voice of an expert

A unique
marketing reach

ness of resources and gaudy gluttony of the 1980s’ is gone. It is now
an enlightened approach to living.
Luxury is not just about amassing
quantity in life, it is about living life
to the fullest. It is anything we do
above simple survival, it is what
brings comfort and enjoyment, and
it creates life memories. The fastest
growing luxury segment is the one
that supplies a strong emotional
component. Luxury supplies a very
special opportunity to experience
something new.

SHEDDING LIGHT ON WHAT SEPARATES THE MASS
MARKET FROM THE LUXURY MARKET, LORRE WHITE,
THE LUXURY GURU, SHARes HER EXPERTISE ON WHAT
MOTIVATES THe SMALL BUT VERY POWERFUL ONE
PERCENT OF THE PLANETS WEALTHIEST INDIVIDUALS.

K

nown internationally as The Luxury
Guru, Lorre White
is a high end marketing consultant,
and international
luxury media personality, regularly
appearing on TV, radio and of digital
media.
Frequently asked to contribute to
magazines and other global media,
Lorre also has a highly influential
blog, where she writes about all
things luxury for an elite readership
with the budget to spend big.
Boasting a following which includes
the world’s one percent of Ultra
High Net Worth (UHNW) consumers
and decision makers, such as business magnates, royals and billionaires, Lorre works with brands that
want to reach the world's wealthiest
clients through her luxury market-
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ing consulting company White Light
Consulting.
Working together with the Middle
East Luxury Travel Show (MELTS)
as the event’s inaugural keynote
speaker, Lorre is looking forward to
sharing her expertise about living
luxuriously.
MELTS is delighted to have you on
board as the keynote speaker. How
will the show benefit the tourism
industry in the region?
I am thrilled to be the keynote
speaker at this year's MELTS in
beautiful Doha this February. As
a luxury marketing expert, I have
worked in most aspects of travel
for many years. Luxury must be
marketed differently than the
mass market, and this show gives
professionals in luxury travel, the
opportunity to eliminate the ‘noise’

of the mass market and focus on
the specifics of the luxury sector.
The Middle East is a very important
and fast growth area for travel. I am
honoured to be participating in such
an important luxury event.
Luxury is a phrase that often gets
misused. Can you define luxury,
and do you think this definition
adapts with the changing times?
Luxury is the best of any art form,
and like any art, luxury is defined
by its ability to evoke an emotion,
and like any great masterpiece,
quality is inherent. Luxury comes in
every category. It is something that
separates itself from the others by
uniqueness. Not all luxuries have an
expensive price tag but often the
rareness, the increased time to produce, as well as the more expensive
components of ‘the best’ does drive
price too.
The definition of luxury is not
changing, but the mass market has
used, or should I say misused the
term luxury, to include mass market
products and services.
Luxury has not changed but the way
it is perceived has. The excessive
decadence, disrespectful wasteful-

In your expert experience of the
luxury travel industry in the US,
what is it that today’s UHNW executive traveller is looking for in
a destination and overall experience, and do you think the Middle
East can provide for these specific needs?
The UHNW traveller is global
individual that has multiple, multimillion dollar homes, on multiple
continents. As the expression goes,
‘the world is their oyster’. They
travel for business opportunities,
and for leisure to experience new
beauty in all its many forms. Experiential travel is the fastest growing
segment of the business and leisure
travel world. According to Forbes,
the UHNW (which consists of about
200,000 people) are spending US$
four billion per year on experiential
travel.
Certainly there is a great deal of
business potential in the Middle
East, as well as great things of interest. The UHNW have experienced
the best in every category, and they
want to continue on that level of
quality, while expanding their personal horizons.
I think that one of the challenges
that the Middle East travel industry

faces is that they get such a diverse
mix of both business and leisure
travellers which can have competing needs, and the fact that even
locally, within the region, there can
be such vast cultural differences.
I think that this really means that
there must be an even greater training of staff and employees.
With your in-depth knowledge of
luxury marketing, what do you
think the luxury tourism providers
in the Middle East can do to overcome obstacles and challenges
posed by international bad press?
There is not one answer for every
country in the region. Some countries have a bigger hurdle, while
others have no perception at all.
The good news is that education
through powerful media and advertising can solve this.
The Middle East destinations need
a two tier approach. One is a better
general regional perception. Because many of the countries are not

Experiential travel is
the fastest growing
segment of the
business and leisure
travel world

known to westerners, they do not
know the uniqueness of the different countries. In other words, each
destination needs to create a differentiator between themselves and
others in the region.
If they want to reach the western
inbound traveller, they need to address their specific concerns. What
a Brazilian wants to hear, may not
be the same as what attracts an
American. To be a good marketer
you must divorce yourself from your
personal perspectives and think like
your target group.
Attracting wealthy foreigners to the
Middle East is very doable.
Here are six specifics of what luxury
tourism providers can do to attract
the wealthy western traveller.
1. Show more of the sophisticated,
or UHNW audience that they want
to attract in their marketing, media
and PR.
2. Use more western females in media. Show them feeling comfortable
travelling in the region.
3. Hotels, restaurants and event
venues must show that they have a
higher trained staff and can handle
food allergies.
4. Determine exactly who they want
to target financially and then find
ways to reach them.
5. Ensure that their target audience
knows that the luxury standard
meets their definition.
6. Host unique elite events that attract a wealthy global audience.
serenity executive travel 2014 • 25

