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Dear reader
Setting new benchmarks in leisure & entertainment 

The Middle East, particularly the GCC countries, has pioneered the 
setting up of distinctive leisure and entertainment concepts. Apart from 
blessed with natural scenic wonders many of the countries have taken 
the lead to build or introduce first-of-its-kind concepts to the region.  
We review on-going and upcoming industry developments in this 
month’s leisure and entertainment report.

Charlie Chanaratsopon, the founder & CEO of Charming Charlie – a 
US-based a contemporary jewellery and accessories brand for women, 
shares his ‘Retail Thoughts’, while Hamad Buamim, president and CEO 
of the Dubai Chamber of Commerce and Industry, talks about factors 
driving Dubai’s position as a global retail hub in this month’s ‘CEO Talks’. 

In the International View column, we have Mayouri Sengchanh, senior 
marketing manager at Robinsons Dubai, revealing the future strategy of 
Singapore-based department store’s foray into the region. It’s one of the 
most talked-about brand launches in the region, being steered by the 
Dubai-based Al-Futtaim Group in collaboration with Chalhoub Group.

Our young entrepreneur of the month is the Iranian-Swedish designer 
Amanda Navai, known for her premium python leather handbag range. 
The Omnichannel candidate of the month is Hong Kong’s premium 
lifestyle and designer furniture concept Indigo Living. Currently, the 
brand’s omnichannel strategy concentrates on the offline stores, 
e-commerce site, a mobile app and social media platforms. 

Our choice for Food Watch zeroed on KYO, a Japanese restaurant-cum-
lounge situated in Palm Jumeirah’s Golden Mile 1. The restaurant,  
based on the ‘yoshoku’ concept, promotes a fusion of Japanese and 
western cuisine.  

Talking of food brings us to the post-show review of the 22nd edition 
of Gulfood, held from February 26 to March 2 at the Dubai World Trade 
Centre. The event saw a record 5,000 exhibitors, more than 90,000 food 
professionals and 120 national pavilions. 

For the ‘Mall Watch’ section, we revisited Dubai Festival City Mall to see 
its transformation coinciding with its 10th anniversary.  

Last but not the least is a brief report from Chicago, where the 
International Home + Housewares Show and the International 
Housewares Association (IHA), the global sponsors and organisers  
of the IHA Global Innovation Awards (gia) programme, announced the 
winners of the 2016-17 gia awards for housewares retail and product 
design excellence.

Watch out for our May edition for 
meatier stories from the region 
and across the world.
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FASHION & LIFESTYLE UPDATES

Paris Gallery Group embarks on five-year expansion plan

ties from around the world. 
The Group also confirmed 
that its total retail space would 
reach 3.2 million sqft by 2021, 
compared with 2 million sqft 
currently.

“Since 2006, the Group has 
developed a gradual plan to 
move its brand focus from the 
local to regional and global 
status. As a result, the Group 
has become one of the most 
famous luxury groups in the 
region and the world, thanks 
to its excellent customer ser-
vice, unique shopping ex-
perience and high-quality 
services,” says Mohammed 
Abdul Rahim Al Fahim, CEO 
of Paris Gallery Group of 
Companies.

“The Group has recorded 
steady growth in the retail 
and distribution business 
since 2006. We followed the 
corporate governance con-
cept from the very beginning, 

which is considered a crucial 
and rewarding step. Thus, we 
have recorded steady growth 
in revenue, profits and assets,” 
Al Fahim adds.

“We are keen to study and 
analyse the market to identify 
trends and opportunities in 
the retail sector. Our partners 
get the ideal support from our 
skilled teams in the areas of 
logistics, finance, marketing, 
human resources, services 
and others. The distribution 
arm of the Group has one of 
the largest networks in the 
UAE,” he affirms.

The Paris Gallery Group fo-
cuses on the luxury products 
sector and has a broad range 
of products including per-
fumes, cosmetics, watches, 
eyewear, accessories, leather 
goods and fashion, from more 
than 800 global brands.

Al Fahim points out that 
customer satisfaction and 

The UAE-based luxury 
retail group, Paris Gal-
lery, has announced 

its five-year plan (2017-21) 
aimed at strengthening its 
retail presence in the GCC 
in particular and the Middle 
East in general.

The strategic expansion 
plan includes the opening of 
30 new stores for the Group’s 
various brands and subsidi-
aries. The programme will 
take the total number of Paris 
Gallery stores to 116 stores by 
2021. To date, Paris Gallery’s 
existing store number is 86 
across the UAE, KSA, Qatar, 
Bahrain, Oman, Iraq, Azer-
baijan and other countries.

The Group’s total workforce 
after implementing the new 
five-year regional expansion 
plan will reach a total of 5,100 
employees. The current num-
ber exceeds 3,500 employees 
from 160 different nationali-

maintaining the right com-
munications with them, keep-
ing abreast of trends as well 
as understanding customer 
preferences are the best tools 
for Paris Gallery as a local re-
tailer with vast history in serv-
ing the region.

“Corporate governance 
practices that we follow can 
protect the reputation of our 
brands and strengthen our 
relationships with them. We 
work in close partnership with 
the managements of trade 
centres, government agencies 
and private customers to pro-
tect and promote the interests 
of these brands in the market. 
We also work hard to attract 
new customers and deepen 
the loyalty of existing ones. 
Our vast knowledge in the lo-
cal market, culture and the art 
of negotiation is considered an 
invaluable asset to our part-
ners,” Al Fahim concludes.
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MALL UPDATES

Al-Futtaim launches the second mall in Dubai

ing a high-level sustainable 
store, which will also have an 
international training centre 
for the IKEA family. 

The 323,000-sqft outlet, with 
additional restaurant concepts 
and coffee shops, is designed to 
better serve visitors. A new in-
store bakery joins the already 
popular IKEA restaurant. This 
second IKEA store will also be 
embracing digital integration 
via a mobile application that 
will allow customers to make 
purchases by scanning the 
products at the store and hav-
ing them delivered straight to 
their doorstep.

Alongside IKEA, the facility 
will have an additional 100 re-
tail stores, a food court and ca-
fé-style dining, entertainment, 
a large hypermarket and Al-
Futtaim ACE hardware store 
– projected for completion by 
Q1, 2019. The first-of-its-kind 
new ACE concept store is offer-
ing more than 33,000 products, 
including exclusive ranges for 
ACE, worx power tools, Addis 
home products and Broil King 
barbeque brands. Besides, it 
will feature an in-store café and 
garden centre with plants and 

accessories.
With over 2,000 parking 

spaces, the development will 
also serve as a convenient 
community mall for the rapid-
ly growing Jebel Ali catchment 
especially appealing to the res-
idential communities in Jebel 
Ali, Dubai Marina and those 
travelling from Abu Dhabi.

The second phase will in-
clude Wasl Gate, the residen-
tial precinct developed by 
Wasl Properties will include 
1,457 homes, accompanied by 
a lifestyle oriented hospitality 
and entertainment offering, an 
international standard sports 
complex, K-12 schools with 
international curriculums and 
a central park connecting the 
community’s commercial and 
residential neighbourhoods. 
The mall is strategically located 
to offer ease of access from 
Sheikh Zayed Road and the 
Energy Metro Station, which is 
situated only 450 metres from 
the site.

“As a privately-owned com-
pany guided by an entrepre-
neurial spirit, we always take 
a long-term view of the market 
by planning ahead. This project 

Dubai-based developer 
and retail group Al-
Futtaim has broken 

ground on the development 
of an 845,000 sqft site, which 
forms part of the Jebel Ali De-
velopment (JAD) mixed-use 
master planned community.  

Al-Futtaim plans to expand 
its retail offering through 
the development of the new 
mall, located in Jebel Ali, the 
southern part of Dubai along 
the main Abu Dhabi-Dubai 
Highway. The project will be 
a mixed-use development 
that combines living, working 
and entertainment with well-
known retail brands. 

In the first phase of its devel-
opment, which also includes a 
strategic partnership with Wasl 
Properties, a subsidiary of Wasl 
Asset Management Group, the 
new retail offer includes a va-
riety of retail concepts within 
around 592,000 sqft of leasable 
space.  

The development will be 
home to Dubai’s second IKEA, 
which will be, upon opening, 
the brand’s newest concept 
store globally. There will be a 
special emphasis on develop-

firmly positions our retail foot-
print in a high-growth poten-
tial area of Dubai. The area is 
slated to witness a population 
growth spurt during the build 
up to Expo 2020 and well be-
yond,” says Omar Al Futtaim, 
vice chairman, Al-Futtaim.

“Al-Futtaim is a keen con-
tributor to the government’s 
development plans and will 
remain a committed partner 
in progress for Dubai and the 
UAE by investing in strategic 
projects to spread our diverse 
portfolio’s assets and meet 
consumer demand,” he adds. 

“The primary focus for the 
first phase of Wasl Gate is 
modern, attractive residences 
designed for young profes-
sionals and families, so we 
are delighted to be working in 
partnership with Al-Futtaim. 
The second phase will see the 
expansion of the development 
to include more living and lei-
sure spaces, including land-
scaped parks, a sports centre, 
showroom spaces and park-
side residential offerings,” adds 
Marc Hewitt, chief develop-
ment officer, Wasl Asset Man-
agement Group.

(L-R) Omar Al Futtaim; Tim Earnest, group director – retail malls, leisure & hospitality; Steven Cleaver – director, shopping 
centres – UAE, AFGRE; Christopher Wentzel, head of development, Wasl Properties; Wayne Cohen, managing director,  

Al-Futtaim ACE; and John Kersten, managing director, IKEA
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FOCUS

Spanning one million sqft, 
the 22nd edition of Gulfood 
– that ran from February 
26 to March 2 at the 
Dubai World Trade Centre 
(DWTC) – saw over 5,000 
exhibitors and more than 
90,000 food professionals. 
RetailME brings some 
snapshots 

There were 120 national 
pavilions at Gulfood 
2017. Among the 

largest pavilions were China, 
India, Italy, Spain and the US. 
Regionally, the UAE, Egypt, 
Iran, Jordan, Lebanon and 
Morocco showcased their 
capabilities. Among the new 
entrants were Azerbaijan, 
Finland, Malta and Somalia. 
The exhibition saw over 2,000 
debutants this year. 

“Now in its 22nd edition, 
Gulfood has long since 
completed its evolution 
from a regional event with 
international participation 
to an international show 
held in the region,” avers 
Trixie LohMirmand, senior 
vice president, exhibitions & 
events management, DWTC 
– the Gulfood organiser. 
“Buyer demand for healthy 
and halal products, as 
well as trusted resource 
provenance, has turned the 
show into a window to global 
food sector reinvention. 
Gulfood has proved its 
international reputation as a 
hotbed for unique business 
opportunities.”

This year Gulfood featured 
several food segments 
covering pulses, grains & 
cereals; meat & poultry; 
beverages; dairy products; fats 
& oils; health, wellness & free-
from category; power brands; 
and world food. Besides, the 
Halal World Food, back for 
the fourth consecutive year, 
was well represented by more 
than 1,000 international 
specialist halal food brands 
and companies. 

Gulfood growing bigger

The exhibition also hosted 
the Gulfood Innovation 
Awards that recognised 
excellence and innovation 
across the F&B industry, 
alongside the annual Emirates 
Culinary Guild International 
Salon Culinaire – the world’s 
largest single-entry chefs’ 
competition. The 2017 Salon 
Culinaire saw over 1,000 of 
the region’s top professional 
chefs, pastry chefs, cooks and 
bakers compete for honours 
accredited by an expert panel 
mandated by the World 
Association of Chefs Societies.

Among the unique 
features at Gulfood 2017 
were the presence of food 
trucks on site and a ‘Virtual 
Supermarket’. The latter 
using the touchscreen 
technology allowed visitors 
to browse through a wide 
range of products broken 
down into three major 

sourcing categories including 
innovative products, organic 
free-from and halal. 

Greater demand  
for Italian food  
in the UAE 
This year Gulfood saw 
the participation of 185 
Italian companies, the 
largest representation of 
all time, comprising food 
producers, large F&B groups, 
consortiums and distributors 
with a vast experience in 
trade and export. 

“The reputation of the 
show and the high quality 
attendance attract more 
and more Italian producers 
interested in showcasing a 
large variety of products. The 
products range from beverages 
to oils, vinegar and sauces, 
cereals, seafood, confectionery 
and dairy items,” says 
Italian trade commissioner 

Gianapaolo Bruno.
Overall the export of Italian 

agro-food products was 
worth €36.8 billion ($39.6 
billion) in 2015. Exports to 
the UAE, particularly, have 
registered impressive figures 
year-on-year, reaching a 
high of €324 million ($348.4 
million) in 2015, a 28.4% rise 
over the previous years.

“GCC represents one of 
the most important markets 
for Italian exports. Italy is 
ranked as UAE’s third largest 
European trade partner. 
The consumption of Italian 
products in the Emirate 
increases every year. Italy’s 
major food imports to the 
UAE are confectionary (30%), 
baked products (19%), 
canned fruit and vegetables 
(13%), dairy products (6%), 
pasta (5%), oil, fats, dressings 
and spices accounting for 3% 
each,” Bruno shares. 

Sheikh Hamdan bin Rashid Al Maktoum - deputy ruler of Dubai and UAE minister of finance - 
and Helal Saeed Almarri, director general, DTCM & other dignitaries at Gulfood 2017
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The year 2016 brought 
about an inevitable 
facelift to the regional 

leisure and amusement 
industry. The Middle 
East, particularly the 
GCC countries, had most 
components required to 
create a buzzing leisure and 
amusement portfolio. The 
region boasts naturally scenic 
locations in countries like 
Oman, Egypt and Jordan to 
zoological gardens like the Al 
Ain Zoo – as well as the Dubai 
Aquarium and Underwater 
Zoo – and iconic buildings 
such as Burj Khalifa to ski 
slopes in Lebanon.

There are first-of-its-kind 
concepts too like the Dubai 
Dolphinarium, Ski Dubai 
– and now Ski Egypt – to 
Ferrari World Abu Dhabi and 
Angry Birds in Qatar. Besides, 
there are decades-old family 
entertainment centres (FECs) 
namely, Fun City, Sparky’s 
and Magic Planet alongside 
edutainment concepts like 
KidZania and KidzMondo. 
Extreme sport concepts are 
there too like Adventure HQ, 
while greater height-and-thrill 
seekers can also engage in 
skydiving.

Cultural, outdoor concepts 

such as Global Village in Dubai 
and Al Qasba in Sharjah also 
attract significant resident and 
tourist footfall. Relatively new 
concepts like Flight Experience 
in Kuwait; Fabyland in KSA, 
the UAE and Egypt; and Mattel 
Play! Town in Dubai also 
has their appeal and target 
audience. These coupled 
with the many water parks, 
activities like desert safari and 
the newer breed of simulator 
oriented spaces have been 
entertaining residents and 
tourists optimally.

However, what catapulted 
the region on the leisure and 
amusement world map are 
the recently unveiled, massive, 
theme parks – the Dubai Parks 
and Resorts (DPR) and the 
IMG Worlds of Adventure in 
Dubai – beautifully filling up a 
gap that existed in the market.

That’s not all. There is more 
excitement to come. Among 
the several projects in the 
pipeline Dubai Eye, IMG 
Worlds of Legends, Six Flags 
and Bluewater are in Dubai. 
SeaWorld and Warner Bros in 
the UAE capital Abu Dhabi and 
Crystal Lagoon water theme 
park in Sharjah. Six Flags and 
KidzMondo will open in Saudi 
Arabia; Qatar Entertainment 

City theme park in Doha and 
indoor theme park Majarat in 
Oman. Jordan too joins the 
league with Red Sea Astrarium 
project in Aqaba.

No wonder, the leisure 
and amusement axis is 
slowly shifting eastwards. 
While Orlando remains 
the amusement mecca, the 
Middle East and Asia are 
inching closer. According to 
PricewaterhouseCoopers, 
while Hong Kong now attracts 
15 million visitors to its 
attractions and Singapore 6.7 
million, the UAE attractions 
are estimated to do 18 million 
theme park visits by 2021.

According to the Global 
Theme and Amusement Park 
Outlook in MENA, new parks 
will be charging substantially 
more than the existing ones. 
The increased costs could 
lead to faster growth in per 
capita spending, which began 
in 2016 and will continue 
to increase significantly in 
2017 and 2018. The report 
is prepared by IAAPA 
(International Association 
of Amusement Parks and 
Attractions) in association 
with consulting firm Wilkofsky 
Gruen Associates. 

Overall, in the next five 

Elevating the
leisure & amusement bouquet

years, the Asia-Pacific leisure 
and amusement market is 
estimated to grow at 10.1% 
compounded annually to 
$20.7 billion in 2020 from $12.7 
billion in 2015 due to major 
park openings beginning with 
the Shanghai Disney Resort in 
China in 2016. 

While North America will 
remain the largest region at 
$28.3 billion in 2020, it will 
grow slower than the global 
average over the next five 
years as most of the major 
park openings will be in other 
regions. 

In Europe, upgrades and 
new attractions at existing 
parks, coupled with the 
opening of London Paramount 
Entertainment Resort in 
2020, will lead to faster overall 
growth, with a projected 
increase of 5.3% compounded 
annually to $7.9 billion in 2020 
from $6.1 billion in 2015. 

Finally, the Middle East is 
forecast to record exponential 
growth, averaging about 49.7% 
compounded annually to $662 
million by 2020.
RetailME reviews on-going 
and upcoming industry 
developments in its  
annual leisure and 
entertainment report
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The International Home + 
Housewares Show and the 
International Housewares 
Association (IHA), the global 
sponsors and organisers of 
the IHA Global Innovation 
Awards (gia) programme, 
announced the winners of 
the 2016-17 gia awards for 
housewares retail and product 
design excellence.

The global gia jury, 
consisting of four retail/visual 
merchandising experts and 
seven editors and publishers 
of co-sponsoring housewares 
trade publications from 
around the world, selected 
the gia Global Honorees from 
the winners previously chosen 
in their respective countries 
by the national gia sponsors. 
Also, LUC Design of Australia 
won the Martin M Pegler 
Award for Excellence in Visual 
Merchandising, while the gia 
Digital Commerce Award for 
Excellence in Online Retailing 
went to the US-based 
Amazon.com.

The gia programme is 
created by the IHA and 
International Home + 

INTERNATIONAL
HOME + HOUSEWARES SHOW

gia Global Honorees for retail 
excellence announced

Housewares Show to foster 
innovation and excellence 
in home and housewares 
retailing throughout the world. 
Since the launch of gia in 2000, 
there have been over 370 gia 
retail award winners, from 45 
countries on six continents.

Co-sponsoring the 
country-specific gia award 
programmes with IHA 
are housewares trade 
publications worldwide, 
which sponsor national 
gia programmes in their 
respective countries. This 
year, 28 national gia winners 
from 27 countries were 
selected by co-sponsoring 
trade publications with 
targeted distribution in 
over 50 countries on five 
continents. All winners 
automatically entered 
the global competition at 
the International Home + 
Housewares Show in Chicago, 
where the global jury selected 
the final gia Global Honorees.

Both gia national winners 
and Global Honorees were 
recognised and prominently 
featured at the International 

Home + Housewares Show.  
A festive gia awards dinner 
was held at the Radisson 
Blu Aqua Hotel. Besides, 
introducing the national 
gia winners to visitors and 
exhibitors of the International 
Home + Housewares Show, 
there was an exclusive gia 
display in the Hall of Global 
Innovation, in the Lakeside 
Center Lobby, and large gia 
winner banners spanned 
the walkway connecting the 
Lakeside Center to the  
Grand Concourse.

IHA Global  
Innovation Awardees 
for product design
Thirteen housewares  
suppliers ranging from 
well-established brands to 
first-time exhibitors were 
honoured as Global Honorees 
of the IHA Global Innovation 
Awards (gia) for product 
design. The Global Honorees 
in each of 13 categories 
were announced during the 
invitation-only gia dinner on 
the first evening of 2017.

The 2017 Global Honorees are:
■ Potten & Pannen – Staněk Kitchen Aid 
 Concept Store & Gourmet Academy, Czech Republic
■ The Loft Co Ltd, Japan
■ Green with Envy, New Zealand
■ Rustan’s Department Store, the Philippines
■ Borough Kitchen, the UK

The competition structured on a two-tier level – national  
and global – evaluates retailers within the following categories:
■ Overall mission statement, vision and strategy
■ Store design and layout
■ Visual merchandising, displays and window displays
■ Marketing, advertising and promotions
■ Customer service and staff training
■ Innovation

March 18 was a big night in Chicago where the home and housewares 
industry gathered for the 2017 International Home + Housewares Show, 
reports Lawrence Pinto  

Bharat Chandani, COO - Homes R Us, and RetailME managing editor Lawrence Pinto 
at the 2017 gia (Global Innovation Awards). UAE-based Lals Group’s home concept 
Homes R Us was this year’s Middle East entry, sponsored by RetailME Kitchen Aid
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