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WELCOME TO NOVOTEL

Longevity
Everyday

Redefining the role of
hotels in supporting guests'
wellbeing and quality of life
through simple, everyday
choices.

A world -renowned brand with
standout awareness and a

footprint in nearly 70 countries,
delivering long -term growth and
helping business travelers and
families achieve longevity, living
longer, fuller, and happier lives,
strengthening its ESG profile
through a partnership with WWF
for ocean protection.
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WHY NOVOTEL? DELIVERING CONSISTENT PERFORMANCE

- A Join the #1 midscale brand* in terms of
P rOfI tab I e market penetration & awareness
A Benefit from adaptive design
n programming to meet your capex plan
B u S I n ess I\/I O d e I A Resulting in strong brand performance

and high GOP margin

Maximise your occupancy rate by catering to both business

LOve d B ra.n d by F a.m I I I e OIIBIr(ieri]Sgufr:n?ilIJi::tZ;wd friends together during leisure periods

A Enable business guests to meet and connect meaningfully

al d B LIS | Ness T rave I I @[S . and sleep deeply to improve mental and physical wellbein

A Allow all to eat well with delicious, greener, healthier and
more sustainable choices and to move with purpose.

Powerful Distribution  segass iz 1o0ease o ssor 4

& loyalty platform from day 1

A Connecting you withialuable global business &
Cgsys e I I l directly contributing 78% of your rosavenue

*Qutside US
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TOPLINE

Best brand
awareness in key
countries vs
competition

1381

Brand awareness index

Above segment
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Compset
Courtyard By Marriott
Hilton Garden Inn

Source: BES 2025

Profitable business model

AWARENESS INDEX BY COUNTRY
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TOPLINE

Resulting In 76% of
revenue generated
by transient
iIndividuals

TRANSIENT

716%
GROUPS
18%
46% of groups
Corporate
travellers

22% of groups
Tour -Wholesalers
travellers

\ OTHER 3%
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TOPLINE

With a global
footprint of

830 hotels open
and In the
pipeline

STRONG BRAND
PENETRATION

#1

MARKET -SHARE
OUTSIDE US

Novotel

NETWORK PIPELINE

g 625 206

CD 120,487 40,407

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

Profitable business model

3 4 %Elg;?hpi%ca

6% Americas |‘9‘| 301 38

Fgg S0 10 G2 49361 5,775
E2 8791 1,442

Middle East, Africe 2 Q/~Greater
390/(Asia, Pacific 1 /OChlna

il 182 92 EEEf 92

66

S22 41,875 20,863 B9, 20,460

12,327

(existing and pipeline)
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Profitable business model P8 N

INVESTMENT

Adaptative
design
concepts

4 concepts with
different capex
levels to find the
best programming
for your project.

i

-

RF STUDIO

METRO

 PREMIUM
$5%e PROGRAMMING

Recommended
for AAA locations

e |
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Pitadiiediien i fexi 1 §
paovmT—— st po St et S
t

GG e STANDARD
® DbROGRAMMING

%  ALTERNATIVE
® PROGRAMMING
Open for conversions

and new builds SUNDUKOVY SISTERS HYPOTHESIS
iIn BBB / CCC locations
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BRAND POSITIONING

Longevity
Democratised

Rooted In innovation,
Novotel delivers
affordable, higlguality
experiences and intuitive
spaces that help
everyone take small
daily steps towards
better mental and
physical wellbeing.
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TOP 3 USPs

Our promise
to leisure and
business guests

Novotel brings
Family & Friends
together

Novotel supports you to
Eat Well and
Meet Meaningfully

Novotel enables you to
Sleep Deeply and
Move with Purpose
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Trust You 2025

**Dynata study 2025

Loved brand by families and business travellers P12

Novotel welcomes over 5 million families a year.

Appealing to families through:

Complimentary stay & breakfast
for children under 16.

50% off the second room.

Adaptable room types designed
for families or friends to share.

#1 for Family & Kids Facilities

Sentiment Score at 80.39
vs competitors between 52.43 and 78.68*

9/10 families recommend Novotel**

*Competitors include : Four Points by Sheraton , Hilton Garden Inn , Courtyard by Marriott &  Holiday Inn
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Friends and Family Zone

Familyrooms

Kidsactivitiesin-hotel
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Loved brand by families and business travellers P14

Improve mental and physical
wellbeing througha  newly enhanced
bedding programme.

Hybrid -coworking spaces to meet your
business needs throughout the day.

Medium -sized MICE spaces and hybrid
rooms designed to  guarantee a
productive and stress -free r A AT A's

#1 for business

Sentiment Score at 93.71
VS competitors between 73.3 and 82.8*

*Competitors include :: Four Points by Sheraton , Hilton Garden Inn , Courtyard by Marriott  Holiday Inn

Trust You 2025
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Coworking SpaceSundukov$isters

1 T —

Social HubMetro
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Loved brand by families and business travellers

PlantForward F&B

Delicious, greener, healthier, more
sustainable plant -forward F&B options.

First hotel brand to join Seafood Task
Force for sustainable sourcing

Fithess, Pools & Spa

Relaxing & energising places for busy
business travellers and families

Partnership with WWF for
Ocean Preservation

#1 In Guest Perception on
Sustainability & ESG Initiatives

126 vsComp Index*

*Competitors include : Four Points by Sheraton , Hilton Garden Inn , Courtyard by Marriott ~ Holiday Inn

Trust You 2025
GSS 2025

P16
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TOP 3 USPS

Loved brand by families and business travellers

Guest journey & experience

KEY STANDARDS AT A GLANCE

Arrival &
departure

Dress code

Welcome
gifts (kids)

Social
hub

Fragrance

Friends &
Family
Zone

Welcome /
Living Area

Food Bar

Brand
playlist

Guest
room

Executive
Room

Bedding
programme

Family
rooms

Branded
amenities

Wellness

Fithess

Swimming
pool
(mandatory
In resorts)

Spa
(mandatory
In resorts)

F&B

Novotel
Breakfast

All day
dining
philosophy
Nutritious

and plant -

forward
F&B

P18

Meetings

Meetings
by Novotel

Modular
M&E space

Coworking
Space
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