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YOUR KEY
As the signature style icon of the Annual
Report, the key card opens the doors to
our world. The vintage look with the hole
pattern is a reminder of the card’s status as
a classic and as a collector’s item – like the
Arne Jacobsen chairs which have inspired
Rezidor since the opening of our very first
hotel. The traditional design of the key
card also reflects our passionate commitment to the unchanged core element of
our business: we are hosts providing
unique Yes I Can! service.
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THE KEYS TO OUR BUSINESS feature two parts:
a CORPORATE PRESENTATION and an ANNUAL REPORT with
financial information and the C
 orporate Governance Report.
Both publications as well as our RESPONSIBLE BUSINESS
REPORT and full GRI report are available on our website
www.rezidor.com
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432 HOTELS

95,609 ROOMS
73 COUNTRIES
40,000 HOTELIERS
143 NATIONALITIES

1960
Our Group embarks on its historic journey
as the hotel division of Scandinavian Airlines (SAS). We open our first hotel – and
the world’s first designer hotel: the Royal
Copenhagen, created by legendary architect Arne Jacobsen.

1960 S

1980S

1994
We sign our first Master Franchise Agreement with Carlson
for the Radisson brand in
Europe, the Middle East and
Africa – Radisson SAS is born.

1990S

1980

1999

The Radisson SAS Hotel
Kuwait is our first property
outside Scandinavia.

Our first African hotel joins
the portfolio: the Radisson
SAS Waterfront Hotel Cape
Town.

Rezidor is one of the most dynamic hotel companies
worldwide and a member of the Carlson Rezidor Hotel
Group, one of the largest hotel groups worldwide.
• The Rezidor Hotel Group N/V has been listed on Nasdaq Stockholm,
Sweden, since November 2006.
• Rezidor’s core brands are Radisson Blu (Europe’s largest upper upscale
brand) and Park Inn by Radisson (mid-scale). Since 2014, we have also
operated and developed the brands Quorvus Collection (luxury) and
Radisson Red (lifestyle select).
• Rezidor leases, manages and franchises hotels. The Group follows an
asset-light business model for profitable and sustainable growth with
a focus on emerging markets.
• The unique service philosophy Yes I Can! and our strong values of
Being Host, Living Trust and Fighting Z-pirit set us apart within the
international hospitality industry.
•R
 ezidor features an industry-leading Responsible Business Programme
based on the principles Think Planet, Think People and Think Together.
2000
We reach 100 hotels in operation.

2001
Our Group is renamed Rezidor
SAS Hospitality. We are one of
the first international hotel
groups to go asset-light, and
prepare for multi-brand growth
across EMEA.
2002:
The Master Franchise Agreement
with Carlson for Park Inn in EMEA
is signed.

2000S
2006
SAS sells its hotel business. As
the Rezidor Hotel Group, we
become a publicly listed company on the Stockholm Stock
Exchange. Carlson is our largest
shareholder, and becomes our
majority shareholder in 2010.
2009
Radisson SAS is renamed
Radisson Blu.

2010
Park Inn is endorsed with “by Radisson”.

2012
We launch our strategic partnership with
Carlson and go to the market as one – as
the Carlson Rezidor Hotel Group.
Kurt Ritter, President & CEO for the past 23
years, steps down and is succeeded by
Wolfgang M. Neumann.

2010S
2013
Our long-term 4D Strategy is launched –
featuring the four pillars Develop Talent,
Delight Guests, Drive the Business, and
Deliver Results.

2014
The Carlson Rezidor Hotel Group presents
a new global brand architecture and introduces the new brands Quorvus Collection
(luxury) and Radisson Red (lifestyle select)
to the market.
For the fifth year in a row, Rezidor is named
one of the world’s most ethical companies
(by US think-tank “Ethisphere”).
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2014 KEY RESULTS
• L/L RevPAR grew by 2.7%.
• R
 evenue increased by 1.9% to €937.3M (919.5).
On a L/L basis revenue increased by 0.7%.
• EBITDA amounted to €71.3M (80.7).
• The EBITDA margin decreased to 7.6% (8.8).
• Profit after tax reached €14.2M (23.2).
• Approximately 6,500 new rooms (32 hotels) were signed.
• Approximately 3,500 new rooms (18 hotels) were opened.
• Approximately 2,200 rooms left the system.

2.7%
L/L RevPAR increase

32

hotel signings

18

hotel openings
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Radisson Blu W
 aterfront
Hotel, Stockholm,
Sweden
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CEO EDITORIAL

BEING HOST
LIVING TRUST
FIGHTING Z-PIRIT
Yes I Can! Three simple words that
describe what Rezidor is all about. They
sum up our ethos and our mission: we
provide unique Yes I Can! service. They
are the foundation for our values of Being
Host, Living Trust and Fighting Z-pirit. And
they define our entire company culture,
which is unique within the international
hospitality industry and recognised by
our guests, owners, business partners
and shareholders.
Our mission makes us go the extra mile
and constantly strive for new, creative
and tailor-made services and solutions –
and never more so than in a year as challenging as 2014. Although international
tourist arrivals continued to increase over
the past year and the travel industry contributed 9% to the global GDP, economic
recovery remained fragile: the eurozone
stalled again, real-term GDP levels
remained below pre-recession peaks
and youth unemployment remains a
major concern in many countries. Among
non-EU members, Norway experienced a
deteriorating business climate due to significant cutbacks from the oil and gas
industry. The global environment was

impacted by the geopolitical unrest in
Russia and Ukraine, trouble spots in the
Middle East and the outbreak of Ebola in
West Africa.

Route 2015
These market disruptions also affected
Rezidor’s 2014 results, and will most likely
delay delivery of our Route 2015
margin-enhancing objectives. Launched
in 2011 and targeting an EBITDA margin
increase of 6–8 pp by the year 2015, our
turnaround programme focuses on revenue generation, fee-based growth, cost
savings, cap utilisation and asset management. Over the past three years we
have made good progress – addressing
numerous legacy issues and improving
profitability by rigorously reducing our
cost base, driving revenue generation
and taking asset management actions in
loss-making hotels.
In 2014, though, the positive impact of
these improvements was overshadowed
by the economic headwinds and one-off
costs related to the closure of a hotel for
renovation.

“Rezidor’s entire
company culture
reflects our ethos
and mission: we
provide unique
Yes I Can! service.”
Wolfgang M. Neumann
President & CEO
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4D
Strategy as
guiding light

During the past year, Route 2015 yielded
an estimated 1.9% EBITDA margin
improvement (after 1.8% in 2012 and 2.6%
in 2013) – a solid improvement, but not
sufficient to compensate for all trading
shortfalls and one-offs.
Despite its currently delayed pace, our
margin-enhancement objectives as
defined in Route 2015 remain one of the
fundamental objectives for Rezidor.
Moreover, our long-term ambition is
unchanged – targeting asset-light and
profitable growth with a particular focus
on selected emerging markets. Africa
ranks highest on our agenda: we are
operating and developing more than 50
hotels in 24 African countries, and since
2014 have had the largest pipeline of
hotels and rooms under development on
this powerful and promising continent.
Last year we also extended our alliance
with four Nordic Development Funds to
provide equity financing and support to
hotel projects in Africa – a unique
cooperative venture within our industry.
All across Europe, the Middle East and
Africa, our growth is also designed to be

4
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70%
system contribution
by 2020

sustainable. Thanks to our Scandinavian
roots, Responsible Business was always
at the core of our business. We are proud
to have been recognised as one of the
World’s Most Ethical Companies every
year since 2010 (source: Ethisphere), and
are constantly improving our sustainability initiatives: 2015 will see an extension
of our energy-saving programme “Think
Planet” to water stewardship.

4D Strategy
Our growth and other business priorities
continue to be embedded in our 4D
Strategy, which was launched in 2013
and accelerated in 2014. 4D is a simple,
yet powerful framework engaging and
empowering all our 40,000 hoteliers
and featuring four pillars: Develop Talent,
Delight Guests, Drive the Business and
Deliver Results.
Looking at essential progress and 2014
highlights, Rezidor’s €58.5M rights issue
stands out. Oversubscribed with 144%,
the rights issue enables us to drive
strategic priorities related to growth,
CAPEX spend and asset management.

As a Group that aims to maximise profitable total revenue, we also continued to
fully focus on revenue generation – further optimising our sales, e-commerce
and distribution platform, continuing to
gain market share, and preparing for the
next crucial step: 2015 will see the implementation of a long-term project to
re-shape Rezidor’s revenue generation
engines. This will allow us to embrace the
shifting dynamics of the marketplace with
the aim of achieving a system contribution of 70% by 2020.
On a global level, we further pursued
joint revenue generation activities
together with our strategic partner, brand
owner and majority shareholder Carlson.
As the Carlson Rezidor Hotel Group, we
also continued to align our products and
presented a new global brand architecture to the market – adding the lifestyle
select concept Radisson Red and the luxury Quorvus Collection to our portfolio.
Furthermore, we also kicked off a global
project to evaluate, align and further
develop our IT systems and services all
across the world – a critical enabler to

CEO
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Radisson Blu Waterfront
Hotel, Stockholm,
Sweden

deliver on our common objectives and
stay competitive in an increasingly
IT-driven environment.
And last but not least, our people: in
2014, we focused on talent development,
restructured our organisation, launched
our first Employee Value Proposition, and
introduced the “Women in Leadership”
initiative with the ambition to increase the
proportion of women in senior leadership
positions to 30% by 2016.

mitted to fostering close relationships
with our owners and shareholders for
whom we strive to deliver optimum
returns. The outlook for 2015 remains
uncertain, but we are confident that our
continued focus, clear vision and dedicated team will enable us to exploit all
opportunities ahead.
We will live our mission: Yes WE Can!

Our commitment
Rezidor is a relationship company with
unique people values. We are determined to attract, develop and retain the
best talent, to delight our guests and
drive our business. We are equally com-

Sincerely,
Wolfgang M. Neumann
President & CEO

“We are a passionate
team with a clear
vision and a strong
belief in our values.
They are our guiding
light, inspire and
empower us every
single day, and set
us apart within the
international hospitality
industry.”
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ENGAGING
AND EMPOWERING
EVERYONE
Rezidor’s 4D Strategy is a long-term, simple and yet multidimensional
business approach. Based on our mission, vision and values,
4D outlines the Group’s essentials, priorities and key focus areas.

Our mission is all about Yes I Can!, the
ethos that sets us apart from the competition: we provide unique Yes I Can! service. In everything we do, we build on our
strong values: Being Host, Living Trust
and Fighting Z-pirit.
Our vision is that we will be recognised
as the most passionate team of hoteliers,
building outstanding guest loyalty by providing memorable experiences, and committed to attracting, developing and
retaining talent. We also want to be seen
as the most innovative and responsible
organisation, leading the industry in
anticipating trends and responding to
changing customer needs, and caring for
our planet by acting in a sustainable way.
We aim to be the most dynamic hotel
company in EMEA, operating distinctive
and market-leading brands, and being

6
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the leader in the Nordics and the emerging markets of Eastern Europe, Africa and
the Middle East. And finally, our goal is to
be the preferred hotel company to invest
in and to do business with, delivering
consistent and compelling financial
returns to our owners and shareholders,
and valuing strong and long-term relationships with all stakeholders.

Four strong strategy pillars
Our mission, values and vision are the
fundamentals of our long-term strategy
which was created in 2013 and accelerated in 2014 – a four-dimensional strategy
that we call our 4D Strategy. It draws our
attention to the core components of our
business, and is based on four elements:
Develop Talent, Delight Guests, Drive the
Business and Deliver Results.

Our values
BEING HOST
Be professional, responsible,
focused on qualitative service
and provide memorable experiences.

LIVING TRUST
Earn trust through honesty and
integrity, empower employees
at all levels. We promise; we
deliver results.

FIGHTING Z-PIRIT
Always entrepreneurial, innovative and opportunity driven –
quick decision-making.

4D STRATEGY

Develop Talent

Delight Guests

is all about our team members as we are a people
business. 4D outlines how to attract and retain highcalibre team members, how to invest in team member skills and talents, how to drive a Performance
and Talent Management culture, and how to recognise performance and ensure competitive compensation.

gives full attention to our clients. We enhance and
deliver the brands’ promises, and create and
deliver “Bright Spots” in our hotels – unique,
personal and surprising positive experiences for
our guests that make their stay with us a special
one. We also rekindle our innovation culture and
rejuvenate Food & Drink.

Drive the Business

Deliver Results

concentrates on the creation of a company culture
that maximises profitable Total Revenue and fully
embraces the shifting dynamics of the marketplace. It also means intelligent cost management.
Other crucial aspects are profitable growth with a
focus on emerging markets, and proactive asset
management.

sums up the overriding targets of producing
compelling results for our hotel owners and of
maximising shareholder value.
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DRIVING MARGINS
ON ROUTE 2015
The fragile European recovery will most likely delay the delivery
of Rezidor’s margin-enhancing objectives – but the turnaround
programme Route 2015 remains an essential goal.

Route 2015 is Rezidor’s turnaround programme – launched in December 2011
and targeting an EBITDA margin uplift of
6–8 pp by 2015; assuming market RevPAR
covers cost inflation. Route 2015 includes
a set of revenue generation activities, feebased growth, cost savings, cap utilisation,
and asset management initiatives.
Due to the fragile European recovery,
the geopolitical and economic challenges in Russia, and one-off costs for
the closure of the Radisson Blu Hotel,
Lyon for renovation, Route 2015 saw a

slow-down in 2014, with the programme
generating an estimated EBITDA margin
improvement of 1.9% (after 1.8 and 2.6% in
2012 and 2013). We expect a delay in
delivering our objectives, since the future
pace of the programme will also be
linked to the external environment which
is still marked by a uncertain economic
development and limited visibility.

2014 results
During the past year, revenue generation
activities – including joint global initia-

tives by Rezidor and Carlson – led to an
RGI improvement of 0.6 pp, but were
impacted by the headwinds in Europe,
the challenges in Russia, and the Ebola
outbreak in West Africa. Our new revenue generation project, designed to
reshape our revenue generation engines
and embrace the shifting dynamics of the
marketplace, will play a critical role in
2015 and beyond to further drive profitable revenue growth.
With 3,500 rooms opened in 2014, feebased growth had an impact of 0.4% on

EBITDA margin improvement in 2014
Route 2015 generated an estimated 1.9% EBITDA margin improvement in 2014,
and has an estimated 6.3% impact for the three-year period 2012–2014.
EBITDA Margin Impact
2015 Target

2012

2013

Estimated
2014

3–4%

0.6%

0.7%

0.3%

• RGI improved by 0.6pp in 2014

Fee Based Growth

2–2.5%

0.4%

0.3%

0.4%

• 3,500 rooms opened in 2014

Cost Savings

0.5–1%

—

1.2%

0.6%

• Incremental savings estimated at €6M, majority
came from procurement

0.5%

0.3%

0.0%

0.1%

• Three agreements reached their cap in 2014

—

0.5%

0.4%

0.5%

• €4.5M from rent renegotiations

6–8%

1.8%

2.6%

1.9%

Progress made

Key Areas
Revenue Generation

Cap Utilisation
Asset Management
Total

Total impact= 6.3%
Broadly on target
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Radisson Blu Hotel
Amsterdam,
The Netherlands

the EBITDA margin. Rezidor’s opening
pace slowed slightly due to our emerging
market pipeline (and the subsequent
lower visibility of openings inherent to
these markets), and our increased focus
on profitability and brand compliance.
Cost savings in 2014 were on target
with incremental savings estimated at
€6M coming mainly from procurement.
Cap utilisation also supported the programme as planned, with three hotels
reaching their cap in 2014.
Asset management contributed to
Route 2015 with savings of approximately
€4.5M through rent renegotiations and
compensated for the drop in revenue
generation and fee-based growth.
Rezidor created a dedicated asset
management department in 2012 to finetune the leased portfolio – and this
proactive approach is really paying off.
By restructuring and extending profitable
leases, and exiting from unprofitable
leases, we are continuously pruning our
portfolio and optimising our results.
The closure of the Radisson Blu Hotel,
Lyon impacted last year’s results: Taken

out of operation in January 2014 for
extensive renovation, the property’s
re-opening has been delayed to the second half of 2016 due to the discovery of
asbestos and causing a negative EBIT
impact of approximately €10M.

2015 outlook
Route 2015 remains, however, an essential goal for Rezidor to further drive margin enhancement. We expect to make
additional progress towards our targets in
2015. The turnaround programme will further support our long-term financial goals,
including an EBITDA margin of 12% over a
business cycle, a small positive average
net cash position on our balance sheet,
and the distribution of approximately one
third of annual after-tax income to our
shareholders. And overall, Route 2015
will continue to strengthen our unchanged
long-term business strategy which targets asset-light, profitable and sustainable growth with a particular focus on
selected emerging markets.

SUCCESSFUL RIGHTS ISSUE
“Rezidor’s 2014 rights issue –
supported by our majority shareholder Carlson and oversubscribed
by 144% – has added approximately
24,000,000 shares and c reated net
proceeds of €58.5M. During the
past year, we have already increased
our CAPEX spending and invested
a total of €53M in the renovation of
some 2,000 guest rooms in our
home markets of the Nordics and
Rest of Western Europe, representing more than 10% of our leased
portfolio. In the future, we will also
make use of proceeds from the
rights issue to accelerate asset
management initiatives to re-negotiate or exit loss-making hotels.
Lastly, we will also strengthen our
room growth through capital investments or contributions for strategic
projects – various opportunities
have been identified.”

“The rights issue
enables us to drive
and accelerate key
strategic priorities.”
Knut Kleiven
Deputy President &
Chief Financial Officer
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BEING HOST

Be professional, responsible, focused on qualitative service.
Deliver our brand promises and provide memorable experiences.

To me, Being Host means…
…welcoming guests to the hotel
as I would welcome them to my
home – adding a personal touch
to everything I do.”

…always being there for my
guests and colleagues, with an
open heart and the willingness
to understand their needs.”

Unn Werdenhoff, Project Manager, Radisson Blu
Waterfront Hotel, Stockholm, Sweden

Kim Bakker, Meeting & Events Sales Coordinator,
Park Inn by Radisson Amsterdam Schiphol,
the Netherlands
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A GROWING
GLOBAL BUSINESS
The international travel and tourism industry remains strong despite
economic, geopolitical and health challenges in many countries.

International travel and tourism is a business that matters: growing faster than the
world economy in 2014, it currently contributes 9% to the global GDP. One in
eleven jobs worldwide is in travel and
tourism, and the industry generates more
than 6% of the world’s exports – it is a
key driver of socio-economic progress,
giving critical support in a period when
global economic recovery remains fragile
and, in many countries, at risk.
Over the past six decades, tourism has
experienced steady expansion and
diversification. An ever-increasing number of destinations have opened up to,
and invested in, tourism, many of them in
young and dynamic emerging markets.
And despite occasional setbacks – most
recently the unrest in Russia/Ukraine and
the Ebola outbreak in West Africa – international tourist arrivals have shown uninterrupted growth, rising from 25 million in
1950 to 1.1 billion in 2014. Most travellers
reach their destination by plane, and the
air transport industry continues to gain
momentum: the global aircraft fleet is set
to double over the next 20 years.
UNWTO’s long-term forecast is that
international tourist arrivals will increase
further, reaching 1.8 billion by 2030. Arrivals in emerging regions are expected to
grow at twice the rate of those in

12
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advanced economies, and the market
share of these up-and-coming destinations is expected to climb from 47% in
2013 to 57% in 2030.

A global perspective
According to STR Global, the worldwide
hotel industry currently comprises 15.4
million hotel rooms in operation (of which
about 50% are branded and 50%
unbranded), 5.2 million of these in
Europe, the Middle East and Africa
(EMEA). The global pipeline of rooms
under development features 1.4 million
rooms – including 286,000 in EMEA
(where need for quality hotel supply is
high), with Greater London, Istanbul and
Moscow being the markets with the largest numbers. The industry is set to grow
further, but in the short term the development pace will depend on the economic
and political environments. In the long
term, Deloitte sees seven key trends that
will have major influence on the global
hospitality business: growth in emerging
markets; changing demographics; the
importance of consumer-facing technology; the sourcing, development and
retention of talent; the growing importance of sustainability; exogenous events
and cycles; and the value of brands to the
consumer (source: Hospitality 2015).

REMARKABLE RESULTS
“The 2014 results are remarkable
considering that different parts of
the world continue to face significant geopolitical and health challenges, while the global economic
recovery remains rather fragile
and uneven. More importantly, we
see a growing political commitment to the tourism sector in many
countries. This is encouraging, not
in the least because tourism is
one of the sectors that is best able
to deliver on employment at a
moment when job creation needs
to be a priority to all.”
Taleb Rifai
UNWTO Secretary-General

TRAVEL & TOURISM

WHY TOURISM MATTERS
In 2014, the international travel and tourism industry grew faster than the world
economy and remained a key driver of socio-economic progress.

9%

of GDP – direct,
indirect and induced
impact

1/11
jobs

USD

1.4
trillion in
exports

6%
of world’s
exports

29%
of services exports

Source: UNWTO Tourism Highlights, 2014 Edition
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Performance across EMEA
With an increase of 4.7% in 2014, international tourism grew well above expectations and beyond UNWTO’s long-term
projections. More than 50% of arrivals
were registered in Europe, which
remained the most visited region in the
world. However, Europe’s different
regions saw different developments:
while Northern and Southern Europe
(where destinations such as Greece,
Portugal and Spain recovered from their
economic turmoil) reported solid growth,
the pace was more modest in Western
Europe and levelled out in Central and
Eastern Europe. In Eastern Europe, the
unrest in Russia and Ukraine affected the
industry. With Russia entering recession
and the civil war in Ukraine still ongoing,
the regional hospitality market experienced a considerable decline in international business.
In 2014, the European hotel market
reported a RevPAR growth of 5.8% to €73
(driven by both Average Daily Rate and
occupancy) – with the UK and Ireland
leading the field with RevPAR up 14.5%
and 13.4%, respectively, and Russia bringing up the rear with a steep fall in RevPAR
of 28.6% to €49 due to the geopolitical
unrest in the region.

Arrivals in Africa were up by 2% in 2014
despite the Ebola outbreak in West
Africa. This result should be viewed with
caution, however, since the data available for the region is limited and volatile.
Ebola influenced the business environment all across the African continent, to a
certain extent due to misperceptions
about the transmission of the virus. It also
continues to rank high on the crisis
agenda: WHO does not expect the situation to improve until the first half of 2015.
The Middle East saw a 4% increase in arrivals last year, bouncing back from the
declines registered since 2011. All destinations in the region reported positive
growth, with Egypt, J ordan, Lebanon and
Saudi Arabia all substantially improving
their performance.
The Middle East and Africa saw an
overall positive RevPAR development of
4.9% to US$ 105. Bahrain, recovering
from the Arab Spring, posted the best
performance in the Middle East (16.0%),
and Egypt was number one in North
Africa with +28.0% – clearly leaving turmoil and instability behind. On the flip
side, continuing uncertainty in several
countries across sub-Saharan Africa
resulted in a RevPAR drop of 3.7%.

International arrivals 1950–2030 – trend and forecast
Actual

1,600

1.4
bn

1,000

940
mn

800
Africa
Middle East
Americas
Asia and the Paciﬁc
Europe

600
400
200

1950

1960

1970

1980

1990

2000

2010

2020

2030

Source: UNWTO
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France
USA
Spain
China
Italy

Source: UNWTO

1,200

0

The EMEA outlook for the hotel industry
in 2015 is mixed and includes challenges
in key markets: although the IMF projects
a global GDP growth of 3.5%, recovery in
the eurozone is still uneven. In many
European countries, real-term GDP levels
remain below pre-recession peaks, and
youth unemployment is a major concern.
Most emerging markets will continue to
drive growth, but developments like the
tension in Russia and the Ebola outbreak
in West Africa need to be monitored
closely and carefully.

1
2
3
4
5

1.8
bn

1,400

Challenging environments

WORLD’S TOP TOURISM
DESTINATIONS

Forecasts

1,800

Hotel transactions in EMEA reached a
total transaction volume to €16 billion in
2014, a strong increase of 30% versus
2013. Transaction activity was primarly
driven by single asset deals (62%), with
portfolio deals comprising the remaining
38%. The UK remained the most liquid
market with 37% of the total transaction
volume, ahead of Germany and France.
Investment funds and private equity firms
were the most active sellers and buyers,
followed by hotel operators (Source: JLL).
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WORLD
2014

US

EU

RUSSIA/CIS

2014

2014

2014

3.3%
3.5%

2.4%
3.6%

0.8%
1.2%

0.8%
1.6%

LATIN AMERICA

MENA*

SUB-S. AFRICA

ASIA

2014

2014

2014

2014

2015

2015

2015

2015

2014

GDP DEVELOPMENT
Growth estimates have
been revised down
considerably, and the
outlook for 2015 and
beyond remains weak.

1.3%
2.2%
2015

* Middle East and North Africa (MENA).

2.6%
3.8%
2015

5.1%
5.8%
2015

6.5%
6.4%
2015

Source: IMF World Economic Outlook
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A STRATEGIC
PARTNERSHIP
Together, we deliver more! As the Carlson Rezidor Hotel Group,
we align our brands globally and accelerate revenue generation.

The Carlson Rezidor Hotel Group is a
strategic partnership between two
dynamic enterprises: Carlson, a family-
owned, US-based global hospitality and
travel company, and Rezidor, publicly
listed on Nasdaq Stockholm, Sweden.
Carlson Rezidor’s global portfolio features 1,300+ hotels and 222,000+ rooms
in over 105 countries and territories, and
the Group employs 88,000 people.
Carlson Rezidor’s brands are Quorvus
Collection, Radisson Blu, Radisson,
Radisson Red, Park Plaza, Park Inn by
Radisson, and Country Inns & Suites.

AMERICAS

Rezidor operates and develops Quorvus Collection, Radisson Blu, Radisson
Red and Park Inn by Radisson under a
MFA for Europe, Middle East and Africa.
Carlson and Rezidor have a long
shared history: the first Master Franchise
Agreements date back to 1994 for Radisson Blu and to 2002 for Park Inn by
Radisson. When Rezidor went public in
2006, Carlson became the largest shareholder and is today the Group’s majority
shareholder (50.2%). In early 2012, both
companies announced their strategic
partnership and since then have moved

EMEA

ASIA

forward as one – as the Carlson Rezidor
Hotel Group. By leveraging its significant
synergies and a number of joint activities,
Carlson Rezidor globally aligns its brands,
increases revenue and accelerates business development.
Last year saw the launch of a new
brand architecture that includes the new
brands Quorvus Collection (luxury) and
Radisson Red (lifestyle select). A global IT
evaluation was also kicked off in 2014 – a
critical enabler to deliver on our ambitious
objectives and to stay competitive in an
increasingly IT-driven world.

TOTAL

675

505

192

1,372

78,086

112,209

32,089

222,384

HOTELS

ROOMS

HOTELS

ROOMS

HOTELS

ROOMS

HOTELS

ROOMS

Rezidor as well as Edwardian Group
and PPHE operate in EMEA,
Carlson in the Americas and Asia.
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Radisson Blu Hotel, Split, Croatia

A powerful portfolio
In Europe, the Middle East and Africa,
Rezidor operates and develops four
strong brands, covering the market segments r anging from mid-scale to luxury.
Each brand has its own concept, target
audience and growth strategy as well as
bespoke Food & Drink and Meeting &
Event concepts. Our portfolio is carefully
selected and clearly designed to respond
to the needs of our demanding domestic
and international guests, owners and
business partners.

QUORVUS COLLECTION

RADISSON RED

A new generation of expertly curated luxury
hotels, inspired by the lifestyle and sensibilities of the contemporary global traveller.

Lifestyle select: a whole new brand, a whole
new industry category for the millennials –
daring to be totally different.

RADISSON BLU

PARK INN BY RADISSON

Iconic, stylish and sophisticated. The brand’s
signature services and Yes I Can! ethos
deliver a truly unique guest experience.

One of the world’s smartest mid-scale brands,
focused on Gen X and Y and built on Connec
tion, Choice and Community.

LUXURY

UPPER UPSCALE
LIFESTYLE
SELECT
(UPSCALE)

MID-SCALE

REZIDOR CORPORATE PRESENTATION 2014
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Symphony Style Hotel
Kuwait

LUXURY
GUARANTEED
Quorvus Collection is a new generation
of expertly curated luxury hotels
inspired by the lifestyle and sensibilities
of contemporary global travellers.
Individual and inspiring, each property
offers a distinguished experience.
Different in scale, architecture, ambiance and design, our future portfolio
will include historic landmarks, contemporary residences, classic boutiques
and urban retreats.
Tailor-made services
All hotels offer a range of essential
services perfectly tailored to our
guests’ needs. The “Q24” concept
comprises six core lifestyle elements
– wellness, replenishment and style
encompassing the body; and inspiration, entertainment and connectivity to
meet the needs of the mind. It’s part of
our philosophy: that a true luxury experience is, quite simply, a way of life.

2
305
2
HOTELS

ROOMS

COUNTRIES
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OUR BRANDS

Radisson Blu Hotel
Birmingham, UK

UNIQUELY YOU
Iconic, stylish, sophisticated: Radisson
Blu is one of the world’s leading contemporary hotel brands and Europe’s
largest upper upscale brand. Creating
individual hotels for individual markets
and individual minds. Truly reflective of
modern guests’ needs, with a buzzing
ambiance. In great locations with a passionate sense of heritage.
Yes I Can!
Design might be the statement for
Radisson Blu, but culture is still our
king – and our people are everything.
With our Yes I Can! ethos. A stunning
sense of arrival. Focused on the detail
with an innovative, 360° experience.
Working with the world’s finest modern design talent, Radisson Blu offers
an attractive investment proposition.
E xceptional dedication to Responsible
Business. And a range of creative
and powerful solutions for new builds
and conversions.

282
67,344
70
HOTELS

ROOMS

COUNTRIES

REZIDOR CORPORATE PRESENTATION 2014

19

Radisson Red
rendering

WELCOME TO
SOMETHING NEW
With Radisson Red, we’re not just
creating an exciting new hotel brand
– we’re developing a whole new
industry category: Lifestyle Select.
Totally tapped into modern, high-
octane, high-tech global travellers,
Radisson Red puts the guest
experience at its core. Relevant.
Stylish. Life enhancing.
Stylish and eclectic
The lobby sets the tone, embracing
technology and eclectic aesthetics.
Check-in is paperless and keyless.
There’s no full-service restaurant.
Ouibar and Redeli offer bottled cocktails, wine & beer and tempting taster
plates 24/7. Rooms are stylish studios
built for flexible functionality and with
custom details. Making its debut in
Europe in 2016, Red introduces a new
philosophy where imagination designs
the experience – and the experience
invents the future.

The Rezidor Hotel Group does not yet operate
and develop any Radisson Red properties. C arlson
Rezidor Hotel Group Asia-Pacific has announced
the first Radisson Red under development in
Shenyang Hunan in Northeast China.

20
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Park Inn by Radisson
Oslo Airport, Norway

ADDING COLOUR
TO LIFE
One of the world’s smartest mid-scale
hotel brands. Aimed at tech-savvy,
young and youthful world travellers
who know what they want from a hotel
stay and are willing to pay for it, but
also seek value for money. Accessible
and inclusive, Park Inn by Radisson is
positive, vibrant and uncomplicated.
The teams offer friendly Yes I Can!
service; making every guest feel at
home and at ease.
Have a great time!
Comfortable, functional rooms and
flexible public spaces, designed for
memorable experiences – for having
a great time and enjoying good food.
With efficient real estate, valueengineered construction and profit-
optimised operations, the brand is
designed to maximise return on
investment. Any way you look at it, it’s
the smart choice. Modern. Vibrant.
Fashionable. And so easy!

145
27,503
37
HOTELS

ROOMS

COUNTRIES
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LIVING TRUST
Through honesty and integrity, empower employees at all levels.
We promise; we deliver results.

To me, Living Trust means...
…developing the sometimes
hidden talents of our people
and empowering them to
make on-the-spot decisions.”

…giving credit to colleagues,
and using their ideas, energy
and enthusiasm to fuel myself
and others.”

Jim Schleich, GM, Park Inn by Radisson
Cape Town Foreshore, South Africa

Richard Biggs, SVP Revenue Optimisation
& Distribution, Brussels, Belgium

23

DEVELOPMENT
DYNAMICS
Asset-light, fee-based growth is a key cornerstone of our strategy. We
remain committed to emerging markets, and drive our development through
tailor-made tools and based on trusting relationships with our partners.

Our long-term business development
strategy targets profitable, sustainable
and asset-light growth that helps mitigate
market volatility and drive margins. We
focus on emerging markets and selected
key countries, and have a dynamic business model with flexible deal structures
and an effective, proactive portfolio and
pipeline management. Personal, trustbased and mutually beneficial relationships with our owners and developers
are a core part of our philosophy and
make us stand out from the crowd. Innovative initiatives, including the rights
issue completed in 2014, enable us to
accelerate our strategic growth and to
add further value to our ventures.

50+
hotels in Africa

24
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Signings & openings
In 2014, we signed 32 projects with 6,557
rooms – all properties under our core
brands Radisson Blu (approximately 70%)
and Park Inn by Radisson (30%) and
purely fee-based. The signings were
driven by emerging markets and key
focus countries, and included eight conversions. Converted hotels are an important growth vehicle, since they are quickly
added to the operating portfolio. Park Inn
by Radisson has been re-designed and
re-launched as a smart conversion brand,
and will further help to drive this dedicated part of our business.
Our openings in 2014 amounted to 18
hotels with 3,536 rooms, and featured
several flagships in Turkey and Russia,
such as two more Radisson Blu hotels in

Istanbul (further strengthening Radisson
Blu as the largest upper upscale brand in
town), the Park Inn by Radisson Pulkovo
Airport St. Petersburg and the Radisson
Blu Hotel Moscow Sheremetyevo Airport
as the first property with a direct link to
the terminals.
In 2014 we also introduced two new
brands to the market, offering additional
opportunities to capture and increase
market share. As its first members, the
luxury Quorvus Collection welcomed the
Symphony Style Hotel Kuwait and the
G&V Royal Mile Hotel Edinburgh (both
formerly managed by Rezidor under the
terminated Hotel Missoni brand). Radisson Red covers the newly emerged lifestyle select segment, and is ready for
growth in trendy urban locations.

BUSINESS DEVELOPMENT
LOREM IPSUM

Park Inn by Radisson
Rosa Khutor, Russia
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EXPANDING IN
EMERGING AREAS
Europe, the Middle East and Africa are Rezidor’s territory. We are present
in 73 countries with a portfolio featuring 340 hotels with 76,609 rooms in
operation and 92 hotels with 19,000 rooms under development. Our
strategy targets asset-light, fee-based and geographically diversified
growth, and focuses on emerging markets where we have grown our
portfolio by 9% per annum since 2010. Our most important growth region
is the powerful and promising continent of Africa where we have the largest pipeline of hotels and rooms under development of all hotel chains*.
*Source: W Hospitality

ROOMS IN OPERATION BY REGION,
ROOMS
% UNDERUNDER
DEVELOPMENT
BY REGION, %
ROOMS
DEVELOPMENT
BY REGION, %

ROOMS IN OPERATION BY REGION, %

Nordics, 19%

Nordics, 1%

Rest of Western Europe, 36%

Rest of Western Europe, 9%

Eastern Europe, 29%

Eastern Europe, 30%

Nordics, 19%

Middle East, Africa & Others, 16%

IN OPERATION BY REGION, %
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Rest of Western Europe, 36%

Rest of Western Europe, 9%

Eastern Europe, 29%

Eastern Europe, 30%

Middle East, Africa
& Others,
ROOMS UNDER DEVELOPMENT
BY REGION,
% 16%

Nordics, 19%

Nordics, 1%

Rest of Western Europe, 36%

Rest of Western Europe, 9%

Eastern Europe, 29%

Eastern Europe, 30%

Middle East, Africa & Others, 16%

Middle East, Africa & Others, 60%
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Nordics, 1%

Middle East, Africa & Others, 60%

Middle East, Africa & Others, 60%

BUSINESS DEVELOPMENT
LOREM IPSUM

Hotel openings and
signings by region in 2014

NORDICS

EASTERN EUROPE

SIGNED

OPENED

SIGNED

0

3

10 9

0

541

1,947 2,232

HOTELS

ROOMS

HOTELS

OPENED

HOTELS

ROOMS

HOTELS

ROOMS

ROOMS

REST OF WESTERN
EUROPE

MIDDLE EAST,
AFRICA & OTHERS

SIGNED

OPENED

SIGNED

3

1

HOTELS

19 5

771

70

3,839 693

HOTELS

ROOMS

ROOMS

HOTELS

ROOMS

OPENED

HOTELS

ROOMS

Rezidor’s operating regions
Carlson’s operating regions
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OUR NEWCOMERS
In 2014 we added 18 hotels and 3,536 purely fee-based rooms to our
operating portfolio. Our openings were driven by the emerging markets of Russia/CIS and Africa as well as by selected focus countries
like Turkey – one of the most interesting growth markets now and in
the future due to its strategic location between Europe and Asia.
In operation
31 Dec 2014

Hotels

Under development
Rooms

Hotels

Rooms

By region:
Nordics

60

14,890

1

215

Rest of Western Europe

142

27,535

8

1,745

Eastern Europe

86

21,838

29

5,638

Middle East, Africa & Others

52

12,346

54

11,402

340

76,609

92

19,000

Total
By brand:
Radisson Blu

228

55,041

54

12,303

Park Inn by Radisson

107

20,816

38

6,687

5

752

—

10

340

76,609

92

19,000

Others
Total
By contract type:
Leased
Managed
Franchised
Total

70

17,538

—

—

182

41,339

78

16,485

88

17,732

14

2,515

340

76,609

92

19,000

RADISSON BLU
OLD MILL HOTEL
BELGRADE , SERBIA
Contract type: managed
Rooms: 236

PARK INN
BY RADISSON
DUQM, OMAN
Contract type: managed
Rooms: 73

XXVIII
REZIDORREZIDOR
CORPORATE
CORPORATE
PRESENTATION
PRESENTATION
2014
2014

LOREM IPSUM

18

hotel openings
across EMEA

PARK INN BY RADISSON
LUND, SWEDEN
Contract type: franchised
Rooms: 192

RADISSON BLU
PALACE HOTEL
NOORDWIJK,
THE NETHERLANDS
Contract type: franchised
Rooms: 120

RADISSON BLU HOTEL & SPA
ISTANBUL TUZLA, TURKEY

RADISSON BLU HOTEL
ISTANBUL SISLI
ISTANBUL, TURKEY

Contract type: managed
Rooms: 249

Contract type: franchised
Rooms: 291
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XXIX

X

LOREM IPSUM

RADISSON BLU HOTEL
MOSCOW SHEREMETYEVO AIRPORT, RUSSIA
Contract type: managed
Rooms: 391

RADISSON BLU HOTEL
OSLO ALNA, NORWAY
Contract type: managed
Rooms: 142

RADISSON BLU
MAMMY YOKO HOTEL
FREETOWN, SIERRA LEONE
Contract type: managed
Rooms: 171

PARK INN BY RADISSON
OSLO ALNA, NORWAY
Contract type: managed
Rooms: 206

RADISSON BLU HOTEL
KAYSERI, TURKEY
Contract type: franchised
Rooms: 244

PARK INN BY RADISSON
CITY CENTRE
SOCHI, RUSSIA
Contract type: franchised
Rooms: 153
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RADISSON RESORT & SPA
ZAVIDOVO, RUSSIA
Contract type: managed
Rooms: 239
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XXX

LOREM IPSUM

RADISSON BLU HOTEL
DHAHRAN, SAUDI ARABIA
Contract type: managed
Rooms: 74

PARK INN BY RADISSON
PULKOVO AIRPORT
ST PETERSBURG, RUSSIA
Contract type: managed
Rooms: 200

PARK INN BY RADISSON
LIBREVILLE, GABON
Contract type: managed
Rooms: 140

PARK INN BY RADISSON
CAPE TOWN NEWLANDS,
SOUTH AFRICA
RADISSON BLU HOTEL
CHELYABINSK, RUSSIA

Contract type: managed
Rooms: 122

Contract type: managed
Rooms: 211
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Radisson Blu
Gautrain Hotel
Johannesburg,
South Africa

Emerging markets & key countries
Emerging markets remain our most important development area. Africa ranks highest on our agenda as a powerful continent with enormous natural and human
resources, improved infrastructure, a
growing middle class and huge demand
for modern, internationally branded quality accommodation. With 30 hotels and
6,000 rooms, we have the largest pipeline of hotels and rooms under development in Africa (source: W Hospitality), and
are operating and developing a total of
more than 50 hotels with 11,500+ rooms
in 24 countries across the continent. Last
year also saw the expansion of our strategic cooperation with four Nordic funds to
support and accelerate growth in Africa:
the “Afrinord” agreement is set to provide
equity financing to hotel owners and developers in Africa and to enhance business
potential in selected African countries. It
extends a first financial joint venture that
was created in 2005 and has successfully supported projects in South Africa,
Kenya, Ethiopia, Sierra Leone and Mali.
We also maintained our position as the
largest international hotel operator in
Russia/CIS & Baltics with a total portfolio
of 74 hotels and a room count twice as
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high as our nearest competitor. In early
2014 we extended our leading presence
in Sochi to six hotels and successfully
hosted governmental delegations from
all over the world, international media
and celebrities at the Winter Olympics.
In the Kingdom of Saudi Arabia, one of
our key focus countries, we signed a
country development agreement in 2014:
together with the regional Al Hokair
Group, we will develop and operate 30
hotels in primary and secondary destinations across Saudi Arabia.

Challenges & solutions
Over the past four years we have
expanded our portfolio in emerging markets by 9% annually. Today, 44% of our
rooms in operation are located in these
regions, supporting our profitability
through high RevPAR and consequently
high fee income. We believe in the
underlying growth drivers of emerging
markets. 2014 saw challenges – unrest in
Russia/Ukraine and the Ebola outbreak in
West Africa – but our geographic diversification and our asset-light, fee-based
business model help smoothen the
impact from such turbulences.

A WINNING RECIPE
“At Rezidor, successful business
development also means relationship development: we believe in
forging personal, trust-based and
transparent relationships with our
owners. Our decentralised group
structure allows us to be geographically close to our partners,
respond quickly and efficiently to
their needs, and support them
through every phase from contract
negotiation to the signing, development and opening of their hotel.
And once our operational teams
have taken over, we continue to
nurture our relationships, provide
guidance and ultimately deliver the
best possible return on investment.”

“Speed, responsiveness, creativity
and agility enable
us to stand out
from the crowd.”
Elie Younes
Executive Vice President &
Chief Development Officer

BUSINESS DEVELOPMENT
LOREM IPSUM

Our contract types
Management contracts

Franchise contracts

Lease contracts

Brand, marketing,
distribution, reservation

Rezidor

Rezidor

Rezidor

Employees

Third-party

Third-party

Rezidor

Rezidor financial
commitment

In some cases, performance
guarantees

None

Rent – fixed or variable
4–5% of leased revenue in
maintenance investments

Revenue for Rezidor

Fee % of total revenue plus % of profit

Fee % of room revenue

All revenues

Expected EBITDA
margin for Rezidor

70–80%

50%

8–15%

Our portfolio
By contract type

76,609
rooms in operation

By region

Franchised, 23%
Leased, 23%
Managed, 54%

By brand

Nordics, 19%
Rest of Western
Europe, 36%
Eastern Europe, 29%

Park Inn by Radisson, 27%
Radisson Blu, 72%
Others, 1%

Middle East, Africa
& Others, 16%

19,000
rooms under
development

95,609
total rooms

Franchised, 13%
Leased, 0%
Managed, 87%

Franchised, 20%
Leased, 18%
Managed, 61%

Nordics, 1%
Rest of Western
Europe, 9%
Eastern Europe, 30%
Middle East, Africa
& Others, 60%

Nordics, 16%
Rest of Western
Europe, 31%
Eastern Europe, 28%
Middle East, Africa
& Others, 25%

Park Inn by Radisson, 35%
Radisson Blu, 65%
Others, 0%

Park Inn by Radisson, 29%
Radisson Blu, 70%
Others, 1%
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Radisson Blu Hotel
Frankfurt, Germany

A BRAND
IS A PROMISE
2014 was a truly defining year with renewed focus on
global brand alignment to drive profitability.

A brand is more than just a logo, it’s a
promise that creates expectations. At
Rezidor, we aim to exceed expectations
of our guest, our owners, our partners
and our team members. Together with
our brand owner Carlson, we have made
an incredible effort to align our brands
globally so that we can offer our guests
the same experience, international standards of product and service all across
the world – whether they stay with us in
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Europe, the Middle East and Africa, the
Americas or Asia-Pacific. Our Global
Sales specialists take every opportunity
to cross-promote all hotels across all
countries and all key customers through
a holistic, global approach.
In 2014 Carlson Rezidor created a new
brand architecture to serve its global customers. The EMEA brand architecture
features the Quorvus Collection, Radisson Blu, Radisson Red and Park Inn by

Radisson, covering the full spectrum from
luxury, upper upscale, full-service lifestyle select to mid-market. Each of these
brands promise a different experience to
the guests. Each of them have their own
Brand Councils (Global and EMEA) that
meet regularly to review standards, competitive sets, customer trends, growth
opportunities, and to develop new product and service concepts.

REVENUELOREM
GENERATION
IPSUM

Park Inn by Radisson
Oslo Airport, Norway

Fuelling the RevGen engine

Building brand loyalty

ENGAGING WITH THE GUESTS

We believe that brand loyalty is essential
to driving revenues and commercial success of a company. Our revenue generation (RevGen) engine is built to help us
accelerate to achieve our profitability
target. Fuelled by a dynamic team of
experts in Sales, Revenue Operations &
Distribution, Digital Marketing, Loyalty,
and PR, Brand & Marketing Communications, we are pursuing numerous initiatives to improve our brand awareness,
customer loyalty and ultimately our financial performance.
2015 will see a mega-implementation
of our fully transformed RevGen strategy
that will focus on four key components:
(1) Online transformation (2) Direct marketing and Loyalty transformation (3) Sales
transformation and (4) Analytics transformation. The strategy is built to ensure that
our RevGen engine embraces the shifting dynamics of the marketplace and
drives profitable total revenue growth.

Our customers want quality and an infallible delivery of our brand promise. Brand
loyalty is no longer what it used to be.
Customers are no longer loyal to one
brand. They shop around for the best
deal and rely on recommendations and
reviews to make their next purchase.
Club Carlson, one of the world’s most
rewarding loyalty programmes, serves as
a crucial foundation for us to build customer loyalty.
Our membership has nearly doubled in
the last three years. We now welcome
13.5 million members globally (3.1 million
members in EMEA). Benefits such as Free
Award Nights starting at just 9,000 points
with no blackout dates on standard
rooms; and attractive redemption options
like prepaid cards and gift cards, airlines
partners, and charitable donation partners, make Club Carlson one of the most
valuable loyalty programmes in our industry. Club Carlson also caters specifically
for SMEs (small and medium-sized enterprises), Meeting Planners and Travel
Agencies. Thanks to Club Carlson’s multibrand reach, we can offer our members 

“We are carefully monitoring the
fast moving digital environment and
its impact on consumer behaviour
and buying patterns. Mobile has
changed everything. By the year
2020, it is predicted that 90% of the
world’s population over the age of
six will have a smartphone (source:
Ericsson Mobility Report 2014).
So we are building a robust, global
Digital Marketing strategy to stay
abreast of the market trends and
make sure that we give our multi-
connected customers what they
need at the right value and through
the right buying channel.”

“It is all about creating a personal
connection with
our guests, owners, partners and
shareholders.”
Eric De Neef
Executive Vice President &
Chief Commercial Officer
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a world-class, multi-tier offer – for business and/or pleasure – at more than
1,300+ award-winning hotels and resorts
across 105 countries.

Telling our story
A brand is also the way we speak to our
customers and other stakeholders, at
every level and in every detail. In fact, it’s
really more about what we do than what
we say. From vision and mission to every
day’s bright spots created by 40,000
Rezidorians, our strategy is all about telling our story in a powerful and credible
way, so we can continue to celebrate and
maintain our reputation as the world’s
most ethical hotel company.
In a digital world, where everyone is a
journalist and everyone has a point of
view, we want to ensure that we commu-

nicate our brand value proposition and
corporate purpose effectively, consistently and continuously. It’s all about
creating a personal connection with our
customers, partners, owners and team
members – offline and online. It’s striking
a conversation about why we do what we
do; and why does it matter in the bigger
scheme of things. Thanks to our rising
presence on brand and corporate social
media spaces, we can now tell our story
faster and to a larger group of followers
and influencers.
As Benjamin Franklin said: “It takes
many good deeds to build a good reputation, and only one bad one to lose it.”
We have and we will continue to
deliver what we promise.

A new RevGen strategy
built on 4 components

1
2
3
4

“It takes many good deeds to
build a good reputation, and
only one bad one to lose it.”
Benjamin Franklin
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ONLINE TRANSFORMATION

DIRECT MARKETING AND
LOYALTY TRANSFORMATION

SALES TRANSFORMATION

ANALYTICS TRANSFORMATION

REVENUE GENERATION

Radisson Red
rendering
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FIGHTING Z-PIRIT
Always entrepreneurial, innovative and proactive.
Quick decision-making.

To me, Fighting Z-pirit means…

32

…that I have Rezidor DNA:
I’m a hotelier who is passionate
about being a pioneer. I have
curiosity in me, no self-limits.”

…that we never ever give up.
We work as a team against all the
odds – and will overcome all
challenges and pain.”

Erdem Bilgin, GM, Park Inn by Radisson Donetsk,
Ukraine

Nuno Neves, GM, Radisson Blu Mammy Yoko Hotel
Freetown, Sierra Leone
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OUR PROMISE
TO OUR PEOPLE
“Develop Talent” is one of the essential elements of our strategy.
We want to attract, retain and develop the best hoteliers.

Our business is a people business, and
our own people – 40,000 hoteliers from
143 different nationalities – are our biggest
asset. We have defined “Develop Talent”
as one of the four pillars of our long-term
strategy: we want to be an employer of
choice and attract, retain and develop
the best people. It is our goal to drive a
transparent and motivating Performance
and Talent Management culture that recognises performance and ensures competitive compensation.
We are proud of our company culture,
which is acknowledged across our industry and beyond. Our people believe in
our Yes I Can! mission, in our values of
Being Host, Living Trust and Fighting

143
different
nationalities

34

REZIDOR CORPORATE PRESENTATION 2014

Z-pirit, and in the Group itself: our Climate
Analysis 2014 showed once again a rising
Employee Satisfaction Score of 87.5 versus
87.0 in 2013. With such a result, Rezidor is
not only a leading player within the hotel
industry but outperforms many other
businesses worldwide.

Our Promise
In 2014 we rolled out our first Employee
Value Proposition – reflecting our mission, vision and values, closely linked to
our 4D Strategy, and expressing our
diversity, our individuality and our passion. “Our Promise” has been created by
our people for our people and sums up
our DNA – it totally reflects what Rezidor

87.5
Employee Satisfaction
Score

stands for. The Employee Value Proposition is based on seven strong elements:
we are powered by passion, we genuinely care, we innovate to shape our
future, we act responsibly, we stand out
together, we grow talent, talent grows us,
and it’s all about you!
“Our Promise” is our commitment to
everyone who works for Rezidor, and it
helps us all understand who we are and
what we do as a company. It is the reason
why people stay with us and why people
all across the world choose to join us,
and it is a powerful tool for our internal
and external employee communication.

PEOPLE DEVELOPMENT

Radisson Blu Hotel,
Dakar, Senegal

EMPOWERING WOMEN

Women in Leadership

Business Leader Profile

An integral part of “Our Promise” is the
Women in Leadership project which was
also launched last year. The international
hospitality industry is traditionally a male-
dominated world with specific challenges
such as a 24/7 service culture, including
night and week-end shifts, or the request
for geographical mobility. We want to challenge existing thinking, break down barriers and encourage female employees –
our ambition is to increase the proportion
of women in senior leadership positions to
30% by 2016.
Through Women in Leadership, we have
started to look at a more fl exible approach
to working conditions and mobility, and we
offer personalised development plans for
our female (and male!) team members.
Driven by our executive management and
dedicated champions in each of our six
areas of operation, Women in Leadership
addresses a key business issue in today’s
world and supports a significant cultural
change.

The guiding light for our Performance
Management Culture is the Rezidor
Business Leader Profile, focusing on
seven core dimensions that are essential
for success in our Group: Commercial
Awareness, Strategic Perspective, People Leadership, Problem Solving, Quality
Results, Active Relationships, and Passion & Integrity. It applies to Executive
Committee members, Vice Presidents,
Directors, Area Vice Presidents, District
and Regional Directors, General Managers, and Mentees. Based on the Rezidor
Business Leader Profile, we have also
created the Rezidor Business Success
Profile for Managers and Heads of
Department. Whereas the Rezidor Business Leader Profile requires a long-term
strategic perspective, the Rezidor Business Success Profile implies a wider strategic understanding. A third category, the
Rezidor Talent Profile, targets line staff
and places emphasis on a positive attitude and attentive, active and ambitious
daily business contributions.

“With Women in Leadership we
have embarked on an exciting journey and saw the first results in 2014:
We have partnered with G(irls)20, a
unique global platform encouraging
girls and women, and exclusively
sponsored their campaign “Fathers
Empowering Daughters”. Thanks to
a flexible approach to working conditions at Rezidor, we have enabled
female managers to work part-time
after their maternity leave – and
have also encouraged male colleagues to go on paternity leave
and to experience a new work-life
balance. Women in Leadership celebrates diversity and inclusion. It is
a strategy for winning the war for
talent out there, and is set to create
gender-balanced leadership teams
that perform demonstrably better.”

“Women in
Leadership is
not a standalone
women’s issue. 
It is a business
issue.”
Kathrine Ohm
Director People &
Performance Management
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30%
female leaders
by 2016

Talent reviews & training
Regular Talent Review Meetings using
new tools – introduced in 2013 and further driven in 2014 across all areas and
functions – are another integral part of
our Performance Management Culture.
All reviews include individual, targeted
development plans and also address the
question of succession planning, which is
essential to ensure business continuity.
Another important step towards establishing a performance culture was the
alignment of our Management Incentive
Scheme throughout the Group – all our
hotels, Area and Central Support Offices
now follow the same structure, thus guaranteeing consistency across the board.
Through extensive, state-of-the-art
courses, we invest in our people’s skills:
following on from the dynamic sessions
on “Proactive Leadership” and “Performance Management Process” for all our
General Managers in 2013, all of our
2,800+ Heads of Department completed
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the course “Performance Management
Process” in 2014 – this was the biggest
training roll-out that Rezidor has ever
seen. We continued with the prestigious
Mentor Mentee Programme, offering
young leaders the opportunity to learn
under the patronage of an experienced
senior manager.
Our own in-company management
institute also continues to grow: The Business School @ Rezidor was attended by
2,250 trainees in 2014, and will continue
to be held at different hotels in Europe,
the Middle East and Africa in the course
of 2015, featuring a broad range of seminars by internal and external trainers.

Awards & achievements
We are proud that our people, hotels and
brands received prestigious industry
awards in 2014. Among the highest
achievements was Rezidor’s nomination
as one of the “World’s Most Ethical Companies” by the US think-tank “Ethisphere”

for the fifth year in a row. In the UK,
Rezidor was celebrated as “Best
Employer in Hospitality”, and in Germany
as “Top Job Employer”. Our Russian flagship, the Radisson Royal Hotel Moscow,
was yet again honoured as “World’s
Leading Luxury Business Hotel” at the
World Travel Awards. Brian Gleeson,
General Manager of the Radisson Blu
Paradise Resort & Spa Sochi, was
named “Best Hotelier” at the MKG
Worldwide Hospitality Awards. And in
Sweden and in Norway, Radisson Blu
won the Grand Travel Award as “Best
International Hotel Chain”.
Amongst our internal recognitions,
the “Adversity Awards 2014” stood out –
presented to the Radisson Blu Mammy
Yoko Hotel, Freetown in Sierra Leone for
outstanding performance during the
Ebola outbreak, and to the Park Inn by
Radisson Donetsk in Ukraine, which
continues to be operational despite the
civil war.

PEOPLE DEVELOPMENT
LOREM IPSUM
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HOTELS
WITH A HEART
We look after our people and our planet – and consolidate
our industry-leading position in Responsible Business
with a new focus on water stewardship in 2015 and beyond.

Responsible Business is an essential part
of Rezidor’s philosophy and is anchored
in our vision: we want to be perceived as
the most responsible and innovative
organisation, caring for our planet and
acting in a sustainable way. Due to our
strong Scandinavian roots, Responsible
Business has a long tradition at Rezidor:
our first corporate security manual was
introduced in 1988, and our first environmental policy dates back to 1989. We
were also one of the first international
hotel groups to launch a company-wide
Responsible Business programme.
Since 2009, Rezidor has been a member of the United Nations’ Global Compact – a global policy initiative for businesses that are committed to aligning
their operations and strategies with ten
universally accepted principles in the
areas of human rights, labour, environ-

75%
eco-labelled hotels
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ment and anti-corruption. In 2014 Rezidor
was the first hotel group to sign the UN
CEO Water Mandate, c ommitting to water
stewardship.

Built on strong pillars
Our industry-leading Responsible Business programme is based on three main
principles: Think Planet (minimising our
impact on the environment), Think People
(taking care of the health and safety of
guests and employees), and Think
Together (respecting social and ethical
issues in the company and the communities in which we operate).

Safety & Security
Closely linked to Responsible Business is
Safety & Security – playing an increasingly important role in today’s global environment and becoming a critical item for

our international guests and stakeholders. Rezidor’s Safety & Security programme, TRIC=S, is acknowledged as
best practice for corporate security management within the hotel industry and
beyond. TRIC=S stands for Threat
Assessment + Risk Mitigation + Incident
Response Capability + Crisis Management Preparedness = Safe, Secure
Hotels. Developed within Rezidor and
providing bespoke safety and security
solutions for Carlson Rezidor hotels and
offices, TRIC=S includes 24/7 threat trend
monitoring in all countries where we have
a presence, regular information, briefings
and training for employees, and detailed
guidance, procedures and tools to prevent and prepare for crisis management
and incident response. Since 2014 our
corporate travel has been part of the
CWT/iJet travel risk programme.

RESPONSIBLE
LOREM
BUSINESS
IPSUM

REZIDOR CORPORATE PRESENTATION 2014

41

In 2014 we were the first major international hotel group to sign an agreement
with the global security consultancy Safehotels: since January 2015 selected Rezidor hotels have been undergoing the formal certification process looking at
security equipment, staff awareness &
training, fire security, and first aid. In addition, Safehotels will evaluate our existing
internal hotel security self-assessment
programme.
For our efforts and achievements within
the fields of Responsible Business and
Safety & Security, we have been named
one of the World’s Most Ethical Companies every year since 2010 .

Think Planet
Within Think Planet we have defined an
energy-saving initiative that was launched
in 2012 and targets a 25% reduction in
energy consumption in all our hotels by
the end of 2016. We closed 2013 and
2014 with a total of 11% energy savings
per occupied room – and have now
extended our engagement to include
water. Water scarcity is currently regarded
as a more pressing problem than climate
change: it is estimated that, by 2025, 1.8
billion people will be affected by it – and
that at the same time water withdrawals in
developing countries will increase by
50%. By signing the UN CEO Water Mandate, Rezidor has committed to caring for
the total water footprint of our business.
Our engagement will go beyond our own
operations – it will also involve our supply
chain and business partnerships; and will
see cooperative ventures with communities and governments to save water and
protect our planet.
Since 2007 we have already reduced
water consumption by a total of 27% per
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guest night – our aim is to save an extra
5% by the end of 2015. Going forward we
will set specific targets for water-stressed
areas like Africa and the Middle East
where we are growing fast.
The year 2015 will also see a focus on
water within “Blu Planet”, our Responsible
Business programme for Radisson Blu,
and Rezidor will be a key driver of a hotel
water measurement initiative to be
launched by the global programme ITP
(International Tourism Partnership).
Our hotels continue to go green: today,
75% of all Rezidor properties across
Europe, the Middle East and Africa are
certified with an independent, third-party
eco-label – and our aim is to reach 100%
by the end of 2015.

Think People
Expanding fast in emerging markets like
Africa, Rezidor actively engages with the
communities in which our hotels operate.
The majority of newly recruited team
members are locals and benefit from
dedicated training opportunities. In
selected hotels we also offer support to
underprivileged young adults or other
groups in need. At the Park Inn by Radisson Newlands in Cape Town, which
opened in 2014, Rezidor cooperates with
the Deaf Federation of South Africa –
30% of the hotel’s employees are deaf.
Since 2013 our Group has been a lead
partner for the Youth Career Initiative
(YCI), a global programme in partnership
with the international hotel industry, offering six months’ training to provide disadvantaged young people with life and
work skills. So far, we have supported YCI
with training in Poland, Romania, Jordan,
Ethiopia and Senegal. In the latter case
five trainees from the 2014 class of nine

graduates are continuing their education
with the Radisson Blu Hotel, Dakar.

Think Together
September 2014 saw our 11th Responsible
Business Action Month – the most
successful one ever. Rezidor hotels
across Europe, the Middle East and Africa
organised close to 700 charity activities
and collected €340,000 for Carlson
Rezidor’s global charity partner, the
World Childhood Foundation, and other
local good causes. Childhood is an
organisation under the patronage of
Queen Silvia of Sweden and focuses on
helping children at risk of abuse and
exploitation.

Rezidor’s Responsible Business and
Safety & Security leaders also play a
global role within the Carlson Rezidor
Hotel Group: they oversee and coordinate our sustainability and security programmes worldwide – aligning our key
initiatives and messages, and increasing
our impact as one of the most caring
hotel groups.

You can find our RESPONSIBLE
BUSINESS REPORT and full
GRI report on our website
www.rezidor.com

ANNUAL REPORT 2014
Financial Information
Rezidor Hotel Group AB (publ) is a
Swedish public limited liability company with corporate identity number
is 556674-0964. The Group’s registered office (Klarabergsviadukten
70 C7, SE-111 64 Stockholm) is in
Stockholm, Sweden, with the
Corporate Support Office being
based in Brussels, Belgium.
The reporting currency is Euro.
Unless otherwise stated, figures in
parentheses relate to the 2013 fiscal
year. Data on markets and competitive positions represent Rezidor’s
own assessment unless a specific
source is indicated. These assessments are based on the most recent
and reliable information from published sources in the travel, tourism
and hotel sectors.

The Annual Report, Interim Reports
and other financial materials can be
ordered from:
The Rezidor Hotel Group
Investor Relations
Avenue du Bourget 44
B-1130 Brussels
+32 2 702 9200
investorrelations@rezidor.com

2015 Calendar
• Annual General Meeting:
24 April 2015
• Interim Report January–March:
24 April 2015
• Interim Report April–June:
23 July 2015
• Interim Repot July–September:
22 October 2015

Website
Contacts
Investor Relations:
Knut Kleiven, D
 eputy President & CFO
Andrea Brandenberger, Senior
Director Business Development
Strategy & Investor Relations
Media Relations:
Christiane Reiter, Senior Director
Corporate Communication
Renu Snehi, Senior Director PR,
Brand & Marketing Communication

www.rezidor.com

The Rezidor Hotel Group is one of
the most dynamic hotel companies
in the world. The Group c urrently
features a portfolio of 432 hotels
with 95,609 rooms in operation or
under development in 73 countries
across Europe, the Middle East
and Africa.
Rezidor operates the core brands
Radisson Blu (upper upscale) and
Park Inn by Radisson (mid-scale)
as well as t he new brands
Quorvus C
 ollection (luxury) and
Radisson Red (lifestyle select). 
Rezidor is a member of the
Carlson Rezidor Hotel Group.
For more information, visit
www.rezidor.com
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