CORPORATE PRESENTATION 2015

80
COUNTRIES

AND COUNTING.

REMEMBERING OUR COLLEAGUES
AND GUESTS WHO LOST THEIR LIVES
AT THE RADISSON BLU HOTEL, BAMAKO
ON 20 NOVEMBER 2015.
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This Corporate Presentation (available in English only) is
published as a complement to the formal Annual Report
2015. Please find the Annual Report enclosed in the pocket
on the inside of the back cover.
These publications as well as our Responsible Business
Report 2015 and full GRI Report are also available in PDF
format on our website www.rezidor.com

1960
SAS International Hotels (SIH), the hotel division
of Scandinavian Airlines, opens its first property:
created by Arne Jacobsen, the Royal Copenhagen
is the world’s first designer hotel.

EMERGING
MARKET
AFRICA

1994

1960

2002

2000

SIH signs the first Master Franchise
Agreement with Carlson for the
Radisson brand in EMEA.

SIH reaches 100 hotels
in operation.

The Master Franchise
Agreement with Carlson for
Park Inn in EMEA is signed.

2000
1980

1999

2001

The Radisson SAS Hotel Kuwait is
the Group’s first property outside
Scandinavia.

The Group’s first African hotel
opens: the Radisson SAS
Waterfront Hotel, Cape Town.

The Group is renamed Rezidor SAS
Hospitality, and is one of the first inter
national hotel operators to go asset-light.

REZIDOR IN BRIEF
• Rezidor is one of the most dynamic hotel companies
worldwide and a member of the Carlson Rezidor Hotel
Group.
• The Rezidor Hotel Group AB has been listed on
Nasdaq Stockholm, Sweden, since N
 ovember 2006.
• Rezidor’s core brands are Radisson Blu (Europe’s
largest upper-upscale brand) and Park Inn by Radisson
(mid-scale). The Group also operates and develops
the brands Quorvus Collection (luxury) and Radisson
RED (lifestyle select).

• The Yes I Can! service philosophy and the values
of Being Host, Living Trust and Fighting Z-pirit set
Rezidor apart within the international hospitality
industry.
• Rezidor features a bespoke Safety & Security
programme and an industry-leading Responsible
Business programme based on the principles
Think Planet, Think People and Think Together.

• Rezidor leases, manages and franchises hotels.
The Group follows an asset-light business model
for profitable and sustainable growth across EMEA
with a specific focus on emerging markets.

2009
Radisson SAS is renamed
Radisson Blu.

2011

2013

Rezidor launches the
turnaround programme
Route 2015.

Rezidor’s 4D Strategy is launched:
Develop Talent, Delight Guests,
Drive the Business, Deliver Results.

2010
2006

2010

2012

2014

SAS sells the hotel business, and the Rezidor
Hotel Group AB is listed on Nasdaq Stockholm.
Carlson is the largest shareholder, and
becomes majority shareholder in 2010.

Park Inn is endorsed
with “by Radisson”.

Rezidor and Carlson launch their strategic partnership
and go to market as the Carlson Rezidor Hotel Group.
Kurt Ritter, CEO for the past 23 years, steps down
and is succeeded by Wolfgang M. Neumann.

Carlson Rezidor introduces the new brands
Quorvus Collection (luxury) and Radisson
RED (lifestyle select) to the market.
Rezidor completes a €60m rights issue.

457
100,320
80
40,000
150
HOTELS

ROOMS

RESULTS 2015

COUNTRIES

HOTELIERS

• L/L RevPAR grew by 5.1%.
• R
 evenue increased by 6.4% to €997.0m
(937.3). On a L/L basis revenue increased
by 5.3%.

NATIONALITIES
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For the 6th year in a row, Rezidor is named
one of the world’s most ethical companies.
The milestone of 100,000 rooms in opera
tion or under development is reached.
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• EBITDA amounted to €101.1m (71.3).
• The EBITDA margin increased to 10.1% (7.6).
• Profit after tax reached €34.2m (14.2).
• 7,936 new rooms (41 hotels) were signed.
• 4,152 new rooms (25 hotels) were opened.
• 2,133 rooms (10 hotels) left the system.

BRUSSELS, BELGIUM

More than 50,000 national and inter
national companies are based in the
Belgian capital city – among them Rezidor
with its Corporate Support Office.

CEO EDITORIAL

WELCOME ON BOARD
Rezidor has made significant progress on its turnaround journey: 2015 was the Group’s
best year after the 2007 cycle peak, and supported the long-term strategy targeting
asset-light, sustainable and profitable growth with a specific focus on emerging markets.
2015 was another strong year for travel and
tourism. International arrivals continued to
increase, and the sector contributed 10% of
global GDP – further strengthening its position
as one of the largest and fastest growing industries worldwide. However, there were also
challenges to be faced during the past year:
the eurozone was fragmented and was recovering only at a slow pace, and the worsening
situation in Syria as well as the refugee crisis
raised concerns across Europe and the world.
The situation in Russia remained fragile, and
the declining oil price put major pressure on
oil-producing countries like Norway and Saudi
Arabia. Terrorism also affected many destinations: Sousse, Ankara, Beirut, Sharm El Sheikh,
2

Paris, Brussels and Bamako came under threat
and saw terrible attacks.
In Bamako (Mali), 17 guests and three of our
employees lost their lives when the Radisson
Blu Hotel was hit on 20 November 2015. This
horrific incident left all of us devastated, and our
deepest sympathy and condolences go to the
families and friends of the victims. Amidst all the
sadness and shock, it was incredible to see how
we stood together to overcome this tragedy as
one united team. Our Yes I Can! ethos and our
values of Being Host, Living Trust and Fighting
Z-pirit were never stronger than in the days and
weeks following the attack.
I am equally thankful for every gesture of
support given to us by owners and business

partners, governments and authorities, and
I am proud to say that thanks to the closely
coordinated efforts of many stakeholders, we
were able to re-open the Radisson Blu Hotel,
Bamako on 15 December 2015.
Despite the distressed environment, Rezidor’s
turnaround journey towards improved profitability and enhanced quality made significant
progress: 2015 was our best year after the 2007
cycle peak – EBITDA was over €100m for the
first time, and EBITDA margin improved to 10.1%.
With this result we reached the lower target
range of our turnaround programme Route 2015:
launched in December 2011, Route 2015 encompasses clear improvement objectives in revenue

“We’re very
proud to open
the world’s
first Radisson
RED in
Brussels.”
Wolfgang M. Neumann,
President & CEO

Radisson RED Brussels, mock up room

CEO EDITORIAL

generation, fee-based growth, cost savings,
cap utilisation and asset management. It targeted an EBITDA margin increase of 10–12%
by the end of 2015.
The 2015 EBITDA margin of 10.1% was positively impacted by one-off income – the under
lying EBITDA margin would be 9.6%. We will
therefore continue to further pursue our Route
2015 objectives in 2016 – for example through
an accelerated CapEx deployment in our Nordic
home markets. Following our successful €60m
rights issue in 2014, we started to implement
a three-year renovation programme in 2015.
The sum of €110m (our largest investment ever)
was allocated for the refurbishment of several
Nordic hotels – among them flagships like the
Radisson Blu Royal Hotel, Copenhagen and the
Radisson Blu Strand Hotel, Stockholm, which
will see a total make-over.
Targeted global revenue initiatives delivered
the fourth consecutive year of market share
growth and RGI increase in 2015. We also
gained further momentum in pursuit of our longterm business development strategy for assetlight, sustainable and profitable growth with
a particular focus on emerging markets: the
year was especially strong for signings, and
we reached the milestone of 100,000 rooms
in operation or under development. In Africa,
our portfolio grew to 30 hotels with 6,700
rooms in operation and 35 hotels with 7,600
rooms under development. These numbers
mean that Rezidor continues to hold the largest
pipeline of any international operator in Africa.
Our commitment to this powerful continent
was further underlined by optimising our oper
ational area structure and setting up Africa as
a standalone area. It is now headed by a dedicated Vice President supported by an experienced team comprising 90% African nationals.
In Russia/CIS & Baltics we also defended our

Radisson Blu Hotel, Marseille, France

pole position as the leading international hotel group.
Despite the geopolitical unrest in the region, we signed
two projects during the past year and opened five
hotels. Our operating room count remained twice as
high as the room count of our nearest competitor.

ment plans. And our Yes I Can! ethos was r einforced
through a new training course with an empowerment
angle: we enable every one of our 40,000 hoteliers to
take decisions and to be proactive, creative and innovative in delighting our guests.

All across our world, Rezidor placed greater emphasis on sustainability. Due to our Scandinavian roots,
Responsible Business has always been at the core
of our business and is embedded in our vision: we
want to be seen as the most responsible organisation.
In 2015, we extended our “Think Planet” energy-saving
programme to include water stewardship and teamed
up with the international water aid charity “Just a Drop”.
For every 250 towels that are re-used at Radisson Blu,
we donate USD 15 to “Just a Drop” – enough to provide one child with drinking water for life. By the end
of 2015, we had already helped 4,700 children.
We are proud that our efforts are acknowledged and
rewarded: Rezidor has been recognised as one of the
World’s Most Ethical Companies every year since 2010.
We aim to be a role model within our industry, and
I strongly support Responsible Business alignment
across all major global hotel companies in my role as
Chairman of the International Tourism Partnership (ITP),
a position that I have held since June 2015.

Last year also saw the roll-out of Radisson RED,
Carlson Rezidor’s new lifestyle select brand inspired by
the millennial mindset. We signed three exciting projects
in EMEA – in Cape Town (South Africa), Glasgow (UK)
and Brussels (Belgium) – and are thrilled at the prospect of opening the world’s very first Radisson RED in
April 2016 in the Belgian capital. Our strategic partner
Carlson has three projects in the Americas and four in
Asia-Pacific in the pipeline, thus underlining the global
traction of RED with a portfolio of ten hotels under
development at the end of 2015.
In March 2016, we proudly expanded our brand portfolio and entered the economy segment through the
acquisition of a 49% stake of prizeotel – an entrepreneurial and creative start-up with currently three oper
ating hotels in Germany designed by Karim Rashid.
We made solid progress in tax optimisation and pro
curement and continued to fully focus on revenue generation to maximise profitable total revenue. We are
implementing a long-term project to reshape Rezidor’s
revenue generation engines, enabling us to embrace
the shifting dynamics of the marketplace and ultimately
deliver a 70% system contribution by 2020. The optimisation of our UK sales force successfully marked the
first project phase, further initiatives in the Nordics and
Central Europe have just been kicked off, and a revised

To reach our targets, our 4D Strategy outlines our
business priorities and focus areas. 4D is a simple,
yet powerful framework based on four elements:
Develop Talent, Delight Guests, Drive the Business
and Deliver Results. In 2015, our matrix organisation
continued to take shape: 4D is designed and monitored at corporate level, driven in our six operational
areas, and implemented in all our hotels.
To attract, retain and develop the best people, we
further enhanced our performance management c ulture.
Rezidor’s employee value proposition “Our Promise”
became a distinct tool for internal and external communication. The Women in Leadership programme, targeting 22% women in senior management positions by the
end of 2016, was extended with personalised develop-

10.1
% EBITDA MARGIN

funding model as additional enabler is under development and scheduled to be launched in 2017.
While the economic outlook for 2016 is positive, the
geopolitical outlook remains mixed: turbulence will continue to impact many regions, and terrorist threats and
attacks might affect additional destinations. Ensuring
the safety and security of our guests and employees
remains our highest priority, and we are constantly
developing Rezidor’s corporate security programme
to minimise risks in a changing world. We were the first
major global hotel company to sign an agreement with
the global security consultancy Safehotels, and had 65
hotels certified during the past year.
And wherever we are present, our people continue to
make Rezidor unique: we are a people business living
our strong values. And we are true hosts – inspired by
the Yes I Can! ethos and creating personal relationships
with our stakeholders. Whether we interact with our
guests, our owners or other partners, we strongly
believe that, quite simply, every moment matters.
Thank you for joining us on our journey!

Sincerely,
Wolfgang M. Neumann
President & CEO

TRACTION
TURNAROUND
PROGRESS
PROFITABILITY

100,000
ROOMS
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STOCKHOLM, SWEDEN
Built on 14 islands, Stockholm is also
known as “Venice of the North”.
Rezidor’s strong portfolio in the city
features 8 hotels with 2,200+ rooms.

OUR JOINT
DESTINATION
More than 450 hotels in 80 countries and more than 40,000 hoteliers of 150 nationalities
– linked by one strategy guiding the way and one signature statement keeping it all together:
every moment matters.
The hotel business is a people business.
We are people caring for people. We are true
hosts creating memorable moments for our
guests, who are in the centre of our thoughts
and actions. Whether they come to our hotels
for the first or the fiftieth time, to work or relax,
alone or with their families: we welcome them
with our Yes I Can! service ethos to surprise,
inspire and delight them each and every day.
Whoever we are and wherever we operate,
our values of Being Host, Living Trust and
Fighting Z-pirit connect us. And whatever we
do, we believe in one single signature statement: every moment matters.

6

WHY we exist

HOW we deliver

Creating
memorable
moments

YES

WHO we are

WHAT connects us

HOSTS

OUR VALUES
Being Host
Living Trust
Fighting Z-pirit

TRUE

I Can!

THE ROAD MAP

All-encompassing. Multidimensional. Empowering. Rezidor’s 4D Strategy outlines
the Group’s priorities and key focus areas, and engages every single employee.
DEVELOP TALENT is all about our hoteliers.
4D highlights how we attract and retain high calibre
employees, how we invest in their skills and talents,
how we drive a Performance and Talent Management
culture, and how we recognise performance
and ensure competitive compensation.
DELIGHT GUESTS gives full attention to our clients.
Rezidor’s team members enhance and deliver the
brands’ promises, and create and deliver “Bright
Spots” – unique, personal and surprising positive
experiences for their guests. They also rekindle the
innovation culture and rejuvenate Food & Drink.

DRIVE THE BUSINESS concentrates on the
creation of a company culture that maximises
profitable total revenue and embraces the shifting dynamics of the marketplace. Drive the
Business also means intelligent cost management. Other crucial aspects are profitable
growth and proactive asset management.
DELIVER RESULTS sums up the overriding
targets of producing compelling results for hotel
owners and of maximising shareholder value.
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Radisson Blu Waterfront Hotel, Stockholm, Sweden

Radisson Blu Old Mill Hotel, Belgrade, Serbia

“Pursuing
our long-term
strategy, we
continue to
further optimise margins.”
2016 will see a continuing pursuit
of the Route 2015 programme
– for example through accelerated
CapEx deployment in the Nordics:
following our 2014 rights issue,
we have launched our biggest
investment initiative ever in the
region. €110m is being spent over
a period of three years to upgrade
several Nordic flagships.
Knut Kleiven
Deputy President
& Chief Financial Officer

ESTIMATED EBITDA MARGIN IMPROVEMENT
EBITDA Margin Impact
Overall
target

2012

2013

2014

2015

2015 comment

3–4%

0.6%

0.7%

0.3%

0.3%

Very aggressive target.
RGI increased overall by 4.1%
between 2012 and 2015 to 106.7

Fee-Based Growth

2–2.5%

0.4%

0.3%

0.4%

0.4%

14,700 managed and franchised
rooms have opened during the period

Cost Savings

0.5–1%

—

1.2%

0.6%

0.5%

€13.4m savings from centralised
 rocurement and €8.5m savings
P
from reduced administrative costs

0.5%

0.3%

0.0%

0.1%

0.1%

5 hotels have reached their cap

—

0.5%

0.4%

0.5%

0.1%

Accumulated €14.9m rent
reductions generated

6–8%

1.8%

2.6%

1.9%

1.4%

Total impact = 7.7%

Key areas

Revenue Generation

Cap Utilisation
Asset Management
Total
Not on target

Broadly on target

On or above target

Route 2015 generated an estimated 1.4% EBITDA margin improvement in 2015
and had an estimated 7.7% impact for the four-year period 2012–2015.
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ON THE RIGHT TRACK
Route 2015 contributed to an EBITDA margin of 10.1% in 2015. Rezidor has reached the lower end of
the turnaround programme’s target, and will continue to further drive and improve results in 2016.
Route 2015 was launched in December 2011 – targeting
2015 RESULTS
an EBITDA margin uplift of 6–8% by the end of 2015
During the past year, revenue generation activities,
(assuming that market RevPAR growth covers inflation),
including joint global initiatives by Rezidor and
and thus supporting an EBITDA margin of 10–12%.
Carlson, led to an EBITDA margin impact of 0.3%,
The turnaround programme includes a set of revenue
which remained below the very aggressive goal.
generation activities, fee-based growth, cost savings,
The Group, however, reported the fourth consecutive
cap utilisation, and asset management initiatives. Since
year of RGI increase with 0.7% growth in 2015 to an
its introduction, Route 2015 has made solid progress
absolute RGI of 106.7. Accumulated RGI growth from
– addressing legacy issues and
2012 to 2015 was 4.1%. Rezidor’s revenue
driving profitability by rigorously
generation project, designed to reshape
reducing the Group’s cost base,
the revenue generation engines and em
focusing on revenue generation
brace the shifting dynamics of the market
and taking asset m
 anagement
place, was launched in the UK and Nordics
MILLION
actions in loss-making hotels. In
in 2015 and will be a critical enabler to
2014 and 2015, however, the turn
further drive profitable total revenue growth.
CAPEX INVESTMENT
IN THE NORDICS
around programme saw a slowWith 4,152 rooms opened in 2015, feedown due to long-term, external
based growth had a positive impact of 0.4%
challenges: the eurozone was
on the EBITDA margin. Openings have prorecovering only at a slow pace, the situation in Russia
gressively increased, but their number remained below
and Ukraine remained fragile, the declining oil price put
the ambitious target. This was due to Rezidor’s focus on
major pressure on Norway and Saudi Arabia, and terroremerging markets (and the subsequent lower visibility
ist threats and attacks affected many countries.
of openings inherent to these markets), profitability
Despite the challenging environment, Route 2015
growth and stricter brand compliance. A dedicated and
generated an estimated EBITDA margin improvement
cross-departmental action plan to accelerate openings
of 1.4% in 2015 (after 1.8%, 2.6% and 1.9% in 2012, 2013
was implemented in 2015 and will also apply in 2016,
and 2014, respectively), yielding an accumulated margin
with the result that a further increase in room growth
uplift of 7.7% by the end of the year. Rezidor successfully
is expected.
closed 2015 with an EBITDA margin of 10.1%, reaching
Cost savings in 2015 reached their target with increthe lower end of the original target. The result was
mental savings estimated at €5m coming mainly from
positively impacted by one-off income – underlying
procurement – the accumulated procurement savings
EBITDA margin would be 9.6%. The Group will therefrom 2012 to 2015 reached €14.9m. In addition, Rezidor
fore continue to drive Route 2015 in 2016.
achieved accumulated €8.5m savings from reduced

€110

administrative costs. Cap utilisation showed an EBITDA
margin impact of 0.1% in 2015 with five hotels reaching
their cap.
Asset management contributed to Route 2015 with
savings of €1m through rent renegotiations and compensated once again for the drop in revenue generation
and portfolio growth. Rezidor created a dedicated asset
management department in 2012 to fine-tune the leased
portfolio. This proactive approach is paying off: between
2012 and 2015, the accumulated contribution amounted
to almost €15m. One of the most significant asset management deals in 2015 concerned the Radisson Blu
Atlantic Hotel, Stavanger in Norway where the contract
was extended by 25 years. This landmark 364-room
hotel is one of the Group’s core leases in the Nordics,
and will see a joint renovation by Rezidor and the owner.
The re-opening of the Radisson Blu Hotel, Lyon (France),
taken out of operation in 2014 for extensive renovation
and delayed due to the discovery of asbestos, is proceeding as per the adjusted schedule and will take place
in the second half of 2016.

2016 OUTLOOK
Further progress towards the original target of Route
2015 remains a priority for 2016. As a result of the turn
around programme’s achievements, Rezidor has strengthened the Group’s long-term growth strategy as well as
the long-term financial goals, including an EBITDA margin
of 12% over a business cycle, a small positive average net
cash position on the balance sheet, and the distribution
of approximately one-third of annual after-tax income to
the shareholders.
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EMERGING MARKET

AFRICA
& INDIAN OCEAN

30 35 27
HOTELS WITH
6,700 ROOMS
IN OPERATION

10

HOTELS WITH 7,600
ROOMS UNDER
DEVELOPMENT

COUNTRIES OF 54
ON THE CONTINENT
COVERED

MAURITIUS
2015 saw Rezidor’s entry to
Mauritius with the opening of
two resorts: the Radisson Blu
Azuri Resort & Spa and the
Radisson Blu Poste Lafayette
Resort & Spa.
Mauritius has 330 kilometres
of picture postcard coastline.
The island in the Indian Ocean
attracts more than 1 million
visitors per year. Main feeder
markets are France, Réunion
Island, UK and South Africa.
Travel & tourism is a key f actor
for the island’s economy: in
2014, the sector had a direct
GDP contribution of 11.3% and
generated 60,000 jobs – a
number that is expected to
increase by 2% per annum
over the next ten years.
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Radisson Blu Azuri Resort & Spa, Mauritius

POWER

TALENT DEVELOPMENT
Rezidor is a lead partner in the International
Tourism Partnership’s Youth Career Initiative
(YIC), a high-impact programme offering
training and employment opportunities to
underprivileged youngsters. The Group has
already offered internships in five countries,
among them Senegal at the Radisson Blu
Hotel, Dakar. Projects in five further countries
(Bulgaria, Egypt, Lebanon, Turkey and Zambia)
are in preparation.

Africa will be one of the major growth markets in the coming decades due to huge
natural resources, favourable demographics and improving infrastructure. The continent features 54 countries, 1 billion people and 1,000 languages. Africa has 60 cities
with more than 1 million inhabitants – it is estimated that by 2050, 56% of the population
will live in cities and that 25% of the world’s workforce will be located in Africa.

The Radisson Blu Hotel, Accra Airport will
mark Rezidor’s entry to Ghana (Q3 2018).

SUPPORT
Through “AfriNord”, a collaboration agreement
with several Nordic Development Funds,
Rezidor provides equity financing to selected
hotel projects in Africa. Launched in 2005
and extended in 2014, “AfriNord” has already
successfully supported developments in
South Africa, Ethiopia, Sierra Leone, Mali and
Kenya, and has created 1,500 permanent jobs.

A future landmark in Rwanda: the Radisson
Blu Hotel & Convention Center, Kigali (2016)

5,250

Carlson Rezidor Hotel Group

4,730

Hilton

3,550

Marriott

3,016

Starwood

2,018

Accor
Mangalis

1,204

Best Western 1,050
Movenpick

1,001

Kempinski

968

Pipeline by Hotel Groups
Source: W Hospitality, April 2015

POLE POSITION
Rezidor has the largest pipeline of any international
operator on the African continent: 35 hotels with
7,600 rooms are currently under development.
Most of them belong to the Group’s core brands:
Radisson Blu grows in capital cities and economic
hubs, Park Inn by Radisson in high potential primary

and secondary destinations. When Rezidor further
optimised its operational structure in 2015, Africa
was set up as a standalone region headed by a
dedicated Area Vice President. The Group’s area
support office is located in Cape Town, and 90%
of the employees are African nationals.

CARE
Showcasing the Group’s award-winning commitment to community involvement and Responsible
Business, the Park Inn by Radisson Cape Town
Newslands (South Africa) enjoys a unique cooperation with the Deaf Federation of South Africa
(DEAFSA): 30% of the hotel’s employees are deaf,
serving in both back- and front-of-house roles.
Many of them are first-time hotel workers.

Opened only a few weeks before the
outbreak of Ebola in Sierre Leone,
the Radisson Blu Mammy Yoko Hotel,
Freetown remained in operation during
the entire epidemic in 2014/15 – hosting members of health organisations,
government bodies and the United
Nations, and ensuring a 0% infection
rate among guests and employees.

RESPONSIBILITY

In 2015, Rezidor signed the first
Radisson RED hotel in EMEA in
Africa: the Radisson RED Hotel
V&A Waterfront in Cape Town
(South Africa) is scheduled to
open in late 2016. Targeting the
millennial traveller, the brandnew lifestyle select property
will enjoy a prime location at
Cape Town’s V&A Waterfront,
one of A
 frica’s most visited
cultural hubs with 24 million
visitors per year.
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A GLOBAL MOVEMENT
International travel and tourism remains one of the most successful sectors worldwide:
despite the still fragile environment, it grew faster than global GDP in 2015 and was
a key driver of socio-economic progress.
International travel and tourism remains one
of the largest and fastest growing economic
sectors in the world. In 2015, it contributed USD
7.8 trillion, or 10% of global GDP (direct, indirect
and induced impacts), and accounted for 284
million jobs, or 9.5% of total employment – one
in eleven of all jobs on the planet is in travel
and tourism.
International tourist arrivals grew by 4.4% in
2015 and reached a new record of 1.2 billion
according to the latest UNWTO World Tourism
Barometer, fuelled by strong results in Europe
and consolidating the trend in recent years.
“Sustained growth in international tourism is

12

very positive news for all as the sector increasingly contributes to creating jobs, promoting
trade and investment, developing infrastructure
and fostering growth,” said UNWTO SecretaryGeneral, Taleb Rifai.
Travel and tourism is a key driver of socio-
economic progress giving critical support at
a time when global economic recovery is still
fragile and, in some countries, at risk. The sec
tor also remains strong despite disease, natural
disasters, political turmoil and terrorist threats
or attacks in many regions: although arrivals
see a sudden and steep drop immediately
after such incidents, experts do not expect a

long-term impact. A WTTC study shows that
a destination needs 13 months to recover from
a terrorist attack, 21 months to overcome the
effects of a disease, and 24 months to rebound
after an environmental d
 isaster. “Travel and tourism is a tremendously resilient sector. Despite
a number of terrible regional incidents throughout the year, the sector still grew 1% faster than
global GDP in 2015,” commented David Scowsill,
President & CEO of WTTC.
Forecasts indicate a continued rise in travel
and tourism: the global aircraft fleet is set to
double over the next 20 years, and international arrivals are expected to increase by 3.3%

WHY TOURISM MATTERS

6% OF WORLD’S
EXPORTS

10% OF GDP
Direct, indirect and
induced impact.

1.5
TRILLION USD
IN EXPORTS

30% OF SERVICE
EXPORTS

25 MILLION
INTERNATIONAL
TOURISTS IN 1950 TO

1.2

BILLION IN 2015

Source: UNWTO

1 IN 11
OF ALL JOBS
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GLOBAL TRAVEL & TOURISM

SOLID REVPAR DEVELOPMENT IN 2015
Local currency percentage change 2015 vs 2014

%

NORDICS

ROWE

EASTERN EUROPE

MIDDLE EAST

30
21.3%

20
7.9%

10

4.5%

6.5%

11.9%

10.0%

–0.7%

–10

South Africa

Poland

Lithuania

RevPAR

Saudi Arabia

Room rate (ADR)

Russia

Germany

France

UK

Denmark

Sweden

Norway

–6.7%

Occupancy
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7.9%
0.9%

0.4%

UAE

0

9.4%

THE GLOBAL HOTEL INDUSTRY
Demand still outstrips supply, and the industry is set
to grow further. In the short term, however, the development pace will continue to depend on the economic
and political climate. In the long term, Deloitte sees
seven key trends with major influence on the global
hospitality business: growth in emerging markets,
changing demographics, importance of consumer-
facing technology, sourcing, development and reten
tion of talent, growing importance of sustainability,
exogenous events and cycles, and the value of
brands to the consumer (source: Hospitality 2015).

EUROPE, THE MIDDLE EAST AND AFRICA
Europe, the most visited region in the world, saw a
5% increase in arrivals in 2015, driven by a gradually
improving economy and a weaker euro in comparison

5% MORE ARRIVALS
IN EUROPE IN 2015

with the US dollar and other main currencies. Central
and Eastern Europe (+6%) rebounded from last year’s
decrease in arrivals. Northern Europe (+6%), Southern
Europe (+5%) and Western Europe (+4%) all recorded
sound results. The European RevPAR 2015 grew 10.5%
to €80 last year – primarily driven by an 8.0% increase
in average daily rate to €113 and partly by a 2.3%
increase in occupancy to 70.1%.
International arrivals in the Middle East grew by an
estimated 3%, and limited available data for Africa
show a 3% decrease. Both regions reported a RevPAR
drop of 3.9% to USD 99. At sub-regional level, Northern
Africa saw a RevPAR decline of 3.2%. In Southern
Africa, RevPAR fell 8.8%, and the Middle East experienced a 4.8% loss. The results per country, however,
strongly differed: Egypt and Lebanon were among the
best performing nations while RevPAR achievements
in Morocco, Jordan and Nigeria were weak.

Swissôtel, by issuing 46.7 million new Accor shares
and paying USD 840 million in cash. With almost 500
luxury and upscale properties, Accor will be a key
global player in these segments. Marriott International
announced the acquisition of Starwood Hotels &
Resorts Worldwide. The USD 2.2 billion deal is set
to create the world’s largest hotel group, featuring
30 brands, more than 5,500 hotels and 1.1 million
rooms.

TRANSACTIONS AND CONSOLIDATION
For the full year 2015, transaction activity within the
international hotel industry was up 65% compared to
last year and reached €26.9 billion. Portfolio deals
were most popular and comprised 55% of all trans
actions. Among the most liquid markets were the UK,
Germany, France and Spain.
The international hotel industry also saw a number
of major mergers in 2015: AccorHotels bought FRHI
Holdings Ltd (FRHI), parent of Fairmont, Raffles and

GROWING
SUSTAINABLE
RESILIENT
ATTRACTIVE

1.8
BILLION ARRIVALS
IN 2030

TOP10

TOURISM DESTINATIONS*
1 France
2 US
3 Spain
4 China
5 Italy

6 Turkey
7 Germany
8 UK
9 Russia
10 Mexico

Source: UNWTO

a year until they reach 1.8 billion in 2030. Arrivals in
emerging destinations (+4.4% a year) are estimated to
grow at twice the rate of those in advanced economies,
and the market share of these up-and-coming destinations is forecast to climb from 45% (2014) to 57% (2030).
Despite the positive outlook, the UNWTO urges the
travel and tourism industry not to be complacent: “We
need to continue advancing fundamental issues such
as travel facilitation and connectivity while placing sustainability at the core of our action,” added UNWTO
Secretary-General, Taleb Rifai.

*By number of international arrivals.
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AROUND THE WORLD
Together, we deliver more! As the Carlson Rezidor Hotel Group, we develop and align
our brands globally and drive revenue generation across continents.
The Carlson Rezidor Hotel Group is a strategic
partnership of 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 more than 1,370 hotels
and 220,000 rooms in 110 countries and terri
tories, and the Group employs 85,000 people.
Rezidor operates and develops the Carlson
brands Quorvus Collection, Radisson Blu,
Radisson RED and Park Inn by Radisson in

AMERICAS

675

HOTELS

78,086 ROOMS

Europe, the Middle East and Africa. In the
Americas and Asia-Pacific, Carlson also operates and develops the brands Radisson, Park
Plaza and Country Inns & Suites.
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

EMEA

505

+ 112,209

ASIA-PACIFIC

HOTELS
ROOMS

Rezidor as well as Edwardian Group and
PPHE operate in EMEA, Carlson in the
Americas and Asia.
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announced their strategic partnership as the
Carlson Rezidor Hotel Group. By leveraging
synergies and pursuing joint activities, Carlson
Rezidor globally aligns its brands, increases
revenue and accelerates development.
In 2015, the Group placed special emphasis
on the roll-out of the new lifestyle select brand
Radisson RED: ten projects were signed worldwide – three in EMEA, three in the Americas
and four in Asia-Pacific.

192

+ 32,089

HOTELS
ROOMS

TOTAL

=

1,372

HOTELS

222,384 ROOMS

LUXURY

UPPER
UPSCALE

LIFESTYLE
SELECT
(UPSCALE)

MID-SCALE

A BRAND IS A PROMISE
In Europe, the Middle East and Africa, Rezidor operates
and develops a portfolio of four carefully selected
brands, covering market segments ranging from
mid-scale to luxury. Each brand has its own concept,
target audience and growth strategy, as well as
bespoke Food & Drink and Meetings & Events concepts. In March 2016, the Group added prizeotel to
its compelling offer – an entrepreneurial and creative
economy brand with hotels designed by Karim Rashid.

QUORVUS COLLECTION

RADISSON RED

A new generation of expertly curated luxury hotels,
inspired by the lifestyle and tastes of the c ontemporary
global traveller.

Lifestyle select: a whole new brand, a whole new
industry category inspired by the ageless millennial
mindset.

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 choice,
connectivity and community.
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OUR BRANDS

Quorvus Collection
Hormuz Grand
Hotel, Muscat,
Oman

3
HOTELS
536
ROOMS

Luxury guaranteed
Quorvus Collection is a new gener
ation of expertly curated, luxury
hotels inspired by the lifestyle and
tastes of contemporary global
travellers. Individual and inspiring,
each property offers a distinctive
experience. Different in scale,
architecture, ambiance and design,
the future portfolio will include
historic landmarks, contemporary
residences, classic boutiques and
urban retreats.

Beyond unique rituals
All hotels offer essential services
tailored to the guests’ needs.
Quorvus Collection’s “Q24” con
cept evolves around six core ele
ments – wellness, replenishment,
style, inspiration, entertainment and
connectivity – because we believe
that a true luxury experience is
going beyond the unique rituals.
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3

COUNTRIES

Radisson Blu Hotels
Pera, Istanbul, Turkey

299
HOTELS

70,154
ROOMS

77

COUNTRIES

Leading the way
Iconic, stylish and sophisticated,
Radisson Blu is one of the world’s
leading contemporary hotel brands
and Europe’s largest upper upscale
brand. Strategically positioned in
high-profile locations, major cities,
airports and resorts worldwide, Blu
adds a whole new level of design,
style and innovative hospitality.
The brand’s design heritage dates
back to 1960, with a unique rela
tionship with Arne Jacobsen. We
are celebrating that heritage with a
global launch of “BluPrint”, our new
in-room interior design scheme.

Yes I Can!
Design might be the statement
for Radisson Blu, but culture is
still our king – and our people are
everything. Yes I Can! is a way of
life for Radisson Blu. It is also the
entire Group’s service ethos: we
want to be perceived as the most
passionate team of hoteliers. We
want to achieve outstanding guest
loyalty by creating memorable
moments.
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OUR BRANDS

Radisson RED,
Glasgow, UK.
Opening in 2017

Millennial mindset
With Radisson RED, we’re not just
creating a whole new hotel brand,
we’re stepping into a whole new
category: Lifestyle Select. We
launch hotels that will resonate
with the millennial mindset. And
that’s ageless. We think about
technology, certainly, but we also
think fashion, music and art. We
curate each RED to give it its own
personality, to show what’s best
about each destination.

No rules, no boundaries
The RED crew cares about the
guest, not the process. The tech
nology is all about you: easy to
use, easy to connect and superfast. The studios are stylish and
designed to bring a smile to your
face for all the right reasons. The
social spaces are drag-you-down,
lounge around, do-what-you-want.
The food in Ouibar + Ktchn is local,
fresh and instant – and delicious,
of course. The Meet Event Studios
are spaces to be serious or slightly
less so. Work. Sleep. Eat. Drink.
Play. Your choice.

3
HOTELS

560
ROOMS

3

COUNTRIES
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151
HOTELS

29,086

Park Inn by Radisson
Ostrava, Czech Republic

ROOMS

38

COUNTRIES

Adding Color to Life
Park Inn by Radisson is one of the
world’s smartest mid-scale hotel
brands, aimed at techsavvy and
young world travellers who know
what they want from a hotel stay
and are willing to pay for it, but also
seek value for money. Focused on
choice, connectivity and commu
nity, Park Inn by Radisson is a posi
tive, vibrant and uncomplicated
hotel experience. Yes I Can! hospi
tality remains at the center of
everything we do. Quite simply,
we add color to lives and we give
meaning to colors.

Having a great time
Comfortable, functional rooms and
flexible public spaces, designed for
memorable moments – for having
a great time and enjoying good
food. With efficient real estate,
value-engineered 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!
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Europe, the Middle East and Africa are Rezidor’s territories. We are present in 80 countries,
with a portfolio featuring 355 hotels with 78,628 rooms in operation and 102 hotels
with 21,692 rooms under development. Our strategy targets asset-light, fee-based and
geographically diversified growth, and focuses on emerging markets, where 47% of our
operating room portfolio and 87% of our room pipeline are located. Our most important
growth region is the powerful African continent, where we have the largest pipeline of
hotels and rooms under development of all hotel chains (Source: W Hospitality).

2015 SIGNINGS AND

OPENINGS
4,152 7,936 7
ROOMS
OPENED
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rooms
signed

NEW
COUNTRIES
ADDED

LEEDS, UK
We celebrate not only hotel
openings – but also restaurant
openings like Europe’s first
“FireLake”, which was launched
at the Radisson Blu Hotel,
Leeds (UK). Sitting under a
graffiti image of iconic
Yorkshireman Peter O’Toole,
guests enjoy wood-smoked
and flame-cooked dishes.
Our own branded restaurant
& bar concepts for Radisson
Blu also feature outlets such
as “Filini”, serving authentic
Italian cuisine with an innova
tive twist; “Larder & Lounge”,
an all-day-dining restaurant
focusing on local specialities;
and “Verres en Vers”, a French
brasserie.
At Park Inn by Radisson,
guests can enjoy, for example,
the relaxed “rbg bar & grill”, the
Bavarian-inspired “Paulaner”,
or casual Italian dining at
“Bocca Buena”.

Radisson Blu Hotel, Leeds, UK

CAPE TOWN

DAMMAM
Saudi Arabia, where the Park Inn by Radisson Dammam is located, is one of Rezidor’s
focus countries. At the end of 2015, the Group’s portfolio in the Kingdom featured
27 hotels with 5,300 rooms in operation or under development. A key driver for future
growth is Rezidor’s country development agreement with the regional Al Hokair Group.

The converted Radisson Blu Le Vendome Hotel,
Cape Town, opened in April 2015, further
strengthening Rezidor’s presence in the city:
we now have seven hotels with almost 1,300
rooms in operation or under development.

LJUBLJANA
The opening of the Radisson Blu Plaza Hotel,
Ljubljana in July 2015 marked Rezidor’s entry
into Slovenia. The hotel belongs to BTC City,
Ljubljana’s main business, shopping, enter
tainment and cultural centre.
Slovenia, located at the crossroads of
important European trade and cultural routes,
offers considerable potential for further future
growth of travel & tourism – a journey Rezidor
wants to be part of.

NOVOSIBIRSK
Opened in June 2015, the Park Inn by Radisson
Novosibirsk further strengthened the Park Inn
network in Russia that comprises 23 hotels with
5,748 rooms in operation or under development.

NORDICS

OPENED

SIGNED

3 HOTELS
315 ROOMS
2 HOTELS
290 ROOMS

OPENED

SIGNED

EASTERN EUROPE

6 HOTELS
1,189 ROOMS
0 HOTELS
1 ROOM

MIDDLE EAST, AFRICA & OTHERS

9 HOTELS
1,745 ROOMS
10 HOTELS
1,838 ROOMS

SIGNED

OPENED

With the Park Inn by Radisson Istanbul Atatürk
Airport, Rezidor brought its mid-market core
brand to town – complementing nine Radisson
Blu hotels in operation or under development.

OPENED

SIGNED

ISTANBUL

REST OF WESTERN EUROPE

23 HOTELS
4,687 ROOMS
13 HOTELS
2,023 ROOMS

OUR NEWCOMERS IN 2015
Hotel

Location

Park Inn by Radisson

Abeokuta, Nigeria

Rooms

173

Contract type

Hotel

Location

Managed

Quorvus Collection Hormuz
Grand Hotel

Muscat, Oman

Park Inn by Radisson

Bucharest, Romania

210

Managed

Park Inn by Radisson

Dammam, Saudi Arabia

90

Managed

Park Inn by Radisson

Dubai Al Barsha
Residence, UAE

90

Managed

Park Inn by Radisson

Hotel Apartments
Al Rigga Dubai, UAE

149

Managed

Park Inn by Radisson

Istanbul Atatürk Airport,
Turkey

154

Managed

Radisson Blu Metropole Hotel

Helsingborg, Sweden

205

Franchised

Park Inn by Radisson

Meriton Tallin, Estonia

465

Managed

Radisson Blu Okoume
Palace Hotel

Libreville, Gabon

330

Managed

Park Inn by Radisson

Nizhny Tagil, Russia

127

Managed

Radisson Blu Plaza Hotel

Jeddah, Saudi Arabia

112

Managed

Park Inn by Radisson

Novokuznetsk, Russia

174

Managed

Radisson Blu Plaza Hotel

Ljubljana, Slovenia

236

Franchised

Park Inn by Radisson

Novosibirsk, Russia

150

Franchised

Mauritius

100

Managed

Park Inn by Radisson

Reykjavik Keflavik Airport,
Iceland

77

Franchised

Radisson Blu Poste Lafayette
Resort & Spa
Radisson Blu Resort, Jizan

Jizan, Saudi Arabia

150

Managed

Park Inn by Radisson

Volgograd, Russia

149

Franchised

Radisson Blu Upper Hill Hotel

Nairobi, Kenya

271

Managed

Rooms

231

Contract type

Managed

Radisson Blu Azuri Resort & Spa Mauritius

160

Managed

Radisson Blu Le Vendome Hotel Cape Town, South Africa

143

Managed

Radisson Blu Leogrand Hotel

Chisinau, Moldova

143

Franchised

Radisson Blu M’Bamou
Palace Hotel

Brazzaville, Congo

178

Managed

REACHING A MILESTONE
By the end of 2015, Rezidor’s portfolio featured 100,000+ rooms in operation or under development – a key achievement on the Group’s growth journey in Europe, the Middle East and Africa.
Rezidor’s long-term strategy targets assetlight, sustainable and geographically diversified
growth that helps mitigate market volatility
and drives margins. A specific focus is placed
on emerging markets, where the portfolio
has grown by 11% per annum since 2010 and
is accelerated through a dedicated openings
action plan launched in 2015. The Group’s
entrepreneurial, proactive and creative developers strongly believe in personal, trust-based
and mutually beneficial relationships with hotel
owners and business partners. The Business
Development team works closely with Oper
ations, Technical Services, Branding and Legal
to provide owners with optimal deal structures
and efficient project management and to
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 aximise return on investment. Safety and
m
security also play a crucial role: Rezidor’s
bespoke corporate security programme is
acknowledged as best practice across the
hospitality industry and is constantly refined
to minimise risks in a changing world.

SIGNINGS AND OPENINGS
Rezidor’s total portfolio grew to more than
100,000 rooms in 2015. Reflecting the momentum in many markets, the year was especially
strong for signings: above the set target, the
Group signed 41 hotels with 7,936 rooms (vs 32
hotels with 6,557 rooms in 2014). More than
80% of all signings were in emerging markets,
and more than 85% were management agree-

ments. Together with Carlson, Rezidor started
to roll out the new lifestyle select brand Radisson
RED and signed three projects in Cape Town
(South Africa), Glasgow (UK) and Brussels
(Belgium), with the first opening scheduled in
the Belgian capital in April 2016. On a global
basis, Radisson RED featured ten hotels under
development at the end of last year. The new
luxury brand Quorvus Collection also gained
momentum, with a new signing and opening
in Muscat (Oman). With Armenia, Congo, Cyprus,
Kurdistan/Iraq, Mauritius, Slovenia and Togo,
Rezidor entered seven new countries in the
course of the year and is now present in 80
nations across Europe, the Middle East and
Africa.

SOCHI,
RUSSIA
Due to its unique location on
the Black Sea coast and near
the Caucasus Mountains,
Sochi is one of Russia’s most
famous year-round destina
tions for both leisure and
business travellers.
In 2015, Sochi was one of the
few winners on the distressed
Russian hospitality market: as
inbound travel, occupancy and
RevPAR dropped in key cities
like Moscow and St Petersburg,
the government actively drove
domestic leisure and meeting
business to Sochi. In August,
occupancy in the Sochi cluster
reached close to 65%.
Rezidor is a leading player
in Greater Sochi: the Group’s
portfolio comprises 7 proper
ties with more than 2,000
rooms.

Radisson Blu Plaza, Sochi, Russia

BUSINESS DEVELOPMENT

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 r evenue
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

78,628

rooms in operation

21,692
rooms under
development

100,320
total rooms
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By region

Managed, 53%
Franchised, 24%
Leased, 23%

By brand

Nordics, 19%
Rest of Western
Europe, 34%
Eastern Europe, 30%

Radisson Blu, 70%
Park Inn by Radisson, 29%
Others, 1%

Middle East, Africa
& Others, 17%

Managed, 89%
Franchised, 11%
Leased, 0%

Managed, 61%
Franchised, 21%
Leased, 18%

Nordics, 1%
Rest of Western
Europe, 13%
Eastern Europe, 24%
Middle East, Africa
& Others, 62%

Nordics, 15%
Rest of Western
Europe, 30%
Eastern Europe, 28%
Middle East, Africa
& Others, 27%

Radisson Blu, 68%
Park Inn by Radisson, 30%
Others, 2%

Radisson Blu, 70%
Park Inn by Radisson, 29%
Others, 1%

Total 2015 openings amounted to 25
hotels with 4,152 rooms (vs 18 hotels with
3,464 rooms in 2014), and included five
properties in Russia and three in Saudi
Arabia despite the still challenging
external environment in both countries.
Rezidor also opened the first Radisson
Blu hotels in Nairobi (Kenya) and Brazza
ville (Congo), further strengthening the
brand’s presence in African capital cities.
Two Radisson Blu openings in Mauritius
expanded Rezidor’s growing resort
portfolio in leading leisure destinations.

EMERGING MARKETS
AND KEY COUNTRIES
Young and dynamic merging markets
remain Rezidor’s most important development regions. 47% of the Group’s
operating room portfolio and 87% of
the room pipeline is located in these
up-and-coming regions, and supports
profitability through high RevPAR and
consequently high fee income. Despite
external challenges, Rezidor believes
in the long-term growth potential of
emerging markets, and balances risks

1,500
JOBS THROUGH
AFRINORD

through its asset-light, fee-based business model and wide geographical
spread.
Africa continues to be crucial to the
Group’s growth: it is a powerful continent
with enormous natural and human re
sources, improving infrastructure and
rapid urbanisation, a growing middle
class and huge demand for modern,
internationally branded accommodation.
With 35 hotels and 7,600 rooms Rezidor
continues to have the largest pipeline
of hotels and rooms under development
in Africa* and operates and develops a
total of 65 hotels with 14,300 rooms in 27
countries across the continent.
The Group’s development tools in
clude unique features such as “AfriNord”,
a strategic alliance with several Nordic
Development Funds to enhance business potential in Africa by providing
equity financing to selected hotel owners
and developers. Since its creation in
2005 and its extension in 2014, “Afri
Nord” has already supported hotel
projects in Ethiopia, Kenya, Mali, Sierra
Leone and South Africa – creating 1,500

new permanent jobs, 40% of them for
women.
Rezidor also maintained its leading
position in 2015 in Russia/CIS & Baltics
– defying the still tense market envi
ronment. With a total of 77 hotels and
18,450 rooms, the Group remained the
largest international hotel operator in the
region. Its operating room count is twice
as high as the room count of its nearest
competitor.
In Turkey, Rezidor opened another
Radisson Blu in Istanbul in late 2015
and strengthened Radisson Blu as the
largest upper upscale brand in the city:
the portfolio now comprises nine hotels
with almost 2,000 rooms in operation or
under development. The mid-scale brand
Park Inn by Radisson also continued to
grow: during the past year the Park Inn
by Radisson Istanbul Atatürk Airport was
opened and two further properties were
signed.

* Source: W Hospitality 2015

RUSSIA
TURKEY
SAUDI ARABIA
NIGERIA

“We believe
in long-term
partnerships
based on
trust and
transparency.”
Personal and mutually beneficial
business relationships with our
owners and developers make us
stand out from the crowd. Our
expert team is approachable and
hands-on – our business model is
dynamic and features simple yet
creative deal structures. All of this
enables us to unlock additional
and sustainable value for our
stakeholders and shareholders.
Elie Younes
Executive Vice President &
Chief Development Officer

FRANKFURT, GERMANY

“Mainhattan” hosts almost 200 banks –
and Rezidor’s new Revenue Management
Centre for Central & Southern Europe.

RESHAPING THE ENGINES
The global hospitality landscape is changing fast: the digital revolution, new loyalty p
 atterns
and the power of social media are altering the face of the industry. It’s essential that our
Revenue Generation teams innovate at all times and embrace the constantly shifting
dynamics of the marketplace.
Together with Carlson, the brand owner,
Rezidor is continuing to globally align our
brands, ensuring we offer the same standards
and services all across the world – from Europe,
the Middle East and Africa to the Americas and
Asia-Pacific. Rezidor’s Global Sales specialists
not only promote single hotels, regions and
nations: they also seize every opportunity to
cross-promote properties and products across
all countries, serving every customer with a
truly holistic approach.
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A GLOBAL DREAM
2015 saw a strong focus on the brand development of Radisson RED, Carlson Rezidor’s newest creation, inspired by the millenial mindset.
The world’s very first Radisson RED hotel is
getting ready to open in the European capital,
Brussels (Belgium) in April 2016.
With Radisson RED, we’re not just creating
a unique new hotel brand, we’re developing a
whole new industry category: lifestyle select.
A whole new hotel philosophy – totally tapped

into the ageless, high-octane, high-tech, modern
global traveller. Radisson RED offers a unique,
locally curated lifestyle experience, big on art,
music, fashion, with a passion for connections,
trends, tastes and design, driven by great technology, an engaging buzzy vibe and a strong
connection to the city. Alive, Expressive. Creative.
Purposeful. Plugged into the here and now.

“We need
to innovate at
all times and
embrace the
dynamics of
the marketplace.”
A solid commercial strategy not
only improves the bottom line.
It also makes our Group more
attractive – as a desirable hotel
operator and franchisor, an
employer of choice, and the
preferred company to invest in
and do business with.
Eric De Neef
Executive Vice President &
Chief Commercial Officer
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Radisson Blu Hotel, Frankfurt, Germany

REVENUE GENERATION

THE REVGEN WHEEL
Rezidor’s RevGen (Revenue Generation) s trategy is
built to drive profitable total revenue growth, targeting
a system contribution of 70% by the year 2020. Our
RevGen wheel is a unique tool, designed to ensure that
our RevGen engine embraces the shifting dynamics of
the modern marketplace. It offers a simple way for us to
focus on our key priorities, acting as a business life pre
server that helps us create a vital personal connection
with our customers, partners, owners and team mem
bers – both offline and online.

THE REVGEN WHEEL’S
FIVE ESSENTIAL COMPONENTS ARE:
GUEST EXPERIENCE & ENGAGEMENT

GUEST
EXPERIENCE
& ENGAGEMENT

to total profitable revenue focusing on cost of acquisi
tion, incremental business, connectivity and control.

CARLSON REZIDOR INFLUENCED BUSINESS
BRAND
WEB
DIRECT

BUSINESS
ANALYTICS

INDIRECT
ONLINE
CONTRIBUTION

CARLSON
REZIDOR
INFLUENCED
BUSINESS

•C
 onsistently deliver our brand promise each and
every day to ensure the optimum guest experience.
• Leverage Customer Experience Management initia
tives to cultivate stronger relationships with our guests.
• Create insight driven, targeted communications and
curated content to effect commercial maximisation of
guest engagement on all media and online channel.
• Deliver an integrated Communication, PR and Repu
tation Management strategy to serve a corporate
purpose and consistent brand message, while driving
stakeholder engagement and industry leadership.

•D
 rive seamless engagement and ongoing, rich and
relevant communication across all channels.
• Invest significantly in web-based platforms, mobile
sites and applications to drive direct online business.
• Optimise direct online revenue through increasing
traffic and conversion on our brand.com sites.

BRAND WEB DIRECT

INDIRECT ONLINE CONTRIBUTION

• Create innovative multi-channels campaigns with high
levels of engagement.

•P
 artner with Online Travel Agencies (OTAs) and other
third parties to increase reach and system contribution

• Realign our sales resources to deliver a clear and
consistent message across our brands and drive total
profitable revenue.
• Focus on putting Meetings and Events at the centre of
what we do, ensuring steady revenue growth from this
segment.
• Implement a leisure strategy focusing on the continued
shift from offline to online and from static to dynamic
rates, aligning to the indirect online contribution
objectives.
• Deliver world-class sales training and development to
encourage personal growth, retain our team members
and manage performance.
• Deliver Club Carlson benefits and recognition consis
tently and appropriately, to drive programme growth
and awareness.
• Develop specific loyalty programmes for business
partners and small and medium-sized enterprises.

BUSINESS ANALYTICS
• Continue the migration from data analysis to business
intelligence to better analyse performance, identify
potential opportunities/challenges, evaluate the
related activities and solutions to ensure the right
decisions are made to drive total profitable revenue.

THREE PRIORITIES FOR 2016 AND BEYOND
Rezidor’s dynamic team of experts is pursuing a range
of carefully considered initiatives to constantly improve
brand awareness, customer loyalty and financial per
formance. The five parts of the RevGen wheel will turn
in sync to deliver three key priorities in 2016:

 enerating sources, engagement with Club Carlson
g
members, engaging social content, and strong media
relations, we will ensure that guests choose us as their
preferred place to stay.

LEVERAGING LOYALTY & ENGAGEMENT
CAPTURE ONLINE BUSINESS

DRIVE MEETINGS & EVENTS (M&E)
Our aim is to be the leader in the hotel industry.
Through our choice of great hotels and locations,
our free high-speed internet access, our Yes I Can!
service culture and our fresh meeting concepts with
innovative Food & Drink offers – along with key ini
tiatives to enhance our M&E website, develop our
engagement with booking channels and business

30

customers are – through a comprehensive yet simple,
CRM plan focusing on personalised marketing, content,
offers, communication and rewards.

We will make significant investments in our technology
to offer the “one & only” digital platform to bring our
guests and hotels together. Focused on being mobilefirst, our digital strategy is aimed at increasing the
volume of visitors and bookers to our brand sites, and
encouraging more and more of our guests to book our
restaurants, bars and meeting facilities. Customers are
“mobile” but brands are not … yet. We will be where our

The best way to drive loyalty is to create engagement
through great experiences that turn our loyalty leaders
into CEOs – Chief Emotion Officers! Rezidor is steadily
fine-tuning a global strategy to communicate our brand
value propositions to a dedicated pool of influencers.
Club Carlson remains a crucial basis for guest commu
nication and loyalty creation. The programme has 13.5
million members globally (nearly doubling in the last
three years) and 3.5 million across EMEA.

BLUPRINT
BluPrint is a new interior design
scheme by Radisson Blu celebrating
the brand’s iconic, stylish and
sophisticated heritage. BluPrint
responds to new lifestyle trends and
expectations of global travellers, who
seek a multi-functional and flexible
experience from their hotels. BluPrint
cleverly mixes classic design pieces
with tailor-made furniture and fit
tings, to offer an environment that
inspires creativity and enables an
individual experience. BluPrint is
uniquely designed to complement
its location, ensuring we celebrate
the best of our local communities.
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BluPrint, rendering of mock-up room

NAIROBI, KENYA

In 2015, Rezidor opened its first
hotel in Nairobi. The city’s name
comes from the Maasai phrase
Enkare Nyirobi, place of cool waters.

A CREW OF TRUE HOSTS
Rezidor unites 40,000 hoteliers of 150 different nationalities. Talent development is
a core element of the Group’s strategy, and puts the focus on diversity and inclusion.
The hotel business is a people business – and
Rezidor’s people are the Group’s biggest asset.
“Develop Talent” is a core component of the longterm strategy: Rezidor wants to be an employer
of choice and attract, retain and develop the best
people by creating a transparent and motivating
performance and talent management culture
that recognises performance and ensures competitive compensation.

EMPLOYEE SATISFACTION
Rezidor’s Yes I Can! service philosophy and the
company values of Being Host, Living Trust and
Fighting Z-pirit are acknowledged beyond the
hospitality industry. The annual internal Climate
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Analysis shows how much the Group’s employees also value their culture: in 2015, the overall
employee loyalty score reached 87.5, maintaining its high level from 2014. With such a result,
Rezidor is not only a leading player within the
hotel industry but also outperforms many other
sectors worldwide.

BUSINESS LEADERSHIP
The guiding light for the Group’s performance
management culture is the Rezidor Business
Leader Profile – focusing on seven core
dimensions that are essential for success:
Commercial Awareness, Strategic Perspective,
People Leadership, Problem Solving, Quality

Results, Active Relationships, and Passion and
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,
the Rezidor Business Success Profile was created
for Managers and Heads of Department. Whereas
the Rezidor Business Leader Profile calls for 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 em
phasis on a positive attitude and attentive, active
and ambitious daily business contributions.

Regular talent review meetings are
another integral part of Rezidor’s perfor
mance 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 element is an aligned manage
ment incentive scheme throughout the
Group – all hotels, areas and Central
Support Office follow the same structure,
thus guaranteeing consistency across
the board.

PEOPLE DEVELOPMENT
Through extensive, state-of-the-art
training courses, Rezidor invests in its
people’s skills. Last year saw the re
launch of the Group’s Yes I Can! training
with a focus on empowerment: by taking
initiative and responsibility, being creative
and making decisions, every single
employee brings the unique service
ethos to life and creates memorable
guest experiences.
In 2015, management sessions for
General Managers and Heads of
Department continued – as well as the
prestigious Mentor Mentee Programme
offering young leaders the opportunity
to learn under the patronage of an
experienced senior manager. The com
pany’s own management institute also
continued to grow: The Business School
@ Rezidor welcomed 2,050 participants
in 2015, and will continue to be held at
different hotels in Europe, the Middle
East and Africa in the course of 2016
– featuring a broad range of seminars
by internal and external trainers.

87.5
EMPLOYEE LOYALTY
SCORE

PEOPLE
BUSINESS
TALENT
DEVELOPMENT

150
NATIONALITIES
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OUR HOME MARKET:

NORDICS
5 61 14,895

COUNTRIES
34

hotels

ROOMS

COPEN
HAGEN,
DENMARK
In 1960, the hotel division
of Scandinavian Airlines
launched the SAS Royal
Hotel for cosmopolitan trav
ellers visiting Copenhagen
and as a style gateway to
Scandinavia.
The SAS Royal was Rezidor’s
first hotel, Denmark’s first
skyscraper, and the world’s
first design hotel, created by
Arne Jacobsen.
Jacobsen designed every
thing in the building: from
the legendary Egg, Swan
and Drop chairs to the car
pets, curtains, door handles,
wine glasses, cutlery and
ashtrays.
Between 2016 and 2018,
Rezidor will renovate the
entire hotel, together with
design studio SPACE Copen
hagen, to modernise the
flagship and revive the iconic
atmosphere of Jacobsen’s
design.
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Radisson Blu Royal, Copenhagen, Denmark

FLAGSHIPS

WHERE THE WORLD MEETS
With 61 hotels and 14,895 rooms, Rezidor
has the largest portfolio of any interna
tional hotel operator in the Nordics. Born
in Scandinavia, Rezidor combines its strong
regional heritage with a global mindset,
and attracts guests and team members
from all over the world: the Radisson Blu
Plaza Hotel, Oslo (Norway) alone employs
people of 64 different nationalities.

Asset management plays a crucial role in the Nordics where the majority of Rezidor’s
leases are located. In 2015, several key deals were successfully closed – among them
the 25-year contract extension and renovation of the flagships Radisson Blu Atlantic
Hotel, Stavanger (Norway) and Radisson Blu Strand Hotel, Stockholm (Sweden; photo).

PARTNERS
In 2015, ServiceScore in Sweden presented
Radisson Blu with the “Best Hotel Service
Provider” award for the third year in a row – yet
more proof that the Yes I Can! ethos works.
Relaunched last year, the Yes I Can! training
programme empowers every employee to take
initiative to provide personalised service and
create moments that matter.

In Finland, Rezidor and SOK have contin
ued their strategic partnership by extend
ing their long-term cooperation agreement
– signed in 1997 and expired at the end of
2014 – by ten years. The groups have also
optimised their joint portfolio and signed
the franchise contracts for eight hotels with
more than 1,500 rooms.

ECO-FRIENDLY

2015 saw the roll-out of Radisson Blu’s new
Super Breakfast in the Nordics. The day starts
with fresh, seasonal, local products beautifully
presented in contemporary Deli style – and with
a specific focus on healthy, organic food. The
right linen, music and scent complement the
concept, which targets increased guest satis
faction, enhanced quality and reduced costs.

€110M

Following the successful rights issue in 2014,
Rezidor launched its largest and most compre
hensive renovation programme in the Nordics
ever. Over a period of three years, the Group
is investing €110m to upgrade several hotels in
the region and enhance the guest experience.
In addition, the property owners are making
significant investments.

The Radisson Blu Waterfront Hotel &
Conference Centre, Stockholm is one
of Rezidor’s most environmentally
friendly properties. The glass façade
consists of 1,040 m² solar collectors
gathering an average of 1 MW heat
energy daily – equivalent to 90,000
low energy light bulbs. The building
is cooled by water taken from Lake
Mälaren stored in 250 tonnes of ice
tanks in the basement.

The Radisson Blu Metropol Hotel, Helsing
borg is Rezidor’s youngest hotel in Sweden.

In the summer of 2015, Radisson
Blu launched a global web
campaign around the brand’s
most iconic furniture item: the
Egg Chair by Arne Jacobsen.
More than 60,000 guests and
design aficionados participated
in “design your icon” and cre
ated their own customised Egg
Chair online. The winner of the
contest is Susan Bannister (UK):
her Egg Chair will be produced
and showcased at Radisson Blu
hotels around the world.

DESIGN YOUR ICON

Good morning!
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PEOPLE DEVELOPMENT

2015 saw a further roll-out of “Our Promise”, Rezidor’s
Employee Value Proposition that was created by our people
for our people. “Our Promise” sums up everything Rezidor
stands for as an employer of choice. Closely linked to the
4D Strategy, and celebrating diversity and inclusion, “Our
Promise” is based on six 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. Ultimately, it’s all about you!
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WOMEN IN
LEADERSHIP
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
need for geographical mobility.
Rezidor is challenging such
patterns. We want to break
down barriers and encourage
female employees to grow with
us and within our Group. Our
ambition is to increase the
proportion of women in senior
leadership positions to 22%
by the end of 2016.
Through our “Women in
Leadership” initiative, we look
at a more flexible approach to
working conditions and mobil
ity, and offer personalised de
velopment plans for our female
(and male!) team members. In
each of our operational areas,
“Women in Leadership” cham
pions lead by example. Projects
with external partners include
our work with G(irls)20, a unique
global platform encouraging
women.
We have embarked on an
exciting journey towards a
changed world: Women in
Leadership is not a standalone
women’s issue – it is a business
issue!
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CARING FOR OUR PEOPLE
AND OUR PLANET
Responsible Business is part of Rezidor’s DNA and is acknowledged beyond the industry:
since 2010, the Group has been named one of the World’s Most Ethical Companies every year.
Due to the company’s strong Scandinavian
roots and heritage, Responsible Business has
a long tradition at Rezidor: the first corporate
security manual was introduced in 1988, and
the first environmental policy dates back to
1989. Rezidor was 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, environment
and anti-corruption. In 2014, Rezidor was the
first hotel group to sign the UN CEO Water
Mandate, committing to water stewardship.
Rezidor’s President & CEO Wolfgang M.
Neumann has chaired the International Tourism
Partnership (ITP) since June 2015. The ITP
provides a non-competitive platform for hotel
industry leaders to share ideas, build relationships and work collaboratively to make the
hospitality sector one of the world’s most
responsible industries.
Rezidor’s industry-leading Responsible
Business programme is based on three main
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threat trend monitoring in all countries where
principles: Think Planet (minimising the Group’s
the Group is present, regular information, briefimpact on the environment), Think People (takings and training for employees, and detailed
ing care of the health and safety of guests and
guidance, procedures and tools to prevent and
employees) and Think Together (respecting
prepare for crisis management
social and ethical issues in the
and incident response. In addicompany and the communities
tion, Rezidor’s corporate travel
in which the Group operates).
is part of the CWT/iJet travel
Rezidor has been named one
risk programme.
of the World’s Most Ethical
In 2014, Rezidor was the first
Companies by the US thinkECO-LABELLED
major international hotel group
tank “Ethisphere” each year
HOTELS
to sign an agreement with
since 2010.
Safehotels, an independent
Closely linked with
third-party global security consultancy. Since
Responsible Business, Safety and Security
January 2015, selected Rezidor hotels have
plays an increasingly important role in today’s
been undergoing the formal certification proglobal environment and is becoming a critical
cess looking at security equipment, staff awarefactor for our international guests and stakeness & training, fire safety and first-aid. Sixtyholders. Rezidor’s Safety and Security profive properties were certified in the course of
gramme, TRIC=S, is acknowledged as best
the year.
practice for corporate security management
within the hotel industry and beyond. TRIC=S
stands for Threat Assessment + Risk Mitigation
THINK PLANET
+ Incident Response Capability + Crisis Manage
Within Think Planet, Rezidor has defined an
ment Preparedness = Safe, Secure Hotels.
energy-saving initiative that was launched in
Created within Rezidor, constantly refined and
2012 and targets a 25% reduction in energy
providing bespoke safety and security solutions
consumption in all our hotels by the end of 2016.
for hotels and offices, TRIC=S includes 24/7
Last year ended with 22% energy savings per

77%

occupied room (weather adjusted data)
– and Rezidor has further extended its
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 its
business. Between 2007 and 2015, the
Group has reduced water consumption
by a total of 29% per guest night. Within
“Blu Planet”, the Responsible Business
programme for Radisson Blu, the Group
launched a partnership with the inter
national water aid charity “Just a Drop”
during the past year. For every 250
towels that are re-used in Radisson Blu
hotels, Rezidor donates USD 15 to “Just
a Drop” – enough to provide one child
with drinking water for life. At the end of
the year, the Group has already helped
more than 4,700 children.
A further essential part of Think Planet
is the independent eco-label certification
of the Group’s hotels. At the end of 2015,
77% of all operating hotels were certified.

THINK PEOPLE
Expanding fast in emerging markets like
Africa, Rezidor actively engages with
the communities in which its hotels
operate. The majority of newly recruited
team members are locals and benefit
from dedicated training opportunities.
In selected hotels the Group also offers
support to underprivileged young adults

or others in need. At the Park Inn by
Radisson Newlands in Cape Town,
Rezidor cooperates with the Deaf
Federation of South Africa – 30% of the
hotel’s employees are deaf. Since 2013,
the Group has been a lead partner for
the Youth Career Initiative (YCI), a global
ITP programme offering six months’
training to provide disadvantaged
young people with life and work skills.
So far, Rezidor has supported YCI with
training in Poland, Romania, Jordan,
Ethiopia and Senegal. The scheme is
scheduled to be extended to Turkey,
Egypt, Lebanon, Zambia and Hungary.

THINK TOGETHER
Over the course of the year and including the 12th Responsible Business Action
Month in September, Rezidor hotels
across Europe, the Middle East and Africa
donated €1.3m to Carlson Rezidor’s
global charity partner, the World Child
hood Foundation, and other 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. The Respon
sible Business Action Month also featured
Park Inn by Radisson’s initiative “Add
Colour To Lives”, which involved artist
Joel Bergner, together with young people
at risk and hotel employees, painting
murals at locations such as Brussels’
Gare du Midi train s tation. In 2015, Rezidor
hotels also c ollected funds for the victims
of the earthquake in Nepal, and helped
refugees in Austria, Germany, Belgium
and Sweden by making donations and
creating shelters.

RESPONSIBLE BUSINESS REPORT 2015

Rezidor’s Responsible Business and Safety
and 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 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
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DO YOU WANT TO
KNOW MORE ABOUT
US AND OUR JOURNEY?
VISIT REZIDOR.COM
OR CONTACT
INVESTOR RELATIONS
Andrea Brandenberger, Senior Director Business
Development Strategy & Investor Relations
Andrea.Brandenberger@rezidor.com

CORPORATE COMMUNICATION
Christiane Reiter, Senior Director Corporate
Communication
Christiane.Reiter@rezidor.com

PR, BRAND & MARKETING
COMMUNICATION
Renu Snehi, Senior Director PR, Brand
& Marketing Communication
Renu.Snehi@rezidor.com
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The Rezidor Hotel Group is one of the most dynamic hotel
companies in the world. The Group currently features a p
 ortfolio
of 457 hotels with 100,320 rooms in operation or under development in 80 countries across Europe, the Middle East and Africa.
Rezidor operates the core brands R
 adisson Blu (upper upscale)
and Park Inn by Radisson (mid-scale) as well as the new brands
Quorvus Collection (luxury) and Radisson RED (lifestyle select).
Rezidor is a member of the Carlson Rezidor Hotel Group.
For more information, visit www.rezidor.com

