Waarde denken in Textiel Verzorging
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The bed and sleep experience

% of guests who score importance 8-10/10

Hotel Brand Attribute Importance — Top 10

Have comfortable beds |81
Hotels have friendly, helpful staff | 75
Have comfortable bedrooms suitable for relaxing in [ 75
Hotels provide excellent staff service |69

|

|

|

|
Good value for the price paid | |67
Has hotels in the places where you travel | | 66
|
|
|
|

Provide consistent quality and standards, so you know what to expect | 64
Food and beverages are of excellent quality |61
They have a really effective check-in/out procedure |58
Fresh, up-to-date, feel | 54

Base: All business travellers giving a score of 8-10/10
Source: BDRC Europe

Source: BDRC Europe 2007
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In EMEA we are behind our
competitors on bed comfort

% of guests who score bed comfort 8-10/10
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Source: BDRC Europe 2007 respondents who used the b rand



We are also behind in the UK on the
same measure

% of guests who score bed comfort 8-10/10
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Source: BDRC UK 2007 respondents aware of the brand



More than just a bed...




1. New Bedding + 2. Amenities ~+ 3. Services

Night Light Ear Plugs , Quiet Floors

» Guaranteed
wake up call

Drape Clip Sleep CD

» Mattress topper

e Cluster Fill Duvet
o Triple Sheeting Lavender Spray Eye Mask  Organza Bag
» Euro Pillows (Dress)

e 200 Thread Count
 Higher Cotton Content




And had an immediate impact on Guest
Satisfaction

Satisfaction bedding scores jumped +7.0
points since implementation in April 04
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Source: IHG GSTS, Americas



The at hotel marketing was refreshed
to promote the offer



In Room Survey to Quantify
Satisfaction with the Programme

Key measures included*:-

* Impact on overall satisfaction

» Impact on likelihood to return

* Individual bedding elements

» Usage of amenities

e 62 rooms Liverpool

» 80 rooms Heathrow

* Nov 07 — Feb 08

 Control rooms included in research

*Research undertaken by TNS. sample size 385 guests
More detailed than GSTS to provide in depth results



Sleep Advantage significantly Improved
‘overall satisfaction’ with the stay

Impact on Overall Satisfaction
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Significant uplift in ‘substantially improved
my overall satisfaction’
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Substantially Somewhat improved Had no effect Somewhat reduced Subst  antially
improved reduced
Control
Control Mean=3.92; Test Mean=4.15 W Test

Significant difference at 95%
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Impact on Likelihood to Return

38

24
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Significantly more Somewhat more
likely likely

Control Mean=4.02; Test Mean=4.24

No effect on
likelihood

Somewhat less likely  Substantially less
likely

Control
M Test
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-28.000 m?

- 9 floors

- 354 rooms

-18 meeting rooms
-120 FTE

Only one service elevator



Average waiting
time for service
elevator 5 - 10
minutes

(during the day)



Distance from
service elevator to
room up to 95 m
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Een succesvol partnership met de Blycolin Groep en het Etage systeem!









Introduced in August 2005






Reduction of Payroll Costs:

- Linen Room from 3 FTEto 1 FTE
- Houseman from 0.5 FTEto O FTE
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- No more laundry costs : we keep just 1 person a
few hours by day depending of the occupancy to
handle the laundry of our guest and staff and
some in house washing.

 No more houseman/valet bringing up linen to all
floors.

 Reduction in sick leave of 10%



- Improve of the quality of the linen by less
handling.

* Improvement of productivity.

» The staff has everything they need for use during
the day.

 The chambermaid can concentrate on the job of
cleaning the room and can do extra cleaning
tasks.



 Facilitate hiring process
e Less Staff Turnover.

e Opportunity to the chambermaids to be more
professional and proud of their job.

A better image for the guest.

sLinen can be delivered overnight; gain in time for
linen company & reduced delivery space












Innovation Award IHG EMEA
Torchbearer Award IHG EMEA
Renovation Award

Quality Excellence Award

Entreprise Eco-dynamique
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IN Module: Clean
Linen
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ETAGE Adapt: Out Module

Height-adjustable fenders —
also on In module

Garbage cans — Refuse can
be sort by source

Drawer dividers to organise
drawer space

Space for cleaning articles







