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China is a “playground” for Louvre Hotels and its 

Campanile hotels 

 
Armed with viennoiseries and high-tech, the French company Louvre Hotels is accelerating 

its expansion to China, starting with its Campanile hotels. Meanwhile, its mother company, 

the Chinese hotel industry giant Jin Jiang, is eyeing the number one spot worldwide. 

 

Croissants for breakfast, butter cookies in the rooms, employees who greet guests in French, 

charcuterie at the bar: welcome to the Campanile! In the budget brand’s second Shanghai 

hotel, open since last October, the "French touch" is everywhere. 

 

Being bought out in 2015 by the conglomerate Jin Jiang has opened the doors for Louvre 

Hotels Group (LHG)–known for its Campanile and Kyriad brands– to a Chinese market that 

had been largely shut to outsiders. 

 

Pierre-Frédéric Roulot, CEO of Louvre Hotels confides to the AFP: "Before, we would hit a 

brick wall. Today, we can take advantage of Jin Jiang’s foothold on the market".  

 

A precious key to the kingdom: controlled by the city of Shanghai, the number one hotel 

group in China owns powerful travel agencies, logistic operations, Disneyland Shanghai and a 

loyalty programme boasting 120 million members. 

 

The first Chinese Campanile opened in October 2016 in Shanghai near the famous Bund, in a 

fully renovated Jin Jiang hotel: since that date, LHG claims to have doubled their sales. 

 

With an initial goal of opening 250 Campaniles in China by the year 2020, compared to 385 

currently worldwide, things are speeding up: five are operational, another five will be ready to 

open soon. 

 

In Shanghai, "Jin Jiang offers us a playground with its hotels," exclaims Françoise 

Houdebine, Vice President of LHG. “The challenge was to “innovate” to win over a younger 

and “more demanding” Chinese clientele.” 

 

That explains the meeting rooms, the foosball table, Latino dance numbers and more. In the 

next Campanile in Shanghai, you will open your door with face recognition and find a voice 

guidance robot in your room. 

 

Every detail counts when you want to stake your claim in this gigantic market, knowing that 

the Chinese took 5 billion trips within China just last year (up 13% in one year). 

 

Louvre Hotels is introducing the Chinese to its Kyriad as well, with some twenty openings 

planned this year, while Jin Jiang’s ex-flagship hotel in Shanghai will become the showpiece 

of its 4-star brand, Golden Tulip. 

 

At the same time, a luxurious "J Hotel" will open in the Shanghai Tower skyscraper, a 

potential prelude to a future 5-star brand. 

 



Pierre-Frédéric Roulot has enjoyed a rare privilege for a Westerner: he was appointed to 

oversee part of the Jin Jiang hotels in China (1,500 hotels), while steering the group’s 

international expansion. 

 

The Chinese hotel group is "trying to buy shares in the international hotel market, that is 

where they need growth drivers," explains Matthias Desmarais, analyst at Oddo BHF, 

pointing out the growing windfall of Chinese tourists. 

 

Chinese visitors, once they get to know the LHG brands, could be attracted to LHG hotels 

abroad as well, and the Jin Jiang loyalty program already offers incentives, confirms Mr 

Roulot: "The percentage of Chinese in our Parisian hotels is now 5% to 10%, against zero five 

years ago ". 

 

The conglomerate’s striking power (2.2 billion euros in sales in 2016) has enabled LHG to 

open 254 hotels in 2017, against 60 in 2014. 

 

In total, Jin Jiang will have inaugurated a thousand hotels last year, including 800 in China: 

the world’s fourth largest hotel group, it now counts 7,000 hotels. 

 

"The goal is to be number one worldwide in five years’ time," insists Mr Roulot, who was 

granted a 2.5 billion dollar credit line for international development. 

 

In addition to the growth of "global brands" -Campanile, Golden Tulip as well as "Métropole" 

(a Jin Jiang brand) —, LHG is counting on acquisitions: in early 2017 it bought Sarovar, a 

giant of the Indian hotel industry. 

 

Central Asia is also on the development agenda as part of a vast project of infrastructures in 

the “Silk Road” countries launched by Peking, and an obligation for Jin Jiang as a state-run 

company. 

  

"Like in ice skating, there are compulsory figures", remarks Mr Roulot. "And then there is 

free skating, when we move into high potential countries". 

 

Careful to cover all bases in Europe, Jin Jiang also invested in the capital of AccorHotels in 

2016, another flagship of French hospitality and European leader with three decades of 

experience in China. 

 

But Pierre-Frédéric Roulot dismisses any rivalry: "Our group is owned 100%, we have a 

privileged relationship. We are the family’s son, not the friend who comes for dinner". 


