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How Jin Jiang Louvre Hotels Group is Crafting its Global Leadership 

 
The group’s CEO Minliang Yu has granted his French counterpart Pierre-Frédéric Roulot, 

CEO of Louvre Hotels Group, carte blanche to rollout his growth and development strategy. | 

©Louvre Hotels Group 

 

Louvre Hotels Group, flying the Chinese flag since its buyout by Jin Jiang in 2015, steps out 

to conquer the world. Its goal: dethrone the American hotel giant Mariott-Starwood within 5 

years. Pierre-Frédéric Roulot, CEO for international business of the French-Chinese 

conglomerate, raises the curtain on his three-fold growth strategy based on innovating, 

upgrading and redefining the hospitality concept to fit Millennial lifestyles. 

  

In 2015, when the Chinese conglomerate Jin Jiang took the reins of Louvre Hotels Group, 

founded by the Taittinger family in 1976, it was a symbolic buyout: China had secured one of 

the flagships of the French hotel industry. Three years later, Pierre-Frédéric Roulot, CEO of 

the French hotel group couldn’t be happier: “the buyout has been a windfall for the French 

group; we have been propelled to fifth place worldwide in the very competitive hospitality 

industry, while enjoying a 100 million euro envelope for the renovation of our hotels in 

France (Golden Tulip, Campanile, Première Classe, Kyriad…)”. Today, Louvre Hotels Group 

(LHG), can make its dreams of greatness come true, thanks to the 120 million members of 

Jian Jiang’s loyalty programme who in China, and in France, are potential clients for the 

chain. The group’s CEO adds, “Our goal is to be third worldwide by 2019, then number one 

within the next 5 years”. 

 

Jin Jiang has granted the French CEO “full confidence”–and significant financial support –to 

rollout his East-to-West growth strategy. In fact, Jin Jiang is a group with a multi-segment 

business portfolio. The conglomerate – controlled by the Shanghai city hall – owns restaurant, 

logistics and transportation (taxis, bus) companies, as well as travel agencies. According to 

Françoise Houdebine, Vice President Marketing & Sales at LHG, “one out of every three 

Chinese travels with Jin Jiang”. Plus, Disneyland Shanghai belongs to the group. Firmly 

established in the daily lives of the Chinese, the group wants to expand its sphere of influence 

by confiding the internationalisation of its brand to their French partners. Guo Lijuan, 

President of Jin Jiang International, explains: “Louvre Hotels is driving us internationally. 

The expertise of the French teams has contributed to the group’s success for three years 

already.” 

 

Architect of this French-Chinese agreement, Pierre-Frédéric Roulot has been handed the dual 

role of chief executive of Jin Jiang International, outside of China, and President of Jin Jiang 

Louvre Asia, a company set up in 2017. Pierre-Frédéric Roulet oversees 1,500 Jin Jiang hotels 

in China, a job he was handed “on a platter”, “a generous gift offered” by Yu Minliang, the 

Group’s CEO. Discreet but powerful (due to his strategic position in the country’s economy, 

Beijing forbids him from leaving China for more than five days a year), this Chinese business 

leader “fell in love with the Campanile hotel concept and made exporting it to his country a 

number one priority,” confides Pierre-Frédéric Roulot. Today, Louvre Hotels manages over 

3,000 of Jin Jiang’s 7,000 hotels, located in 67 countries. The French-Chinese tandem is 

eyeing the 3+-star market, and putting their words into action with the opening of 250 

Campanile hotels worldwide by the year 2021, and by strengthening the position of the 

Kyriad brand. 



 

But, for the group’s executives, the Campanile brand is the star of the show due its “high 

approval” by Chinese families and business clientele: we are told that “group CEO Yu 

Minliang decided to install the first Smart Hotel in a Campanile in Shanghai. The goal is to 

make it our laboratory in terms of client experience and technology”. A laboratory we are 

invited to see for ourselves. 

 

Shaking up hospitality codes for a steady rise to the top 

 

We are taken to visit the Campanile located in the Jin An district of Shanghai to discover the 

new generation concept where clients are greeted with a 2.0 décor that “dusts off the 

guest/hotel approach”. The tone is set as soon as you walk in the door: artificial intelligence 

greets you in the form of a life-size robot acting as receptionist and checking in guests in 

Chinese, English and soon in French. The android also handles room service after taking your 

order via a dedicated application. And, if you feel like personalizing your morning cappuccino 

with the face of a loved one – who, for the occasion, will be shaped in foamy milk – you can 

use a 3D printer to download a photo from your phone and reproduce it line by line in your 

drink. Are you the kind of person who can never find your room badge? Don’t worry, facial 

recognition is activated to unlock your door. Change is in the air, and in the furnishings: 

Scandinavian-style furniture and an unstructured, modular arrangement create “veritable 

crossroads of life” spaces where you can relax on striped poufs, make your way from the bar 

to the co-working area, stop off at the reading or game corner along the way. The whole 

common area is infused with a start-up spirit.  

 

The rooms have a modern feel as well: families can stay in a duplex with a kitchen and living 

area similar to the welcoming AppartHotels concept, while the business clientele can get work 

done in the luminous functional areas featuring wood and colourful touches. In this 

minimalist décor, the room is designed to be a restful place, offering a good night’s sleep to 

travellers. Croissants, an Eiffel Tower framed on the wall and employees dressed in blue and 

white marinière sweaters, are all nods to the Mother country, halfway around the world. 

Ultramodern, yes, but guests will always have the choice of “opting out of the digital 

experience at any time and interacting with the human teams,” points out Vice President 

Françoise Houdebine. 

 

The fifth largest hotel group worldwide is not limiting its ambitions to this market, but plans 

to invest in the 4-star segment as well. The Golden Tulip brand, a Dutch company acquired in 

2009, is the emblem of this upgrade to the 4+ star league. Jin Jiang has relooked the Golden 

Tulip Rainbow in Shanghai, turning it into its flagship hotel targeting first and foremost 

tourists, Millennials and business clientele. These targets have inspired LHG experts to 

propose, as of this spring, a whole new stay experience: pop-up stores will make their 

appearance in the lobby offering an encounter with art, culture or local crafts, while food-

trucks will tempt guests out of the hotel to immerge them in the local ecosystem and the 

rooftop can be transformed into a terrace for convivial, panoramic parties when the weather is 

fine. The hotel puts the accent on fun: hotel staff on hoverboards, a soap bar and pétanque 

parties will all be part and parcel of life in this premium establishment. Modelled after 

Shanghai, hotels in other major cities will fall in line to “connect the hotel to the city and its 

neighbourhood, offering eye-opening experiences in a refined setting,” adds Françoise 

Houdebine. 

 



Pierre-Frédéric Roulot has also announced that LHG is steering change at the Chinese brand 

Metropolo, operating only in China as of today. The French group has accepted the dual 

mission of bringing it up to 4-star speed and adding an international aura, while capitalising 

on the hotel’s art deco style. The biggest challenge lies in finding just the right blend of 

Chinese and Western influences in the design. The teams will pay particular attention to the 

first opening of this concept in Paris. Finally, the pinnacle of the upgrade strategy will be the 

launch of an international 5-star brand. The City of Lights will most probably host this luxury 

hotel made-in-LHG Jin Jiang. The group is placing high stakes in the luxury segment as it 

prepares to open, in October 2018, the highest 5-star hotel in the world in the Shanghai Tower 

– the second tallest skyscraper in the world (632 metres) after the Burj Khalifa in Dubai, a 

symbolic move. 

 

Resolutely determined to move ahead of the competition, the company also intends to seduce 

its investors through an Investor Centre, with a surface area equivalent to the Galeries 

Lafayette department store. Pierre-Frédéric Roulot is pleased to report that the “one-of-a-kind 

venue will be fully operational next summer.” On the first floor, a signature functional hotel 

will be open to the public for guests to discover, or rediscover, the LHG Jin Jiang experience. 

The second and third floors will house a gigantesque showroom of all the concepts that make 

the group unique: Smart Hotel, Metropolo Art Deco, 5-star Royal Tulip, etc. This “ultra-

modern laboratory” targets an exclusively professional clientele of investors and franchisees. 

The group’s CEO explains, “The idea is to invite our potential operators to discover all of our 

creative universes and to test our offers in situ, with the freedom to choose the turnkey 

formula.” He won’t communicate the cost of this kind of project, but concedes they are taking 

“a calculated risk” in this “powerful demonstration”. And he concludes: “Our goal is to have 

1 million rooms in 100 countries by 2023.” 


