
Oryx
A luxury magazine for Qatar Airways,  

the world’s best airline



Reach 30 million passengers a year

A captive audience with an  
average flight time of 6+ hours

Available in every seat onboard the 
world’s fastest-growing airline

Dual language:  
English and Arabic

Relaunched in January 2017 with a  
high-end editorial vision



The luxury magazine for Qatar Airways
 Oryx is a deluxe travel magazine with a different theme each month – from Water  

and Senses to Passion and Style. Available in all classes, with a high-end  

finish, it reinforces the five-star quality of Qatar Airways.

The magazine features great reads and elegant design, with a focus on quality,  

beauty and pared-back luxury. This chic, appealing publication brings  

intelligence and glamour to a premium passenger. 

Content covers Qatar Airways’ 150+ destinations around the world in  

beautifully photographed, thought-provoking stories. 

 Oryx was named winner of the Custom Redesign title  

at the 2017 Folio: Eddie and Ozzie awards. 



A collector’s piece, the world encapsulated
 Oryx each month will be themed. The main section of the magazine exploring the world 

through the eyes of a concept. Whether Style, Time, Water or Nature, each magazine  

will bring a world of luxury to life, and engage readers from cover to cover. 

T H E  T H E M E S

January - WATER    |     February - WATER    |     March - WATER    |     April - WATER

May - WATER    |     June - WATER    |     July - WATER    |     August - WATER

September - WATER    |     October - WATER    |     November - WATER 

December - WATER

A collector’s edition, every month
 Oryx is themed: each edition of the magazine explores a concept  

from different angles. Whether Style, Taste, Water or Art, each issue brings 

 a world of luxury to life, and engages readers from cover to cover. 

U P C O M I N G  T H E M E S  –  2 0 1 8

January - HEALTH    |     February - SMART    |     March - ACTIVE   



Qatar Airways

30m passengers a year. Up 19.2% year-on-year

AGE PROFILE

18-25 9%

26-35 26%

36-45 35%

46-55 21%

56+ 17%

GENDER PROFILE

Male 72%

Female 28%

NATIONALITY

Qatar 3%

UK 11%

India 8%

Germany 6%

USA 6%

France 5%

Australia 4%

Italy 3%

RESIDENCY

Qatar 9%

UK 9%

USA 6%

Germany 6%

Australia 5%

India 5%

GLOBAL EUROPE GCC

59%

41%

59%

41%

39%

61%

REASON FOR TRAVEL

(Source: Qatar Airways)LeisureBusiness



Free-spending passengers

Tourists from Qatar had the biggest average spend  

per transaction in the UK in summer

Growing passenger numbers

Source: IATA

Source: Global Blue

+10.5%

£1,643

Middle Eastern carriers had the strongest annual 

traffic growth of any global region last year





Creative Solutions
Premium Native Editorial and Supplements

QATAR AIRWAYSQATAR AIRWAYS

Bag a
Bentley

P R O M O T I O N R I O

“I’m not 
going to win 

a medal. 
What I want 

is for girls  
in Saudi 

Arabia to 
watch me 

and say,  
‘I can do 

better than 
that’” 

Pore, ulpa qui ut et harcia non etur 
magnam, tet quatemp orioreperum 
nissusam inusame verem imporer 
ibusapit offic totam rent aut et ut qui 

as sapiendam dolorro vellab is a nis simus, ute 
ea inullupti dendae. Tatquae digentibus mos ut 
dis ma consed ut occuptatatur re nullut voloris 
que exerro blaut que volore quas alition sequae. 
Et harume eum es sequi disquaessit, veliquo 
consed quunte serum alignamus molore debit, 
que nobitio rpossit verum faccum none dolum 
quo ommossit ilibere mporerf erciataturia 
quatium re et doluptatur resenda pro volorrore 
nulles sunte vendist hiciexne caepera con 
nossitatum volupta tionsectur?Accatem perorro 
resequasitas modigenis volore nit es vid 
moluptas as aspero et parit reiusaere niaspit, 
volupta eumenihil idelicium voluptas esenetu 
stessum laborep ersp re, ex eumsam voles 
prorem core dolo totat quia qui tenis et por 
mollendant autemodipsum sus aut est odis que

S

QATAR AIRWAYSQATAR AIRWAYS

London’s
Luxe life

P R O M O T I O N R I O

“I’m not 
going to win 

a medal. 
What I want 

is for girls  
in Saudi 

Arabia to 
watch me 

and say,  
‘I can do 

better than 
that’” 

Pore, ulpa qui ut et harcia non etur magnam, tet quatemp orioreperum nissusam inusame verem imporer ibusapit offic 
totam rent aut et ut qui as sapiendam dolorro vellab is a nis simus, ute ea inullupti dendae. Tatquae digentibus mos ut dis 
ma consed ut occuptatatur re nullut voloris que exerro blaut que volore quas alition sequae. Et harume eum es sequi 
disquaessit, veliquo consed quunte serum alignamus molore debit, que nobitio rpossit verum faccum none dolum quo 

ommossit ilibere mporerf erciataturia quatium re et doluptatur resenda pro volorrore nulles sunte vendist hiciexne caepera con 
nossitatum volupta tionsectur?Accatem perorro resequasitas modigenis volore nit es vid moluptas as aspero et parit reiusaere 
niaspit, volupta eumenihil idelicium voluptas esenetu stessum laborep ersp re, ex eumsam voles prorem core dolo totat quia qui 
tenis et por mollendant autemodipsum sus aut est odis que

S

QATAR AIRWAYSQATAR AIRWAYS

WATCH OUT

P R O M O T I O N

Pore, ulpa qui ut et harcia non etur magnam, tet quatemp orioreperum nissusam inusame verem imporer ibusapit offic 
totam rent aut et ut qui as sapiendam dolorro vellab is a nis simus, ute ea inullupti dendae. Tatquae digentibus mos ut dis 
ma consed ut occuptatatur re nullut voloris que exerro blaut que volore quas alition sequae. Et harume eum es sequi 
disquaessit, veliquo consed quunte serum alignamus molore debit, que nobitio rpossit verum faccum none dolum quo 

ommossit ilibere mporerf erciataturia quatium re et doluptatur resenda pro volorrore nulles sunte vendist hiciexne caepera con 
nossitatum volupta tionsectur?Accatem perorro resequasitas modigenis volore nit es vid moluptas as aspero et parit reiusaere 
niaspit, volupta eumenihil idelicium voluptas esenetu stessum laborep ersp re, ex eumsam voles prorem core dolo totat quia qui 
tenis et por mollendant autemodipsum sus aut est odis que

S



Before we go...

6 facts you may not know  
about travel media

1 Air passenger numbers will double 
over the next 20 years (Source: IATA)

2 Inflight magazines are read by 73% 
of air passengers (Source: TGI)

3 Travel media has the most affluent 
readers in the world (Source: Gfk)

4 Inflight is the most positive place 
for inspiring media (Source: SITA)

5 Advertising recall is nearly 50% 
higher inflight than on the ground

6 Travel media reaches real people 
without any digital distraction



Rates & Specs

2018 ADVERTISING RATES

Full Page, run of page €12,150

Double Page Spread €22,500

Inside Front Cover Spread ( 1st DPS) €28,500

Outside Back Cover €36,500

Inside Front Cover Spread Arabic €28,500

Inside Front Cover €19,980

Contact

  info@macsads.com   +(357) 99799399

  www.luxuryhotels.guide    |    www.luxuryhotelsmagazines.com    |    www.cyprusfinest.com    |    www.macsads.com




