
M E D I A  I N F O R M A T I O N  2 0 1 9



OPEN SKIES IS
EMIRATES’ MULTI-AWARD 
WINNING INFLIGHT MAGAZINE

Carefully curated content, focused 
on unique experiences and offering 
personal insights. 

Briefing welcomes readers into the 
world of Emirates.

Our stories focus on unique travel 
and lifestyle experiences, exceptional 
individuals, emerging scenes or trends 
and innovative institutions. 
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The magazine creates a connection 
between Emirates and its loyal 
customers. It is a celebration of that 
relationship.

With a stable of global contributors,  
Open Skies champions long-form 
journalism and world-class writing and 
photography, ensuring that it is always 
ahead of the competition. 

Open Skies evokes the romance of air 
travel and represents a lifestyle that 
its readers can aspire to.

Radically redesigned for 2018, Open 
Skies is built around high-quality, 
contemporary photography, clean, 
minimal design and a soft, warm 
colour palette.
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32 / GLOBAL / EXPLORATION

Tokyo’s vast size means there’s always something new 
to discover, but why not start where it all began?

Nihonbashi is the birthplace of modern 
Tokyo. In 1603, a shogun named Ieyasu 
Tokugawa shifted the capital here from 
Kyoto, creating what would eventually 
become Japan’s energetic metropolis.

The military dictator promptly built 
the Nihonbashi Bridge and declared it 
the centre of Japan. Even today, high-
way signs and roads all across Japan are 
still measured in terms of their distance 
from the bridge, so it remains the sym-
bolic heart of this country.  

Much of Nihonbashi’s ancient city-
scape has been preserved and combined 
with contemporary retail outlets and 
state-of-the-art skyscrapers. The result 
is a uniquely Japanese aesthetic that 

START

MANDARIN ORIENTAL, TOKYO

Located on the nine uppermost floors 
of the modern Nihonbashi Mitsui 
Tower, the Mandarin Oriental Tokyo 
presents sweeping views of the city’s 
skyline, including the gardens of the 
Imperial Palace and snow-capped 
Mount Fuji. Sense of place is the ho-
tel’s guiding design principle. From the 
dark-grained, tree-like grooved wooden 
counter at the hotel’s entrance to fine 
fabrics made of natural materials in 
the guest rooms, signs of this country’s 
deep appreciation of nature are every-
where. In keeping with venerable Japa-
nese decorative ideals, no single object 
has been selected to stand alone, rather 
to form a harmonious whole. The 179 
guest rooms and suites are all generous 
in size. Coupled with panoramic views 
from the floor-to-ceiling windows, each 
exudes a feeling of wide-open space so 
rare in this crowded city. When it comes 
to guest comfort, no detail has been 
left to chance, from the handy Olym-
pus binoculars for a magnified view of 
the distant sights to an extensive pil-
low menu to aid slumber. With twelve 
onsite dining options, including three 
Michelin-starred restaurants, the hotel 
is an Epicurean’s delight. 
2-1-1, Nihonbashi Muromachi, Chuo-ku, 
Tokyo,103-8328, +81 3 3270 8800. 
mandarinoriental.com

Nihonbashi, Tokyo

TOKYO, JAPANNEIGHBOURHOOD

WORDS: ALLISON TIBALDI

35.6895° N, 139.6917° E

shows deep reverence for heritage while 
simultaneously forging into the future. 

This bustling financial and com-
mercial zone is also a vibrant residen-
tial neighbourhood. Locals push prams 
and purchase groceries, offering visi-
tors a peek into their daily rituals.

Browse the intimate shops  for a 
taste of old-world craftsmanship, with 
goods meticulously displayed. Many 
stores have been in the same family 
for generations, underlining a national 
admiration for tradition and continui-
ty. The authentic Edo spirit lingers, so 
navigating the jumble of back streets 
can feel like thumbing through the 
pages of history.
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22 / GLOBAL / WHERE TO STAY

A city bolthole that’s shaking up  
Barcelona’s luxury hotel scene

An old soul with  
a modern attitude 

41.3851° N, 2.1734° EBARCELONA

WORDS: SARAH FREEMAN

PRICE: FROM US$340 PER NIGHT

Emirates operates a twice 
daily A380 service to Bar-
celona. 

Sitting at the crossroads of elegant Gran Via 
Boulevard and ritzy Passeig de Gràcia, Al-
manac Barcelona is the first iteration of its 
namesake luxury hotel brand. Pairing high 
touch with high tech, the 91-room property 
counterbalances all the gadgetry with a hu-
man face thanks to its intuitive concierge. 

As for glam, the lobby sets the tone with 
gold-on-grey hues, mirrored and metallic 
surfaces, and an illuminated spiral staircase 
that begs to be draped over.

The man behind the modern-meets- 
art-deco-opulence is award-winning local 
interior and landscape architect, Jaime Beri-
estain. Gutting two 18th and 20th-century cor-
ner buildings was a painstaking job, but one 
that’s paid off if my Juliette-balconied jun-
ior suite is anything to go by. Natural woods 
and gold tones combine with design-led ac-
cessories like low hanging drum lamps and 

a custom made bed from Austria (complete 
with doughy pillows). The bathroom, mean-
while, is a vision of wall-to-wall Ibizan marble, 
graced with double-sink vanities and bespoke 
toiletries by local perfumer, Jimmy Boyd. 
There’s also a tricked-out toilet to compliment 
the smartphone that doubles as a room con-
troller. With free unlimited local and interna-
tional calls granted to guests, on (and off) the 
property, it even trumps the complimentary 
minibar! If you’re wondering where the best 
reception to buzz Australia is, head to the 
multi-tiered rooftop terrace and bar. There are 
few better places in the city to drink up views 
of Tibidabo Mountain and the eternal Sagrada 
Família, a glass of the hotel’s special-edition 
cava in hand. Back on ground level, sink into 
a velvet booth at Mediterranean brasserie, 
Línia, and dine on charcoal-grilled octopus, 
washed down with Catalonia’s finest vintage.

BARCELONA

NEIGHBOURHOOD
As barrios go, Eixample has 
the full package. Pronounced 
‘ay-sham-pluh’, the city’s art 
nouveau district is home to 
some of the city’s finest Mod-
ernist architecture. There’s 
green oases like Park de Joan 
Miró and Placa de Gaudí, Bar-
celona’s famous shopping 
drag; Passeig de Gràcia, and 
the 18 towering Gothic spires 
of Gaudi’s Sagrada Família. 
Its wide boulevards and grid 
layout make it a breeze to nav-
igate on foot, lined with ple-
nty of tapas joints like Morro  
Fi and Bar Tossa to fuel your 
explorations.

From top: Dusk at 
Monaco Palace, 
official residence 
of the Prince 
of Monaco; the 
Oceanographic 
Museum befits  
its location

a balmy evening in Monte Carlo, I find 
myself swaying in the sand to the sound of 
a Bossa Nova beat as gentle as the breeze. 
I can’t remember the last time I danced at 
a party but there’s something about being 
on the French Riviera – where the jet-set 
lifestyle still thrives – that immediately 
transports you to a more romantic era. 
And it seems like I’m not the only one. 
As the sun sets over Le Méridien Beach 
Plaza’s rows of yellow-and-white-striped 
umbrellas, I watch a group of glamo- 
rous guests play backgammon and slurp 
down oysters. The scene could very well 
be something out of a Hollywood Golden 
Age film, until you spot Russian billion-
aire Andrey Melnichenko’s futuristic su-
peryacht in the distance. Or realize that 
the live band, Nouvelle Vague, is singing 
a cover of Kylie Minogue’s “Can’t Get You 
Out Of My Head.”

Next to me French photographer, illus-
trator, author, fashion blogger and overall 
bon vivant Garance Doré is also swaying to 
the beat in head-to-toe crisp white. Doré 
was born in Corsica and spent her forma-
tive years in France before moving to the 
United States.

“I learned very early about the art of 
living, taking it slow and appreciating 
quality,” says Doré about her upbring-
ing in the South of France. “There is 
definitely an attraction to a slower style 
of vacation. We’re living in a time where 
people want to shift away from crossing 
things off their list and move towards 
traveling to find moments.”

Arguably, there’s no better place to do 
this than Monaco, a sovereign city-state 
where the main draw is enjoying the good 
life from an optimal vantage point – be 
it beachfront party or a scenic drive in a 
vintage sports car. Aside from a few key 
landmarks, a trip to Monaco isn’t about 
crossing touristic sights off your list, but 
rather slipping into a pace of life that 
hasn’t changed much since the 1960s.

On
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From top: Interiors 
at Princely Palace; 
the exotic botanical 
garden has 
succulents brought 
back from Mexico  
in the 19th Century

The latter was just my speed, and 
I was eager to heed Doré’s key piece of 
advice: “take a car and go through the 
small villages; that’s where you find 
treasures.” Little did I know one of the 
gems would be my ride, a vintage Rolls 
Royce Corniche that draws its name 
from the famous coastal roads that run 
between the sea and mountains of the 
French Riviera, toward Italy.

Winding up the Grand Corniche, the 
highest of the three scenic routes, I can’t 
help but think of the icons that have 
done the same. The road was featured 
heavily in Alfred Hitchcock’s 1955 film 
To Catch a Thief (starring Cary Grant 
and Grace Kelly) and long before that, it 
was built by Napoleon.

“Don’t take any photos yet, the best 
view is coming,” says my driver before 
I can even snap a shot. A few minutes 
later, we reach a viewpoint where the 
tiled roofs of Èze, a village first popu-
lated in 2000 BC, and the Alps are vis-
ible in the distance. Apparently, Walt 
Disney spent quite a bit of time soaking 
up the magic of the town and its expan-
sive view of the Mediterranean Sea. On 
a clear day, the water almost appears to 
merge with the sky, forming an abyss of 
blue interrupted only by white yachts 
and the rugged coastline.

Back at sea level, our glamorous 
drive leaves me curious about Grace 
Kelly’s connection to the region. The 
late actress and Princess of Monaco was 
instrumental in shaping its allure. Ven-
turing out, I stroll down Avenue Princess 
Grace and stop at the Japanese Garden. 
Kelly, who loved Japan, wanted to make 
a Japanese garden in Monaco. After she 
passed away in a car accident in 1982, 
her husband, Prince Rainier, fulfilled 
her dream by opening the garden.

From the Théâtre Princesse Grace, 
I look out at the harbour where the two 
royals set sail for their honeymoon on the 
Deo Juvante II, a yacht now being used as 
a touring ship in the Galapagos Islands. 
Of course, a visit to Monaco isn’t complete 
without visiting The Rock of Monaco, a 
62-metre-tall monolith representing the 
oldest of Monaco’s four corners. Nearby 
the Old Town, you’ll find the Prince’s Pal-
ace, now home to the current monarch, 
Prince Albert II and his family, and the 
Saint Nicholas Cathedral, where Rainier 

“The Côte d’Azur is a place that re-
ally developed during this time. That’s 
when leisure started. That’s when peo-
ple started going on vacations inspired 
by beautiful images by photographer 
Slim Aarons,” says Doré.

Thanks to the opening of the coun-
try’s first casino, Casino de Monte-Carlo, 
and a railway connection to Paris that 
sprang up in the late 19th century, Mona-
co quickly became the playground of the 
wealthy that it is today. Currently, about 
a third of its population are millionaires 
due to the principality’s well-known 
reputation as a tax haven. High season 
for travel kicks off in May, when the city 
hosts the Monaco Grand Prix, one of the 

original street circuit motor races of For-
mula One. For those that would rather 
enjoy the slow life, spring and late sum-
mer is an optimal time to soak in the 
French Riviera’s relaxed atmosphere. 
Plus, you can always get a high-octane 
thrill by touching down via a helicopter 
from the Nice airport or cruising through 
the hills in a vintage sports car.

mid-century glamour
In the world’s second smallest country, nestled on the scenic  
Côte d’Azur, unrestrained leisure is an art form.WORDS: JULIA ESKINS

Monaco’s



             EMIRATES ADDED 
       NEW DEDICATED AIRPORT 
                LOUNGES, TAKING  
      INTERNATIONAL      
      AIRPORT 
  LOUNGES TO 42

                 EMIRATES IS
         CURRENTLY FLYING TO

159 DESTINATIONS
           IN 84 COUNTRIES
           FROM DUBAI

               THE LARGEST
       OPERATOR 
                   OF       THE    A380 AND

   BOEING 777
                 IN THE WORLD 14,000+ 

AVERAGE FLIGHTS
PER MONTH

60 
MILLION      

          PASSENGERS 
     CARRIED BY EMIRATES 
                 IN 2017-2018

77.5% SEAT          

        OCCUPANCY
ACROSS EMIRATES
FLIGHTS IN 2017/2018

5 MILLION
PASSENGERS

A MONTH

ABOUT EMIRATES

253             PASSENGER
             AIRCRAFT 
             IN OPERATION



EMIRATES IS A GLOBAL BRAND 
NAME ASSOCIATED WITH SPORTING 
CELEBRITIES, TEAMS AND ONE 
OF THE LEADING SPONSORS FOR 
MAJOR GLOBAL EVENTS

EMIRATES HAS OVER 22.5 MILLION
SKYWARDS MEMBERS 
MAKING IT ONE OF THE WORLD’S MOST 
POPULAR REWARDS PROGRAMME

IT IS THE WORLD’S MOST 
VALUABLE AIRLINE BRAND 
VALUED AT US$7.7 BILLION

AVERAGE
FLIGHT TIME OF
6.5 HOURS

EMIRATES’ CUSTOMER FOCUS, PRODUCT AND SERVICE INNOVATIONS, HAS EARNED AN ARRAY OF ACCOLADES IN 2017, INCLUDING FOUR 
FROM BUSINESS TRAVELLER MIDDLE EAST — BEST AIRLINE WORLDWIDE, AIRLINE WITH THE BEST FIRST CLASS, AIRLINE 
WITH THE BEST ECONOMY CLASS AND AIRLINE WITH THE BEST CABIN STAFF. IN SEPTEMBER, EMIRATES SWEPT THE 2015 

APEX PASSENGER CHOICE AWARDS, CLINCHING SEVEN GONGS INCLUDING OVERALL PASSENGER EXPERIENCE. EMIRATES 
WAS ALSO NAMED AIRLINE OF THE YEAR AT THE ARABIAN BUSINESS ACHIEVEMENT AWARDS, AND FAVOURITE AIRLINE 

PREMIER CABIN MIDDLE EAST AT THE CONDE’ NAST TRAVELLER MIDDLE EAST READERS’ CHOICE AWARDS. 

ABOUT EMIRATES



AFRICA  

AUSTRALIA & ASIA

FAR EAST

INDIAN
SUBCONTINENT

BUSINESS CLASS
25%

68%
AMERICAS

EUROPE

ECONOMY CLASS

MIDDLE EAST

7% 

5% 
9% 

10% 
14% 

16% 
26% 

20% 

FIRST CLASS

PASSENGER DESTINATIONS GENDER SPLITPASSENGER SPLIT

BUYING A 
NEW WATCH

BUYING A NEW CAR

MOVING 
HOUSE

PLANNING A HOLIDAY

PURCHASING AN 
ENGAGEMENT RING

LOOKING FOR 
AN INVESTMENT 

OPPORTUNITY

WHAT IS THE AUDIENCE THINKING ABOUT?

48%
FEMALE

52%
MALE

24 YRS &
LOWER

25-34 YRS

35-44 YRS

45-54 YRS

55-64 YRS

65 + YRS

PASSENGER
AGE

8%

24%

29%

20%

13%

6%

PASSENGER DEMOGRAPHICS



OUR AUDIENCE

With an average flight 
duration of 6.5 hours, you 
have access to a unique 

and captive audience 
away from distraction 

and work.

Passengers consider 
flight time their own 

leisure time. An 
opportunity to switch off 

and relax.

Passengers flying in 
the premium cabins are 

more likely be CEO’s, 
Presidents, Directors, 

MD’s, and board 
members, allowing you 
to target and influence 
key decision makers.

Just 2.2 per cent of 
the population has an 
income greater than 

US$160,000. Passengers 
who fly Emirates 6 or 
more times a year are 

340% more likely to earn 
US$150,000 or more

a year.

Premium passengers 
embrace new 

technology and 
hardware sooner than 

their peers to help 
simplify and make their 
lives more productive.

CAPTIVE
AUDIENCE

ENGAGED 
AUDIENCE

DECISION
MAKERS

AFFLUENT EARLY
ADOPTERS
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MORE LIKELY TO HAVE 
ANNUAL GOLF CLUB 

MEMBERSHIP

PASSENGERS WHO FLY 6 OR MORE TIMES PER YEAR ARE:

The Emirates 
customer base 
predominantly 

consists of frequent 
travellers.

80% 
OF EMIRATES  
PASSENGERS  

TAKE 3  
OR MORE 
FLIGHTS 
A YEAR

MORE LIKELY TO OWN 
A DESIGNER SUIT 
COSTING OVER 

US$1,000

300%
MORE LIKELY TO OWN A 
HANDBAG WORTH 

OVER US$500

250%
MORE LIKELY TO 

OWN JEWELLERY 
WORTH MORE THAN 

US$1,500

250% 240%

240% MORE LIKELY TO 
OWN A WATCH WORTH 
MORE THAN US$4,000

340% MORE LIKELY TO 
PURCHASE ANOTHER 
WATCH WORTH MORE 
THAN US$4,000 IN THE 
NEXT 12 MONTHS

270% MORE LIKELY TO 
EARN US$100,000 TO 
US$150,000 A YEAR

340% MORE LIKELY TO 
EARN US$150,000 OR   
MORE A YEAR

165% MORE LIKELY TO 
OWN A CAR WORTH 
US$40,000 OR MORE

200% MORE LIKELY TO 
SPEND US$40,000 OR 
MORE ON THEIR NEXT 
CAR

400% MORE LIKELY 
TO HAVE A PRIVATE 
INVESTMENT 
(EXCLUDING 
MORTGAGE) WORTH 
BETWEEN US$950,000 
AND US$3,000,000

OUR AUDIENCE



NORTH AMERICA
Boston
Chicago
Dallas
Fort Lauderdale
Houston
Los Angeles
Newark

New York- JKF
Orlando
San Francisco
Seattle
Toronto
Washington DC

CENTRAL AMERICA
Panama City

SOUTH AMERICA
Buenos Aires
Rio de Janeiro
Santiago
Sao Paulo

Correct as of December 2018

AFRICA
Abidjan
Abuja
Accra
Addis Ababa
Algiers
Cairo
Cape Town
Casablanca

Conakry
Dakar
Dar Es Salaam
Durban
Entebbe
Harare
Johannesburg
Khartoum

Lagos
Luanda
Lusaka
Mauritius
Nairobi
Seychelles
Tunis

MIDDLE EAST
Amman
Baghdad
Basra
Beirut
Dammam

Jeddah
Kabul
Kuwait
Manama
Mashhad

Medina
Muscat
Riyadh
Tehran

SOUTH ASIA
Ahmedabad
Bengaluru
Chennai
Colombo
Delhi
Dhaka
Hyderabad (India)
Islamabad
Karachi
Kochi

Kolkata
Kozhikode
Lahore
Maldives
Multan
Mumbai
Peshawar
Sialkot
Thiruvananthapuram

EUROPE
Amsterdam
Athens
Barcelona
Birmingham
Bologna
Brussels
Budapest 
Copenhagen
Dublin
Dusseldorf
Frankfurt

Geneva
Glasgow
Hamburg 
Istanbul
Larnaca
Lisbon 
London Gatwick 
London Heathrow
London Stansted
Lyon
Manchester

Madrid
Malta
Milan
Moscow
Munich
Newcastle
Nice
Oslo
Paris
Prague
Rome

Saint Petersberg 
Stockholm
Venice 
Vienna
Warsaw
Zagreb
Zurich 

OCEANIA
Adelaide
Auckland
Brisbane
Christchurch

Melbourne
Perth
Sydney

ASIA
Bali
Bangkok
Beijing
Cebu
Clark
Guangzhou
Hanoi
Ho Chi Minh City

Hong Kong
Jakarta
Kuala Lumpur
Manila
Nagoya
Osaka
Phnom Penh
Phuket

Seoul
Shanghai
Singapore
Taipei
Tokyo
Yinchuan
Yangon
Zhengzhou

EMIRATES GLOBAL DESTINATION



DUBAI HAS BECOME A GLOBAL AVIATION HUB, FOR MANY OF THE WORLD’S LEADING BRANDS,
DUBAI AIRPORT IS AN INCREDIBLY IMPORTANT PART OF THEIR MARKETING CHANNEL:

EXPECTED TO HAVE PASSED 
THROUGH DUBAI AIRPORT 

IS THE WORLD’S LARGEST 
AIRPORT TERMINAL BUILT 

EXCLUSIVELY FOR EMIRATES AND ITS 
CODE SHARE PARTNER QANTAS. 
IT HAS AN ANNUAL CAPACITY OF 

43 MILLION PASSENGERS

THROUGH DUBAI AIRPORT HAS 
GROWN BY

     PER PASSENGER AT 
DUBAI DUTY FREE IN 2018 

WAS US$70
ARE EXPECTING SALES OF 
OVER US$2 BILLION IN 2018

    BECAME THE WORLD’S   
 BUSIEST AIRPORT IN 2015 WITH FOOTFALL OF 80 MILLION    

   CUSTOMERS IN 2018

OF THE WORLD’S 
POPULATION LIVES WITHIN 

4 HOURS OF DUBAI

ONE THIRD

AVERAGE SALE
DUBAI DUTY FREE

DUBAI 
INTERNATIONAL 

AIRPORT 

DUBAI 
INTERNATIONAL 

TERMINAL 3

PASSENGER TRAFFIC

84 MILLION 
PASSENGERS

RETAIL TRAFFIC 
UP 7%

  1.4% IN 2018

DUBAI  AIRPORT,  THE AVIATION HUB



LANGUAGE: 
English 

CIRCULATION: 
In the seat pockets of Emirates flights in business and first 
class whilst available across economy class, as well as being 
distributed throughout the complete Emirates lounge network

CONTENT: 
A contemporary based travel magazine written by the world’s leading 
travel writers and including world class photograph

AUDIENCE: 
Economy, Business and First Class Passengers

REACH: 
5 million passengers a month and growing

FREQUENCY: 
12 issues per year

KEY FACTS:

THE MAGAZINE



ALL INVOICE AMOUNTS ARE EXCLUSIVE OF VAT AND SHALL BE PAID IN FULL, FREE OF ANY DEDUCTIONS, WITHHOLDING TAXES, AND ANY OTHER CHARGES INCLUDING BUT NOT LIMITED TO BANK CHARGES.

ADVERTISING RATES

  REGULAR POSITION US$ 

Full page (ROP) 17,500 

Double Page Spread (ROP) 33,500

  PREMIUM POSITIONS US$ 

Outside Back Cover 40,150 

Inside Front Cover Spread (2 pgs) 71,225 

Inside Back Cover 36,850 

Full Page (opposite contents) 20,500

  DPS POSITIONS US$ 

1st Double Page Spread 51,645 

2nd Double Page Spread 49,775 

3rd Double Page Spread 46,475 

4th Double Page Spread 44,550 

5th Double Page Spread 42,900 

6th Double Page Spread 39,435 

7th Double Page Spread 37,675 

8th Double Page Spread 36,080

  SPECIAL REQUESTS US$ 

Bound Insert 59,895



TECHNICAL SPECIFICATIONS

    (mm) H x W   

 

 

Double Page Spread 
Trim: 260 x 390 
Bleed: 266 x 396 
Type: 224 x 370 
 
DPS ads need to be given as 2 single pages 
after 7mm tiling is done on both sides of the 
spine

 

 

Full Page 
Trim: 260 x 195 
Bleed: 266 x 201 
Type: 224 x 173

DIGITAL MEDIA FORMAT

    PDF (Portable Document Format)

 The artwork should be a press ready PDF  
 file (version 1.3) generated through  
 Illustrator/ Quark Xpress or InDesign,  
 saved on maximum resolution (300 dpi) in  
 actual size with bleed and crop marks.

 All files must be CMYK format and all  
 black text as over print.

 A colour printout of the saved artwork  
 should be sent for reference along with  
 the CD. However, please note that colour  
 prints/digital proofs supplied will be used  
 only as a guideline and the  
 advertisements will be reproduced as per  
 the data specifics supplied on the CD.

 For bleed size add 3mm extra on all four  
 sides after the trim marks.

 Image loss in the gutter 3mm either side.

 For full page ads ensure that the text is  
 10 mm away from the crop marks on all   
 four sides.

 If text runs across a DPS please ensure  
 that the text is 10mm away from the gutter  
 on either side.

DEADLINES 
 Booking 10th of month prior to publication 
 Material 12th of month prior to publication 

 
SERIES DISCOUNT 

 3-5 insertions 5%  
 6-9 insertions 10% 
 10+ insertions 15%

GENERAL INFORMATION 
 12 issues per year 
 Standard agency commission rates apply 
 Release date 1st of the month

CANCELLATION 
 Prime Position 

 minimum 3 months prior to publication 
 (90 days) 

 Standard Advertising 
 minimum 1 month prior 
 to publication (30 days)

SPECIFICATIONS

INTERNATIONAL MEDIA REPRESENTATIVES
AUSTRALIA/NEW ZEALAND Okeeffe Media; Tel +61 412 080 600, licia@okm.com.au CHINA Publicitas Advertising; Tel +86 10 5879 5885 HONG KONG/THAILAND Sonney Media Networks; Tel +852 2151 2351, 
hemant@sonneymedia.com INDIA Media Star; Tel +91 22 4220 2103, ravi@mediastar.co.in SWITZERLAND, FRANCE/ITALY & SPAIN IMM International; Tel +331 40 1300 30, n.devos@imm-international.com 
JAPAN Tandem Inc.; Tel + 81 3 3541 4166, all@tandem-inc.com TURKEY Media Ltd.; Tel +90 212 275 51 52, mediamarketingtr@medialtd.com.tr UK Spafax Inflight Media; Tel +44 207 906 2001, nhopkins@
spafax.com USA WorldMedia; Tel +001 212 244 5610, conoverbrown@worldmediaonline.com



Head Office, Dubai
PO Box 2331, Dubai, UAE
Tel: +971 4 427 3000
Fax: +971 4 428 2261
sales@motivate.ae

Abu Dhabi
PO Box 43072, Abu Dhabi, UAE
Tel: +971 2 677 2005
Fax: +971 2 677 0124
motivate-adh@motivate.ae

London
Motivate Publishing Ltd Acre
House, 11/15 William Road,
London, NW1 3ER, UK
motivateuk@motivate.ae

FOR ADVERTISING ENQUIRIES CONTACT:

+9714 427 3000 or sales@motivate.ae


