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The Dubai Summer Surprises (DSS), launched in 1997, has entered its 22nd 
edition this year. The primary aim of the eight-week event, organised by Dubai 
Festivals and Retail Establishment (DFRE), is to position the emirate as a 
summer destination of choice for families from around the world. 

The city-wide events and promotions, in collaboration with leading retail 
groups, target visitors from around the world and provide the residents 
choosing to stay in the city during the summer months the best experiences. 

A full basket of theme parks now complements the Modhesh World, the 
centrepiece of DSS, offering new experiences to both residents and visitors. 
Visiting a Disney resort in Orlando or in Paris is a dream of many but those with 
budget constraints now have a choice of theme parks right here with almost 
50% reduction on entry tickets. 

Abu Dhabi Summer Season (ADDS) this year runs from June 29 to  
September 1. It brings a fantastic line-up of concerts, theatre shows and 
comedy with superb performances in Abu Dhabi city, Al Ain and Al Dhafra. Held 
in collaboration with 20 shopping malls, ADSS offers mall discounts of up to 
80%. Yas Island’s Ferrari World, Yas Waterworld and Warner Bros. World Abu 
Dhabi also chip in to keep the residents and visitors occupied.  

The Hala Jeddah Festival, held until September 1, can perhaps be considered 
the most ‘tourist-friendly’ on the list. Founded in the year 2000, the annual 
Jeddah Festival is now in its 19th year. Its initial aim was to attract more tourists 
to Jeddah, the country’s second largest city.   

The southern capital of Oman has announced the beginning of its camping 
season in Dhofar. The season extends till September 30, 2019, for the  
Khareef season, when many Gulf nationals descend in Salalah to soak in the 
monsoon showers, while the rest of the region swelters.

While beginning the second half of 2019, we are delighted to announce  
the 8th Middle East Retail Forum and 9th Images RetailME Awards on  
October 14-15, 2019 at Le Meridien Hotel and Conference Centre, Dubai 
(see page 40). 
 
Finally, we would like to spare a thought for Vishesh Bhatia, who passed away 
on June 27, 2019 in Dubai after having witnessed the evolution of retail in 
Dubai and the region for over 40 years.

Summer full of surprises
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It’s always the right 
moment to have fun

That earliest memory of 
a visit to the zoological 
garden or a theme 

park is always special. Be it 
as a child or an adult, the 
thrill of visiting a leisure 
and entertainment facility 
is always memorable. Think 
about Disney World in 
Orlando and Warner Bros. 
Studio showcasing the 
making of Harry Potter in 
the UK, which are thrilling 
in equal measure for a 
child and an adult. These 
entertainment concepts 
also draw millions of guests 
annually. Closer home, 
venues such as Burj Khalifa, 
Global Village and Dubai 
Dolphinarium also record 
high visitor numbers. 

The Middle East is quite 
famous for its array of family 

entertainment centre (FEC) 
offerings. Region-wide 
names such as Landmark 
Leisure’s Fun City; Majid 
Al Futtaim Leisure and 
Entertainment’s Magic 
Planet; Al Hokair Group’s 
Sparky’s; Al Othaim Leisure 
and Tourism Company’s 
Fabyland; and Adventureland 
Sharjah continue to thrill the 
youngsters. At the other end, 
the real and the virtual worlds 
collide in centres like Emaar 
Entertainment’s VR Park, 
Meraas’ Hub Zero, Action 
Zone and Jumble in the UAE; 
Zero Latency in KSA; and Al 
Shaya’s Tekzone in Kuwait, to 
name a few. 

The theme park portfolio, 
on the other hand, is growing 
and gaining popularity. It 
started in the UAE with Farah 

Leisure’s Ferrari World Abu 
Dhabi, followed by Dubai 
Parks and Resorts; IMG 
Worlds of Adventure; and 
Miral’s Warner Bros. World 
Abu Dhabi. Following Vision 
2030, KSA-based Saudi 
Entertainment Ventures 
Company (SEVEN) has 
also announced massive 
multi-cluster family-friendly 
entertainment destinations 
in Riyadh and the Kingdom’s 
eastern province. More 
recently, Dubai-based 
master developer Nakheel 
has announced its latest 
entertainment endeavour, the 
soon to be launched Zombie 
Apocalypse Park at The Night 
Market in Deira Islands. 

Moving over to leisure 
and amusement pioneer, 
Walt Disney’s famous quote, 

“If you can dream it, you can 
do it,” which sounds like a 
herculean task; but those 
who dared to dream, have 
done it too. Think about snow 
parks right in the middle of 
the desert. It started with 
Ski Dubai, and eventually, 
the portfolio expanded 
with Dubai Ice Rink. Fakieh 
Group’s Al Shallal Theme 
Park Ice Rink in Saudi Arabia; 
Snow City; Snowy Forest; Ski 
Egypt; and several upcoming 
projects – including an 
indoor ski slope with a winter 
village in the upcoming 
Meydan Mall and Snow Abu 
Dhabi in Reem Mall. 

After the snow, it’s 
time for the underwater 
scene, which is becoming 
equally attractive. Alongside 
the Dubai Aquarium and 

LEISURE &
ENTERTAINMENT

Source: shutterstock.com
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LE MERIDIEN HOTEL & 
CONFERENCE CENTRE, DUBAI

14 - 15 OCTOBER 2018

MIDDLE EAST 
RETAIL FORUM 2019

THE NEW WAVE OF PEOPLE, PRODUCTS & PROCESSES
Retail is – and will always remain – a people’s 

business. Be that interpreted as customer service, 

shopper analytics or in-store engagement, people 

are at the front and centre of every retailer’s 

strategy. But are retail professionals themselves 

innovating and evolving enough to service the 

dynamic consumer universe of today? Along with 

technology, the future of successful retail will be 

determined by the depth of ideas, innovations and 

people skilled at managing – and benefiting from – 

the unpredictability of future shopping behaviours. 

MRF 2019 will bring together the Middle East’s 

most powerful retail influencers and leaders to 

focus on the four fundamentals driving profitable 

innovation in retail: People, Products, Processes 

and Technology.

Somesubhra Lahiri
+971 56 545 4924
somelahiri@imagesretailme.com

Suresh Thayil
+971 55 545 8671
suresh@imagesretailme.com

SPEAKING OPPORTUNITIES
Rupkatha Bhowmick
+971 52 981 1183
rupkatha@imagesretailme.com

DELEGATE REGISTRATION
Caitlin Aldendorff 
+971 58 199 4339 
caitlin@imagesretailme.com

PARTNERSHIP OPPORTUNITIES

MRF &
AWARDS
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LE MERIDIEN HOTEL & 
CONFERENCE CENTRE, DUBAI

COMMEMORATING RETAILING  
EXCELLENCE IN THE MIDDLE EAST

The annual Images RetailME Awards, held along with MRF, 

recognises top-performing retailers and best retail practices 

in the industry and rewards excellence across a range of retail categories.

We are proud to announce the Images RetailME Awards 2019; a ceremony 

positioned as the most prestigious event of its kind in the Middle East retail calendar 

and is geared to set benchmarks in this vibrant retail destination.

The 2019 entries for awards are open. The entries are in two parts - 

submission based categories and presentation based categories. If your retail 

company or brand attained some creditworthy performance numbers and raised the 

bar with outstanding innovation and pioneering initiatives during the past year, 

communicate with us to be counted among the region’s retail stars.

The event is presented by Images RetailME magazine, the most widely read 

trade retail publication in the Middle East, with a 45,000-strong readership 

across the MENA region. The monthly publication offers unparalleled insight 

through its network of correspondents, industry analysts and specialists.

Join us now and leave your mark of success in the retail world!

14 - 15 OCTOBER 2018

MRF & AWARDS
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At RetailME we have always taken a keen interest in  
featuring and promoting local businesses.  

This is the dedicated space profiling local businesses from the GCC.  
Let’s support the best ideas to scale up.

MEET, SHARE, GROW

powered by

GCC Startup Retail 

INCUBATOR

Are you a retail startup or would you like to  
recommend a home-grown company for coverage?  

Please contact: rupkatha@imagesretailme.com
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“However, to do so, retailers 
must do a lot of homework. 
And it’s an immensely data-
intensive business. That’s, 
however, not the real issue. 
The challenge is that currently 
data is used for functions 
like stock forecasting and 
improving processes, but not 
really to upscale, improve 
and transform the customer 
experience,” he explains. 

Among several surveys 
that Accenture undertakes, 
one analysed 11 industry 

groups, in which customers 
rank retail at the bottom in its 
ability to continually transform 
customer experience. 

“That’s quite strange,” 
feels Anglada, “especially since 
today consumers are quite 
savvy at interacting with AI-
driven virtual assistants such 
as Apple Siri, Google Home 
and Amazon Echo. The survey 
indicated that around 44% of 
consumers are comfortable 
interacting with these virtual 
assistants; 33% use their 

assistants at least once a day; 
and 86% like the experience. 
Having that said, it is easier to 
leverage such technologies by 
companies designed digitally. 
These companies are sitting 
on a very structured layer of 
data – from data warehousing, 
data marsh to insights, actions, 
and delivering the ultimate 
experience. The traditional ones 
are seen to lag; they know about 
stock, fulfilment, suppliers 
but not very much about the 
customer. A lot of traditional 

retailers have not leveraged 
such insights to understand 
what customers want.”

A good example is, if a 
laptop needs repair, what is the 
service level agreement (SLA). 
How long is the customer 
expected to wait in the event of 
a crash? Is there a replacement 
laptop to offer the customer in 
the meantime? “In the absence 
of definite answers, irrespective 
of the warranty, it is a missed 
opportunity for any business,” 
he opines. 

The day started with a computer crash. Being under warranty, the obvious decision was to take it to the retailer’s 
customer service centre. On reaching, I am told it would take a minimum of two weeks to ascertain the issue, followed 
by repair that will take longer. In the age of instant gratification, such experiences will only drive a customer away from 

the brand/retailer. We are right in the middle of achieving a series of technological advancements. Autonomous vehicles on 
roads to drones delivering goods, robots used in the grocery stores and artificial intelligence (AI)-driven chatbots enhancing 
customer engagement in the brick-and-mortar retail environment. The obvious question is if these advancements are 
happening, why is customer service in certain pockets regressing. 

Xavier Anglada, managing director for Accenture Digital in the Middle East and Turkey, speaks on the immense potential of 
AI to Rupkatha Bhowmick. “AI has the opportunity to transform everything to bring customer experience to the forefront.”

TECHNOLOGY

Smart retailing 
underpinned by data

Source: shutterstock.com
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