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1996

Listed on Stockholm 
Stock Exchange 

1963

Esso 
Motorhotell is 
established in 
Laxå, Sweden

2001
Acquired by 
Hilton and 
delisted

2007

Acquired by 
EQT 

1983

The Scandic 
brand is 
launched

2015

Listed on Nasdaq

Stockholm

2014

Acquisition 
of Rica Hotels

Strong expansion 
with +40 hotels 

Significant 
investments in 
the hotel portfolio

Rapid expansion 
through 
acquisitions:

1995 RESO

1998 Arctia

2000 Provobis
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VISION A world-class Nordic hotel company

Be Caring – Be You – Be a Pro – Be Bold

Creating great hotel experiences for 
the many people

MISSION

CORE VALUES
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The favorite hotel brand

Inspiring culture

Dedicated corporate citizen

Outperform the market

Capitalize on market dynamics

A growing hotel network

Realize the 

opportunities 

of digitization
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Front end – great hotel experiencesBack end – industrialization
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COMMERCIAL 

CAPABILITIES
OPERATIONS 

& PROCESSES

PEOPLE &  

CULTURE

NETWORK

QUALITY & 

REACH

ONE OWN 

BRAND

MID-MARKET 

POSITION

SCALABILITY

TEAM 

ENGAGEMENT 

& MOTIVATION

GUEST 

SATISFACTION 

& LOYALTY

FINANCIAL 

PERFORMANCE

SUSTAINABLE 

FOOTPRINT 

A world-class 
Nordic hotel 

company



Picture of scandic logo on hotel – I 

explain the advantages & strengths of 

our brand
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• #1 hotel brand 
in the Nordics

• Highest brand awareness

• Preferred choice 
of accommodation

• ~25% branded market 
share



A well-balanced offering catering to broad target 
groups within both business and leisure

Food & 
beverages

Rooms
Meetings & 
conferences

65% 14% 19%
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Standardized concept management ensures

• Consistency 

• Speed-to-market 

• Customer satisfaction 

Scale promote cost efficiency and improved margins

• Centralized and systematic control over 
entire cost structure with full transparency

• Common sourcing promotes competitive negotiations 
and leads to unique solutions

• Local management to focus on realizing 
own unique hotel potential
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69%

20%

11%

26%

6%

5%

4%

53%

• Blue-chip landlords 50% of portfolio

• Leases create mutual top line focus with landlords  

Split by no. of rooms end June 2016 

CRFM

Other

Fixed

Pandox

Rica Eiendom

Balder

KLP
Midstar 2%

Eiendomsspar 2%OBOS 2%

~23% headroom 

for CRFM leases FY 2015 

• Scandic’s hotel portfolio is based on leases over 90%

• The Nordics is predominantly based on lease agreements

Fully variable
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5,000

10,000

15,000

20,000

25,000

30,000

2016 2017 2018 2019 2020 2021 2022 2023 2024 >2025

Fixed

CRFM

Fully variable

No. rooms in expiring lease agreements, H1 2016 
(including Shark 2) 
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8.6

9.7

11.2

14.8

31.3

38.9

Branded market 

share, Nordics 

25%

20%

6%

10%

7%

6%

No of rooms 

(000s) 

230 hotels

44,000 rooms 

in operation and 

under development 
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• SEK 1.3 bn spent during EQT ownership 

• Shark 1 (Scandic / Pandox) SEK 1.6 bn
renovation program of ~40 properties, 
conducted 2012-2015

• Shark 2 (Scandic / Pandox) SEK 470 m 
renovation program of 17 properties 
2016-2019

3-4% of annual 

net sales invested in 

refurbishment initiatives

13
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Broad
customer 

base 

Government 
business

Corporate 
customers

Group 
leisure

Sports & 
organizations

Meetings & 
corporate 

groups

Individual 
leisure
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50%

25%

15%

10%

Individual 

leisure

Individual

corporate

Leisure groups

Meetings & 

corporate 

groups

Room nights



10%
3%

3%

1%

43% 
29% 

28% 

Net sales

Adj. EBITDA

Sweden

Sweden

Norway

Other Nordics 

& Europe

Norway

Other Nordics 

& Europe

Intra-Nordic vs Non-Nordics

53% 
19% 

28% 

83% 17%

Germany

Others

USA

UK

Intra-

Nordic

Non-

Nordic
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Split by LTM June 2016 



593
745

893
1,052

1,427

1,648
1,766

2010 2011 2012 2013 2014 2015 2016
June

~ 1.8 million Scandic Friends members

% of top 500

customers renew 

corporate agreements 

every year

Corporate business is 

split 50-50 on volume 

and dynamic pricing

We estimate that recurring sales account for 50-60 percent of total annual room revenue
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70% B2B 

95 % of room 

revenue from 

Scandic Friends

~40 Scandic Friends members

(000s)
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%

controlled

distribution

~70
36%

21%11%

14%

14%

7%

Hotel direct

Contracted

leisure

Online travel 

agencies (OTAs)

Global 

distribution 

system (GDS)

Call centers

Website

Share of room nights, FY 2015



A proven and 
tangible way 
to increase 
RevPAR over 
time 

• The right product for the right customer 
at the right time for the right price

• Entire revenue process and tools are 
automated on one platform

• Generic structure and processes across 
countries and each revenue manager 
works in close cooperation with local 
hotel management and sales & marketing

• Clustered function with 9 centers

• Developing Function Space Revenue 
Management system with IDeaS in the 
US, estimate pilot in 2017

• Roll-out of new next generation IDeaS G3 
revenue management system
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• Well-developed and anchored 
KPI culture 

• Flexible cost structure adapted to 
changes in demand

• Centralized and systematic control 
over entire cost structure – full 
transparency

• Easy and relevant tools for 
steering and focus 

Payroll

Rental

Other 

costs

Cost of sales

Part-time 
team 
members

Full-time 
team 
members

Hourly 
casuals

Cost structure H1 2016

37%

28%

25%

10%
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• General Manager has full P&L responsibility

• Offering adapted to demand local market

• Support by centralized functions and expertise:

• Revenue management clustered based 
on key destinations

• Central sales resources focused on key 
customer segments

• Shared service functions – finance, payroll, 
technical services and HR

• Direct chain from CEO to General Manager 
and full focus on Group and hotel performance



21
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• Get on board

• Commercial

• Functional

• Service

• Leadership

High degree 
of General 

Managers 

are internal 

recruitments 



732 NMI in Voice-Index 
= Excellent

Male Female

General Managers

10,266 FTEs

120 nationalities

23

54% 46%



• Flexible offerings

• Excellent service

• Welcoming and friendly

• Consistent quality  

• Reliability 

• Value for money

• Customer feedback important for product 
development and service level enhancements

• Measure and follow up systematically

• NPS to be implemented during 2017

24



1994 1995 1996 1997 1999 2001 2002 2006 2008 2015 2016

Smart showers

Recycling initiative

Safety & security

Green electricity in 
Sweden and Norway

No more disposable packages

First Swan-labelled hotel 

Pluralist work wear 

Disability Ambassador

Smart solutions

Minimum standards

Feelgood initiatives

Accessible rooms 
for disabled guests

New ambitious targets for 2020

UN Global Compact

83% environmentally-certified hotels

67% recycled waste

“Hang up towel” concept

25
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Flexible cost 
structure

High and 
resilient 

EBITDA margin

Strong cash
conversion

Growing top 
line with large 
recurring base



Jan–June 12 months ending

MSEK 2016 2015 Change, % June 2016 Dec 2015 Change, %

Net sales 6,041 5,833 3.6% 12,400 12,192 1.7%

Adjusted EBITDAR 2,087 1,957 6.6% 4,536 4,406 3.0%

Adjusted EBITDAR margin, % 34.5% 33.6% 36.6% 36.1%

Adjusted EBITDA 509 424 20.0% 1,331 1,246 6.8%

Adjusted EBITDA margin, % 8.4% 7.3% 10.7% 10.2%

EBIT 220 112 96.4% 720 613 17.5%
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Jan–June 

vs LY

Sales growth MSEK %

Changes in hotel network 32 0.6

Currency -167 -3.3

Like-for-like growth 342 6.3

Total sales growth 207 3.6

28



MSEK

2016 

Jan–June

2015

Jan–Dec

Cash flow before investments 265 1,186

Investments -292 -785

Operating cash flow -27 401

Net debt 3,543 3,355

Net debt / adjusted EBITDA, LTM 2.7 2.7

29
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Renovations / net sales, rolling 12 months (%)Investments (MSEK)

Maintenance Development IT & other
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7,021 7,197
7,611

8,035 7,882

10,826

12,192 12,400

2,371

2,365 2,620 2,807 2,734
3,826

4,406 4,536

656 597 728 792 693 1,019 1,246 1,331

0%

5%

10%

15%

20%

25%

30%

35%

40%

2009 2010 2011 2012 2013 2014 2015 2016 H1 LTM

Adj. EBITDAR margin and adj. EBITDA margin

24.4%
Total rent as % 
of net sales

24.6% 24.9% 25.1% 25.9% 25.9% 25.9% 25.8%

Net sales Adj. EBITDAR Adj. EBITDA

Adj. EBITDAR

margin

Adj. EBITDA

margin
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5%
excl. M&As 

Net sales growth

11%
Adjusted EBITDA margin

2–3x
Net debt / LTM adjusted EBITDA

-2%

0%

2%

4%

6%

8%

10%

12%

2012 2013 2014 2015 2016

0%

4%

8%

12%

2012 2013 2014 2015 2016

Profitability Capital structureGrowth

2.7 2.7

Dec 31
2015

June 30
2016

Dividend 

policy

>50%

of net profits

Net sales growth excluding acquisition of Rica Hotels (2014) and Bergen hotels (2015)



Network 
expansion

DRIVERS OF PROFITABLE GROWTH

Market 
growth

Ramp up 
new hotels 
& signed 
pipeline

Rica synergies 
&

improvements

Scandic  
initiatives
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• Brand experience

• Guest loyalty 

• Direct distribution

• Digital journey

• SPOO 
(Scandic Process of Optimization)

• Extensions and refurbishments



152 hotels

29,700 rooms

71 hotels

10,600 rooms Expected run-rate adjusted EBITDA 

synergies of SEK 180-220 m

Bolstering position as the 

Nordic player

36
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Large synergies potential enabling 

significant value creation

• Rica margins pro forma 2013 6.0%

• Scandic Norway 9.9%

• Rica largest operator in Norway 
– significant economies of scale

• Main synergy potential 

• Head office and purchasing 

• Profitability improvement from efficiency gains

• Implementation of Scandic’s revenue management 
system and distribution platform

• Merger of Rica Points members into Scandic Friends 
loyalty program

• Increasing ability to win corporate contracts in Norway

Estimated synergies at acquisition

Synergy area MSEK Status

Head office and purchasing 

savings
80

Other synergies and margin 

improvement
100-140

Total EBITDA improvement 180-220

Estimated one-off integration costs

Total one-off integration costs 220

(      )

(      )
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Hotel # Rooms

Scandic Gällivare (franchise) 80

Haymarket by Scandic, Stockholm 405

Scandic Aalborg City 168

Scandic Continental, Stockholm 392

Scandic Vaasa 140

Scandic Bergen Flesland 304

Downtown Camper by Scandic, Stockholm 456

Hotel Norge by Scandic, Bergen 420

Scandic Lillestrøm, Oslo 220

Scandic Kødbyen, Copenhagen 370

Scandic Falconer, Copenhagen 300

Extensions (total) 229

Total 3,484

2016

2017

2018
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35,000

36,000

37,000

38,000

39,000

40,000

41,000

42,000

43,000

44,000

45,000

2015 Openings Exits 2016 Pipeline 2017 Pipeline 2018-2020

+2.0%

+3.4%

No. of rooms

No. rooms Openings Exits Signed pipeline

(incl. extensions)

Signed pipeline as % of total no. rooms 



Proactive, 

strategic and 

disciplined 

approach to 

network 

expansion

40

Proactive development of destinations 
together with communities, industry 
organizations and landlords 

Further strengthening our already 
market-leading network through strategic 
expansion in key destinations and white spots

Disciplined approach to new hotels 
(RevPAR-potential, profitability, 
ROI and contract terms)



Development criteria for new builds

• ≥ 200 rooms

• > SEK 75 m of revenue per hotel 

• EBITDA margin of at least 15% at hotel level 

• Average capex of SEK 200k – 280k per key

• Target ramp-up period of 18-36 months 
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Natural 

expansion 

opportunity…

Attractive market fundamentals

No clear market leaders

Leasing model is the predominant and 
preferred model among German real 
estate investors and developers

High appreciation of Scandic brand 
and Nordic identity

Large stable base of domestic travelers

German market

800,000 rooms

42



…with a 

proven track 

record

Proven value proposition and 3 hotels 
with RGI and margins above peers

Realized synergies from a second 
hotel in Berlin

Target both new builds and conversions 
where smaller acquisitions could also
be taken into consideration

Director of Business Development 
on site from October 1, 2016

Hamburg

Berlin

Frankfurt

Munich

Dusseldorf

Cologne

Stuttgart

Scandic today

2 Berlin 

1 Hamburg 
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• Scandic is a hotel company 
with a leasing model 

• Stay competitive by realizing
new hotel opportunities

• Ensure growth opportunities 
and sufficient flexibility

HOW?WHY? WHEN?

• Internal team focused on 
property investments

• Capital allocated to certain and 
selected investment cases 

• Execute the strategy alone 
and/or in close cooperation 
with partners and advisors

• Each investment case must
qualify as if Scandic were only 
renting the hotel property

• Recruit Head of Real Estate 
H2 2016

• Investments could be made 
over entire business cycle,
not just ride the good times



• Non-Scandic hotels

• Secure strategic 
Scandic hotels 

• Greenfield and 
conversion projects

INVESTMENT TARGETS 
ACQUIRE SELECTED HOTELS

EXIT STRATEGY
SALE LEASE BACKRevenue

enhancement

Improved 
operation

Optimize 
hotel 

configuration

Property 
extensions

Negotiate 
lease 

contracts

Active 
management

VALUE CREATION PROCESS
1-4 YEARS

Ramped-up hotels 
with long lease 
agreements

Shareholder 
value

Capital recycling
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The #1 Nordic 
hotel company 

with a well-
invested network

ENGAGED PEOPLE AND STRONG CULTURE

Significant 
growth 

opportunities

Attractive Nordic 
hospitality 
industry

The commercial 
and operational 

leader

Good financial 
momentum 
and resilient 

historic 
performance 

Attractive 
variable lease 

model with 
control of 

value chain



Thomas Engelhart, CCO
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In 2017, we will start a journey to not 

only be the number one brand, but to 

own 3 targeted brand positions that 

drive sales in the minds of customers.

To secure customer ownership, data 

and controlling distribution are becoming 

increasingly important. In this context, 

we will launch a new loyalty program 2017.

To become more agile and a company 

with leading technology that leverages 

digital opportunities, our digital journey 

is a key focus area for our business.

Driven by new market dynamics, direct 

distribution has become more important 

than ever to understand and control in 

the hospitality industry.

The success factors behind the 
resilience of Scandic’s top line.
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VENUE DRIVEN

LOVE OF LOCAL

STATUS 

SEEKERS

YOUNIVERSE

PERSONALIZATION

MEANINGFUL

INTERACTIVE

RESIDENTIAL
BETTERMENT

POWER TO THE PEOPLE

DIGITAL

LIGHTWEIGHT NOMADS
BRAND GOVERNMENT 

SHARING

SLEEP IS THE NEW ENERGY

CURRENCIES OF EXCHANGE

MOBILE FIRST

EMPATHETIC

QUALITY OF LIFE

INSTANT

HEALTH

SOCIAL RESPONSIBILITY

TRANSPARENCYGAMIFICATION2ND MILLENNIALS

SECURITY

FUNCTIONAL FOOD

BREAKFAST FOR DINNER

50

SOCIONOMICS



CLOSED GROUPS

TAKING back CONTROL

PRICE DIMMING

VERTICAL PARITY

HORIZONTAL PARITY

AIRBNB
RANKINGS & 

REVIEWS

SOCIAL MEDIA

TRANSPARENCY

ANALYTICS

RETARGETING

PROCUREMENTLAWSUITS

100 BILLION

1/3 OF GLOBAL E-COMMERCE

BIG DATA

MOBILE FIRST

WEBSITE 

DISRUPTIVE MARKETING

RESPONSE

OTA LANDSCAPE

ALGORITHMS

VIRTUAL REALITY

LEAD TIME

AGILE
CLOUD

AGGREGATORS

CUSTOMER RELATIONSHIPS

POWER OF PARTNERSHIP

51

META SEARCH FULFILLMENT

PRODUCT 

DEVELOPMENT
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CCO

Group &
International

Sales 

Commercial
Optimization &

Revenue 
Management

Communication
Brand & Guest

Journey
Loyalty

& Partners
E-commerce &

Marketing





54

Broad
customer 

base 

Government 
business

Corporate 
customers

Group 
leisure

Sports & 
organizations

Meetings & 
corporate 

groups

Individual 
leisure

50%

25%

15%

10%

Individual 

leisure

Individual

corporate

Leisure groups

Meetings & 

corporate 

groups

Room nights
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of top 500 customers renew their 

corporate contracts every year95%

of corporate business revenue 

is governmental business17%

of top 500 companies in each 

Nordic country have corporate 

contracts with Scandic
60%

Corporate

5,200

Meetings 

2,600

Leisure

800

Contracts

2016 June LTM
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0 20,000 40,000 60,000 80,000

Room nights from 10 largest contracts

of total 

corporate accounts

from top  
accounts in each 
market

of room nights 

45% 

100

16%
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• Consultative selling

• Trust and long-term relationships

• Sales culture 

• Scandic value proposition

• Mid-market brand 

• Easy to do business with

• One-stop contracting

…and with potential for more growth through 
cross-market optimization and international sales
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One 
brand story Preferred 

by corporate
travelers

High brand 
awareness

Award-
winning 

CSR

Trusted Welcoming, 
friendly & 
accessible

Conceptualized

Preferred 
by leisure 
travelers 

Consistent
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Storytelling 

EXPERIENCE 

Stylish 

DESIGN

SOCIAL MEDIA 

driven

Surprising 

SERVICE

SHARING

moments

SEE & 

be SEEN

• Hotels and venues 
for the more discerning 
and lifestyle-oriented 
audience

• Positioned under its 
own name endorsed 
by Scandic

• Addressing new 
customer behavior 
and attracting new 
guests

A unique value 

proposition and 

recognizable by 

the signature 

factors 
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• 4,000 respondents in the Nordics

• Identify the true drivers for choice 
and willingness to pay 

• Establish direction our future product 
development, communication and 
guest focus areas in our operations
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What makes people choose and pay for a certain hotel?

• Emotional experience

• Provides great service and makes guests feel special

• Reliability and the “you-know-what-you-get” factor 

Scandic’s position

Scandic was confirmed as the leading brand driven by 
functionality, reliability, service and friendliness.

Next step

To further drive the top line, we will strengthen the emotional
experience and communication with customers.
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Mobile mid-life & millennials

The modern traveler and explorer, 
25-55 years old

• Leisure guest

• Business guest 

• Meeting booker



GREAT

ROOM
EXPERIENCE

64

GREAT

SERVICE
EXPERIENCE

GREAT

FOOD
EXPERIENCE

• A welcoming and 

personal atmosphere

• Room design and features 

• Sleep experience

• Best breakfast in town

• Social bar and lounge
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• Inspiring Nordic

• Room design and offering 

• Breakfast 

• Meeting concept

• In-room entertainment

• Online check-in

• Mobile keys

• Digital newspapers                     

• F&B sales club
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Instant gratification & 

motivational techniques

Empower customers through 

mobile innovation

Taking social & 

environmental responsibility

Increased flexibility 

& personalization

Going beyond the core with 

service offerings

Inspire & innovate through 

the strength of the crowd



~40% OF 

ROOM REVENUE

5 LEVELS

CUSTOMER-

DRIVEN  INSIGHT

CUSTOMER 

COMMUNICATION

& INTERACTION HIGH REDEMPTION RATE

RESTAURANT VOUCHERS 

WEEKEND DISCOUNT

PARTNER OFFERS

EARN & BURN

LAUNCH

2008

LARGEST IN 
THE NORDICS

~1.8 MILLION
MEMBERS

~40% SCANDIC 

WEB BOOKINGS

68
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Drive brand engagement and 

secure customer ownership

Drive revenue

Control our business
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Go beyond core

Digital by nature 

From rational to emotional loyalty

Personalized and relevant

A motivating program structure and model

Deliver a seamless and 

omni-channel experience

Build brand engagement 

and true loyalty 

1-to-1 communication and offerings

Pick & mix with instant benefits 

based on total spend and loyalty

Enhance attraction and drive reach



Drive brand engagement and 

secure customer ownership

Drive revenue

Control our business

71

• Build greater brand engagement 

• Reduce reliance on points / discounts

• Increase brand exposure and NPS

• Drive reach

• Move existing customers up “spend bands”

• Win back profitable customers and decrease churn 

• Increase customers’ lifetime value

• Drive ancillary revenues

• Strengthen customer relationships

• Customer insight and data to drive program relevance

• Decrease cost of managing program

• Drive business through Scandic’s own channels





CONNECT 
the right partners

to the right customers 
at the right

73

Time Price Terms
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Visible and bookable in all customer-
preferred channels

Drive reach and acquire new customers 
through selected distribution partners

Leverage market transparency and 
optimize revenue and bookings through 
our controlled channels

Strengthen customer relationships 
by working with 

• Big data 

• Mastering the entire customer journey 

• Offering exclusive benefits on our website



75

• Revenue management process 
and tools are automated  

• A platform with established work processes 
for internal alignment and optimization 

• 9 clustered function centers 

• SiteMinder implemented at all hotels 
to drive reach and secure price quality

• New call center partner for all markets 

• Revinate implemented at all hotels

One

platform



~70% controlled distribution 
Share of room nights, FY 2015

36%

22%

11%

13%

13%

7%

Hotel direct

Contracted 

leisure
Online travel 

agencies (OTAs)

Global distribution 

system (GDS)

Call centers

Website
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• Strong growth in visits and 
bookings on Scandic’s website

• High conversion in own web

• Growth in OTAs’ relative share, 
coming from a lower volume

• International growth through OTAs

• 33 preferred hotels in OTAs driving 
growth in weekend business
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• Implement next generation revenue 
management system

• Develop revenue management for functional spaces 

• Drive international volume and reach

• Work actively with closed group offerings 

• Shift hotel direct and call center volume
to Scandic’s website

• Focus on net profitability of revenue 

• Acquire new customers through OTAs

• Unlock potential power of partnerships

• Drive customer reviews in social media
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• Shift investments to SEO, SEM and 
PPC

• Build a more retail-like experience

• Complete implementation of pre-
during-post-stay communication

• Explore and join forces with partners 
in product development

• Further optimize and enrich content 
in own and paid channels
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Customization 
&

personalization

Strengthened
talent attraction

Value 
proposition for 
mobile mid-life 
& millennials

Shifting 
customer 
behavior

New ways 
of building 
competitive 

edge

OTAs and 
fragmentation 

of value 
chain
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Financial capabilities 
to invest in a competitive 

digital offering

Great technological 
prerequisites in place  

Dedicated management 
and new digital expertise
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③ Pursue new digital innovations

Attract mobile mid-life & millennials and become the leading digital company 

in the hotel industry

① Activate the potential related to the area of interactions

Deliver an interactive, smart, seamless, inspiring and hassle-free customer journey 

② Increased focus on data-driven insights and ways of working

Provide the opportunity to become truly data driven to improve reach and 

secure customer ownership
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Strengthen 5 main 

areas of digital 

capability Data-driven 
customer 

understanding 
and insights  

Automation and 
efficiency in 
operations 

Cross-functional 
integration and 
agility driving 

speed 

A common 
digital strategy 
for Scandic in 
all business 

areas

Digitally-savvy 
employees 

driving 
innovation  

ExperienceReach OptimizationFocus in our 

digital journey
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• Recurring business will continue to be a major focus

• Focus on data and agility are instrumental for our strategies and execution

• With a new web platform, loyalty program and digital strategy, we are in 

a strong position to 

– drive growth

– control distribution

– strengthen brand engagement 

• Knowing which position to own in the minds of customers, we will be able to 

further drive sales and strengthen our number one brand position in the Nordics



Jens Mathiesen, Head of Denmark
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Front end – great hotel experiencesBack end – industrialization



Strong 
uniformed 
platforms 

Optimal
effects from 
scalability

Tight cost 
management

87
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TRANSPARENCY

&

DATA  ACCESS



• Cost per sold unit

• Centralized shared service centers

• Common system for consolidation

– Reporting

– Planning 

– Follow-up

– Best practice

• Transparent accounting

89
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• Monitor profits by department 

• Strong follow-up process for daily, weekly 
and monthly reporting (revenue, working 
hours and profit conversion)

• This has fostered a strong focus on KPIs such as 

– revenue/working hour

– breakfast guests/working hour

– cleaned rooms/working hour

– target GOP



90 % 139 SEK 90% 90% 25% 50 %

March 2014

Actual v Plan Actual Revenue Actual Actual Actual Actual Actual Target Target Target Target Target Target Target Target Target Rooms F&B Other Overhead Total Actual GOP Target GOP

Target Incremental GOP Conversion Total Revenue Movement Movement Movement Movement  Movement Movement Movement Movement in Movement Movement Movement Movement Movement in  Movement Surplus/ Surplus/ Surplus/ Surplus/ Surplus/ Incremental Incremental

KSEK (Plan Rate) Movement in Rooms in F&B in Other in Overhead GOP in ARR in OCC Other Rooms Total Rooms in Room Hire in Other F&B Total F&BOther Revenue GOP Shortfall Shortfall Shortfall Shortfall Shortfall Conversion % Conversion %

Grand Central -451 130 -540 -2 86 -327 -80 246 -19 147 -150 -112 -262 0 -115 -18 -278 -1 86 -211 27,5% 74,4%

Norra Bantorget -479 -373 -19 -2 67 -327 -212 -183 2 -393 0 -9 -9 0 -402 19 -10 -1 67 75 31,8% 16,1%

Continental Sthlm 0 0 0 0 0 0 #DIV/0! #DIV/0! 0 #DIV/0! 0 0 0 0 #DIV/0! #DIV/0! 0 0 0 #DIV/0! #DIV/0! #DIV/0!

Anglais -1 266 -317 -599 -13 90 -838 -155 -302 34 -423 -175 -147 -322 -5 -749 106 -277 -8 90 -89 33,8% 40,8%

Park -1 300 -534 -515 -19 73 -995 -128 -482 28 -582 -230 -92 -321 -8 -912 48 -194 -10 73 -84 23,4% 29,8%

Malmen -592 -154 -152 -7 88 -225 43 -279 3 -233 1 -81 -80 -1 -313 78 -73 -6 88 88 61,9% 47,1%

Sjöfartshotellet -884 -692 -9 21 57 -623 -365 -431 11 -784 27 -12 14 10 -760 92 -23 12 57 138 29,5% 14,0%

Hasselbacken -1 424 -533 -417 84 199 -666 -308 -323 35 -596 -92 -156 -248 -16 -860 63 -169 101 199 194 53,2% 39,6%

Ariadne 241 -151 297 -46 187 286 -252 129 -7 -131 31 93 124 -16 -23 -21 173 -30 187 309 119,1% -9,4%

Alvik -139 -227 63 17 81 -66 -340 117 -2 -224 -54 38 -15 5 -234 -3 79 12 81 168 52,7% -68,0%

Foresta -409 -108 -42 -6 131 -25 55 -124 5 -64 -76 -60 -136 -3 -203 -43 93 -3 131 178 93,9% 50,4%

Stockholm City -6 703 -2 961 -1 934 29 1 060 -3 806 -1 785 -1 583 91 -3 277 -718 -537 -1 256 -35 -4 567 316 -679 64 1 060 761 43,2% 31,9%

Stockholm City LFL -6 703 -2 961 -1 934 29 1 060 -3 806 -1 785 -1 583 91 -3 277 -718 -537 -1 256 -35 -4 567 316 -679 64 1 060 761 43,2% 31,9%

Uppsala Nord -685 -513 34 -11 18 -472 -301 -245 4 -542 25 -23 3 -1 -541 30 31 -9 18 69 31,2% 21,1%

Uplandia -642 -509 -9 -21 -27 -566 -218 -324 23 -519 21 -14 7 -7 -519 11 -16 -14 -27 -46 11,9% 19,1%

Upplands Väsby -611 -249 -121 0 19 -351 -176 -169 4 -342 -35 -46 -81 1 -422 93 -40 -1 19 71 42,4% 30,8%

Victoria Tower 987 776 231 -8 77 1 075 155 403 23 582 148 48 195 -8 769 194 35 0 77 306 108,9% 77,9%

Järva Krog -369 -274 -56 0 27 -303 -784 574 -39 -249 -22 -21 -43 -185 -477 -25 -13 185 27 174 17,9% -29,2%

Infra City -2 453 -518 -937 18 94 -1 343 -197 -592 9 -781 -426 -278 -704 9 -1 476 263 -233 9 94 132 45,2% 39,9%

Star Sollentuna -897 -456 -35 -8 74 -425 -580 -38 31 -588 -123 -24 -146 -6 -740 132 111 -2 74 315 52,6% 17,5%

Täby -356 -346 22 -4 2 -326 -428 98 -7 -337 13 -1 12 -1 -325 -10 9 -3 2 -1 8,4% 8,6%

Bromma -222 -251 14 5 -3 -236 -484 239 -3 -248 -15 11 -3 1 -250 -3 17 3 -3 14 -6,3% -12,7%

Kungens Kurva 563 249 195 -3 -67 374 -220 538 -30 288 -77 69 -8 8 288 -39 204 -11 -67 87 66,5% 51,1%

Skogshöjd -133 -73 -13 -56 5 -136 -355 277 -26 -105 -26 23 -3 -51 -159 32 -10 -4 5 23 -2,3% -19,2%

Södertälje -13 -50 -113 0 19 -144 -154 170 -14 2 0 -8 -8 0 -6 -53 -105 0 19 -138 -995,3% 52,2%

Stockholm Circle -4 832 -2 214 -790 -88 238 -2 853 -3 859 1 059 -26 -2 826 -516 -264 -780 -56 -3 662 612 -9 -32 238 809 41,0% 24,2%

Stockholm Circle LFL -4 832 -2 214 -790 -88 238 -2 853 -3 859 1 059 -26 -2 826 -516 -264 -780 -56 -3 662 612 -9 -32 238 809 41,0% 24,2%

S:t Jörgen -673 -687 -33 4 182 -534 -555 -44 -1 -600 40 -14 26 4 -570 -87 -60 0 182 35 20,6% 15,4%

Kramer 58 -19 11 -10 26 8 -368 422 -13 41 -40 16 -24 -9 9 -60 35 -1 26 -1 13,7% 14,8%

Malmö City 203 24 24 28 21 96 -409 511 -25 77 0 12 12 15 104 -54 12 13 21 -8 47,2% 51,3%

Triangeln -1 040 -767 -49 -10 221 -605 -314 -363 -23 -700 -53 -46 -100 -3 -802 -68 51 -8 221 197 41,9% 22,9%

Malmö Segevång -294 -153 15 -2 88 -52 -168 -23 10 -181 -4 -21 -25 -1 -207 29 40 -1 88 155 82,2% 29,3%

Star Lund -9 -153 51 -5 -19 -125 -270 229 -37 -78 21 10 30 0 -47 -75 20 -5 -19 -79 -1322,4% -430,3%

Helsingborg Nord 205 106 -70 -5 -26 4 -160 309 -16 133 -39 18 -21 2 114 -27 -49 -6 -26 -109 2,1% 55,4%

Hallandia 284 225 -50 34 -17 191 -152 381 5 234 75 -30 46 20 299 -9 -96 14 -17 -109 67,2% 105,5%

Elmia 149 117 51 2 -18 152 -5 111 4 110 6 2 8 3 120 7 43 0 -18 31 102,1% 81,0%

Portalen -55 -194 -12 12 2 -192 -1 -90 14 -77 -17 11 -6 7 -76 -118 -6 5 2 -116 -252,0% -40,1%

Kalmar Väst -36 -111 -8 -11 -4 -134 -150 62 -16 -104 5 18 23 0 -81 -7 -30 -11 -4 -53 -273,3% -126,8%

Växjö 255 46 85 5 17 153 -205 281 -3 74 16 34 51 -1 124 -28 35 6 17 29 59,9% 48,4%

Karlskrona 266 53 59 -8 44 147 53 31 -21 62 18 41 59 5 127 -10 0 -13 44 21 55,3% 47,6%

South -687 -1 516 74 32 518 -892 -2 736 1 855 -122 -1 003 28 50 78 41 -883 -513 -5 -10 518 -9 -29,9% -28,6%

South LFL 354 -749 123 42 297 -287 -2 344 2 132 -99 -312 81 96 178 44 -90 -437 -55 -2 297 -197 -81,2% -25,5%

Europa -284 -331 98 -46 -109 -388 -786 556 -13 -244 0 1 1 -26 -269 -87 97 -20 -109 -118 -36,7% 5,1%

Crown -280 -979 492 -9 -16 -511 -590 -205 -22 -817 235 98 333 -7 -491 -161 159 -2 -16 -20 -82,8% -75,6%

Opalen 407 350 -44 2 9 316 -296 440 196 340 63 -14 49 1 390 10 -93 1 9 -73 77,8% 95,8%

Rubinen -648 -453 -96 -39 -93 -682 -618 316 10 -292 0 -73 -73 -24 -388 -162 -23 -15 -93 -294 -5,1% 40,2%

Backadal -395 -100 95 -4 33 25 27 -298 5 -267 -4 -17 -21 -1 -288 167 116 -3 33 313 106,3% 26,9%

Mölndal -506 -297 65 2 83 -147 -90 -278 28 -339 49 -43 6 0 -333 42 59 2 83 185 70,9% 34,3%

Borås Plaza -543 -210 -46 10 -28 -274 -27 -305 21 -311 6 -50 -44 5 -350 101 -2 5 -28 76 49,6% 35,6%

Swania -458 -164 -322 -16 102 -401 -227 71 -19 -175 -59 -50 -109 -3 -286 11 -213 -14 102 -115 12,3% 37,4%

Billingen -377 -256 -76 4 53 -276 -122 -125 3 -244 -4 -26 -29 3 -270 -13 -47 1 53 -6 26,9% 28,4%

Karlstad Winn -1 039 -746 -122 -18 84 -802 -298 -395 4 -690 -41 -43 -84 -11 -785 -57 -37 -7 84 -17 22,8% 24,4%

Karlstad Klarälven -368 -378 76 0 -4 -305 -214 -135 -1 -349 25 2 27 0 -323 -28 49 1 -4 17 17,0% 12,2%

Karlstad City (man) -144 -390 -1 5 -10 -395 -263 -77 7 -333 10 54 64 2 -267 -57 -64 3 -10 -128 -175,0% -85,7%

West -4 635 -3 954 119 -108 103 -3 839 -3 386 -567 219 -3 733 281 -161 120 -61 -3 674 -221 -1 -47 103 -165 17,2% 20,7%

West LFL -4 635 -3 954 119 -108 103 -3 839 -3 386 -567 219 -3 733 281 -161 120 -61 -3 674 -221 -1 -47 103 -165 17,2% 20,7%

Scandic Target GOP Report
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Responsibility with support 
from central functions

District 
Director

District 
Director

District 
Director

District 
Director

District 
Director

Sales & Marketing

Revenue Management

Finance & Procurement 

HR

F&B

Technical Services

GMGMGMGMGM

GMGMGMGMGM

GMGMGMGMGM

GMGMGMGMGM

GMGMGMGMGM

GMGMGMGMGM

GMGMGMGMGM

GMGMGMGMGM

GMGMGMGMGM

GMGMGMGMGM

GMGMGMGMGM

GMGMGMGMGM

GMGMGMGMGM

GMGMGMGMGM

GMGMGMGMGM

GMGMGMGMGM

GMGMGMGMGM

GMGMGMGMGM

GMGMGMGMGM

GMGMGMGMGM

CEO

Country Heads

IT
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Source: Benchmarking Alliance 

-40%

-30%

-20%

2015 first LFL month under Scandic strategy

RevPAR development/month 

(% change LTM vs. LTM previous year)

Scandic Stavanger

Stavanger comp set

Sep Oct Nov Dec Jan Feb Mar Apr May Jun

2015 2016
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• Variable rents

• Changed commercial plan
with the use of data

• Maintained price 
leadership position

• Adjusted staffing and 
mitigated costs

• Maintained profitable 
operations



• New and clear commercial strategy

– Terms and number of leisure contracts

– Larger base of corporate business)

• Full synergy effects / shared services
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KPIs THEN NOW

Revenue SEK 45 m SEK 70 m

Ebitda Negative SEK 8 m (11%)

RGI 0,60 0,90



• Hotel profitable after first month

• Clear commercial strategy in 
place 12 months before opening

• GM with full focus on 
operational setup

• Both top line and GOP  
performing above expectations

• RevPAR above market first month

• Projected to be the largest EBITDA 
contributor in the portfolio
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Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

Year 3 Year 2 Year 1 Year 1 Year 3

Signing of lease Opening day Ramp-up period/

post-opening phase

• Hotel destination blueprint

• Scandic project model

• Opening day / handover

• Ramp-up commercial 

• Follow-up

Program for large renovations & 

openings of new hotels

Example:

EBITDA ramp-up of a new hotel

Close to 50 hotels ramped up 

since 2007
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SPOO
Learning from each 

other what we’re 

already good at
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Housekeeping F&B operations 

Technical services Front desk operations

Current focus areas
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Front end – great hotel experiencesBack end – industrialization




