fail is when 
we’re looking at our numbers, and trying to match whatever 
we push out there to meet our numbers. It gives you a very 
isolated view. I believe it’s more important for you to look 
at what’s happening around the world, specifically within 
your target audience, within your segments, and then try to 
see what’s realistic, and you might need to adjust your own 
bottom line aspiration, so that’s one side of it. 

The other thing I would say is also looking at the travel 
trends. If you are expecting to get bookings well in advance 

and also making sure that you lock them in in advance, that 
might not be the case going forward. You need to be willing 
and ready to make last-minute offers. 

You also need to look at domestic tourism because 
regardless of how much confidence any destination might 
instill in potential travellers, some travellers would rather 
be at home during this period because they just feel more 
comfortable within the spaces they know. So try and entice 
domestic travellers to encourage them to come in and 
maybe leave their homes to have a nice offering within 
your hotel.

I think it’s very important for us to step away, sometimes far 
away from the way we used to do things, and seek a fresh 
approach. Change perspective or change your mentality 
and try to understand and get into the psyche of every 
opportunity at your doorstep.
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