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ABSTRACT

Over the past several decades, tourism has become a key sector in the
world economy, making it a critical source of economic growth and
development in many countries. Tourists depend in their search for
destinations and travel-buying process on many sources including
brochures, which are of great significance for both tourists and tourist
agencies. The study attempts to underline the role of culture and the
influence of stylistic differences between the languages on handling
English and Arabic tourist brochures in translation. After integrating
guantitative measurement and qualitative analysis and discussing the
findings for four translated brochures, the study has found significant
differences in the distribution of vocabulary which can be said to result
from the difference in the style of prose writing in the two languages
which is to a large extent determined by situations. Also the findings
indicate that Arabic texts tend to use more coordinated sentences than
English texts do. This goes in line with the claim that coordination is
salient feature of Arabic style.

The close investigation of the Arabic and English versions of the four
brochures shows an adaptation in the message and in the language used in
order to meet the expectations and thinking styles of the target groups. It

also highlights the role of culture and the influence of stylistic differences
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between the languages on handling English and Arabic tourist brochures
in translation.
1. Introduction

Over the past several decades, tourism has become a key sector in the
world economy, making it a critical source of economic growth and
development in many countries. Tourists, who are in the core of tourism
industry, depend in their search for destinations and travel-buying process
on many sources including the Internet, newspapers, magazines,
brochures and guide books. Brochure, in particular, is of significance for
both tourists and tourist agencies as it is an important promoting material
for both guiding and attracting tourists. In general, "brochures are a form
of advertising and communicating tools used by advertisers. They are
used to inform, advertise and communicate with their clientele” (Husin,
2009:99). They are typically crisp and charming in language and
conspicuous in design, and can be distributed via direct mail or trade
shows. Other places where a great variety of brochures can be found
include airports, hotels, markets, famous scenic spots and information

centers that are frequented by tourists.

Tourist brochures most generally appear as folded single sheets and
booklets. They are typically printed in high-quality paper and contain
attractive texts and colorful images. They often appear in more than one
language, leading to the conclusion that there is a close relation between
translation and tourist brochures making. Newmark (1998: 8) attaches
great importance to the role of translator in developing tourism as he
makes available various promoting materials, including brochures, for

tourists speaking different languages.
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When translating brochures, it is crucial that the translator is able to
“capture” the style and tone of the writing in the source language and
“convey” them in the writing into the target language. It is almost like
copywriting, as he or she needs to come up with topics and paragraphs in
the translation that are as creative, fluent, eye-catching and persuasive as

those in the original, if not more.

According to Al-Fahad (2010:46), the translation of any promoting
material involves an adaptation of the source message to fit the culture
and the linguistic system of the target group. For tourism brochures to
achieve effectiveness and attractiveness across languages, their
translation is required to live up to the expectations, norms, tradition and

thinking styles of the target group.

2. Features of Tourist Brochures

According to Go and Haywood (2003: 92), the societal and economic
changes recently taking place in all parts of the world have resulted in
rapid expansion and growth of domestic and international tourism in
many countries. The scope of tourism marketing, therefore, "is enormous
and extends in both the public and private sector of the economy."

Hence, governmental and private agencies and boards are investing
large amounts of money every year in order to attract more and more
clients (local and foreign tourists) into tourist destinations. Technological
advances and communication development have been largely employed
by different advertisers to promote tourism services, causing to produce
various marketing materials. One of the most wide spread form of

promoting materials used by tourist agencies is brochure.
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According to the Cambridge Advanced Learner's Dictionary, a
brochure is "a type of small magazine that contains pictures and
information on a product or a company.”

The Business Dictionary defines brochure as "one publication
consisting of one folded page, or several folded pages stitched together
but not bound, used mainly for advertising purposes."

Brochures that are used to promote tourist destinations are usually
called "Tourist Brochures” or "Travel Brochures." To attract larger
audience, a tourist brochure often contains effective pictures and is
designed carefully using charming colors and graphics.

As regards language, the linguistic and stylistic choices are carefully
made to meet the expectations of the target audience.

In the classic typology of Katharina Reiss (1971, 1976) the tourist
brochure falls within the category of operative texts. Under Newmark's
classification (1988:39), brochures are considered "vocative texts."
Regardless of the term used to brand these texts, their dominant function
remains to “present material in such a way that it attracts attention and
invites patronage. The main focus is on the appeal to the addressee, and
tourist brochures are culture-bound; their impact varies with the reader,
age, background, origin, and mentality" (Snell-Hornby, 1999: 95-6).

It is also noticed that despite their dominant operative or vocative
function, the tourist brochures usually convey essential information and
they often rely on distinctly expressive elements for their effect. Their
message, therefore, depends on an interplay of all three textual functions:
informative, expressive and operative (vocative).

Apart from their function, brochures nowadays are available in digital
form as well as printed as single-sheet or booklet forms. They usually
appear in more than one language in order to make promotion for

industries in different parts of the world. This trend makes it even more
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Important for translations to be able to carry the meanings from the
original text effectively. In this connection, Reiss (2004: 23) focuses on
preserving the impact of the source text through translation. She further
notes that in translating such texts, "transferring the form or content is

less important and deviation from the source text may be great™ ( ibid:41).

3. Statement of the problem
The present paper attempts to underline the role of culture and the

influence of stylistic differences between the languages on handling
English and Arabic tourist brochures in translation. It is, therefore,
intended to verify the assumption that the stylistic differences in the
choice of lexis, grammatical categories and textual and contextual
elements in Arabic and English translated tourist brochures entail a

difference in the culture and thinking styles of the target group.

4. Significance of the Study
Despite the fact that tourism is a key sector of economy and money

generating industry, it seems that translation studies covering this aspect
of economic life are almost neglected in the Arab countries. Parallel to
the idea of good tourism is that of making available for foreign tourists
and visitors all kinds of promoting materials including brochures in
different languages. A translation guideline taking into account the
difference in culture and thought of the target group might serve as a
good tool to help translators render tourist brochures into different
languages and thus encourages more tourists for the advertised
destination. The present paper, through tracing the techniques pursued by
translators to render tourist brochures from Arabic into English and vice-
versa, claims to aim at shaping up a style guide for more effective

translated English and Arabic tourist brochures.
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5. Method
This paper integrates quantitative measurement and qualitative

analysis. It chooses four texts from Arabic and English tourist brochures
along with their translations. Each text, having approximately between
220 to 370 words in length within the source brochure, is exposed to a
comparison with its translated version and analyzed in terms of three
levels; lexis, syntax and textual features.

A frequency count of lexical items between the source and the
translated texts is done to account for the levels of abstraction and
degrees of specificity and definition. Furthermore, a quantitative and
qualitative analysis of grammatical categories in the source and target
texts is done to account for their importance within sentences. At the
textual and contextual level, differences between the source and

translated texts are accounted for to show stylistic differences.

6. Difficulties
Hanging between the universalist and relativist theories of language,

translation studies presuppose the existence of certain universal
parameters which render all languages translatable and also acknowledge
the availability of certain idiosyncratic elements in each language, which
make a perfect translation is ultimately impossible.

In translating promoting materials, theorists introduce an important
term which is closely related to the process of translation. This term is
Localisation.

In this connection, Guidere (2003: 3-4) states "Localisation is a
complex process taking into account not only the socio-cultural
specificities of the target locale (e.g., behaviour patterns and values of the
target culture), but also the politico-legal ones."

Therefore, translation is viewed within localisation theory as :
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The process of converting written texts or
spoken words to another language. It requires that
the full meaning of the source material be accurately
rendered into the target language, with special
attention paid to the cultural nuance and style.

(Esselink, 2000:4)

Translation of tourist brochures, as a type of promotional genres, can
be seen as an obvious example of the importance of cultural adaptation
and appropriation. Sumberg (2004: 336) argues in case that "the profile of
the advertised destination is poorly adjusted to the target readership's
tourist expectations, the brochure fails to sell the destination- even though
brochure might very well reflect the actual profile and reality of the place
better than a heavily adapted translation."

According to Torresi (2009:9-10), there is a certain tension between
“translation of promotional material, which tends to domesticate
otherness in order to comply with its ultimate persuasive function, and the
general preference for foreignizing strategies in other genres."

Any advertising material that do not take into account the local cultural
orientations and preferences "are likely to fail" (De Mooij, 2004: 181).
Thus, a translated tourist brochure is expected to bear inclination towards
the TL culture and adapt the message to fit its norms and expectations.

In translating touristic discourse, a great deal of problems stem from
the differences of the cultures involved. Nord (1997:66) comments
"cultural translation problems are a result of the differences in the norms
and conventions guiding verbal and non-verbal behaviour in the two
cultures involved.” However, cultural translation problems may be
brought about by the differences in the thought processes between the

two cultures (see Herman, 1993: 15) or by different textual conventions.
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Translating tourist brochures would be more appropriately judged if
contrasted to the distinction brought about by Julian House (1997/2001)
between overt translation and covert translation. In the overt translation,
the translated text would remain traces and features of the text in the
source language. In the covert translation, on the other hand, the
specificities of the SL are assimilated in the target language via a
"cultural filter" such as that the translated text looks like as a "new" one
or again as a text perfectly integrated in the cultural realms of the
translating social factor.

The concept of a "cultural filter" as defined by House (2001: 251) is "a
means of capturing socio-cultural differences in shared conventions of
behaviour and communication, preferred rhetorical styles and expectation
norms in the two speech communities."

To realize how this "cultural filter" might function in the translation of
Arabic and English tourist discourse, four Arabic and English tourist
brochures and their translation have been chosen for analysis in terms of
three levels; lexis, syntax, and textual and contextual features. The
analysis is also meant to measure to what extent SL culture and thought
are reflected in the target texts.

Table (1) Dubai Tourist Brochure Statistics

Item Arabic | English
Nouns 113 89
Adjectives 23 47
Compound 0 1
Words

Idiomatic 0 0
Expressions

Verbs 22 33
Sentences 8 18
Simple 1 10
Sentences

Complex 7 8
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Sentences

Co-ordinates | 26 14
Conjunctions | 6 3
Relative 2 1
Pronouns

Paragraphs 4 4

Table (2) Jordan Tourist Brochure Statistics

Iltem Arabic | English
Nouns 130 82
Adjectives 34 50
Compound 0 0
Words
Idiomatic 0 0
Expressions
Verbs 22 24
Sentences 2 6
Simple 0 1
Sentences
Complex 2 5
Sentences
Co-ordinates | 35 11
Conjunctions | 14 4
Relative 8 4
Pronouns
Paragraphs 2 5
Table (3) Tampere City Tourist Brochure Statistics
Item Arabic | English
Nouns 126 89
Adjectives 28 17
Compound 0 1
Words
Idiomatic 0 2
Expressions
Verbs 18 22
Sentences 12 14
Simple 2 4
Sentences
Complex 10 10
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Sentences

Co-ordinates | 27 13
Conjunctions | 6 2
Relative 2 3
Pronouns

Paragraphs 5 5

Table (4) Carinthia City Tourist Brochure Statistics

Iltem Arabic | English
Nouns 187 137
Adjectives 55 45
Compound 0 3
Words

Idiomatic 0 2
Expressions

Verbs 28 40
Sentences 15 18
Simple 2 5
Sentences

Complex 13 13
Sentences

Co-ordinates | 43 16
Conjunctions | 6 6
Relative 4 4
Pronouns

Paragraphs 8 11

7. Analysis and Discussion
In this section, the data obtained through counting the linguistic

elements of each text are analyzed and thoroughly discussed in view of
the two language systems, habits of writing, stylistic choices and
reflection of cultural differences between the native speakers of the two
languages.

A review of the tables 1,2, 3 and 4 shows a disparity in the distribution
of the linguistic elements in the source texts and their translation. If the

skill of the translators is overlooked for the purpose of the study, the
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variation entails firstly a difference in the linguistic systems of the
languages involved and secondly a difference in the style of prose writing
in the two languages which is to a great extent determined by situations.
These differences may entail a corresponding difference in the thought
and way of thinking between the target groups.

7.1. Lexical Comparison

In all Arabic versions of the brochures, nouns were 113, 130, 126, and
187 in the four brochures respectively compared to only 89, 82, 89 and
137 in the English version of the same brochures. Some Arabic nouns
were rendered as adjectives in the English version.

Examples :

- The Arabic nouns (sbwills J= V), in Dubai Brochure, Line 1, were
translated as (male and female-adjectives) in the English version.

- The Arabic phrase ( szl 228 s oy jiludl) —Jordan Brochure, Line 1-
was translated into (ancient travelers) — adjective + noun in the English
version.

- The English noun phrase which is composed of adjective+ noun
(highest level) - Tampere Brochure, Line 2 was translated into Arabic as
nouns (b siwal) Slef) in the Arabic version.

The difference in the number of nouns and adjectives in the texts of
both languages may be attributed to the fact that English and Arabic

differ in using the comparative and superlative degrees.

In English, comparative and superlative degrees can be derived from
an adjective. For example, for the root word “small,” the comparative is
“smaller,” and the superlative is “smallest.” This can be applied to any
adjective to create the comparative (eg. smaller, wetter, whiter) or the
superlative (eg. smallest, wettest, whitest).
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In Arabic, we also have comparative and superlative. Both fall on the

same pattern (sort of), so they are called Juii Aul /2ism tafdJi:1/.

For /?ism tafd(Ji:l/, both the comparative and the superlative follow the
pattern of (=il /afcalu/. So /tDawi:l/ (Jsk) becomes /2atCwalu/ (Jsk)),
/ka®i:r/ (,ES) becomes /?akOaru/ (S)), etc.

The difference between the comparative and superlative in Arabic can
be made on the use of /min/ (=) in that the comparative uses /min/
(sometimes a hidden /min/), while in the superlative, the superlative is
/mud(1af ilayh/ («) <bas) to some /mud[1af/ (=),

This shows a sort of tendency to use nouns in Arabic more than their
counterparts in English in the translated tourist brochures, causing an
increase in the adjectives of the English versions compared to the Arabic
texts. This point is supported by the figures shown in the first two tables

vis-a-vis adjectives.

Adjectives in the English versions as shown in tables 1 and 2 were 47
and 50 compared to 23 and 34 in the Arabic texts respectively. However,
tables 3 and 4 show a different trend. Adjectives of the Arabic versions
were higher than their English counterparts. They were 28 and 55
compared to 17 and 45 respectively. This is attributed partly to the
difference in the two languages' linguistics systems; English tends to
powerfully use abbreviations, hyphenated and compound words while
Arabic does not.

For example, the GCC in Carinthia brochure is translated into ( ulss
>3l o sbaill) adding three words; two nouns and one adjective. Also the
same brochure uses (Schroth diets) which is translated into Arabic as
(Al &g 5 =al »2) adding one more adjective. The brochure also
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mentions (100 attractions) which is translated into Arabic as (pda )+«
ok ~bws) which adds two more adjectives.

The English versions of Tampere and Carinthia brochures show four
examples of idiomatic expressions (see tables 3 and 4) while these
expressions seem to be absent from all Arabic brochures. This might be
attributed to the difficulty in finding an equivalent idiomatic expression in
the target language.

As regards the difference in number of verbs, pronouns and
prepositions, the study limits itself to the analysis presented above based
on the fact that while English has lexical units for articles, for
prepositions and for auxiliaries which mark tense and aspect, Arabic
tends to incorporate these functions in nouns and verbs. The disparity in
the numbers of these parts of speech in the English and Arabic versions
are expected to vary a lot not because of the translation but because of the
difference in the two linguistic systems.

Regardless of the structural differences, the difference in the number of
words between the Arabic and English versions appears to indicate the
existence of more significant differences in the distribution of vocabulary
which can be said to result from the difference in the style of prose
writing in the two languages which is to a large extent determined by
situations.

7.2. Syntactic Comparison

In all Arabic versions of the brochures, the number of sentences was
less than that of English. They were 8, 2, 12, and 15 in the Arabic version
of the four brochures respectively compared to 18, 6, 14 and 18 in the
English version of the same brochures. This goes with the Arabic
tendency to use rather complex sentences to avoid ambiguities or to make

stylistic effects. The idea that Arabic sentences tend to take a rather

566



T/ @llys dlaa osaally amlall muell

complex form is supported by the great difference of coordinators and
conjunctions exhibited by the two versions of the four brochures.

Co-ordinates in the Arabic versions appear to be 26, 35, 27, and 43 in
the four brochures compared to 14, 11, 13, and 16 in their English
counterparts. Conjunctions were 6, 14, 6, and 6 in Arabic whereas they
were 3, 4, 2, and 6 in the English versions of the same brochures. This
bears testimony for the tendency shown by Arabic to incorporate shorter
sentences into rather complex ones.

According to Dickins et al. (2002 :124), "where s occurs as a
coordinating conjunction in a long Arabic sentence, it may be appropriate
in English to make two sentences, otherwise omitting any equivalent
ofs."

For example, in the Arabic version of Dubai brochure a sentence reads:
g ba] el Gl G phall aa S all el g ¢ aall Agal) e alill ol o)

Is translated into English as:

Driving is on the right hand side of the road. Vehicle third party insurance

is compulsory.

Sometimes, however, Arabic coordinating conjunctions present more
of a translation problem. The solution in such a case can be using a
subordinate clause, relative pronouns or omission.

For example, in the brochure on Jordan, the first long Arabic sentence
which is:

L eae A0 g8 Yian g pa ST o sall aild ) sucall ol dia py jilesal) G2 )Y) i (4
Ly eciatll a8 gl 53 DA (e o 3 3l gy Gam Jlaa 3Y) 5 a2l 5 slaally Lals
Is translated into English as:

The Hashemite Kingdom of Jordan, which once captivated ancient
travelers, continues to enthrall a whole new generation as a modern,

vibrant nation. .........
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Despite the efforts made in Tampere and Carinthia brochures to keep
the Arabic sentences as short as possible, the tendency of Arabic to use
rather long complex sentences prevail and results in 12 and 15 sentences
in the Arabic versions compared to 14 and 18 sentences in their English
peers, using 27 and 43 coordinates in Arabic compared to 13 and 16
respectively. Conjunctions in the Arabic versions of Tampere and
Carinthia brochures reached 6 and 6 respectively in comparison to 2 and
6 in the English versions of the same brochures.

These findings indicate that Arabic texts tend to use more coordinated
sentences than English texts do. This goes in line with the claim that
coordination is a salient feature of Arabic style.

7.3. Textual and Contextual Comparison

Some scholars including Hall (1982) view meaning and context as
inextricably bound up with each other. "The difference between high and
low context cultures depends on how much meaning is found in the
context versus in the code. Low context cultures, like the English culture,
tend to place more meaning in the language code and very little meaning
in the context. For this reason, communication tends to be specific,
explicit, and analytical" (Hall, 1982: 18 ).

Cultures, like Arabic, on the other hand, tend to make meaning more
embedded in the context rather than the code. As Hall (ibid) states, "most
of the information is either in the physical context or internalized in the
person, while very little is in the coded, explicit, transmitted part of the
message.”" Thus the reader must understand the contextual cues in order
to grasp the full meaning of the message.

If the above mentioned distinction is applied on the four brochures,
many examples reflecting the differences in the thinking styles and
expectations can be clearly seen. For example, in the brochure on Dubai,

the lexis choices were made by the translator, not imposed by the
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language systems, apparently to meet the expectations of the readers of

both versions as in:

i A3 s by el aa e elaailly Jla b e (a1 05 0 sl e
Led 3Ll Al g 5 Lgidai g Leialy 5 jlaY) L G Aalall y Aigiladall 5 Aal 1 Laa g

This long sentence was rendered in the English version as:
Expatriates and foreign visitors- both male and female- enjoy a relaxed

and pleasant lifestyle in Dubai. There is virtually no crime, the city is

clean, apartments and villas are modern and spacious and the climate is

pleasant for most of the year.

Another distinction can be seen between the Arabic and English
versions of the brochures, viz., the style of the English versions strive to
represent fact, technique, or an expectation, whereas the style of Arabic
versions strive to create, among other things, overassertion and emotional
resonance.

In Dubai brochure, the Arabic sentence read:

Aleriall cal Hlud) 4 ) 535 LS ol jbuadl £ 5l paan (23 G i

Is translated into English as:

Most Japanese, European and American models are readily available and

there is an active second-hand market.

Furthermore, other differences between the two versions of a brochure
can be also seen in deletion and addition. An example of deletion can be
clearly seen in the Arabic version of the brochure on Jordan as the rather
long sentence ( though the sentence may indicate at least four ideas —
smaller sentences- but as far as punctuation marks are concerned, it looks
like a single rather long sentence):

(O v) e ST gl il 8l paipall g cilelaiaY) Aeld e i o) Sy
Canlill Lad) ) UlSa 28 sall 028 i 53 () (e LeS gl 3] gl @l ) 90 2l s e 8 ) L
Cant Liadl 83l (addl A 1A s siall Gl 5 S Cladi o 8 daiall 5 ¢ sa¢l) e
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s oY) il Ly a0 B3 50 o) g Aanall 2 5 501 il ) @lld S el xla
Slae e an S Caxd

appears in the English version as:
Whether it is a conference for 5000 people, a lavish dinner in the peerless
desert of Wadi Rum, a barbecue at the shores of the Dead Sea (the lowest
point on earth), or a reception atop a medieval castle overlooking the
Jordan Valley, the amicable and competent people of Jordan will ensure a
once in a life time memorable experience.

As regards addition, there are many reasons for addition. In some
cases, collocation of words plays an important role in adding. For
example, in the brochure on Tampere, the English sentence:

Tampere is well connected by plane, road and rail.

Is translated into Arabic as :
Apaaall S S 35 (5ol ol &y sall dsladdl A (el (SLaY Ay (s aali o 53

However, the same sentence would have been better rendered into :

Aans 54 s headasha JBA e lus GSLY) A (5l a3

Another reason for addition is that of giving precise and detailed
information to the target group to meet their expectation. For example, in
the brochure on Dubai, the Arabic sentence:

i iy Cailedl e 3l A sall CHLAISIS dalidg Ciladd 3 e 2083
appears in the English version as:
Telephones have international direct dialing to most countries in the
world. The UAE offers excellent Internet connections with high
bandwidth to ensure unmatched quality of service and a world class
Internet service to consumers in the UAE.

A close investigation of the Arabic and English versions of the four
brochures shows an adaptation in the message and in the language used in
order to meet the expectations and thinking styles of the target groups. It

also highlights the role of culture and the influence of stylistic differences
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between the languages on handling English and Arabic tourist brochures
in translation.
8. Conclusion

After integrating quantitative measurement and qualitative analysis and
discussing the findings for the four translated brochures, the study has
found significant differences in the distribution of vocabulary which can
be said to result from the difference in the style of prose writing in the
two languages which is to a large extent determined by situations. Also
the findings indicate that Arabic texts tend to use more coordinated
sentences than English texts do. This goes in line with the claim that
coordination is salient feature of Arabic style.

The close investigation of the Arabic and English versions of the four
brochures shows an adaptation in the message and in the language used in
order to meet the expectations and thinking styles of the target groups. It
also highlights the role of culture and the influence of stylistic differences
between the languages on handling English and Arabic tourist brochures

in translation.
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Appendices

Appendix 1 Brochure on Dubai

Dubai At a Glance: Dubai Lifestyle

Expatriates and foreign visitors - both
male and female - enjoy a relaxed and
pleasant lifestyle in Dubai. There is
virtually no crime, the city is clean,
apartments and villas are modern and
spacious and the climate is pleasant for
most of the year. There are many clubs
and societies in Dubai.

Transport

It is essential to have a car as Dubai is a
spacious city with most residences
situated some distance from shops,
schools and the office. Most Japanese,
European and American models are
readily available and there is an active
second-hand market. Vehicle third party
insurance is compulsory. Dubai has an
excellent road system. Driving is on the
right hand side of the road.

Education

There is a comprehensive network of
government schools throughout the
emirate, providing free primary and
secondary education to UAE nationals.
For expatriate families, there are
numerous private foreign schools offering
education of a high standard to the
curriculum requirements of the UK, USA
and a number of others. English is usually
the main language of instruction, but
other languages are used as necessary by
foreign schools.

Communication

Telecommunications in Dubai are
excellent. Telephones have international
direct dialling to most countries in the
world. The UAE offers excellent Internet
connections with high bandwidth to
ensure an unmatched quality of service
and a world class Internet experience to
consumers in the UAE. Fax and mail
facilities are widely available. There is an
efficient and reliable postal service. The
General Postal Authority also offers a
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courier service known as Mumtaz Post
which delivers to almost anywhere in the
world. Commercial courier services are
widely used.
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Appendix 2 Brochure on Jordan

Jordan At Glance

The Hashemite Kingdom of Jordan,
which once captivated ancient travellers,
continues to enthral a whole new
generation as a modern, vibrant nation.
From the haunting, primeval starkness of
Wadi Rum, to the teeming centre of
urban Amman; from the majestic ruins of
bygone civilizations to the timeless
splendour of the Dead Sea, Jordan is
unveiled as a unique destination offering
breathtaking and mysterious sights, high
standard accommaodations, exquisite
cuisine and countless activities that can
provide visitors with inspiration,
motivation, and rejuvenation.

Marvelling at herds of gazelles and Oryx
and migrating birds, camping amidst the
grandeur of Wadi Rum or Dana Reserve,
trekking the ancient caravan trails from
the highlands of Moab and Edom, hiking
the wooded hills of biblical Gilead, or
experiencing the unique, cleansing mud
baths of the Dead Sea are just a few
examples of the treasures awaiting
visitors to this unique kingdom.

The new stream of luxury hotels
emerging in Amman, Petra, Agaba and
the Dead Sea is just adding quality to a
refined product that is distinct, accessible
and friendly. A product that is home to a
new display of modern meeting facilities
and unique venues for incentive travel.
Petra by night is a magical experience
featuring more than 2000 candles leading
visitors through Petra’s Sig and to the
Treasury.

Whether it is a conference for 5000
people, a lavish dinner in the peerless
desert of Wadi Rum, a barbecue at the
shores of the Dead Sea ( the lowest point
on earth ), or a reception atop a medieval
castle overlooking the Jordan Valley, the
amicable and competent people of Jordan
will ensure a once in a life time
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memorable experience.
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Appendix 3 Brochure on Tampere

Tampere- Conferentially Yours

In Tampere the services of a large city are
in the palm of your hand, and conference
expertise is one of the highest level. Such
an arrangement attracts hundreds of
meetings a year as well as tens of
thousands of delegates who find quality
accommodation.

The flagship of conference venue is the
Tampere Hall congress and concert
centre, which has thrice been evaluated as
Finland's best. Meetings, conferences,
exhibitions,  celebrations,  concerts,
festivals as well as performances of opera
and dance enjoy considerable success in
Tampere Hall. Meetings can also be
arranged in the city's individual museums
or in well-equipped conference hotels.
Tampere has places and facilities for
every need.

For accommodation there's a great deal of
choice, from charming little hotels and
hostels to the more luxurious. Dozens of
interesting restaurants splendidly indulge
all tastes before the evening continues
with a concert or sports event.

It's well worth including an experience in
the Great Outdoors. Have a sauna and
dive while steaming into a pristine lake,
enjoy fish by campfire or the succulent
red delicacies of the crayfish season in
good company. Winter excursions might
include walking and skiing on water,
frozen that is.

Tampere is well connected by plane, road
and rail. There are direct flights from
Copenhagen, Stockholm, Riga, Bremen,
Frankfurt, London, Dublin, Bergamo and
Helsinki, and fast train and bus links from
all over Finland.
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Appendix 4 Brochure on Carinthia

Carinthia: Natural Harmony

Carinthia could be twinned with the GCC
as its rich history has been one of
co-operation with neighbours Italy and
Slovenia. Today, the links are closer

than ever: the Slovenian capital,
Ljubljana, is just an hour’s drive away
and you can set off from the southern
Austrian province after breakfast and be
in Venice for lunch.Another similarity
with the Arab world is the pleasant
temperatures, with Carinthia — known as
the ‘Alpine Riviera’ — boasting a warm
climate and welcoming lakes.

Getting around this visitor-friendly region
isn’t a problem. In Klagenfurt, a

network of cycle paths criss-cross the
town, taking you past 22 historic
buildings and castles. Call in at Schloss
Hallegg, Viktring Abbey and the idyllic
Hochosterwitz Castle.

Wherever you are in the province, the
mountains are never far away — from

the rolling hills in the Nockberge
Mountains National Park to the rocky
peaks of the Hohe Tauern National Park.
Carinthians love nothing better than to
sing, with 300 choirs and host of

choral societies among its 550,000
residents. A Carinthian Summer Music
Festival is held each year at Villach’s
Congress Centre and Ossiach Abbey.
Southern Spas Carinthia isn’t your
standard spa destination. New ideas for
head-to-toe pampering are constantly
being introduced, such as hay baths in
wooden tubs to Ayurveda treatments and
Schroth diets.

In addition to its 1,270 scenic lakes and
mountains — 200 of which are clean

and warm enough to drink and swim in —

nbll ae il | L S
O atae e Ly IS Al 5 Sy
Dy OLS (r“d‘ e ) ol gﬁ:‘u‘
psalls L sl s Ltk Lt s e sl
e Gl g (o) (e W gy HAS) oyl 3 (5 5
de Lo A8 228 UL ol 403 L) daalalls
538 (pa (5LIY! Sy 68 jludly Ladh sl
i) cud gl 8 A gl Y Jsa gl
e A Ll a5 elasdl alade ol
BJ\)AM &”_AAJJA\_QAU_AL’_i)d\ ;’n—’d‘
Galy 48 5 paall — Ly IS el Cyps Alinal
A Gl a5 810 Fliay MGV |yl
(88 Al A pes dshaiall o2 8 Jauil) i
Tlla Gl e 538 Ay 5 allaa s )l )
"ol i A Al g Ay ST g
_BJ;L\.A\
A 8 el (923 L IS (8 (53555 Lais
oLl 5 iz il 5 Jim s (g oy oS
Aga gl 10y )5l s A" Apaal 4y Hauall aadlly
O S e sdiiugeddon Vo i
O e il (6 668 ) Al e ganll
JS Ay Ui IS 8 ) saiy add il 00
i 50 Ola yge Aadalial) ol 8 Ll8) Caua
0 (g Aleldadl MF 8 38 ja 8
) -"t\ﬁ‘*‘“j"
dw giad) Cilaatiiall
Baaadie daaliw dga 5 L S Ly IS Sl
DA ) Bagaad) HLSEYT e HASIL gl
k_tLALAAJ\J.c ‘_As cc\}wﬂ)_gﬂ\j:\;\)ﬂ
Gasb e gl s Apiall ulalaall b ()
ALDIR M5 HA el s M) YN

ST




T/ @l dlaa

Carinthia also has an excellent
infrastructure with 23 mineral springs,
spa health centres, wellbeing oases:
dedicated hotels and clinics.

Central Carinthia lies on a particularly
rich line of hot springs, which explains
the wide range of spa, health and
wellbeing facilities.

Carinthia’s national parks, Hohe Tauern
and Nock Mountains, are always

popular with hikers and increasingly
mountain bikers. When your limbs are
tired from riding, you can sink yourself
into hammocks which are dotted

around the beauty spots.

Visitors staying at one of the 59
participating hotels in the Hohe Tauern
National Park Region receive a free
Nationalpark Kéarnten Card, which gives
access to over 100 attractions.

Carinthia not only boasts great skiing but
also white-water rafting and

numerous golf courses and driving
ranges.
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