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GALLERY

STORIES THAT STAY

MGallery is a collection of storied boutique hotels to
discover the world and beyond, providing a delightful
and unique experience inspired by the local essence of
the hotel and its authentic story. With 91 addresses
globally, each MGallery location leaves guests enriched
with a collection of emotions that make their stay truly
memorable.

DELIGHTFUL SINGULAR INSPIRING ENRICHING

WHY INVEST IN MGALLERY | POSITIONING | 2



MGALLERY TOP 3 USPs

COLLECTION OF STORIED
BOUTIQUE HOTELS

Collection of unique hotels with
strong identities

Unique hotel story based on

owner’s vision illustration

STROM Process: Dedicated
« storytelling » approach

FLEXIBILITY

* Flexible design and program in
adequation to the market &
location

* « Soft » brand standards but

« Strong » brand markers

BRAND POWER

Strong distribution > 70% of total
revenue, the highest in the market

Strong communication investment

sur support the brand awareness

Strong brand community spirit
driving addition business

Strong brand programs to
generate additional revenue
illustration: « Inspired by her »

WHY INVEST IN MGALLERY | BRAND USPs | 3



NETWORK AND PIPELINE

(o)

o Geographical
CURRENT ( 27), split

26 hotels s ;
2,827 rooms ﬁh’" o !

PIPELINE »
10 hotels
1,221 rooms.. _

CURRENT
11 hotels
1,239 rooms 1% \
PELINE
Zlhil;els CURRENT
665 rooms CURRENT ( 18% 1 33 hotels
26 hotels /'\ 3,915 rooms
36%
1,91 6 rooms b PIPELINE
PIPELINE 23 hotels
4 hotels 3,556 rooms
239 rooms
HOTELS
CURRENT
ROOMS ‘ L 5 hotels
. 742 rooms
COUNTRIES IN 2018 PIPELINE
6 hotels
1,060 rooms
NEW HOTELS BY 2023 OPERATING MODE

47%
NEW ROOMS BY 2023




MGALLERY WELCOMES 21c MUSEUM HOTELS
WITHIN THE COLLECTION

A collection of art museums with rooms
upstairs.
21¢c Museum Hotels combines contemporary art museum,
boutique hotels and chef-driven restaurants.
The 8 properties have joined the MGallery Collection,
marking the introduction the brand in North America.

8 hotels today: Bentonville (104#) — Cincinnati (156#) -
Durham (125#) - Kansas city (120#) — Lexington (88#)-
Louisville (?1#) — Nashville (124#) - Oklahoma City
(135#)

2 hotels in the pipeline: Chicago — Des Moines

21C MUSEUM HOTEL LOUISVILLE 2 ‘



21c MUSEUM HOTELS X MGALLERY INTEGRATION

|C

BRAND STRANDARDS

All MGallery brand standards and

programs apply to the 21c
|

Museums Hotels properties
MUSEUM HOTEL

e.g. Signature Cocktall, Inspired by
Her, etc.

NAME & LOGO “ DISTRIBUTION

SOCIAL MEDIAS v

The 21¢c Museum Hotels brand
keeps their own social media
platforms and will be promoted on
the MGallery ones

WHY INVEST IN MGALLERY | NETWORK & PIPELINE | 6
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A Signature Hotel

THOTEL MUSE BANGKOK - THAIAND

© 174 ROOMS
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LATEST OPENINGS

Legacy Yen Tu, Vietnam
Bé;Rooms, July 2018

The Galata Istanbul Hotel, Turkey
83 Rooms, March 2018

The Canvas, United Arab Emirates
164 Rooms, October 2018

Palladio Hotel, Argentina The Michelton, Australia
113 Rooms, Novegmber 2018 58 Rooms, July 2018



KEY UPCOMING OPENINGS

EUROPE

* France, Domaine de la Reine Margot, 83 Rooms
« Germany, Hamburg Globushof, 155 rooms

+ Greece, Athens King Palace, 178 Rooms

* ltaly, Pompei, 79 rooms

« lIsrael, Tel Aviv, Alkunin Mgallery, 44 rooms

» Netherlands, Rotterdam Zuid, 200 Rooms

+ Poland, Krakow Kossaka, 64 Rooms

+ Poland, Wroclaw, 184 rooms

MIDDLE-EAST — AFRICA

« Ethiopia, Addis Abeba, 218 rooms

« Nigeria, lkoyi, 100 Rooms

+ Qatar, Doha Musheireb, 213 rooms

+ Saudi Arabia, Jeddah King’s walk, 181 rooms

* United Arab Emirates, Dubai Business Bay, 144 Rooms
+ United Arab Emirates, Swarovski Towers, 204 Rooms

Secured Pipeline from end 2018

ASIA PACIFIC

* Australia, Sydney Porter House Hotel, 121 rooms

+ Australia Chadstone Melbourne, 248 Rooms

+ China, Haiquan Bay Hot Spring Resort, 100 Rooms
 Hong-Kong, Citygate Hotel Hong Kong, 200 rooms
* Indonesia, Bandung, MGallery Ciwaruga Botanica, 165 rooms
* Japan, Kyoto Sanjo Hotel, 144 Rooms

« Myanmar, Mandalay Hill, 150 rooms

» New Zealand, Auckland Eden Crescent, 69 rooms
« Philippines, Manila, 126 rooms

* Thailand, The Heritage Phuket Patong, 150 rooms

+ Vietnam, Ba Na Hill, 150 Rooms

AMERICAS

* Peru, Cusco, MGallery Valle Sagrado Cusco, 80 rooms
» Peru, San Isidro, 60 Rooms
+ Uruguay, Montevideo, 97 Rooms

WHY INVEST IN MGALLERY | NETWORK & PIPELINE | 13



KEY UPCOMING OPENINGS

dewn Bwn Blbbdi 1
ns, January 2021

-
I WI

fllery MontéVideo
Rooms, Opening 2020

MGALLERY BRAND PRESENTATION WHY INVEST IN MGALLERY | NETWORK & PIPELINE | 14
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HELTON HOTEL NAGAMBIE

DESIGN PHILOSOPHY

CONTRASTING EXPERIENCES

Captivating, abundant, passionate,
feminine, genuine surfaces and curated
atmospheres.

Intriguing spaces envisaged through the lens
of a gifted and unrestrained storyteller, one
who is not afraid to use imagination with wild
abandon, to mix light and shade, chaos and
conformity, the serene with the sublime. The
approach should be anything but ordinary.




FOUR PASSIONS

CURES MARINES TROUVILLE HOTEL

WELLBEING FOR
WOMEN

Wellbeing dedicated to
women. At MGallery,
wellbeing is a complete
experience, focused on self
care.

We were inspired by
women’s expectations to
design our wellbeing
experience, leading to
solutions nourishing the
mind, body and soul of
women and men alike.

HOTEL DE LA CITE CARCASSONNE

SENSORIAL
MIXOLOGY

BESPOKE DESIGN

Contemporary and authentic
design connected to the hotel
story and the destination.

HOTEL BARRAQUDA PATTAYA

Combinations of flavors and
scents that embody the unique
story and character of the hotel.

ARTFUL STORIES

Unique artistic
expressions that
resonate with the
guests’ personal stories.

INK HOTEL AMSTERDAM

WHY INVEST IN MGALLERY | KEY PROGRAMS | 16



GUEST JOURNEY

WELLNESS LEISURE
GUEST ROOMS
ARRIVAL PUBHE SPACES o FACILITIES FACILITIES DEPARTURE
@ @ [ ] L 2 @ \ 4 @
® Welcome Gift ® Hotel Scent Suite Personalisation Signature Cocktail @ Inspired By Her Memorable Moments Farewell Gift

®  Uniform/Uniform Detail = ® Fitness Classes
Iconic Postcards

MOOK

@ Bespoke design Mandatory
® Wellbeing for women

Sensorial mixology

Artful stories

Mantras
Inspired by Her
Bedtime story
MOOK

Signature Product
at Breakfast

Signature Dish

Inspired by Her

® gignature Treatment

® Charity endorsements
Collaboration in town

® Unbeaten paths
running course

WHY INVEST IN MGALLERY | KEY PROGRAMS | 17



KEY PROGRAM — GUEST ROOMS

INSPIRED BY HER

Inspired by Her is a selection of products,
services and experiences designed by women
for women. The program offers thoughtful
gestures and touches dedicated to women'’s
wellbeing in MGallery hotels all around the world.

INK HOTEL AMSTERDAM




KEY PROGRAM — GUEST ROOMS

BEDTIME STORIES

A short story that sublimates the hotel’s story
and creates an emotional and close link with the
guests. This attention offers them an enchanting
and memorable experience.

HOTEL LE LOUIS VERSAILLES CHATEAU




KEY PROGRAM — GUEST ROOMS

— > Bespoke design

Each hotel has at least one suite that is designed
acconrding to the hotel story (as defined during
the STORM). This includes a bespoke design

for the suite, touchpoints and a special name.

HOTEL DES ARTS SAIGON INK HOTEL AMSTERDAM

WHY INVEST IN MGALLERY | KEY PROGRAMS | 20



KEY PROGRAM - F&B

Sensorial mixology

A memorable drink linked or inspired by
the hotel's story that is highlighted on the
bar menu, and showcased by the bartender
during preparation.

Visageses

Ay
PN

£
HOTELROYAL HOI AN

WHY INVEST IN MGALLERY | KEY PROGRAMS | 21




KEY PROGRAM

CIIVATION

At MGallery, our talents carry strongly the
Heartist values: we want our guests to feel
welcomed, heart warmed, incredible and'to &

belong. To do so, our Heartists are loving,

present, they cthpotligh} each one of

our guestito deli Itimate bespoke and b

cocooning'experience. - \ .
‘\ \\\ o B -~

WHY INVEST IN MGALLERY | KEY PROGRAMS | 22




COMMUNICATION PLATFORM

I CAMPAIGN CONCEPT v

“Soulful objects” MOOK v

The MGallery brand magazine
showcases the diversity of the
hotel collection.

The creative concept of this campaign
incarnates the singularity of each
MGallery hotel.

They are all made of unique objects
which are the witnesses of a history
that is still being written by today’s
travelers.

Each edition also offers an exclusive
editorial content.

Outstanding stories, not just hotels.

SOCIAL MEDIA &WEB
BRAND CLAIM

MGALLERY. STORIES THAT STAY

WHY INVEST IN MGALLERY | COMMUNICATION | 23



AWARDS

48 PROMINENT AWARDS ACROSS 18
PROPERTIES, INCLUDING :

TripAdvisor’s The Very Best of Travel Amarterra
Villas Bali Nusa Dua — Mgallery

Luxury Hotel Awards Luxury Adventure Destination
Hotel St Moritz Queenstown — Mgallery

World Luxury Restaurant Awards Luxury Boutique
Hotel Restaurant
Hotel des Arts Saigon — Mgallery

Travel & Hospitality Awards - Best Luxury Boutique
Hotel of the Year
Hotel Baraquda Pattaya — Mgallery

Condé Nast Traveler Readers’ Choice Awards
Hotel Santa Teresa Rio - MGallery

MOST AWARDED PROPERTY IS INK HOTEL
AMSTERDAM - MGALLERY WITH 8
NOTABLE AWARDS

TOP REGION IS ASIA PACIFIC WITH
32 AWARDS

HOTELROYAL HO







BRAND PERFORMANCE

BRAND AWARENESS

BRAND MARGIN

The first boutique hotel brand
launched by a major hotel group,
already quite well established
among affluent travellers

€56.2

* The best known brand among
boutique hotel segment in 4 key
markets: France 21% - Brazil 19%
- Australia 22% - Singapore 15%

« Total awareness above 15% in 7
countries Fr 21%, UK 15%, Russia
19%, Brazil 19%, Australia 22%,
China 19%, Singapore 15%,

+2 points in key markets Raise the margin to 60€

Source: BEAM by end of 2018 Source: BEAM by end of 2018




BRAND AWARENESS (%)
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Base: Affluent & Luxury hotel users = users having spent at least 1 stay in a luxury hotel over the last 12 months, é nights + in any type of paid-for

accommodation, top 30% income within country



BRAND MARGIN (€)
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BRAND MARGIN® IN €

Brand Margin® measures the financial premium which the brand name adds to the intrinsic value of the same hotel stay with an
unbranded alternative. A Brand Margin® of 10€ means that « Consumers think it is worth paying on average 10€ more per night fo
stay with brand X compared to an unbranded equivalent ».

Figures as of end 2018.



REPUTATION PERFORMANCE SCORE MGALLERY
REPUTATION
PERFORAMANCE
SCORE

87.6%

EUROPE
87 %

ASIA - PACIFIC
88%

SOUTH \‘

AMERICA AFRICA &

88% MIDDLE EAST -

e ¥ 86%

Source: TrustYou by end of 2018
WHY INVEST IN MGALLERY | PERFORMANCE | 28



MGALLERY REVPAR

BATH - CHELTENHAM -

WINDSOR (UNITED KINGDOM])
3 MGallery Hotels

"8 A

LYON GENEVA & INTERLAKEN
1 MGallery Hotel 2 MGallery Hotels

SYDNEY & MELBOURNE

3 MGallery Hotels

GLOBAL AVERAGE

TOPLINE
Occupancy rate : 69% RS ‘
Average room rate : €156 :

€108
REV/PAR

Source: STR by end of 2018
WHY INVEST IN MGALLERY | PERFORMANCE | 29



ACCOR DISTRIBUTION SOLUTION

ACCOR OFFERS >110 GLOBAL DISTRIBUTION CHANNELS AT BEST MARKET CONDITIONS
THE CENTRAL RESERVATION SYSTEM GENERATES ON AVERAGE 66% OF HOTEL ROOM REVENUE
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| ! .y A
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Source: CRS by end of 2018
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MGALLERY DISTRIBUTION POWERED BY ACCOR

CALL CENTERS, INTRA HOTEL
& CLUSTER SERVICES

4 .I % DIRECT SALES

ACCOR WEB, BRANDS'
WEBSITES, MOBILE SITES
& APP

70%

OF MGALLERY ROOM
REVENUE COMES THROUGH
ACCOR CENTRALE
RESERVATION SYSTEMS

30%

HOTEL
PMS

FOCUS WEB DIRECT
Websites

WEB PARTNERS
(OTAS)

46% MGallery room revenue
ALYA MGallery room revenue

29% INDIRECT SALES

GDS/IDS

Official figures as of end 2018
WHY INVEST IN MGALLERY | PERFORMANCE | 31



LE CLUB ACCORHOTELS

ACCOR OWNS THE MOST INTERNATIONAL AND FAST GROWING LOYALTY PROGRAM

Loyalty members - Worldwide . . .
Y Guests’ origin - A Worldwide

m Le Club AccorHotels B FRS loyalty program ~ ® Huazhu loyalty program worldwide program:
20 brands

3,500 hotels in 100

countries

Northern Europe Americas

173M
» 12% 18%

Free enrollment

100% Web based program
France More than 27,700 new
13% members every day
Le Club AccorHotels

Centrat®: represents 34.6% of all
stern Europe roomnights

6% : :
Partnerships with large

Airlines loyalty program:
Skyteam,
One World, Star Alliance...

Ea

Mediterraneans;
Middle East &
Africa

20%

Asia-
Pacific
31%

LE CLUB
75
[ 0| “ - >53 MILLION LE CLUB ACCORHOTELS ACCORHOTELS
MEMBERS WORLDWIDE REPRESENTS MEMBERS AVERAGE
2012 2013 2014 2015 2016 2017 2018 o REs\éEAI:I(lfIEI S2F§]N7T|LER
+27,700 34.6% MGALLERY HOTELS
MEMBERS EVERY DAY OF ALL ROOMNIGHTS €202

Source: LCAH by end of 2018
WHY INVEST IN MGALLERY | PERFORMANCE | 32



DEVELOPMENT CRITERIA

PROGRAMMING & DEVELOPMENT

HOTEL

RECOMMENDED
NUMBER OF ROOMS

ROOM AVERAGE SIZE

TGFA / ROOM

FOOD & BEVERAGE

WELL-BEING

MEETINGS

AAA ultra city center
location, historic
conversion

WORLDWIDE

80 - 120 keys 100 - 150 keys

10/-15% of ROW

50 -75 sgqm 65 — 100 sgm

28 — 36 sgm

80 — 120 keys 100 - 150 keys
10/-15% of ROW 30+ 40 sqm
+ balcony

50-75 sgm 72 - 110 sgm

1 Concept Restaurant

1 Destination Bar

Lobby Lounge and additional F&B venues on market
demand

Boutique / Signature Spa and Fitness Concept
Swimming Pool (nice to have)

Meeting rooms
Business corner

Kids Club on market demand

PRIME SECONDARY AIRPORTS
LOCATIONS LOCATIONS SUBURBS
INTERNATIONAL
CAPITALS
KEY CITIES & o o
RESORTS
MAJOR DOMESTIC PY
DESTINATIONS
OTHER CITIES &
ATTRACTIVE PY
TOURISTIC
DESTINATIONS

WHY INVEST IN MGALLERY | PERFORMANCE | 33



mgallery.com



