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The Radisson SAS Es. Hotel, Rome.

Rezidor emerging as EMEA’s
new major hotel group

With two key brands; Radisson SAS and Park Inn, and three
development brands; Regent, Hotel Missoni and Country
Inn, Rezidor Hotel Group is one of the fastest growing ho-
tel companies in the world. From its Nordic home base,
Rezidor has emerged as a leading industry player in the
EMEA (Europe, the Middle East and Africa) area, especially
with its core brand Radisson SAS, which is now outperform-
ing other upscale brands in most areas, including guest
satisfaction. Page 7. Increasingly, the mid-market Park Inn
is also making an industry imprint. Page 12.

As of December 31* 2007, Rezidor had 237 hotels in
operation and 85 hotels under development, located in the
EMEA area. This corresponds to 65,840 rooms, including
16,544 under development. The aim is to add 20,000 new
hotel rooms to operation during the three-year period from
2007 through 200g9.

Rezidor has specialised in hotel management and has
divested all its hotel properties. Currently, all hotels in

Rezidor’s portfolio are either operated by Rezidor itself
under a lease or amanagement agreement, or by aseparate
operator using one of the Rezidor brands under a franchise
agreement. Of the 237 hotels in operation as of Decem-
ber 31% 2007, 65 were under lease agreements, 104 were
under management agreements and 68 under franchise
agreements.

Formerly a subsidiary of SAS, The Rezidor Hotel Group
was listed on the Stockholm Stock Exchange in November
2006 with its US based, long-time partner Carlson Com-
panies becoming its largest shareholder. In May 2007, SAS
divested its remaining shareholding (6.7%) in the Group to
Carlson, which increased its stake up to 41.7%.

In 2007, Rezidor’s total revenue increased by 11.0% to
MEUR 785.2 (707.3). EBITDA improved by 41.8% to MEUR
86.5 (61.0 before IPO costs). This corresponds to an EBITDA
margin of 11.0% (8.6). Profit after tax amounted to MEUR

457 (29.0). Page 22.

22 hotels in operation
and under development

“In 2007, we opened ,027 rooms for trade and added 8,937
rooms to our growing pipeline”, says Puneet Chhatwal,
Rezidor’s Chief Development Officer. “This makes Rezidor
possibly THE fastest growing hotel company in the world
right now.” 2008 has started off equally well, with the sign-
ing of nearly 2,000 new rooms and ten agreements during
the first two months, of which 214 rooms are already in
operation. Page 6.

Radisson SAS
now No.1 in Guest
Satisfaction

With more than 200 hotels in operation or signed in the
EMEA markets, Radisson SAS is now No.2 in sheer numbers
and closing in fast on No.1. In Europe, Radisson SAS has
improved its brand recognition faster than any competitor.
A survey by leading global market research company J.D.
Power and Associates also ranked Radisson SAS as No.1 in
Guest Satisfaction in the “upper upscale” segment in Europe.
Page 7.

Closer to the EBITDA
margin target

Rezidor improved its EBITDA margin by more than
2 percentage points in 200%7. Growing RevPAR and a
changedbusinessmodel are factors thatstrongly contribute
to Rezidor approaching its margin target. Page 3.

of all 20,000 new rooms
targeted to open for
trade in 2007 through
2009 were secured by
December g1* 2007.

EBITDA
improved
by 41.8% to

° MEUR 86.5
in 2007.

The Board is

proposing a dividend

of EUR o.10 per share,
. corresponding to §2.6%

of profit after tax.




2 President’s Note

REZIDORFINANCIAL 07

“Profitable and sustainable
growth is close to a
religion in our company.
We are missionaries
of creative hospitality
and we want to convert
a continuously larger
number of properties to
fly our flags.”

We intend to continue to grow fast,
while lowering overall ris

Yet another year of growth! I have now been able to
say that for fourteen consecutive years, and for eleven
of those years, I have been able to fortify the state-
ment by saying “record growth”. I am very happy to
present 2007 as yet another year of record growth!

The Rezidor Hotel Group is one of the fastest growing hotel
companies in the world and has been so for some time. Dur-
ing 2007, we signed 53 new contracts, corresponding to a
total of 8,937 rooms, and we opened ,027 rooms for busi-
ness. This is record growth. We have shifted into a higher
gear, especially when it comes to contracts signed. Itis also
with great pleasure that we notice that more than 60% of
the hotel property owners have chosen Rezidor as partner
for more than one of their hotels.

We have committed to open 20,000 new rooms during
the three-year period from 2007 to 2009. By year-end 2007,
we had contracted g5% of this capacity and I'm very confi-
dent that we will deliver on our growth target.

The importance of growth

Profitable and sustainable growth is close to a religion in our
company. We are missionaries of creative hospitality and we
want to convert a continuously larger number of properties
to fly our flags and engage a growing body of new guests to
start enjoying our hospitality products.

Why is growth so important to us? Mainly because there
is a huge potential out there: profitable business opportuni-
ties that are far too good to not go after. The hotel industry
in EMEA (Europe, the Middle East and Africa) is changing
fast, transforming into a more mature commerce where
scale is important and strong brands take a growing share
of business. Mature and emerging markets offer slightly
different business opportunities, but they have one thing
in common — hard work is the only way to turn opportunity
into reality. We also believe that growing our top line is the
most efficient way to build a strong bottom line in the long
term. In our industry economies of scale are importantand
that adds another rationale to growth. Finally, growth is
important to us because we are expansive people who are al-
ways hungry for more. This is the culture that we have built.
Others may lie back, but we continue to push forward.

No guts, no glory

As we all know, doing business involves risk. Optimising
opportunity and controlling risk is what successful busi-
ness is all about, and also, deciding on the right level at
which to find the balance to support your overall strategy.
At Rezidor, we have been fairly risk prone over the years,
pioneering into new emerging markets and innovating our

industry with a number of bold service initiatives, such as
free in-room Internet.

We have also focussed heavily on developing the Radisson
SAS brand and its RevPAR performance relative to competi-
tion in local markets. To breakthrough with our major brand
outside ourinitial Nordic home markets, we decided to re-en-
gineer the brand through spectacular properties that could
quickly capture a share of mind and heart on top of a growing
share of market. We now see this “new breed” strategy starting
to pay off with the fastest growing brand recognition for an
upscale brand in Europe. Plus an improvement in RevPAR
relative to competition in local markets to match!

Furthermore, the freshest inventory in the industry helps
us to secure rising guest satisfaction scores, that, we expect,
will translate into strong RevPAR premiums in the years to
come. We are extremely proud that Radisson SAS was awarded
with the J.D. Powers Award for Best Guest Satisfaction 2007
in the upper upscale hotel segment in Europe — and equally
proud, perhaps even more so, that our new volume brand Park
Inn achieved the same award in the economy segment, only
five years after its launch. This is very impressive indeed!

By focussing on primarily growing the Park Inn brand,
we have already shifted growth onto a lower risk level, re-
gardless of entering a weaker business cycle or not. It has
taken us fourteen years to grow the Radisson SAS brand
to 200+ properties, but only five years to take Park Inn to
its first 100. We have now established a powerful growth
machine in the mid-market. Historic data confirms that the
mid-market and economy segments are more resilient to a
weakening economy than the upscale segments.

It is also our strategy to grow Park Inn mainly through
conversions and management and franchise agreements,
to reduce risk even further.

To sum it up: In the years to come, it is our strategy to
continue growing fast, while lowering overall risk.

We promise, we deliver

RevPAR, revenue per available room, has become the key
operational performance indicator in our industry. As a func-
tion of room rate and occupancy, RevPAR generally ramps up
in good times, like those we have enjoyed for a couple of years
now. The opposite is usually the case in less good times, when
demand softens, affecting occupancy as well as rates.

In 2007, like-for-like RevPAR continued to show strong
growth, with various geographic markets increasing their Rev-
PAR by 8.9% on an average. RevPAR growth was basically rate
driven. Rezidor’s RevPAR growth rates exceeded the growth
rates for the market in general, in all geographic segments.

System-wide revenue in the whole Rezidor system, in-
cluding leased, managed and franchised hotels, increased

2007 - Arecord growth year
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by 16% to approximately MEUR 2,000 (1,729). This is our
“top top line”, and it reflects system-wide growth. However,
total statutory operating revenue in Rezidor increased by
11% to MEUR 785.2 (707.3). This growth reflects a growing
share of management and franchise contracts — contract
types that impact less on revenue than lease contracts. We
are exposed to 100% by the lease business performance, but
substantially less by the other two. This is one effect of our
strategy to continuing growing fast, while at the same time,
reducing overall risk.

Apart from our growth target, we have targeted to im-
prove our EBITDA margin to 12% over a business cycle.
In 2007, we closed in on this target by performing with an
10,6% (8.6) adjusted EBITDA margin.

The big challenge for the coming years is managing to
grow the top and the bottom line simultaneously and in
such a way that the EBITDA margin continues to improve —
especially with the prospect of entering a weakening cycle.

With the very dedicated and focussed management team
that we have at Rezidor, and with more than 25,000 highly
committed people, 'm confident that we will deliver.

So, now we intend to focus on what we do best — grow-
ing our business, and making property owners and guests
happy. By doing so, we will also get happy shareholders.

Brussels in March

Kurt Ritter
President and CEO
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Analysis 3

Closing in on the
EBITDA margin target

The major financial challenge ahead for Rezidor is
to grow the business volume and the margin at the
same time. In 2007, Rezidor achieved an EBITDA
margin of 11.0% (10.6 if adjusted for one-off items),
an improvement of 2.4 percentage points over the
previous year’s 8.6% (pre-IPO costs), closing in on
the target of 12% over a business cycle.

The key drivers of Rezidor’s
margin and profit growth
include RevPAR develop-
ment in Rezidor’s markets,
how we manage the existing
portfolio as an asset, how
fast recently opened hotels
ramp-up to full operational
performance and how we
make up the pipeline of new
hotels.

Rate driven

RevPAR growth

We have now enjoyed rate-led
RevPAR growth since 2004.
Rising average room rates
have a more positive impact
on our margin and bottom

RevPAR
EUR
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EBITDA Margin
%

line than rising occupancy,
because higher occupancy
levels require additional
resources to deliver service
according to the brand stan-
dards. If RevPAR declines as
a result of decreasing room
rates, there are fewer oppor-
tunities to save operational
costs because the hotel will
still have to serve the same
level of occupancy. If Rev-
PAR declines as a result of
lower occupancy, we are able
to save on variable costs.
This emphasises the need
to get pricing right. Rezidor
applies a “priced to sell, not
discount” strategy, which in-

40 60 80

Financial and Growth Targets

Profitability Target EBITDA margin of 12% over a
business cycle

Balance Sheet

Small positive average net cash

position

Dividend Policy

Approximately one third of

annual after-tax income to be

Growth Targets

distributed to shareholders

20,000 new hotel rooms to be
opened from 2007 to 2009

cludes pricing that is “fair”,
easy to understand and ac-
cept. In order to grow aver-
age room rates, and still be
regarded as “fair”, we have
put considerable effort into
understanding what pre-
mium rates different target
groups are prepared to pay.

Growing the business vol-
ume in itself favourably im-
pacts the EBITDA margin
by gradually strengthening
economies of scale. But this
positive result cannot be
achieved without a contin-
ued focus on cost control.
Furthermore, economies of
scale are easier to achieve
in existing markets than in
new markets.

Growing business volume
results mainly from signing
new hotels and also, increas-
ingly, from expanding the
existing portfolio through
active asset management.
Adding new rooms to ex-
isting properties generally
pays back faster than open-
ing completely new hotels.
Essentially, additional ca-
pacity would be added only
when there is sufficient de-
mand.

As a fast growing com-
pany, we have developed
techniques and routines
for an efficient “ramp-up”
to bring new properties up
to full operational and fi-
nancial performance. New
build properties generally
take longer to establish at a
full performance level than
conversion properties. This
is one good reason why we
are focussing on conversions
for the coming years.

Long-term shiftin
business model

A gradual shift in Rezidor’s
business model from leased
business to fee-based business
will also contribute to margin
growth, although this will
take time given that the port-
folio of lease contracts has an

average life span of 20 years.
At the start of 2007, hotels
operated under lease agree-
ments accounted for 0% of
the entire portfolio, manage-
ment contracts accounted for
40% and franchise contracts
for 30%. The long term target
is to keep the same propor-
tion of franchise agreements,
while reducing lease agree-
ments to 20% and increasing
management agreements to
50%. New contracts signed so
far, and which are scheduled
to open between 2007 and
2000, have a higher propor-
tion of management agree-
ments — 70%, with lease and
franchise contracts at 15%
each. This mix, if unchanged
during 2008 and 2009, would
improve the EBITDA margin
by circa 1.5%.

In general, we believe
that the shift in our busi-
ness model will contribute
to improving our EBITDA
margin by circa 0.5% an-
nually. That alone will not
take us to the margin target
of 12% over a business cycle.
The remainder will have to
be derived from RevPAR ex-
pansion and cost savings.

In 2007, fee-based rev-
enue increased by 25.2%,
while leased business rev-
enue increased by 9.8%.
However, leased business
still accounted for 88% (89)
of total revenue.

It is important to under-
stand that shifting the busi-
ness model to fee-based rev-
enue will slow down top line
development. We need ten
to fifteen managed or fran-
chised hotels to get the same
top line effect as one leased
hotel. Business volume will
continue to grow with new
management and franchise
contracts, but onlyless than
10% of their business will
register as operating rev-
enue (as fee income) in our
books, compared to 100%
for aleased hotel.

“The key drivers of Rezidor’s margin and
profit growth include RevPAR development
in Rezidor’s markets, how we manage the
existing portfolio as an asset, how fast
recently opened hotels ramp-up to full
operational performance and how we make
up the pipeline of new hotels”, says Knut
Kleiven, Deputy President and CFO.

However, this business
model shift will contribute
to lowering our risk level. A
decrease in RevPAR has a
bigger impact on our leased
hotels; we receive full room
and other revenue from
them and are also responsi-
ble for the full cost for those
hotels. In comparison, a de-
crease in RevPAR hasamore
limited impact on income
from managed hotels as our
fee revenue is defined as a
percentage of hotel revenue
and operating profit. The
impact of a decrease in Rev-
PARin our franchised hotels
is even more limited as we
only charge a percentage of
room revenue as our royalty

fee, which is not linked to
the result of those hotels.

Decreased sensitivity

to RevPAR changes

With our current contract
mix, we estimate that a
eur 1.0 RevPAR variation
would resultin a MEUR 5-6
change in our EBITDA. By
moving into more fee-based
business, the RevPAR effect
on EBITDA will decrease, in
both directions.

To summarise, we have
committed to a long term
EBITDA margin of 12%,
and we will play all instru-
ments available to achieve
that, while doing our best to
keep up our growth pace.
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Hedging

for a possibly
bumpier
road ahead

Like the industry as a whole Rezidor has enjoyed
a favourable business climate for four consecutive
years. Strongly cyclical on a global level, a general
downturn will affect all travel related businessesin a
negative way, as it did during the previous soft period
in the early 2000’s.

However, Rezidor has worked hard to reduce the impact of
a general slowdown, as a part of its risk management pro-
gramme. Some of the main focal points in this programme
are:

Geographical spread to reduce risk

Operating in 48 countries in various business cycles is in
itself a strong risk moderator. As a comparison Rezidor
traded in 6 countries in 2003,

A multi-brand portfolio to reduce risk
Several brands catering to different market segments assist
in addressing the market strategically as well as tactically.
Rezidor’s strategy has been to establish a strong mid-mar-
ket position through Park Inn, which can be expected to be
less exposed to a general downturn. Historically the three
star segment has proven to be more resilient over a business
cycle than the more volatile four and five star segment.

Shift in business model to reduce risk

During the last couple of years Rezidor has moved towards
a fee-based revenue structure to balance risk and reward,
generally opting for management and franchise contracts
rather than lease contracts. In 2007 EBITDA from fee-based
business was almost on par with lease-based business. How-
ever, it takes ten to fifteen management/franchise contracts
to achieve the same revenue stream and top line effect as
from one typical lease contract. Of the nealy 49,000 rooms
in operation by year-end 2007 46% were managed, 24%
franchised and 30% leased. Of the circa 66,000 rooms to be
in operation by year-end 2009, 55% will be managed, 19%
franchised and 26% leased.

Rezidor’s lease commitments represent off-balance sheet
liabilities, which create high operational gearing. Even
though Rezidors lease contracts are typically variable with
an underlying minimum fixed rent, the company is highly
geared compared to other lease-based operators, with a
high proportion of fixed rent. The ambition is to increase
the variable rent component in the leased portfolio.

Furthermore “committed” contracts, with performance
guarantees to owners, become less frequent. Of all new con-
tracts signed in 2007, only 24% were committed. Currently,
in emerging markets, such as Russia and the CIS, there are
no committed contracts at all.

Development strategy to reduce risk

Growth will have a stronger focus on conversions instead
of new-builds, securing faster average operational and fi-
nancial maturity. Of the 20,000 new rooms to be opened
between 2007 and 2009 §5% will be conversions.

The “cap” function
To limit our financial exposure under a lease agreement, we
will typically limit the “shortfall” amount by which the fixed
rent exceeds the variable rent to an amount corresponding
to two to three years minimum lease payment. This is what
we call the “cap”. If cumulative shortfall payments reach such
cap, the lessor will continue to receive “only” variable rent.
A similar structure is in place for management agree-
ment with performance guarantee. In case the cap is
reached for such a contract, the performance guarantee ex-
pires and the contract will continue without performance
guarantees.

Operative initiatives to reduce risk

Good cost control has resulted in higher profit conversion
and better EBITDAR margins. This, combined with the
gradual shift in our business model, has helped in reduc-
ing RevPAR break-even from EUR 60 in 2003 to EUR 55
in 2007.

Contributing to this are also significantly reduced royalty
fee charges for franchising the Carlson brands, part of the
agreement when Carlson Hospitality Worldwide took a 25%
stake in Rezidor Hotel Group in 2005.

Rezidor embarked on a general move from fixed to vari-
able cost during the last downturn cycle, and has identified a
number of additional areas where such a move is possible.

With operating costs among the lowest in its peer group,
Rezidor has nevertheless devised a cost-cutting programme
that can be put into effect on a short notice, should the
need arise.

Continued strong demand
with mid-market expected
to be more resilient

Rate driven RevPAR growth reflects an overall dynamic upmarket. Geographical markets however vary
dramatically following their position in the business cycle.

Europe is the largest hotel
marketin the world with 6.6
million rooms, and demand
is expected to grow substan-
tially over the next ten year
period, especially in the
mid-market and economy
segments. The Middle East
is the world’s fastest grow-
ing hotel region along with
South Africa. With EMEA
being Rezidor’s market, the
company is geographically
well positioned regarding
the future growth pros-
pect.

With fundamentals re-
maining robust, 2007 was the
fourth consecutive year of
growing business volume in
most of Rezidor’s markets.

Mainly driven by higher
average room rates, RevPAR
increased in all EMEA mar-
kets, and especially so in the
Nordics, Russia and CIS, Mid-
dle East and South Africa.
In Western Europe the UK
market showed very healthy
development, while Germany
increased its RevPAR only
marginally, especially so in
the upmarket segment.

Occupancy stayed stable

at high levels, and increased
substantially in the Middle
East. The UK enjoyed very
high occupancyat 76% in the
upmarket segment and 72%
in the mid-market segment.
Again Germany lagged be-
hind with a 63% occupancy
in both segments.

The mid-market segment
in general had a slightly bet-
ter development than up-
market, while the upmarket
segment still enjoyed higher
occupancy. Mid-market is ex-
pected to continue to have a
stronger development in a
negative market scenario.

South Africa showed phe-
nomenal development, with
RevPAR growing 17.3% in
upmarketand 15.6% in mid-
market. The country can be
expected to continue to show
strong growth, notleastas an
effect of the up-coming 2010
FIFA World Cup.

Rezidor’s key city markets
display a varying pattern of
whereabouts in the business
cycle. In general more key city
markets are in growth mode
rather than maturity and de-
cline. German key cities such

RevPAR growth (YTD, 2007), EUR

%

Eastern Europe

The Middle East

The Nordics

Rest of Western Europe

0

M First-Class B Mid-Market

Source: HotelBenchmark™ Survey by Deloitte.

as Cologne, Diisseldorf and
Frankfurt can be expected to
have bottomed out and now
switch into growth mode.
Anumber of cities showed
verystrong RevPAR growth in
2007, notably Geneva, Mos-
cow, Warsaw and Ziirich with
a 10 to 20% growth. Brussels,
Edinburgh, London and Vi-
enna came in close growing
their RevPAR by 5 to 10%.
The RevPAR growth out-
look continues to be very posi-
tive in a number of key mar-
kets, with London, Moscow
and Warsaw taking the lead
with an expected growth of
10 to 20%, while Amsterdam,
Budapest, Edinburgh, Frank-

furt, Geneva, Hamburg,
Leeds, Rome and Vienna is
expected to grow their Rev-
PAR by 5 to 10%.

Europe still has a very
low penetration of branded
hospitality with only 0% of
all hotels affiliated to major
brands, compared to 70%
in the US. This is the major
business opportunity for a
fast-growing hotel company
such as Rezidor.

During the last four years
the hotel transaction market
has been very dynamic, and
2007 was no exception. The
hotel industry is now firmly
established as an asset class
for investors.

Park Inn Pribaltiyskaya is Rezidor’s largest hotel with 1,200 rooms.

Securing the No.1

position 1n Russiaand CIS

Having pioneered into
Russia and the CIS
(Commonwealth of In-
dependent States) in the
late 1990’s, Rezidor now
enjoys a strong market
leadership in these very
dynamic markets.

By year-end Rezidor had 12
hotels in operation and a
muscular pipeline of 18 ho-
tels, taking a clear lead over
No.2, Marriott, with almost
twice as many guestrooms
trading and signed.

“Our growth in Rus-
sia comes without taking
a high degree of risk”, says

Puneet Chhatwal, Rezidor’s
Chief Development Officer.
“Quite confident with the
growing demand in their
market, property owners in
Russia do not opt for guar-
antees. Pure management
contracts is the rule here,
and that’s what we prefer.”
In November 2007,
Rezidor inaugurated its new
extended office in Moscow,
headed by Arild Hovland.
Rezidor first opened its Busi-
ness Development office in
the city in 2004. With the
extension it became a fully
integrated Russian Regional
Office with Sales & Market-

ing, Business Development,
Technical, Operations, etc.
Rezidor is the first interna-
tional hotel company to have
afullintegrated regional of-
fice in the country.

“The business is so in-
tense here”, says Hovland.
“You have to be present all
the time to take advantage
of the many opportunities.
We now have ample resourc-
es for owners and developers
to manage ongoing business
and to support new projects
all over the region.”

The dynamics of the re-
gion, a strong brand pres-
ence, and a deep experience

from doing business here
have resulted in excellent
property performance with
occupancies and revenues
well above average market
performance for individual
markets.

Radisson SAS was the first
international hotel brand to
venture into Russia. Today
Park Inn is Rezidor’s prime
growth vehicle in Russia and
the CIS. Park Inn is already
the leading brand in the re-
gion, with nine properties
in operation or signed. Its
two major St Petersburg ho-
tels; the 840 rooms Park Inn
Pulkovskaya and the 1,200
rooms Park Inn Pribaltiys-
kaya, offer more rooms that
the closest competitor in all
of Russia. As well, Park Inn
recentlyannounced the new
118 rooms property Park Inn
Sadu in Moscow, the group’s
fifth hotel in the city.

The Russian and CIS mar-
kets have matured fast, and
theyare now ready for upscale
niche brands such as The Re-
gentand Hotel Missoni.

“We intend to secure our
pole position here”, says Kurt
Ritter, CEO of Rezidor. “We
have identified 5o cities in
the region with limited or no
branded supply and aim to
constructor to convert hotels
of international standards
there. A global brand such as
Radisson SAS, Park Inn, The
Regent or Missoni will bring
not only financial rewards.
An international hotel of-
ten is the first step for a city’s
overall development, putting
it onto the world map. We’re
proud to be part of that.”
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ReZ|dor enjoys a very strong posmon with unrivalled brand awareness in the Nordlcs the company’s home market since the beginning of the 605
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Strong performance in the Nordics
and potential in Rest of Western Europe

Going forward, we expect our leased portfolio in
Rest of Western Europe to ramp-up and achieve
higher EBITDA margins.

The Nordic countries are
the original home mar-
kets of Rezidor, with a his-
tory dating back to the early
1960’s. These are mature
markets where Rezidor
enjoys a very strong posi-
tion with unrivalled brand
awareness and consequent-
ly, substantial RevPAR pre-
mium. With 63 properties
in the region, most of them
well established, the Nor-
dics accounted for 45.0%
of Rezidor’s total revenue
in 2007 and 75.5% of its
EBITDA.

“The substantial improve-
ment of our results reflects
the dominance of mature
lease contracts in the Nor-
dics more than anything
else”, says CFO Knut Kleiven.
“Certainly the Nordics show
strong demand, boosting
RevPAR growth further. Ina
marketsituation like the one
we have enjoyed for some
time a leased portfolio of
mainly mature properties le-
veragesinto astrong EBITDA
performance.”

In 2007 the Nordics per-
formedaverystrong EBITDA

Ramp-up Phase
Pre-Opening Positioning Optimising Mature
Conversion
I
100
Revenue
Gross Operating Profit Gross Index
0
New-build
< o >
time

6 to 18 months

Airport Hotel — 12 to 24 months

City Centre Hotel —

24 to 36 months

o

Special Situations — 0 to 60 months

Yvy

Rezidor has sophisticated processes for ramp-up’ of new properties
joining Rezidor. A conversion can be brought into maturity much faster
than a new-build, for which you have to start with a negative balance
from the pre-opening phase and where the positioning of the hotel
versus the local competitive set always takes some time to get right.
Having brought so many new-builds into the market during the last five
years, we are now the industry benchmark in taking a new property
into moneymaking, reaching a breakeven point between two and four
years from the opening of a property.

margin of 16.1% (13.1) for
leased business and 18.5%
(15.0) for the total portfolio,
whereas Rest of Western Eu-
rope performed 3.1% (3.3)
and 8.2% (6.4).

“The margin improve-
ment in the Nordics is quite
an achievement while Rest
of Western Europe presents
a huge potential for margin
growth in the future, reflect-
ing a portion of our portfo-
lio gradually growing into
mature phases of operation”,
claims Knut Kleiven. In or-
der to reach a critical mass in
Rest of Western Europe, we
have focussed our develop-
ment efforts in that region
over the last few years. Natu-
rally the new-build proper-
ties initially produced nega-
tive results. The investment
has now started to pay back
and we expect these proper-
ties to steadily improve their
financial performance as
they advance further into
maturity. Going forward, we
expect our leased portfolio
in Rest of Western Europe to
ramp-up and achieve higher
EBITDA margins.

Whereas Park Inn has
grown primarily through
conversions, the way forward
for Radisson SAS has been
the “new-breed new-build
strategy” which has helped
to grow the brand recogni-
tion faster than any competi-
tor, something we expect
will reflect favourably on its
RevPAR development.

“The Radisson SAS new-
breeds are a major invest-
ment in market capture
and brand awareness”, says
Thorsten Kirschke, COO
Radisson SAS & Regent Ho-
tels. “In Germany, where
many of the new-breeds op-
erate, these properties have
contributed significantly
to a strong market share
growth and also to position
Radisson SAS as the leading
upper upscale brand. The
new-breeds are now start-
ing to yield strong RevPAR
growth and fuel growth for
the brand in general”.

“With 40% ofall Radisson
SAS in the “new-breed” cat-
egory, we have the youngest
inventory in the European
hotel industry today”, says
CEO Kurt Ritter. No com-
petitor is even close. This
gives us a major advantage
in our efforts to attract busi-
ness, satisfy guests and build
customer loyalty in the years
to come.”

Of the 20,000 rooms to be
opened between 2007 and
2000, over {5,000 opened
for trade in 2007. Of these
51% were operated in Rest of
Western Europe. Of the near-
ly 66,000 rooms planned to
be online by the end of 2009,
circa 28,000 — or 42% — will
operate in Rest of Western
Europe. This is almost twice
the size of the future room
stock in the Nordics.

The strategy for Rest of
Western Europe is to accu-

mulate growth of Park Inn
through conversions, and
to secure market leadership

land, Germany and Benelux
—with a combination of new-
builds and conversions.

for Radisson SAS in mature
markets such as UK & Ire-

Radisson SAS in Dakar, Senegal, opening mid 2008.

Africa next

Rezidor operates in 48 countries from Iceland to South Africa, from
China to Portugal. In 2007 Mali was added to the Rezidor map, when
the new Radisson SAS Bamako joined the brand. As an all-suite hotel it
will be the capital’s foremost upscale property, strategically locatedin
the new administrative quarter. It will open for business in the second
quarter of 2008.

By year-end 2007 Rezidor had two hotels in operation in sub-
Saharan Africa, and in addition five hotels in the pipeline. South Africa
is Rezidor's key market in the region, with flagship properties in Cape
Town for Radisson SAS as well as Park Inn. In 2008 a new flagship
Radisson SAS will open in exclusive Sandton, Johannesburg and in
2009 another one in Port Elisabeth.

So far Africa is mainly Radisson SAS territory, with new hotels to
openin Lagos, Nigeria and Dakar, Senegal, during 2008. Park Inn will
follow where Radisson SAS has already established a stronghold.

The target is having a critical volume of hotels in operation or
development by 2010.
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SAS Djerba, Tunisia, and Radisson SAS St Petersburg, Russia.
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Understanding and respecting differences in business cultures, Rezidor is conducting business from North to South, from West to East. Clockwise: Radisson SAS Waterfront, Cape Town, South Africa, Radisson

The right contractfor every location
—the key to record growth

With 53 contracts signed by year-end, 2007 was the
most successful business development year ever for
The Rezidor Hotel Group.

An additional ten contracts signed by February 28 strength-
ened Rezidor’s claim to be one of the fastest growing hotel
groups in the world.

“In fact I think we are probably THE fastest growing hotel
company in the world at the moment”, says Puneet Chhatwal,
Rezidor’s Chief Development Officer. “This year we opened
5,027 rooms for trade and added 8,937 rooms to our growing
pipeline. Our asset management activity is also expanding with
the addition of new rooms to existing properties and by the
renewal of existing contracts. It shows the trust and faith of our
existing owners in Rezidor; while at the same time enhancing
the value of our company. In 2007 we signed 13 asset manage-
ment projects and added circa 1,000 rooms to our portfolio.”

“Operating three different basic contract types is a strong
competitive advantage”, continues Chhatwal. “While most
competitors only operate franchise contracts, we have an
asset-light model that includes lease, management and
franchise contracts. This way we can meet the needs and
demands of more property owners.”

Contract Types — Across Markets

Nordics

- High proportion of (interna-
tionally) branded hotels

- High barriers to entry

- Stable market with strong

Eastern Europe

- Fast emerging markets

- Lack of (internationally)
branded hotels

- Fast growth in both supply

RevPAR growth and demand
Today: Leased and Franchised ~ Today: Managed

Pipeline: Leased and
Franchised

Pipeline: Managed

Middle East, Africa & Others

Rest of Western Europe

- Mature markets

- Strong increase in demand

- Fierce competition due to
lack of available sites and
relatively high prices

Today: Leased, Managed and
Franchised

Pipeline: Managed and
Franchised

- Strong growth in both supply
and demand

- Highinterest and presence
of all international hotel
operators (Middle East)

- Strong interest to enter
African markets from all
international operators

Today: Managed
Pipeline: Managed and Leased

Of Rezidors total portfolio of 297 properties in operation
with a total of 49,296 rooms, 30% of rooms are leased, 46%
are operated through management contracts and 24%
through franchised contracts. Of all of the rooms signed in
2007, 14% are under leased agreements, 74% under manage-
ment agreements and 12% under franchise agreements.

“Ithas been our strategy for some time to expand primar-
ily by management contracts”, says Chhatwal. “The basic
rationale is to leverage what we do best and also to hedge
against volatility and create a healthy correlation to have
better risk management.”

With a management contract, Rezidor operates the hotel
on behalf of the property owner. The trade belongs to the
owner who is responsible for all investments in the hotel
and for operating costs. The owner also employs all staff
members, while Rezidor is responsible for every aspect of
the “day to day” business. For management services rendered
Rezidor receives a package of fees — typically a base fee (a per-
centage of gross revenue), a management or incentive fee (a
percentage of adjusted gross operating profit), a marketing
fee (based on room revenue) and a reservation fee (based
on numbers of reservations made).

“In strategic primary locations a guaranteed result has
been agreed in the management contract”, says Chhatwal,
“But this is more rarely the case today, especially in emerging
and high growth markets like Russia, the CIS and the Middle
Eastwhere nobody is opting for a guarantee. Out of all signed
contracts in 2007 only 24% had a financial commitment.”

Under a franchise contract, the hotel owner is authorised
to operate its hotel under one of Rezidor’s brands. The owner
also commits to meet the specific brand standards provided
by Rezidor. Rezidor’s income from a franchise agreement
includes a royalty fee, a marketing fee (based on room rev-
enue) and a reservation fee.

Whereas management and franchise business have grown
their share over the last five years, lease business still domi-
nates the top and bottom lines of Rezidor. With a lease con-
tract, all trade belongs to Rezidor and income derives from
all revenues less operating costs and rent paid to the property
owner. Rezidor carries all the benefits and risks associated
with operating the hotel.

“To reduce risk we’re shifting our business model towards
a fee-based revenue structure”, says Puneet Chhatwal. “To-
day 88% of total revenue still comes from lease operations.
To have the same top line effect as one single leased hotel, we
have to add 10-15 hotels under management or franchise.

“With our history as
a hotel owner, we
simply understand
property owners bet-
ter than many com-
petitors”, says Puneet
Chhatwal, Rezidor’s
Chief Development
Officer.

We prefer management contracts as they provide a balanced
risk and reward profile, while still allowing us to keep a high
control of the brands, quality and standards.”

There are clear cultural differences in various markets and
regions as to what kind of contracts owners prefer. In the US
80% of all hotels are operated under franchise agreements,
compared to only 0% in Europe. In the stable Nordic markets,
leased and franchised are most common. The mature Rest of
Western Europe markets see all types of agreements, whereas
owners in the fast emerging Eastern Europe markets prefer
management contracts, as do the Middle East and Africa.

“There is always a right contract for every location and ev-
ery owner”, says Chhatwal. “And that’s the contract we’re going
for. Ourstrategyis to continue to expand fastand with limited
risk in Eastern Europe, The Middle East and Africa with man-
agementagreements. The focus is on our core brand Radisson
and our growth brand Park Inn. Park Inn will be driven by
conversions, whereas we will continue to expand and purify
Radisson also through “new breed” new-builds. We intend to
go in-depths in our home markets, before entering into new
markets. In our mature home markets we are also looking at
smaller portfolios that fit into our brand structure.”

Today Rezidor is Europe’s largest airport hotel operator
with 25 properties open for business. Increasingly, Rezidor
has also expanded into resorts, with 277 properties in opera-
tion and under development.

“There is alogic to it”, claims Chhatwal. “We have to cater
to business and leisure travellers alike, as these are often the
same people in different roles. We are increasing the attrac-
tiveness of our loyalty programme by providing a wide selec-
tion of leisure destinations where our business customers,
who usually stay in our hotels for work, can spend their miles.
Itis the “360° offer”.
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A portfolio of great international brands
Rezidor’s brands cover the brandmap from economy to luxury.

Four Seasons
(fﬁ (744
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HOTEL MISSONI Bvlgari
InterContinental
Radisen
. Hilton
First-class Marriott
Sheraton
Sofitel
parkinn
Mid-market Holiday Inn
Novotel
Scandic
Economy %
Ibis
Budget Formule 1

Increased level of service (minimum to full)

Radisson SAS

—now taking the lead in
Europe’s “upper upscale”

Fast growth translates
into brand recognition
and the highest guest sat-
isfaction in Europe.

Radisson SAS celebrated its
magical No.2zoo when the
contract for the highly pres-
tigious Radisson SAS Hotel
Jumeirah in Dubai was signed
in December 2007. The 240
room hotel is scheduled to
welcome its first guests at the
end of 2009, and will further
consolidate Radisson SAS’
position as the leading “up-
per upscale” hotel brand in
EMEA.

The property is a typical
“new breed” Radisson SAS —
flagship properties with stun-
ning architecture and bold
design solutions — that have
increasingly become synony-
mous with the brand.

“Over the last five years
we have re-engineered the
brand more or less com-
pletely”, says COO Thorsten
Kirschke. “We realised that
a growing number of busi-
ness and leisure travellers
want their stay to be a truly
exciting and rewarding expe-
rience in addition to provid-
ing all the functionalities at
top efficiency. The focus on
contemporary design, style,
culture, food and wine is re-
ally a lifestyle hotel format
applied to a grand scale and
a big brand context. New
breed hotels dominate our
supply in key markets such
as Germany, UK and France
and have shaped the brand
perception there, but new-
breed energy fuels the whole
portfolio.”

With more than 200 ho-
tels in operation or signed in
the EMEA markets, Radisson

SAS is now No.2 in sheer
numbers and closing in fast
on No.1.

“We have the freshest
rooms supply in the industry
by far”, claims Kirschke. “With
our muscular pipeline, this
will become more and more
visible, and will boost brand
recognition and customer
preference even further in
the years to come. That, in
turn, will fuel RevPAR devel-
opmentand eventually estab-
lish strong premiums.”

Having reached critical
mass in a growing number
of markets, while at the same
time repositioning itself in
the “upper upscale full ser-
vice” segment, Radisson SAS
now benefits from a growing
brand power. This was veri-
fied through independent
research during the year.
In its 2007 Nordic study,
BDRC (Business Develop-
ment Research Consultants)
concluded that Radisson
SAS has been the “No.1 ho-
tel brand in the Nordics since
2001” in the deluxe/upper
full service segment. Its pan-
European study concluded
that Radisson SAS was “the
most improved upmarket
brand of the year” in the
same segment, with brand
awareness quickly catching
up on growth in hotels in op-
eration. The bedrooms, the
good working environment
and the attractive design
were among the features ap-
preciated by users.

“We have invested heavily
in brand awareness in chal-
lenger as well as incumbent
markets, and of course we’re
happy to see it pay off”, says
Olivier Jacquin, Senior Vice
President Sales & Marketing.

“It’s our ambition to develop
and communicate a brand
personality in all relevant
customer touch points that
levels with the contemporary
design concept. Our image
advertising has become wide-
ly recognised.”

However, there is not only
style, there’s also substance
behind the repositioning of
Radisson SAS. New pioneer-
ing service elements have
been added, such as in-room
Nespresso machines and free
Internet access — Radisson
SAS continues to be the only
international brand to offer
this service which is now be-
ing extended into Meetings
& Events. Guests have taken
notice. In the 2007 European
Hotels Guest Satisfaction sur-
vey—byleading global market
research company J. D. Power
and Associates — Radisson
SAS ranked highest in guest
satisfaction of all hotel com-
paniesin the “upper upscale”
segment (see page I1).

“Our approach is based
on a deep commitment to
contemporary hospitality:
continuously reinventing
what an upscale hospital-
ity experience — and being
a good host — is all about”,
says Kirschke. “Our guests
choose Radisson SAS be-
cause they are looking for a
fresh and different upscale
hotel experience. Having
taken the lead in innovation
and with faster growth than
any other brand upmarket,
it was even more important
to have our service perfor-
mance endorsed. Big is
not beautiful in itself — but
growing big by being beau-
tiful is!”

Source: HVS International

Thorsten Kirschke

What are the major

factors behind the

success of Radisson SAS?

- Organic, geographic spread
and growth plus our ability to
support and serve the mar-
kets we're expanding into

- Management competence
and continuity, combined
with international and cul-
tural diversity

- The Z factor, daring to be-
ing different, pioneering in
many fields...

- New breed supply and the
general brand image as of
today

What are the most

compelling reasons to

stay at Radisson SAS?

- “Yes | Can” service culture
and genuine hospitality with
clever service concepts

- Individuality by design and
concept application — all with
a twist of Now! and Wow!

- Value for money

What are the most

compelling reasons

tojoin the Radisson

SAS brand?

- Flexible and bespoke contract
solutions and continued, gen-
uine owner relations

- Approachable management
and asmall hierarchy to make
fast decisions

- We promise - We deliver!

Radisson SAS
Edinburgh goes green

In 2007, the Radisson SAS Hotel Edinburgh became
the first Rezidor hotel to have a full-time Respon-
sible Business (RB) consultant. And the hotel quickly
reaped the rewards.

Apartfrom being internally awarded “Best 2007 Responsible
Business Hotel”, Edinburgh was listed as a finalistin numer-
ous national environmental awards. In addition, the hotel
reduced its utility costs by 5%. Moreover, the hotel gained
new business, especiallyin the Meetings & Events segment,
and press coverage as a result of its green achievements, to
avalue of GBP 25,000. The salary of consultant Alexandra
Hammond was recouped after only six months.

After nearly ayear on the job, Hammond has gained several
new insights into further possible developments, and more im-
portantly—how these could be applied to other Rezidor hotels.
The programme can not be accomplished in a few weeks; it is
a long-term and exceptionally well organised project. Never-
theless, the Edinburgh example will surely inspire many other
hotels to follow in its footsteps.

A golden starting point

The foundation of the programme was already in place
when Hammond came onboard - including energy, waste
and water reduction, and the Carbon Trust (a UK govern-
ment funded energy savings company) had carried out a
free energy audit. The hotel had identified many oppor-
tunities to considerably reduce the hotel’s environmental
impact, as well as saving significant sums of money. Actions
included changing to energy efficient lighting, installing a
pool cover to avoid heat loss and evaporation, and increas-
ing staff awareness of energy savings opportunities. The
only thing still missing was enough time, and that is how
the idea of a full-time consultant was born.

“A successful RB programme such as this one depends on
two key components: the first is a sincere commitment from
the executive management, and the second is the commitment
from the employees. The rest — recycling schemes, awards,
charitable donations, ethical purchasing —will come with time
and effort. I was very happy to find out that commitment was
the cornerstone here, which gave me a tremendous potential to
make Edinburgh’s Responsible Business programme not just
strong, but outstanding”, Alexandra Hammond explains.

Monthly goals and actions
Each month saw a new set of goals and actions. Among the suc-
cess areas are the reduction of electricity use per occupied room
by 8.2% with estimated savings of GBP 9,000 per year. Through
various waste managementactions, a total of g tonnes of waste
was diverted from landfill. Increasingly, cardboard, paper, cans
and glass are collected and recycled, and old equipment such
as pillows and conference chairs are no longer thrown away but
instead, are given to charity. As aresult, the hotel won the 2007
Considerate Hoteliers Association WRAP Waste Reduction
Challenge for reducing waste volume by over 50%.
“Responsible Business isn’t just something that we should
be doing, it’s something that can help us achieve better value
from our business, as well as set us apart from our competitors.
When itis communicated well, it can help all areas — from Sales
to Meetings & Events to reservations — to achieve their aims”,
Hammond concludes.

\

Key actions for a successful RB programme

+ Ensure commitment from executive management

+ A committee with one representative from each
department with participants who are excited and
motivated, not necessarily people who know a lot
about Responsible Business

- Budget for initial costs and investment

« Set achievable but ambitious targets
- for energy, water, waste and linen

+ Communicate these targets to all employees
and guests

« Investigate free energy, waste and water audits
available

+ Record your actions and track utility usage to
measure progress.

- Communicate your efforts to guests and public, the
impact potential is much greater when people know
about your efforts.

« Consider environmental accreditation.
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“This magnificent landmark property will support Stockholm'’s status as one of the world’s most beautiful cities”, says Kurt Ritter, CEO of Rezidor.

Covering the Stockholm Waterfront

Boldly iconic, while at the same time respectful of
the sensitive waterfront skyline, the new Park Inn
Waterfront will support Stockholm’s claim to be the

Capital of Scandinavia.

Located between Stock-
holm’s iconic City Hall and
the busy World Trade Center
it is already being referred
to as one of the world’s lead-
ing meeting venues.

The new Park Inn Con-
gress Centre Stockholm
— with meeting facilities

for up to g,000 delegates,
smack in the very heart of
Stockholm - is one of the
major projects in Park Inn’s
pipeline. Rezidor has signed
a 20 year contract to operate
the congress centre as well
as the adjacent hotel. Park
Inn Stockholm Waterfront,

with its 418 guest rooms,
will be the brand’s flagship
hotel in Stockholm when
opening its door for guests
in 2010.

“Our roots are Scandina-
vian and we are very proud
to contribute to securing a
position for Stockholm in
the global meetings and
events market”, says CEO
Kurt Ritter. “This project
will impact far beyond its
own walls. It will add sub-

stance to Stockholm’s claim
to being the financial capi-
tal of Northern Europe.
Furthermore this magnifi-
centlandmark property will
support Stockholm’s status
as one of the world’s most
beautiful cities.”

The congress centre and
the hotel are built on the
site of the former Post Of-
fice Main Terminal, a long-
standing eyesore in the deli-
cate Stockholm cityscape.

Its highly modern architec-
ture is boldly iconic. But
it’s also respectful of the
sensitive waterfront skyline
that Stockholm’s inhabit-
ants hold so very dear. The
banqueting facilities offer
splendid views for up to
2,000 people of the City
Hall and Lake Milaren and
an all-day restaurant, bar
and fitness centre ensure
that Park Inn Stockholm
Waterfront will be a meet-

Jarl Asset Management

ing point for locals and visi-
tors alike.

The 13,000 m* of con-
gress facilities will be state-
of-the-art hi-tech with nu-
merous innovations that will
make Park Inn Congress
Centre Stockholm a new
benchmark for the meet-
ings and events industry.
Stockholm Waterfront also
includes a 25,000 m* office
complex.

goldpoints plus™ for

a better environment

The Rezidor Hotel Group
and Carlson joined for-
ces to found a new and
truly global loyalty pro-
gramme across all brands
which was rolled out in
October 2007.

Already available before this
re-launch was the possibil-
ity for guests to carbon neu-
tralise their stay. Rezidor is
the first international hotel
group in the world to offer
its loyal guests the opportu-
nity to offset the emissions
associated with their trips to
its hotels and the arrange-
ment has been made pos-
sible through a cooperation
with The CarbonNeutral
Company.

“The goal is to make it
simple for the guests to do
something beneficial for the
environment or societywhen
staying with us”, explains Pia

Heidenmark-Cook, Vice Pres-
ident Responsible Business.
“That’s why we have created a
possibility for our goldpoints
plus™ members to convert
their Gold Points® to climate
neutralise their stay”.

The points are earned
each time the member stays
with or arranges a meeting
at Regent, Radisson SAS,
Park Inn, Country Inn &
Suites, Park Plaza & Re-
sorts, Radisson or Radisson
Edwardian. The points can
normally be converted to
free hotel nights, room up-
grades, airline miles or oth-
er services —and now also to
make an active standpoint
in favour of a better environ-
ment.

All calculations have
been conducted in conjunc-
tion with The CarbonNeu-
tral Company. For example
you would need 2,000 Gold

goldpointsplus

goldpointsplus

MR. I HOLDGAARD
0000 000 000

Points® to offset 270 kg
carbon dioxide, roughly
equivalent to one to two ho-
tel nights including travel
by car. The carbon dioxide
emissions are offset through
donating money to projects
in developing countries fo-
cussing on renewable en-
ergy solutions, which saves
the equivalent amount of

goldpoints

carbon dioxide as the mem-
ber choose to offset.
“Another alternative is
to donate your Gold Points®
to The World Childhood
Foundation, the chosen in-
ternational charity organi-
sation, both for the Rezidor
Hotel Group and the Carl-
son Hotels” concludes Pia
Heidenmark-Cook.

Rendez -VOUS
in Paris.
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Adding
colour

to life

your needs

locations

Join the celebrations of 100 Park Inn hotels
in operation and under development in
Europe, the Middle East & Africa

rkinn

www.parkinn.com E OEE CEE VEE SEE =

Positive thinking leaves
amark in marketing

Image advertising is not
the standard marketing
approach in the hotel
industry. But given that
Radisson SAS is not the
typical industry player,
why should its marketing
be standard?

With snazzy visuals and its
confident positioning state-
ment “Hotels that love to say
Yes!”, Radisson SAS brand
advertising has made a strik-
ing impression on travellers
atmajor airportsall over Eu-
rope, as well as in business
and lifestyle magazines.
“We have developed a
page style and a brand per-
sonality that match the new
breed design concept”, says
Olivier Jacquin, Senior Vice
President Sales & Market-
ing. “It has to be bold and
different, just like the ho-
tels. Butit’s not only a ques-
tion of look and feel, there
also has to be attitude. For
one thing, we believe there
is room for humour in ad-
vertising. All our communi-

Adistinctive contemporary page
style makes Radisson SAS adver-
tising easily recogaisable. Along
with the snappy copy.

cation reflects the culture of
Yes!, the positive thinking
that drives Radisson SAS.
We know our guests want
a hassle-free and cheerful
hotel experience. Travelling
can be extremely tiresome,
and we want them to experi-
ence Radisson SAS as a ha-
ven of positive energy.”

With “Yes I Can!” as the
everyday service credo for
every Radisson SAS em-
ployee, “Hotels that love to
says Yes!” is as far away from
an empty slogan as you can
possibly get.

Apartfrom overall brand
advertising, the marketing
programme of Radisson
SAS targets the Business
Individual traveller, the
Leisure Individual traveller
and Business Groups. Many
of the activities are funneled
through the travel trade, es-
pecially the Look To Book
programme. Others are
carried by goldpoints plus™,
Rezidor’s and Carlson Com-
panies’ loyalty programme,
thatwas “re-launched®in Oc-
tober 2007 as the first global
initiative with Carlson.

“Improving the Radisson
SAS web site to make it one
of the best in the industry
had high priority in 2007
and this will continue in
2008. Our new web site is
easy to use, easy to browse,
and offers easy to book func-
tionality”, says Jacquin. “A
positive reservation experi-
ence is avery forceful brand
builder.”

MICE, the Meetings &
Events market, has evolved
as a high priority segment
for Radisson SAS, offering
new business travellers their
first experience of Rezidor’s

“Hotels that love to
says Yes!’ is as far
away from an empty
slogan as you can
possibly get”, says
Olivier Jacquin.

hospitality products. In
2007, MICE sales increased
by 24%. The meetings prod-
ucts of Radisson SAS enjoy
continually higher aware-
ness and was rated “most
improved” in 2007 by meet-
ing agents in Germany and
corporate meeting planners
in the UK.

“We had set a global tar-
get of 80 MEUR in 20077,
says Jacquin. “I'm pleased
to see that we reached this
target with final sales up
24% versus 2006. MICE
will continue to lead our
agenda and we have set an-
other aggressive target for
2008. MICE sales is contrib-
uting to a growing share of
Rezidor business. In 2008,
we aim to contribute up to
20% of Rezidor’s revenue
through MICE.”

Double win in European
Hotel Guest Satisfaction

Radisson SAS has been uncompromisingly committed
to guestservice since 1996 when itlaunched its “100%
Guest Satisfaction Guarantee” — guests don’t have to
pay for services that are not delivered on promise or
are not made right if they are initially wrong.

This ongoing dedication to
delivery has contributed to
both building the brand and
the preference and loyalty of
its customers. Confirmation
of solid and growing guest
satisfaction now comes in
many ways, including, very
importantly, from the highly
regarded ].D. Power in No-
vember 2007.

J.D. Power and Associ-
ates is the leading authority

among market research com-
panies and is close to being a
legend in its field. In its ‘Eu-
ropean Hotel Guest Satisfac-
tion survey by leading global
market’ for 2007 Radisson
SAS ranked highest of all ho-
tel companies in the “upper
upscale” segment. Park Inn
emerged as the winner in the
“economy” segment.
“Nothing can be more
rewarding for us than this

testimony to our service
excellence”, says Olivier Jac-
quin, Senior Vice President
Sales, Marketing and Distri-
bution. “We pride ourselves
on always doing our utmost
to deliver on brand prom-
ises —and then to improvise
on top of that to — exceed
expectations in every given
service situation. That is
where our “Yes I Can!” ser-
vice philosophy is really do-
ing its magic, treating each
customer as an individual,
understanding needs and
preferences in every situa-
tion and doing our best to
deliver on that.”

Radisson SAS guests
were particularly happy with
check in/check out proce-
dures and service perks such
as the free high-speed Inter-
netaccess. Park Inn showed
excellent results in check
in/check out functionality
aswell food & beverage and
hotel facilities.

“The fact that Park Inn
ranks highest in the econo-
my market segment is par-
ticularly impressive”, says
Jacquin. “Thisis averyyoung
brand, and reaching this level
of recognition for its service
performance after only four,
five years in existence is next
to sensational.”



REZIDORFINANCIAL 07 Brands & Operations 11

The Radisson SAS Waterfront Hotel, Jersey.

New Breed
—1t’s all
about Now!

The stunning glass and steel “new breed” flagship
hotels —anincreasingly dominant part of the Radisson
SAS supply — make convincing image advertising.

“We live in a design-conscious age. And, increasingly, hotel
guests expect to be “wowled” by innovative and striking design
solutions, both inside and out. In our new breed hotels, we give
them a design and lifestyle experience to write home about”,
says Gordon McKinnon, Executive Vice President Brands.
“Some of these new hotels have become destinations by them-
selves and are the talk of the town, not only locally.”

This new generation of Radisson SAS hotels, with spectacu-
lar architecture and interior design, was introduced to the
market five years ago in response to an emerging demand for
lifestyle hotels for abroader audience. The new breed Radisson
SAShotels are importantin redefining the brand and to secure
its position as the most dynamic and innovative contemporary,
alternative, upscale hospitality choice.

“Today more than 40% of the Radisson SAS inven-
tory could be classified as new breed,” says COO Thorsten
Kirschke. “As new ‘new breeds’ are constantly coming on line
this is becoming the norm for the brand. We aim at market
leadership by combining this unique and stylish approach to
hotel hardware with really innovative service fuelled by our
trademark Yes I Can! spirit. We fully acknowledge that attitude
and spirit, atmosphere and ambiance are more important
than any hardware. People are always more important than
bricks, steel and glass.” The Radisson SAS Fredrikstad, Norway.
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Park Inn No.100 will start “painting the town” in mid 2009.

No.100-adding colour
to the greyin Aberdeen

“Adding colour to life”, is the tag line of Park Inn. And the
brand lives its credo in the most striking way, sometimes
“painting the town” with trains, buses and cars decorated
in its vivid — and easily recognised — colour scheme.

Aberdeen is Scotland’s third largest city with a popula-
tion of more than 200,000 people. It used to be nicknamed
the Granite City due to the large number of buildings built
from the locally quarried grey granite that still dominates
the face of the city.

Park Inn No.100 — Park Inn Aberdeen — will help to
change that. The 184 rooms property will be a flagship hotel
for the brand when it opens for business in mid-2009. Today,
Aberdeen is a very dynamic city and one of the oil capitals
of Europe. One of the targets of Park Inn Aberdeen will be
to serve the North Sea oil industry and its business partners
with efficient mid-scale hospitality and a high fun factor.

Rebranding made easy

Small things making a big impact is the key to fast con-
version. With its focus on rapid growth through mainly
conversions, Park Inn has developed highly effective time-
to-market procedures.

“We have to be fast, without compromising an inch, to
establish all the brand standards that have proved so suc-
cessful for Park Inn”, says COO Jacques Dubois. “There is
a clear set of mandatory items that have to be putin place
before we can start operating a hotel under the brand, se-
curing a coherent product standard and contributing to
building brand equity.”

The programme is called Park Inn Essentials. And it covers
everything from investments in the typical Park Inn interior,
promotion and collateral material to operational items.

“Some of these are small things that make a big impact;
such as our clean, white bed-linen contrasted with our colour-
ful bed strip or the colourful shower curtains and the distinc-
tive Park Inn Art that decorates our rooms and public areas.
These details will tell you immediately that you're in a Park
Inn hotel.”

Operational conversions can be done in as little as one
week depending on the condition of the property and the
extent of any product improvement works required under a
contractual product improvement plan (PIP).

“We have specialist conversions/openings teams”, explains
Dubois. “They know exactly what to tackle when, and how to
geteverything in order for efficient operation from day one.
Certainly, we are keen to create a coherent service delivery
from the very start of being up and running. That’s why we
have an ambitious programme for training our people in cre-
ating the typical Park Inn experience —easy, fun and friendly.
A smile is, again, one of these small things that make a big
difference...”

A substantial proportion of Park Inn properties added to
the portfolio during the last 24 months are now also being ex-
tensively refurbished. The investment programme, includes
iconic bathrooms and public areas.

= T I e e e T
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Park Inn Ekaterinenburg s a newly constructed modern hotel with 160 guest rooms featuring contemporary decor, vivid colours and modern
furnishings in the typical Park Inn style. Located in the city centre and some 20 kilometres from Koltsovo International Airport, it is an attrac-
tive hotel for business as well as leisure travellers.

Park Inn, positioned
for turther fast growth

Understanding the individual needs of each property owner and being able to
offer the right solution gives Rezidor a true advantage in business development.

An “easy to use”, friendly
and affordable hospital-
ity product seems to be an
idea whose time has come.
Passing the critical 100 in
December 2007 by add-
ing the Park Inn Aberdeen
in Scotland was indeed a
benchmark for Rezidor’s
new growth brand. Intro-
duced to the company’s
portfolio in 2003, Park Inn
has successfully followed in
the footsteps of its upmarket
sibling, Radisson SAS, by ex-
panding in markets where
Rezidor already has a strong
presence — the Nordics, Ger-
many, the UK and Russia in
particular.

“Starting from zero in
our markets, it has really
been a question of building
the brand from scratch”,
says Jacques Dubois, Chief
Operating Officer Park Inn
hotels. “Early on we iden-
tified the need for a mid-
market brand that provid-
ed all the essentials better
than any current offer on
the market, packaged in a
fresh, colourful way and de-
livered with loads of positive
energy, offering more value
for money than any competi-
tor. Park Inn is the answer
to that. Obviously we have
succeeded. Growing from
zero to 100 hotels in less
than five years is an unprec-
edented growth pace, only
to be beaten by ourselves in
the future.”

Focussed on mastering the
basics of a hotel experience,
Park Inn hotels offer warm
and casual service, are spot-
lessly clean, easy to use, safe
and fun — meeting and sur-
passing all the fundamental
needs of frequent travellers
on business or leisure.

“Yes, the Park Inn guest
experience should be un-
complicated and reward-
ing”, states Dubois. “Park
Inn is a highly efficient,
fresh and vibrant — differ-
ent by looks, and different
by attitude. Our service is
fuelled by Rezidor’s ‘Yes I
Can!” We take great pride
in delivering an ‘easy to use’
and affordable hospital-
ity product that focuses on
what really matters: a good
comfortable sleep in a fresh,
clean and safe environment,
and services that are always
delivered with a warm and
friendly attitude. We believe
in ‘sleep well, live well’.”

Atrue growth engine, 14
new properties were brand-
ed Park Inn in 2007 alone.
Another four was added in
the first two months of 2008.
Today, a majority of the new
Park Inns are conversions,
which you would expect
from a young brand, where-
as going forward, a greater
number will be new-builds
as these projects come on-
line.

“We have developed
some very efficient brand-

ing tools and processes”,
claims Dubois. “They allow
us to quickly convert a hotel
to a fully-fledged Park Inn.
Certainly every property will
have to qualify first, by being
among the bestin its class al-
ready. A quick ramp-up pro-
cessisavital part of the Park
Inn success formula.

Park Inn appears as a
strong emerging player in
the BDRC (Business Devel-
opment research Consul-
tants) Pan European and
Nordic Hotel Guest Surveys
of 2007, its brand obviously
building awareness by every
new week in operation and
every new property added.

“Itis obvious that we now
start to reap the benefits of
having launched one of the
most distinctive identities
of the branded hospitality
world”, says Dubois. “You
can immediately identify
a Park Inn by its striking
colour theme that also em-
bodies its brand promise of
simplicity, joy and energy.
We believe in making com-
munication easy and have
devised an efficient pro-
gramme for advertising that
is simple, impactful, flexible
and adaptable. Just like our
guests are people about
town, we use planes, trains,
buses and automobiles to
make a branded impact on
the streets, adding colour to
real life”.

“Park Innis the answer to a
growing demand for an un-
complicated, affordable and
efficient — yet highly enjoy-
able — hotel experience”, says
its COO, Jacques Dubois.

What are three major

factors behind Park

Inn’s success?

- Reputation of Rezidor as a
hotel operator

- Clearly defined product
positioning

- Visually impactful
communications

What are the three most

compelling reasons to

stay at aPark Inn?

- Good value for the price

- Yes | Can!service = a stay
where everything works

- Clean, safe, comfortable

What are the three most

compelling reasons to

jointhe Park Innbrand?

- New brand, no negative
legacy

- Flexible approach to con-
tracting — we find solutions

- Fast growing brand, being
part of the story (as op-
posed to being “just an-
other Holiday Inn"....
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The red carpet for Responsible Business stretched all the way to the Nobel Prize celebrations where Gore and the IPCC were jointly awarded the Nobel Peace Price.

Scanpix/Bjorn Sigurdson

Responsible Business on the red carpet

2007 will go down as the year when Responsible
Business was paraded up the red carpet and environ-
mental issues lifted to the executive level. Rezidor,
as a long-term promoter of corporate responsibility,
wholeheartedly embraced this shift.

Starting off with Al Gore receiving an Oscar for his film “An
Inconvenient Truth”, the red carpet stretched all the way to
the Nobel Prize celebrations where Gore and the IPCC were
jointly awarded the Nobel Peace Price.

We are all facing huge challenges ahead, and for the travel
& tourist industry the increased environmental awareness
has already led to a much needed common insight that some-
thing has to be done. And done now!

Meeting increased demands

For Rezidor, sustainable profitability and growth depend
upon operations being able to meet the demands set by cor-
porate clients and society at large. These include environ-
mental standards and requirements for social accountability
and ethical behaviour. Responsible Business (RB) also re-
duces the operational costs — efficient use of natural resourc-
es, such as energy, and waste reductions, lower operational
costs and mitigate the environmental risks —along with the
associated legal, insurance and financial expenses.

According to Pia Heidenmark-Cook, Vice President Re-
sponsible Business, Rezidor is well prepared and will enjoy a
comparative advantage due to its long-standing Responsible
Business work.

“More and more guests desire alow impact hotel stay that
reflects their everyday environmental consciousness, and
the same goes for corporate clients. In the past, very few
of these clients had green travel policies and guests were
mostly unaware of the impact of their hotel stay. But this is
changing fast. Many large international companies are issu-
ing ‘low-carbon’ travel standards and individual guests are
beginning to take environmental and ethical concerns into
account when choosing accommodation. Environmental
and social information is quickly becoming an important
part of the sales and marketing process. We look forward
to meeting this challenge, and to being able to reap the
benefits of Rezidor’s active Responsible Business work”, says
Heidenmark-Cook.

Increasing investor awareness

From a capital cost and shareholder perspective, investment
funds, banks and the socially responsible investment com-
munity are showing an increased interest in companies’

environmental and social performance. Morgan Stanley
estimates that, in the near future, 15% of managed capital
in Europe and the US will be managed according to respon-
sible business investment criteria.

“We calculate that about 10% of our shareholders invest
with SRI (Socially Responsible Investment) criteria and a ma-
jority of those have signed up to the Principles for Responsible
Investing. This indicates that we are attracting capital that
recognises the benefits of our Responsible Business agenda”,
says Heidenmark-Cook.

For a hotel management company such as Rezidor, re-
ducing the carbon footprint is not an isolated area; it also
involves close discussions with property owners, constructors
and architects.

“This process is challenging because many of the actions
which need to be taken require investments in and around
the properties. We do not own these properties; they are
owned by our business partners. But property owners are
also increasingly inquiring whether we operate hotels in an
environmentally efficient manner, and so a long-standing
RB programme with a rigid reporting structure is very ben-
eficial”, Heidenmark-Cook says.

Risk management

There is alot to gain from implementing a responsible busi-
nessagenda, ethically and economically. And there are risks
in failing to do so. One apparentrisk is a possible decreased
travelling rate due to a failure by the travel industry to reduce
carbon dioxide emissions — either as an outcome of legisla-
tive and regulative pressures such as carbon tax, resulting
in increased travel prices — or through voluntary cutbacks
in travel by the customers themselves. There is also the risk
of the sudden impact of climate change; travel patterns can
be disrupted by natural disasters and hotel properties can
be damaged by storms or flooding.

“The effects on earnings as well as risks are presently
impossible to estimate as any quantitative measure. But the
costs directly associated with the RB programme are mea-
sured, including energy consumption, water use and waste
disposal. The programme is our way of handling the risks
associated with resource management, and also our safety
and security work.”

Climate change strategy for 48 countries

One of the biggest challenges ahead is to establish a strong
climate change strategy that can be adjusted to the differ-
ent conditions in the 48 countries where Rezidor operate
hotels. Butsome of these areas are more easily targeted than

others. One of the aims for
2008 is to obtain more third
party environmental certifi-
cations.

“In the UK, we aim to
adapt seven Radisson SAS
hotels to the Green Tourism
Business Scheme. In Scan-
dinavia, our target is that a
further 16 hotels will obtain
the Nordic Swan Eco-label.
In France, Tunisia and Bene-
lux, six hotels will obtain the
Green Key, and in Ireland,
the Green Failite Award is
the aim for eight hotels. Our
hotels will focus primarily on
proving they meet the strict
criteria set by these parties,
for example, on energy man-
agement, waste sorting and
green purchasing. Another
challenge lies in encourag-
ing our franchised hotel
partners, many of them with
very active environmental
and social programmes in place, to report into the Rezidor
system because this helps us make improvements”, explains
Heidenmark-Cook.

“More and more
guests desire a low
impact hotel stay
that reflects their
everyday environ-
mental conscious-
ness, and the same
goes for corporate
clients”, says Pia
Heidenmark-Cook.

Main environmental impacts

Operating hotels involves the use of raw material, energy
and water, and results in waste generation. Rezidor’s main
impacts on the environment are energy use —with the con-
sequent contribution to climate change —and consumption
of materials. The environment is either directly or indirectly
considered in all of the eight Responsible Business policy
statements.

“All our stakeholders are included in building and operat-
ing our business in an environmentally sustainable way. The
operational responsibility lies with each General Manager,
who, in his or her turn, is supported by co-ordinators and an
RB team in each hotel. Our employees are educated to make
conscious decisions in favour of the environment, we strive to
make our guests equally aware of how they can help and we
also choose our suppliers from an environmental responsi-
bility perspective”, concludes Heidenmark-Cook.



14 Luxury andlifestyle

REZIDORFINANCIAL 07

Wolfgang Nitschke was awarded “Best General Manager 2007".

Talk of the
town 1n Berlin

“Mr Regent” does it again, this time in Germany’s
magnificent capital.

“Attention to detail and personal service with a gracious
smile”: that’s General Manager Wolfgang Nitschke’s answer
as to whatis the success formula of The Regent Berlin. Easy
to say perhaps, but not so easy to deliver — and deliver con-
sistently at the highest possible level of luxury hospitality.
In 2004, when Rezidor took over the very prominent Berlin
property from the previous management company, Four
Seasons, it was deeply in the red.

Nitschke created new management, marketing and sales
teams, and led staff training and recruitment initiatives
focussing on the highly personalised service for which the
Regent brand is world famous. In addition, he initiated ex-
tensive refurbishments, including extended meeting space
and the creation of Fischers Fritz, a gourmet restaurant
from world-class chef de cuisine, Christian Lohse, which was
awarded its second Michelin star in 2007. The hotel soon
was the talk of the town.

“Mr Nitschke has a formidable personal network from
his earlier career”, says Kurt Ritter who hired him for the
Regent property. “It’s amazing how he has managed to es-
tablish his hotel so quickly as the place to stay in town and
attract so many international celebrities.”

In 2007 The Regent Berlin’s high level of performance
exceeded all expectations, especially with regard to RevPAR
growth. It was no big surprise that Nitschke was awarded
“Best General Manager 2007” at the Worldwide Hospitality
Awards in Paris in November.

His formula? “You have to maintain physical control and
involvement in all areas of the hotel, you have to strive for
perfection and lead from the front”.

Wolfgang Nitschke has played a key role in the history of
Regent, joining the brand in its infancy after it was created
by Bob Burns in the 1980s. His experience with the Regent
brand includes positions with Regent properties in Hong
Kong, Sydney, London and Los Angeles. He has also played
avital role as Regent Area Director for North America and
served as General Manager at landmarks like Le Meridien
Heathrow, The Dorchester in London and the famous Burj-
Al-Arab Hotel in Dubai.

His long history with The Regent brand and his latest
success with The Regent Berlin have earned him the epithet
“Mr Regent”, and he has been very active in supervising the
finalising of The Regent Bordeaux.

“The Regent Bordeaux has just opened its doors —and its
aim is excellence in all aspects”, he states simply.

What future does he see for The Regent brand?

“If we do it right the brand has a glorious future. The
Regent Esplanade in Zagreb was recently ranked g4™ of
the 100 best hotels in the world by Condé Nast Traveler.
They do it right, with meticulous attention to detail. The
big challenge for the brand is growing fast enough in order
to facilitate cross exposure and recognition.”

“The true highlight of 2007”,
says Wolfgang Nitschke about
being awarded the second Mi-
chelin star for Fischers Fritz,
The Regent Berlin's acclaimed
restaurant. Fischers Fritz repre-
sents the high end of fine dining
in Berlin, and is the only two-
starred restaurant in the Ger-
man capital. As one of the most
celebrated chefs in Germany,
Christian Lohse offers superb
fish and seafood specialties in
his exclusive dining room with
its unique view of the historic
Gendarmenmarkt.

the Tao of Regent.
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The Tao of Regent
arrives in Bordeaux

Finally the wine capital
gets a hotel worthy of
a Latour, Margaux or
Petrus.

“Understanding luxury in
its deepest meaning — that is
what The Regentis all about”,
says Thorsten Kirschke, COO
Radisson SAS and Regent
Hotels. “We provide luxury
for all senses, with a gracious
and omni-present service that
builds on the Tao of Regent:
‘To hear without being told,
to see withoutbeing shown, to
know without being asked™”.

The sophisticated city of
Bordeaux has reached new
heights of elegance thanks
to The Regent Bordeaux.
The hotel has been wel-
coming guests since May
20077, and will be fully op-
erational by the time of its
official inauguration in
May 2008. Located just op-
posite the Opéra National
de Bordeaux, the facades of
the former Palace Bordelais
have been restored to their
former glory, while its interi-
ors offer an unprecedented
level of splendour. Famed

French designer Jacques
Garcia styled the opulent
guest rooms, and guests can
enjoy the region’s legend-
ary food and wine in three
greatrestaurants or pamper
themselves in the 1,000 m?
Le Bain de Léa Spa. Guests
are whisked from and to
the airport in sleek Bentley
Continentals, guaranteeing
ahigh style experience from
beginning to end.

“To deliver a magical
experience, something you
will never forget: that is the
very purpose of the Tao of

Regent”, says Nathalie Seiler-
Hayez, General Manager of
the 150 rooms and suites.

The Regent experience is
currently offered in Europe
in Berlin, Bordeaux and Za-
greb, with Dubrovnik and
Abu Dhabi to follow.

“We believe passionately
in this brand”, says CEO
KurtRitter. “With its unique
legacy and solid brand equi-
ty, it has exceptional poten-
tial and we are determined
to restore it as the world’s
leading luxury brand.”
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Hotel Missoni—a new take
on life and style and luxury

Fresh out of the brand workshop
—a genuine stunner.

“Ithas taken alittle longer to get this right than anticipated”,
says Gordon McKinnon, Executive Vice President Brands.
“But we believe it was worth investing time and effort. With a
brand like Missoni, you must get it right from the beginning.
The heritage is so strong and the visibility so high, that you
will not have a second chance.”

Rezidor signed an agreement with the Missoni family in
late 2005 to jointly develop a hospitality brand in the “new

luxury” segment for roll out globally in selected style-conscious
and energetic cities. Initially, the development focus will be
Rezidor’s established European and Middle Eastern markets
with expansion in to the US expected soon after.

The first two Hotel Missonis will open in Edinburgh and
Kuwait in the first quarter of 2009. “With all due respect they
seem slightly unusual cities to launch a fashion brand in, but it
was important that we had real projects to develop the brand
through ”, says McKinnon. “Working in a hypothetical vacuum
with a brand as real as Missoni would never have worked. In fact
so much so, that we’ve even set up a full brand workshop and

“With any new brand
you have to getit
right from the very
start, but with a
brand like Missoni
you have absolutely
no choice, it’s a moral
imperative, a family
responsibility”, says
Gordon McKinnon.

showroom at Sumirago in Northern Italy’s Varese province,
the village home of Missoni, where various components of the
brand are being tested and showcased to achieve a product that
isnot onlyvisually stunning butalso of course practicablyviable.
Relevance and authenticity are always important when building
abrand, and for that reason it has been an absolute joy to have
the Missoni family— and especially Ms. Rosita Missoni —deeply
involved in the project”.

Missoni hotels have been created as a flexible brand model
despite their high design component. They will work as new-
build properties as well as conversions. They will be able to vary
in size from 40 rooms to as many as 250 dependent upon the
architecture, and typically the room size will be around §o m*
although this again will be hugely location dependent. At the
core of each hotel will be the key hotel, bar and restaurant com-
ponents, although again depending on location additional
dimensions like spas, coffee and chocolate shops, retail offer-
ings, as well as event spaces, have all been developed. Naturally
an inherent Italian culture will prevail throughout.

For mare information or to make o reservation pled
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Growing business

through growing people

The Rezidor Hotel Group, as one of the fastest growing hotel companies of the world, has a powerful brand
promise. And the unique service concept of Yes I Can! forms the very core of that promise. Yes I Can! fo-
cusses on optimising guest satisfaction — the key essential of every hotel business. But how does the company
get 26,000 Rezidorians across Europe, the Middle East and Africa, to genuinely embrace and enact this
philosophy every day and in everything they do?

In a people industry like
hospitality, both the prod-
uctand the brand are recre-
ated every day by the people
who deliver them. Beathe-
Jeanette Lunde, Senior Vice
President of People Devel-
opment & Radisson SAS
Franchise Operations is
also a member of the Execu-
tive Committee. We asked
her to tell us more about
people development and
the Rezidor philosophy of
growing business through
growing people.

“The frontline creates
the bottom line” explains
Lunde. “Success in the hotel
industryisall about having a
highly motivated workforce
who have learnt to listen to
the customer, exceeding
his or her expectations, so
they return and become ad-
vocates of our brands. Em-
ployees who feel engaged

and responsible and proud
of being a part of this com-
pany will constantly strive to
achieve more. We think that
engagement, commitment
and having fun, is the way to
profit. In thatrespect, we are
abitunusual in our business
model! The key to success-
ful people development is to
grow each and everyone to
her or his full potential. This
can either mean embarking
on a traditional ‘vertical’ ca-
reer to a management posi-
tion for example, or growing
towards pure excellence in a
specific profession or func-
tion, whether it’s up-front or
back office.”

“Yes I Can!” career
management

There are numerous ways of
measuring and planning ca-
reer steps and encouraging
outstanding performance.

Centres of Excellence, a
5-Step Training Programme,
an “On Job Library”, a Busi-
ness School, internships for
potential employees, Men-
tor Mentee Programme and
tool-boxesensure thatpeople
have the means to grow with
the company. But you need
to walk the talk as well and
the unique Yes I Can! hospi-
tality has been a key differen-
tiator in the journey towards
the “Best Mid and Upscale
Hotel Brand in Europe Of
The Year 2007”. Originally
a Carlson programme, Yes
I Can! was brought into the
company in 1995 and is now
the core culture of Rezidor.
“The Yes I Can! philoso-
phyis very simple and power-
ful. It’s based on individual
empowerment to make deci-
sions in every situation. It’s
based on the urge to con-
tinuously improve and al-

ways do your utmost to help
the customer. It’s based on
a healthy competitiveness
in our common striving to
both outperform the compe-
tition and to compete for in-
ternal awards. Above all, it’s
aboutalot of common sense
and treating the customer or
your colleague like you your-
self want to be treated and
respected. This method has
made us a leader in our in-
dustry”, continues Lunde.

An Employer

Branding veteran
Employment Branding is a
major talking point today.
And although Rezidor has
already been successfully pro-
moting its employer brand for
the better part of the decade,
ithas never officially been la-
belled as such. Already hav-
ing received several awards
for Best Practise within the

It's all about mastering the essentials of the hospitality business. The
36th Business School was held at Radisson SAS Golden Sands Resort,
Malta — with a group of dedicated “Yes | Can!” ambassadors.

Human Resources field, the
company is very well geared
to drive the success story even
further.

Rezidor has always done
alot of branding and PR for
Human Resources. Since
1989, Rezidor has been
committed to using the
process commonly known
as LOTS®, an acronym for
Logical Thinking System.
The LOTS gives direction
to Corporate, Regional and
General Managers, Depart-
ment Heads and Managers
in every area of their respon-
sibilities, including budget,
business activities, results
reporting, planning, delega-
tion and follow-up.

“Business planning us-
ing the LOTS process en-
sures conformity within
the company in terms of a
common purpose, objec-
tives and strategies. It’s an
effective tool that actively
contributes to the hotel’s
Business Planning process
and it can also be easily used
to help with our everyday de-
cision making. In 1992, we
also launched and branded
the Supervisory Leadership
Development programme
called S.T.A.R., which has
become one of our pillars
of basic leadership develop-
ment. Since the launch of
the Business School in 1996,
all programmes have been
branded and communicated
with a view to either attract-
ing new people to come and
work for us or to retaining
our existing talent”.

The Business School

@ Rezidor

In order to drive business
even further it is impera-
tive to master the essentials.
And that’s the exact purpose
of the Business School@
Rezidor. The Business School
is a learning platform that
drives revenue, quality and
value. It encourages and
helps people to lead them-
selves and others, and also to
lead the business.

“The courses all have
impact on the business
objectives of guest satisfac-
tion, employee satisfaction
and owner satisfaction. The
goal of all our training pro-

“The brand promise
is recreated every
day by the people
who deliver it”, says
Beathe-Jeanette
Lunde.

grammes has always been to
build a branded culture and
to enable employees to ‘live
the brand’ that they repre-
sent.

In recent years, we have
also seen an important
change in people’s selec-
tion criteria: they want to
work for a company who
also take social, ethical and
environmental, responsibil-
ity into consideration. Since
1996, we have more actively
engaged our leaders and em-
ployees in a number of goals
and activities. Our compre-
hensive Responsible Busi-
ness programme has beenin
place across all brands and
all regions for over six years
now. We have a company-
wide employee training pro-
gramme and are abouttoroll
outa brand-new module this
year. We have handbooks, a
brochure, campaign mate-
rial and individual hotel ac-
tion plans. September is our
Responsible Business Action
Month and all hotels, as well
as the Corporate Office,
get involved in local activi-
ties to raise awareness and
money for World Childhood
Foundation or other good
causes”, concludes Beathe-
Jeanette Lunde.

Let’s take
responsibility!

responsiblebusiness.rezidor.com
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Avyear of corporate social responsibility

The notion of corporations assuming a greater soci-
etal and environmental responsibility has grown in
importance during the past decades.

This is in part due to the challenges that globalisation
brings, but also because there is increasing knowledge that
being responsible makes good business sense. Corporate
Social Responsibility (CSR) generally refers to business
decision-making linked to ethical values, legal compliance,
and respect for people, communities and the environment.
At Rezidor, we have chosen to refer to our CSR work as Re-
sponsible Business (RB) because we believe it comes down
to our personal and professional responsibility to make
things happen — which is very much in line with our most
core philosophy—“Yes I Can!”. Without taking that respon-
sibility, we can not make a difference and sustain long-term
profitability.

Our long-term success depends on our understanding
and ability to address the needs of those who affect or are
affected by our operations. In our Responsible Business pro-
gramme eight key stakeholders are identified: employees,
customers, property owners, shareholders, suppliers and
business partners, local and global communities, authorities
and the natural environment.

Our stakeholder relations encompass a number of envi-
ronmental, social and economic issues, such as efficient use
of resources, limitation of emissions and waste, children’s
rights and wellbeing, workplace and guests’ health and
safety as well as cultural heritage.

One key part of the Responsible Business programme is
to improve our environmental performance. To be able to
compare the hotels’ performance over the years, keeping
in mind our strong growth, Rezidor uses key performance
indicators based on occupancy. In the following tables, in-
formation is found on key parametres such as energy, water
and residual waste for the three main brands in operation;
Radisson SAS, Park Inn and Regent. Noticeable is the large
regional differences in energy and water use, as well as car-
bon footprint.

Energy
kWh/guest night

07
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200

m Park Inn Regent

Environmental key indicators for hotels in operation

Radisson SAS Park Inn Regent
Energy consumption, kWh per guest night 71 (69) 63 (564) 135 (180)
Water consumption, litres per guest night 475 (468) 403(389) 518 (591)
Residual waste, kg per guest night 1.74 (1.69) 2.16 (2.24) 1.25 (1.96)
Direct CO, emissions, kg CO, equv. per guest night 20,99 20,01 40,76
Guest nights, 1,000 9,668 (8,764) 2,537 (2,396) 98 (76)
Data for 2006 within brackets.
Energy Energy Cost Climate Change CO, Water Waste
kWh/Guest Night EUR/room night equiv./room night litres/Guest Night kg/Guest Night
Radisson SAS
France 47 6.15 7.85 297 1.52
Germany 56 7.49 22.56 291 0.96
Mid East & Africa 117 7.32 89.08 1,074 3.00
UK & Ireland 71 8.24 31.60 351 2.76
Russia & Baltics 108 5.66 40.32 536 3.89
Nordics 55 5.77 6.68 310 0.99
Benelux 57 6.11 19.41 289 3.01
Central & Eastern Europe 92 7.02 31.37 375 2.59
Finland! 77 NA NA 214 0.73
Park Inn
France 37 3.51 5.36 245 1.98
Germany 24 3.88 8.80 148 1.63
UK & Ireland 67 6.30 25.48 345 1.45
Russia & Baltics? 97 4.64 35.82 515 3.30
Regent
Germany 203 16.82 57.48 558 1.39
Eastern Europe 230 8.43 33.33 659 1.22

1) All Radisson SAS properties in Finland under franchise agreement.
2) CO, based on three hotels.

Only one managed or leased Park Inn hotel in each of Middle East & Africa, Nordics, Benelux and Central and Eastern Europe so no regional average given.
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The prestigious International Star Diamond Award was received by
the General Manager of The Regent Zagreb, Jorgen Jorgensen (to
the right).

Rezidor has a tradition of scooping up awards and
showcasing its top position in all categories. 2007
was no exception.

The most prestigious award of 2007 undoubtedly came
from J.D. Power, honouring Radisson SAS and Park Inn for
top scores in the 2007 European Guest Satisfaction Index
(see page 10).

Radisson SAS won another important award — “Best Ho-
tel Chain in the Nordics” by BDRC (BDRC’s Hotel Guest
Survey) — for the fourth year running. And in Norway,
Radisson SAS became the first brand ever to win both the
“Best Hotel Chain in Norway” and “Best International Hotel
Chain” titles at the Annual Grand Travel Awards, organised
by the travel trade magazine, Travel News, in January. The
Nordic Business Travel Award, by the Nordic Business Travel
Barometer 2007, also named Radisson SAS as the “Best
Hotel Chain”.

In the UK, the largest association of independent travel
agents, Advantage, cited Rezidor as “Best Hotel Chain” at
their annual awards.

Some other Rezidor awards during the year

Radisson SAS

® Radisson SAS Hotel & Spa, Galway won Best Business
Hotel at the Hospitality Ireland Awards 2007.

* Radisson SAS was awarded Top 5 Hotel Chains in the
Middle East by the Business Travellers Awards.

¢ In November 2007, the Radisson SAS Golden Sands Resort
& Spa, Malta won a Gold Award for Built Projects at the
International Awards for Liveable Communities which are
endorsed by the United Nations Environment Programme
and are the world’s only Awards focussing on Best Practice
regarding the management of the local environment.

“And the winneris...”

Park Inn

¢ In September 2007, Park Inn Ekaterinenburg was awarded
the Best Hotel in the City at the International Tourism Day.

¢ The Radisson SAS Resort in Sharm El Sheikh as well as
Park Inn Sharm el Sheikh Resort received in April 2007
the Travelife Gold Award from First Choice Holidays and
Flights PLC for leading the way with cutting edge practice
in environmental management and community support.

Regent

* Wolfgang Nitschke, General Manager of The Regent Ber-
lin, was awarded Best GM of 2007 by Worldwide Hospital-
ity Awards (see page 14).

® The Regent Esplanade, Zagreb was ranked 4™ on the list of
the 100 best hotels in the world in the most recent edition of
the international travel magazine Condé Nast Traveller.

* The American Academy of Hospitality Services handed
over the prestigious International Star Diamond Award to
the Regent Esplanade Zagreb — the first hotel in Croatia to
be awarded with this emblem of achievement.

Food & Beverage

¢ In November 2007, Christian Lohse, Chef de Cuisine at
“Fischers Fritz” at The Regent Berlin was awarded with his
second star Michelin (see page 14).

¢ Filini Bar & Restaurant won the Gold Standard Italian Res-
taurant Award 2007 for its outstanding authentic cuisine
and dining experience.

e Radisson SAS Hotel, Dubai Deira Creek and Radisson SAS
Hotel, Dubai Media City, scooped five awards at Time Out
Dubai’s second Annual Restaurant Awards.

(See all awards of The Rezidor Hotel Group 2007 on
www.rezidor.com)
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Share development
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The Rezidor Share

The Rezidor Hotel Group
AB was listed on the Stock-
holm Stock Exchange’s Nor-
dic list on November 28%,
2006. The initial share price
was determined through
a book-building process
among institutional inves-
tors to SEK g2 per share.
Rezidor is quoted in the Mid
Cap segment and is included
in the Consumer Discretion-
ary sector.

At the time of the listing,
SAS Group sold most of its
shareholding in the compa-

Key data per share, 2007

ny and thereby decreased its
holding from 75% to 6.7%.
The Carlson Companies,
that previously had an own-
ership of 25%, purchased an
additional 10% from SAS
Group in connection with
the listing, at IPO price. On
May 25", 2007, SAS Group
announced the sale of its
remaining 67% stake in
Rezidor to Carlson Compa-
nies. On g1*December 2007,
the Carlson Companies was
the largest shareholder in
Rezidor with 417% of the

Market capitalisation per Dec 28", MSEK
No. of shares traded, million

No. of shares at year-end, million
Proposed dividend per share, EUR
Dividend percent of earnings after tax,%

Equity per share', EUR

Market price atyear-end, SEK
Highest market price during the year, SEK
Lowest market price during the year, SEK

Earnings per share?, EUR

5,835
145
150

0.10
32.6
1.35
38.9
65.0
36.5
0.31

1) Based on number of ordinary shares at the end of the period,
excluding own shares held by the Company.

2) Before allocation to minority interest.

share capital. No other
shareholder held more than
10% of the shares.

Share Development

Even though the hotel mar-
ket showed a continued
strong growth throughout
2007, the share price of
most international hotel
companies performed poor-
ly during the year. This was
mainly due to the market
in general, accelerated by
fears of a U.S. recession that
could spread to other global
economies.

The graph sets forth the
development of Rezidor’s
share price during the pe-
riod from November 28%,
2006 to December 28",
2007. Following the initial
public offering, the share
price rose to an all-time high
of SEK 65 on February 7%,
2007%. This was followed by
a downturn to a low of SEK
51.25 on March 14™, 2007.
From this date, the share
price strengthened until the
second half of 2007 when

there was a renewed down-
ward turn.

Rezidor’s shares closed
on December 28™, 2007 at
SEK 38.9, 25% below the is-
sue price of SEK 52.

In comparison, the OMX
Stockholm Mid Cap index
was flat, showing a growth
of 0.5% during the period
from November 28" 2006
to December 28™ 2007 and
the Dow Jones STOXX 600
Travel & Leisure decreased
by 16.5% during 2007.

Turnover*

During 2007, a total of
145 million Rezidor shares
were traded on the Nordic
Exchange, equivalent to ap-
proximately 96.4% of out-
standing shares. The shares
were sold at a total value of
SEK 7,869 million on aver-
age 178,633 Rezidor shares
were sold per trading day
during the fiscal year.

Dividend Policy

The Board’s dividend policy
is that approximately one
third of the annual after-tax
income should be distribut-
ed to the shareholders. The
size of future dividends will
be determined according to
Rezidor’s long-term growth,
aswell asits financial position
in general. The Board of Di-
rectors’ suggestion regarding
dividend for 2007 amounts
to EUR 0.10 (0.06) pershare,
corresponding to $2.6%
(g1.1) of profitafter tax.

Share Capital
No new shares were issued
in connection with the list-
ing on the Stockholm Stock
Exchange. Therefore, no
new capital was broughtinto
Rezidor.

The totalamount of shares
outstanding, excluding own
shares held by the company,

at December g1%, 2007 was
148,977,040. There are no dif-
ferences in classes of shares.
Each owner of shares in the
companyis entitled to vote for
the full amount of such shares
atageneral meeting, without
any voting limitations. Shares
held by the company, or any
of its subsidiaries, do not en-
title the owner to any of the
rights associated with owner-
ship of shares.

Neither the articles of
association, nor any law,
stipulate restrictions in the
right to transfer shares from
one owner to another. Nor
is the company aware of any
agreements between differ-
ent shareholders that can
impose such a restriction.

At December g1, 2006
the share capital amounted
to EUR 126,584, corre-
sponding to 150,002,040
shares. At the AGM on 4™
May, 2007, it was decided
to increase the share capi-
tal through a bonus issue of
EUR 9,873,416, resulting
in a share capital of EUR
10,000,000. The increase of
the share capital was made
through a similar decrease
of non-restricted equity.
The number of shares re-
mains the same after the
bonus issue.

Share Related Incentive
Programme

On May 4™, 2007, the AGM
approved a long-term equity
settled performance-based
incentive programme to be
offered to approximately
25 executives within the
Group. The purpose of the
programme is to offer a
remuneration package to
ensure that remuneration
within the Group helps align
executives with shareholder
interests, that the propor-
tion of remuneration linked

to company performance
increases and that it encour-
ages executive share owner-
ship. In order to implement
the performance based
share programme, the Board
of Directors was authorised
by the AGM to decide on ac-
quisitions of own shares on
the Stock Exchange. The
performance based share
programme 2007 was based
on no more than a total of
1,250,000 shares.

The programme was
launched on June 15", 2007,
with a vesting period up to
May 1%, 2010, and contains
two different award ele-
ments; a bonus based award
and a savings based award.
The award is dependent on
certain performance cri-
teria, including growth in
earnings per share and total
shareholder return relative
to a defined peer group.

Share Buy Back

Atthe AGM on 4™, May 2007,
the Board of Directors was
authorised to decide on ac-
quisitions of the company’s
own shares on the Stockholm
Stock Exchange until the
AGM of 2008. The purpose
of the authorisation is to use
these shares in the share-
based incentive programme
approved at the same meet-
ing and to give The Rezidor
Hotel Group a more efficient
capital structure. company
greater financial flexibility.
Until December g1* 2007,
the company had bought
back 1,025,000 shares, cor-
responding to 0.68% of the
total shares issued. Rezidor
paid an average weighted
price of SEK 45 and the total
amount paid, including com-
mission, was EUR 4,911,463,

1) Source: OMX AB (publ)

Highlights of the first
year as a listed company

“We have seen an
increasing interest
from international
sell side analysts at
leading banks and
brokers”, says Per
Blixt.

The Rezidor Hotel Group
was listed on Stockholm
Stock Exchange (OMX)
on November 28" 2006.
We talked to Per Blixt, Se-
nior Vice President Cor-
porate Communications
and Investor Relations,
about the ups and downs
of the first year as a public
company.

What was the brightest
highlight of 2007?

There were many highlights,
considering this was our
maiden year on the market.
But if I had to single some-
thing out, it would be the fact
that we are coming across
effectively with our key mes-
sage: we're on target, with
20,000 New rooms in opera-
tion by 2009!

What was the biggest
disappointment of 2007?
It must be that our share
price performance did not
reflect the fact that we’re

on target when it comes to
growth — as well improving
our EBITDA margin and
all the indicators behind
it. Certainly, the stock mar-
ket as a whole experienced
a negative turn during the
second half of 2007, and
brokers in general have be-
come more negative in their
view on European stock. On
top of that, Stockholm has
been quite a volatile market-
place. As a young and small
listed company, we have a
disadvantage in a market
situation like this.

How is the hotel sector
performing worldwide?
Listed hotel companies
worldwide have suffered
worse share price develop-
ment than the stock market
on average. This is due the
expectation thatadownturn
will hit the hospitality indus-
try hard as, indeed, it has be-
fore when times got rough.
However, the industry has

done very well throughout
2007. Europe still remains
the No.1 choice for leisure
and business travellers. And
in 2007, Rezidor clearly out-
performed a strong market
with growing RevPAR in all
geographic regions.

What have you done
during the year in order

to promote Rezidor’s
investment case?

We arranged a Capital Mar-
ket Day in Berlin in Decem-
ber. In addition we have met
over 450 people and 250
companies in more than
230 meetings — through
one-on-one encounters and
road shows. These activi-
ties have been partly about
educating the investment
community in the history,
strengths, challenges and
strategies of Rezidor, but
they are also a very efficient
way of listening to the mar-
ketand understanding their
concerns and priorities.

We do road shows system-
atically after releasing our
quarterly results and this
is a joint effort by Rezidor’s
key management team. It’s
hard work, which we expect
to continue.

What issues are most
difficult to handle in

the investor dialogue?

As for most companies these
days, it’s about the cycle. Of
course you should always
be humble and respect the
forces of a downturn. And
we do. We are constantly
trimming and evaluating
the cost base, but, on top
of that, the shareholders
should remember that we
are changing our business
model towards more stable
fee-based revenues with
higher margins. Park Inn, as
amore resilient mid-market
brand, is a growing part of
our portfolio and we are op-
erating in 48 different coun-
tries, among which are some

of the most exiting emerg-
ing markets of the world. All
of this helps in a downturn.

Which banks are
publishing research on
Rezidor at the moment?
Credit Suisse and SEB En-
skilda have been following
us from the IPO. In addi-
tion, we are now covered by
Deutsche Bank and we have
seen an increasing interest
from international sell side
analysts at leading banks
and brokers.

So what is the big challenge
from a shareholder
perspective in 2008?
Staying on course. Do what
we do best; growing our
business, making guests and
property owners happy. De-
liver on our promises!
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Highlights from

Corporate Governance Report 2007

Responsibility for the management and control of Rezidor
Hotel Group AB is shared among the Board of Directors
and the Chief Executice Officer. This is done in accordance
with the Swedish Companies Act, along with other legis-
lation, rules and regulations governing listed companies,
including the Swedish Code of Corporate Governance, the
Articles of Association and the Board’s own internal control
instruments.

Annual General Meeting

Shareholders can exercise their right to decide on the Com-
pany’s business at General Meetings of Shareholders, which
is Rezidor Hotel Group AB’s highest decision-making body.
The Rezidor Hotel Group AB’s 2007 AGM was held at the
Radisson SAS Royal Viking Hotel in Stockholm on May 4™,
2007. The AGM was attended by 121 shareholders, including
proxies, representing 92,449,612 shares and votes. The deci-
sions taken at the 2007 AGM can be found in the Annual
Reportavailable on www.rezidor.com.

Nominating committee

The responsibility of the Nominating Committee is to nomi-
nate the persons to be elected by the AGM as members of
our Board of Directors. The Nominating Committee makes
recommendations for the election of members to the Board
of Directors and recommendations regarding the allocation
of remuneration among the Chairman and other members
of our Board of Directors and regarding the allocation of
remuneration in respect of committee work, if any. Such
recommendations are presented at the AGM. The Nominat-
ing Committee also makes recommendations regarding the
appointment of auditors, when applicable, and remunera-
tion of the auditors. The Nominating Committee shall also
make a recommendation regarding the procedure to be
used in appointing members of the Nominating Committee
for the following year.

Representatives for the Nominating

Committee for the 2008 AGM  Represents Position

William Van Brunt Carlson Companies Chairman
Brian Meyer Fir Tree Funds Member
Peter Rudman Nordea Investment Funds Member

The Board of Directors

Under the Swedish Companies Act, the Board of Directors is
ultimately responsible for the organisation and the manage-
ment of a company. The Articles of Association provide that
the Board of Directors shall be elected by the shareholders
and consist of not less than three and not more than fifteen
members. Further, under the Swedish Companies Act, the
Chief Executive Officer and atleast half of the members of the
Board of Directors of a company must be residents of a coun-
try within the European Economic Area, unless the Swedish
Companies Registration Office grants an exemption.

The Chairman of the Board

Atthe AGM of shareholders held on May 4™, 2007 Mr. Urban
Jansson was elected Chairman of the Board of Directors. At
the constituent meeting held by the Board of Directors im-

mediately after the AGM, the Board resolved to elect Mrs.
Marilyn Carlson Nelson as Vice Chairman.

Members of the Board of Directors

Pursuant to our articles of association, our Board of Direc-
tors shall be elected at the AGM and serve for a term expir-
ing at the next AGM. The members of the Board of Directors
may be removed from office at any time by a General Meet-
ing of the shareholders, and vacancies on the Board may
only be filled by a resolution of shareholders.

Board members

Urban Jansson Chairman
Marilyn Carlson Nelson Vice Chairman
Gote Dahlin Member
Harald Einsmann Member
Ulla Litzén Member
Trudy Rautio Member
Barry W. Wilson Member
Jay S. Witzel Member
Benny Zakrisson Member

Independence of Board members

None of the members of the Board of Directors are em-
ployed by Rezidor or any other company within the Group.
Based on the current version of the Swedish Code of Cor-
porate Governance, the following assessment of the inde-
pendency of the members of the Board is made.

Independent  Independent
of thecom-  of the com-
pany andits pany’s
Board member Elected Born  Nationality =~ management major owners
UrbanJansson 2006 1945 Swedish  Yes Yes
Marilyn Carlson
Nelson 2006 1939 American No No
Gote Dahlin 2007 1941 Swedish  Yes Yes
Harald Einsmann 2006 1934 German  Yes No
Ulla Litzén 2006 1956 Swedish  Yes Yes
Trudy Rautio 2005 1952 American No No
Barry W. Wilson 2007 1944 British Yes Yes
Jay S. Witzel 2005 1947 American No No
Benny Zakrisson 2005 1959 Swedish ~ Yes Yes

Audit Committee

The Audit Committee is responsible for ensuring the quality
of the financial and operational reporting. The Audit Com-
mittee also evaluates the procedures for internal control
and management of financial and operational risks and
meets with the auditors with regular intervals in order to
inform itself of the objectives and scope for the external
audit, evaluates the external “auditor’s” work and perfor-
mance, including the extent of the auditors possible non-
audit related work for Rezidor, and assists the Nomination
Committee in preparing proposals for election of auditors
and the remuneration of the auditing work.

Compensation Committee
The Compensation Committee is responsible for preparing
matters concerning compensation and other employment ben-

efits for the Managementand
key officers of the group, for
final resolution by our Board
of Directors. The Compensa-
tion Committee also partici-
pates in the preparation of
proposals for the adoption
of any share- or option-based
incentive programmes within
the Group.

Finance Committee

The Board decided at the
constituent meeting on May
4™, 2007 to establish an ad-
ditional committee, the
Finance Committee which
shall consist of atleast three
members of the Board of Di-
rectors. The Finance Committee analyses financial risks and
also works with operational risks, insurance, compliance
and security issues. No decision making power has been
bestowed on the Finance Committee. There is no remunera-
tion for the members of the Finance Committee.

Marianne Ruhngérd, Senior Vice
President and General Counsel
and Secretary to the Board.

The Executive Committee

In consultation with the Chairman of the Board, the CEO pre-
pares necessary information and basic documentation on the
basis of which the Board can make well-founded decisions. He
presents matters and motivates proposed decisions, as well as
reporting to the Board on the development of the Company.
The CEO is responsible for leading the work conducted by the
Executive Committee and renders decisions in consultation
with the other members of the Executive Committee, which
consists of a total of eleven persons (including the CEO).

Area Vice Presidents

We have structured our operational responsibility accord-
ing to five regions, where the AVP:s have Regional and/or
Directors reporting to them.

Year of
appointment Position

2002

Year of
employment

1995

Name

Thorsten Kirschke

Acting Area Vice
President UK, Ireland
and France

Area Vice President
Nordic, Tunisia and
Poland

Area Vice President
Germany, Switzerland,
Austria, Italy and
Southeast Europe
Area Vice President
Russia, other CIS
countries, Baltics,
Turkey and China
Area Vice President
the Middle East and
Africa

Christian Gartmann 1967 2003

Jorg Schiffmann 2002 2007

Michel Stalport 1993 2006

Jean-Marc Busato 2002 2002

HOQ&A:s

Urban Jansson, Chairman of the Board of The Rezidor Hotel Group

“I think the Board
is very strong from
a competence per-
spective; we have ex-
tensive experience
with consumers and
business-to-busi-
ness’, says Urban
Jansson.

You are amember of many
boards of directors; what
distinguishes the work of
the Rezidor Board from
that of other companies?
Rezidor runs a global service op-
eration — and this creates special
conditions for the Board's work.
We must have an understanding
of how the company’s business
logic and drive will function in a
broad international context. So,
it is valuable to have an interna-
tional Board of Directors with
members from the US, Europe
and the Nordic region.

Soft variables are incred-
ibly important in an operation
like ours. To a large extent, the
company works with people’s
experiences and perceptions.
As aresult, our Board members
also need to have a deep under-
standing of all areas relating to
communication. Additionally, |
think the Board is very strong
from a competence perspective;
we have extensive experience
with consumers and business-
to-business. When looking at
the Board’'s composition, it's

important to remember that
we are a listed company, which
is why financial expertise, along
with stock market experience is
also well represented.

What work has the

Board carried out during
Rezidor’s first year as
alisted company?

Much of the work, of course,
focussed on adjusting gover-
nance, reporting and control
routines to meet the formal
requirements and on establish-
ing a structure for the Board's
work. Committee work has been
extremely intense. The Board’s
working methods are based on
the Scandinavian model, withits
tradition of Boards being entirely
non-executive. We are listed in
Stockholm, so we follow the
Swedish codes and practice.

How would you describe
theinterface between the
Board and management?
The division between the Board
and management has probably
become clearer since Rezidor

became an independent com-
pany. We now have a Board of
Directors that is recruited into
the hospitality business as a core
operation. And the core business
is very clear. Running a hotel in
Johannesburg or in Stockholm
is essentially the same; it is a
“glocal” operation that largely
faces identical issues in every
location. This means that we, as
Board members, deal primarily
with setting goals and policy
issues, and not with individual
business cases. Naturally, we are
involved in major transactions
and important branding issues,
but our principal task is to pro-
vide overall support and monitor
management in their work. This
is particularly true in the case of
stock market exposure, which
is, after all, a new playing field
for the company and manage-
ment.

| think that we have found an
excellent structure for how we
will divide decisions between the
Board and management. All of
this builds on the fact that we
have a strong and experienced

management, in whom we have
the utmost confidence.

How would you describe
the interface between the
Board and the owners?

Our shareholder structure dif-
fers from a normal Swedish list-
ed company; in addition to the
principal owner, Carlson, hedge
funds and other institutional
owners outside Sweden domi-
nate the shareholder structure.
The proportion of Swedish own-
ers is considerably smaller than
the average for Swedish listed
companies.

As the Board of Directors,
we naturally represent all of the
company’s owners and pursue
the interests of all sharehold-
ers. Everyone is aware of this,
particularly the representatives
from Carlson. Because Rezidor
has an extensive business re-
lationship with Carlson Hotels
Worldwide, it is crucial that we
handle allissues that may involve
a conflict of interest in a profes-
sional manner.

As a company, Carlson is

industrially managed and has
extensive industry experience.
This adds value to Rezidor. Carl-
son is the brand owner and has
along-term commitment to the
company, which is incredibly
valuable.

What are your views

on shareholder value
within Rezidor?

Our investment case is mainly a
case of growth and how we de-
liver on both our top and bottom
line growth targets.

As a newly listed company,
we have to embark on ajourney
to establish confidence — in our
goals, our plans and our ability to
deliver. External analyses show
that we are currently valued at
a discount. We cannot control
market valuation — we can only
demonstrate that we deliver on
our short — andlong-term goals.
However, as a Board, we natu-
rally cannot forget our obligation
to create long-term shareholder
value. We must address the is-
sue very seriously — and our best
response is to deliver.
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We promise,
we deliver

Each year, the Board of Directors establishes a formal work plan clarifying the Board’s
responsibilities. The work plan regulates the internal division of duties between the Board
and its committees, including the role of the Chairman, the Boards decision-making proce-
dures, its meeting schedule, procedures governing the convening, agenda and minutes of
meetings, as well as Board work on accounting, auditing matters and financial reporting.

According to currentrules of procedures adopted by the Board, the Board must convene at
least four times a year, in addition to the statutory Board meeting, and otherwise as necessary.
In 2007 the Board held 11 meetings. Four of the Board meetings are coordinated with the
dates of the presentation of the external financial reports. Additionally, in 2007, the Board
attended a two-day meeting on strategic issues. Audit related matters have been addressed
asaspecial item during a Board meeting atleast once peryear and in conjunction therewith;
the Board meet with the company auditor without the Chief Executive Officer or any other
member of management being present. During 2007 the Board has been working in accor-
dance with the described working procedures. The main activities were as follows:

* Keeping informed about the financial position of the Company and the Group

* Adopting a business plan

¢ Evaluating internal control

¢ Discussing and approving of certain hotel projects meeting defined criteria

¢ Development strategy and monitoring of growth target fulfilment

* Brand strategies

¢ Investor relations matters, communication policy & press communications

* Design and implementation of a share based long term incentive plan for key management
* Adopting a sales and marketing plan

® Deciding upon the purchase of the Companys own shares

Board of Directors

\ |

Urban Jansson Marilyn Carlson Dr Harald Ulla Litzén Trudy Rautio  JayS. Witzel Benny Barry W. Wilson Géte Dahlin

Chairmanofthe Nelson Einsmann Member of the ~ Member of the ~ Member of the ~ Zakrisson Member of the  Member of the
Board Vice Chairman of Member ofthe  Board Board Board Member of the  Board Board
the Board Board Board

Executive Management

i - i ; -
% o 5 I .'\-
1
Kurt Ritter Knut Kleiven Thorsten Gordon Puneet Beathe- Marianne Olivier Jacquin Jacques Dubois Per Blixt Eugéne P.E.
President & CEO  Deputy President Kirschke McKinnon Chhatwal Jeanette Lunde Ruhngard Senior VP Sales,  Senior VP & COO  Senior VP Staal
& CFO Senior VP & COO  Executive VP Senior VP & Chief Senior VP People Senior VP & Marketing & Park Innand Corporate Vice President
Radisson SAS and Brands Development Development General Counsel  Distribution Country Inns Communications Technical
Regent Officer & Radisson and Secretary to & Suites & Investors Development
SAS Franchise the Board Relations

Operations
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Consolidated Statements of Operations

As of December 31
TEUR (except for share related data) 2007 2006
Revenue (7852415 707,319
Costs of goods sold F&B and other related expenses -61,133 -54,806
Personnel cost and contract labour -265,800 -246,714
Other operating expenses -166,015 -154,646
Insurance of properties and property tax -11,754 -12,376
Operating profit before rental expense and share of income in
associates and before depreciation and amortisation and gain
on sale of shares and of tangible assets (EBITDAR) 280,539 238,777
Rental expense -200,252 -183,092
Share of income in associates and joint ventures 6,219 5,296
IPO related expenses - -4,392
Operatin% profitbefore depreciation and amortisation and o,
gain on sale of shares and tangible assets (EBITDA) \\\815“,3(7)2\5 56,589
Depreciation and amortisation expense —24,353 —21,884
Gain on sale of shares and tangible assets 1,070 -
Operating profit (EBIT) 63,223 34,705
Financial income 5,198 2,111
Financial expense —-4,540 —4,359
Profit before tax 63,881 32,457
Income tax -18,165 -3,488
Profit for the year UEZIQ 28,969
Attributable to: As&”"m\
Equity holders of the parent 45,716 20,719 e
Minority interest - 8,250

Weighted average number of ordinary shares
outstanding during the period

Earnings per share (EUR)
Basic and diluted before allocation to minority interest

:"M(“‘(;Eh

149,836,224 149,979,887

-\’",:‘M

019

Consolidated Balance Sheet Statements

As of December 31

TEUR 2007 2006
Assets
Non-current assets
Intangible assets
Goodwill 12,628 12,218
Licenses 52,446 53,652
Other intangible assets 12,706 11,312

77,780 77,182
Tangible assets
Fixed installations in leased properties 37,896 27,638
Machinery and equipment 61,121 52,261

Investments in progress _—38,849 7,684
(_107,866) 87,583
Financial assets e
Investments in associated companies 4,554 4,354
Investments in joint ventures 3,269 7,963
Other shares and participations 10,411 15,088
Pension funds, net 13,679 12,553
Other long-term interest-bearing receivables 10,416 11,594
Other long-term non-interest-bearing receivables 1,456 2,488

(43,785~ 54,040

Deferred tax asset 21,758 26,964
251,189 245,769
Current assets
Inventories 5,724 5,297
Accounts receivable 56,059 51,309
Current tax assets 281 995
Other current interest-bearing receivables 1,812 2,876
Other current non-interest-bearing receivables 42,723 41,884
Other short term investments 3,421 3,518
110,020 105,879
Cash and cash equivalents 51,389 50,975
161,409 156,854
Total assets 412,598 402,623
Equity And Liabilities
Capital and reserves
Share capital 10,000 127
Translation reserves 13,635 20,578
Other paid in capital 135,105 153,978
Retained earnings including profit for the year 42,522 1,482
Equity attributable to equity holders of the parent 201,262 176,165
Minority interest ....215 215
Total equity (201,477 5 176,380
Non-current liabilities
Deferred tax liabilities 25,447 15,749
Retirement benefit obligations 1,388 1,325
Provisions 488 330
Other long-term interest-bearing liabilities 87 57
Other long-term non-interest-bearing liabilities 430 0
27,840 17,461
Current liabilities
Accounts payable 37,430 35,858
Current tax liabilities 7,604 10,054
Liabilities to financial institutions 31,573 47,603
Other current interest-bearing liabilities 0 16,814
Other current non-interest-bearing liabilities 106,674 98,454
183,281 208,782
Total liabilities 211,121 226,243
Total equity and liabilities 412,598 402,623

@ margin was MEUR 83.5 and 10.6%. L

/ Revenue consists mainly of sales donein owned and leased hotels and
7 fees from the hotel activities, including management and franchise
( fees. Revenue for 2007 totalled MEUR 785.2, anincrease of 11.0%
compared to 707.3 reported in 2006. Of total Revenue, Room Rev- )
enue contributed with MEUR 439.1, F&B Revenue with MEUR 231.9, )
Fee Revenue with MEUR 78.5 and Other Revenue with MEUR 35.8 /

" EBITDAamounted to MEUR 86.5 (61.0 pre IPO costs), and EBITDA

margin was 11.0% (8.6). The robust increase in EBITDA margin was N
mainly due to a continued strong RevPAR development, growth in \
revenue fees from managed properties and improved margins at |
hotels in their ramp-up phase. EBITDA was positively affected by /
exceptional items amounting to MEUR 3.0. Adjusted EBITDA and /"

T miny

T, st i i 7 RN

e e
"

My,
(// Profit after tax increased by 58% to MEUR 45.7 (29.0) and Eammg;\>
\_ pershareamountedtoeur0.31(0.19). .

et e,

” Tangible assets at the end of 2007 were MEUR 107.9 compared to ™ ..
/ MEUR 87.6 MEUR at the end of 2006. The increase was primarily T
{ due to renovation works at several leased hotels. Additionally, invest- N
ments related to increase in number of rooms and other facilities in }
N three hotels in Norway and one in the UK accounted for part of the /

\\Qwange in tangible assets.

it e S
/ m‘“‘\\\

Financial Assets decreased from MEUR 54.0 at the end of 2006 to
/ MEUR 43.8 at the end of 2007, was mainly due to three factors: the
sale of our shares previously held in one of our participations avail-

able for sale, exchange difference effect related to the translation of \\
foreign entities and the fact that our business in Middle East is now a /
fully owned subsidiary and not reported as shares in joint ventures.

-

Y e

=" Compared to 2006, total equity at the end of 2007 went up by

MEUR 25.1, to MEUR 201.5. Following the decision at the AGM on \
4th May 2007, the share capital was increased by MEUR 9.9 through \
a bonus issue, which reduced other paid in capital with the same i
amount. The other changes in total equity were mainly due to the im-
pact of: the distribution of dividends to the shareholders amounting
to MEUR 9.0, the share buy-back amounting to MEUR 4.9, negative S

: translation differences of the period amounting to MEUR 6.9 and the _ el
net profit for the period amounting to MEUR 45.7. ™

e - T AT
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Consolidated Statements of Cash Flows in brief

T R At

As of December 31 ‘ M,,,‘f""’“mﬁ e
TEUR 2007 2006 e e
- .~ Net cash flow from operating activities significantly improved frofr

Operating profit 63,223 34,705 ya MEUR 41.1 at the end of 2006 to MEUR 75.7 at the end 2007, due \
Non cash items 10,482 15,379 { to the increase of the operating profit. Cash flow per share from ./
Interest, taxes paid and other cash items -3,593 —-7,489 ~\.__ operating activities increased by 85% to eur 0.50 027).
Change in working capital 5,555 _ e
Cash flow from operating activities Qg_,ﬁiﬂx 41,098 e
Purchase of other intangible assets -3,259 -3,246 T
lgi;fh?se oftanglblggssets _%g’gig _21?1,?25 Net cash flow from financing activities changed mainly due to full )

er investments/divestments ’ > repayment of a bank loan of MEUR 16.8 and some of the credit ~
Cash flow from investing activities -28,883 -18,448 facilities amounting to MEUR 16.0. The payment for the share buy 1
External financing, net -32,384 4,914 back plan (meur 4.9) and the distribution of dividends to sharehold- s
New share issue - 27 N ers (meur 9.0) also account for the change in the cash flow from L
Share buy back -4911 _/w,w-w'“‘""" B “._financing activities. P
Dividends paid -9,000 - [ Sy
Cash flow from financing activities { —46,29-5:}/ 4941
Effects of exchange rate changes on . ' - e
cash and cash equivalents =75 =130 """ Attheend of December 07, Rezidor had MEUR 51.4 in cashand cash T
Cash flow for the period 414 27,461 e

Cash and cash equivalents at beginning of the period
Cash and cash equivalents at end of the period

\\\M

50,975 5514
51,389 50,975

e e et A b e < A AT T T

equivalents, which together with unutilized credit facilities gives a \
total available liquidity of MEUR 147.1. S

Statement of the Board of Directors on the Proposed Dividend

Proposed allocation on non-restricted reserves,
available in the parent company, EUR
The following amount is at the disposal of the AGM:

Share premium reserve 212,099,878

Loss brought forward -4,893,499
Loss for the year -1,887,090
Total 205,319,289

The Board of Directors propose that the amount be allocated as follows:

Dividend of EUR 0.10 per share to shareholders 14,843,744
Share premium reserve brought forward 197,256,134
Loss brought forward -6,780,589
Total 205,319,289

The dividend is based on the total number of shares out-
standing as at March 12, 2008, i.e. 148,497,440. The final
dividend is subject to changes in the number of shares out-
standing after share buy-back.

Statement according to Ch 18 § 4 of the Companies Act
The proposed dividend will reduce the equity ratio of the

company to 78.6%, and the group’s equity ratio to 45.2%,
which is reassuring considering that the operations since
the end of the financial year have been conducted profit-
ably. The Board is of the opinion that the liquidity of the
company as well as of the group may be kept at a reassuring
level. Taking into consideration the relationship between
assets, liabilities and equity, both in the company and in
the group, and in consideration of the profit forecasts and
investment needs as per today, we are thus of the opinion
that the proposed dividend can be justified in view of the
demands placed by the nature, extent and risk of the opera-
tions on the amount of equity. The proposed dividend is
also justifiable in consideration of the consolidation needs,
liquidity and position taken as a whole, both in the com-
pany and in the group. The dividend does not affect the
company’s ability to fulfil its long- and short-term obliga-
tions or to carry out necessary investments. The opinion of
the Board of directors is furthermore that the company’s
and the group’s financial position in consideration of the
proposed dividend is secure for the creditors. The Board of
directors cannot find any other circumstances that would

suggest that the dividend cannot be made according to the
Board’s proposal.

Group equity includes a fair value adjustment of other
shares and participations amounting to Euro g million,
equivalent to 1.5% of group equity. The adjustmentisin ac-
cordance with the Swedish Annual Accounts Act 4 Chapter
14a§ and was recorded in net income as of December 31,
2005.

Financial Calendar

The dates for the Rezidor Hotel Group’s Interim
Reports in 2008 are as follows:
Interim Report January —March 2008.... 25 April 2008

Interim Report April — June 2008............... 24 July 2008
Interim Report
July—September 2008........................ 3 November 2008

The dates of the publications can be changed. For precise dates, please
see www.rezidor.com under Investors/Calendar.

to our Annual General Meeting

www.rezidor.com

Place:
Tirme:

Fumﬂ;'mtm al

Radisson % MISSONI park inn

R
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+11.0%

Revenue increased by 11.0% to MEUR %85.2 (707.3)
due to improved market conditions, a successful growth
strategy and an active management of the hotel portfolio.

20,000

Rezidor is on target of adding 20,000 new
rooms to operation by the end of 2009, of which 95%
was secured by the end of 2007.

+41.8%

EBITDA improved by 41.8% to MEUR 86.5
(61.0 before IPO costs), resulting in an increase of 240
bps point to 11.0% in EBITDA margin.

76.5

Total RevPAR, for leased and managed hotels, went up by
6.7% to EUR 76.5 (717) and occupancy rate was 69.7%
(69.1). The like-for-like RevPAR rose by 8.9% to EUR 79.6
(79-1) and occupancy was 70.6% (69.4).

457

Profit after tax amounted to MEUR 457 (29.0).
Earnings per share was EUR 0.31 (0.19) and equity
per share EUR 1.35 (1.18).

+92.6%

The Board is proposing a dividend of EUR o.10 per
share, corresponding to 2.6% of profit after tax.

Forthe full Board of Directors’ Report please see wwuw.rezidor.com

Summary of the Year 2007

Global Market Development

2007 was a good year for the hotel industry. RevPAR for
the first-class and the mid-market hotels in Europe grew
by 6.1% and 6.7% respectively (both mainly driven by aver-
age house rate, AHR). In the Middle East, RevPAR for the
first-class and the mid-market hotels noted a growth rate of
7.4% (mainly driven by occupancy) and §.2% respectively
(driven by occupancy). The growth in the Middle East was
negatively affected by the weakening of the US Dollar versus
the Euro.

Rezidor RevPAR Development 2007

Like-for-like RevPAR continued to show strong growth in
2007. All of Rezidor’s geographic segments marked an in-
crease in like-for-like RevPAR ranging from 8% to 11%.
Rezidor continued to strengthen its presence in the mid-
market segment through the Park Inn brand. Despite an
increasing share of mid-market hotels, Rezidor witnessed a
good overall RevPAR growth, with the Middle East, Africa
& Other leading all the geographic segments with 18%
RevPAR growth.

RevPAR like-for-like

2007 2006 Variance
Radisson SAS 84,4 77,5 8,9
Park Inn 51,1 477 71
Rezidor 79,6 73,1 8,9
The Nordic Region

The Nordic Region has been a stable market with strong
RevPAR growth. In terms of market profile, the Nordic Re-
gion is characterised by a large proportion of mid-market
hotels and a high ratio of domestic demand. Another char-
acteristic of the Nordic market is the high proportion of
branded hotels.

In 2007, the Nordic Region demonstrated significant
AHR growth in both first-class and mid-market hotels. The
Nordic market recorded a RevPAR growth of about .4% for
first-class hotels and 9.8 % for mid-market hotels.

Rezidor reported a like-for-like RevPAR growth in the

Nordic region of 11.2%, which was above the market aver-
age. In Norway, Sweden and Denmark, like-for-like RevPAR
grew by 12.7%, 11.7% and 6.3% respectively.

Rest of Western Europe
Western Europe is the largest tourism market in the world
aswell as the most diversified. The hotel marketin Western
Europe is typically a mature market with a considerable
number of international and domestic hotel operators com-
peting for market share.

Capital cities in Western Europe have seen strong in-
creases in demand in the past four years. Growth in supply
is constrained due to a lack of available sites and relatively
high prices.

RevPAR growth was negatively impacted in 2007 com-
pared to 2006 when Germany hosted the Soccer World Cup
which had a positive RevPAR effect. Despite the foregoing
negative impact, RevPAR in the region marked growth rates
of 5.7% and 5.9%, both rate driven, for first-class and mid-
market segments respectively. In the first-class segment,
the UKled the RevPAR growth (6.8%), followed by Benelux
(5.6%) and Germany (0.9%). In the mid-market segment,
Benelux held the leading position in RevPAR growth (8.9%),
followed by the UK (5.5%) and Germany (3.7%).

Rezidor noted a like-for-like RevPAR growth rate of 7.5%
in 2007, which was above market average. In France, Benelux,
Germany and the UK, like-for-like RevPAR grew by 15.8%,
8.8%, 5.9% and 5.3% respectively.

Eastern Europe including the CIS countries
Eastern Europe is considered to be an emerging market
that enjoys positive fast growth in terms of both supply and
demand. The positive trend in the Eastern Europe, Russia
and other CIS countries tourism market is largely due to
increasing political and economic stability, aided by the
enlargement of the European Union. A major factor con-
tributing to a strong rise in demand are the “open skies”
policies implemented after the accession to the European
Union in many Eastern Europe countries after long periods
of state-owned airlines and restricted air access.

RevPAR for the first-class segment (including Russia &

the other CIS) saw a growth of 6.6%, driven by rate. Rev-
PAR for the mid-market segment (excluding Russia & the
other CIS) had a growth of 5.1%, driven by both rate and
occupancy.

Rezidor noted alike-for-like RevPAR growth rate of 8.4%
in 2007, which was above market average.

The Middle East, Africa and Other

Average levels of occupancy and AHR in the Middle East
have largely been on the increase in most markets since
2004 due to recovery in demand following a decline in the
level of political instability in the region. With local econo-
mies surging and high accommodation demand, occupancy
and RevPAR have risen strongly in the last few years.

Euro denominated RevPAR in the Middle East was nega-
tively affected due to weakening of the US Dollar during the
period. Despite the currency effects, RevPAR for the first-
class segment grew by 7.4%, while the mid-market segment
increased by §.2%. Rand denominated RevPAR in South
Africa saw very strong increases of 17.9% and 15.6% in the
first-class and the mid-market segments respectively.

Rezidor noted a healthy like-for-like RevPAR growth rate
of 10.4% in 2007, which was above market average.

Source: HVS International World Travel & Tourism Council and Deloitte HotelBenchmark
Survey.

Share Buy Back

At the AGM on 4", May 2007, the Board of Directors was
authorised to decide on acquisitions of the company’s own
shares on the Stockholm Stock Exchange until the AGM of
2008. The purpose of the authorisation is to use these shares
in the share-based incentive programme approved at the
same meeting and to give the Rezidor Hotel Group a more
efficient capital structure. Until December g1* 2007, the
company had boughtback 1,025,000 shares, corresponding
t0 0.68% of the total shares issued. Rezidor paid an average
weighted price of SEK 45 and the total amount paid, includ-
ing commission, was EUR 4,911,463

made
solutions

Park Inn - The Smart choice for Meetings

Call +44 161 436 1931

Fast, uncomplicated and hassle-free, Thal's how we run meatings at Park Inn hotels, With over 70 hotels in operation across Europe, the Middie
East and Africa, Park Inn is a highly efficient, resh and vibrant mid-market hoted brand. Unlike traditional venues, we don’t offer pre-packaged
solutionz. Tell us what vou want to achiave and we will tallor-maka the arrangemants to meat your specific neasds and aspirations.

Hold your meating at a Park Inn hatel and collact Gold Points® far maating plannars.

galesuk@rozidor.com or vislt www parkinnmestings.com

Meeting

your needs

parki




