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Upholding the  
family legacy 
I belong to the fifth 
generation of the Holder 
family. The first generation 
constituted of bakers. 
The second and the third 
generations remained 
restricted to only one bakery. 
My grandmother, in fact, 
lived on the first floor of the 
bakery, which was Paul. My 
grandparents had bought 
the Paul bakery in the north 
of France after the Second 
World War. While our 
family name is Holder, my 
grandparents still decided to 
retain the ‘Paul’ brand name. 

My parents, belonging 
to the fourth generation, 
decided to expand the family 
business in France. From a 
very young age, I had started 
accompanying them, going 
from one shop to another. 
When my father embarked 
on the brand expansion, he 
began opening cafés under 
different names. Around 
this time my elder brother 
finished his MBA from the 
US and returned to France. 
Learning about creating 
brand identity, he suggested 
that we consolidate the 
business under one brand 
name ‘Paul’. 

RETAIL
THOUGHTS

I didn’t want to join 
the family business in the 
beginning. I was keener to 
set up something of my own. 
But my father would always 
urge me to join the family 
business, and eventually, I 
did. Now the sixth generation 
is also starting to take an 
interest in the company. My 
daughter takes a keen interest 
in cooking and hosts master 
classes on YouTube along 
with a pastry chef from Paul. 

Strengthening the 
‘Paul’ identity
French cuisine is one of the 
best in the world. And what 
makes our cuisine so special 
lies in the attitude of French 
people’s sense of honouring 
their guests by cooking 
a good meal for them, 
irrespective of whether they 
are wealthy or not. Compare 
this with, let’s say, England 
where friends tend to meet in 
a pub or a restaurant than at 
home. You might share a lot 
of other bonds but not one 
where someone has cooked 
for you, and that makes the 
French cuisine so different. 

That’s what we wanted to 
do through Paul; we wanted 
to cook food for our guests 
as if they are coming home 

to dine with us. Paul is much 
more than a bakery today. It 
is a full-blown restaurant that 
adapts to the local cultures 
wherever we go. 

My grandfather was only 51 
years when he died. At that 
time my father was around 
17 years old and had learnt 
the art of bakery from my 
grandfather for a couple of 
years. My father took charge 
of the family and started 
working together with my 
grandmother. That was 
back in the 1960s. Back then 
people in France wanted 
the baguette prepared in 
a certain way following a 
particular recipe. We were 
not able to make it in that 

specific manner because we 
felt it didn’t follow the right 
quality standard. We catered 
to a niche market with only 
one shop. But the good thing 
about this approach is that 
when people can spend 
money on food, they look for 
good quality. And Paul was 
looked upon as an excellent 
quality bakery. 

My father decided to 
expand the business from 
north to the eastern part of 
France, eventually taking 
Paul to Paris that gave the 
brand high visibility in the 
rest of the world. We are the 
only French family business 
that expanded across the 
country. In France, family 

Values define our business

Food is a big part of the French culture, one 
that defines the culture. There is an inevitable 
urge among the French people to share their 
culinary culture. No wonder, French brand 
Paul Café is now present in four continents with 
over 300 restaurants in more than 40 countries. 
Besides its geographical reach, what’s even more 
interesting is the brand’s long heritage upheld by 
five generations of the Holder family members. 
As the Holder Group states, “As an ambassador 
of French etiquette, the Holder Group never 
stops growing, conquering new markets and 
new consumers throughout the world.”
In an exclusive interview with a fifth-generation 
Holder and president of Paul International, 
Maxime Holder talks about the legacy and 
values of the family business, which started as a 
small bakery

Maxime Holder
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DSF 2018

Every year Dubai’s annual shopping extravaganza, the Dubai Shopping Festival (DSF), returns on a grander scale. 
Organised by the Dubai Festivals and Retail Establishment (DFRE), an agency of the Department of Tourism and 
Commerce Marketing (Dubai Tourism), the 23rd edition of DSF will take place from December 26 to January 27. 
The month-long shopping fiesta will offer many attractive deals for shoppers – mainly retail activations 
themed under beauty & perfume, gold & jewellery and apparel & fashion categories. Also, lined-up is exciting 
entertainment through live shows, fireworks and in-mall activities in addition to a showcase platform for small 
and medium-sized, local businesses. 
Rupkatha Bhowmick brings snapshots of the most attractive promotions and exciting activities during DSF 2018

Longstanding 
partnerships
For the 2018 edition, the 
strategic partners for DSF 
include Majid Al Futtaim, 
Emaar, Nakheel, Al-Futtaim, 
Meraas Holding, Mercato, AW 
Rostamami, Dubai Duty Free, 
Emirates Airlines, Emirates 
National Oil Company 
(ENOC), Etisalat and Paris 
Galley. 

“DSF has always been the 
jewel in the retail calendar 
crown and this year is set to 
be even bigger and better 
than ever. Together with 
our strategic partners, we 
will be bringing people 
truly memorable shopping 
experiences featuring 
celebrities, world-class 
experts and interactive 
masterclasses, making Dubai 
the ultimate must-visit 
shopping destination this 
New Year. Over the years 

It’s time for DSF 2018

we’ve worked closely with 
retailers on a local and global 
stage to bring out the very 
best of Dubai’s culture to 
create a thriving retail hub. 
From top global brands to 
local emerging designers, 
Dubai benefits from a rich 
melting pot of diverse 
shopping opportunities, 
making a truly unique retail 
destination for shoppers 
across the world,” says 
Ahmed Al Khaja, CEO, DFRE.

“DSF plays a vital role 
in attracting tourism into 
the emirate. The weather 
is pleasant, and DSF have 
created unique content for 
people to come, witness and 
partake in,” agrees Saeed Al 
Falasi, executive director, 
retail and strategic alliances, 
DFRE. “Every DSF is different 
from the year before, which 
requires us to plan and take 
into account what consumers 

want and will excite them. 
That’s quite a challenging 
task. But it adds to the beauty 
and success of DSF year after 
year.”

“This year, for example, we 
have planned a homeware 
activation, following 
feedback, making way for 
residents to snap up exciting 
deals from participating 
homeware brands. We will 
also introduce a loyalty 
programme encouraging 
consumers to use their loyalty 
cards,” he continues. “Above 
all, buy-in from the industry 
to be part of DSF is very 
encouraging and fulfilling. 
Building meaningful 
partnerships with the retail 
community – big shopping 
malls, small community & 
strip malls, traditional souks, 
established retail groups as 
well as local entrepreneurs – 
is a proud achievement. It is a 

testament to how successful 
DSF have been for different 
categories within retail, 
supporting and boosting the 
Dubai economy.”

Promotions in 
abundance
Like every year, DSF 2018 
expects to see millions of 
people. The excitement 
around DSF is palpable every 
year. DSF 2018 is set to start 
with a bang with the ‘12 
Hour Sale’. Starting at midday 
and running right through 
to midnight, shoppers will 
be able to avail discounts 
ranging from 25% to 90% at 
all Majid Al Futtaim malls in 
Dubai. Participating malls 
include Mall of the Emirates, 
City Centre Mirdif, City 
Centre Deira, City Centre 
Me’aisem, City Centre Al 
Shindagha and My City 
Centre Barsha. 
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The report, ‘Trading Up: Dining, 
leisure, amenities, and the new 
shopping centre’, is the second in a 

series commissioned by ULI’s European 
Retail and Entertainment Council to 
better understand the role of non-retail 
elements in the continued reinvention 
of shopping centres.  The analysis of 
12 shopping centres across the UK, 
France, Poland and Spain have recently 
upgraded or extended their centres to 
include additional non-retail tenants. 
The report also draws on insights from 
interviews with industry experts, as well 
as a survey of ULI members working in 
the retail sector. In addition to examining 
F&B and leisure, this year’s report looks 
at community amenities including 
healthcare, dentists, libraries, co-working 
spaces and community uses. 

“It’s now more important than ever 
that shopping centres provide that 
exciting, innovative space that people 

The Urban Land Institute (ULI) and JLL have released a new report that finds the non-retail tenants, 
including food and beverage (F&B), leisure and community amenities, have led to 28% estimated rental 
value growth. It also resulted in a 7.24% increase in footfall and a 1% decrease in vacancy rates across 12 
European shopping centres in the past 12 months. RetailME brings excerpts from the report

F&B and leisure keep 
shopping centres competitive

COVER STORY

want to come to, spend time and money 
in and return. The survey’s findings are 
encouraging and build on what we 
found last year, which non-retail offerings 
add value to modern shopping centres. 
Getting the tenant mix right helps to 
create successful retail destinations which 
thrive, benefitting consumers, retailers 
and landlords alike,” says Christian Luft, 
director of the valuation advisory at JLL.

Fifty-eight percent of the survey 
respondents reported that the addition 
of F&B, leisure and community amenities 
had a positive impact on the financial 
performance of shopping centres. As in 
last year’s survey, respondents indicated 
that increased dwell time (the time a 
consumer spends in a mall) and footfall 
are the two most important contributions 
non-retail offerings can make to shopping 
centres. However, this year’s survey found 
non-retail tenants’ roles in supporting 
overall retail sales and rental income to be 

ULI Retail and Entertainment Product Council

November 2017

Trading Up
Dining, leisure, amenities, and the new shopping centre

Tommy Liggett / Shutterstock.com
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A melting pot for sharing best 
practices & innovation in retail

Our journey so far
Widely acknowledged as ‘the’ retail 
knowledge catalyst in the Middle East, 
the RetailME Magazine was keen to share 
the learnings amassed throughout the 
year in a ‘live’ format. The idea was to 
offer a platform to the retail industry 
stakeholders to engage and interact with 
each other. This idea took a concrete 
shape in 2012, the year of MRF launch.

Over the last six editions, MRF has 
gone from strength-to-strength not 
only in introducing new formats, 
bringing together a group of highly 
knowledgeable speakers and gaining the 
trust of partners but also as a platform 
that allows and encourages retailers 
and retail support organisations to 
collaborate meaningfully. After all, in this 
day and age of aware, hyper-connected 
and savvy consumers, collaboration 
between retailers is imperative to meet 
and outpace the expectations of these 
ever-evolving consumers. 

The sixth edition of the Middle East Retail Forum (MRF) took place on November 27 & 28 at the One & Only 
Royal Mirage drawing over 70 speakers from the GCC and internationally alongside more than 250 visitors that 
witnessed the annual retail knowledge forum. Rupkatha Bhowmick writes about the evolution of this two-day 
conference, while offering snippets from MRF 2017
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A gala night
The Images RetailME Awards are more 
than just about winning in a competitive 
retail market like the Middle East. They 
recognise excellence across a range 
of retail categories, benchmarking 
innovations and best practices in this 
vibrant industry. They also serve as a 
motivational platform for retailers across 
the region and the world.

With the spotlight on the best-
performing retailers in the Middle East 
for 2017 at a dazzling ceremony which 
was graced by over 400 professionals, 
specialists and VIP guests representing 
the who’s who of the retail industry. 

Retail excellence crowns the day
The region’s retail community came together at the One & Only Royal Mirage in Dubai on November 28 to celebrate 
excellence and felicitate the celebrities in the business of retail at the Images RetailME Awards 2017, reports Lawrence Pinto
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F&B takes centre stage 
Food & beverage (F&B) was the central 
theme of MAPIC 2017. The French Riviera 
setting couldn’t have asked for a better 
topic than food with the French cuisine 
being one of the world’s best. From 
healthy to street food and from gourmet 
sandwiches to traditional food, discussion 
on every aspect of F&B met with great 
enthusiasm. 

Importantly, the trend of eating out 
was one of the primary focus areas 
since research proves that a third of 
consumers visit retail spaces to eat or 
drink. No wonder, today shopping centres 
are rapidly getting transformed into 
social spaces with food experiences at 
the centre. It’s a proven fact that when 
customers dine at shopping centres, it 
increases not only dwell time but also 
their spend – 18% more on average. 
That’s why shopping centres are starting 
to allocate almost 15-20% of the leasable 
area to F&B concepts. 

Alongside eating out, ordering in is 
another visible phenomenon, leading 
to the rise of numerous brands such as 
Deliveroo and Ubereats. 

Organised by Reed MIDEM, the 23rd edition of MAPIC – the 
International Retail Property Market – took place at the Palais De 
Festivals in Cannes from November 15 to 17. Here’s a curtain raiser 
by Rupkatha Bhowmick to be followed by the detailed report in 
the upcoming annual edition

Trends, formats, 
markets discussed 
at MAPIC 2017
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