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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 ïBe You ïBe a Pro ïBe Bold

Creating great hotel experiences for 
the many people

MISSION

CORE VALUES

3



4

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



5

Front end ïgreat hotel experiencesBack end ïindustrialization
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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 ïI 

explain the advantages & strengths of 

our brand
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Å#1 hotel brand 
in the Nordics

ÅHighest brand awareness

ÅPreferred choice 
of accommodation

Å~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

ÅConsistency 

ÅSpeed-to-market 

ÅCustomer satisfaction 

Scale promote cost efficiency and improved margins

ÅCentralized and systematic control over 
entire cost structure with full transparency

ÅCommon sourcing promotes competitive negotiations 
and leads to unique solutions

ÅLocal management to focus on realizing 
own unique hotel potential
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69%

20%

11%

26%

6%

5%

4%

53%

ÅBlue-chip landlords 50% of portfolio

ÅLeases 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 

ÅScandicôshotel portfolio is based on leases over 90%

ÅThe Nordics is predominantly based on lease agreements

Fully variable
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Fixed

CRFM
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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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ÅSEK 1.3 bn spent during EQT ownership 

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

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

3-4% of annual 

net sales invested in 

refurbishment initiatives
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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 

ÅThe right product for the right customer 
at the right time for the right price

ÅEntire revenue process and tools are 
automated on one platform

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

ÅClustered function with 9 centers

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

ÅRoll-out of new next generation IDeaS G3 
revenue management system
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ÅWell-developed and anchored 
KPI culture 

ÅFlexible cost structure adapted to 
changes in demand

ÅCentralized and systematic control 
over entire cost structure ïfull 
transparency

ÅEasy 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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ÅGeneral Manager has full P&L responsibility

ÅOffering adapted to demand local market

ÅSupport by centralized functions and expertise:

ÅRevenue management clustered based 
on key destinations

ÅCentral sales resources focused on key 
customer segments

ÅShared service functions ïfinance, payroll, 
technical services and HR

ÅDirect chain from CEO to General Manager 
and full focus on Group and hotel performance
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Å Get on board

Å Commercial

Å Functional

Å Service

Å Leadership

High degree 
of General 

Managers 

are internal 

recruitments 



732 NMI in Voice-Index 
= Excellent

Male Female

General Managers

10,266 FTEs

120 nationalities
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54% 46%



ÅFlexible offerings

ÅExcellent service

ÅWelcoming and friendly

ÅConsistent quality  

ÅReliability 

ÅValue for money

ÅCustomer feedback important for product 
development and service level enhancements

ÅMeasure and follow up systematically

ÅNPS to be implemented during 2017
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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

ñHang up towelò concept
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Flexible cost 
structure

High and 
resilient 

EBITDA margin

Strong cash
conversion

Growing top 
line with large 
recurring base



JanïJune 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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JanïJune 

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
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MSEK

2016 

JanïJune

2015

JanïDec

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
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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



32

5%
excl. M&As 

Net sales growth

11%
Adjusted EBITDA margin

2ï3x
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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ÅBrand experience

ÅGuest loyalty 

ÅDirect distribution

ÅDigital journey

ÅSPOO 
(Scandic Process of Optimization)

ÅExtensions 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
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Large synergies potential enabling 

significant value creation

ÅRica margins pro forma 2013 6.0%

ÅScandic Norway 9.9%

ÅRica largest operator in Norway 
ïsignificant economies of scale

ÅMain synergy potential 

ÅHead office and purchasing 

ÅProfitability improvement from efficiency gains

ÅImplementation of Scandicôsrevenue management 
system and distribution platform

ÅMerger of Rica Points members into Scandic Friends 
loyalty program

ÅIncreasing 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

ÅÓ 200 rooms

Å> SEK 75 m of revenue per hotel 

ÅEBITDA margin of at least 15% at hotel level 

ÅAverage capex of SEK 200k ï280k per key

ÅTarget ramp-up period of 18-36 months 
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Natural 

expansion 

opportunityé

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



éwith 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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ÅScandic is a hotel company 
with a leasing model 

ÅStay competitive by realizing
new hotel opportunities

ÅEnsure growth opportunities 
and sufficient flexibility

HOW?WHY? WHEN?

ÅInternal team focused on 
property investments

ÅCapital allocated to certain and 
selected investment cases 

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

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

ÅRecruit Head of Real Estate 
H2 2016

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



ÅNon-Scandic hotels

ÅSecure strategic 
Scandic hotels 

ÅGreenfield 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 Scandicôstop line.


