
The Boutique Brand 
Agency with a BIG 

difference: 



Borne from over 17 years of publishing experience, Fraser Urquhart Media 
is the brainchild of Jonathan Fraser and Kevin Urquhart, specialists in 

aspirational, regional lifestyles in the Midlands.

Commercially-led, we create campaigns that work for your business and 
engage with your target consumers.  In short, we build brands and manage 

reputations.

But what’s the
BIG difference?



Fraser Urquhart Media is both Publisher and PR with unrivalled 
experience OF  working at the leading edge of luxury living.

But don’t just take our word for it, here are some of the brands 
we are proud to work with:

If you want to make a BIG difference to your business, 
let Fraser Urquhart Media show you how…



PR
17 years of experience in publishing has taught us many things: most notably 
that PR comes in all shapes and sizes.  Some good, some bad, some downright 

ugly.  We put this insider knowledge to good use for you…

We’re Journalists.  We understand angles and how stories should be pitched 
to gain maximum attention.  

We’re connected.  Our Black Book of Contacts is unrivalled.
  

We’re agile.  We provide the right specialist team and support for every 
project. 

We’re commercially-led.  We create campaigns that deliver real results and 
identifiable ROI.

We’re experienced.  Your business is safe with us.  Use our 17 year reputation to 
help grow your business.



Here’s how:
Media Outreach – from broadcast and print to digital and blog.

Events – from conferences and collaborations to Captain’s Table 
dinners.

Introduction Service – from networking and chaperoning to 1-2-1 
personal introductions.

Brand Assets – from concise copywriting and brand guidelines to 
creative photography.

Social Media – from online strategies and content to how to SEO 
effectively.



PUBLISHING
Established in 1999, few publishers rival our experience, understanding or 

reputation.  For 17 years we have lovingly created the region’s most iconic and 
respected lifestyle titles.   

We embrace change and continuously innovate.  We’re Networked.  Door drops 
don’t work, so 100% of our distribution goes through over 300 key distribution 

partners.  It’s the largest and most visible network of any title. We get places 
you can’t.

We’re Sociable.  Our online and social media platforms are the most successful 
and engaging in the sector.

We’re Unisex.  We are unique in creating titles that appeal to both women and 
men.  Why ignore half of your potential audience?  

We’re Lateral.  Our campaigns often combine aspects of both Publishing and PR.  
The choice is yours.

We’re Engaging.  We create commercially-led campaigns that appeal and engage 
with your target consumer.



Here’s how:
Brand Advertising

Creative  and sponsored editorials

Product placement and Support

Interviews

Competitions

Leaflet and Flyer Inserts

Online

Experiential



SIXTYNINE
DEGREES

THE ICONIC SIXTYNINE DEGREES 
IS THE ONLY MULTI-CITY FASHION 
AND STYLE MAGAZINE IN THE 
MIDLANDS.  ESTABLISHED IN 1999, 
THE TITLE PROVIDES A VOICE FOR A 
GENERATION.  

PROUDLY UNISEX IN OUR 
APPROACH –AND UNIQUE IN DOING 
SO - WHERE THIS MAGAZINE LEADS, 
OTHERS FOLLOW – AND SO DO 
OUR LEGION OF READERS, WHO GO 
ON TO SHARE OR TELL 5 OF THEIR 
COLLEAGUES AND FRIENDS ABOUT 
ITEMS THEY’VE SEEN OR READ 
IN THE TITLE.  WE CAN HELP YOU 
MANAGE YOUR WORD OF MOUTH…

OUR EDITORIAL WEIGHTING IS 60:40, 
MEANING PICK UP RATES ARE HIGH 
ACROSS THE LIFE OF THE TITLE.  NO 
OTHER TITLE IS MORE GENEROUS IN 
THEIR EDITORIAL SUPPORT, AS PART 
OF AN ENGAGEMENT PACKAGE.

OUR PRINT TITLE IS DUPLICATED 

AS AN E-ZINE FOR READERS ON 
THE MOVE – FURTHER EXTENDING 
OUR REACH.  AN ACTIVE AND 
DAILY-UPDATED BLOG AND SOCIAL 
MEDIA PLATFORMS ENHANCE AND 
ENGAGE YET FURTHER.  WE HAVE 
THE HIGHEST E-READERSHIP OF ANY 
TITLE IN THIS REGIONAL SECTOR.

SIXTYNINE DEGREES IS PROUD TO 
WORK WITH SOME OF THE BIGGEST 
NAMES IN THE INDUSTRY, INCLUDING 
AUDI, ROLEX, MALMAISON, 
V-FESTIVAL, LUKE 1977, HARVEY 
NICHOLS, SELFRIDGES AND MANY, 
MANY MORE.  

ALL TOLD, THERE ARE OVER 
350+ HANDPICKED LIFESTYLE-
APPROPRIATE VENUES THAT STOCK 
THE TITLE.  NO OTHER MAGAZINE 
HAS SUCH A COMPREHENSIVE 
RETAIL NETWORK – AND 
THEREFORE VISIBILITY.  FULL 
DISCLOSURE AVAILABLE UPON 
REQUEST.

FACTS & FIGURES MARKET:Absolutely unique in its 
demographic and geography.  These 

readers are highly influential, tech-savvy, mobile, aspirational ‘Bright Young 
Things’, aged 20+.  Avid users of social networking, the print magazine is 
backed up with a tablet edition, daily updated blog, Facebook, Twitter and 
Instagram.  Entirely unisex, this title aims at the upwardly mobile, successful 
and influential reader encouraging sharing and ripple effect marketing.  

REACH:82,919 across print, e-zine, online and social media (July 2016)

AREAS:Over 350+ handpicked, lifestyle-appropriate outlets in the cities of 
Birmingham, Leicester, Nottingham and Derby.  

DEMOGRAPHICS:Absolutely unique in its demographic and geography.  
These readers are highly influential, tech-savvy, mobile, aspirational ‘Bright 
Young Things’, aged 20+.  Avid users of social networking, the print magazine 
is backed up with a tablet edition, daily updated blog, Facebook, Twitter and 
Instagram.  Entirely unisex, this title aims at the upwardly mobile, successful 
and influential reader encouraging sharing and ripple effect marketing.  

SEX:Male 41% Female 59%  
SOCIAL:ABC1  

www.69-degrees.co.uk
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Imprints of Culture: Block 
Printed Textiles of India

The Bonington Gallery at Nottingham Trent 
University: not just a pretty space
The Bonington Gallery is an innovative 
exhibition space situated within the NTU 
School of Art & Design’s Bonington building 
on Shakespeare Street in Nottingham’s city 
centre; it runs a diverse programme of 
year-round exhibitions and creative events, 
featuring work and practice by artists, 
designers and performers  from across the UK 
and internationally. 

All of the exhibitions at the Bonington 
Gallery are completely free to visit.
Find out more, and sign up for event alerts 
and updates at www.boningtongallery.co.uk     

This spring’s programme features two 
contrasting exhibitions that span the most 
traditional of block printing techniques 
to the very cutting edge of new publishing 
technology….

26 Feb – 24 Mar 2016    
Imprints of Culture explores the contemporary 
production and use of Indian block prints.

This exhibition shows how block printing, one of 
India’s foremost crafts, has not only played a role 
in the ritual life of the subcontinent but also in the 
creation of visual identity. Integral to caste dress 
and modern urban style, block prints have been 
a significant source of revenue through centuries 
of domestic and international trade. The show 
includes block prints from leading centres of the 
craft and includes traditional designs as well as 
more recent innovations. It has been developed 
in collaboration with block printers in these areas, 
as well as fashion designer, Aneeth Arora, and is 
curated by NTU researcher Eiluned  Edwards. 

15 Apr – 20 May 2016 
Bonington Gallery is delighted to present 
Publishing Rooms, a commissioned 
exhibition concept by Andrew and Iain 
Foxall of Foxall Studio London.

Over the past decade, mass-publishing has 
moved from the print houses into the hands 
of anyone owning a smartphone.  Exploring 
themes of self-expression, the Bonington 
Gallery will become a facility for self-
publishing, taking on the appearance of an 
abstracted newsroom with the functionality 
of a photo booth. Visitors will be invited to 
interact with technological and analogue 
devices designed and implemented by 
Foxall.

Publishing Rooms:

#NTUDEGREESHOW: Save the Date: 4-11 June 2016
In June 2016 we’re proud to host an exhibition of newly emerging artists and designers.  #NTUDegreeShow  
presents a wealth of creativity from graduating students, spanning  fashion and textiles, visual arts, visual 
communications, architecture and product design. NTU’s Art and Design Degree Show is one of the few graduate 
shows within the UK to simultaneously showcase  the work of its final-year students across over twenty course 
areas, offering the public and industry an opportunity to see the creative influencers of the future. 
Find out more about the degree show schedule of events and catwalks at www.ntu.ac.uk/degreeshow

www.69-degrees.co.uk   
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WIN A LUXURY DINING EXPERIENCE FOR YOU
AND THREE FRIENDS AT HARVEY NICHOLS
Fancy a VIP dining experience at Harvey Nichols 
Birmingham? Here’s your chance! We’ve teamed 
up with the most luxurious name in retail to offer 
you and three friends dinner at the Chef’s Table 
in the Harvey Nichols Restaurant and a 
wine choice picked to complement 
your meal perfectly.

Situated in the heart of the stylish 
Mailbox, the Harvey Nichols 
Restaurant has trailblazed the 
movement for premium casual 
dining in the city since it opened 
nearly a year ago. With Head 
Chef Mark Walsh at the helm, 
diners can enjoy a delicious range 
of starters, mains and desserts that 
use the best seasonal ingredients, 
many locally sourced.

The new menu features a range of mouth-watering 
choices, including: Scorched Provençal squid with 
Oxspring’s ham; roasted rump of spring lamb served 
with warm green pea and bean salad; and slow 
cooked Hampshire pork belly, baby carrots, leeks and 
spring cabbage. Delicious desserts include passion 
fruit and orange delice with passion fruit sorbet, and 
dark chocolate fondant and peppermint ice cream. 
There’s also a range of classics, such as the smoked 
300g rib-eye steak and the hugely popular Harvey 
Nichols burger.

Our lucky winner and three friends will take their 
seats at the Chef’s Table to enjoy a delicious meal 
cooked and prepared before them by chef Mark, 

while Wine Specialist Siofra O’Brien will hand-pick a 
selection of wines (total value for food and drinks up to 
£250) that will match your choices and enhance your 

experience.

For your chance to win, visit www.69-degrees.
co.uk and click on competitions.

Terms and Conditions: One winner will be drawn at random from all 
valid entries received. The prize must be taken from Sunday-Thursday 
between July 1 2016 and August 31 2016 (subject to availability) and 
the winner must book directly with Harvey Nichols. Prize includes a meal 
for four at the Harvey Nichols Restaurant in Birmingham, with wine, up 
to the value of £250. There is no cash alternative. Full Harvey Nichols 
terms: harveynichols.com/information/policies/competition-terms/  
Competition closes 1st July 2016. Entrants must be 18 or over. 

WIN!



DLUXE BIRMINGHAM & SOLIHULL 
IS A NEW BREED OF GLOSSY 
LIFESTYLE MAGAZINE AIMED AT 
THE SUCCESSFUL, INFLUENTIAL 
AND AFFLUENT 40+.  IT IS 
BIRMINGHAM’S ONLY CITY-FOCUSED 
A4 GLOSSY LIFESTYLE MAGAZINE 
ENCOMPASSING LUXURY LIFESTYLE 
AND HIGH END BUSINESS AND, AS 
PART OF A PUBLISHING GROUP THAT 
INCLUDES THE ICONIC SIXTYNINE 
DEGREES MAGAZINE, HAS A 
WELL-EARNED REPUTATION BUILT 
OVER 17 YEARS OF INDEPENDENT 
PUBLISHING.  

PROUDLY UNISEX IN OUR APPROACH, 
WHERE THIS MAGAZINE LEADS, 
OTHERS FOLLOW – AND SO DO 
OUR LEGION OF READERS, WHO GO 
ON TO SHARE OR TELL 5 OF THEIR 
COLLEAGUES AND FRIENDS ABOUT 
ITEMS THEY’VE SEEN OR READ IN THE 
TITLE.  

OUR EDITORIAL WEIGHTING IS 60:40, 
MEANING PICK UP RATES ARE HIGH 
ACROSS THE LIFE OF THE TITLE.  NO 
OTHER TITLE IS MORE GENEROUS IN 

THEIR EDITORIAL SUPPORT, AS PART 
OF AN ENGAGEMENT PACKAGE.

OUR PRINT TITLE IS DUPLICATED 
AS AN E-ZINE FOR READERS ON 
THE MOVE – FURTHER EXTENDING 
OUR REACH.  AN ACTIVE AND 
DAILY-UPDATED BLOG AND SOCIAL 
MEDIA PLATFORMS ENHANCE AND 
ENGAGE YET FURTHER.  WE HAVE 
THE HIGHEST E READERSHIP AND 
ENGAGEMENT OF ANY TITLE IN THIS 
REGIONAL, LUXURY SECTOR. 

DLUXE BIRMINGHAM & SOLIHULL 
IS PROUD TO WORK WITH SOME OF 
THE BIGGEST NAMES IN LUXURY 
RETAIL INCLUDING HARVEY 
NICHOLS, AUDI, ROLEX, MALMAISON, 
BULLRING,  SELFRIDGES,  HYATT,  
BENTLEY, ROLLS ROYCE, MCLAREN, 
QATAR AIRWAYS AND MANY, MANY 
MORE.  ALL TOLD, THERE ARE 
OVER 313 HANDPICKED LIFESTYLE-
APPROPRIATE VENUES THAT STOCK 
THE TITLE.  NO OTHER MAGAZINE 
HAS SUCH A COMPREHENSIVE 
RETAIL NETWORK – AND THEREFORE 
VISIBILITY.

MARKET: ffluent and 
cosmopolitan couples and 

families, aged .  ntirely unise , this title aims at the upwardly 
mobile, successful and influential reader encouraging sharing and 
ripple effect marketing. 

CIRCULATION: ,

REACH: ,  across print, e- ine, online and social media. 

AREAS: istributed through over  lifestyle appropriate outlets 
in irmingham ity such as arvey ichols, otel u in, ouis 

uitton, entley and a  mile radius including areas such as 
dgbaston, arborne, olihull, hirley and Knowle. 

POSTCODE SECTORS: , , , , , , , , , 
, , , 

AGE:  aged over 

SEX: ale  emale 

SOCIAL: 

ALBERT EINSTEIN used with permission of HUJ. Represented by GreenLight.

A  N A M E  S Y N O N Y M O U S  W I T H  G E N I U S 

W R O T E  T H E  W O R L D ’ S  M O S T  F A M O U S  E Q U A T I O N

P I T Y  A B O U T  T H E  S A N D A L S

R E D E F I N E D  M O D E R N  P H Y S I C S

Great men deserve great style

THE  M E N S W E A R  D E S T I N AT I O N
M A I L BO X, B I R M I NG H A M    

For any petrol head opening up 
their email to find an invitation 
to drive some of the UK’s fastest 
supercars is sure to put a smile on 
their face but when dluxe Editor 
Jonathan Fraser received an 
invite to get behind the wheel of 
the new generation of McLaren 

supercars at the historic Silverstone race track it’s fair to say he 
was left grinning from ear to ear. 

Whether you’re a fan of the new line up or not, any petrol head worth 
their salt would have tuned in to the new series of Top Gear and seen 
the new McLaren  675 LT go straight to the top of the leaderboard with 
a record time around the track, beating the likes of  the Pagani Huayra, 
Lamborghini Huracan and Bugatti Veyron Supersport.  What came 
across from the show’s commentary was not only just how fast the 
McLaren was but also how entertaining it was to drive; focused firmly on 
the driver and the experience so I was keen to try it for myself.

The driving experience day was held by Rybrook Specialist Cars at 
the iconic Silverstone circuit. Customers new and old as well as special 
guests were invited by Rybrook’s Solihull team to come and try some 
of the latest models for size away from the confines of the showroom. 
Amongst the models on trial were the stunning Rolls Royce Wraith and 
luxurious Dawn, the clever BMW i8, wild Lamborghini Hurrican and a 
brace of McLarens including the 570S and the 650S Spyder. 

After warming up on track behind the wheel of the Rolls Royce Wraith, a 
car that seemed to defy it’s stature by being so nimble and with so much 
torque that a heavy gun of the accelerator would see your head snap 
back into the  sumptuous leather upholstery, it was time to explore the 
McLaren. 

I started in the 570S Coupe, a car lauded for being completely driver-
centric and performance oriented; equally at home on the track as it is 
on the open road. With the lightest weight in its class and the highest 
power to weight ratio, it delivers super car punch and thrills that would 
shame many more expensive rivals.

Even if you take for granted 0-124mph in a scarcely believable 9.5 
seconds, nothing prepares you for the thrill of the 570S Coupé’s 
race-bred dynamics. With a 3.8-litre twin turbo V8, delivering 570PS, 

performance is nothing short of breathtaking. The thing that is most 
striking though is how forgiving the McLaren is to drive. One of the 
many McLaren technologies the Sports Series shares with its Formula 
1™ and supercar cousins is carbon fibre construction creating a super 
strong chassis that weighs just 75kg and provides immense rigidity 
and stiffness. This translates into outstanding dynamics providing the 
570S with an addictive driving experience and the ultimate in driver 
engagement. Adaptive dampers and anti-roll bars are paired with a 
double wishbone suspension that makes the 570S incredibly nimble and 
responsive to every driver input.  It’s a complete joy to drive and makes 
even the most docile of drivers feel like Damon Hill. 

The McLaren is in fact so easy to drive that you could imagine it as a 
daily driver as the 570S is surprisingly practical. Visability is excellent 
the cockpit is spacious and well equipped with a seven inch tablet 
style touchscreen housing sat nav, entertainment and climate control 
settings. Another practical feature for such a low and wide car are the 
dihedral doors which, whilst looking supercar stunning, actually make it 
incredibly easy to get in and out of the 570S, especially in a tight parking 
space as they open upwards.

So amazing to drive and easy to live with, is the McLaren 570S 
the supercar that could actually fit into your lifestyle? Contact 
McLaren Birmingham on 01564 787180 to find out or visit 
Rybrook McLaren at 2635 Stratford Road, Hockley Heath, Solihull, 
B94 5NH www.rybrook.co.uk

TRULY, MADLY, DEEPLY, MCLAREN
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SPECIAL FEATURE

dluxetravel

NEW YORK CITY: New York 
really is the city that never 
sleeps. There’s just too 
much to do: incredible 

theatre on Broadway and beyond, global cuisine on every 
corner, skyscrapers stretching up as high as the eye can 
see and dozens of museums and galleries. Don’t limit 
yourself to Manhattan; Brooklyn and the other three 
boroughs have lots to offer as well. 

MAINE COAST: With its rocky shorelines, pretty towns 
and friendly locals, Maine’s coast is a quintessential New 
England destination. It’s ideal for sailing and fishing, or 
just hanging out by the harbour. Binging on seafood is a 
must while you’re here; Maine is famous for its lobsters, 
oysters and clams. 

BOSTON: Founded in 1630, Boston is one of the USA’s 
oldest cities and perhaps the best place to discover the 
country’s founding. Walk the Freedom Trail that links 
historic sites from the American Revolution. Boston is also 
a major sports city with professional baseball, basketball, 
hockey and American football teams.

UPSTATE NEW YORK: Most New York tourists never get 
further than the noise and hubbub of the city, but upstate 
New York is a quiet and serene paradise. The Catskills 
offer gorgeous mountain landscapes perfect for hiking, 
while the Hudson Valley has tiny river towns, leafy parks 
and vibrant arts and farming communities.

NEW ORLEANS: nowhere 
epitomises ‘melting pot’ 
quite as well as this French-
Creole-Southern city. Come 

to eat – sugar-sprinkled beignets, shrimp-stuffed po’ boy 
sandwiches, gumbo thick with spices and seafood. Come 
to learn – French, Spanish and African history, historic 
architecture, the legacy of Hurricane Katrina. Come to 
dance – brass bands, jazz clubs, street parades, Mardi Gras.

CIVIL RIGHTS TOUR: Integral to American history, the Civil 
Rights Movement ended racial segregation and paved the 
way for equality. Visit Alabama and see the Rosa Parks 
Museum, the Birmingham Civil Rights Institute and the 

The Best of the US
THE USA IS AN ENORMOUS COUNTRY: ALMOST TWO AND A HALF TIMES THE SIZE OF THE EUROPEAN 
UNION. THE STATE OF TEXAS IS ALMOST TWICE THE SIZE OF GERMANY, TWO UNITED KINGDOMS 
COULD FIT INTO CALIFORNIA…YOU GET THE IDEA. THAT MAKES PLANNING A TRIP THERE A 
HERCULEAN TASK. TO SIMPLIFY THINGS, WE’VE CREATED A GUIDE TO THE HIGHLIGHTS OF EACH 
REGION IN THE USA.

WHERE TO GO TO IN 
THE NORTHEAST

WHERE TO GO TO IN 
THE SOUTHEAST

FACTS & FIGURES



DLUXE LEICESTERSHIRE & 
RUTLAND IS A NEW BREED OF 
GLOSSY LIFESTYLE MAGAZINE 
AIMED AT THE SUCCESSFUL, 
INFLUENTIAL AND AFFLUENT 40+.  
IT IS LEICESTERSHIRE’S MOST 
INFLUENTIAL A4 GLOSSY LIFESTYLE 
MAGAZINE ENCOMPASSING LUXURY 
LIFESTYLE AND HIGH END BUSINESS 
AND, AS PART OF A PUBLISHING 
GROUP THAT INCLUDES THE ICONIC 
SIXTYNINE DEGREES MAGAZINE, HAS 
A WELL-EARNED REPUTATION BUILT 
OVER 17 YEARS OF INDEPENDENT 
PUBLISHING.  

PROUDLY UNISEX IN OUR APPROACH, 
WHERE THIS MAGAZINE LEADS, 
OTHERS FOLLOW – AND SO DO 
OUR LEGION OF READERS, WHO GO 
ON TO SHARE OR TELL 5 OF THEIR 
COLLEAGUES AND FRIENDS ABOUT 
ITEMS THEY’VE SEEN OR READ IN THE 
TITLE.  

OUR EDITORIAL WEIGHTING IS 60:40, 
MEANING PICK UP RATES ARE HIGH 
ACROSS THE LIFE OF THE TITLE.  NO 
OTHER TITLE IS MORE GENEROUS IN 

THEIR EDITORIAL SUPPORT, AS PART 
OF AN ENGAGEMENT PACKAGE.

OUR PRINT TITLE IS DUPLICATED 
AS AN E-ZINE FOR READERS ON 
THE MOVE – FURTHER EXTENDING 
OUR REACH.  AN ACTIVE AND 
DAILY-UPDATED BLOG AND SOCIAL 
MEDIA PLATFORMS ENHANCE AND 
ENGAGE YET FURTHER.  WE HAVE 
THE HIGHEST E READERSHIP AND 
ENGAGEMENT OF ANY TITLE IN THIS 
REGIONAL, LUXURY SECTOR. 

DLUXE LEICESTERSHIRE & RUTLAND 
IS PROUD TO WORK WITH SOME OF 
THE BIGGEST NAMES IN LUXURY 
RETAIL INCLUDING AUDI, ROLEX, 
MALMAISON, HARVEY NICHOLS, 
HIGHCROSS,  JAGUAR LANDROVER, 
NUFFIELD, CURVE, BENTLEY, ROLLS 
ROYCE, QATAR AIRWAYS AND MANY, 
MANY MORE.  ALL TOLD, THERE ARE 
OVER 320 HANDPICKED LIFESTYLE-
APPROPRIATE VENUES THAT STOCK 
THE TITLE.  NO OTHER MAGAZINE 
HAS SUCH A COMPREHENSIVE 
RETAIL NETWORK – AND THEREFORE 
VISIBILITY. 

MARKET: ff luent and 
cosmopolitan couples 

and families, aged .  ntirely unise , this tit le aims 
at the upwardly mobile, successful and influential reader 
encouraging sharing and ripple effect marketing. 

CIRCULATION: ,

REACH: ,  across print, e- ine, online and social media. 

AREAS: ver  l i festyle appropriate outlets in eicester 
ity and a  mile radius  outh  towns including 
toneygate, Kibworth, arket arborough, elton owbray, 
utterworth, nderby and akham. orth  including nstey, 
ewton inford, othley, uorn, arrow Upon oar and 
oughborough. 

AGE:  aged over 

SEX: ale  emale 

SOCIAL: 

ONE PIECE 
WONDERS 

Remember that Robert 
Palmer video? Simple shapes, 

big hair and bold lips. 

Thank you one piece, from prints 

dluxestyle 1
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Qatar is a direct flight from Birmingham 
to Hamad International in Doha.  The 
6.5hour flight on the Dreamliner 787 
skirts you past white topped mountains 
and great lakes as big as seas, flying over 
international waters sandwiched between 
Baghdad, Bahrain and Basra.  These are oil 
rich, war torn, politically and religiously 
over-zealous states that we are all familiar 
with from conflict reports on the TV.  It is 
with this media-led view that I enter Qatar, 
admittedly apprehensive.

Qatar found deep reserves of oil and gas 
in the 1930s and has, in the past eighty 
years, gone giddy with wealth with most 
growth in the past twelve years alone.  Its 
two million inhabitants comprise just 
25% locals: the remainder being ex-pats 
from across the globe – 25,000 of which 
are British - bringing skills and services 
to Doha, with many earning tax-free 
fortunes in the process and a lifestyle 
to die for.   You quickly realise that the 
business cognoscenti have been dabbling 
in Doha for decades: 20% of our gas comes 
from here; bi-lateral trade amounts 
to over £5bilion currently and Qatari 
investment in the UK valued at over £30 
billion to date.  That Qatar investors own 
half of the real estate in Knightsbridge – 
including Harrods – should also not go 
unrecognized, nor that universities such as 
Coventry are havens for entrepreneurial 

Qataris seeking a thorough grounding in 
business studies.  
Almost all construction and infrastructure 
is bought in / brought in.  They are tearing 
down and rebuilding Doha as a blueprint 
city for the future, as part of a 2030 vision 
for Modern Qatar.    

Everything appears to be with its own 
obsolescence in mind. With no restrictions 
on land, imagination or money, it’s a heady 
formula!  What they lack in taste, they 
make up for in ambition.  The upshot is 
that this vast flow of international trade, 
wealth and constant reinvention comes 
a transitionally more liberal state and 
somewhere you’re going to want to put on 
your bucket list in years to come.  Doha: 
the biggest little country you’ve never 
heard of. It dares to dream big. It embraces 
reinvention. When you combine this with 
year-round sunshine, golden beaches, a 
financial beating heart, and every major 
luxury shopping brand in the world – plus 
that it’s only 6.5 hours from UK - what’s not 
to adore in Doha?

DRINKING IN DOHA:

Qatar is a Muslim state, but that’s not to say 
it doesn’t drink.  Certainly, there is only one 
licenced liquor store in Doha and you have 
to have a licence to purchase alcohol, but 
drink is not difficult to discover with every 
five-star hotel and resort offering a range of 

bars and restaurants that are unsurpassed.  
In reality, with so many ex-pats living here, 
Doha could never be dry, but drinking is 
most certainly not on display.  This will 
prove to be interesting when the World 
Cup comes with some predicting ‘drinking 
zones’ and you wonder if it this drinking 
genie could ever be put back into the bottle 
afterwards?

The Biggest Little Country You’ve Never Heard Of

OFTEN LUMPED IN WITH THE ‘ARAB STATES’, QATAR LIES SOMEWHERE BETWEEN THE 

RELATIVE LAISSEZ FAIRE LIFESTYLE OF DUBAI AND THE MORE DISCIPLINARIAN RULE OF 

SAUDI ARABIA.  HERE IS A CITY THAT DARES TO DREAM BIG; THAT IS FAST REINVENTING 

ITSELF AS A LUXURY STOPOVER DESTINATION TO RIVAL DUBAI, CALLING ITSELF ‘THE 

GATEWAY TO THE WORLD’.   IT ALSO REALISES THAT TO BE A WORLD PLAYER – BEAR IN 

MIND IT’S HOSTING THE WORLD CUP IN 2022 – IT NEEDS TO DO SOMETHING SERIOUS 

WITH ITS PR ISSUES.  DLUXE BIRMINGHAM & SOLIHULL’s KEVIN URQUHART JUMPED AT 

THE CHANCE OF VISITING QATAR’S CAPITAL, DOHA, TO FIND OUT FOR HIMSELF…

BARS YOU MUST VISIT:

Nobu at the Four Seasons took five years 
to build and has been open for a year. Full 
every weekend. Approached by a lantern 
lit path that navigates around the Four 
Seasons Hotel and harbour, showing the 
multi-million pound yachts to full effect. It 
is, quite simply, one of the most stunning 
and achingly hip Inside/outside bars and 
restaurants in the world.

The Sheraton Hotel’s Backyard has an 
incredible lounge and club and is one of 
the hottest places to be seen at: DJs such as 
Tiesto play regularly.  It also operates an 
anti-glamour dress code, which is highly 
unusual in Doha.  

SHOPPING IN DOHA:

Seriously?   Designer shopping is the true 
deity of Doha.  Every (EVERY) luxury 
fashion brand is vying for square footage in 
Doha’s 17 malls.   

SHOPPING AREAS YOU MUST VISIT:

Souq Wafiq: This appears ancient, but 
has been purpose built in the style of the 
traditional souq with a warren of highly 
fragranced alleys and specialist markets 
where everything is traded and bartered 
for: from gold, cloth and handicrafts.  
Charmingly, one trader proclaimed to 
have a wonderful selection of ‘real, genuine 
fakes!’  Brilliant.  The souq also trades in 
highly prized birds of prey. Such is the 
esteem of this national sport - and the 
value of some of the birds being in the 
hundreds of thousands of pounds – it’s 
logical that they have a dedicated falcon 
hospital here, too.    

THINGS YOU MUST DO:

Sand Dune Bashing at Sealine: A convoy 
of Landcruisers literally belt over the 

desert – sometimes with all four wheels 
off the ground – until you hit the Sealine 
at Khor al Adeid, which is where the desert 
meets the sea.  Your rattled bones are justly 
rewarded with a beach oasis where you can 
sunbathed on floating pontoons and eat 
bbq food under canopies.  

Museum of Islamic Art (MOIA): this is 
one of Doha’s most iconic structures and 
is breathtaking.  Set over three floors and 
designed by I.M.Pei, it has the largest and 
finest collection of pieces representing 
more than 1,400 years of civilisation.  
What’s interesting is that many of the 
artefacts have been bought from the UK 
and re-interred in Doha.  It’s also symbolic 
of Qatar’s ambition to being seen as a 
major arts and cultural destination, with 
more museums in construction as we 
report.  

The Dhow Cruise: The traditional Dhow 
boat trip was picked up from the harbour 
and leisurely circumnavigates the MOIA 
before setting out to sea.  A delicious bbq 
lunch is your reward from leaping off the 
boat and floating in the salty, cyan seas.  
Heavenly.

HOTELS YOU MUST STAY AT:

Doha is home to some of the world’s 
most luxurious hotels: the W; the Westin 
Doha; the St Regis; the Kempinski and 
the Sheraton, which is proudly lauded 
as its oldest, having being built in 1982.  
One of the new kids on the block is the 
Shangri La, which is based on the famous 
La Corniche; a five kilometre promenade 
that wraps around three sides of the sea 
inlet.  Recently opened, this is opulent, 
spacious and befitting its five-star stature. 
Its seventh floor, open air, rooftop pool is 
stunning.  Also recommended is the chic 
Westin Doha, which is just out of Doha in 

the new New Downtown.  It promises to 
give the best night’s sleep ever and they’re 
not wrong.

THE FACTS
Best Time to Visit: The weather is 
always glorious, but remember 
it’s in the desert, so summers are 
insanely hot.  And humid. 

Qatar Airways operates an 
eight times weekly service from 
Birmingham to Doha with prices 
starting at £627 return in Economy 
Class and £3,459 in Business Class.  
For more information, visit www.
qatarairways.com or call 0330 024 
0125.

The Shangri-La Doha, rooms start 
at £172 per night, depending on 
season and availability.  
www.shangri-la.com

The Westin Doha Hotel & Spa, 
rooms start at £150 per night.  
www.westindoha.com

Tours can be provided by Qatar 
International Adventures, visit 
www.qia-qatar.com

www.qatartourism.gov.qa
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