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OPEN SKIES IS EMIRATES’ 
MULTI-AWARD WINNING

INFLIGHT MAGAZINE

A b o u t  o P E N  S K I E S

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 2017, Open 
Skies is built around high-quality, 
contemporary photography, clean, 
minimal design and a soft, warm 
colour palette.

F r o N t

M A I N

b r I E F I N G



14,000+ average 
flights per month

PASSENGER   
AIRcRAFT
in operation

56 MILLION passengers 
carried by emirates in 
2016-2017, growth of 4 
million extra passengers 
in just 12 months

4.65MILLION
passengers a month

emirates added new dedicated 
airport lounges, taking 

INTERNATIONAL AIRPORT 
LOUNGES TO 39

*source - the emirates group annual report 2016 -2017

THE LARGEST OPERATOR 
of the A380 and 
bOEING 777 in the world

emirates is
currently flying to

156 DESTINATIONS in 
83 cOUNTRIES from 

dubai79.6% SEAT 
OccUPANcy across 

emirates flights in 
2016/2017

A b o u t  E M I r A t E S

257  



emirates is a global brand 
name associated with SPORTING 
cELEbRITIES, TEAMS AND ONE 
OF THE LEADING SPONSORS FOR 
MAjOR GLObAL EvENTS

emirates has 10 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. 

A b o u t  E M I r A t E S



australia & asia

indian
subcontinent

25%

68%

7% 

5% 
8% 

11% 
12% 

18% 
26% 

20% 

PASSENGER DESTINATIONS GENDER SPLITPASSENGER SPLIT

P A S S E N G E r  D E M o G r A P H I C S

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%

19%

13%

7%

*source - the emirates group annual report 2016 -2017



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$160,000 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

o u r  A u D I E N C E



the emirates 
customer base 
predominantly 

consists of frequent 
travellers.
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more likely to HAvE 
ANNUAL GOLF cLUb 

MEMbERSHIP

PASSENGERS WHO FLy 6 OR 
MORE TIMES PER yEAR ARE:

80% 
of emirates  
passengers  

TAKE 3  
OR MORE 
FLIGHTS 
A yEAR

400% MORE LIKELy TO 
HAvE A PRIvATE IN-
vESTMENT (ExcLUDING 
MORTGAGE) WORTH 
bETWEEN US$950,000 
AND US$3,000,000

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

o u r  A u D I E N C E

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+ 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



North AmericA
boston
chicago
dallas
fort lauderdale
houston
los angeles

new york- jkf
orlando
san francisco
seattle
toronto
washington dc

ceNtrAL AmericA
panama city

SOUTH AMERIcA
buenos aires
rio de janeiro
sao paulo

Correct as of August 2015

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
lyon

manchester
madrid
malta
milan
moscow
munich
newcastle
nice
oslo
paris

prague
rome
saint petersberg 
stockholm
venice 
vienna
warsaw
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
phuket
seoul
shanghai
singapore
taipei
tokyo
yinchuan
yangon
Zhengzhou

E M I r A t E S  G L o b A L  D E S t I N A t I o N



D u b A I  A I r P o r t ,  t H E  A V I A t I o N  H u b

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 2017 was US$70

are expecting sales of 
OvER US$2 bILLION IN 2017

    became the WORLD’S   
 bUSIEST AIRPORT IN 2015 

with footfall of 80 MILLION    
   cUSTOMERS in 2017

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%

  7.2% IN 2017



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: 
4.65 million passengers 
a month and growing

FREqUENcy: 
12 issues per year 

KEy FAcTS:

D U B A I ’ S  S T R E E T  S T Y L E

How the city became a canvas for art

 JULY
2018 EXPLORE SHEUNG WAN’S 

LADDER STREETS

LONDON’S YOUNG JAZZ STARS 
REDEFINING THE SOUND

OS_072018.P01_Cover_final.indd   1 6/24/18   1:04 PM

o P E N  S K I E S  E N G L I S H  E D I t I o N



A D V E r t I S I N G  r A t E S

OPEN SKIES ENGLISH 
EDITION

  REGULAR POSITION EUR 

full page (rop) 17,500 

double page spread (rop) 33,500

  PREMIUM POSITIONS EUR 

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 EUR 

1st double page spread 51,645 

2nd double page spread 49,775 

3rd double page spread 46,475 

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.

REAcH 4.65 MILLION PASSENGERS



TEcHNIcAL SPEcIFIcATIONS

  (mm) H x W   

 

 

 DPS 
 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.

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

DEADLINES 
  booking 10th of month prior to publication
 material 12th of month prior to publication

cancellation
 Prime Position 

 minimum 3 months prior to publication (90 days)
 Standard Advertising 

 minimum 1 month prior to publication (30 days)

S P E C I F I C A t I o N S



  info@macsads.com

  +(357) 99799399   www.luxuryhotels.guide    |    www.luxuryhotelsmagazines.com    |    www.cyprusfinest.com    |    www.macsads.com




