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WELCOME TO GRAND MERCURE

A proudlylocal premium 
brand, whereguestsare 
immersedin an authentic
local experiencewith
guaranteedgrandeur

A premium local brand with international 
recognition, benefiting from the Mercure halo 
effect. It embodies "Discover local grandly", 
elevating authentic local experiences with 
international refinement and regional 
grandeur through sensorial immersion, 
attracting guests seeking genuine local 
connections and an elevated stay.



Powerful distribution 
eco-system

OÃďÃø¯ÍÃ !»»ëøŝü ü¯ßÃüľ å¯øÝÃĂÑæÍľ ¿ÑüĂøÑºĆĂÑëæ 
& loyalty platform from day 1
Connecting you with valuable global business 
& directly contributing 76% of your room 
revenue*
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Local culture through 
elevated experiences

Attracting domestic & international guests who 
are looking for authentic local experiences & 
design with guaranteed grandeur 
[ÌÌÃøÑæÍ ¯ ŜĂ¯üĂÃ ëÌ õß¯»Ãŝ  ßÃ¯¿ÑæÍ ĂÐøëĆÍÐ 
culinary experiences vs competitors

Creating guest loyalty & connection through high 
service standards and welcoming human touch

International standards & 
adaptable programming

Join a premium local brand with international brand 
power, benefiting from the halo effect of Mercure
Benefit from a premium mark-up resulting in a high 
brand margin

With flexible brand programming and local providers 
usually enabling lower development costs, resulting 
in strong GOP margins 

WHY GRAND MERCURE ?

* Accor Global
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International & 
adaptable

Topline
InvestmentGRAND MERCURE  DUBAI CITY

UAE



Mercure high awareness 
combined with Grand 
Mercure higher price 
premium

Why invest - Grand Mercure International & adaptable

TOPLINE

Above segment average 
in AUS, BR, FR, DE, IND, 
UK. Leading versus 
international competitors 
in China.
Compset:
Best Western
Golden Tulip

MERCURE BRAND 
AWARENESS INDEX

161
Brand Margin® measures 
the financial premium 
which the brand name 
adds to the intrinsic value 
of the same hotel stay 
with an unbranded 
alternative

GRAND MERCURE 
BRAND MARGIN

ũĮĬţ

Source: BES 2025

GRAND MERCURE  SHANGHAI LINGANG
CHINA
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With a global 
footprint of 
133 hotels 
open & in the 
pipeline 

All figures as of end December 2025
Breakdown network + pipeline by region is calculated by number of rooms

International Standards, Adaptable programming

56%Middle East, Africa, 
Asia, Pacific

50 21

12,729 6,008

5% Americas

7 -

1,554 -

Grand Mercure
NETWORK PIPELINE

87 46

21,239 11,939

TOPLINE
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38%Greater China

30 24

6,956 5,826

1% Europe & North 
Africa

- 1

- 105



INVESTMENT
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An affordable & 
local approach 
to design standards 

MAKING GRAND MERCURE 
PERFECT FOR CONVERSION AS 
WELL AS NEW BUILD PROJECTS

Grand Mercure design standards 
can be tailored to capture the 
ǸɾɾǸɅǪǸ ɐȒ ʌțǸ ǪɐʔɅʌɶʳẏɾ ǪʔȺʌʔɶǸ

Flexible brand programming and 
local providers enable lower 
development costs

P7

GRAND MERCURE HANOI
VIETNAM

GRAND MERCURE MALANG MIRAMA
INDONESIA

GRAND MERCURE KHAO LAK BANGSAK
THAILAND

GRAND MERCURE SAO PAOLO ITAIM BIBI
BRAZIL

International Standards, Adaptable programming
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Local & 
Premium

Positioning
Top USPsGRAND MERCURE SÃO PAULO VILA OLIMPIA

BRAZIL
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Celebrating 
the richness of local 
cultures through 
elevated stays

LOCAL 

GRANDEUR

WARM

BRAND POSITIONING

Combining local culture with a premium flair P9
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TOP 3 USPS

Grand Mercure 
celebrates local 
cultures through 
elevated experiences

Combining local culture with a premium flair

Grand Mercure offers an 
authentic place to discover 
regional culture through 
sensorial immersion

Grand Mercure assures 
consistent international 
standards and elevated 
experiences

Grand Mercure embraces 
Taste of Place menus, 
rooted in tradition, diverse 
local ingredients, and grand 
ceremonials 
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Grand Mercure 
invites guests

Our design philosophy:
×uɅʌǸȓɶǍʌǸ ǸȺǸɃǸɅʌɾ ɐȒ ʌțǸ ǱǸɾʌȡɅǍʌȡɐɅẏɾ ǪʔȺʌʔɶǸẰ

×MȺǸʬǍʌǸɾ ʌțǸ ȓǍʽǸ ǪɶǸǍʌȡɅȓ Ǎ ɾǸɅɾǸ ɐȒ ɃǍȲǸɾʌʳẰ

×Envelope spaces with warm lighting and rich textiles 

No two Grand Mercure hotels are the same

to discover their 
destination through 

local design

USP #1

Combining local culture with a premium flair P11

Sentiment score: 86 
vs competitors between 80 -86* 

#1 in Vibe

*Competitors ẏ ñǸɅʌȡɃǸɅʌ ñǪɐɶǸinclude : Autograph Collection, Hyatt Place, Indigo. Compset currently being redefined . 
Source: Trust You 2024
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Grand Mercure
ëÌÌÃøü ¯ ŜĂ¯üĂÃ ëÌ õß¯»Ãŝ 

Grand Mercure elevates F&B touch points
by blending high -quality local ingredients 
with traditional local cooking techniques 

and service rituals.

through local flavours

USP #2

Combining local culture with a premium flair P12

Sentiment score: 81 
vs competitors between 68 -73*

#1 in F&B

*Competitors ẏ ñǸɅʌȡɃǸɅʌ ñǪɐɶǸinclude : Autograph Collection, Hyatt Place, Indigo. Compset currently being redefined . 
Source: Trust You 2024
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Local bites

Signature dish

Breakfast culture

Combining local culture with a premium flair

Brewculture

USP #2
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Grand Mercure stimulates 
the five senses

With premium signature touchpoints 
including Soul Stamps, break ceremonies, 
ȡɅɾȡǱǸɶẏɾ ɾțǸȺʬǸɾṞ ǍɅǱ ȺȡʬȡɅȓ ȺɐǪǍȺ ɶȡʌʔǍȺɾ

Grand Mercure approaches old traditions

through local immersions, 
and warm personal 

touches

USP #3

Combining local culture with a premium flair P14

Sentiment score: 93 
vs competitors between 87 -92*

#1 in Service friendliness

Our Heartists  are passionate about premium 
hospitality, and genuinely proud of their 

national culture

Rituals brought to life by Heartists

*Competitors ẏ ñǸɅʌȡɃǸɅʌ ñǪɐɶǸinclude : Autograph Collection, Hyatt Place, Indigo. Compset currently being redefined . 
Source: Trust You 2024
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Local wellbeing rituals

Local welcome rituals

Rituals brought to life by Heartists

Combining local culture with a premium flair

Signature scent experience

USP #3
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Guest journey
& experience

Discover Local Grandly

KEY STANDARDS AT A GLANCE

Arrival & 
Departure

Welcome ritual

Signature scent 

Guest 
Rooms

Local Bathroom 
Amenities

Food & 
Beverage

Taste of Place 
Breakfast &  Menus 
(Local Flavours)

Wellness& 
Entertainment

Local wellbeing
Rituals 

Local immersions
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Powerful 
distribution 
eco-system

Accor Sales, 
Distribution & Loyalty

Grand Mercure Digital Scale



CONNECT YOUR HOTEL

To the widest 
distribution ecosystem

Why invest - Mercure P18Powerful distribution eco -system

CONNECTED PARTNERS

Included Search / Metasearch / OTA / GDS 
/ IDS, both Global and Regional

140+

A global sales office 
with strong expertise

AND ACCESS

CALL 
CENTERS & 
intra PMS

WEB 
DIRECT

WEB 
PARTNERS

GDS

IDS

Direct PMS

CRS

brands.com

15%

metasearch

search

85%

SALES 
PROFESSIONALS400+

COUNTRIES

34
Across 

OF THE GLOBE

80%
Covering 

Including best OTA discounted rates



BENEFIT FROM

A solid web direct and best 
loyalty program ALL Accor

Why invest - Mercure Powerful distribution eco -system

PARTNERSHIP
& EXPERIENCE

LOYALTY
PROGRAM

BOOKING 
PLATFORM

SUBSCRIPTION 
PRODUCTS

BRAND 
ENHANCER

FEATURED ON ALL.COM

40+ brands
MEMBERS

110M+
VISITS/YEAR

360M+
PARTNERS

140+
SUBSCRIPTION CARDHOLDERS

550K+

Strong revenue 
contribution for hotels x8

ALL ROI FOR OWNERS

39
AWARDS SINCE LAUNCH
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GRAND MERCURE  DIGITAL SCALE

Boost direct sales 
with Grand Mercure 
digital scale

Powerful distribution Eco -system

2025 Figures Ṿ Full year / Google analytics
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Pages viewed
407,656
GRANDMERCURE.COM

User sessions
+197k

Revenue generated
+510k

Unique users
+158k

SOCIAL MEDIA AMPLIFICATION

Followers
+106k
Shared account 
with Mercure

https://www.instagram.com/ibishotels/
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Development 
Criteria

Hotels
Leisure & ResortsGRAND MERCURE HANGZHOU ZHEJIANG 

CHINA



PACIFIC (1) WW

NUMBER OF KEYS 120+ 150+

ROOM SIZE 22-36 SQM 22-36 SQM

TGFA 50-90 SQM 70 -110 SQM

(1) Incl. AAA ultra city center + historic conversion WW

URBAN HOTELS

Hotels Development 
Criteria
Grand Mercure hotels equally fit 
new builds and conversion projects.

MUST -HAVES NICE-TO-HAVES

Breakfast offer
Restaurant offer
Lobby Bar
Fitness

Wellness area or Spa
Swimming Pool
Work in the lobby
Co-working dedicated area
Meeting Room
Board room
Ballroom
Concierge Station
Carpark
Family Room

GRAND MERCURE MALANG MIRAMA
INDONESIA, 246 ROOMS

Development CriteriaWhy invest - Grand Mercure P22


