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As part of its marketing activities, The 
Leading Hotels of the World held its 
annual roadshow in the region last 

week in Kuwait. Around 40 of its hotels par-
ticipated in this event to showcase their facili-
ties and services and meet representatives of 
local travel agencies.   

Chris Walker, SVP Global Sales, Hatem 
Chatter, Senior Director, Middle East and 
Africa, and Majed Al-Qasem, Director Sales, 
Saudi Arabia and Kuwait, along with 38 rep-
resentatives of some of the company’s hotels 
from various countries including Austria, 
Finland, France, Germany, Greece, Italy, 
Portugal, Switzerland, Turkey, Morocco, 
Indonesia, Japan, Vietnam and the United 
States, participated in this event. 

Members of the delegation met the repre-
sentatives of popular local travel agencies and 
airline agents to discuss cooperation and 
improving touristic services for Kuwaiti and 
other travelers. The roadshow started in 
Jeddah, followed by Riyadh, Khobar, Bahrain, 
Amman, Beirut, Doha, Kuwait and Abu Dhabi, 
and concluded in Dubai.   

Walker provided some information to 
Kuwait Times on The Leading Hotels of the 
World:   

Kuwait Times: How important is the 
GCC market to Leading Hotels of the 
World, what does it represent in terms of 
the portfolio? 
• GCC is greatly important both from a 

portfolio and customer perspective 
• LHW is the largest collection of inde-

pendent luxury hotels 
- 430+ members in more than 80 

countries 
- GCC represents approximately 2 per-

cent of portfolio and growing 
• Portfolio creation is a strong focus of the 

new executive team 
- Focus on independent  luxury 

properties 
- Nearly 90 percent family-owned; 

more than 90 percent independently 
managed 

- Hotels whose individuality and per-
sonalized service create distinct expe-
riences for guests; LHW’s sweet spot 
because our hoteliers’ sophisticated 
expertise in their destinations have 
been cultivated across generation 

- LHW will look for the right GCC port-
folio additions in markets where there 
is growth potential, such as in Saudi 
Arabia and Oman 

• 2019: LHW welcomed nearly 30 new 
member hotels and had 20+ worldwide 
openings 

• 2020: LHW anticipates consistent 
growth with quality additions to the 
portfolio in key markets; specifically 

focused on North America and Asia 
 
Kuwait Times: How many properties do 

they represent in this region? 
• Nine and expanding: The Chedi Muscat 

(Muscat, Oman); La Cigale Hotel (Doha, 
Qatar); The Torch Doha (Doha, Qatar); 
Le Gray (Beirut, Lebanon); Le Royal 
Hotel Beirut (Beirut, Lebanon); Al 
Faisaliah Hotel (Riyadh, Saudi Arabia); Al 
Bait Sharjah (UAE); One & Only The Palm 
(Dubai, UAE); Residence & Spa at One & 
Only Royal Mirage Dubai (Dubai, UAE) 

• Most recent addit ion was Al  Bait 
Sharjah that opened in 2019 and was 
admitted to the LHW collection in 2017 
(Al Qassimi Family owners - Sharjah 
royal ruling family) 

 
Kuwait Times: In terms of outbound 

travel, how much does the GCC represent 
in terms of value to the LHW portfolio? 
• GCC is LHW’s 4th largest market in terms 

of hotel revenue; it has been the 4th 
largest for two consecutive years 

• We have witnessed GCC travelers becom-
ing more intrepid travelers; gone are the 
days where they only visit Paris, London, 
Rome etc., now their trips may start in 
Paris, but brand out to smaller towns 
throughout the country 

• Booking patterns for GCC travelers are 
very specific 
- Length of time, spend and room cate-

gory are high 
- Customers return for our personalized 

and premium service that we offer 
- It is not unusual to see a week book-

ing around €1 million from the market 
 
Kuwait Times: Which is the largest of 

the six markets, and which one spends the 
most per night? 
• Largest outbound travel market: North 

America 
• Including North America RSO, Dubai RSO 

makes ups ~4% of our total hotel revenue; 
however, if you exclude North America 
from our number, they make up ~8% of 
the total revenue 

• Portfolio: approximately - 270 Europe 
(64 percent); 9 Middle East (2 percent); 
90 Americas (21 percent); 34 APAC (8 
percent); 26 Africa (6 percent) 

 
Kuwait Times: Are there plans to grow 

the portfolio in the GCC, and if so, which is 
the market with the most potential and 
why? 
• GCC offers growth potential for our port-

folio, however we are aware that much of 
the hotel development in the region aligns 
with chain brand offerings 

• LHW is for a specific type of asset and we 

are positioned as the best alternative to 
chain brands for owners who wish to stay 
independent 

• LHW is focused on finding the right inde-
pendent asset, the right hotel and hoteliers 
to be part of the community and the right 
markets in which to expand. LHW is not a 
unit-growth organization and our inten-
sion is not to scale for growth’s sake. 
When considering a new member addi-
tion, we evaluate the following: 
- The hotel is 5-star, luxury, scores well 

on LQA, and has a remarkably uncom-
mon story to share; these are table 
stakes 

- There are collaborative, independent 
hoteliers at the property who wants to 
contribute and benefit from LHW; we 
seek hoteliers who value the commu-
nity aspect and have the ability to 
deliver remarkably uncommon experi-
ences to guests 

- Markets/destinations where there is 
demand for LHW properties; destina-
tions with none or a low concentration 
of LHW properties 

• An example of recent addition is Al 
Bait Sharjah; a family-owned inde-
pendent property 

• We see potential for portfolio growth 
in markets such Saudi Arabia and 
Oman 

 
The meeting was followed by a raffle draw 

for the representatives of the travel agencies 
for valuable prizes including airline tickets and 
hotel stays. The Leading Hotels of the World 
appreciated the attendance of participants 
and thanked its partners who made this event 
successful.  

 

The Leading Hotels of the World expanding in Gulf region 

A winner receiving her travel ticket from Lufthansa. Photo shows a winner at the raffle draw. 

Majed Al-Qasem, Director Sales, Saudi Arabia 
and Kuwait. 

Hatem Chatter, Senior Director, Middle East and 
Africa 

Chris Walker, SVP Global Sales 

Part of the roadshow Soad Abdullah from Barakat Travel Agency. Majed Al-Qasem and Mshari Al-Rzeihan. 


