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brand new

The reasons may differ, but the goal is the same:
launch a new brand and hopefully strike a nerve of
authenticity in a customer base you weren't reaching
before. Hotel companies like Marriott and Jumeirah
Group are hoping to tap into new markets with luxury
lifestyle brands, fashion houses are hoping to transfer
their already brand loyal buyers into brand loyal
guests, and some first time hoteliers and restaurateurs
are making their unique visions become reality. With
locations spanning the globe in Turkey, Shanghai,
Northern Africa, and South America, it looks like there
are enough destinations to go around, and these new
brands are banking that there are enough travelers too.
Keep an eye on the latest entrants into the competitive
landscape.

Venu
In order to compete with the Ws, Andazs, Viceroys, and
Morgans of the world, Dubai-based Jumeirah Group is
launching Venu.

“We identified a burgeoning demand within
the luxury lifestyle hotel category that was coupled

with a persistent interest from our partners in the
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international development community,” explains
Thatcher Brown, vice president of brand strategy and
management. “Research conducted by Market Matrix
and other industry sources revealed that luxury guests
are now sceking a feeling of being enriched, ‘excited’
and ‘inspired’ rather than being ‘pampered. These
individuals are active and lead extremsly busy lives.
They are looking for ingpiration every day, everywhere.
They are ambitious, adventurous, self-reliant, in
the know and in the now. They enjoy sharing ideas,
creating networks, and living authentic experiences.

They embrace travel and engage in a destination with
passion.”

With a tagline of Local Soul, the hotels will be about a sense of
place. Upon arrival, there’s a cultural emporium, where the guests are

invited to discover the location—those aspects will be integrated into
the F&B and touchpoints throughout.
And comfort is key. “The guestrooms will be designed to be places

to settle into, lounge, watch, eat, work, and play in a space that guests

can make their own, as scamless living spaces that eliminate the

predictable and awkward,” Brown says. “The rooms will be uncluttered
with discreet plug-in-and-play technology, giving guests access to
personal entertainment and professional service requirements at
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