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11 was only two d e c a d e s a g o 
that international b rands 

were cons ide red p ioneers 
in the Dubai market; w h e n 

rewards c a m e with risk, 
and g a p s in the count ry 's 
commerc ia l infrastructure 

meant that f rustrat ion 
of ten wen t hand in hand 
wi th success . Today, the 

l andscape for international 
enterpr ises enter ing 

the market is virtual ly 
unrecogn izab le . 

Duba i is a dynamic 
and ever-evolv ing 

hub for retail, t ravel, 
hospital i ty, c o m m e r c e 

and industry. 
The ci ty 's young , 

g rowing local 
popu la t ion and 

vibrant expatr iate 
commun i t y have 

reset the bar 
w h e n it c o m e s 

to their levels of 
expecta t ion , whi le 

a s t rong G D P 
has led to h igh 

levels of 
consumer 

con f i dence 
and the 
s e c o n d 

h ighest househo ld 
consumpt ion per 

cap i ta in the wor ld . 

2013's w inn ing 
b id for Expo 2 0 2 0 

only se rved to 
under l ine the Duba i 

Government ' s 
ambi t ious long- term 
2021 f ramework for 

the c i t y a cont inuat ion 
of the po l icy put in p lace 
by His H ighness Sheikh 

M o h a m m a d Bin Rashid Al 
Mak toum, V ice-Pres ident 
and Prime Minister of the 
UAE a n d Ruler of Duba i , 

wh i ch will reinforce Duba i 
as a smar t a n d susta inable 
city, a dest inat ion for l iv ing, 

work ing a n d leisure pursui ts, 
and a g loba l capi ta l of the 

Islamic economy. 

Global ly, the luxury sector is b o o m i n g - wi th the 
A l t a g a m m a 2014 Wor ldw ide Markets Monitor 
not ing that wor ldw ide luxury markets reached 
the $1 tri l l ion mark last year. Leisure travel 
is dr iv ing m u c h of the g rowth , wi th a global 
t rend for experient ial pursui ts and personal 
indu lgence, ref lected in the boos ted numbers 
for hotels, cru ises, travel retail a n d f ine foods 
and beverages. 

" H I G H L E V E L S O F M A R K E T 
S A T U R A T I O N , C O U P L E D 

W I T H A N I N C R E A S I N G L Y 
S O P H I S T I C A T E D A N D 

D E M A N D I N G C U S T O M E R BASE, 
M E A N T H A T SUCCESS IS N O 

L O N G E R |USL R E L I A N T O N A 
H I G H - P R O F I L E B R A N D N A M E 

A N D A S S U M E D C U S T O M E R 
L O Y A L T Y " 

In Duba i , wh iqh so often acts as a magn i fy ing 
mirror to g loba l t rends, it is no surpr ise that 
the city 's luxury industr ies - hospital i ty, retail, 
food and beverage, and enter ta inment - are 
exper ienc ing similar g rowth . Over the last two 
years, numerous p remium international b rands 
have o p e n e d their doors in the city: Prada, 
Isabel Marant a n d Elie Tahari have o p e n e d in 
the retail sector; the F&B sector has w e l c o m e d 
new c o n c e p t s by b ig name chefs inc lud ing 
S imon Rimmer, Gary Rhodes and Atul Kochhar ; 
the Duba i nightl i fe scene has been further 
bo ls tered by the open ing of Provocateur, China 
White, Pacha and Sass Café, to n a m e but a 
few; and the hospi tal i ty industry has s e e n the 
launch of proper t ies by Four Seasons , Marriott 
Marqu ise, Conrad and Anantara . Soon , Pragma 
too will be launch ing a new b r a n d e d hotel 
in Duba i . 

However, international luxury b rands which 
are look ing to launch in Dubai in 2015 - whether 
retail, hospital i ty or f ood a n d beve rage - face 
a very different set of cha l lenges to their 
p r e d e c e s s o r s . 

High levels of market saturat ion, c o u p l e d with 
an increasingly soph is t ica ted a n d d e m a n d i n g 
cus tomer base, m e a n that s u c c e s s is no longer 
just rel iant on a h igh-prof i le b rand n a m e and 
a s s u m e d cus tomer loyalty. The ci ty 's h i gh net 
wor th consumers are ove rwhe lmed by too 
m u c h cho ice in every area of their l ives: with 
extensive onl ine research and w o r d of mouth 
recommenda t i ons a m o n g their peers , th is 'new 
Dubai consumer ' makes it their miss ion to make 
in formed, se l f -educa ted l i festyle c h o i c e s , from 
the mus ic they listen to, whe re a n d h o w they 
c o n s u m e their f o o d , to whe re they rest and 
where they play. 



Thus, in Duba i , innovat ion and attent ion to detai l 
are key. Expecta t ions run high w h e n launch ing an 
international b rand with name- recogn i t i on , such 
as our ongo ing par tnersh ip wi th Rober to Cavall i 
G roup for Cavall i C lub Dubai and Cavall i Caffè. 
Cus tomers are look ing for all of the promises that 
c o m e as an integral par t of that b rand - in the case 
of Caval l i , for example , that wou ld be a focus on 
high fashion, Italian flair, a dar ing , p layfu l edge , a n d 
a cer ta in level of luxury and opu lence - c o u p l e d 
with the abil i ty to cont inuous ly satisfy their own 
unique needs , and those of the f ick le local market. 
For a b rand to even beg in to make waves in a ci ty 
that has seen it all before, p rov id ing an except ional 
serv ice that s tands out above the rest is more likely 
to leave a posit ive impress ion, as is engag ing in an 
open a n d honest d ia logue with exist ing a n d new 
cus tomers , to ensure that the b rand deve lops and 
stays wi th its cl ientele. At Pragma Group, we are 
looking to ach ieve this with the launch of Blasé, 
a VIP c o n c e p t that sits within Cavall i C lub , yet is 
d e t a c h e d with its own music , m e n u and mixes. Our 
a im is to address the wh ims of the u l t ra -demand ing 
and somet imes d isenchan ted h igh net wor th 
consumer, th rough a focus on a bespoke level 
of cus tomer serv ice that speaks to them directly, 
and ensures that their exper ience is ind iv idual ized, 
grat i fy ing and , above all, memorab le for all the 
right reasons. 

" I N D U B A I , W H I C H SO O F T E N 
ACTS AS A M A G N I F Y I N G M I R R O R 

T O G L O B A L T R E N D S . I T IS N O 
SURPRISE T H A T T H E CITY 'S 

L U X U R Y I N D U S T R I E S A R E 
E X P E R I E N C I N G S I M I L A R G R O W T H " 

Our thorough know ledge of Duba i as a c i ty (the 
natural result of hav ing been operat ing here as a 
business for over a decade ) has been a major factor 
in our b rands ' s u c c e s s so far - f rom unders tand ing 
the peop le themse lves and the many t rends and 
inf luences that dr ive t h e m , to a true g rasp of the 
culture (and its a c c o m p a n y i n g sensit ivit ies) that 
informs every par t of life here in the UAE. 

It is h ighly unreal ist ic to expec t to be ab le to launch 
a ca rbon c o p y of an exist ing b rand mode l , no 

matter how success fu l it is e lsewhere. W h e n w e 
launched Ci rque le Soir in Oc tober 2011, it w a s the very 
f irst international c lub f ranchise to arrive in the UAE. W e 
mod i f ied the c o n c e p t f rom the highly success fu l (and 
occas iona l ly audac ious) or iginal venue in London . The 
cha l lenge was to modi fy the dar ing c lothes, cos tumes 
a n d enter ta inment to fit wi th the more conservat ive 
Dubai market, whi le mainta in ing the s a m e level of thrill 
and exc i tement that you will f ind in the London c lub. 
The o u t c o m e was a venue that still at t racts a loyal 
aud ience keen to exper ience an alternative to the usual 
c lub scene, wh ich has ga rnered numerous industry 
acco lades , inc lud ing be ing n a m e d one of the World 's 
Finest C lubs , awards f rom Hype and Time O u i f o r best 
u rban night, and a nominat ion for Time Out Dubai's 
best c lub . 

In a c i ty that is comparat ive ly smal ler than its international 
counterpar ts , locat ion plays a very impor tan t factor for 
g loba l b rands looking to launch in Duba i . Retai lers, 
restaurateurs and hoteliers pay a h igh p remium for 
cho ice locat ions in popu lar areas, not to ment ion the right 
k ind of hotel w h e n it c o m e s to l icensing, and a sui table 
site is of ten a pre-requis i te in contractual negot iat ions. 

Wi th the launch of new m e g a projects, such as the 
8 mil l ion sq ft Mall of the Wor ld , as well as the Duba i 
Government ' s p l edge to offer up to 150,000 hotel rooms 
to a p red ic ted 20 mil l ion visitors per year by 2020 , 
indicat ions sugges t that the influx of new residents and 
visitors will cont inue to dr ive the g rowth of h igh -end 
hospital i ty and leisure related concep ts , and fur ther 
push the luxury industr ies towards an even better, 
cus tomer se rv ice - focused exper ience for consumers . 
A s the purveyors of international luxury concep t s , w e 
are g row ing with Dubai as it takes its p lace a longs ide 
the other, tradit ional g lobal luxury hubs - in do ing so, it 
is our du ty to ensure that the peop le w h o c o m e to Duba i , 
both o ld and new, remain as passionate abou t the ci ty 
and its of fer ings as w e are. 
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