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A chat with Paulo Salvador, Chief Marketing Officer at 
Worldhotels 
Worldhotels is a group of independent hotels with almost 500 hotels in its 
global portfolio. How do you devise a marketing mix that caters to all of 
these hotels? 

Each of our hotels is unique and we encourage them to remain unique. We offer 

our hotels 360° services and bring to them a group of savvy travellers we call 

‘World Navigators’. For the ‘World Navigator’ travelling is more than just visiting a 

destination. It is a desire for discovery that starts at the very moment he reaches 

his destination. Our group satisfies the desires of these travellers by providing 

authenticity, the non-negotiable standards such as security, connectivity, location, 

and great food. We at Worldhotels unite savvy travellers with the authentic, 

upscale hotel experience they are looking for. What makes our hotels so 

authentic? Their independence! At Worldhotels we believe that standards don’t 

have to mean standardisation. This is our “unique value proposition”. 

What were Worldhotels’ main developments in 2013?  

2013 was a great year for Worldhotels. We added 45 new hotels to our portfolio – 

all in key destinations such as Istanbul, Milan, Berlin, Chicago, Shanghai or 

Singapore. In addition to that, we signed strategic partnerships with leading 

independent hotel groups, including the Ameron Collection in Germany, the 

Swedish Pandox Group, the design boutique hotel group Yoo2, and the 

Portuguese Tivoli Hotels & Resorts. All of these groups rely on our global 

exposure and commercial strength to drive their international business and 

improve their competitive position in the industry.  

Another success story was our website worldhotels.com as well as our very own 

booking engine, Resmaster: both have proven to be great resources to increase 

our direct bookings and make us less dependent on third parties. In 2013, the 

year when we consolidated the entire revamp of our online strategy, reservations 

made via worldhotels.com, for example, increased by 67% compared to 2012 

and the revenue generated via our booking engine Resmaster increased by 12 % 

in comparison  to last year.  
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Did Worldhotels launch any new projects or programmes in 2013? 

Yes we did! For example, we launched our mobile booking engine in October 

2013, offering our guests the opportunity to book all our hotels while “on the go” – 

with astonishing results: in January 2014 alone, revenue generated via the 

mobile Resmaster increased by 32% compared to December 2013 and the 

percentage is rising with each new month. In 2013, we also re-launched our 

mobile app “Travel Guide by Worldhotels”, which is more than just a hotel 

booking application. The Travel Guide app is the perfect companion for modern 

travellers, offering them not only an easy-to-use hotel booking option, but also 

other important features for frequent travellers: real-time flight information, 

currency converter, tip calculator, a call-a-taxi function, rent-a-car functionality in 

partnership with Sixt, newsfeeds from Social Media networks and many more 

features.  

What are Worldhotels’ plans for 2014? 

2014 is the culmination of the extraordinary work we have done in the past three 

years to connect the Worldhotels brand to our guests worldwide. The history of 

our company is rooted in a close relationship with travel agents and corporate 

clients who seek the independent hotel experience. These don’t want to give up 

on the highest quality standards of security, cleanliness, ideal location and 

connectivity. Completing the full circle of brand visibility, we have revamped our 

corporate identity and all our communication channels to become more visible to 

end consumers worldwide.    

Lifting the Worldhotels experience to the next level, we will launch the latest 

version of our hotel portfolio during ITB. The “Travel Guide 2014-2015 is a 

genuine “story teller” with exclusive insights on shopping, restaurants, festivals 

and cultural hotspots in some of our 250 destinations. The new portfolio is 

designed to provide the traveller with tips that take him off the beaten path and 

transform him into a true explorer of the destination. 

In line with our vision is our biggest project for this year: the launch of our very 

own group-wide loyalty programme. The Worldhotels Global Loyalty Programme 

will ultimately connect us to our guests and strengthen our visibility to end 

consumers worldwide. It also offers our hotels the opportunity to improve their 

competitive position in the industry and build customer retention.  

Why is Worldhotels launching a loyalty programme? 



 
 
 

 
3 
 

A loyalty programme is a “must have” in our industry. Not for the sake of offering 

points and giving away free stays, but mainly as a means to build guest profiles. 

The supplier chain in the hospitality industry is overloaded. In order to compete, 

hotels need to identify their guests and make sure they are directly connected to 

them to be able to offer more value than just a stay. A loyalty programme is the 

beginning of a journey that in a later stage will build the bridge to a full CRM 

solution. Our hotels welcome over 30 million guests per year and it was the time 

to equip them with the necessary tools to offer their guests ultimate value.  

What are Worldhotels’ expansion plans for the year ahead? 

Our ambition is to expand our current portfolio with more unique hotels in key 

destinations worldwide. In 2014, we aim to add 40 new affiliated hotels and 20 

branded hotels to our group of almost 500 hotels in 250 destinations and 65 

countries worldwide. The markets we are looking to expand in are for example 

Spain, Scandinavia, The Netherlands, Germany, the UK, China, Indonesia, India 

and the US. However, in our expansion plans we always put quality front and 

centre and focus on growing in quality rather than in quantity. 

What is the difference between the Worldhotels “affiliation model” and the 
branded “full licence” model? 

We at Worldhotels offer independent hotels and hotel operators two unique 

solutions: our classic “affiliation model” and an attractive alternative to standard 

franchising contracts, the “full licence” branding solution. While both models offer 

independent hotels an unparalleled range of services covering global sales, 

training, marketing, e-marketing, technology and support services such as 

reporting and benchmarking tools, the “full licence” model delivers to a hotel all 

the commercial advantages associated with a franchise, while leaving owners 

and operators full freedom to build, equip and operate their hotels in line with 

their own individual strategies. Full licence hotels carry the Worldhotel brand in 

their own name, signage and on all of its collaterals. The Worldhotels portfolio 

already includes 20 branded hotels in key destinations such as Hamburg, 

Munich, Rome, Milan, Shanghai, Bali and many more. We aim to have 60 

branded hotels by the end of 2016.  

In July 2013, IHS GmbH, the umbrella company of Worldhotels was 
acquired by a new investor, the private equity firm Battery Ventures. Has 
this transaction brought any significant changes for Worldhotels? 
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If anything, the transaction brought along many benefits both for us and our 

hotels. Battery Ventures backs us with their extensive know-how and commercial 

strength and allows us to grow even further. Battery Ventures also greatly 

supports Worldhotels’ evolution from a b2b company to a global group with a 

strong end consumer focus.  

Just this February, IHS GmbH has reported the sale of its affiliated 
company IFH to Solutions Unlimited.  Are there any plans to sell any of the 
remaining IHS companies? 
No, IHS is not intending to sell its remaining affiliated companies Worldhotels, 

Trust International and Nexus World Services. The sale of IFH to Solutions 

Unlimited was in line with IHS’ new strategy – the group aims to sharpen its focus 

on providing hotel franchise and representation services, along with technology 

and distribution solutions. With its remaining brands Worldhotels, Trust 

International and Nexus World Services, the group believes itself to be ideally 

positioned for this strategy going forward.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Media contact: 

Veronika Bahnmann 
Worldhotels 
+49 (0) 69 660 56 – 259 
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vbahnmann@worldhotels.com   
 
 
 
About Worldhotels: 
 
• Worldhotels is a global brand that brings together some of the world's most unique 

independent hotels. With the tagline “Where Discovery Starts” it targets savvy business 
and leisure travellers that seek an authentic and local experience when choosing a hotel. 
Worldhotels now offers almost 500 hotels in 250 destinations and 65 countries worldwide. 

 
• With over 40 years of excellence in the industry, the company's mission is to provide 

access to 4 and 5 star hotels of character and distinction. Each hotel in the Worldhotels 
portfolio has been carefully selected to ensure it meets the group’s strict quality standards. 
Each hotel is measured against over 1,000 quality criteria every year.   

 
• Guests can also earn points with the group’s own loyalty programme, Worldhotels 

Peakpoints (worldhotels-peakpoints.com), and redeem them for hotel vouchers. 
Alternatively, they can collect miles for eligible stays thanks to an extensive list of 26 
frequent flyer programmes of the world's premier international carriers. Air France, Cathay 
Pacific, Lufthansa, United Airlines are just some of the partners that make earning miles 
with Worldhotels easy. 

 
• Through a comprehensive range of services that includes global marketing, sales, training, 

e-commerce and state-of-the-art distribution and technology, Worldhotels backs 
independent hotels with the power of a global brand while allowing them to retain their 
individual character and identity. In addition to its classic “affiliation model”, the group offers 
independent hotels a “full licence” branding solution which is the perfect alternative to 
standard franchise contracts.    
 

For reservations or information, visit worldhotels.com. Images are available in the “news & 
press” section of worldhotels.com or from vbahnmann@worldhotels.com   
 
For most recent news, follow Worldhotels on Facebook and Twitter. 
www.worldhotels.com/facebook 
www.worldhotels.com/twitter 
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