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BRAND UPSs

ONLY FRENCH LUXURY HOTEL
BRAND WITH A LARGE
INTERNATIONAL PRESENCE IN
OVER 45 COUNTRIES IN 5
CONTINENTS

Modern luxury hotels blending
French “art de vivre” (art of living)...

... with the best and most
sophisticated of local cultures

Showcasing authentic French
touches, across the guest journey,
e.g. "Gastronomie Francaise”
(cheese, bread, viennoiseries,
wine...), Sofitel perfume, I'art of the
French bouquet, French Luxury bath
amenities

‘ Sofitel Paris Le Faubourg, France =
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BRAND UPSs

STRONG BRAND EQUITY

Most international network with > 120 B e = Lf_; LM siad
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Strong awareness > 60% in key
feeder markets

Strong PR coverage > 300 million
net reach and > 400 annual awards

High perceived value with strong
brand programs, partnerships,
events, e.g. La Nuit by Sofitel and
Les Diners Extraordinaires Sofitel

Sofitel Munich Bayerpost, Germany
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BRAND UPSs

INVESTORS’ ASSURANCE

> 55 years of brand heritage and
"savoir-faire"

French origin & French luxury DNA,
higher brand perception and
preference

High level of standards & service
excellence drive customer
satisfaction and reputation

Brand equity contributes to "sure-
win" investment



NETWORK AND PIPELINE

120 HOTELS

46 COUNTRIES IN 2020

18 NEW HOTELS

5,443 MORE ROOMS BY 2025



NETWORK AND PIPELINE

Official figures as of end June 2020

11%

AMERICAS

NETWORK
15 Hotels
3,398 Rooms

PIPELINE
2 Hotels
344 Rooms

OPERATING MODE

96% 4%

Managed Franchised

22%

EUROPE

NETWORK
32 Hotels
6,590 Rooms

PIPELINE
2 Hotels

"t 647 Rooms
( ‘ .

48%

ASIA PACIFIC
NETWORK
50 Hotels
14,4558 Rooms
PIPELINE
/ 9 Hotels
: Q- 2,857 Rooms
) e
o N erae

AFRICA - : |

MIDDLE EAST o

NETWORK ;

23 Hotels

5,670 Rooms

PIPELINE \

5 Hotels &)'

1,595 Rooms

P.8



FLAGSHIPS - EUROPE

SOFITEL PARIS LE FAUBOURG
(FRANCE)

148 ROOMS




NETWORK & PIPELINE

FLAGSHIPS - EUROPE

SOFITEL LONDON ST JAMES
(UNITED KINGDOM)

183 ROOMS




NETWORK & PIPELINE

FLAGSHIPS - EUROPE

SOFITEL MUNICH BAYERPOST

(GERMANY)

396 ROOMS



NETWORK & PIPELINE

FLAGSHIPS - EUROPE

SOFITEL ROME VILLA BORGHESE
(ITALY)

78 ROOMS




FLAGSHIPS - AMERICAS -

SOFITEL MEXICO CITY REFORMA
(MEXICO)

275 ROOMS




NETWORK & PIPELINE

FLAGSHIPS - AMERICAS
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SOFITEL WASHINGTON DC LAFAYETTE SQUARE
(UNITED STATES)

237 ROOMS
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NETWORK & PIPELINE

FLAGSHIPS - AMERICAS == -

SOFITEL CHICAGO MAGNIFICIENT MILES
(UNITED STATES)

415 ROOMS




NETWORK & PIPELINE

ASIA

SOFITEL BEJING CENTRAL
(CHINA)
345 ROOMS

FLAGSHIPS -
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NETWORK & PIPELINE

FLAGSHIPS - ASIA
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(CHINA)

350 ROOMS




NETWORK & PIPELINE

FLAGSHIPS - ASIA

(SINGAPORE)
223 ROOMS
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NETWORK & PIPELINE

FLAGSHIPS - PACIFC

SOFITEL SYDNEY DARLING HARBOUR
(AUSTRALIA)

590 ROOMS




NETWORK & PIPELINE
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FLAGSHIPS - AFRICA
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SOFITEL MARRAKECH PALAIS IMPERIAL

(MORROCO)

184 ROOMS




NETWORK & PIPELINE

FLAGSHIP RESORTS - ASIA

SOFITEL SINGAPORE SENTOSA RESORT & SPA
(SINGAPORE)

215 ROOMS




FLAGSHIP RESORTS - ASIA

SOFITEL BALI NUSA DUA
BEACH RESORT
(INDONESIA)

415 ROOMS




NETWORK & PIPELINE

FLAGSHIP RESORTS —
MIDDLE EAST

SOFITEL DUBAI THE PALM RESORT & SPA
(UAE)

546 ROOMS
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LATEST OPENING

SOFITEL ISTANBUL TAKSIM
(TURKEY)
203 ROOMS
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NETWORK & PIPELINE

UPCOMING OPENINGS

SOFITEL DUBAI WAFI
(UNITED ARAB EMIRATES)

595 ROOMS
SEPTEMBER 2020




NETWORK & PIPELINE

UPCOMING OPENINGS

SOFITEL HAIKOU
(CHINA)
211 ROOMS
JANUARY 2021




UPCOMING OPENINGS

SOFITEL ADELAIDE
(AUSTRALIA)
250 ROOMS

FEBRUARY 2021
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NETWORK & PIPELINE

UPCOMING OPENINGS

SOFITEL SEOUL
(KOREA)
563 ROOMS

JULY 2021
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ASIA — PACIFIC

MA LEGEND, PANAMA

L ADELAIDE, AUSTRALIA 250 ROO A b :
RU, COLOMBIA 187 ROO N

HAIKOU TIANTUO, CHINA 209 ROON
ZHOU YINGGUAN, CHINA 580 F
ANH, VIETNAM 240 ROOMS, D
ADOR SEOUL, SOUTH KORI

"= MIDDLE EAST

245 ROOMS UNE 2023 =y &,

SOFITEL DUBAI WAFI, UNITED ARAB EMIRATES 595 F E 2023
LAND 187 ROOMS, SEPTEMBER 2021

- SOFITEL THALASSA ALGER, ALGERIA 182 ROOMS, D
- SOFITEL DO HA.WEST BAY, QATAR 430 ROOMS, JANU
ADH, SAUDI ARABIA 388 ROOMS, MARC




GUEST EXPERIENCE

A PASSION FOR DESIGN

CHIC DESIGN

From the timeless and elegant

settings of Sofitel Legend to the
sophisticated and chic designs of
Sofitel Hotels & Resorts, every

Sofitel address is a work of art by
masterly architects and designers

like Didier Gomez (Sofitel Paris Le
Faubourg), Pierre-Yves Rochon
(Sofitel London St James), Andree
Putman (Sofitel Paris Arc de Triomphe),
Richard Francis-Jones (Sofitel Sydney
Darling Harbour) and many more.

P.30




GUEST EXPERIENCE

A PASSION FOR AUTHENTIC
GASTRONOMY

AUTHENTIC & LIVELY F&B
(WITH KEY FRENCH ELEMENTS)

Whether it is French haute cuisine

or re-interpreted gastronomical
traditions, our skillful chefs create
enticing, inspired dining that is
enriched by each destination’s unique
aromas, textures, ingredients, flavors
and secret recipes. At Sofitel, guests
are treated to "Gastronomie
Francaise" from finest breads and
delectable pastries to premium wines
(e.g. Sofitel Wine Days, French
Breakfast, Les Diners Sofitel...) and
cheeses from around the world.
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GUEST EXPERIENCE
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PROGRAMS

C’

ART &CULTURE

LA NUIT BY SOFITEL

Sofitel’s signature, multi-sensory party
concept combines the best of Parisian
nightlife with localculture, bringing guests
together through leading musical acts,
dynamic DJ sets, experimental cocktails
and strikingly creative lighting and visual
effects.

GUEST EXPERIENCE




GUEST EXPERIENCE

A PASSION FOR WELL-BEING

INDULGENT WELLNESS

S =<

Sofitel embraces the art of wellness
holistically, offering a wealth of
relaxation and rejuvenation benefits
through its signature Sofitel Spa and
Fithess concepts and De-Light
wholesome foods. In the rooms,
guests get to indulge in the blissful
Sofitel MyBed™ sleep-time
experience, soothing bath rituals and
generous offers of luxury bath
amenities from French brands
Hermes, Lanvin and others.

Sofitel Singapore Sentosa Resort & Spa - P.35
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GUEST EXPERIENCE

PROGRAMS

Over 55,00 Sofitel MyBed™ products
sold on Sofitel Boutique
(sofitelboutique.com)

D

SCFITEL

MYBED"

INDULGENT
WELLBEING

SOFITEL MYBED™

Designed to provide ultimate insleep-time
bliss, Sofitel MyBed™ ushers a whole
new concept in relaxation. This
multi-sensorial experience ensures all
guests have a luxurious rest and wake
up feeling refreshed.

Sofitel MyBed™ |ulls guests to sleep
with plush beddings, comforting tea,
aromatherapy scents inspired by the
destination.

P.36



GUEST EXPERIENCE
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@ WELLNESS FACILITIES

@ SOFITEL SPA @ @ CLUB MILLESIME

FR NCH WELCOME ¢ ART OF THE FRE
GF EETII;IG ™ BOUQUET @

? SOFITEL SO TEL FITNESS @ ? COTE PISCINE

SENCE DE SOFITEL® ¢ CANDLE RITUAL @ INDULG

FRENC
AMENI

AUTHENTIC & LIVELY F&B @ ART&CULTURE @ CHIC DESIGN




GUEST EXPERIENCE

PEOPLE ACTIVATION

o e N Y 2 SOFITEL COUSU MAIN —
> | SERVICE FROM THE HEART
SOFITEL i
COuUs — Sofitel Heartists and Ambassadors
- N A N ~ s , around the world are passionate
’p,:, : & - | 2 about heartfelt hospitality, delivering
y rene ® e e I' Sa00 _ genuinely caring and thoughtfully
; = personalized service right from the
heart. This is the service culture of
‘ 3 A Sofitel - Cousu Main, a mark of
/ , 8 » & % service excellence that Sofitel guests

| : L have come to recognize and appreciate
| N W over the years.




COMMUNICATION

COMMUNICATION PLATFORM

GLOBAL COMMUNICATION e | BRAND WEBSITE:

CAMPAIGN (2019 - 2022) Informative and inspiring, the

LIVE THE FRENCH WAY e Sor- G - . Sofitel website provides

ADVERTISING
VIDEO

X =y ~ . seamless research-to-
} - TN reservation journey anytime,

gt BN A anywhere.

Sofitel.com

PR & COMMUNICATIONS

Spontaneous, joyous, carefree,
with an elegant touch of joie de
vivre and “désinvolture”, this is
how we describe the hedonist
French way of living.
SOCIAL MEDIA
TOTAL REACH 2.4B 0 Over 1.3 million followers.

NET REACH 2019 571M
@ Almost 83,000 followers.

Over 104,000 followers.
€ over 10,600 followers.

Sofitel is also presented on 0 @
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United Germany Russia
Kingdom

’ 1d Equity & Awareness Monitoring December 2019 |

hotel users = users having spent at least 1 stay in a luxury hotel o or accommodation, top 30% income within country
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F?ance United Germany Russia ‘
) '%._ Klnngm |

,argin® in € 4

'y
- Brand Margin® measures the financial premium which the brand name adds to the in ded alternative. A Brand Margin® of 10€ means that « Consumers think it is wort V ng'on
~average 10€ more per night to stay with brand X compared to an unbranded equivale modation in the last 12 months and somewhat/very familiar with the brand ‘ k

w — :;Em“mh in €. Traveller representative




SOFITEL

BRAND PERCEPTION AVERAGE RPS
89,30%

Official figures as of end 2019



PERFORMANCE

ACCOR DISTRIBUTION SOLUTION~

ACCOR OFFERS >110 GLOBAL DISTRIBUTION PARTNERSHIPS AT BEST MARKET CONDITIONS

‘/a- ullma
-l all.accor.com multi-brand portal Mantis % 221020 QZE LANO
o o7 el
18 erano wessites e S s g

SOFITEL

-I o :S‘\ #; “ovels . desonts
MOBIL APP twenlyngi:!eﬂh,nnﬂs!holals @ R I xV O S
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900 SALES AGENTS

operatein

Monlra-

9 CALL CENTERS
in 20 languages

+

1 ,470 HOTELS

use Cluster facilities

INFLUENCED
HOTEL DIRECT*

*HOTEL & CLUSTER
RESERVATION SERVICES

1 ,500+ HOTELS

use TARS for their own bookings

*All Accor brands excluding recently integrated:
Delano, SLS, The House of Originals, Mondrian, Hyde, greet, Mantis, Tribe

Source : CRS Official figures as of end 2019
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SOFITEL DISTRIBUTION POWERED BY ACCOR oo sevenue saseo PERFORVANCE

SPLIT OF HOTELS REVENUE PER DISTRIBUTION CHANNELS

INFLUENCED HOTEL DIRECT*
*E-mails & cluster services

\vjelle=

40% DIRECT SALES

ACCOR WEB
ALL.ACCOR.COM + APP
BRAND.COM

2%

FOCUS WEB
(ACCOR WEB + WEB PARTNER)
OF SOFITEL ROOM
REVENUE COMES 28%
THROUGH ACCOR HOTEL
CENTRAL PMS
RESERVATION 2M room NiGHT
SYSTEM

€500M ROOM REVENUE

WEB PARTNERS

(OTAS) 32% INDIRECT SALES

GDS/IDS

Source : CRS Official figures as of end 2019



NEW BOOKING ENGINE & APP

1 MULTIBRAND PORTAL
ALL.ACCOR.COM

Website + App visits

Destinations

Languages

Official figures as of end 2019

1 LIFESTYLE COMPANION APP

Mobile and App visits*

Download every minute

*year 2019 + from dec 2019-to Mid Feb 2020, since launch of ALL

ACCOR
LIVE
LIMITLESS

18 BRAND.COM WEBSITES

Plugged to



NEW LOYALTY PROGRAM

THE ONLY LIFESTYLE
LOYALTY PROGRAM

AND

TO EARN & REDEEM POINTS

New tiers (diamond & limitless hidden tier)
Brands and +

outside a stay

— Games / Net media value +€200m to ALL
— Worldwide arenas & festivals
— Taste festivals

Official figures as of end 2019

THE FAST GROWING
LOYALTY PROGRAM

Loyalty members worldwide
Loyalty contribution rate
Members stay twice more

Members spend twice more

214M

150

120

100

70

/]
]

A

2 40 N

3
2016 2017 2018 2019
ALL FRS ® Huazhu

ACCOR
LIVE
LIMITLESS

THE MOST GLOBAL
LOYALTY PROGRAM

South Central
North & America Europe
Central 8% 6%

America,
Caribbean
11%
Nothern
Europe

ASPAC

(1)
e Other Europe,
Middle-East &
France Africa
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~ ROOM AVERAGE SIZE
% TGFA / ROOM

RECOMMENDED

' NUMBER OF ROOMS
"4

TGFA / ROOM

FOOD & BEVERAGE

 WELL-BEING

MEETINGS

e e S REE e

- LOCATION, HIS
CONVERSION

150 — 250 key

-10/-15% of wa
75-90

1502

PRIME SECONDAR

40 sgm + balcony LOCATIONS LOCATIONS

110 - 150 sgm

1 Breakfast Restaurant
1 Destination Restaurant
1 Destination Bar
Additional F&B Y

MAJOR DOM

SoSpa
SoFit
Swimming pool

ATTRACTIVE TOURISTIC
DESTINATIONS

Club Milesime

Magnifigue meetings & events
Ballroom

Business Centre available

Kids Club (Le Petit Prince / Villa des E
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DESIGN BRIEF

SOFITEL DESIGN BRIEF
Can be used before HCSA is signed

SOFITEL STYLE BOOK

Can be used before HCSA is signed



https://www.dtslibrary-accor.com/nuxeo/login.jsp?requestedUrl=ui%2F%2523%21%2Fdoc%2F5a2f68a8-840d-4866-b8ff-418b9c289f70
https://www.dtslibrary-accor.com/nuxeo/login.jsp?requestedUrl=ui%2F%2523%21%2Fdoc%2Fc8ed56ca-5562-4baa-9ffe-3937e291c5df

&

THANK YOU

www.sofitel.com



