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FAIRMONT HAS
TREMENDOUS VALUE

WORLDWIDE

70%

Brand total awareness in the USA. 90% in Canada

€70

Brand average rate premium versu independent hotels

12%

of guests say Fairmont makes them feel like
they are in the heart of the destination

Numbers as of end 2017
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EUROPE AMERICA

MIDDLE EAST & AFRICA ASIA PACIFIC
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764 rooms




270 rooms
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FAIRMONT

FAIRMONT GOLD °©°‘°
EXCLUSIVE EXECUTIVE
FLOOR

« Fairmont Gold is a Hotel within a Hotel, where
the art of exception service is elevated to
create an exclusive personal experience,
designed to fulfill the needs of the discerning
business and leisure travelers.

* 42 hotels in 11 countries: Canada, U.S.,
Bermuda, Ukraine, Azerbaijan, Philippines,
China, UAE, Kingdom of Saudi Arabia, Egypt
and India.

* Accounts for 10% to 15% of room
inventory, but generates (on average) a
rate premium of $150 USD with minimal
incremental operating costs.

Faifmont-Quasar Istanbul = gold |
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The moment Montreux ...
brought history to life.

Montreux, experiencing Edwardian
elegance in London, re-living the Jazz
Age in Shanghai—when you stay with
Fairmont, you're never far away from
the history, culture and architecture
that define the unique character of the
me. For truly inspired
trips, make Fairmont
Le Montmﬁlacm Savoy or
2 Fairmont Peace Ho rany of our
i 70+ destinatj und the world—

\your home base for memories that
{ last a lifetime.
_ -t 3.

SR

Gateway to your m_omént in over
20 countries. fairmont.com UNFORGETTABLE. SINCE 1907




_
CHECK AVAILABILITY -

ARRIVAL DATE  DEPARTURE DATE




FAIRMONT TOTAL AWARENES \ \(;
=)

A STRONG AWARENESS >40% IN 7 KEY COUN RI

_ 1
IIII - Illl

EUROPE AMERICAS ASPAC

Source: BEAM - Brand Equity & Awareness Monitoring December 2017 |
Base: Affluent & Luxury hotel users = users having spent at least 1 stay in a luxury hotel over the
last 12 months, 6 nights + in any type of paid-for accommodation, top 30% income within country

GERMANY
FRANCE
RUSSIA
CANADA
USA
BRAZIL
SINGAPORE
AUSTRALIA
JAPAN
CHINA
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L
FAIRMONT BRAND MARGIN® | &
A STRONG RATE PREMIUM PERCEPTION, €70 WORLDWIDE__/

The best loved brand among its competitive set in Canada, China, )%

Brazil, Australia and the Middle East, among affluent travellers
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RUSSIA
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USA
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AUSTRALIA
JAPAN
CHINA
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EUROPE AMERICAS ASPAC M

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 to stay with brand X compared to an unbranded equivalent ». Base:
people having stayed in paid-for accommodation in the last 12 months and somewhat/very familiar with the brand

Brand Margin ® in €. Traveller representative
Figures as of end 2017
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ACCORHOTELS DISTRIBUTION SOLUTION

ACCORHOTELS OFFERS >110 GLOBAL DISTRIBUTION PARTNERSHIPS AT BEST MARKET CONDITIONS
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16%
7%

16%
19%



LE CLUB ACCORHOTELS

ACCORHOTELS OWNS THE MOST POWERFUL INTERNATIONAL PROGRAM

Loyalty members - Worldwide A Worldwide

Le Club AccorHotels ®FRS loyalty program  ® Huazhu loyalty program GueStS’ Origin -Wo rl dW | d e program:
14 brands

3,400 hotels in 93 countries

150M Amaricas Free enrollment

ez 100% Web based program

More than 23,000 new
members every day

Le Club AccorHotels
represents 30.6% of
AccorHotels revenue

Rastarn: Partnerships with large

Europe Airlines loyalty program:

12z Mediterrane@an

- Middle East Skyteam,

& Alfar_/ica One World, Star Alliance...

>50 MILLION LE CLUB
MEMBERS ACCORHOTELS
WORLDWIDE REPRESENTS

30.6%

+23,000

MEMBERS EVERY OF HOTEL GLOBAL
DAY REVENUE

2012 2013 2014 2015 2016 2017 S1 2018

WHY INVEST IN FAIRMONT | PERFORMANCE | 22

Figures as of end 2017 — Fairmont will join LCAH on July, 2" 2018



WORLDWIDE
with revPAR index = 112,6

NCA EUROPE
with revPAR index = 117,1 / up to 196 with revPAR index = 97,1/ up to 154

GREATER CHINA
with revPAR index = 94,1/ up to 125

MIDDLE EAST

with revPAR index = 110,7

with revPAR index = 107,7

MIS
I\\[D]VA with revPAR index = 98,2

NORTH AMERICA

with revPAR index = 117,3




FAIRMONT DEVELOPMENT
CRITERIA

RESORT

AAA ultra city center

location, historic
conversion

200 — 300 keys

-10%/-15% of worldwide

-10%/-15% of worldwide

RECOMMENDED
NUMBER OF ROOMS

150 keys and +

40 sgm

ROOM AVERAGE SIZE
+ balcony

TGFA / ROOM 100 — 120 sgm

WORLDWIDE

300 — 400 keys

40 sqgm and +

100 — 140 sgm

200 keys and +

45 sgm
+ balcony

120 — 160 sgm

WHY INVEST IN FAIRMONT | PERFORMANCE | 20







