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Four Seasons Goes to Paris:
"53 Properties, 24 Countries, 1 Philosophy"

Europe is différent front North America, and Paris is very différent. I did not say difficult. I said différent.
— A senior Four Seasons manager

In 2002, Four Seasons Hotels and Resorts was arguably thé world's leading operator of luxury
hôtels, managing 53 properties in 24 countries and delivering what observers caîled "consistently
exceptional service." For Four Seasons, that meant providing high-quality, truly personalized service
to enable guests to maximize thé value cftheir tinte, however thé guest defined doing so.

In 1999, Four Seasons opened thé Four Seasons Hôtel George V Paris (hereafter, "F. S. George V"),
its fîrst French property, by renovating and operating thé Hôtel George V, a historié Parisian
landmark Doing so was. according to John Young, executive vice président, human resources, "one
of our gréât challenges and triumphs." Young mused on what Four Seasons had leamed from
opening a hôtel in France, wondering what lessons would be applicable to other openings given thé
firm's growth plans, which suggested that new opportunities would be largely ôutside North
America. (Exhibit 1 illustrâtes property locations in 2002.)

Performance

Four Seasons generally operated (as opposed to owned) midsized luxury hôtels and resorts. From
19% through 2000 (inclusive). Four Seasons revenues increased at a compound rate of 22.6% per year.
Operating margins increased from 58.8% to 67.9% during thé same period. Four Seasons' 2001
revenue per room (RevPAR) was 32% higher than that of its primary US. competitors and 27%
higher than that of its European competitors. (Exhibit 2 provides summary financials.)
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