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HOTEL LEADERS

AURABH RAI

WITH A CORPORATE RE-BRAND AND 60 NEW PROPERTIES ADDED TO THE PORTFOLIO, SAURABH RAI, AREA MD FOR PREFERRED HOTELS AND

RESORTS, LOOKS AHEAD T0 2016

IN 2015 PHR ADDED MORE THAN 30
HOTELS TO THE BRAND PORTFOLIO,
INCLUDING PALAZZO VERSACE DUBAI
AND ENTERED INTO A MASTER PART-
NERSHIP AGREEMENT WITH KATARA
HOSPITALITY FOR THE LAUNCH OF ITS
STANDALONE HOTEL OPERATING ARM
MURWAR HOTEL GROUP. WHAT WERE
THE DRIVING FACTORS BEHIND THESE
AMBITIOUS ACTIVITIES?

[he indepandent hotel space continues o gain
momentum worldwide, feeding the desires of

today’s travel consumer who wanes o unigue

authentic sxperience fram their horel, Asset

oty with operating ability are now more

confident in their pursuic of building distine-

tive and autonomons hotel brands that ir s
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the |nL'p:'n|h nt space hy creating brand ex
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WHAT WAS THE OREATEST ACHIEVE-
MENT OF YOUR COMPANY IN 20157
In March

from 'referred Hotel Group

2015, the company transitiones
Preferred Hotels
ne master brand with five distinct
Legend, 1VX, Lifestvle, Con

and Resorts, ¢
horel collecrion
nect and Preferred Residences. ‘The new brang

the Eve new collectians, proy iding a more in

architecture aligns ¢ property with one of

ruitive tor consumers to search, consider

and book th
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ces versus brands, the company is
berrer equipped 10 caprure more guests for our

member hoteds and improve market shase,
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HOW WILL THE COMPANY DEVELOP
IN 20167

Orur regional efforts will be focused on estab

ishing and expanding the aforementioned ho
tel partnesships, The Middle Last has provided

one of the companys Lastest growing revenuc

sreams AIIL! we dre now keen 1o enter other

key markets such as Saudi Arabia and Bahrain
Ona x;'.inll;L scale, we will impletnent @ nen
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brand awareness and demonstrare our value
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As an integed purt of the company’s rebrund

ng, we launched £ ThePreferredLife as o

and promese to providing authentic independ
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ent horel experiences.

In 2010 we

will be intreducng more interag-

social campaigns w support dus themeas a

WAY o r rfoOmore our |' l"“‘l". SNEAge consumers
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inour brand story, and encourage global ¢

We will also iatroduce signific:

our paints-based loyalty programme iPrefer
WHICH INDUSTRY TREND DO YOU
PREDICT WILL DEMAND YOUR AT-
TENTION IN 20167

Hotels in the region need wo pay close atten-
tinn o continuity in service excellence. Access
to guality human resources aad investing in
professional craining and development will be

the keys to success

WHAT ARE YOUR BUSINESS OB-
JECTIVES FOR 2016 AND HOW WILL
THESE BE ACHIEVED?

I addition to our development goals for 2018,
we lave a ::m':'. term vbjective to bocome one
of the five best known horel brands globally
and the number one independent hotel brand
m the world,

o achieve this, we are commirtted to grow-

ng our workdwide portfolio o more than

1,000 lotels i over 100 countrcs



