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voice of an expert

s the keynote 
speaker for the 
Middle East 
Luxury Travel 
Show’s first edi-
tion, to be held in 

Doha in February 2015, Lorre White 
is set to impart her wisdom and 
share her wealth of experience as a 
luxury marketing consultant with the 
event's elite participants. 
Her long-established and well-honed 
media persona is a perfect example 
of her expertise in the luxury mar-
keting arena, and as a regular blog-
ger and social media user, Lorre’s 
international status as The Luxury 
Guru is ever-widening.

You are known as ‘the blogger to 
the super rich’.  How and why did 
you start blogging?

I started blogging in 2004/05 when 
I was on the team for a consulting 
project for NetJets/Marquis Jets, as 
the head of their global marketing 
and sales department for their Boe-
ing Business Jet (BBJ) programme. 
At the time, their BBJ, which com-
mercially seats 200, was configured 
for 18 people with three marble 
bathrooms and two bedrooms. I was 
looking after NetJets wealthiest cli-
ents. Although they had great finan-
cial resources, they often asked me 
where to go, where to stay, where to 
eat, which international events were 
the most fun, and where the hot par-
ties were. Basically they wanted the 
inside scoop, as they do not like to 
travel as tourists. They need to know 
they will be on the right side of the 
velvet rope.
These are people that can afford 

every luxury, and have an insatiable 
desire for more information regard-
ing all aspects of the luxury sector. 
Luxury is fun, and these people can 
afford to live fully exhilarated lives. 
As a luxury marketing consultant, 
I get information about the newest 
luxury products and where to buy 
them first, so I just started 
blogging as a way to better serve my 
NetJets clients, and stay in touch 
with them after my project was 
completed.
From there it just grew by word of 
mouth to their peers, and through 
my new consulting clients, and inter-
national media work.
As the global media became aware 
of who many of my blog followers 
were, they started wanting me to ap-
pear on TV and radio to speak about 
different luxuries to their audiences. 
As this aspect of my media work 
grew, the networks needed a place 
to find information about items I 
covered in my posts, so I added this 
to my luxury blog. Each time I was 
at the network, it was on a different 
subject – yachts, perfumes, travel. 
Blogging and my other media work, 
gives me access to a worldwide plat-
form from which to speak to a very 
powerful global group that are the 
shapers of the world.

How does targeting the Ultra High 
Net Worth (UHNW) differ from at-
tracting the main stream market?

A

HAVING ESTABLISHED A UNIQUE RELATIONSHIP WITH 
SOME OF THE WORLD'S MOST ULTRA HIGH NET WORTH 
INDIVIDUALS AS THEIR TRUSTED LUXURY LIFESTYLE 
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A PERSONAL APPROACH TO LUXURY MARKETING.  
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Trust is a very important factor in 
reaching the UHNW. Many of them 
know me personally, or I was recom-
mended by one of their peers. My 
consistency of blogging material 
has proven reliable. The trust factor 
really goes back to the time factor. 
They do not want to waste their time 
on travel, stay in a hotel, eat in a res-
taurant or shop at stores that were 
recommended by someone whose 
perception of luxury may not match 
their own. I have worked extensively 
in the luxury sector for over two 
decades as an international luxury 
marketing expert. My followers trust 
me not to waste their time. Also, 
I have had several luxury brands 
recommend that their employees 
follow my work, as it serves as an 
educational source for them to learn 
from, and see what is relevant to 
their potential clients.
I also share luxury industry articles 
from other sources that are of inter-
est to my fan base. They know that I 
only post articles that actually have 
something relevant to say. This saves 
them time. Because of my luxury 
marketing training I know how to 
reach the UHNW and I have an in-
depth knowledge of what they want, 
so it is not really surprising that 
it has grown organically. In luxury 
marketing it is about who your net-
work consists of, not how many. One 
person that can afford your product 
or service is more valuable than a 
million that cannot. My content stays 
true to my specific demographic and 
has now for a decade. 

Can luxury companies hire you to 
introduce their product or service 
to your UHNW fan base?  
Yes, appropriate brands can pur-
chase a feature story or interview. 
Not every business, product, service 

or person qualifies. I maintain a very 
exclusive fan base by never abusing 
their time. If a subject is not deemed 
of interest to my readers, a posting 
will not be made. 
As the only internationally recog-
nised luxury media personality, my 
work is also followed by the global 
luxury media. Often my posts and 
feature articles get republished into 
luxury magazines globally. When 
Rolls-Royce chose me to do their 
first personal interview with their 
global CEO, Torsten Müller-Ötvös, it 
got republished in print and online, 
multiple times in many countries! 
When I wrote a feature on Steve 
Case, founder, AOL Virginia Winery, it 
got picked up and reprinted in a UK 
Luxury magazine giving the Virginia 
wine industry their first international 
media exposure. That is bang for 
your buck. I do not just have individ-
uals that follow my work, but a whole 
host of global businesses and luxury 
media that does too; that gives me a 
very large exponential reach.

Why is it important to court the 
rich travellers?
According to Forbes, last year UH-
NWs spent over $4 billion on adven-
ture travel. This particular segment, 
which includes the private jet and 
super yacht travellers, has a much 
larger positive financial impact on 
the local economy.  
By some estimates the UHNW 
families have over $50 trillion in Net 
Worth which is about three times 
the amount of the US deficit. Simply 
put, they have the money to spend, 
and travel is one of the many ways 
they like to spend it. 
Luxuries that provide an educa-
tional and emotional component are 
fast growing, and travel offers this. 
Destinations can increase incoming 
UHNW travel by promoting annual 
local events and creating new ones 
focusing on the areas of interest for 
this niche market, such as music, 
gastronomy, regattas, exotic cars, 
watches or prestigious sports such 
as polo or golf.
The next step is to make sure that 
people who this UHNW group rec-
ognise, and more importantly trust, 
promote and attend these events to 
give them faster credibility. 
It is the person making the recom-
mendations who really is paramount 
when guiding sales to the UHNW. 
This small yet powerful niche are 
not as easily swayed as the mass 
market because they know their 
expectations are higher than most.

Luxuries that provide 
an educational and 

emotional component 
are fast growing, and 

travel offers this
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