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| MISSION STATEMENT

KD

« Our mission is to strengthen our position in the corporate market and consolidate the leisure market. We
focus therefore very strong on customer service. We strive to remain the market leader in the Oslo Greater
District

2 OBJECTIVES

(What do we want?)

We want maintain our market share in Oslo

We want to achieve the highest possible revenue per available room and therefore REVPAR
We want to grow our corporate business

We want to keep up the quality standards of XYZ Hotels

Rl adi s e

3 STRATEGY

Corporate
Local

The aim is to increase our market share. We will penetrate the market of the smaller companies with smaller room night
potential in Oslo. This will ease our dependence on major producer and increase the business. In order to achieve this we
will increase our Sales Team with 2 person. More events for local companies have been introduced to strengthen and
enforce our relation with them. Some events like Picnic, Discovery Cocktail, Secretary Parties have been successfully
introduced. Repeated Sales Trips to all major cities in nearby feeder markets are planned.

International

We will continue to concentrate on the core market German, Swiss, United Kingdom and Austria. We plan extensive Sales
Trips to maintain our current client and prospect new potential clients. We will increase our cooperation with the big
consortia’s and monitor their production more detailed. A Sales Manager international is hired. This position will be in
charge of Consortia’s and all international corporate clients. This will allow us to get make more use of the received data
and create tailor made rates for particular seasons and clients. The occupancy report is weekly discussed and eventual
changes are decided and implemented. The market intelligence report will be used extensively to discover new business
potentials. Sales Trips are planned to all major European Cities

Groups
Local

We will increase our cooperation with the local Ground handling agents and we plan to cooperate with several new
agents. We are holding a variety of events for the local market. l.e. Secretary parties, Company Cocktails, Ice cream
promotions

International

We will consolidate our current business and try to secure more western business. Especially with Tours & Series we will
try further to change the geographic origin of our guests. For the low season we will be very aggressive in pricing in order
to get “good” business early in the year confirmed. Special priced menus will increase our F & B revenue from this
particular segment. We planned Sales Trips to all important source countries and we will develop new source markets like
to former Communist Countries, in particular Russia, Turkey, Egypt, Cyprus
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Conference
Local

A large amount of conferences are booked locally. Due to a down turn in the local meeting industry combined with several
new competitors on the market we will intensify the sales team efforts on this segment. We plan further to host Discovery
Cocktails, have Sales Blitzes in the new business centres and organise several other activities.

International

We will make use of all available databases to contact international institutions, companies and pco’s. The contact will be
through mailings and Sales Trips. We will attend EIBTM, MIT&T and several other mixed fairs with MICE business
attendance. We are the only hotel in Oslo, which has a dedicated Incentive Coordinator. We will create more variety of
programmes and create various more modern programs to attract new clients. The one-stop-shop concept works very
well in this segment

Rack Rate & Leisure

We will create special rates for low season.

We will establish a list of bonafide travel agents in our core markets, which can sell rates on various levels and are not so
price sensitive. A visit program for these agents will be established.

Secondly a list of last minute operators will be established in order or to sell not use room inventory via agents.

General

The mission of the Sales department will be through personal touch with our clients to differentiate us form the other
hotels and create loyalty. The success of the Sales Team is the personal relationship with our clients. Many decision either
for accommodation and conference space is very often done by personal contact. Throughout the year we create various
activities to emphasize on this. We plan an array of activities for the different levels of staff for our clients.

We will maintain and further develop our presence in the national and regional markets. We will do dedicated Sales Calls
to several Cities in Swedish Republic, Bratislava, Budapest and Moscow. Existing contacts in mature markets will be
nurtured and new business will be developed. Internationally we look at potential markets with further growth United
Kingdom, Spain, Benelux, Scandinavia and Finland.
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4 EXECUTIVE SUMMARY

Analysis of the Economic Environment

Efforts of the Swedish Kingdom to progress in the final stage of EU accession process continue. At present, the
Kingdom has closed 25 chapters while 5 open chapters (agriculture, competition, transport, financial and budgetary
provisions and institutions) and | chapter not opened as yet remain to be closed. The CR aspires to close negotiations

by the end of 2002.

With the exception of Japan, the world economy is starting to recover. The US economy obviously reached the
trough in the third quarter of 2001. Both vigorous pro-growth interventions of the federal government after
September | I, partly connected with a fight against terrorism, and policy of the Fed, cutting interest rates radically
over 2001, as well as steep fall of oil prices towards the end-year helped the economy start off growing.

Also the European Union, mainly Germany, was hit by deceleration. Due to end of slowdown in the US, gradual
recovery is expected, although its progress will be probably less intensive. Smooth launch of the cash euro is also
among positive features of the Western Europe's development.

In 2003, dynamics of the world's economy is expected to accelerate because the foundations for economic recovery
seem to be solid.

1997 1998 1999 2000 2001 2002 2003
Forecast Forecasit

Gross domestic product imcresse ir %, constor. b 0,8 -1,2 -0.4 2.9 3.6 3.4 3.6
Consum ption of households imcresse i %, comsdor. 2.4 -2.0 1.9 1,9 3.7 3.6 3.2
Consum |1ti0l'l of governin ent imocreaze in %, consdor. -4.4 -2.4 0,1 -1.3 -1,0 0,0 0,0
Fixed capital formation ifcrease in %, constaor. i -2,9 0.1 -0,6 4,2 7.0 5.8 5.0
GDP deflator inorease iw per cent 2.0 10,7 3.1 0,9 5.7 4,8 3.2
Average inflation rate per cemt 8.5 10,7 2.1 3.9 4,7 3.3 3.4
Employment (LFS) increase im percent i -0LT -1.4 2.1 -0.7 0.4 -0.3 -0,1
Unemployvment rate (LFZS) Fuergge in ger cent 4.8 6,5 8.7 8.8 8.1 8.5 8.8
Wage bill incresse i %, cunmor. 6.6 4,3 3.5 3.1 8.1 6,9 7.0
Current account / GDP percenti -G, 7 -2.4 -2.9 -5.6 -4, 7 -3.9 -3.8

Prices of Goods and Services

Present situation regarding most kinds of prices can be characterized as stabilized. Since the beginning of the second
half of 2001, substantial slowdown of growth both consumer and producer prices has occurred. Appreciation of
exchange rate of the koruna and fall in prices of imported goods and commodities were the main reasons. Domestic
inflationary impulses are very subdued.

In 2002 lower average rate of inflation than in previous year is expected within an interval centered on approx.

3.3 per cent (3.9 per cent) with contribution of administrative measures at about 1.0 percentage points (1.5 p.p.).
Lower inflation forecast results mainly from unexpectedly strong appreciation of the koruna and lesser impact of
anticipated administrative measures - it concerns especially cuts in gas prices from April | by approx. 8 per cent. In the
remaining part of this year, only an increase of regulated rents by 5 per cent should occur from July |.

In 2003 rate of inflation is estimated at 3.4 per cent with expected contribution of administrative price measures at
Il percentage points.

The forecast, consequently, anticipates the current low-inflationary environment to persist, with food prices and
world commodity prices being a possible risk to future price developments. As shown recently, unexpected price
movements in both directions can occur as regards the above-mentioned items.
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Hotel location and product

The Hotel is located in Oslo 5 in a developing commercial area. The hotel opened in 1996 and MHR is part
owner and operator since the opening. The hotel is well-maintained and constant upgrades and renovations are
done. The Hotel is one of the most advanced hotel in technology in Oslo. We are constantly evaluate our
customer need and adapt our services and facilities thereafter

Business structure

The main segments are Groups, Tours and Series, Corporate and Conferences. The Leisure segment
guarantees a good occupancy of the hotel and the restaurant throughout the year. The corporate segment is
very competitive with several 4 and 5 star hotels fighting for the same share

Competitive Hotel environment

O:slo is suffering from an overcapacity of 4 Star hotels and so called 5 Star hotels. Several large 5 Star hotels are
competing with rates on a 4 Star level and make the market very competitive in the leisure and corporate
segment. We feel especially the pressure in the leisure segment on room rates and as well on meal rates for
half board. Our location is improving dramatically with the completion of various commercial centres.
Unfortunately this is as well the advent of new competitor, ABC hotel, just next door.

Key Goals

Rooms : increase rate level, increase market share

F&B keep half board guests in-house; make “Steaks” to one of the leading restaurants in Oslo
H&R : increase team spirit and as a modern and fresh-minded employer retain staff

Product: update guestrooms, latest technology in rooms and public area will be updated

Costs : Freeze costs at 2002 levels

Pricing Strategy

Rooms : Due to a very competitive market we foresee limited potential for an
increase. We will slightly change rates in the leisure segment.
The local corporate market is very volatile and un-loyal and therefore very price
sensitive

Gastronomy : The Outlets at the XYZ Hotels Hotel are mainly frequented by hotel guests.
le. Halfboard. Due to the location and style of the restaurants, plus the local
competition the pricing is very much influenced by this.

“Steaks” restaurant has a growing numbers of non-hotel guests and
regular patrons. The prices are adapted to up-market local competition
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F & B operation

The F&B operation is very important financial contributor to the overall result. Close to 30 % of the total
revenue is generated by this department. With operating margin of 30% is a large contributor of the overall
success of the hotel. The Gastronomy is an essential part of the operation to attract and retain local and
international business. Further changes in service and layout of various outlets will stress the importance and
our commitments to offer high quality food services.

Future Prospective

The corporate segment has growth potential as especially our area is developing from a residential area into a
commercial area. Several new companies will move to Oslo 5, which should guarantee a steady growth. The
Leisure segment will have reached its limits, as the peak dates are already very full. An extension of the travel
season to Oslo is not foreseeable. We will try to nourish existing markets and tap new markets. This will help
us to minimise our vulnerability against any eventual downturn in parts of the world. The conference segment
will be one of our main targets for 2003 as we experience very high competition from renovated, enlarged and
new conference facilities from competitors.

5 POSTIONING STATEMENT

5.1 Positioning Statement / Hotel

It is in one of the largest business centre and entertainment area. Very well maintained hotel with friendly
service. Close location to the airport and near the historical places and city centre.

In average the size of our rooms are more spacious and are cosier than our competitors’. Rooms in the
executive building, Bellevue boast a nice view over Oslo and are with 30sqm the largest rooms in 4 stars
Quality in Oslo.

Major Market segments

Corporate

LCRG & ICRG / ~ 30 % of total RN.
Further increase of numbers of companies in Oslo mainly in the new business centres gives a good opportunity
to increase our market share.

Seminar/ Conferences

The main source markets are Norway, Russia, Germany, UK, and France. Being a member of international
institutions, companies and PCO’s with its databases and our incentive coordinator, might increase the
international business.

Leisure

Individual travel
Corporation mainly on allotment basis with major European wholesalers.
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Group travel
Signed tours and series contract for approx. 50.000 room nights with further acquisitions.

Geographical origin
Mainly Finland, Norway, Denmark, The Netherlands, Germany and Russia

Individuals
Specials / Packages
Special “Golden Oslo” package for individuals mainly for low season. A complete program from dinner up to

sightseeing tours.

XYZ Staff
A special priced package in low season to attract extra business.

GDS

GDS booking for 2002 for about 4% of the total room nights

5.2 POSITIONING STATEMENT /F&B

The existing food & beverage operations offer consistent, high quality products and services. We are capable of
maximizing departmental performance as well as achieving a high level of guest and client satisfaction. Several
outlets are available:

COFFEESHOP

Modern breakfast, lunch and dinner buffet concept. Interactive cooking / carving station.
Swedish specialties, Smorgasbord and international dishes served by a la carte. Food promotions are regularly
offered. In summer the terrace completes the restaurant with an al fresco ambiance.

BOULEVARD CAFE

Traditional Café serving continental and a la carte breakfast, Movenpick coffee and tea specialties, Movenpick ice
cream, yoghurt and cake specialties from our pastry chef. A small menu is offered with salads and sandwich. The
Boulevard Café is directly connected to the Internet café.

BEACH BAR

Hotel bar serving international drinks and cocktails. Snacks offer is available till 2.00 AM.
The bar is designed as a beach bar with the bar counter build in the shape of a ship. The seating is placed at the
“beach”.

CONFERENCE AND BANQUETING

Meeting place for delegates from 2 — 300 persons.
Facilities and level of organization offer unique and comfortable possibilities for meetings, conferences, banquets
and incentives.

STEAKS RESTAURANT

Breakfast restaurant for our executive floor guests.
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Steakhouse style restaurant, offering medium priced international lunch and dinner dishes. From Monday till
Saturday, a quick business lunch with a first - and main course is specially offered for business guests who have
limited time. On the summer terrace with view over Oslo the charcoal grill is spoiling the guests with the finest
barbeque delicacies.

LOUNGE BAR

Hotel bar serving international and national drink specialties in cosy and style full atmosphere at the top of the
hotel. Seating on terrace at summer time.

53 Unique Selling Proposition

YOUR FRIENDLY HOST IN OSLO
5.3.1 Selling Points

Hotel general

Situated in the new area of business and entertainment centre (upcoming second city centre)
Free shuttle service to the public transportation

Closest downtown hotel to the airport

In-house secured parking garage

Large park adjacent to the hotels

Guest relations team to care for VIP’s

» 2 separate hotel buildings for business and groups

» Dedicated floors for corporate clients with specialized benefits

» One of the most spacious rooms on the market

» 24 hours room service for all corporate rooms

» Free entrance to fitness centre with sauna for all corporate rooms

Restaurant

» Barbeque at Steaks restaurant terrace

» Quick business lunch at Steaks restaurant

» Buffets with large variety of popular and traditional dishes

» Steakhouse restaurant “Steaks” which is one of the top venues in Oslo

Bar
» Lounge bar with best view over Oslo while taking a aperitif

Banqueting/Conference

All meeting rooms are with day light and have modern technical equipments
High speed LAN lines in all meeting rooms

Terraces of the meeting rooms

Dedicated Incentive and Event Coordinator

YV VVYV
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Features

» Business Corner in both buildings
» Hotels parking lot (140 units)
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5.4 SWOT ANALYSIS HOTEL

STRENGTH

Strong brand name

e Well established position and acknowledged on the national and
international market

e Strong relationship with customers

e Excellent quality of F&B

e Interesting design and features — cable car, couple of summer
terraces

e Main shopping and entertainment centre within walking distance

e  Experienced employees

Free shuttle to underground station

Own garage and parking lot for coaches

Woarm and friendly atmosphere

Surrounding around executive building — park, tennis court.

Outstanding view over Oslo from executive building

One of the most spacious rooms on the market

Well maintained technical condition of the hotel

Ongoing staff trainings and improving of quality of services

Two separate business centres in each building

WEAKNESS

Location — longer distance to city centre in comparison to
competitors
Longer walking distance to underground station also no
proper pavement.
No hotel signs for pedestrians from underground station
Tunnel construction next to the hotel
Still bad perception of the area around the hotel by potential
clients
Lack of facilities such as:

- Pool

- Limited services and capacity in fitness centre compare

with some of our competitors

- Mini bars in standard and safes in superior rooms

Traffic jam around the hotel as the construction is still on

going

OPPORTUNITIES

e New business and entertainment centre within walking distance
from hotel

THREATS

New competitors coming to the Oslo in 3 *up to 5 *
categories

e New potential clients moving to the area around the hotel e General safety concerns of travellers
e  Flexible in concentrating on new pot. Markets worldwide e Decreased tourism from certain destinations
e Increasing MICE segment by providing full incentive services e  Cutting expenses of corporate clients
e Improving good name of Oslo as a meeting destination with e  Global economic recession
support of the head office e  Price dumping of hotels in 3% 4* and 5* categories
e Renovation plans for surrounding buildings e Slow reconstruction of new business district
e  Low Season dumping
e  Chain Hotels reservation system
5.5 SWOT ANALYSIS F&B

STRENGTH WEAKNESS

e  Friendly staff e  High competition at the market — price dumping

e High quality of services e Biggest conference rooms with columns

e Excellent cuisine e  Outlet capacity on high occupancy

. Good client feedbacks . Finding skilled service staff, Oslo has a zero rate of

e  Flexible guest oriented organization unemployment

e Value for money e High fluctuation of staff

OPPORTUNITIES THREATS

e New companies will establish in Oslo e Upcoming competition within the region

e  Oslo is a major destination for international congresses and e Price dumping competition

incentives e No skilled staff

e  Existing Companies moving out from City Centre e Newly opened ABC Design Hotel (230 Rooms)

e Quality to prevail quantity e Quantity to prevail quality

e Increasing brand identity by internal and external support e Well-trained staff leaving for competition

e Venue of more business people in Oslo (Steaks business)
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5.6 SWOT ANALYSIS OSLO

STRENGTH

e  Historic landmarks of the whole country
e Unique architecture of the city centre
Public transportation system
e  Value for money
e  Geographical location
Cultural venue and events
e Modern airport

WEAKNESS

» Little support of local tourist authorities to the private
Hospitality industry

» Persisting local spending power

» Price dumping among hotels

» Limited parking in the city

» Several large city constructions sites

» Oslo does not sell in winter

» Roll play of local tour operators

» Lack of Service/Hospitality Education

OPPORTUNITIES

e  EU membership enrolment in 2005
Improving city infrastructure
e One of the biggest congress centres in Europe
e  Completion of Andel commercial and business area

THREATS

» Lacklustre of government to implement desperately need
reforms in several sectors

» Sudden changes in the Law

» Oversupply of hotels

» Uncertain tax changes / VAT

» Bad image factor through petty crime on tourism

» Negative World politics & economics
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6 COMPETITION ANALYSIS

6.1 Current Competition / Hotels

The following five (5) Hotels are our main competitors in our Market surrounding. / currency EUR

DESCRIPTION XYZ Hotel ABC DEF GHI JKL MNO PQR
Ranking HHFE Soflok Stk SwkoRotoR ootk T SR
soriskplus
Opening Date 03.1996 1995 1991 1987 1990 Brand 2001 2002
#.of Staff (full time) 240 N/a n/a n/a n/a 130
Number of Rooms 435 398 788 531 368 243 239
Number of Suites 31 54 31 13 6 4
Room Rates: STD/SUP/EXE 247 299/ 328 175/ 230 180/210 265 209 /249
Single: 205/215/240
Double: | 225/250/270 247 299/ 328 230 210/240 265 238/278
Triple: + 38 370 n/a 310 290
Suites: | 370,-/390,- 342 549/ 623 320 343 EUR
Corporate Rate SUP/EXE 150/240 260 145/170 185/205 215 188
160,-/180,-
P. Corporate Rate | 140,-/160,- 126 220/243/274 135/155 130/150 190 156
Breakfast Buffet Incl. Incl. Incl. Incl. Incl. Incl.
# Restaurants I 3 6 5 2 2 I
# Seats 220 900 200
Speciality I | 2 5 I I 0
Restaurants 78
Number of Bars 2 | I 2 I I | Cafe w. bar
Total Banquet 12 rooms 12 22 22 10 16 6
Space/ # Rooms 240 pers.
Largest Room 308 sqm 250gm 1125gm 732qm 380gm 309gm 320gm
(sgm)
Business Centre yes yes yes yes yes yes no
Executive Floor yes yes yes 3 floors yes yes yes
Club Lounge yes yes Club Room yes yes no no
Guest Relations yes yes yes yes yes no yes
Turndown Service Bellevue no yes Exec.Floor Exec. Floor yes no
Room Ser. Hours 24 hours 6.30-23.30 24 hours 24 hours 24 hours 24 hours I8 hours
Life Music / On request Lobby yes,Bistro disco bar piano lobby yes no
Dancing Facilities Cafe
Health Club In house In House In House In House In House In House Outsourced,
admiss.charge
Sw. Pool/Sauna Sauna Sauna yes yes Sauna,whirp. Sauna Sauna
Concierge yes yes yes yes yes yes Yes
Limo Service on request yes yes yes yes yes yes
AP Shuttle Service no yes no no on request no on request
Garage Prices 500,- 400,- 600,- 300,- 400,- 300,- 14 EUR
Free Pkg-Banquets no no upon request no no no no
Free Pkg-Rest no no upon request no no no no
Shops yes 4 5 3 I I
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6.4 Future Competition / Hotels

DESCRIPTION XYZ Hotel ACE BDF GIK HJL MOQ
Ranklng ****’ ****plus '7 *hkkkk ****plus ****plus *k*k
Opening Date 1996 07/2003 04/2003 10/2002 9/2002 10/2003
Nr.of Staff (full time 240
employees)
Number of Rooms 435 200 148 174 58 239
Number of Suites 31 20
Room Rates: STD/SUP/EXE
Single: 205/215/240
Double: 225/250/270
Triple: +38
Suites: 370,-/390,-
Corporate Rate SUP/EXE
160,-/180,-
Preferred Corporate Rate 140,-/160,-
Breakfast Buffet Incl.
Number of Restaurants/ # Restaurant 220 Terrace 68 3 1 1 2
Seats
Speciality Restaurant 1
Number of Bars 2 2 1
Total Banquet Space/ # 12 rooms ? 4 no conferences
Rooms 240 pers.
Largest Banquet Room 308 gm ? for 350 pax
(am)
Business Center yes no
Executive Floor yes
Club Lounge yes no
Guest Relations yes
Turndown Service Bellevue
Room Service Hours 24 hours
Life Music / Dancing On request
Facilities
Health Club In- In house Big spa
House/Outside
Swimming Pool/Sauna Sauna Pool and Sauna
Sauna
Concierge yes
Limo Service on request
Airport Shuttle Service no
Garage Prices Czk 500,-
Free Parking-Banquets no
Free Parking-Restaurants no
Shops yes
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7.4 Critical Dates 2003

17.04.03
27.04.03
29.05.03
07.06.03
11.06.03
19.06.03

20.09.03
03.10.03
29.12.03

Low season:
High season:
Peak Season:

01.01.03
20.04.03
03.05.03
01.06.03
09.06.03
14.06.03
22.06.03
15.08.03
24.09.03
05.10.03
31.12.03

New Years Eve

Easter

Period in very high demand
Ascension Day (long Weekend)
Whit sun

Dentist-Congress

Corpus Christi (long Weekend)
Assumption Day

ECNP Congress

German National day (long Weekend)
New Years Eve

03.01.-12.04. & 01.11.-29.12.2003
01.07.-31.08.2003
13.04.-30.06. & 01.09.-31.10.2003
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8. KEY GOALS & OBEJECTIVES

8.1 Key Goals & Prospects /| Rooms

Improving results of Quality Assurance audit against last result

Increase average room rate

Maintain the corporate key accounts

Increase our market share mainly from Oslo NBD from the new business centres.
Increase conference and incentive segment

Selective sales in leisure segment

Improving results of Quality Assurance audit against last result

Guarding the improvement of financial yield

Focus on staff training by departmental trainer

8.2 Key Goals & Prospects / F & B

Upgrading the overall service and product satisfaction factor

Guarding the improvement of financial yield

Enhancing brand Identity

Reaching differentiation in a la carte business from competition by consistent operational performance
Cutting down on operational costs, while supplying the operation with sufficient equipment

Improving results of Quality Assurance audit against last result

Conference services to be superior to competition

Focus on staff training by departmental trainer
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10.2 FOOD & BEVERAGE

In accordance with comprehensive competition analyses, Food & Beverage prices will be brought in line with competition.
Prices will increase each quarter there, where recalculations are being made because of increased purchase prices

1. SALESACTION PLAN

11.1 Sales Structure

Resident Manager

: |
[ ]
Director of Sales Executive
Banquett & Conferences Level 1

R

—
B
== sl
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Oslo in Your Pocket E [Yearly x  |Prolink 1.920,- 12 |23.040,-
PBJ - Oslo Insider E  |Bi-monthly)x [x |Guide
Oslo Events E Monthly Guide I/1 page |4C 7.000,-
Oslo this Month E Monthly Guide
Oslo Guide E  |Monthly Guide 1/2 page |4Cl|inside (7.900,-
Gourmant C/E |Yearly x  |Listing + Sticker 420,-
Gourmant C/E |Yearly X Prolink 1.500,-
Square Meal E  [Monthly x  |Listing 800,- 11.600,-
Oslo City Tram E | x year Tram coach 270000,-
Historic Oslo E [Yearly Guide I/1 page [4Clinside 80.000,-
Professional
Food Service C |Monthly Magazine
Pravda C  |Quarterly Magazine
Gastro Plus C |Monthly Magazine
Gastronomica Revue C  |Bi-monthly| Magazine
COT Business C/E |Monthly Magazine
Dine Out C |10 xyear Magazine
TOT |1,368,000.00,-
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