PRWeek

Cannes luxury travel show is finally taking PR
professionals seriously

Luxury travel and hospitality PRs are just back from ILTM (previously International Luxury Travel Market),
the famous trade show that is held every December in Cannes, France. And I can report that this glam expo
has evolved beyond recognition since its inception.

For most of its history, ILTM used to be very sales- and marketing-focused, but this year, for the first time, PR consultants
were able to apply for a delegate badge in their own right, as opposed to applying on behalf of one of their clients.

So whereas it all used to be a bit cloak-and-dagger to attend as a PR, the show has now seen the value in welcoming us with

open arms, especially as sales, marketing and PR are more intrinsically linked.

For PRs, most of the main show activity happens outside of the Palais and it’s a bonkers schedule of breakfasts, lunches,
dinners and parties. The party circuit is like none other, peppered with notable key events. For example, Monday kicks off the
week of power networking with the Condé Nast Traveller yacht party, where the global Condé Nast Traveller team hold court
with the world’s leading hoteliers and PRs aboard a luxury superyacht.

With every day of the show documented in real-time via social media, attendance at these key events provides incredible
brand exposure opportunities both offline and online; crucially, this reaches both b2b and valuable consumer audiences.

No one feels the pressure to put on an epic party more than the big hotel brands, with activations getting more extravagant
every year.

This year, the IHG party took place in the Carlton penthouse and featured a spectacular drone display over the Bay of Cannes;
Relais&Chateaux invited some of its most decorated Michelin-starred chefs to whip up lobster bisque and tuna tartare at their
annual soirée; the Shangri-la party featured a fully interactive dance performance mid-event; and Hilton Luxury chose ILTM to

announce its hotly anticipated Waldorf Astoria New York reopening.

PR advisers to these luxury hospitality brands now ensure their events are packed with Instagrammable moments, the more
OTT the better, so that the impact is seen and felt well beyond La Croisette.

There are multiple competing events during the week, so standing out and making an impact is crucial; it’s all about the optics.
With many luxury travellers now making their travel choices via the power of social media, the earned and influencer impact

of attending and exhibiting at ILTM has become a priority.

From a PR agency standpoint, the relationship and brand-building with clients, media and industry colleagues is almost

unparalleled.

And it comes as a welcome pre-Christmas relief that our role within luxury travel marketing is now being fully recognised.
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