
During the last decade Dubai has turned into a
major international tourist and travel destination.
Extraordinary projects like the seven-star hotel Burj
Al Arab, the Palm and World Islands, Hydropolis –
the first underwater hotel in the world –, Dubai Land
etc. demonstrate excellent investment and
marketing strategies in the tourist sector.
The boom of tourism in Dubai also  has a significant
impact on the other six emirates of the federation, but here different
strategies for the expansion of tourism are being applied. Abu-Dhabi
encourages business and congress tourism but restricts the expansion
of mass tourism. Sharjah is promoting cultural tourism. The re-
construction of the old central district of Sharjah into a heritage and arts
area with museums, a theater, handicrafts markets and architectural
monuments represents a unique effort in the region. 
Although Ras Al Khaimah has a first class international airport,
important historical sites and an attractive natural landscape, the tourist
infrastructure is still underdeveloped. Only six hotels with 1142 beds
are available. A strategy that encourages the development of
ecological, medical and sport tourism can place Ras Al Khaimah on the
world tourist map.
The Emirate of Fujairah is expanding into  a new tourist destination in Al
Aqah, which benefits from an excellent diving location and a
magnificent mountain landscape. The five star hotel Le Meridian Al
Aqah Beach Resort has just been opened and is operating
successfully for domestic and international tourists.
All the emirates are availing themselves of the  opportunities derived
from the "Dubai effect" by developing niche markets which attract
various segments of international, regional and domestic tourism
beyond Dubai: the most popular, sophisticated and cosmopolitan
destination on the Arabian Peninsular.
For further information on an international research network studying
tourist development in the Arab world contact: Dr. Ala Al-Hamarneh,
ceraw@uni-mainz.de,  www.ceraw.uni-mainz.de
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Jumeorah Beach Hotel.
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