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Monaco

Revolution has been a major theme
throughout Monaco’s history. The state
fell into the hands of the ruling
Grimaldi family in 1297 when
Francois Grimaldi seized a Genoese
fortress on the rock of Monte Carlo
and ever since it has been pioneering.

In 1863 Europe’s first casino opened
there and, thanks to the reputation of
his well-heeled casino customers, the
state’s late Prince Rainier developed a
luxury tourism industry. But having
spotless streets lined with palm trees
and shopping centres adorned with
ornate chandeliers is no longer alone
enough to tempt tourists. Faced with
competition from European resorts
gifted with gambling deregulation,
Monaco is transforming itself under its
new ruler Prince Albert and, despite
being small enough to fit inside
London’s Hyde Park, it is still growing.

Even the azure waters of the
Mediterranean can’t stop Monaco’s
latest, and perhaps grandest, revolution.

Sitting on just 195 hectares of land it
is one of few countries that can claim
to have grown by around a third in size
without waging any wars. Its weapon
has been land reclamation.

The earliest reclamation in Monaco
dates back to the 1960s when land for
the VIP Sporting Club entertainment
club complex and beaches was gained. 

The biggest splash came a decade
later when 22 hectares were reclaimed
on the western fringe of the state. 

The area of Fontvielle stands on this
area and it comprises a trendy second
harbour, a residential district and the
Stade Louis II – home to the AS Monaco
football club. But the state’s next step
pushed the boat out even further.

Monaco’s rulers wanted a share of
the millions in revenue generated by
the conference facilities of its Riviera
rivals Nice and Cannes, but space was
the problem. With every inch of the
tiny principality already crammed with
condominiums, casinos and banks,
building facilities to host groups of
more than 1,500 people required
literally thinking outside the borders,
35,000 square metres to be precise. 

This is the size of the Grimaldi
Forum, a high-tech conference centre
which has the look of a recently landed
spaceship and sits on land reclaimed
from the sea in the late 1990s.

However, despite being the largest
conference space in Monaco, the bulk

of its events are in niche sectors such
as luxury industries. There is good
reason for this.

The tiny principality has a
combined total of just 2,649 hotel
rooms and Hervé Zorgniotti, the
Grimaldi’s communications director
admits: “It’s very difficult to be in

competition with great business
tourism cities like London, Paris or
Barcelona since in Monaco we don’t
have the hotel capacity.”

Zorgniotti says that “the main
market for business tourism in the
Grimaldi Forum is the UK market”. 

He explains that a key reason for

this is the dominance of low-cost
carriers at Nice airport (see factbox). 

“Many business delegates choose
this kind of travel to visit Monaco and
it’s one of the reasons for our success,”
he says. Nevertheless, low cost is not
something Monaco is famous for. 

The state has its own philharmonic
orchestra, opera and ballet, and stages
the most dramatic Formula One Grand
Prix. And although there are just 6,000
native Monegasque citizens, Monaco
has a total of 32,000 residents. Their
bank balance receives the biggest
benefit of living in the state since
residents are exempted from all taxes
on income and personal wealth.

The powerhouse at the heart of the
principality’s US$12 billion GDP is
tourism which drives in more than six
million visitors every year. One
company is at the heart of this – the
Société des Bains de Mer (SBM).

Founded more than 150 years ago,
SBM has a monopoly concession to
run Monaco’s casinos until 2027. 

It also owns an 18-hole golf course,
opera house, tennis club, five luxury
hotels, the Sporting Club and several
nightclubs, including Jimmy’z, where
a glass of water costs more than
US$50. SBM is Monaco’s biggest
company and, in short, it is the
principality’s leisure business.

Over the past few years SBM has
gambled on gaming and won. 

It upgraded its several thousand slot
machines to the most high-tech
systems and in 2006 gaming brought
in US$285.8 million – the highest ever
revenue SBM has had from the sector. 

This was driven by revenues from
slots which were up 18 per cent. 

By comparison, the hotel sector
revenues of US$166.7 million were up
13 per cent. One explanation accounts

for much of these increases. At the 
end of 2005 SBM opened the doors 
to its first new hotel in 75 years, the
334-room Bay Resort. Monaco’s
masterplan of making its image more
youthful revolves around it.

Sitting on 10 acres of yet more
reclaimed land, the Bay is inspired by
the modern mystique of Las Vegas. 

The US$260 million hotel is
dripping with glitzy touches such 
as Europe’s first sand-bottomed
swimming lagoon and a fountain
choreographed to classical music. 

Crucially, its casino is the only one
inside an SBM hotel to have no table
games and, to appeal to families, its
average room rate is around US$390.

“We wanted to bring a new facet to
our range of products,” explains
Bernard Lambert, SBM’s chief
executive. “The other ones are more
four plus and five-star palaces. The
Bay was positioned as a four-star
because we need to be more accessible
in terms of rates and convention
business.” He added: “Also, there was
a need for a hotel for families. The
hotel has unique facilities and we
know that this is exactly what the
Italian market likes.” 

After the French market, this is one
of SBM’s strongest sources of guests.

“The return of the USA is very
strong and it will be back within a year
or so to where it was before 9/11,”
adds Lambert. The Bay’s unique
offering is an obvious attraction, but it
takes more than a single hotel to bring
tourists to Monaco.

Antonio Ducceschi, director of sales

During its 710-year history the tiny Mediterranean principality of Monaco has built up a mystique
based on James Bond, baccarat and grand balustrades. But in a bid to attract a more youthful
clientèle it is now trying to shake off its greying image. Christian Sylt looks at how it is taking
its glitz and glamour to the next generation.

Manufacturing extra
mystique in Monaco

n The great Monegasque pull
• No personal tax of any sort, which
is why many big earners of the world
are registered residents of Monaco
• Although several offshore
companies are listed in Monaco, the
finance industry provides only 13 per
cent of Monaco’s GDP
• Gaming is not really as big as it

seems, bringing in 2.2 per cent of
Monaco’s annual turnover 
• Business tax of 33.33 per cent,
brings in 60 per cent of state revenue
• Tourism is the real powerhouse
behind Monaco, attracting six million
high-spending visitors every year and
contributing 25 per cent of the
country’s US$12 billion GDP

Factbox
n LCCs fuel the MICE market
• The United Kingdom is the single
largest market for Monaco’s 100
MICE events every year
• The primary driver has been the 
growth of Low Cost Carriers (LCCs)
flying to Nice
• In 2005 LCCs had a 34.4 per cent

share of the market carrying 3.3
million passengers to Nice
• The helicopter service between
Nice and Monaco is the single 
most travelled helicopter route in 
the world, with 68 daily turnarounds;
90 per cent of the visitors are there as
business travellers

Factbox
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and marketing for Monaco’s Méridien
Beach Plaza hotel says that “the
benefit of Monaco is safety”, and this
isn’t easy to miss. 

Police officers seem to man every
corner and the streets are monitored by
more than 300 CCTV cameras. 

Ducceschi adds that in stark contrast
to larger cities, everything in the
country is within walking distance
which saves time in transport between
hotels and venues. The uniformly high
quality of all the hotels is another
benefit and nothing is done by halves.

When the Méridien expanded in
2005 it transformed itself from a
mundane rectangular-shaped building
by bolting two glass towers to its sides. 

The 12-storey towers have three
bedrooms on each level as well as a
three-bedroom penthouse suite with
180-degree sea views and its own lift
on the top of each column. 

It is a futuristic development yet
again dictated by space. 

The beachfront hotel initially wanted
to add extra floors, but this plan was
rejected as it would have blocked the
sea views of residents in the high-rise
flats perched on the hills behind it. Its
development demonstrates that the
state cannot afford to stand still.

“I think that the image of Monaco in
a way is no longer the same glamorous
image from 15 to 20 years ago,” says
Ducceschi. “New destinations have
arrived which are glamorous and
attractive. Think about Dubai, 10 years
ago, Dubai wasn’t even known.” 

He says that Monaco can suffer 
from being perceived as quiet and 
it’s something that Lambert is 
acutely aware of.

“The next stage for SBM to change
and attract a different client and make
it a bit more available is to always
create new events whether it’s a new
nightspot, a new restaurant or new
experiences,” says Lambert. 

He explains that Monaco recently
launched the Riviera’s first winter jazz
festival and he is looking to repeat the
trick in the spring with a big-name star
who doesn’t regularly tour in Europe. 

Finally, Lambert says that he is
looking to expand the number of poker
events held in the off-season as these
are already hugely popular.

Gaming is where SBM’s makes its
biggest margins and Lambert is
working on these in particular.

“There is definitely a new clientèle
coming from new markets, whether
they are from Russia or Croatia or
Romania and even from the Far East,”
he says. “It’s a younger generation, 40
to 50, in terms of gaming.” 

He has some impressive hooks to pull
in punters including complimentary all-
inclusive travel and accommodation
packages being offered to gamblers
waging over US$30,000.

The Chinese market was identified

as the key target for this after SBM
sent agents into exclusive country
clubs, golf clubs and cigar dens in
Shanghai, Hong Kong, Guangzhou
and Beijing to identify likely guests. 

“We are targeting what I call the
haute-couture type of clients. They’re
not in the mass market and groups,”
explains Lambert, adding that the goal
is grabbing market share. 

“We have a selection of big-time
gamblers who, right now, are going to
Las Vegas and Macau.” 

But SBM has not put all its money on
one spin of the roulette wheel as agents
are now being sent to Delhi, Bombay
and Bangalore. Plans are already on the
table to accommodate growth. The next
wave of reclamation will see the
Grimaldi extended. “In around eight or
10 years you will find, in front of the
Grimaldi, an extension with a new
museum of modern art of Monaco and
another general purpose hall for the
principality,” says Zorgniotti. “It will be
more than 10,000 square metres in size.”

Lambert adds that four consortiums
have been selected to bid for 
another stage of reclamation which
will cover land between the Grimaldi
and the Fairmont.

In 2002 a treaty with France defined
Monaco’s seaward extent and opened
the door to a floating Manhattan-style

island being built and connected to the
mainland by a causeway of reclaimed
land. “The consortiums have one year
to present their entire plans with the
type of islands – is it going to be
offshore or is it going to be closer to
the land?” said Lambert.

“By the end of this year one of the
four will be selected and they will 
start within 2008. 

“It’s certainly a five or six-year
project and I understand that there is
going to be over 300,000 square
metres of development built on it.”

Lambert reveals that his long-term
plans will take Monaco’s boundaries
even further. SBM already has its eye
on the deregulated UK gaming 
market since it has a marketing deal
with London Clubs International
which is now part of US gaming giant
Harrah’s. The agreement allows cross
promotion to client databases and
access to sporting events sponsored by
both companies. 

However, Lambert says that radical
plans are on the drawing board for
SBM to operate casinos and hotels
outside Monaco in order to broaden
brand awareness.

“In the next five years my objectives
are to be considered as one of the
world’s top three leading boutique-
type of companies in the leisure sector
and to have two satellites outside the
principality in terms of hotels and
casinos,” he says. It looks like
revolution is set to stay in Monaco’s
blood for a long time to come.

‘We are targeting what I call the 
haute-couture type of clients. They’re not 

in the mass market and groups’

     


