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&Eve (ALE): Can you share with us
he milestones that fed to the formation
it the Chalhaub group that we know
g8

ik Pﬂﬂﬂl. Chalhoub {Pt}: The gdventure
Bl in 1955 when my father Michel
halkhout logethar wWith my mother Widad,
d their first Christofle boutigus in
asous. My father quickly realized Lhe
rtance of oil and the growing potential
region, Having already formed a bond
france, the [dea 10 create a luwury
ihat weuld link the East with the West
tan him. HEs travels across the Middle
region allowed him 10 understand
B requirements and mentalities of these
prishing countries and were instrurmental
[Plreparing him to becorme a3 natural
fbessacor of the French Jusury |ife
[ was therefors Insting lar Chris
Ban Patou & Baccarat 1o grant him- the
Pt te represent thair praducls throughout
e FEGHON, = 1962, The Chalhoul Group
s Lorn. From then on it would represent
i finest lusury brands | the Middie East
Bl become & growp of malor influence, In
5, the group expands ik business in
jganan, ety up I Kusard and the Sulf,
1975, Anthony Chathoub, my older
ather, |oinec ihe group, 1980 witnesses
e cpening of the first “Tanagra”, concept
fore. devoted to major (ifestyle brands,
{owel| a5 perfume, jewelry and fashion
BEBszories, in Kuwait 14 more “Tanagra®’
{1 §ollaw. & partrership with Louis Yultten
Esigned In 1983, In 1951, the Chalhoub
Tup establithes offices In Dubai and
5 a1 2-year partnarship with LOréal
pEthe regional distribution of it products,
FaCes" . a canceplt lar beauly |:|r.J||-';'5l, CRETES
elcors in Bahrain in 1996 and becomes a
pplenal chaln with over 70 sales outlefs.
_' the coming 10 years, joint-ventures are
edted with Puin, Coty- Lancaster, Sephora

e Christian Dior and an alliance

Saks Fifth Avenue, 2007 marks the
pening of the “Chaltioub Retall Academy

In Duisal and regional associalion with the
Havas Group. 2008 sees the opening of 90
shops and the mauguration in Kowait and
Dubal of two brand new "Scarpe” siara, the
Chalhoub Groug's latest retall concept far
luxury fostwear,

(ASE): how do you think that market
changed since 19557 In terims of needs,
hahits and lifestyle 7

(PE): In the 50's and BO's, lusiry wae more
of an [ndividial sxperience, The MMiddle
East was a virgin market for luxury, where
importer’s showrooms and souks were
targeting clients directly, Consumers were
refatively unknowledgeable actess to luxury
was lrmited by whal was available In the
miarket and thelr shopping experience was
asic,

Fromm the BO's, distribution extended Inte
retall and the region recarded new mall
develgpments; first in Kuwail and then in
Dubial. Brands found that they had greater
opporumnities in the Middle East and were
able 1o enjoy a higher market penetration
Luweury became a symbol of social siatus

WR. PATRICK CHALHOUB, the Co-CEO of
Chalhoub group, shared with Adam &

ve the group’s story of success, building
Eultural bridges and consolidation plans.

and entered a phase of bling-Bling.

The 90's and 2000'= saw the market
growing and the entry of regional players
fram Qatar, Kuwait and Lebanon. We had
been regional since the beglnaing in 1955
The retall emvironment imgroved greatly
alza in parallel with the veal estate boom
Brancs staried viewing the reglon
strategicaliy, as a way o develop

their
brand value, than as an oppartinity. With

selection and brand  awareness  rising,
Cansumers became more selective. Luxury

s then defined as & personal pleasure

Taday (2009, there is an  Increased
saphistication In the marketing, forcing an
enviranment that is supportive of creativity
Brands are laoking at the vegion not only as
Strateglc but as critical to their strategy, we
witness the entry of mare and more brands
The consumer today is extremely well aware
and educated, and lusury |5 8 way of life
In Dwbal, due to & fall in tourism lewels,
but also due to the change of Ing
patterns, our custamers changed. »
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{A&E): what are the brands that have an
emotional value in your memory?
[PC) i

(A&E): Chalhouk group represents in
more than 14 countries many ol the
warld's leading French luxury brands,
hew hard was it to be able to manage the
distribution of each brand and give it the
proper share of attention equally among
all ather brands?

{PC):

(A&E): can you tell us more about the

R s it the cust sii  relation between Framce and your group
today?
i | nd  {PC): .
| artof  parent P
¥ I 151
el f o I
[A&E): what do you think are the pillars okisior ] Fre
to success in the retail business world? yeia &b [
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P 1 (A&E): Chalhoub group sponsors today
11 ¢ the laboratory af Sciences- Po Paris in
f e | Menton, please tell us more about the
nature of this sponsorship? Any other
a tainir t  programs?

(PC): T altoul Group




[(A&E): How do you see
situation with respect to the
interpretation 7

(PC):

the

current
Crisis; any

[A&E)
tHEre %
on that?
[PC}
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(A&E): you were the pres
Fr Business council
t did it add to you and
add to this council?

(PC)
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