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By Nawara Fattahova

Silhouette Clinic, in cooperation
with Leader Healthcare FZCO, the
distributer of the Hydrafacial

machine in Kuwait and the GCC
region, held a press conference on
Wednesday at Radisson Blu Hotel as
part of the Hydrafacial world tour.
Hydrafacial is a machine with a hand-
held device that uses four different
HydroPeel tips and various skincare
solutions (chemical exfoliants, antioxi-
dants and hydrating serums like hyla-
ronic acid) to achieve results.

Sabu Thomas, Chief Operating
Officer of Leader Healthcare, said
Hydrafacial is holding the world tour
for the first time, which commenced in
Los Angeles, then headed to New
York, Denver, Colorado, Tokyo,
Shanghai, Singapore, Dubai and Saudi
Arabia, and now in Kuwait. “The treat-
ment is very popular and more people
need to know about it. The reason for
its popularity and success is because it
removes dead skin and all the impuri-
ties in it. So the aesthetician or doctor
has the platform where they can deliv-
er anti-ageing products as they have
already removed the stratum corneum

(the outermost layer of the skin) and
other impurities,” Thomas said.

“The machine is driven by standard
materials which have to be used from
the parent company, as we need
patented products for exfoliating the
skin and removing impurities. When
this is achieved, then you can use any
product including the anti-ageing
hyaluronic acid,” he noted.  

Leader Healthcare Co has many
branches in the Middle East, Australia
and India. “We are specialized in the
supply of aesthetic, dermatology and
anti-ageing solutions. We have been
supplying equipment and providing
services for over 10 years in the indus-
try,” Thomas pointed out. “We have all
kinds of laser machines, anti-ageing
devices, fat loss treatments, wrinkle
treatments and facial rejuvenation
lasers. But one of the most popular
treatments is the Hydrafacial treatment,
which is very popular worldwide and in
the GCC region,” he added. “We also
train people on how to do the treat-
ment and make it successful. It’s not
just about selling a piece of equipment.
We held some training courses in the
past, but we will now hold more of
these courses,” he concluded. 

Thikrayat Al-Shammeri, Medicine
and Poison Specialist at the Ministry of
Health, spoke about the Hydrafacial
machine, saying that the patient can
practice their normal activities or use
makeup after two hours of this treat-
ment. “The machine doesn’t cause irri-
tation or pain, and anesthesia is not
needed before the treatment. It con-
tains many useful materials for the skin
including vitamins C, A and E and
hyaluronic acid, which fills the fine lines
of the skin,” she explained. 

She advised patients to check the
materials used in their treatment and
not only the machine in order to
achieve best results. “The Hydrafacial
treatment is suitable for all skin types
and all ages. The Hydrafacial machine
has been available in the Kuwaiti mar-
ket for more than four years in various
clinics, and it is FDA approved,” added
Shammeri.  

By Nawara Fattahova

KUWAIT: Jose Silva, Chief Executive Officer,
Jumeirah Group participated in the Jumeirah
roadshow held recently in Kuwait, where he met
local media representatives and answered their
questions. Some excerpts:

About Jumeirah
Jumeirah is one of the most prominent luxury

hotel brands with a strong heritage in the
Middle East. Dubai is a business and service
hub in this part of the world. We want to com-
pete on the global scale. My goal is to take
Jumeirah to the international level, to not only
be the best in the Middle East, but also have a
strong presence globally. We have a lot of
Kuwaitis visiting Dubai hotels or local proper-
ties in our portfolio.

About Jumeirah Kuwait
The Kuwaiti market is very good and the

hotel is doing extremely well despite the latest
openings in the market. The hotel does well for
many reasons including its unique location, as it
combines both business and leisure and strate-
gically offers resort facilities as well as business
proximity. Some competitors came to this mar-
ket and more are coming next year, which is a
good sign that people are investing. They
wouldn’t invest this much if they didn’t believe in
it. And our current owner keeps looking for
additional opportunities.

Who are your competitors?
Everyone in the market is a competitor for

us. It’s a good thing and it indicates the strength
of the market. Competition is a good thing when
you have a good positioning, and we believe
that competition will bring more business. But
our hotel is quite unique due to its location and
social activities. The more competition there is,
the better it is in the long term. In the short
term, every competitor affects the business as
you have to share, but it’s just a normal cycle. 

Where do you rank Jumeirah 
and who are your clients? 

We rank the first among hotels in the
Middle East, and globally we are among the
top five in the hotel space. The Kuwaiti market
is important to us here and also globally. Our
signature is Middle Eastern as we were born in
Dubai. We are opening four more properties
this year in the region. Today, the largest cus-
tomers of Jumeirah in Dubai are Russians,
Chinese and Arabs, who represent 85 percent
of ultra-luxury consumers. Jumeirah is a leader
in the luxury space - we are a luxury brand not
only in the hotels field. In Dubai we have six
solid hotels with more than 3,000 rooms with
occupation of over 70 percent all year long
despite low seasons.

Why this region?
Twenty years ago, the Western world

couldn’t imagine spending their holidays in sum-
mer in the Middle East, but today they do. This
shows that our consumers are becoming global,
not only from outside the Middle East, but from
the Middle East as well. The most secure sunny
destination is the Middle East - in Dubai it usu-
ally rains only about six days a year, which is
pleasant for European and Western tourists. The

airport in Dubai is one of the biggest hubs in the
world, as it connects the world together. 

This region is perfectly located - seven hours
from Hong Kong and seven hours from London.
It’s the middle of the world, which is great for
business. Dubai is the hub for services including
banking, consulting and others because of that
difference of seven hours in all directions. Any
corporation in the world has to have a hub in
the Middle East and Dubai is easier for them to
set foot in. The Middle East’s infrastructure of
services is in Dubai. 

Some of your future projects
We are growing the brand where there is a

future. We continue to launch more hotels in
the Middle East - from now and during next
year, we will open 8 to 10 hotels, and half of
them will be in the region. Recently we opened
in Sadiyat in Abu Dhabi and in Bahrain eight
months ago. We will soon open in Oman and
by the end of next year, in Makkah. We are
designing a one-of-a-kind resort in the desert
in Dubai for foreigners to experience the
desert in a different way.

Challenges facing hotels 
in the Middle East

It’s expected that hotels in the Middle East
are going to compete with the best of Paris,
London or Hong Kong. So the Middle East will
have to acquire that level of expertise and deliv-
er those expectations. In the world of social
media, everything is shared. The level of expec-
tation is the biggest challenge, so it has to be on
the global scale of quality, excellence and style.
Jumeirah has its own identity in a similar way as
global fashion brands have, and it’s dangerous
to lose this identity. 

What about your employees?
Employees are the assets of any organiza-

tion. It’s important to spend time with the staff
and to listen to them, so I concentrate on peo-
ple’s development, which is not only in training
them. Developing them is engaging with them
for their careers and promotions. At our univer-
sity, we support a program for students with full
tuition, salary and housing to come to study. It’s
a big commitment for us as it’s the base of any
success, and we bring experts in the industry to
achieve this.

Elements of success 
I try to simplify things for both the employ-

ees, owners and guests. We provide extraordi-
nary service at Jumeirah, which comes from
people engagement and motivation. To be luxu-
rious, we have to be excellent in services. Then
come a great physical product, great design,
comfortable rooms and the restaurant, which
makes the hotel extraordinary. The food and
beverage experience is an essential part of
excellence. Food is now the latest trend in travel,
and I want to bring this to the hotel. I also want
to bring new expertise to the brand - a global
presence. I want it to be an iconic brand and not
just very good. Success is the confirmation from
outside that we have become the leader in the
industry. 

The Kuwaiti market 
The occupancy rate in Kuwait is in the higher

60s, which is very good - in Paris it’s in the mid-

60s. I think when occupancy reaches the 70s,
then there is space for more hotels. I’m happy to
hear that new hotels are coming to the Kuwaiti
market, even if it affects us in the short term, it
will help us in the long term. 

How to improve the Kuwaiti market?
To attract more tourists to Kuwait, we need

more products, experience and awareness.
International brands already have followers, who
will come. Also, we need to facilitate the process
more by bringing new hotels to Kuwait. To make
the international community aware that most
international food brands are available in Kuwait
is very important. I didn’t know that Kuwait is a
food destination, and people should know this.
Social media is also very important - Kuwait has
great freedom of press in the region.

Purpose of the roadshow 
Companies exist through their presence on

social media and through their ambassadors.
More people want to speak to the leader and
here I’m to meet them, I like to reach them and
be the ambassador of the brand. They need to
succeed in the future, so they need a voice - like
all the other brands - to be present. Companies
and organizations need their CEOs to be pres-
ent and talk about the brand so the community
will consume their brand. Our motto at Jumeirah
is ‘Stay Different’, and difference and innovation
is taking us ahead to the future. The goal of the
roadshow is to talk and communicate. 

Jumeirah’s growth
Jumeirah currently has 21 hotels - six in

Europe, two in Asia, and the rest in the Middle
East. We hope that in five years we will reach 35
hotels. Only next year we will open five hotels,
which is a 25 percent growth, and we grow with
quality. We lead the market now in Kuwait and
in Dubai, we lead with over 3,000 rooms. The
Kuwait market also needs four-star hotels - we
have three of these in the UAE and we will con-
tinue increasing these in the future, as we also
like to expand to middle class customers.  

Silva joined Jumeirah as Chief Executive
Officer in March 2018. He brings a wealth of
experience with more than 35 years’ experience
in international luxury hospitality, including 27
years with Four Seasons. Silva is renowned for
the repositioning of some of the best hotels in
the world including the iconic Four Seasons
George V Paris. As Regional Vice President, he
successfully led the most prestigious portfolio
of the Four Seasons Collection, elevating both
product and guests’ experiences to the highest
level. Silva was awarded ‘Hotelier of the Year’ by
Virtuoso, the leading luxury travel agencies net-
work, and during his tenure, the Four Seasons
George V was awarded 5 Michelin stars, still the
most Michelin starred place in Europe and
Americas.

As CEO, Silva is responsible for growing the
group’s luxury portfolio through international
expansion, overseeing the next phase of dynam-
ic growth whilst building on Jumeirah’s extraor-
dinary success over the past two decades, driv-
ing the company to a new era in luxury. Born in
Portugal and raised in Montreal till he was 35
years old, Silva thinks global with always a tac-
tical and local approach.

Nepal was hailed a leader in LGBT rights when it
became the first country in conservative South Asia
to recognize a third gender and assure equality for

its sexual minorities. But more than a decade later, that
trailblazing reputation has lost its lustre, with gay and
transgender Nepalis still confronting obstacles to jobs and
schools, and marriage equality a distant prospect. More
than 900,000 of Nepal’s roughly 26 million population
identify as a sexual minority, according to LGBT rights
group Blue Diamond Society. On paper, they enjoy some of
the most progressive protections and rights guaranteed by
law in the immediate region.

Landmark reforms in 2007 prohibited discrimination on
the basis of sexual orientation and recognized gay Nepalis
at a time when homosexuality was still illegal in neighbor-
ing India. Transgender Nepalis identifying as neither male
nor female were also granted the right to tick “other” when
voting or applying for a passport or other official docu-
ments. But gay and transgender Nepalis and rights activists
say action has not matched rhetoric, and more than a
decade on, the community still faces discrimination. “The
government recognized our identity but has not been able
to put forward a concrete policy or plan to give us rights
that all citizens enjoy,” said Blue Diamond Society presi-
dent Pinky Gurung. “It is heartbreaking that to enjoy one
right (citizenship), we have to be deprived of other oppor-
tunities.” Rukshana Kapali, a transgender woman, has been

allowed to study at university but not formally register as a
student because her high school transcript identifies her as
male under a former name.

The bureaucratic glitch means she may not be able to
graduate. “I feel like I am in limbo,” the 19-year-old told
AFP. “I want to be a linguist, but right now I am worried I
won’t be able to study here at all.” Tribhuvan University,
Nepal’s oldest, says it hopes to find a solution but until
then, Kapali is off the books. “We are optimistic, but it is
not possible to register her under the current regulations,”
said Pushpa Raj Joshi, the university’s exam controller.

Hopes dashed 
Every year, Nepal’s LGBT community take to the dusty

streets of the capital Kathmandu for a vibrant gay pride
parade to demand an end to all forms of discrimination.
Despite much-celebrated gains, there is still plenty to shout
about. Nepal in August adopted a new civil code defining
marriage as between a man and a woman, dashing hopes
for same-sex unions to be legally recognized any time
soon. Other laws in the new statute have also been criti-
cized for narrowly defining core rights in terms of male and
female-leaving no room for people of the “other” gender.

“We were hoping for change so we could marry and
maybe even start a family. But we’ve been disappointed so
far,” said Armand Rana, 23, a gay man who lives with his
partner of six years. Rana’s family has accepted his partner

but many in conservative and patriarchal Nepal still hide
their sexuality and gender identity.

“The amount of progress Nepal has experienced... is
enormous, and yet implementation of the various pledges
from government entities over the years continues to lag,”
said Kyle Knight of Human Rights Watch. The government
says it is working to make laws more inclusive. “If any law
discriminates, people can point it out so we can seek ways
to improve,” said Bharat Raj Sharma, who oversees LGBT

issues at the Ministry of Women, Children and Senior
Citizens. But for transgender citizens like Kapali, the wheels
of Nepal’s bureaucracy are turning too slowly. “Being rec-
ognized as a third gender is important and I am proud of
my identity,” she said. “But I don’t want it to limit what I
can do in my life.” — AFP
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Nepali transgender Rukshana Kapali works on her computer at her home
in Patan near Kathmandu. — AFP photos
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Nepali transgender Rukshana Kapali looks
on during an interview with AFP at her
home in Patan near Kathmandu.


