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NEW NAME,
NEW VISION



A leading global player with more than 1,400 properties in 114+ countries

RADISSON HOTEL GROUP AT A GLANCE

270+
HOTELS UNDER
DEVELOPMENT

45,000+
ROOMS UNDER
DEVELOPMENT

114+
COUNTRIES

100,000+
COLLEAGUES

155
NATIONALITIES

1,150+
HOTELS IN
OPERATION

179,000+
ROOMS IN
OPERATION

11th

Largest hotel company
in the world



1. We enjoy serving with our “Yes I Can!” spirit

2. We deliver memorable moments every day, everywhere, every time

3. We value open & direct interactions to build trust

4. We grow talent, talent grows us

5. We are many minds, with one mindset

6. We believe anything is possible

7. We have fun in all that we do

OUR BELIEFS



Caring for people in our
hotels and value chain

RESPONSIBLE BUSINESS

One of the world’s most ethical companies

We make meaningful
contributions to local
communities to provide
food, shelter and a better
future.
Our new global charity
partner are SOS
Children’s Villages

Championing
sustainable business
practices



TO BE ONE OF THE THREE TOP-OF-MIND HOTEL COMPANIES IN THE WORLD

Whenever a guest
plans a trip

Whenever an investor or
owner thinks of a partner

Whenever a person wants
to work in hospitality

…they will always think of Radisson Hotel Group first

And if we are successful, one day…

TARGET
OPERATING ROOMS

BY 2022

CONCRETE EBITDA
MARGIN
BY 2022

CONCRETE NET
PROFIT
BY 2022



A 5-YEAR OPERATING PLAN

PORTFOLIO
MANAGEMENT

MARKETING,
SALES

& REVENUE
MANAGEMENT

BRAND &
PRODUCT

• Franchised hotels plan

• Managed hotels plan

• Leased hotels plan

• Marketing plan

• Content marketing strategy

• CRM strategy

• Loyalty program

• Digital platform

• Channel / segmentation strategy

• Sales structure

• Pricing strategy

• Revenue management
organization

• Umbrella brand & brand
architecture

• Brand experience

• Food & Drink strategy

• Meetings & Events strategy

COST
ADVANTAGE

BEST
SYSTEMS

ORGANIZATION,
TALENT &

REPUTATION

• Operating model at central level

• Operating model in hotel level

• Procurement business model

• Responsible Business and
Safety & Security

• Culture and talent management

SCALE
• Development plan

• Owners value proposition

• IT plan



NEW BRAND ARCHITECTURE



FEEL AT EASE EXPERIENCE THE LOCALE

ENJOY MEMORABLE MOMENTS BRILLIANT BASICS

GUEST
EXPERIENCE

PILLARS

BRINGING CONSISTENCY

ACROSS ALL BRANDS,

ALL MARKETS



BRAND &
PRODUCTS



SELECT SERVICE FULL SERVICE

ECONOMY

MIDSCALE

UPPER
MIDSCALE

UPSCALE

UPPER
UPSCALE

LUXURY



OUR BRAND PORTFOLIO

WELCOME TO THE
EXCEPTIONAL

FEEL THE
DIFFERENCE

SIMPLY
DELIGHTFUL

ENJOY IT!
SMART, ENGAGING

SERVICE
FEEL GOOD

I LOVE THIS
COUNTRYSM

AFFORDABLE
HIGH DESIGN



Radisson Blu Hotel & Convention Centre, Kigali, Rwanda

NEW
COMMERCIAL

DRIVERS





We have relaunched our loyalty program leveraging on the new umbrella brand
as well as our improved IT capabilities and systems



LAUNCH EVENT
& PRESS CONFERENCE
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MEDIA & SOCIAL MEDIA IMPACT
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TOP COVERAGE
VISIBILITY ALL OVER THE GLOBE: IN BUSINESS & TRADE MEDIA







EXECUTIVE POSTS



REACH AND MEDIA VALUE ON MAY 23rd

AND COUNTING

INFLUENCERS
REACH OF +4.7 MILLION PEOPLE
MEDIA VALUE ESTIMATION: 1.200.000 € (MINIMUM)

PRINT + ONLINE MEDIA
REACH OF +8 MILLION PEOPLE
MEDIA VALUE ESTIMATION: 2.100.000 € (MINIMUM)
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SOCIAL MEDIA OVERVIEW ON MAY 23rd

AND COUNTING

28

451,382
LINKEDIN & TWITTER

IMPRESSIONS

4,070
LINKEDIN & TWITTER

SOCIAL ACTIONS

1,762
MOMENTUM
PAGE VIEWS

123%
INCREASE IN COMPARABLE
MOMENTUM DAILY ACTIVITY

LinkedIn
GENERATED THE MOST

LAUNCH STORY IMPRESSIONS
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