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Established 1961 

Jumeirah Messilah Beach Hotel and Spa, Kuwait’s
idyllic resort, has appointed Georges S Akar as its
new Director of Sales and Marketing. Akar joins

Jumeirah Group from the Four Seasons Hotel in Beirut
following his recent post as Director of Sales &
Marketing. He brings with him almost 20 years of
industry experience and will oversee the Sales &
Marketing operations for Kuwait’s luxurious property.

General Manager Savino Leone said, “We are very
pleased to welcome our new Director of Sales &
Marketing, Georges Akar, to our passionate team.
Behind every great resort is a dynamic leader whose
expertise in developing and executing Sales &
Marketing initiatives play a significant role in maintain-
ing the positioning of Jumeirah Messilah Beach Hotel
and Spa as a market leader. 

Prior to joining, Akar’s globe-trotting two-decade
career encompassed many of the world’s leading hotel
and hotel management brands. He had filled numerous
directorial positions ranging from Four Seasons Hotels
& Resorts in Beirut, Riyadh and several regions of
Thailand, Mandarin Oriental Hotel Group in Kuala
Lampur, as well as Movenpick, Rotana and
InterContinental Hotels and Resorts in Beirut. 

Akar obtained his Bachelor’s Degree in the Science
of Business Studies in Hospitality Management from the

Lebanese American
University in Beirut. With
multi-market experience
leading teams in proper-
ties from around the
world, Akar will now lead
a dedicated Sales &
Marketing team at the
Jumeirah Messilah Beach
Hotel & Spa, managing
the resort’s business
strategies through sales,
conference & events,
reservations and market-
ing while continuing to
develop the luxury property as one of the leading
resorts in Kuwait.

The Jumeirah Messilah Beach Hotel and Spa offers
407 rooms including 79 residential suites, two royal
suites and 12 private luxurious villas. The resort is also
home to the relaxation haven, Talise Spa as well as sev-
en unique dining venues. The landmark is nestled in the
secluded beachfront area of Messilah along the shores
of the Arabian Gulf, with easy access to Kuwait’s
Central Business District, airport and other major
attractions.  

Jumeirah Kuwait appoints new Director
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McDonald’s
unveils MacCoin 

To celebrate the 50th anniversary of the Big
Mac, McDonald’s unveiled the MacCoin, a lim-
ited edition global currency backed by the

internationally iconic Big Mac that fans across the
world can get their hands on starting August 4.
Customers can share, collect and redeem for a free
Big Mac at participating McDonald’s restaurants in
more than 50 participating countries. Big Mac fans
from around the world will be able to receive
MacCoins through a variety of exciting giveaways
with each participating country celebrating the
arrival of the MacCoin in its own unique way.

In its 50 years, the legendary taste of the Big Mac
has helped it achieve universal recognition and a last-
ing legacy. No matter where they live in the world,
Big Mac fans recognize the two all-beef patties, spe-
cial sauce, lettuce, cheese, pickles and onions on a
sesame seed bun as the iconic burger with a flavor
combination that’s just as craveable and delicious as
the day it was introduced. It has become such a glob-
al icon that The Economist even used the price of the
Big Mac to create the Big Mac Index, an economic
tool that compares the purchasing power of different
international currencies year after year. This global
connectivity of the Big Mac inspired the creation of
the MacCoin.

“Since it was introduced at a family-owned
McDonald’s restaurant 50 years ago, the Big Mac has
traversed the globe and is enjoyed in cities from
Kuwait to Chicago, providing delicious, feel good
moments to people all over the world,” said
McDonald’s President and CEO Steve Easterbrook.
“So we wanted a global celebration as unique as the
burger itself. The MacCoin transcends currencies to
commemorate our global iconic burger while giving
customers all over the world a chance to enjoy a Big
Mac on us,” he added.

More than 6.2 million MacCoins will be distributed
globally in more than 50 countries while supplies last.
These commemorative coins feature five unique
designs, each representing a decade of the Big Mac.
Each MacCoin design pulls in elements from that time
in history, nodding to art, music and pop culture,
while the front-side of the MacCoin celebrates the
50th anniversary of the Big Mac. The MacCoin high-
lights the ‘70s, showcasing the decade’s flower power,
and the ‘80s alludes to pop art. 

Bold, abstract shapes defined the ‘90s and trans-

late on the MacCoin design, and the early ‘00s
specifically focuses on the technology that was at the
forefront of the turn of the century. The ‘10s MacCoin
celebrates the past 10 years and calls attention to the
evolution of communication. Additionally, the seven
languages featured across the various designs repre-
sent many of the countries participating: Arabic,
English, Indonesian, Mandarin, Portuguese, French
and Spanish.

“When my great-grandfather Jim Delligatti invent-
ed the Big Mac at his grill in Uniontown,
Pennsylvania, he just wanted to make his local cus-
tomers happy,” said Nick Delligatti, fourth-generation
McDonald’s owner-operator and great-grandson of
Jim Delligatti, the inventor of the Big Mac. “August 2
would have been my great-grandfather’s 100th birth-
day, and I believe he would be very proud knowing
his humble sandwich has made such a lasting impres-
sion that people all around the world can enjoy it
wherever they find a McDonald’s.”

On his part, Senior Director of Marketing at
McDonald’s Kuwait. Sherif Coutry said: “2018 is defi-
nitely the year of the Big Mac, and we are thrilled to
be feting one of our most beloved creations of all
time. This classic sandwich has arguably become
symbolic of the McDonald’s brand, and it continues to
be one our best-selling products worldwide.”

Coutry further added: “The MacCoin was espe-
cially created to celebrate five decades of the Big
Mac. With every purchase of a Big Mac Large Extra
Value Meal, customers will receive a MacCoin, each
worth one Big Mac. Available for a limited time only,
each MacCoin is redeemable for a free Big Mac
sandwich at any McDonald’s restaurant in participat-
ing countries all around the world till Decmber 31st.
2018.” The MacCoin will be available in Kuwait start-
ing August 4, 2018 only with in-store, drive-thru and
car service orders. 

Turkish Airlines 
launches new 
in-flight safety video 

Turkish Airlines, the airline that flies to more coun-
tries and international destinations than any oth-
er airline, launches a new animated safety video,

complete with familiar LEGO mini figures in surprising
new roles.  The custom-animated safety video for
Turkish Airlines was created by the teams who assem-
bled “The LEGO Movie”, “The LEGO Batman Movie”,
“The LEGO NINJAGO Movie” and the highly antici-
pated sequel “The LEGO Movie 2” due in cinemas
beginning February 2019, which reunites the heroes of
the first film in an all new action-packed adventure. In
partnership with Warner Bros. and featuring the popu-
lar characters from The LEGO Movie franchise, the
safety video will be shown on all flights starting today
and will also debut online. 

The safety video, which is the first LEGO safety
video ever made, demonstrates step-by-step safety
procedures to passengers in a fun, unique style - com-

plete with sensible airline-approved humor, celebrity
cameos and an unforgettable song and dance number.
Turkish Airlines is proud to have one of the youngest
fleets in the world and strives to achieve the best in avi-
ation safety standards.  Whether frequent travelers or
first-time fliers, the video aims to inform and entertain
passengers, alongside an extensive selection of movies,
TV shows, music and games available in different lan-
guages on the in-flight entertainment system.  

The safety video will kick off the “biggest partner-
ship with the smallest cast ever assembled”, hinting
there is much more to come from the Turkish Airlines
and LEGO Movie franchise alliance. Leading up to the
worldwide release of “The LEGO Movie 2”, Turkish
Airlines will roll-out a global TV campaign, film themed
wrapped airplanes, in-flight and in-airport activations
and even a second safety video. A partnership sure to
entertain and delight!

M Ilker Ayci, Turkish Airlines Chairman of the Board
and the Executive Committee commented; “As a leading
global airline with an emphasis on safety, we are excit-
ed to partner with Warner Bros. and The LEGO Movie
franchise for this video.  We are both brands that are
enjoyed around the world, bringing together genera-
tions and cultures everywhere. We hope that our pas-
sengers can enjoy this new video, which has something
for everyone.”


