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380 HOTELS,
83,300+ ROOMS
IN OPERATION
IN 66 COUNTRIES
ACROSS EMEA
114 HOTELS,
23,800+ ROOMS
UNDER DEVELOPMENT
IN 49 COUNTRIES
ACROSS EMEA

ABOUT RADISSON
HOSPITALITY AB
Radisson Hospitality AB (publ) is one of the largest
hotel companies in Europe, the Middle East & Africa.
Radisson Hospitality AB is a member of the Radisson Hotel Group, the 11th largest hotel group in the world.
Through a master franchise agreement with Radisson Hospitality, Inc. USA – Radisson Hospitality AB operates
and develops Radisson Collection, Radisson Blu, Radisson, Radisson RED, and Park Inn by Radisson, across EMEA;
along with the Radisson Rewards loyalty program for frequent hotel guests.
Radisson Hospitality AB features a portfolio of 494 hotels with more than 107,100 rooms in operation or under
development in 79 countries across EMEA. Radisson Hospitality AB and its brands have 45,500 team members
across EMEA. Radisson Hospitality AB has an industry-leading Responsible Business Program and has been
named one of the World’s Most Ethical companies by the US think-tank Ethisphere nine times.
Radisson Hospitality AB is headquartered in Brussels, Belgium.
For more information, visit;
www.radissonhospitalityab.com
www.radissonhotelgroup.com

494 HOTELS,
107,100+ ROOMS
UNDER DEVELOPMENT
& IN OPERATION
IN 79 COUNTRIES
ACROSS EMEA
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PRESIDENT AND
CEO MESSAGE

OUR VISION IS TO
BECOME ONE OF
THE TOP THREE HOTEL
COMPANIES IN THE
WORLD, AND THE
COMPANY OF CHOICE
FOR GUESTS, OWNERS
& TALENT

Dear shareholders,
It is a pleasure to share with you our results for 2018. During the year, we
have made strong progress with our five-year operating plan – launching
25 new initiatives alongside the new Radisson Hotel Group name and its
new brand architecture.
We are still at an early stage of our five-year plan, but everything seems
to indicate that we are on track to one day become one of the three
top-of-mind hotel groups in the world. 2018 has seen us make great
strides towards that goal.
Beyond developing our brand portfolio, we have significantly optimized
our revenue-generating capabilities and step changed our operational
abilities and results.

As you know, as we publish this report, the Group has been delisted
following its acquisition by Jin Jiang International.
This makes now a good moment to thank every single one of our
shareholders for the support you have given us over the years since
we opened and first went to market in 1960.
All of us appreciate the trust you have put into Radisson Hotel Group
and we hope to see you in the future – not only as guests but as
ambassadors of this exceptional company, its hotels and its people.
Thank you,

Importantly, despite being a year of investments, the Company has
reported the highest EBITDA in its history.
We are in a strong position to face the challenges of 2019 and beyond.
FEDERICO J. GONZÁLEZ-TEJERA
President & CEO, Radisson Hospitality AB
and Chairman, Radisson Hotel Group Global
Steering Committee
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Radisson Blu Hotel, Nantes
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Radisson Blu Resort & Spa, Split
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Radisson Collection Hotel, Strand Stockholm

Radisson Blu Hotel, Lyon

Hormuz Grand Muscat, A Radisson Collection Hotel

Radisson Hotel Dakar Diamniadio

FINANCIAL PERFORMANCE
WE REPORTED STRONG
OPERATING RESULTS IN
LINE WITH THE 5-YEAR
OPERATING PLAN

We report solid 2018 operating results.
Like-for-like revenue grew MEUR 41.5
(4.5%), supported by a like-for-like
RevPAR growth of 4.8%, driven by the
strong performance in the Nordics and
Eastern Europe.
The EBITDA margin increased by 2.3 percentage points to
10.8%, despite several one-off items linked to the five-year
operating plan. Excluding one-off items, the Adjusted
EBITDA increased by MEUR 22.8 (23.2%) to MEUR 121.0.
The revenue growth and the improved EBITDA margin is in
line with the 5-year operating plan.
In a press release in January, we announced our financial
targets for 2019. Again, in line with the 5-year operating
plan, we expect like-for-like revenue, including hotels under
renovation, to increase by 4.5 – 5.0% and that we will reach
an EBITDA-margin between 12.0 and 12.5%.

MEUR

FY 2018

FY 2017

CHANGE

%

REVENUE

959.2

967.3

-8.1

-0.8%

EBITDA

103.7

82.1

21.6

26.3%

EBIT

31.7

14.7

17.0

115.6%

PROFIT/LOSS

3.6

4.4

-0.8

-18.2%

10.8%

8.5%

2.3 PP

–

3.3%

1.5%

1.8 PP

–

EBITDA MARGIN
EBIT MARGIN

In February a consortium led by Jin Jiang International
Holdings Co., Ltd., including SINO-CEE Fund, through
Aplite Holdings AB, announced that they had acquired
94.1% of the shares and votes in Radisson Hospitality AB
(publ). The Consortium has requested that a compulsory
redemption process regarding the remaining shares in the
Company is initiated and the Board has asked for delisting
of the Company’s share on Nasdaq Stockholm. The last day
of trading of the share was March 22.
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Radisson Collection Hotel, Royal Copenhagen

FIRST YEAR OF THE
FIVE-YEAR OPERATING PLAN

FINANCIAL HIGHLIGHTS 2018

4.5

2.3

EBITDA margin increased
to 10.8%

32.0

adjusted EBIT increased by
17.9 MEUR to 73.9 MEUR

7,196

5.8%

22.8

18.2%

4,083

like-for-like RevPAR growth
for leased and managed hotels

MEUR increase in adjusted
EBITDA to 121.0 MEUR

decrease in profit
for the period by
0.8 MEUR to
3.6 MEUR

rooms opened

decrease in revenue
to 959.2 MEUR

155.6%

EBIT increased
by 17.0 MEUR to
31.7 MEUR

0.02

2,003

26.3%

1.8PP

120.8

%

increase in revenue on a
like-for-like basis, including
hotels under renovation

8.1%

EBITDA increased by
21.6 MEUR to 103.7 MEUR
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PP

EBIT margin
increase to 3.3%

%

basic and undiluted earnings
per share

MEUR cashflow from
operating activities

rooms contracted

rooms left the system

In 2017, a detailed diagnostic
of Radisson Hotel Group’s
key strategic areas was
carried out with the objective
of identifying opportunities
for improvement and growth.
The diagnostic highlighted
the need for a step
change in the Company’s
performance and a detailed
five-year operating plan was
developed to address this.

Radisson Hospitality AB´s five-year
operating plan is grounded in the two
key pillars of our vision: (1) to deliver
truly memorable experiences to our
guests, that make us more meaningful
than any other hotel company; (2) to be
a true host and the best partner, so that
guests, owners and talent see us as their
preferred hotel company. We will deliver
on our vision through 7 value-creating
focus areas and 25 initiatives, each of
which has concrete objectives, timelines
and key performance indicators. Through
these initiatives, the plan aims to deliver
revenue growth of 6-7% annually, while
the EBITDA margin is to reach
13-15% by the end of 2022.
2018 was a pivotal first year in the
implementation of the plan - a year in
which we launched our new global brand
Radisson Hotel Group, while achieving
record-breaking results in EBITDA. The
plan’s initiatives are causing a profound
transformation of the Company, driving
higher revenue growth and improving our
operating margin. At the same time, we are
investing in our expansion strategy and in
“enablers” that facilitate the transformation a new culture and beliefs system, a global IT
system and a new sustainability strategy.

The key milestones achieved in 2018 include:
the definition of a new brand architecture
- featuring the launch of our new luxury
brand Radisson Collection; the launch
of Radisson Rewards – our new loyalty
program, the execution of our repositioning
plan – with 13 projects completed; the
design of a new revenue management and
pricing strategy; the implementation of a
new operating model – completed in all
leased properties; and the launch of our
Global IT transformation plan.
Also, under consideration is the new leasing
accounting standard – IFRS 16, effective
1 January 2019, which will replace IAS 17
Leases. IFRS introduces a single lesseelease model, replacing the operating and
finance lease classification and eliminating
off balance sheet accounting, which will
have an impact on the companies financial
statements. We will make the transition
to IFRS 16 by applying the modified
retrospective application and recognizing
the cumulative effect as an adjustment to
the opening balance of retained earnings.

The Board of Directors
proposed that no dividend
is to be paid for the
financial year 2018
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Radisson Blu Plaza Hotel, Oslo

OUR VISION
Our vision is to become
one of the top three hotel
companies in the world
and the company of choice
for guests, owners and
talent. We will know we
are successful when we
are the preferred choice
whenever a guest plans a
trip, an owner thinks about
a partner or investment, or
someone wants to work in
the hotel industry.

Our global vision is supported by two
strategic drivers:
We will deliver memorable experiences
that make us more meaningful than
any other hotel company - every day,
everywhere, every time. We will make
Every Moment Matter with flawless
service provided with passion offering
guests memorable experiences and
making our guests feel special.
We will be a true host and best partner
by building on our value-creation
capabilities. We will be the preferred choice
for investors, who will be supported by a
motivated team helping them with efficient
management tools and unique solutions for
a profitable growth.

DELIVER REVENUE
GROWTH OF 6–7%
ON AN ANNUAL BASIS
REACH EBITDA
MARGIN OF 14–15%
BY END OF 2022
ADD 14,800+
MORE ROOMS
INTO OPERATIONS
ACROSS EMEA

Our vision is to maximize returns for
shareholders who place their trust in
Radisson Hospitality AB, with the
following goals in mind:

12
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SEVEN KEY FOCUS AREAS

TWO STRATEGIC DRIVERS

1. BRANDS & PRODUCTS

MEMORABLE
MOMENTS
Delivering truly
memorable experiences
that make us more
meaningful than any
other hotel company,
every day, everywhere
and every time.

TRUE HOST
BEST PARTNER
Being a true host and the
best partner by building
on our value-creation
capabilities so guests,
owners and talent see
us as their preferred
hotel company.

Our new group-wide global corporate
identity, Radisson Hotel Group, leverages
the powerful, international brand equity
of the Radisson name. This will drive
awareness in the marketplace, increase
marketing efficiency across the global
portfolio, and ensure the delivery of
exceptional experiences to make every
moment matter for guests, owners and
talent. Every Moment Matters has become
the new signature service philosophy of
the Company.
Currently the 11th largest hotel group
in the world, Radisson Hotel Group is
made up of seven brands with more
than 1,400 hotels in operation and under
development. The launch of the group’s
new identity is a significant milestone in a
five-year operating plan that will transform
the business and position it to become
the preferred choice for guests, owners,
investors and talent.
2. MARKETING, SALES
& REVENUE MANAGEMENT

Increased investment in customer-facing
activities will raise our brand awareness,
while also improving the effectiveness
of our marketing actions, allowing us to
further drive revenue growth.
In addition, a new loyalty program,
Radisson Rewards, has been launched in
March 2018, allowing for deeper and more
meaningful interactions with our guests.
This is topped with a new digital strategy
and enhanced web and mobile capabilities.

14
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Our revenue management and pricing
strategies have also been redefined and
optimized, focusing on delivering higher
profitability across all of our hotels.

the time-to-market for new systems, while
also generating cost efficiencies for both
the Company and owners.

3. PORTFOLIO MANAGEMENT

Our expansion strategy is focused on
organic growth, while driving up the quality
of the portfolio. We have a development
plan – by brand and market - with an
investment of over €200m across all
theaters, featuring a significant allocation
of funds for leases in RH AB. We have also
defined the appropriate products, business
model, investment strategy and resources
considering the costs and return. To support
this expansion, we have developed and
refined a bespoke owners value proposition.

6. SCALE

The current portfolio is being optimized
through a repositioning and rebranding
plan aimed at improving guest experience,
revenue and profitability. Over the five
years, we plan to invest €140-150m in the
repositioning of 30-35 leased properties
across EMEA, which will deliver a significant
upside in both revenue and profitability.
Also, we have identified 500 hotels globally
(100 across EMEA) that will be rebranded
leveraging the richer architecture in order
to maximize ADR potential.
The optimization of the portfolio will
include the termination of unprofitable and
non-strategic hotels with low performance
or misalignment with the company’s
standards.
4. COST ADVANTAGE

A new and optimized operational model at
both corporate and hotel level is already
delivering significant cost advantages, thus
enabling a higher competitiveness. The
transformation of the procurement model
will drive additional savings for both the
Company and Owners.

Over the five years, we plan to grow our
portfolio by:
• 14,800 rooms across EMEA
• 52,000 rooms across the Americas and
Asia Pacific
7. ORGANIZATION, TALENT
& RESPONSIBLE BUSINESS

With the purpose of empowering the vision
of the group, a strong Human Resources
strategy is being deployed, with Talent,
Culture and Responsible Business as three
key pillars. We will ensure that all initiatives
are in compliance with our industry-leading
Responsible Business and Safety & Security
standards. The group will continue to invest
in its reputation management strategy.

5. BEST SYSTEMS

The implementation of the initiatives will be
supported by the deployment of a scalable
best-in-class IT platform that will reduce
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OUR GLOBAL BRAND PORTFOLIO
REPOSITIONING THE BRANDS

Under the new group architecture, Radisson Hotel Group also reviewed the
market positioning of each brand in our portfolio – including the re-launch
of numerous flagship hotels.

Following a brand review, which identified
the key issues detracting from the Radisson
name, an updated design scheme was
developed, to truly leverage the global
growth opportunity we have in the Americas,
and prepare the groundwork for successful
entry into EMEA. We have updated the
Radisson logo and identity to reflect a
modern, natural and minimal aesthetic.

Following initial property pilots, that
revealed the significant scope Radisson
RED possessed to broaden its appeal,
further refinements have been made to the
concept this year. Refocusing the brand
around our core differentiators (statement
design, personal connectivity and service
flexibility), we have re-launched the brand
with a new logo, visual identity, interior
design scheme, and product standards.
Requiring lower startup capital for launch
and a more refined guest experience, the
repositioning offers an enhanced value
proposition for guests and prospective
owners alike.

16
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In line with our new group identity,
the Country Inn & Suites brand has
taken on the endorsement line ‘by
Radisson’, to truly leverage the
quality associated with our upscale
hotels within the midscale segment.

A new addition to our portfolio is Radisson
Collection, which we created not only for
the best iconic Radisson Blu hotels, but
also as a growth vehicle tapping into the
luxury segment.
Integrating former Quorvus Collection
members with iconic properties from the
Radisson Blu portfolio, the purpose of
this brand is to grow the ADR of our high
potential assets by 8-10% over the next
five years.
Capitalizing on the significant potential
for loyalty, promotion and incremental
spend offered by mass affluent travelers,
Radisson Collection properties will be
united by personalized guest service and
localized experience.

GUEST EXPERIENCE PILLARS
Premium
Lifestyle /
Affordable
Luxury

WELCOME TO THE EXCEPTIONAL

Upper
Upscale

FEEL THE DIFFERENCE

Upscale /
Upper
Upscale

FEEL THE AUTHENTIC

Upscale /
Upper
Upscale

ENJOY IT!

Upscale

SIMPLY DELIGHTFUL

• A collection of our finest hotels
• Local lifestyle, extraordinary living
• Development mainly by conversion
• Europe’s largest upper upscale brand
• Memorable, stylish and purposeful
• New build and conversions in major
cities and higher end markets
• Authentic service in contemporary
spaces
• Genuine experiences in vibrant social
atmosphere
• Mainly conversions in major cities
• Connected, style-savvy and sociable
• Mainly new constructions in main
cities and/or secondary markets
• Our new upscale brand in EMEA
• Balanced, natural and delightful
• New build and conversion in city
centers around the world

Upper
Midscale

FEEL GOOD

Upper
Midscale

I LOVE THIS COUNTRY

• Mastering the essentials
• Uncomplicated, vibrant, friendly and
fresh
• Delivering a heartfelt experience
• New build and conversions in urban
and suburban markets

Radisson Hotel Group is
rolling out an extensive
brand standards program;
the culmination of our brand
experience updates and
a recent property survey
(EMEA) to bring the new
brand architecture to life.

Reflecting the new coherence in
our brand architecture, our renewed
brand standards will improve consistency
in the guest experience in line with our
four experience pillars. While each brand
will retain its own unique and targeted
characteristics, alignment of our standards
will help develop a group-wide reputation
for comfortable, localized and memorable
stays that reliably offer a range of
Brilliant Basics.

The brand standards will equip each
property to support its optimal average
daily rate (ADR), ensuring that each
delivers on a core set of emerging guest
priorities – from welcome corners and
branded temptations to dedicated
workspaces, TV mirroring technology
and updated guestroom essentials
(including bathrooms, amenities
and our signature sleep experience).

Feel at
Ease
Offering a choice
of experience
to help guests
feel at ease

Memorable
Moments
Creating memorable
experiences through
personal recognition,
spontaneous surprises
and thoughtful gestures

Experience
the Locale
GUEST
EXPERIENCE
PILLARS
Our unique hotel brands
offer a brand-differentiated,
360-degree guest experience
empowered by a Yes I Can!
service philosophy across
four attributes:

Offerings that are
true to the locale

Brilliant
Basics
Consistently
delivering the
essentials

Park Plaza development in EMEA under PPHE Hotel Group
Country Inn & Suites by Radisson not yet available for development in EMEA
C O R P O R AT E R E P O R T 2 0 1 8
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Radisson Collection Hotel, Moscow

The May Fair London, A Radisson Collection Hotel

Radisson Collection Hotel, Tsinandali Estate Georgia

Radisson Collection Hotel, Royal Copenhagen

Radisson Collection Hotel, Old Mill Belgrade

WELCOME TO THE EXCEPTIONAL

Radisson Collection is a unique assortment
of iconic properties. While the character of
each hotel feels authentic to its locality, all offer
the ultimate template for contemporary living;
united by bespoke design and a collection of
exceptional experiences across dining, fitness,
wellness and sustainability.
OWNER VALUE PROPOSITION

Allows individual identity, limited conversion costs,
flexible contracts
NUMBER OF KEYS

100 - 400

POSITIONING

Premium Lifestyle / Affordable Luxury
LOCATIONS

High-profile locations in major, capital cities and
exclusive leisure destinations
PRODUCT

Urban / Resorts
DESIGN STYLE

Authentic Local Influence / Living Design /
Vibrant Social Scene
OPEN

9 Hotels | 1,748 Rooms
UNDER DEVELOPMENT

8 Hotels | 1,122 Rooms
www.radissoncollection.com
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Radisson Blu Hotel, Frankfurt

Radisson Blu Hotel, Berlin

Radisson Blu Hotel, Tromsø

FEEL THE DIFFERENCE

Radisson Blu creates memorable experiences
in stylish spaces. By paying close attention to the
small details that make a big difference, we inspire
unforgettable experiences with every stay.
OWNER VALUE PROPOSITION

Largest upper upscale brand in Europe,
lower cost of development than competition
NUMBER OF KEYS

150+

POSITIONING

Upper Upscale
LOCATIONS

Radisson Blu Hotel Reussen, Andermatt

Radisson Blu Hotel, Dubai Waterfront

Key locations in capital cities, airport
gateways and major leisure destinations
PRODUCT

Urban / Airport / Resorts / Serviced Apartments
DESIGN STYLE

Memorable / Stylish / Purposeful
OPEN – GLOBAL

319 Hotels | 72,630 Rooms
OPEN – EMEA

258 Hotels | 60,163 Rooms
UNDER DEVELOPMENT – GLOBAL

85 Hotels | 17,721 Rooms

UNDER DEVELOPMENT – EMEA

59 Hotels | 11,966 Rooms
www.radissonblu.com
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Park Plaza Nuremberg

Park Plaza Vondelpark, Amsterdam

Park Plaza Berlin Kudamm

Park Plaza London Waterloo

Park Plaza London Park Royal

FEEL THE AUTHENTIC

Park Plaza hotels’ trend-setting designs capture
the energy and style of each individual location.
An upscale hotel brand for business and leisure
travelers, offering stylish guest rooms, outstanding
meeting spaces and dedicated staff who offer
reliable service that is flawlessly delivered.
OWNER VALUE PROPOSITION

Recognized as the third largest international upscale/
upper upscale brand in London
NUMBER OF KEYS

200+

POSITIONING

Upscale / Upper Upscale
LOCATIONS

Capital cities and key business and leisure destinations
PRODUCT

Urban / Resorts / Airport
DESIGN STYLE

Unique / Cosmopolitan
OPEN – GLOBAL

35 Hotels | 8,054 Rooms
OPEN – EMEA

24 Hotels | 6,604 Rooms
UNDER DEVELOPMENT – GLOBAL

7 Hotels | 644 Rooms
www.parkplaza.com
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Radisson RED Brussels

Radisson RED Glasgow

Radisson RED Cape Town

ENJOY IT!

Radisson RED presents a playful twist on
conventional hotel stays, offering hangouts
with a casual feel, buzzing social scenes
and bold design personality.
OWNER VALUE PROPOSITION

Stands out of the crowd, efficient operating
model and simple design turnaround
NUMBER OF KEYS

100 - 250

POSITIONING

Upscale/Upper Upscale
LOCATIONS

Radisson RED Cape Town

Radisson RED Brussels

Central and gentrified new locations in vibrant,
urban destinations
PRODUCT

Urban

DESIGN STYLE

Boldly Playful / Confidently Simple / Naturally Casual
OPEN – GLOBAL

6 Hotels | 1,104 Rooms

OPEN – EMEA

3 Hotels | 575 Rooms
UNDER DEVELOPMENT– GLOBAL

25 Hotels | 4,598 Rooms

UNDER DEVELOPMENT – EMEA

14 Hotels | 2,668 Rooms
www.radissonred.com
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Radisson Hotel & Suites Gdansk

Radisson Exhibition Center Shanghai

Radisson Hotel Santa Cruz

Radisson Hotel Lagos Ikeja

Radisson Hotel Dakar Diamniadio

SIMPLY DELIGHTFUL

Radisson enables guests to find balance in their hotel
experience – with relaxing spaces, thoughtfully
considered details and unexpected delights.
OWNER VALUE PROPOSITION

Adaptive standards, simple to build
and conversion friendly
NUMBER OF KEYS

150 - 200

POSITIONING

Upscale

LOCATIONS

Locations in capital and secondary cities,
with a mix of airport, urban, suburban
and convention locations
PRODUCT

Urban / Suburban / Airports
DESIGN STYLE

Modern and timeless design with
a Scandinavian influence
OPEN – GLOBAL

167 Hotels | 30,253 Rooms
OPEN – EMEA

2 Hotels | 246 Rooms
UNDER DEVELOPMENT – GLOBAL

50 Hotels | 8,687 Rooms

UNDER DEVELOPMENT –EMEA

7 Hotels | 1,901 Rooms
www.radisson.com
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Park Inn by Radisson Danube Bratislava

Park Inn by Radisson Frankfurt Airport Hotel

Park Inn by Radisson Brussels Airport

FEEL GOOD

Park Inn by Radisson delivers stress-free
experiences, good food and upbeat environments.
We positively lift our guests’ moods for a
happy stay – with clever use of color, inspired,
contemporary design, and friendly, personalized
service with surprising, feel-good extras.
OWNER VALUE PROPOSITION

A cost-effective brand with lower capital
investment translating higher returns
NUMBER OF KEYS

150 - 350

POSITIONING

Park Inn by Radisson Nuremberg

Park Inn by Radisson Amsterdam Airport Schiphol

Upper Midscale
LOCATIONS

Conveniently located in capital and secondary
cities, near airports and railway stations
PRODUCT

Urban / Airport / Suburban / Serviced Apartments
DESIGN STYLE

Positive / Contemporary / Connected
OPEN – GLOBAL

151 Hotels | 27,655 Rooms
OPEN – EMEA

117 Hotels | 23,111 Rooms
UNDER DEVELOPMENT– GLOBAL

51 Hotels | 9,384 Rooms

UNDER DEVELOPMENT – EMEA

26 Hotels | 6,170 Rooms
28

www.parkinn.com
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Country Inn & Suites by Radisson, Bozeman, MT

Country Inn & Suites by Radisson,
Asheville Westgate, NC

Country Inn & Suites by Radisson, Anaheim, CA

Country Inn & Suites by Radisson, Bloomington at Mall of America, MN

Country Inn & Suites by Radisson, Goa Candolim

I LOVE THIS COUNTRY

Inspired by a sense of belonging, community
and shared experiences, Country Inn & Suites
by Radisson delivers a heartfelt experience
through inviting design, products and services
so that all guests feel like they are welcome
and that they matter.
OWNER VALUE PROPOSITION

A modern and adaptable prototype
with broad consumer appeal
NUMBER OF KEYS

80 - 120

POSITIONING

Upper Midscale / Limited Service
LOCATIONS

Primarly suburban, rural markets with
limited urban and airport locations
PRODUCT

Suburban
DESIGN STYLE

Contemporary Architecture /
Warm / Approachable
OPEN

491 Hotels | 39,025 Rooms
UNDER DEVELOPMENT

46 Hotels | 3,846 Rooms
www.countryinns.com
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Radisson Blu Hotel, Lund

OUR FOOD &
BEVERAGE BRANDS

Our Food & Beverage concepts consider
the brand and property in which they are
located and bring bespoke experiences
across our portfolio.
Radisson Hotel Group brings a bespoke
portfolio of established partners, a flexible
approach of working with specialists and
well-thought-out criteria for selecting the
right food and beverage partners and
concepts.
Our Responsible Business heritage is as
important in food and drink service as it is
elsewhere in the business. We strive to buy
locally and in-season to reduce our carbon
footprint, and we aim to reduce food
waste and keep packaging to a minimum.
Additionally, we source sustainable food
and drinks and buy responsibly-produced
products wherever we can.

26 North Restaurant & Social Club, inspired
by the food from the farms, fjords and
forests of Norway. Unashamedly local, born
in Norway’s food capital of Stavanger and
rolling south. Boards and plates for sharing,
we take this social thing seriously – great
food in a very casual setting, in a very
Viking way

Bocca Buona is unashamedly Italian and
simplistic in approach. It celebrates the
Italian way of living and brings a warm
ambience and the lively bustle of the Italian
street into the restaurant. Bocca Buona
style is relaxed and informal in a casual, fun,
unexpected, humorous and stylish way.

Inspired by Peter Blake’s ‘about collage’
exhibition presenting journeys, both real
and imagined, which reveal his fascination
with the surreal and comedic opportunities
presented by the use of collage. Collage,
the brasserie, is synonymous with Blake’s
works: quintessentially British, iconoclastic
and full of humor.

32
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Friendly, informal and unpretentiously
Italian. The atmosphere of Filini is a noisy
buzz with memorable Mediterranean
overtones. it features a pizza oven, deli
stage, communal table, booth seating and
organic materials. Simply cooked Italian
food, based on carefully chosen ingredients.

Born in the heart of Minnesota, our modern,
yet classic, FireLake Grill House and
Cocktail Bar offers the best of the Midwest’s
great food and drink heritage: open-flame
cooking and deliciously creative mixology.
The décor features rough weathered timber,
white tile and copper combined with
herringbone and mosaic tile, classic leather
upholstery and chain-linked drapery. Flamekissed, carefully selected local and artisan
produce give indigenous flavors with a
simplicity of preparation.

Originally inspired by Radisson Blu’s
renowned and stylish sophistication, our
Larder & Lounge offer a consistent selection
of great quality food, drink, design and
service – with a large degree of flexibility. So
both reflect a highly individual sense of place.

The OUIBar + KTCHN is all about eat, work
and play. Our own little social hub. Menus
are crafted to simplicity, so that guests can
experience the taste of the city without the
hassle of leaving our doors.

Bavarian heritage, combined with authentic
Munich design and layers of the present.
An instantly recognizable bräuhaus with
copper brewing decoration, variable
spaces and an emphasis on beer, big food,
music, dance and fun in true Bavarian
style. Paulaner comes as a Bräuhaus or a
Wirtshaus without on-site micro-brewery
serving beer imported from Paulaner or
brewed at a nearby Bräuhaus.

Perfectly simple. Simply perfect. The
buzzwords of a fresh and vibrant grill and
bar with no pretensions. A menu that’s
instantly recognizable with a design moving
in the same direction – bar and grill counter,
concrete flooring and exposed brick,
chalkboards as part of artwork, variable
seating, booths, banquettes and club tables
and splashes of color.

A contemporary local bar – born in the fair
city of Dublin – with all the warmth and
friendliness of traditional Irish hospitality
in a stylish setting. Design features include
dark timber, deep red and brown leather
banquettes and booths, communal tables
and a natural-stone open fire. There’s an
understanding of service, of the importance
produce… an understanding of food, design,
music, art, literature, conversation, history
and heritage.

Verres en Vers is our respectful, thoughtful,
exciting and modern interpretation of a
traditional French brasserie, complete
with dark timber, floral wall coverings,
mosaic floor tiles, leather-clad booths
and banquettes, directional lighting, wine
cabinet and chunky candles for light effects
and aroma. Enjoy wine and beer at its roots.
Seasonal, ‘just-in’ plats du jour, Sunday
brunch and fruits de mer on show along
with oils, breads and cheese.
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Name
Radisson
of Hotel,
Blu
Location
Hotel, Frankfurt
of Hotel

Radisson Collection Hotel, Royal Copenhagen

Radisson Blu Senator Hotel, Lübeck

Symphony Style Kuwait, A Radisson Collection Hotel

MARKETING, SALES &
REVENUE MANAGEMENT
According to the latest
UNWTO World Tourism
Barometer, destinations
worldwide received 1.4bn
international visitors
throughout 2018 –
outperforming even the
most optimistic forecasts.
This growth is likely to
continue during 2019, with
an expected rise of 3%-4%.
As the number of
international arrivals
continues to grow, so does
the competition. This means
that effective branding is
more important than ever –
making it vital to create
a positive perception of
Radisson Hotel Group and
our seven hotel brands.
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In a crowded hospitality space, we dare
to differentiate ourselves through the
service delivered by our exceptional people.
We are – and always will be – a people
company. Regardless of the changes that
take place within our company (and indeed
the industry as a whole), our core focus on
people remains as strong as ever.
This is a vital part of our Scandinavian
heritage, as well as a critical element of
how we define our brand image. Our
people and their focus on delivering
memorable moments makes us a global
leader in our industry.
Ambition and focus go hand in hand. We
have a strong five-year operating plan and
have set off on a journey to build strong
brands. The launch of Radisson Hotel Group
marks the start of that era. And, for us,
branding means everything. It defines how
others perceive our company: it is the true
blueprint of our business. Strong brands
build business value and trust among
guests, partners and employees.

Our investment in creating Radisson Hotel
Group is a major step forward in terms of
furthering our commitment and building
our brand in the hearts and minds of
consumers. It will power greater awareness
and marketing efficiencies, ensuring the
highest standards of guest service.
We have also used advanced business
intelligence to realign our global
commercial strategy and focus more than
ever before on creating demand. We want
our guests to come to us, not because
of a need, but out of love and respect for
our brands. To that end, we are building a
unified web platform, RadissonHotels.com,
to bring all our brands together on one
beautiful, highly integrated, truly mobile
and smart website.
Our new platform will not only cater to all
our guests’ booking needs but will also
inspire them to travel more. We believe that
‘to travel is to live’ – and we want our guests
to live more.
RadissonHotels.com will be live on 18 June 2019

To breathe new life into our new identity
as Radisson Hotel Group, all seven of our
hotel brands now share a similar thread of
standards in brand experience, built around
four key pillars: Feel at Ease, Experience the
Locale, celebrate Memorable Moments, and
enjoy Brilliant Basics.
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CREATE DEMAND

We help to increase our reach and
profitable revenue by partnering with online
travel agencies and other third parties.
With a robust and successful rewards
program, meetings offerings, recognizable
brands and an expert panel of advisors, the
possibilities for growth are endless. We’re
here to help create engaging conversations
that drive loyalty and passion for our
unique offerings.

OPTIMIZE RATE

As the world of data analytics evolves,
we are continuing to migrate to a
business intelligence model to better
analyze performance, identify potential
opportunities and/or challenges and
evaluate associated activities and solutions
to ensure a decision is made that will drive
total profitable revenue.

LEVERAGE GUEST EXPERIENCE

DRIVE MEETINGS & EVENTS

We’ve realigned our Sales and Distribution
resources globally to deliver a clear
strategy across our brands to drive
profitable revenue and put our customers
center stage. Our team includes 160
sales employees across 12 sales offices
throughout the world focusing on Business
Travel, Meetings & Events and Leisure
segments. This team focuses on putting
meetings and events at the center of what
we do, and will ensure steady revenue
growth from this sector. Radisson Meetings
offers a robust program for meetings and
events designed to make every event
unique for our clients. We also deliver
world-class sales training and development
for your employees to encourage personal
growth, manage performance and retain
team members.

To ensure the optimum guest experience,
we consistently deliver our brand promise
every day and leverage our customer
experience management initiative to form
stronger relationships with our customers.
We provide an integrated communications
and PR strategy, including unique content
across all media and social channels
that shares a consistent brand message
and corporate purpose. Our multiplatform campaigns will drive stakeholder
engagement and position us as an industry
leader.

CAPTURE ONLINE BUSINESS

Our team of digital experts helps to create
innovative multi-channel campaigns that
will share relevant news and content
to drive customer engagement across
all channels. We help choose the best
web-based platforms, mobile sites and
applications to drive direct online business
and optimize online revenue by increasing
traffic on our website.
Our Commercial Strategy is powered by a
dedicated team of experts including Brands,
Sales, Revenue Optimization & Distribution,
Marketing, Loyalty, Digital, Social Media,
Loyalty and Communications & PR, to bring
innovative and integrated ideas to drive
higher levels of customer engagement,
loyalty, growth and ultimately profitability –
for our owners and investors.
We are committed to the digital movement
in travel services because we believe that
personalization is the biggest differentiator
in a crowded marketplace. Whether our
guests are booking an important meeting,
relaxing at one of our restaurants or
just looking for a comfortable night of
sleep, we are committed to delivering
the highest level of personalized service
and memorable moments across every
touchpoint.
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At Radisson Hotel Group, we know that whatever the
occasion, the stakes are high, so we are as committed as
you are to make your event one to remember.
Putting people at the heart of everything we do, and driven
by our belief that Every Moment Matters, our professionally
trained team is there to listen and support you every step of
the way, to help you plan and execute your event flawlessly.
Offering a suite of bespoke services and unique experiences
across all our world-class brands, we focus on the details
that truly make a difference. So, when you book Radisson
Meetings, you can trust that we’ll make it personal,
professional and memorable.

RADISSON REWARDS

Members enjoy exclusive benefits
with Radisson Rewards
Radisson Rewards provides members
with an enhanced experience from
time of booking to check-out and every
moment in-between. Members enjoy
Member Only Rates, have access to
exclusive benefits, and earn towards free
nights across the Radisson Hotel Group
portfolio of hotels globally.
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RADISSON REWARDS FOR BUSINESS

We are also excited to introduce a new
name in rewards for our professional
partners, Radisson Rewards for Business.
As a Travel Agent, Meeting and Event
Planner, or Small + Medium Enterprise,
members will earn valuable points toward
rewards for bookings at all our Radisson
Hotel Group brands.

RadissonHotels.com is Radisson Hotels’
first true multi-brand digital platform, a
new online landmark that allows guests to
browse the company portfolio of more than
1,400 hotels worldwide – and to easily book
a stay in just a few clicks!
The website replaces single brand websites
in favor of one comprehensive and userfriendly platform to serve our guests.
To enhance the experience for mobile,
RadissonHotels.com has been developed
thinking mobile-first! The site is fully
responsive for mobile.

Along with the new website, the Digital
Experience team are also launching the
new Radisson Hotels application – which
will be available for Android and iOS
devices. The Radisson Hotels app will allow
occasional bookers and Radisson Rewards
members to access all of our brands in
one unique location without having to
download individual brand apps.
Both the website and the app have been
developed with a customer-centric approach
and follow the latest UX standards. This
new digital environment positions Radisson
Hotel Group among the most innovative
companies in the hotel industry.
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Radisson Collection Hotel, Strand Stockholm

PORTFOLIO MANAGEMENT
& COST ADVANTAGE
The first year of the five-year
operating plan has been
transformational, as we put
forth an extraordinary effort
in generating value for our
clients, shareholders, hotel
owners and other internal
and external stakeholders.
We have a solid plan that will position us
for the future as the preferred choice for
guests, owners, investors and talent.
Looking ahead, we are moving forward
with a new hotel operational model that
brings together tools, technology and
best practices to achieve our main goal: to
become the best hotel operator worldwide.
Improving guest experience and quality
thanks to our Brilliant Basics and our Yes I
Can! commitment are our main goals. The
perfect combination of a new operational
model ensuring the finest quality will enable
Radisson Hotel Group to secure the highest
profitability for our hotel owners and
shareholders, deliver memorable moments
to our guests and to attract the best talent.
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After having turned around the profitability
of our leased properties, Radisson
Hospitality AB will continue to invest in its
leased portfolio. Over the 5-year plan, the
company will invest between €150-170m on
executing initiatives that will modernize our
hotels, boosting revenues and generating
cost-efficiencies across the entire group:
•	Implement a repositioning plan in
30-35 leased properties
•	Renegotiate, exit and extend leased and
managed contracts, as appropriate
•	Improve GOP performance in leased
and managed hotels
We are confident that this strategy
will significantly improve our financial
performance. We expect it will lead to
a total EBITDA increase of €48-52m
over the five years.
Our operating plan capitalizes on the
international experience of the company’s
leadership and operations teams, as
well as our commitment to flexible
hospitality solutions for our owners and
investors. Leveraging these strengths
into the successful execution of the fiveyear operating plan, will allow us to grow
beyond mere cost-efficiencies and
truly deliver operational excellence.
Our efforts focus on adapting our
resources to the constant fluctuations
of our industry revenues.

We are focused on optimizing space and
material planning and design, so that every
inch of our properties is profitable. We will
grow our revenues in room, Food & Drink,
Meetings & Events, and other areas that can
elevate guest experience. Full alignment
across corporate and area offices and
grass-root operations allows us to share
best practices – effectively and efficiently –
across all our properties, irrespective of the
contract type.
We are reshaping our company,
repositioning our portfolio and introducing
a performance driven culture to successfully
shift to a renewed operating model. I am
confident that our new vision and strategy
will help our teams in making the company
even more competitive and profitable.

WE ARE MOVING
FORWARD WITH A
NEW OPERATIONAL
MODEL THAT BRINGS
TOGETHER TOOLS,
TECHNOLOGY AND
BEST PRACTICES TO
ACHIEVE OUR MAIN
GOAL: TO BECOME
THE BEST HOTEL
OPERATOR, BEING
ABLE TO MAXIMIZE
PROFITABILITY FOR
OUR OWNERS AND TO
DELIVER MEMORABLE
MOMENTS TO OUR
GUESTS
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Radisson RED Cape Town

Radisson Blu Hotel, Marseille Vieux Port

BEST SYSTEMS
We have developed a
comprehensive and step
change IT program, which
allows integration between
platforms, flexibility and
scalability.

We have an approved plan to invest
significant Capex and Opex in new
Property Management and Distribution
Systems, CRM and Loyalty platforms,
campaign management, and overall IT
platforms to ensure we are ahead of the
curve and provide an advantage when
it comes to marketing, sales, operations
and development.

OUR CURRENT STATUS
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OUR PLAN

Time to launch major capabilities

10-14 Months

Cost for new capabilities

5-10x Ind. Avg. 

At Market

Sell products/services
beyond the room

+



+++

Support local languages
for global scale

+



+++

Owners competitive
advantage

+



+++

Opex efficiencies

+



+++



6-8 Months
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Radisson RED Liverpool

SCALE
PORTFOLIO EXPANSION STRATEGY
Radisson Hospitality AB
enjoyed strong growth in
2018 signing circa 7,200
rooms and opening another
4,000. Since 2012, the
Company has opened over
134 hotels and currently has
a pipeline of over 110 hotels
with 23,800+ rooms.

As announced at the Investors Day in
January 2018, the Company is embarking on
a renewed asset-right growth strategy. Our
focus is to rejuvenate mature markets while
continuing to accelerate in emerging ones.
The Company is returning to signing more
agreements in strategic European markets.
The leases and contracts with commitments
will strengthen the group’s current business
model to stimulate its growth in the
markets where economy is booming and
institutional investors are becoming
increasingly prominent.
To accelerate growth and create scale, the
Company will focus on both existing and
new partners in eight key target markets
across EMEA: four mature (UK, Germany,
Poland and Italy) and four emerging (Saudi
Arabia, Russia, South Africa and the United
Arab Emirates). We will aim to add 10–20
hotels to each market over the next five years.
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In addition to the shifts in the business
model and market focus, Radisson Hotel
Group launched a new brand architecture
that includes extended stay solutions for
core brands. Serviced apartments of
Radisson Blu and Park Inn by Radisson
along with renewed proposition for
Radisson RED, will be launched in 2019.
Overall, the Company will reposition
30-35 of its hotels with a total Capex of
€140-€150 million. The Company will also
invest €75-€80 million in fixtures,
furniture and equipment (FF&E) and key
money in new hotels.
As part of our expansion strategy, we
are making the company and brands
even more relevant to investors. We are
building an investor value proposition
that puts investment partners’ interests
at the heart of our expansion strategy.
We believe in long-term relationships
based on trust and accountability for
mutually beneficial outcomes.

OUR ASSET-RIGHT
STRATEGY MEANS THE
RIGHT TRANSACTION
FOR THE RIGHT
PARTNER AND RIGHT
LOCATION, IT SIGNALS
OUR COMMITMENT
TO CONTINUOUS
INVESTMENT IN KEY
MATURE MARKETS AND
FLAGSHIP HOTELS

45

S
HE
OCTTEILO R
N OHOEM
ASD E
PR
ER COUNTRY

OPERATED & DEVELOPED BY RADISSON HOSPITALITY AB
29
57

68

MAP COUNTRY

20

51

18
16

31

41

49
8
42

21

7

38

75
24

53
63

15
4

69

46

60

13

74

56

28 64

34

61

54

76

23

32
71

67

26
70

3

44

14

47
1

5

40

39

30
36

17

6
59

10

11

60

52

50
27
19

66

62
25
33

73

51
9

12

23

58

77
78

65

C O R P O R AT E R E P O R T 2 0 1 8

35

49

2

46

55
72

43

45

37

HOTELS

ROOMS

MAP COUNTRY

HOTELS

1

Algeria

2 306

28

Hungary

5

2

Angola

5

654

29

Iceland

3

Armenia

1

142

30

Iraq

4

Austria

6

863

31

5

Azerbaijan

1

248

6

Bahrain

2

7

Belarus

8

Belgium

9

Cameroon

10
11
12

ROOMS

MAP COUNTRY

ROOMS

995

55

4

595

56

Qatar

1

290

57

Romania

Ireland

9 1,298

58

Russia

32

Italy

6

999

59

Rwanda

574

33

Ivory Coast

3

578

60

Saudi Arabia

1 200

34

Kazakhstan

2

429

61

Senegal

2

393

2,067
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Kenya

3

534

62

Serbia

1

236

1

150

36

Kuwait

3

428

63

Sierra Leone

1

162

Cape Verde

1

240

37

Kyrgyzstan

1

181

64

Slovakia

2

408

Chad

1

175

38

Latvia

8

1,791

65

Slovenia

1

237

Congo

1

178

39

Lebanon

2

312

66

South Africa

13

Croatia

1

252

40

Libya

2

507

67

South Soudan

14

Cyprus

3

488

41

Lithuania

7 1,270

68

Spain

15

Czech Republic

3

555

42

Luxembourg

1

99

69

Sweden

16

Denmark

8 1,856
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Mali

1

190

70

Switzerland

7

1,487

17

Egypt

4

1,246

44

Malta

2

581

71

Tunisia

5

1,019

18

Estonia

4 1,380

45

Mauritius

3

382

72

Turkey

24 4,537

19

Ethiopia

4

689

46

Moldova

1

143

73

UAE

23 6,190

20

Finland

8

1,754

47

Morocco

2

313

74

Uganda

1

21

France

16 2,834

48

Mozambique

1

336

75

Ukraine

5 1,062

22

Gabon

2

446

49

Netherlands

5

1,279

76

United Kingdom

23

Georgia

8

1,279

50

Niger

1

196

77

Uzbekistan

1

251

24

Germany

51

Nigeria

10

1,716

78

Zambia

2

278

25

Ghana

1

207

52

Norway

23 6,190

79

Zimbabwe

1

245

26

Greece

2

471

53

Oman

27

Guinea

1

123

54

Poland

15

33 8,386

7

Portugal

HOTELS

1

221

1

583

4

1,028

38
2
39

10,202
452
8,680

12

2,486

1

158

5

990

16 4,023

34

195
7,102

1,150

17 3,988

GRAND TOTAL

494107,158
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Radisson Blu Hotel & Resort, Al Ain

OUR HOTELS

2018
OPENINGS
23 HOTELS
4,083 ROOMS
SIGNINGS
40 HOTELS
7,196 ROOMS

In the Nordics, we continue to be
the largest international operator.
Moving forward, we will introduce
Radisson RED and our luxury brand,
Radisson Collection, in capital cities.
We adopt an asset-right model on
this continent, including management
contracts, franchises, leases and
industrial investments.

59 HOTELS
14,418 ROOMS
NORDICS

We are by far the largest hotel company in Eastern Europe.
Poland continues to be a key focus country. Our growth
plan for the region is based on an asset-light model, with
selective commitments and a focus on leveraging our new
brand architecture across the region.

139 HOTELS
31,302 ROOMS
EASTERN EUROPE

REST OF
WESTERN
EUROPE
142 HOTELS
28,677 ROOMS
With a clear asset-right model,
we have identified around 50
cities in Western Europe where
we would commit. Our new
focus countries are the UK,
Germany and Italy – and our
expansion is predominantly
through organic growth. Our
new brand architecture offers
various opportunities for
investors – notably Radisson,
Radisson Collection and
Radisson RED.
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MIDDLE EAST,
AFRICA & OTHERS
154 HOTELS
32,761 ROOMS
The Kingdom of Saudi Arabia and
the United Arab Emirates remain
key strategic destinations, and
our focus is on the delivery of our
strong pipeline. Across Africa, we
will expand the network further to
defend our leading position.
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O R G A N I Z AT I O N & TA L E N T

AT RADISSON HOTEL
GROUP, WE BELIEVE
THAT OUR NUMBER
ONE ASSET IS OUR
PEOPLE. OUR CULTURE
PLAYS AN IMPORTANT
ROLE IN OUR BUSINESS
TRANSFORMATION
GOING FORWARD AND
IS KEY IN ENSURING
FUTURE BUSINESS
SUCCESS.
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OUR GLOBAL CULTURE
We are building a united
and consistent culture
across the world that will
help us achieve our global
vision to become one of
the three top-of-mind hotel
companies in the world, and
the company of choice for
guests, owners and talent.

OUR CULTURE JOURNEY IN 2018

In March 2018, Carlson Rezidor Hotel Group
rebranded to Radisson Hotel Group. We
recognized that we had different cultures in
the three theatres our company is present:
Europe Middle East and Africa (EMEA),
Asia Pacific (APAC), and Americas (AMER).
These differences are due to our historical
business models, ownership, and even
distinct hotel brand portfolios, besides
the local nuances that influence both the
ways of working and living. As part of the
rebranding, we needed a new and global
culture, that all our team members around
the world could relate to and share.
This new customer-focused culture is key
for us to successfully ensure Every Moment
Matters for our guests, owners and talent. A
culture that empowers everyone to ensure a
consistent experience for every guest at every
property and workplace around the globe.

Believing in our Every Moment Matters
promise means that we believe every
moment is an opportunity for our global
team members—to serve, to improve, to
have fun, to make an impression, to go
above and beyond, to learn, to stretch
and grow, to innovate.
Evolving our culture has meant changing the
way we work, where we work and how we
work. The result over time is that employees
feel increasingly valued and are actively
engaged and excited to have a career at
Radisson Hotel Group. As an employer, we
integrate our Culture Beliefs and our brand
promise, Every Moment Matters, into our
talent processes, systems and resources to
show our commitment with all the team
members around the world.
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OUR CULTURE
BELIEFS
A strong culture is powerful and empowering.
It needs to be based in strong and shared
beliefs. When employees agree with
and care intensely about our beliefs, our
company performance will increase due
to the hard work of motivated employees.
As part of our five-year strategic plan, we
identified these shared beliefs that serve
as the foundation of this culture:
•	We deliver memorable moments
every day, everywhere, every time
• We enjoy serving with our Yes I Can! spirit
• We grow talent, talent grows us
• We are many minds, with one mindset
•	We value open and direct interactions
to build trust
• We believe anything is possible
•	We have fun in all that we do
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These beliefs are true to who we are
and where we want to reach as we pursue
the ambitious journey of becoming one of
the three top-of-mind hotel companies in
the world.
OUR FOUNDATIONS

In 2018 we globally launched our new
Foundations: Lead, Think, Own,
Collaborate and Deliver.
The Foundations are the core of Radisson
Hotel Group’s development and talent
processes – guiding each team member to
perform at their best so we can continue to
improve for ourselves, our team, our guests,
and the company.

The Foundations help team members to
bring our vision and global Culture Beliefs
to life at our corporate offices and hotels
around the world. They define how we
assess, develop, and coach our talent.
They also encourage open communication
and ongoing conversations between
all employees as we discuss current
performance and future development goals.
The Foundations provide the framework to
help everyone create a memorable journey
at Radisson Hotel Group, and they aim to
empower our team members to be their
best, every day, everywhere, every time.
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DIVERSITY
& INCLUSION
One of our core Culture
Beliefs, “we are many minds
with one mindset” is based
on our respect for individual
differences, life experiences
and diverse world views
working together to
help make memorable
experiences for all who
walk through our doors.
To enable that to happen, we
are dedicated to building a
global team of employees
that reflect the communities
where we work and live,
and the diversity of the
customers we serve.
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Our guests and our talent deserve a
safe environment where they are valued
for who they are. With our workforce
driven by voices of people from different
backgrounds, personalities and points
of view across the global workplace, we
strive to create places where everyone
can express their authentic selves, seize
opportunities, make decisions and resolve
conflicts.
Balanced leadership is our diversity drive at
the Radisson Hotel Group. Within that, we
have our Women in Leadership programme,
which is our first drive towards true
balanced leadership. In 2016, we launched
Steps, a training and coaching programme
developed specifically for high potential
female leaders.

AGE PYRAMID

15.6%

	of the workforce is aged
below 24 years old – a high
percentage compared to the
previous year.

25.5%
31.7%

of the employees are aged
between 25-30 years old.

16.4%
8.4%

are aged between
31-40 years old, a very
similar percentage to
last year (31,1%).
	of the employees have ages
between 41-50.
are aged between 51-60
2.3% are above 61, all similar
numbers to 2017.

NATIONALITIES

Radisson Hospitality AB counts with
employees from 149 different nationalities
working for the company.
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TALENT & INTERNAL
COMMUNICATIONS
NEW TEAM RATE

At Radisson Hotel Group, we have always
believed and demonstrated that our people
are our biggest assets and our business
is made of these incredibly passionate
hosts. Happy team members equal happy
customers
In 2018, we launched our new Team and
Friends & Family Rates, that were global
for the first time. As part of the family of
more than 1,100 beautiful hotels and resorts
worldwide, our team members benefit from
a very attractive leisure rate for themselves
and their Friends & Family. Our team
members can now benefit from a very
attractive leisure rate for themselves and
their loved ones. This benefit is an example
of the commitment that we have with our
employees.
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NEW APPLICANT TRACKING SYSTEM AND
CAREER SITE

2018 saw the launch of the Talent Center
powered by harri and the career site
for Radisson Hospitality AB: a step
forward in the execution of our HR Digital
Transformation and Talent Acquisition
strategy. With more than 10,000 annual
vacancies across 80+ countries, our new
Applicant Tracking System and career site
make for a memorable hotel and candidate
centric experience.
The system is the next-generation
of Applicant Tracking specialized in
providing hospitality businesses with the
management tools and strategic insights
necessary to make a real-time impact on
talent attraction.

Our new career site is a dynamic, agile
and mobile-friendly platform that allows
Radisson Hotel Group to strengthen its
employer branding position and enhance
its ability to attract top talent. Through
the website, candidates will discover who
we are: our heritage, our business, and our
people’s stories. It’s a one-stop site to open
endless career opportunities.
Prioritizing internal talent is key to our
company’s growth; after all, we believe
that we grow talent and talent grows us.
Our recruiters are strongly encouraged to
post internally to allow the prioritization
of internal talents during the selection
process, where skills and experience allow,
remembering the best candidate gets the
job.

With its integration with Workday, our new
Human Resources Information System
(HRIS), the systems allow decentralized
teams to now source, hire and manage
top talent using media-rich profiles and
streamlined mobile tools, all while reducing
costs, saving time, and enabling long-term
success of teams with best-in-class cloudbased management systems.
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O R G A N I Z AT I O N & TA L E N T

TALENT & INTERNAL
COMMUNICATIONS
RADISSON ACADEMY – LEARN TO GROW

Being true to our Culture Belief that we
grow talent and talent grows us, 2018 has
seen a major change in the learning and
development offer.
We have launched the Radisson Academy
to enable growth and constantly strive to
equip our team members with the tools and
new skills, stretching their abilities to enable
their success.
Under one Global Learning & Development
(L&D) vision we aim to provide highly
effective learning experiences and develop
our talents’ skills and behavior in alignment
with our Culture Beliefs and business goals.
The training and learning offer have been
expanded, covering five key categories:
Business Skills, Leadership Development,
People Management, Training Certification
and Our DNA.
The Radisson Academy is the overarching
umbrella compromised of the different
possibilities for each individual to learn, the
right skill at the right time and in the right
way. Regardless of their profession, level
of training or seniority, we aim to provide
something for each team member.
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The Radisson Academy is divided in three
types: Live, On the Job, Online.
•	Radisson Academy Live: (formerly
Business School), includes instructor
led trainings focused on Business Skills,
People & Leadership Development. The
Radisson Academy Live happens once to
twice per year in each area, with up to two
courses in local languages.
•	Radisson Academy On the Job: On the
Job training is an integral part of the
Radisson Academy, as our learning is
focused on learning from experiences.
Newcomers at the hotel-level are placed
with a senior peer to take them through
key trainings on a one-to-one basis. Team
members have also the opportunity to
embrace the Radisson Hotel Group’s DNA,
such as our Yes I Can! spirit, our Culture
Beliefs or Responsible Business, through
on-site training.

RADISSON TALKS

In 2018 we launched Radisson Talks, which
is a space for teams to come together and
receive updates about our five-year plan
initiatives and how they’re being rolled out
in the different departments. Moreover,
Radisson Talks help people connect, which
increases interdepartmental collaboration.
We host Radisson Talks at least once per
month in our office in Brussels. We also
live stream all the talks that are relevant for
hotel audiences, so hotel-based employees
can also access them.
This initiative is part of the broader internal
communications strategy of building and
developing hotel-centric and real-time
communication for our employees.

•	Radisson Academy Online: The Radisson
Academy Online, based around our
learning management system allows our
team members to access cutting edge
digital learning. Our employees can learn
everywhere at any time, by new learning
objects as infographics, videos, quizzes,
short e-learning modules or virtual
classrooms. Team members can also
share their expertise, contributing to the
enrichment of the collective knowledge,
learn from each other and discuss about
their experiences.
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Radisson Collection Hotel, Strand Stockholm

RESPONSIBLE BUSINESS
Responsible Business is
essential to how we
conduct our business.
Every moment is an
opportunity to demonstrate
we can make a positive
impact on people, the planet
and our communities. We
take pride in being a world’s
most ethical company for
nine years.

At Radisson Hotel Group, we are committed
to caring for our people, our communities
and our planet. We believe this is essential
to running a thriving business and our
responsibility as global citizens.
As part of the company’s overall five-year
operating plan, Responsible Business
continues to play a strong role as a clear
business asset. We are conscious that our
Responsible Business targets and actions
need to contribute to the UN Sustainable
Development Goals, which are mobilizing
businesses, industries and countries around
the world.
The 2022 priorities of Radisson’s
Responsible Business program are to
further reduce our carbon & water footprint
by 10%, to focus on human rights in the
supply chain, and on creating shared value
in communities in the areas of Food, Shelter
and Better Futures for disadvantaged
children and youth.

We have committed to the International
Tourism Partnership 2030 hotel industry
goals. We will help to reduce carbon
footprints in line with the COP21
requirements, to practice water stewardship,
foster human rights and promote youth
employment.
As we aim to become a top three hotel
company in the world and a preferred
choice for guests, owners, investors and
talent, we celebrate our industry-leading
commitment to Responsible Business.
The five-year Responsible Business
operating plan focuses on making even
more meaningful impact with our Think
People, Think Community, Think Planet
initiatives while contributing to the bottom
line and enhancing our ability to deliver
memorable moments to all our customers.

More details can be found in the Responsible
Business Report 2018:
http://responsiblebusinessreport.radissonhospitalityab.com
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RESPONSIBLE BUSINESS

RESPONSIBLE BUSINESS

SAFETY & SECURITY
CARING FOR PEOPLE IN OUR HOTELS
AND THE VALUE CHAIN

Ethical business practices are at the core of our
culture. Our EMEA region has been included on the
“World’s Most Ethical Companies” list by Ethisphere
for nine years. Our ethical practices can be seen
every day in the way we treat all our people; from
customers and team members to suppliers and
investors.
This focus on ethical business practices is also
reflected in:
•	Radisson Hotel Group’s Supplier Code of Conduct,
we communicate our standards and requirements
to suppliers during our purchasing processes.
•	Radisson Hotel Group’s Human Rights Policy
expressing key principles such as nondiscrimination or zero tolerance on child labor.
•	Global team training and programs that are
putting an end to slavery and human trafficking.
The power of travel is borderless, but unfortunately,
so are global risks. The safety and security of guests
and employees is a core value deeply rooted in our
culture and one that we emphasize in the operation
of our hotels. We have a specific corporate, regional
and hotel safety and security program that is used
by all our hotel brands worldwide to protect all
our guests and employees. Safehotels Alliance AB
verifies the hotels’ Safety and Security performance
annually and has independently certified 237 of our
hotels at the end of 2018.
We foster an inclusive and diverse culture. Balanced
leadership is at the heart of our diversity program at
Radisson Hotel Group. We aim to attract and grow
top talent and develop male and female leaders
within the organization to their full potential.
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CONTRIBUTING TO COMMUNITIES
WITH FOOD.SHELTER.FUTURE

We strive to provide a global work environment
where our team members can live our culture, Every
Moment Matters; empowering them to grow, succeed
and contribute to the communities where they live
and work.
During our annual Community Action Month held
in June and actions throughout the year, our teams
have passionately engaged with their communities
and contributed a total of 1.1 million EUR in cash
and in-kind and have dedicated 29,000 hours of
volunteering to their local communities in 2018.
In more than 1,000 destinations around the world,
we partner with organizations that work in our
communities to provide basic human needs such as
food and shelter, and create better futures, such as:
•	Our international partnership with SOS Children’s
Villages International who work in 135 countries
and territories to ensure that children grow up in
a safe and caring family environment, so they can
develop and reach their full potential.
•	Water initiatives that help women care for their
families and girls attend school instead of fetching
water. Since we started our cooperation with the
international water charity, Just A Drop, we helped
24,000 people with safe drinking water in water
stressed countries. Our guests helped us in doing
so, by contributing through towel reuse and/or
choosing to suspend housekeeping services.
•	Enabling a better future for vulnerable young
people focused on helping them improve their
employability and life skills. To do this, we worked
with the Youth Career Initiative and other youth
development partners to build promising futures
for young people.

A BETTER PLANET FOR ALL

Our sustainability actions support preservation of
natural resources while contributing to the bottom
line and enhancing our ability to deliver Memorable
Moments to our customers.

In 2018 we continued our Think Planet journey and
are now using 2.1% less energy per square meter
than in 2017. Our water consumption per guest-night
was reduced by 3.5% compared to last year. As part
of our carbon footprint reduction target, 34 of our
hotels – all based in the Nordics and in France, run on
100% renewable energy.
•	We issue clear targets to minimize our
environmental footprint in terms of energy and
water use and waste and measure our progress
toward these goals.
•	We’ve committed to the International Tourism
Partnership 2030 hotel industry goals to
reduce our carbon footprint and practice water
stewardship within our hotels and our value chain.
•	We pledge to align with the requirements of the
COP21 climate agreement.

By the end of 2018, 207 of our EMEA
hotels were certified by Safehotels Alliance
AB, which certifies hotels against their
own, independent ‘Global Hotel Security
Standard’ – giving guests, buyers, and travel
managers reassurance that certified hotels
have been audited against an independent
standard.
We are a founding member of the US State
Department’s Overseas Security Advisory
Council (OSAC) Hotel Security Working
Group (HSWG) and actively participated in
various local OSAC country councils.
In 2018, Radisson continued to lead the
conversation on awareness raising and best
practice sharing within HOTREC. HOTREC
is an umbrella association representing
hotels, restaurants, bars, cafes, and similar
establishments in Europe and is the
recognized industry representative by the
EU Commission for the protection of so
called ‘soft targets’.

Last year, cybersecurity has also been
given increased attention from our IT and
Operations experts who follow the TRIC =S
formula to determine the threat, mitigate
the risks and prepare for possible incidents
or disruption. This includes requiring
all employees, who have access to our
networks, to undergo online training in
the secure use of equipment as well as in
safe storage and sharing of information, as
well as integrating the IT incident response
process in the overall Crisis Management
Process practiced by Radisson Hotel Group.
Furthermore, a dedicated Data Privacy
Director was hired into the Radisson Hotel
Group legal team to ensure compliance
with the General Data Protection
Regulation that came into effect in the EU
in May 2018.

As we aim to become a top three hotel company in
the world and a preferred choice for guests, owners,
investors and talent, we celebrate our industryleading commitment to Responsible Business.
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Radisson Collection Hotel, Royal Copenhagen

OUR HERITAGE
• SAS

International Hotels became
The Rezidor Hotel Group
• Carlson

and SAS International
Hotels brought Radisson
brand to Europe

1986

• SAS

International Hotels
signed agreement to manage
Radisson hotels in EMEA

1994

1960

1987

• The

Royal Copenhagen, the
world’s first designer hotel opened

• Rezidor

Hotel Group acquired
rights to Regent Hotel & Resorts,
Park Inn and Country Inns & Suites

• Carlson

increased ownership in The
Rezidor Hotel Group to 35 percent

2002
1999

• Carlson

launched Country Inns
& Suites By Carlson

• The

Rezidor Hotel Group
completed initial public offering
on Stockholm Stock Exchange

2006
2005

• Carlson

Hotels launched its
guest loyalty program

• Carlson

acquired 25 percent
of The Rezidor Hotel Group

• Carlson

bought 50 percent of
the Radisson Downtown Hotel,
Minneapolis

• Jin Jiang International becomes Radisson
Hospitality AB’s majority shareholder
• Rezidor Hotel Group AB (publ) renames to
Radisson Hospitality AB (publ)
• Radisson Hotel Group launched at IHIF Berlin

• Carlson

increased ownership in The
Rezidor Hotel Group to 51 percent

• Radisson

SAS brand became
Radisson Blu
• First

Hotel Missoni opened in
Edinburgh

2009
2007
• Carlson

increased ownership in The
Rezidor Hotel Group to 41.7 percent

• HNA

Tourism Group acquired
Carlson Hotels, Inc.

• Carlson

Rezidor is named Hotel
Group of the Year at Worldwide
Hospitality Awards

• The

Rezidor Hotel Group entered
the economy segment with a 49%
stake in prizeotel

2012
2010
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2016
2014

• Radisson

Blu became Europe’s
largest upscale hotel brand

• Carlson

Rezidor announced new
luxury brand Quorvus Collection

• Park

Inn became Park Inn by
Radisson

• Carlson

Rezidor announced new
upscale lifestyle select brand
Radisson RED

• Rezidor

named one of the most
ethical companies in the world
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• A new global brand architecture launched

• Carlson

and The Rezidor Hotel
Group go to market as Carlson
Rezidor Hotel Group

• Radisson Collection launched
• Radisson brand launched in EMEA
• Country Inns & Suites by Carlson becomes
Country Inn & Suites by Radisson
• Radisson Rewards launched

2018
2017
• Federico

J. González became
Rezidor’s President & CEO and
Chairman of the Global Steering
Committee
• HNA

Tourism Group announced a
mandatory public offer to acquire
all Rezidor shares

2019
• Radisson

Hospitality AB becomes
a wholly-owned subsidiary of
Jin Jiang International.
• Radisson

Hospitality AB delists
from Nasdaq Stockholm

65

Radisson Collection Hotel, Royal Copenhagen

AWARDS & ACHIEVEMENTS
Grand Travel Award Norway recognized Radisson Hotel
Group as best international Hotel Chain in the country
The Radisson Blu Royal Hotel, Copenhagen in Denmark
(now: Radisson Collection Hotel, Royal Copenhagen) wins
Wallpaper’s ‘Best Restoration’ prize in its annual Design
Awards Issue
52 Radisson Hotel Group properties have been named
award winners in the 2018 U.S. News & World Report Best
Hotels rankings
Radisson Hospitality AB named one of the 2018 World’s
Most Ethical Companies by the Ethisphere Institute for the
ninth time
The Radisson Hotel Rosa Khutor wins Best Ski Hotel award
in Russia at the Russian Hospitality Awards for the second
year in a row
The Radisson Blu Hotel, Tashkent in Uzbekistan receives a
Guest Review Award 2017 from Booking.com
Grand Travel Awards Sweden recognizes Radisson Hotel
Group as best international hotel group for the 8th time
The Hormuz Grand Hotel Muscat (now: Radisson Collection
Hotel, Hormuz Grand Muscat) wins the Luxury Business
Hotel of The Year award at the Signature’s The Luxury
Awards 2017
The Radisson Blu Hotel London Stansted Airport, named
as one of the 10 best airport hotels in the world by The
Independent
The Park Inn by Radisson Amsterdam Airport Schiphol wins
the Dutch National Meeting Award 2018 in the category M
(Medium) for venues for up to 100 attendees
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The Radisson Blu Hotel, Doha in Qatar wins ‘Favourite
Chinese Restaurant’ and ‘Favourite Italian Restaurant’
awards at the FACT Qatar Dining Awards
Chef Uwe Micheel of the Radisson Blu Hotel, Dubai Deira
Creek in the UAE receives Lifetime Achievement Award at
the Leaders in Hospitality Awards 2018
Radisson Blu named Europe’s largest upper-upscale
hotel brand
Radisson Blu ‘As Committed as You Are’ campaign wins
the ‘Most Creative Activity by an Agency’ award at the 2018
edition of the Hotel Marketing Awards
The Park Inn by Radisson Muscat recognized at the Turkish
Airlines Travel Agency Awards 2018
The Radisson Blu Hotel, Moscow Sheremetyevo Airport and
The Park Inn by Radisson Pulkovo Airport St. Petersburg
win ‘best four- and five-star airport hotels’ awards in Russia
at the Sky Travel Awards 2018
The Radisson Blu Hotel, Muscat wins the award for Best
Business Hotel in Muscat at the Business Traveller Middle
East Awards 2018
The Radisson Royal St Petersburg awarded with Europe’s
Leading Landmark hotel 2018 at the World Travel Awards
Filini Garden at The Radisson Blu Hotel, Abu Dhabi Yas
Island wins Best New Nightlife Venue at the Time Out Abu
Dhabi Awards
The Park Inn by Radisson Abeokuta in Nigera, takes home
‘Hotel General Manager of the Year’ and ‘Manager Human
Resources of the Year’ at the Pyne Awards
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Palazzo Montemartini Rome, A Radisson Collection Hotel

AWARDS & ACHIEVEMENTS
The Radisson Blu 1919 Hotel, Reykjavik named Luxury
Boutique Hotel of the Year at the Luxury Travel Guide
Awards for the third year in a row

The Radisson Blu Hotel Lagos, Ikeja receives two awards
at the Entrepreneurship and Empowerment Initiative of
Nigeria Summit.

Leading hospitality publication Hotelier Middle East
announced its Hotelier Power 50 list – and named Tim
Cordon, our new Area Senior Vice President in the top five

13 Radisson Hotel Group properties are recognized at the
2018 World Luxury Hotel Awards

The Radisson Collection Hotel, Royal Mile Edinburgh in
Scotland features in the Independent’s top 10 places to
stay in Edinburgh
The Radisson Blu Hotel & Convention Centre, Kigali in
Rwanda awarded for its iconic architecture and design
The Radisson RED Glasgow wins Launch Campaign Award
at the Caterer.com Awards
The Radisson Blu Hotel & Convention Centre, Kigali adds
three more awards to its list of accolades
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The Radisson Blu Resort, Trysil wins the award for ‘Norway’s
Best Ski Hotel 2018’ at the World Ski Awards
The Radisson Blu Hotel, Bucharest wins the award for Best
Hotel in Romania at the Romanian Hospitality Awards 2018.
The Radisson Blu Resort & Spa, Split wins Best 4-star Hotel
in Croatia at the Tourism Flower awards
Radisson Blu wins Capital Magazine’s Best Brand Label
2019 award, making it one of France’s top three hotel
brands

The Radisson Blu Hotel, Lusaka named as Zambia’s Leading
Hotel for the second year running

The Park Inn by Radisson Brussels Airport wins the award
for Best Employee Team at the Belgian Hospitality Awards
2018

Radisson Hotel Group named in the top ten Most Excellent
hotel groups by review site TripAdvisor

The Radisson Collection Hotel, Tsinandali Estate Georgia
named Best Hotel Project of the Year before even opening

Radisson Blu named as one of Germany’s top three favorite
hotel brands

The Radisson Royal Hotel in Moscow, Russia (now: Radisson
Collection Hotel Moscow) wins the title of Best 5-Star Hotel
at the Putevodnaya Zvezda (Leading Star) awards
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Radisson Collection Hotel, Tsinandali Estate Georgia

SOCIAL MEDIA
CHANNELS
www.linkedin.com/company/radisson-hotel-group/
www.instagram.com/radissonhotels/
www.twitter.com/RadissonHotels
www.facebook.com/radissonhotels
www.youtube.com/radissonhotelgroup
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Radisson Blu 1835 Hotel & Thalasso, Cannes

radissonhospitalityab.com

