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Connecting our audience to their next 
            incredible travel experiences	



The magazine continues  
            to grow its audience…

101k
Readership every 

quarter

32%
increase in magazine 
subscribers in the last  

12 months
30k

magazines distributed 
every quarter

airline business 
lounges, selected 

newsagencies 
and Woolworths 

supermarkets

&4.5/5 
We are found in 

star hotels across  
Australia...



A thriving digital presence…

50k+
unique browsers  

a month

60k+
opt in e-newsletter   

subscribers 30.5%
Solus average open 

rate with 8%  
CTR

20k+
social followers27.5%

  Editorial EDM 
average open rate 

with  8% CTR 



30.3%

74%

2.3 

Female

70.2%
 age 36+

Meet our audience…

The travel  
decision makers 

A/B Demographic

Taking

international 
trips per year

Spending more than 10k 
per year on  

personal travel

5-6 

And 

domestic  
trips per year



Upcoming issues (print)

EDITION	 KEY FEATURES	 BOOKING	 MATERIAL	 ON SALE

Issue #36 Mar/Apr/May	 Cities 	 12 Feb 19 	 18 Feb 19	 14 Mar 19

Issue #37 Jun/Jul/Aug	 The World is Your Travel Playground	 7 May 19	 13 May 19	 6 Jun 19

Issue #38 Sep/Oct/Nov	 The 100 Edition & Cruise Curious	 24 Jul 19	 19 Aug 19	 12 Sep 19

Issue #39 Dec/Jan/Feb	 The Inspiration Issue	 6 Nov 19	 11 Nov 19	 5 Dec 19



Issue #36 Mar/Apr/May
CITIES 
Everyone knows the best way 
to travel is like a local and our 
2019 Cities Guide will be just 
that. A comprehensive guide 
to the world’s best travel 
destinations. We will be 
covering all aspects from 
nature walks to roof-top bars, 
from cities to airports, cruise 
ports to ski and beach resorts, 
attractions to events, hotels to 
stay in, we will have it all. 

Issue #37 Jun/Jul/Aug
THE WORLD IS YOUR  
TRAVEL PLAYGROUND
This issue we’re heading back 
to our roots, a raw celebration 
of everything travel that takes 
in every corner of the planet. 
We are getting off the beaten 
track, finding the best of the 
best to explore our mantra – 
every continent, every issue, 
zero to six stars.

Issue #38 Sep/Oct/Nov
THE 100 EDITION &  
CRUISE CURIOUS
Our biggest edition of the year! 
Every year our 100 Edition 
will feature 100 things you 
need to know about, with our 
2019 edition showcasing the 
top destinations you need to 
add to your travel bucket list 
with the theme - Around the 
World in 100 Places.

This issue comes with our 
huge Cruise Curious feature 
just in time for cruise month, 
whether you wish to target 
first-timers or the seasoned 
cruiser, International Traveller 
has all the information that 
cruisers could need.

Issue #39 Dec/Jan/Feb
THE INSPIRATION ISSUE	
This is our key inspiration 
issue, filled with bucket-
list destinations and brag-
worthy experiences. The 
magazine will be filled 
with thought-lead pieces to 
inspire our audience and get 
them dreaming about their 
next incredible experience, 
taking them towards that 
journey of a lifetime.

Upcoming issues (print)



Branding
A good magazine will take you on a journey. It’s proven time and time again that 
print sells. By advertising in International Traveller you will be seen by over 101,000 
Australians actively looking for inspiration for their next holiday destination. 

Native
Who doesn’t want one of the International Traveller team to write about them? 
Native content is a feature or listicle designed, written and edited by one of our 
writers. They will expertly consider what the best angle and story is so that our 
audience will not only enjoy it, but more importantly, find it valuable. Native 
Content is the same quality as the magazine.    

Advertorial  
Your words. Your images. An execution of your concept, words and images in an 
editorial-style advertisement, sub-edited and designed in the tone of International 
Traveller. This gives you the opportunity to tell your story with the editorial 
guidance of International Traveller guaranteeing it will resonate with our readers.  

Travel Directory 
This is a cost-effective marketing strategy to put your brand in front of our 101,000 
readership. It enables you to build your brand and connect with our audience. Our 
readers come back time and time to be inspired, plan, research and ultimately book 
their holidays and travel. Our research tells us 91% of our readers take action after 
reading International Traveller.

Print assets  

Branding

Advertorial &Native Advertising

Viking Sky, Lofoten, Norway

REINVENTING
OCEA N CRUISING

DESTINATION FOCUSED. CULTUR ALLY ENR ICHING.  

C AR EFULLY CUR ATED.

THE SMALL SHIP EXPERTS
After leading the river cruise industry for two decades, 

we have taken that small ship, destination-focused 

experience to the seas. On a Viking ocean ship, you will 

sail into the heart of your destination. The size of our 

vessels allows us to dock where the mega-liners that 

dominate the world’s ports today cannot.

SERENE SCANDINAVIAN SPACES
Expand your horizons on elegant, intimate ships 

designed down to the most minute detail. We have  

no casinos or childrens’ pools; instead we created 

graceful rooms designed for your comfort and 

serenity - open, light-filled spaces to inspire and 

refresh you along your journey.

THE VIK ING DIFFER ENCE

At Viking, we believe in offering you extraordinarily  

well-designed cruises that bring you closer to the cultures of the world.

YOUR OWN PRIVATE VERANDA / CHOICE OF 10 DINING VENUES 

PREMIUM BEVERAGES / NORDIC SPA FACILITIES / 24-HOUR ROOM SERVICE  

ENRICHING CULTURE / WI-FI AND GRATUITIES / SHORE EXCURSIONS

ENJOY, IT’S ALL INCLUDED

 138 747    SEE YOUR LOCAL TRAVEL AGENT

  HEAD TO VIKINGCRUISES.COM.AU/OCEANS/VIDEO TO FIND OUT MORE ABOUT OUR AWARD-WINNING OCEAN SHIPS

NO K IDS  |  NO C ASINOS  |  VOTED WORLD’S  BEST
CRUISERS’ CHOICE

AdTemplate.indd   56 24/05/2018   11:23:59 AM
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Take a look at Tempo Holidays’ many tours 
that cater to all types of travellers and highlight 

everything Sri Lanka has to 
offer. Call 1300 362 844, 
email res@tempoholidays.com,  
visit tempoholidays.com 
or see your local travel agent.

T empo Holidays loves travel. 
That’s why these destination 
specialists have been creating 
amazing holidays for over 25 

years, offering all forms of travel, from 
cruise to coach to rail, and catering to a 
range of budgets. They can even tailor-
make any holiday you like to your dream 
destination. Travel is all about being in 
the moment and, no matter how much 
you have travelled, there is always 
something new to discover and explore. 

NEED TO KNOW

Tempo Holidays’ top tip to make the most 
of 2019 is talk to their destination experts: 
“We are here to ensure your journey is just 
right for you and your requirements. Our 
biggest tip is that you make the most of 
your transport options. Take a train 
through the countryside or get up close 
to local sights – nothing compares to the 
feeling of discovering a new city, so be 
sure to stop and absorb the local cultures 
around you.”

M E M O R Y
M A K E R 

UP THE  
TEMPO

Tempo Holidays’ favourite 
destination right now is SR I 
L ANK A , which has just been 
named as Lonely Planet’s #1 
country in the world for 2019. 
Be welcomed by friendly locals, 
see natural wonders and glorious 
beaches as Tempo Holidays takes 
you to places like YALA NATIONAL 

PARK , one of the largest wildlife 
reserves in Sri Lanka and the 
closest safari destination to 
Australians. Yala is known for 
its dense population of leopards, 
but you also have the chance to 
see sloth bears, elephants, deer, 
crocodiles and an incredible 
array of birdlife. 

See natural wonders in places like 
Yala National Park, the closest 
safari destination to Australians.

CLOCKWISE FROM FAR LEFT: 
Tempo’s top tip is to catch a train; 
Go on an Elephant Safari, Sri 
Lanka; One of Sri Lanka’s incredible 
beaches; Take a tuk-tuk, just for fun. 
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Expedia travel expert, Lisa Perkovic, passionately believes that where you stay can make or 
break your holiday. When she travels she seeks accommodation that offers something special 
to add to her overall experience, from hotels featuring a unique history to those that showcase 
innovative design. Here, she shares her top picks to add to your bucket list. 

ALILA VILLAS ULUWATU, BALI
Hidden away on limestone cliffs 100 metres 

above the Indian Ocean, the Alila Villas 
Uluwatu are Bali luxe at its best. Designed 

with locally sourced and sustainable 
materials, the minimalist villas all have their 
own plunge pools, private cabanas as well as 

indoor and outdoor showers – bliss! Make 
sure you join a morning yoga class in the 
Pavilion, with spectacular views to boot.

THE WAREHOUSE HOTEL, SINGAPORE 
Once an old spice mill, this boutique hotel is still hot 
property. With only 37 rooms, it is perfect for a work trip, 
stopover or a longer break. Perched right on the Singapore 
River in Robertson Quay, it’s clear there is a focus on 
highlighting the industrial heritage and showcasing 
local talent in the form of artwork, furniture and cuisine. 
Singapore is known for its humidity, so the glass-sided 
rooftop infinity pool is an added bonus. 

PUMPHOUSE POINT, TASMANIA
On the shores of Lake St Clair in the 
Tasmanian Wilderness World Heritage Area, 
Pumphouse Point is another idyllic hotel with 
a rich history lovingly brought back to life. 
Built in the 1930s as a hydroelectricity station, 
the style is suitably understated – rooms are 
comfortably appointed so as not to detract 
from the view, and dinner is a shared affair 
each night in The Shorehouse. 

U N I Q U E  S L E E P S 
I N  T H E  W O R L D ’ S  B E S T  D E S T I N AT I O N S  

Expedia shares its most special stays to take your trip to the next level 
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THE LUDLOW, NEW YORK CITY, USA
Smack bang in the middle of the hip and happening Lower 

East Side, The Ludlow is surrounded by trendy cafes and 
shops, and oozes style. Combining an industrial lofty vibe 

and simple, luxe furnishings, rooms range in size though all 
have large windows perfect for observing the bustling streets 

of New York below. Dinner at the hotel’s restaurant, Dirty 
French, which is popular with locals, is a must, as is curling 

up and enjoying some wine in the cosy lobby bar. 

54 ON BATH, 
JOHANNESBURG,  

SOUTH AFRICA  
Johannesburg is a major 
gateway to Africa and an 

essential stopover for many 
before they begin their 

Safari experience. If you’re 
after comfort and 

convenience, 54 On Bath is 
located in the cosmopolitan 

suburb of Rosebank and is 
attached to Rosebank Mall. 

The Mall is home to The 
Grillhouse, a well-known 

restaurant serving delicious 
and affordable steaks. 

Afternoons are best spent 
relaxing on the rooftop 

garden terrace by the lap 
pool with a gin and tonic. 

An International Traveller Promotion

MOUNT ENGADINE LODGE, ALBERTA, CANADA
Regardless of the season, a stay at Mount Engadine Lodge 
will not disappoint. Tucked into the mountains in Spray 
Valley Provincial Park, the scenery year-round is simply 
jaw-dropping. There’s plenty to do during the day and the 
all-inclusive property kindly packs you a lunch to take on 
your adventures. After a day spent outdoors, guests can 
relax in the laid-back, homely vibe of the lodge. 

SIX SENSES FIJI, MALOLO ISLAND   
Recently opened on Malolo Island, part of the Mamanuca 
Islands, Six Senses Fiji is the island nation’s newest luxury 
resort. It’s safe to say that the property really ups the ante 
when it comes to the ‘fly and flop’ holiday Fiji has become 
synonymous with. The 100 per cent solar-powered resort 
has 24 private villas, each with their own pools plus options 
for families or larger groups. There are also three dining 
venues and a gourmet deli to indulge in.  

TO BOOK ONE OF 
THESE A M A ZING 
HOTELS, V ISIT  
WWW.EXPEDIA.COM.AU
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6 Eat Japan 

FOOD CULTURE

EATING JAPAN
( F R O M  T O P  T O  T O E )

 If  you think you know Japanese cuisine based on eating sushi every now and then,  
think again. Japan has one of  the most interesting and diverse food cultures in the world, 

with myriad unique delicacies and traditional dishes specific to each region. 

WHEN IT COMES to eating your way around an entire 
country, France and Italy often spring to mind, but Japan is 
now taking its rightful place as a gastronomic destination on 
a world scale. Much of its appeal has to do with the intricacies 
of Japan itself: the country is made up of a number of distinct 
regions, from the winter wonderland of Hokkaido in the 
north to the balmy islands of Okinawa to the south, with 47 
prefectures (like small states with their own local government 
departments) found within these. While much of what we 
recognise as Japanese cuisine can be found throughout the 
country, each of these regions and many of the prefectures – 
along with the cities they contain – also have their own 
distinct variations and unique dishes influenced by everything 
from traditions and customs to locality. The best way to 
sample all that’s on offer is to work your way through it from 
top to bottom, literally.
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 Eat Japan 7 

JAPAN’S NORTHERNMOST ISLAND, Hokkaido is known 
as a winter paradise, with its capital city of Sapporo playing host 
to a world-famous snow festival every February and ski fields 
such as Niseko stealing much of the thunder of more renowned 
European resorts. But beyond snow, the island also boasts 
stunning scenery and abundant national parks to enjoy in the 
warmer months. The food here is honest and hearty, relying on 
the natural flavours of its local ingredients. Naturally the island 
offers specialty seafood, including crab (queen crab, horsehair 
crab, red king crab and blue king crab are all found locally), sea 
urchins and scallops: order a bowl of donburi meshi (rice topped 
with sea urchin, scallops or salmon roe) to get a sample of what’s 
on offer. Another seafood speciality is Ishikari nabe, a stew of 
salmon, locally grown potatoes and cabbage, konnyaku (a plant 
stem also known by the much more enigmatic name of devil’s 
tongue) and tofu in a kelp stock flavoured with miso. Ramen is 
also a staple on Hokkaido, but as with all things Japanese there 
are regional differences: Sapporo specialises in miso ramen 
with garlic, wiggly noodles and generous slices of braised pork; 
Asahikawa is all about soy sauce ramen; and in Hakodate, 
believed by many to be the best place in the entire country to 
slurp this irresistibly delicious noodle soup, the ramen has a 
lightly salted broth.
MUST-TRY BITES:  Swirly soft-serve ice-cream made from 
creamy, pure Hokkaido milk is one of the best iced treats you will 
ever eat in your life.
MUST-SEE SIGHTS: Hokkaido has a fine tradition of brewing 
crisp, fresh beer; it is the home of Sapporo, after all. The annual 
Sapporo Summer Festival takes place for a month in summer 
(starting around July 21), with Odori Koen, the park that runs 
through the heart of the cosmopolitan city, transformed into a 
giant jovial, colourful beer garden.

THE TOHOKU REGION, located in the north-
eastern part to the northernmost tip of Honshu, 
offers up a diverse collection of six prefectures 
that take in everything from coast to mountains. 
The area is famed for its stunning countryside, 
hot springs and lakes, and the rice produced here 
is considered some of the most delicious in the 
country, especially hitomebore from Sendai, the 
capital city of Miyagi Prefecture, and akitakomachi 
from Akita. Given its size, there are numerous 
unique dishes on offer, many of them featuring 
the aforementioned rice; one such dish is kiritanpo, 
cooked rice that is kneaded and then toasted on a 
skewer and subsequently added to soups. Another 
dish unique to the area is the comically named 
Wanko Soba, a favourite of Iwate Prefecture, which 
involves mouthful-sized servings of buckwheat 
noodles being flung into the bowls of diners by 
a server as each one is finished; they repeat the 
process until the diner is full, sometimes after 50 
to 60 serves. 
MUST-TRY BITES:  Sasakamaboko is a steamed 
fish paste that is a specialty of Miyagi Prefecture, 
especially Sendai; it’s a popular gift or souvenir.
MUST-SEE SIGHTS: Tohoku has a fascinating 
samurai history; visit Kitakami in Iwate Prefecture, 
Aizuwakamatsu in Fukushima Prefecture and the 
lovely town of Kakunodate in Akita Prefecture.

TOHOKU

HOKKAIDO

 A view of the tranquil 
Oyakuen Garden in the 
city of Aizuwakamatsu, 
Fukushima Prefecture.

The stunning scenery of 
Jigokudani or “Hell Valley”, 
located above the Noboribetsu 
Onsen resort in Hokkaido.
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Custom content 
Did you know that you can engage our 
team of expert journalists, editors and 
designers to create beautiful, editorial-style 
content for your business? 

A content marketing partnership with 
International Traveller enables you to 
leverage our independent content and 
trusted editorial team to build awareness, 
connect to our highly engaged audience 
and grow sales. We are constantly focussed 
on inspiring our online and offline 
readership and will work closely with you 
to develop a content marketing program 
that suits your objectives.

Our strong brand and experience in 
content marketing is a key point of 
difference. It is important to note that 
while our editorial team collaborate on key 
themes and concepts, we require final sign 
off on all finished content. This maintains 
strong brand integrity for both parties and 
drives richer engagement with consumers.

An International Traveller Promotion

COVER

VISITABUDHABI . AE

AMAZING ABU DHABI
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F IND OUT EX ACTLY WHY THIS MESMER IS ING EMIR ATE DESERVES 
YOUR AT TENTION, AND YOUR T IME .

YOU R GU IDE TO A BU DH A BI

• What to try Traditional Emirati 
cuisine refl ects the UAE’s trading 
traditions, with lots of exotic spices 
involved. Here are the signature 
dishes that you should defi nitely try: 
served on special occasions such as 
weddings, Eid and Ramadan, Al 
Harees is a slow-cooked meat and 
wheat dish cooked in a clay pot and 
served with ghee; Al Majboos is 
made up of meat and rice which are 
infused with spices and dried limes; 
salted fi sh is the main ingredient of 
Al Madrooba, infused with spices 
to make a rich sauce. And there is 
absolutely no chance during a visit 
to Abu Dhabi that you will not be 
offered Arabic coffee (a light blend 
infused with saffron and cardamom 
and served in small cups) and dates; 
this timeless combination is a symbol 
of hospitality and welcome. 

• Where to eat Abu Dhabi’s dining 
scene is diverse and sophisticated, 
with many of the fi ve-star hotels 
boasting fi ne-dining restaurants: 
Bord Eau at Shangri-La Hotel, 
Qaryat Al Beri, for French cuisine; 
award-winning Lebanese at Li 
Beirut in Jumeirah at Etihad 
Towers; an outpost of the London 
hotspot Hakkasan at Emirates 
Palace; Marco Pierre White has two 
ventures at Fairmont Bab Al Bahr, 
Marco Pierre White Steakhouse & 
Grill and Frankie’s; and Mezlai 
at Emirates Palace serves Emirati 
cuisine in style.

O N  YO U R  P L AT E 
What to eat and where, 
from local delicacies to 
the best haute cuisine. 

1761
With the discovery of 
fresh drinking water 

on Abu Dhabi Island, 
settlement of the area 

begins in earnest.

1790 S
The Bani Yasi tribal 

confederation, led 
by the Al Nahyan 
family, relocates to 

Abu Dhabi.  

1918
Sheikh Zayed bin 
Sultan Al Nahyan 

is born on 6 May in 
Al Ain; he is named 
after his grandfather, 

‘Zayed the Great’, 
ruler of the Emirate 
from 1885-1909. 

1958
Oil is discovered in 
Abu Dhabi and a 

period of expansion 
and growth begins as 
the society transitions 

towards a modern 
one from its roots in 

Bedouin culture.

1966 -1971
Sheikh Zayed 

becomes the ruler 
of Abu Dhabi in 

1966, and the fi rst 
president of the UAE 
upon its formation 

in 1971.

1980 - PRESENT
Abu Dhabi becomes 
a thriving modern 

society. Upon Zayed’s 
passing in 2004, his 
son Sheikh Khalifa 

bin Zayed Al Nahyan 
succeeds him. 

A  T I M E L I N E  O F  A B U  D H A B I
From humble beginnings this Emirate state has grown into a vital and vivid modern society.

ZAYA NURAI ISLAND RESORT 
This laid-back island resort is a world away 
from the high rises of downtown Abu Dhabi. 
A quick 10-minute boat ride from Saadiyat 
Island, the island boasts 32 villas and 23 
private residences and water villas, all of which 
have stunning views out to the Arabian Gulf. 
There are fi ve restaurants, including a buzzy 
beach club, Smokin’ Pineapple, and a modern 
Mexican offering, while the Friday brunch 
here is renowned for its generosity and fun. 

W H E R E  T O  S TAY :  L U X E  T O  S U P E R  L U X E

A chic island resort, an evocative desert camp, and luxury on a grand scale.

EMIRATES PALACE ABU DHABI If you want 
to experience other-level opulence this is the 
place to do it. There is silk, brocade and 
gilding absolutely everywhere, while a staff of 
around 2000 busy themselves servicing 394 
rooms, 12 restaurants and bars, a spa and 
extensive gardens and grounds; the general 
manager admits to sometimes getting lost in 
its labyrinthine wings. There’s also pools, a 
kids’ club, fi tness centre and a pristine private 
beach complete with camel rides!

QASR AL SARAB DESERT RESORT BY 
ANANTARA A 90-minute drive through a 
mesmerising desert landscape delivers you to 
this exquisite desert camp, located in the heart 
of the Empty Quarter (Rub Al Khali), the 
largest uninterrupted sand desert in the world. 
Days here are spent navigating the sparse dune 
landscape by camel, horse, 4WD or on foot, 
reclining on daybeds, and getting a taste for 
traditional pursuits like falconry and archery, 
while at night you dine under Arabian skies.

W H AT  T O  B R I N G  B A C K
Sticky, sweet dates; an Arabic coffee pot or dallah; oud, a warm and heady Arabic perfume; 

ghutra headscarves, traditionally worn by men, and gold jewellery.
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T H E  Y E A R  O F  Z A Y E D
To mark the 100th anniversary of the birth of the late Sheikh Zayed bin Sultan Al 

Nahyan, the founding father of the United Arab Emirates, 2018 has been designated as 
The Year of Zayed. With a genuine passion for Arab culture, Zayed was accomplished 
in the traditional pursuits of archery, falconry and horse and camel riding, while his 

temperament as an inclusive and understanding head of state was nurtured in the vast, 
calm landscape of his birthplace of Al Ain. Declared by his son, His Highness Sheikh 

Khalifa bin Zayed Al Nahyan, the current President of the UAE, the objective of The Year 
of Zayed is to commemorate and honour the legacy of the man who did so much to create 
the thriving modern UAE, and build on the strong foundations he laid for the future. 

Pritzker Prize-winning architect Jean Nouvel’s otherworldly design for 
the Louvre Abu Dhabi has created a ‘museum city’ of 55 detached 

buildings that appear to float atop the cool waters of the Arabian Sea. 
Anchored by a giant dome, an intricate metal web of 7850 ‘stars’, 

rendered in various sizes and at different angles over eight different 
layers, casts intricate shadow patterns into the interior. Twenty-three of 
the buildings are dedicated to gallery space, with works either acquired 
by the museum itself or on loan from the Louvre and 12 other leading 
French institutions, including the Musée Rodin, Centre Pompidou and 

Musée d’Orsay. Works to search out include Bellini’s Madonna and Child, 
Whistler’s Mother by James Abbott McNeill Whistler, and Napoleon Crossing 
the Alps by Jacques-Louis David, as well as the latest jewel in the crown, 
Leonardo da Vinci’s Salvator Mundi. The Children’s Museum is spread 

across two floors hosting family-focused exhibitions and interactive 
workshops designed to educate as well as enchant. louvreabudhabi.ae

M U S T  V I S I T : 
 L O U V R E  A B U  D H A B I

N O T  T O  B E  M I S S E D

• Al Dhafra Festival An annual celebration of 
the heritage and traditions of Abu Dhabi and 
the UAE, this year’s festivities will take place 
from 17-28 December at Madinat Zayed in 
the Al Dhafra region, about two hours’ drive 
from Abu Dhabi city. Events include saluki 
(greyhound), falcon and date packaging 
competitions, as well as poetry, photography, 
cooking competitions and one of the most 
popular spectacles – the camel beauty contest.

• Abu Dhabi Art The tenth edition of Abu 
Dhabi’s annual art fair takes place this year 
between 14–17 November, showcasing modern 
and contemporary art from all around the world. 
Held at Manarat Al Saadiyat, a custom-built 
cultural centre, it’s the culmination of a year-
round program of arts. abudhabiart.ae

• Formula 1 Etihad Airways Abu Dhabi Grand 
Prix The only twilight race on the F1 circuit, 
the Etihad Airways Abu Dhabi Grand Prix, the 
final race of the season, takes place this year from 
23–25 November. The Yas Marina circuit on Yas 
Island has two long straights, as well as a few 
unique features, including the fact that the cars 
pass through the yacht-filled marina and exit the 
pit lane through a tunnel. The accompanying 
entertainment program is another drawcard of the 
event: this year’s headliners include The Weeknd. 
yasmarinacircuit.com 

• National Day Celebrated on 2 December each 
year, National Day commemorates the union of 
the Arab states that today form the United Arab 
Emirates. The celebrations of national pride – from 
traditional dance performances to an air show – 
culminate in spectacular firework displays on Al 
Maryah and Yas Islands and an outdoor concert 
at Al Jahili Fort in Al Ain.

• Liwa Date Festival Held in July in the oasis city 
of Liwa in the Dharfa region, the festival includes  
a hotly contested competition to find the best date 
grower, a live date auction, and cultural events.

R I D I N G  H I G H 
Tradition meets technology in one 
of the UAE’s most popular sports: 
camel racing. While in the past child 
riders were used to lighten the load 
during races, today it is the job of 
robot riders to steer the animals home 
to victory. Races in Al Ain feature 
voice-activated remote control robots, 
with the benefits going beyond just 
making the the camels faster: there 
are no jockey injuries and much 
less harm is done to the animals.

T H E  W I L D L I F E  O F  A B U  D H A B I
You’ll find a wonderful variety of animals to seek out in the Emirate.  
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DAY ONE  
6AM – An early arrival into Abu Dhabi 
International Airport means you can hit 
the ground running on your first day. 
Check into your hotel, grab some breakfast, 
stock up on water and then it’s time to 
hit the road: taxis are plentiful and 
affordable, and can be flagged down on 
the streets; buses operate throughout the 
city, costing two Dirham coins per trip, 
or you can buy a weekly pass; or opt for 
a private tour with a driver. 
9AM – Your first stop should be the 
beautiful Sheikh Zayed Grand Mosque, 
named in honour of His Highness Sheikh 
Zayed bin Sultan Al Nahyan. The stunning 
marble edifice shines a sparkling bright 
white, its multiple domes (80 to be precise) 
and soaring minarets contrasted by the 
blue skies. A sense of tranquility pervades 
here, while the combination of the sun and 
the intricate architecture produces the 
most amazing shadow play, like artworks 
in their own right. Head inside the main 
prayer hall to walk on the world’s largest 
hand-knotted carpet. Visitors are required 
to cover up; women can borrow an abaya 
(long robe) and headscarf, and men a 
kandura at the entrance to the grounds.
11AM – Get a taste of local life at the Al 
Mina markets, where locals come and go 
buying fresh produce, spices and dates, a 
prized commodity here. Along ‘date alley’ 
the dried fruits are stacked high on plates 
or packed tightly into boxes; at least 45 
varieties are sold here including plump 
medjool dates, the gold standard.  

12PM – Emiratis have a fascinating 
relationship with the falcon; you can even 
buy seats for birds on planes. The Falcon 
Hospital offers state-of-the-art treatment 
to these exquisite creatures. Over 11,000 
birds come through the doors each year, 
and visitors can find out what goes on by 
taking one of the regular guided tours. 
1.30PM –Emirates Palace, once the most 
expensive hotel ever built, has a floor for 
exclusive use by royalty, one for heads of 
state, and one for celebrities. For lunch, 
order the signature camel burger with 
gold-dusted chips and finish with a 
gold-dusted cappuccino.
3.00PM – The luxury and arts enclave of 
Saadiyat Island is home to the Louvre Abu 
Dhabi. The Jean Nouvel-designed building 
features a latticed roof made to resemble 
the shadows cast by the interlocking 
fronds of date palms.
6.30PM – Jump on a boat and head to Zaya 
Nurai Island, a laid-back luxury resort: try 
crispy pizza from a pineapple-shaped oven 
at Smokin’ Pineapple beach bar or 
Levant-inspired seafood at Hooked.

DAY TWO  
8.30AM – The oasis city of Al Ain, a 
two-hour drive through undulating desert, 
complete with camels, is a perfect day trip 
from Abu Dhabi. One of the world’s oldest 
permanently inhabited settlements, the 
oasis is a fascinating proposition of verdant 
palm groves and traditional architecture. 

10.30AM – The massive Al Jahili Fort was 
erected between 1891 and 1898 by Sheikh 
Zayed the First to defend the city and 
its precious palm groves. Within the 
soaring fortified walls is a series of circular 
towers and a visitor centre that houses 
photography by English explorer Wilfred 
Thesiger documenting the lives of the still 
largely nomadic people before oil was 
discovered in 1958. 
12PM –  The nearby Qasr al Muwaiji is the 
birthplace of the current ruler, Sheikh 
Khalifa, the son of Sheikh Zayed; the 
palace includes a sleek modern glass box 
of a visitor centre, with exhibits on the 
history of the ruling Al Nahyan family. 
1.00PM – Feast on traditional Emirati fare 
at Al Fanar, including subtly spiced 
chicken and rice (machboos deyay), 
and slow-cooked meat (thareed laham). 
Finish with lequimat, little doughnut balls 
drenched in date syrup, and fresh mint tea.
4.00PM – An afternoon of fun can be had 
at Yas Island. Check out the Yas Marina 
Circuit, home to the F1 Etihad Airways 
Abu Dhabi Grand Prix, with a driver’s 
experience; head to Ferrari World Abu 
Dhabi, the first theme park dedicated to 
the luxury Italian car brand; and immerse 
yourself in the thrilling and brand new 
Warner Bros. World Abu Dhabi. Later, 
cool off at Yas Waterworld.
8.00PM – Finish your day of action 
with a soothing tradition hammam in 
the marbled opulence of Eastern 
Mangrove Resort & Spa.

4 8  H O U R S I N  A B U  D H A B I
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DINING OUT

4 Eat Japan  

I DON’T KNOW about you, but when 
travelling I feel a real pressure to make 
every meal ‘count’. When you are in a 
new city for just a few days, the idea of 
having a bad meal can be a serious issue. 
The often-quoted line that you can’t have 
a bad meal in Tokyo isn’t entirely true –
while it is certainly harder to have a bad 
meal in Tokyo than many other cities, 
they are out there. So doing research and 
getting recommendations is important.

One of the highest-profile guides to 
the restaurant scene is the Michelin 
Guide. And there is no denying that the 
Michelin Guide has had an impact on the 
restaurant scene in Tokyo; the city has 
more Michelin stars than any other city 
critiqued by the guide, including Paris. 

It’s been a success for the Michelin 
Guide too. Hundreds of thousands of 
Tokyo guides are sold each year, and 
Michelin’s decision to expand to other 
cities (Kyoto and Osaka now have a joint 
guide) has certainly reinvigorated the 
brand. The expansion of the restaurants 
featured to include traditional Japanese 
cuisine, including sushi and even ramen, 
shows an awareness of the booming 
Japanese food scene and a willingness to 
embrace the best of the best, no matter 
the style. 

Many of Tokyo’s restaurants are so small 
(think eight to ten seats), and beloved, 
that receiving an anointment from 
Michelin doesn’t really change the bottom 
line, although it may change things for 
the customer, sometimes pushing out 
bookings to six months in advance. But 
cooking and running restaurants is hard 
work, and getting recognition for it can 
be very satisfying; it is also great for those 
working with you. 

While Michelin is possibly the best 
known restaurant guide in the world, it 

Kobe, Nara and beyond. You need 
to be your own meta-critic, sourcing 
information from many sites to create a 
wish list of restaurants. To restrict yourself 
to just one source means you could well 
miss out on the less known, more off-the-
beaten-track places that can be just as 
rewarding as the higher-profile offerings. 
There’s a lot to be said for the feeling of 
‘discovering’ a place that’s not so well 
known. 

One thing’s for sure: with so many great 
restaurants on offer, your bucket list will 
no doubt be long and probably require 
more than just one visit to the country to 
get through. 

MICHAEL RYAN’S 
TOP TOKYO PICKS. 
Den, jimbochoden.com; 
Florilege, aoyama-
florilege.jp; Craftale, 
tables.jp.net/craftale; 
Kotaru, ameblo.jp/
kotaro-info;
Salmon & Trout, 
Setagaya; Namikibashi 
Nakamura, Shibuya.

With so many award-winning eateries scattered across the country, it’s almost 
impossible to have a bad meal in Japan, explains chef  Michael Ryan.

WHEN YOU ARE IN A NEW CITY FOR  
JUST A FEW DAYS, THE IDEA OF HAVING  
A BAD MEAL CAN BE A SERIOUS ISSUE.
is just one of the many tools available to 
customers seeking the best of dining in 
Japan. In fact you would be doing yourself 
a disservice to use just one guide when 
exploring the country’s vast and eclectic 
dining scene. There are many online sites, 
some customer reviewed, that you would 
be crazy to ignore (definitely try savorjapan.
com), and Bib Gourmand, Michelin 
Guide’s listing of the best restaurants 
offering great food at a reasonable price, 
includes choices in Tokyo, Kyoto, Osaka, 

AND THE AWARD GOES TO. . .

FINE DINING
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 Eat Japan 5 

SAKE FOR BEGINNERS

TEA CEREMONY 101

3 There are various 
sake-producing regions 
where you can visit a 
brewery, take a tour, 
and taste the wares: 
try Fukumitsuya Sake 
Brewery (fukumitsuya.
co.jp) in Kanazawa, 
founded in 1625; 
Shirataki Brewery 
in Echigo Yuzawa, 
Niigata Prefecture, 
where the winter snow 
provides ample clear 
mineral water for 
the brewing process; 
or Fukuju Brewery 
(enjoyfukuju.com), 
located near Kobe.

Bringing together theatrical movement, objects of  beauty and centuries-old customs in  
a spellbinding performance, a traditional tea ceremony is a feast for the senses.

Here’s what you need to know about the national drink.

WHEN YOU hail from a country where 
using a saucer is all too often considered  
a formality, the splendour of the Japanese 
tea ceremony can be dazzling to watch.  
A choreographed ritual of preparing, 
serving and drinking matcha (a powdered 
green tea) that in its current form dates 
back to the 16th century, the ceremony 
works to instil tranquillity and 
mindfulness by bringing together  
the mind and body in a series of  
pre-determined movements. Curious? 
Make the most of your first ceremony  
by getting to know the basics.

HISTORY
Tea has been a fixture in Japan since it 
made its way into the country via China 
in the 800s; however, ritualistic drinking 
didn’t begin until the 13th century when 
tea-tasting parties became popular under 
Kamakura Shogunate rule. 

VENUE
Although tea ceremony can be performed 
anywhere, a tatami-floored room is 

considered the ideal venue. In Kyoto,  
try En, a small teahouse with plenty of 
atmosphere, or the elegant Club Okitsu. 
In Tokyo, head straight to the gardens  
of Hotel Chinzanso. 

DETAILS 
It’s not as simple as booking into any old 
ceremony; gatherings are either chakai – a 
simple event that includes thin tea, a light 
meal and confectionery – or chaji, which is 
a far more formal (and time-consuming) 
affair with a full-course kaiseki meal, thick 
tea, confectionery, and thin tea. 
Seasonality is also important, with 

variations in the temae (serving methods)
performed and equipment used. 

 
TIMELINE
Beginning with a quick ritual cleanse, 
guests can expect to spend some time 
viewing and appreciating the tea-making 
items before the meal is served in small 
courses. Once finished, the host will 
ritually cleanse each tea-making utensil 
before preparing the tea. Bows are 
exchanged as each guest receives their tea 
bowl in turn, rotating it slightly to avoid 
drinking from the ‘front’ of the bowl  
and wearing away the design. In some 
variations of tea ceremony, all guests may 
share the same bowl and rotate it as it is 
passed along. 

ETIQUET TE 
Taking time to show appreciation is 
essential, and it is also considered polite  
to enter the room on your knees and let 
the host seat you. Be sure to also eat and 
drink everything the way it is served – no 
requests for sugar!

1 Sake is a rice wine 
made by fermenting 
rice that has been 
polished to remove 
the husk or bran. The 
brewing of the clear 
liquor is similar to 
beer in that it involves 
converting starch into 
sugar and alcohol. 
Unlike beer, sake 
packs a punch: beer 
usually contains up 
to 9 per cent alcohol 
while sake can contain 
up to 20 per cent, but 
can be diluted with 
water to end up at 15 
per cent.

2 Sake has evolved 
over millennia, with 
mention of a brewing 
department being 
established in the 
Imperial Palace in 
Nara in 689. But it was 
during the Edo period 
(17th to 19th century) 
that it started to be 
produced on a wider 
industrial scale. 

6 The amount of 
polishing that has been 
done to the rice, as well 
as the absence of 
additives, governs the 
premium status of the 
sake. Rice polishing is 
described in the 
following levels: 
Junmai, Ginjo, 
Junmai Ginjo, 
Daiginjo, and 
finally Junmai 
Daiginjo. 
Look for 
these terms  
to guide you 
when choosing 
your drink. 

4 Sake can be served 
hot or cold, although 
high-grade tokutei 
meisho-shu is usually 
drunk cold so as not 
to lose the flavour and 
aroma. Hot sake is 
more often than not 
served in winter.

5 Sake is served in 
a small earthenware 
or porcelain bottle 
known as a tokkuri, and 
sipped from tiny cups 
called choko; at special 
celebrations sake is 
served in ceremonial 
cups or sakazuki.

TEA + SAKE
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Print rates

PRINT SIZE Casual 2x 4x

Double-Page Spread $10,950 $10,676 $10,403

Full-Page Colour $5950 $5801 $5653

Vertical Half Page $3868 $3771 $3674

Premium placement incurs $25% position loading

TRAVEL DIRECTORY

Half-Page Market Place $1100 $1070 $550



PRINT

Full-page branding advertisement with best available positioning at time of 
booking 



Reaching 101,000 ready to travel Australians 

E-NEWSLETTER

Hot deal positions in fortnightly e-newsletter 2

Sent to an audience of more than 60,000 opt-in subscribers 

Uploaded for 2 weeks on our dedicated deal page following send 

SOCIAL

Exclusive Friday Frenzy boosted Facebook post to International Traveller following 

INVESTMENT 

International Traveller value $8800

Print sample packages
Branding & digital conversion 



Full-page content + Digital Conversion
PRINT

Full-page advertorial sub-edited and designed by International Traveller team 

Reaching 101,000 ready-to-travel Australians 

ONLINE

Advertorial published online on internationaltraveller.com with direct clicks through 
to you for 12 months



Guaranteed engaged users across content online 500

E-NEWSLETTER

Content send in fortnightly e-newsletter 

Hot deal positions in fortnightly e-newsletter 2

Sent to an audience of more than 60,000 opt-in subscribers 

Uploaded for 2 weeks on our dedicated deal page following send 

SOCIAL

Boosted Facebook content post to International Traveller following 

INVESTMENT 

International Traveller value $14,312

Print sample packages



Email digital marketing assets

Solus Email 
An exclusive email broadcast to our audience on your behalf. 
The solus email is the perfect solution for presenting both 
detailed editorial information (to educate) and tactical 
information (to promote). 
 
This is very limited with only two sends available per month.

E-newsletter Sponsorship 
Brand awareness and lead generation, clients align their brand with 
the latest and greatest in International Traveller by owning the 
premium advertising position in the editorial newsletter.  

Hot Deal 
Great for tactical promotions in our newsletters and on our website. 
Hot Deals are included in the e-newsletter to our subscribers, as well 
as placed on our deals hub for one month / or validity of deal.

Digital assets 

Solus Email

E-newsletter Sponsorship

Hot Deal



Digital Assets 

Display (banner) digital marketing assets 

Site Takeover 
Similar to the Solus EDM for any major announcement or 
major tactical sale, clients can opt for the site takeover. As the 
exclusive advertiser, clients make a huge impact and dominate 
the audience’s attention. 

Category Takeover 
You are the exclusive advertiser on your chosen destination or 
category – great for lead generation.  

Display Advertising 
Traditional banner advertising is very effective in either brand 
awareness or lead generation if you have a price pointed deal. 



Content digital marketing
 
We are experienced at creating and amplifying appealing content that 
engages potential travellers and gets them to take action, moving from 
dreaming about travel, through inspiration and research to booking 
their next holiday. This focus on authenticity and editorial integrity 
builds ongoing trust with our readers and leads to higher levels of 
engagement on all platforms. Who doesn’t want one of the 
International Traveller team to write about them?

Native Advertising 
Native content is a feature or listicle designed, written and edited by 
one of our writers. They will expertly consider what the best angle 
and story is so that our audience will not only enjoy it, but more 
importantly, find it valuable.

Advertorial 
Nobody knows your story better than you. This is your words, your 
images. Simply send us through 500 words and we will sub-edit the 
content before creating a dedicated page for you online. This content 
solution is perfect as both an education and awareness piece to 
highlight your unique selling points. The client retains final sign off.

Digital Assets 



Digital Social

Facebook 
We can use our social following of more than 20,000 to boost 
your content across our platforms to increase engagement while 
also giving you the opportunity to post your best images, videos 
and competitions to our audience.

Friday Frenzy
Friday Frenzy is an exclusive Facebook post sent out every Friday 
to highlight/promote an awesome deal on the market. This is your 
chance to further your reach to our social media audience with our 
stamp of approval. It’s perfect for a sale or last-minute promotion and 
the deal is also boosted to increase engagement.

Instagram
Through the proven engagement of Instagram stories, we can bring 
a campaign to life, enticing people with eye-catching artwork and 
encouraging people to click the link in our bio if they want to learn 
more. Likewise, archived Instagram posts can be used to draw the 
audience in, highlighting a key element of a campaign or directing 
them to the story via the link in our bio.

Facebook

Friday Frenzy

Instagram



ONLINE DISPLAY ADVERTISING

Half-page,  Wide Skyscraper & Wallpaper Display* $100 CPM

Complete Site Takeover $5950 per week

Traveller TV Content and Homepage Video Takeover $1950 per week

* 25% loading for category takeovers

EMAIL ADVERTISING

Solus EDM $6000 per send

E-Newsletter Sponsorship $950 per send

Hot Deal EDM including online promotion $950 per send

Hot deal 4 pack $550 per send

Digital Assets 



CONTENT CREATION CONTENT + EDM  
SOCIAL MEDIA & 
AMPLIFICATION

CONTENT  
+ EDM

CONTENT

Content professionally produced  
by our editorial team   

Content hosted across relevant 
categories on internationaltraveller.com   

Content included in the editorial 
e-newsletter EDM   

Organic social media post on either 
Facebook, Instagram or Twitter   

Content seeding spend and social 
media boost post   

RATE $5950 $4950 $3950

VALUE $8550 $6550 $4600

% SAVING 30.4% 24.4% 14.1%

Video POA

Digital Creation & Amplification Rates



Sales Manager 
Michelle O’Callaghan 
mocallaghan@internationaltraveller.com

Account Manager 
Lilli Dickson 
ldickson@internationaltraveller.com

Sales and Marketing Coordinator 
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Australian Traveller Media 
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