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DISCLAIMER N

By reading the following presentation slides, you further agree to be bound by the following limitations and qualifications:

This presentation is for information purposes only and does not constitute an offer or solicitation for the sale or purchase of any
securities, any part of the business or assets described herein, or any other interests. It includes only summary information and
does not purport to be comprehensive.

This presentation includes certain stotements that are forward-looking about our plans, strategies and outlook for 2023 and
illustrative outlook for 2023-2027 as well as statements with respect to pipeline expectation, M&F revenues, EBITDA growth,
RevPAR, Occupancy Rate, CSR targets, loyalty targets, market shares, cash conversion and return to shareholders. Such
stotements are based on management’s current views and assumptions considered reasonable, but which are naturally subject
to risks and contingencies generally beyond the control of Accor S.A., and which may change at any time. These risks and
contingencies may lead such statements to ultimately prove inaccurate and the actual results or performances to materially
differ from those expressed or implied therein. The main risk factors are further developed in Accor’s Universal Registration
Document which is filed with the AMF (Autorite des Marchés Financiers) and is availaoble on the website (www.group.accor.com).
Investors are cautioned that although Accor S.A. believes that the information and assumptions reflected in these forward-
looking statements are reasonable, it is very difficult to predict the impact of known factors and it is impossible for the
Company to anticipate all factors that could affect such assumptions.

As a consequence, Accor S.A., its affiliotes, directors, advisors, employees and representatives, expressly do not assume any
liobility whatsoever for such forward-looking statements. The information is valid only at the time of writing and Accor S.A. does
not undertake to update or revise the forward-looking stotements or any other information that may be presented in this
document to reflect new information, future events or for any other reason and any opinion expressed in this presentation is
subject to change without notice.
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AGENDA A

SECTION SUB-SECTION

07. Opening
remarks

02. Distribution, digital & loyalty

03. ESGC Ambition

4.1: Our market positioning 4.4: Deep-dive on Middle-East & Asia
04. PME strategy 4 4.2: Our strotegic priorities
4.3: Deep-dive on Europe

5.1: Our market positioning 5.4: Deep-dive on Sofitel, MGallery & Emblems
05. L&L strategy 4 5.2: Our brand organization 5.5: Deep-dive on Ennismore
5.3: Deep-dive on Fairmont

06. Accor's mid-term 6.1: FY23 CGuidance 6.3: Return to shareholder target
ambition 6.2: 2023-27: Accor’s consolidated outlook 6.4: Conclusion

v

07. Q&As
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OUR PEOPLE & COMMUNITIES AT THE HEART OF EVERYTHING WE DO N

Over 300,000 Every 4 minutes 123,000

Employees under Accor brands 1 new employee is recruited worldwide Recruitments in 2022

31% Hotel Managers are Women 15 vears of solidarity

76 Countries

580/0 of hotels employees without

t high school d
Post high school oegree 110,000"‘ Donations to Heartists @,

€36m partners & professionals
33% for General Managers e lrm FUND

Q50 Projects supported in 50 countries,
supporting the local populations

2.7M hours of training in 2022
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10 YEARS AGO, A CLEAR CONVICTION TO CHANGE ACCOR DYNAMIC N

BET ON A HEALTHY & LARGE GROWTH GLOBAL INDUSTRY ... ... WHILE MOVING AWAY FROM ITS COMMODITY PART

of worldwide GDP

1 00/0 of worldwide workforce

#3 largest industry in the world Increasing exposure to high growth markets

2022-27 CAGR growth Developing the weight of high margin octivities
0 Travel & Tourism (T&T) spending
+9 -14 /O to reach >$9,000bn Restructuring real estate businesses

vs 4.5% 2010-19 CAGR growth
Upskilling ond diversifying talents

Potential to grow supply further

o
H |9 h leveraging both brand penetration
& new room creation

Sources : WTTC (World Travel and Tourism Council), IHS Markit, Oxford Economics, MKG hospitality
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... FOLLOWING A SIMPLE MODEL

DRIVE

TRAFFIC

ATTRACT

with o world class
brand portfolio

CONVERT

with a seamless
distribution experience

RETAIN

vio enhanced personalization
& loyalty strategy

ACCELERATE

GROWTH

EXPAND

with an acceleroted
development and
maximized value

MULTIPLY

touchpoints in a sustainable
integrated ecosystem

INNOVATE

CONSTANTLY

TRANSFORM

skills / talents, organization,
tools, ESG approach

A
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... AND CARRIED OUT IN 3 DIFFERENT PHASES N

GCet LIGHT GCet BROAD GCet FIT

BOOSTER FRHI, Movenpick, Ennismore... RESET

2018 2016-2022 2020-2021

Move Penetrate 0 Variabilize

Asset light Luxury & Lifestyle support costs
Upskill Increase Improve

Asset maonagement market share & scale 0 operating model
Develop Acquire o Launch
Franchise & Mngt expertise new Mmindset
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.. TOIMPROVE ACCOR PROFILE DRAMATICALLY A
MORE MORE LUXURY MORE GLOBAL
ASSET-LIGHT & LIFESTYLE (Non-Europe %
(% rooms) (% fees) business volume)

Preserving financial
iIndependence

Ensuring o solid balance
sheet

1%

2013 Today 2013 Today 2013 Today
>35% X3 X2.5
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... AND BUILDING A UNIQUE BRAND POWERHOUSE & LEADERSHIP POSITIONSN

MORE BRANDS (#) ... MORE ROOMS (network, 000s rooms)

46

#1 in Europe, ASPAC,

17 %
LIFESTYLE  10% South Am and MEA

#Z1 in Premium, Midscale

LUXURY 24% & Economy

PREMIUM  12% #2in Luxury & Lifestyle

MIDSCALE 30%

ECONOMY 24%
% in 2022 BTI fees

2013 Today
+75%
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POST COVID, HOW TO BEAR THE FRUITS OF ACCOR NEW PROFILE ? N
With so many brands & segments, For client & owners,
should we continue a market-led shovuld they expect a more dedicated
organization ? & expert leadership ?
For management / employees, For the shareholders,
how to give a greater autonomy, how could we give better clarity, greater

agility and sense of ownership ? predictability and higher return ?
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ONE SIZE “DOES NOT"” FIT ALL N
Premium to Economy brands Luxury & Lifestyle Brands
Brands ° Modernization Differentiated
& Volume driven & Tailor-made
Franchise (density) High fee / room
Development e & Management (key locations) both on Lodging & F&B&E octivities
Talents ° Multi-skills Brand expertise
Ambitious ESGC strategy implemented
ESC e throughout all hotels of the group
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A NEW CHAPTER OF GROWTH

TURBO

Get FOCU

SED, ||

\l

i -

Focus & upskill
teams & brands

Simplify & optimize
operating model
& processes

Expand & deliver
profitable growth

A



A\ JUNE 27,2023 | P.14

TWO DIVISIONS WITH TWO OPERATIONAL MODELS N
Premium, Midscale & Economy Luxvury & Lifestyle
91% of hotels 66% of fees 9% of hotels 34°% of fees
4,937 689 k €50 507 1M1k €140
Hotels Rooms RevPAR Hotels Rooms RevPAR
SECMENT SECMENT

B Premium 18%
B Midscole 46%
Economy 36%

M Lifestyle 19%
B Luxury 81%

CEOGRAPHY MODEL GCGEOCRAPHY MODEL
B Americas 8% B Fronchise 30% B Americos 38% B Fronchise 5%
H ENA 60% B Monogement H ENA 25% B Monagement
MEASPAC 32% 70% MEASPAC 37% 95%

Breakdowns by FY22 BTI fees; network as of end March 2023
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... TO UNLEASH ACCOR’S ENERGIES & STRENGTHS X
\ \
_OR
Market-led organization Brand-led organization
PREMIUM, MIDSCALE & ECONOMY LUXURY & LIFESTYLE
pullman NOVOTEL IbIS RAFFLES SOFITEL
MOVENPICK MERCURE ibis ibis orient (3)-]3 express LEGIN) M
. styLes  budget EMBLEMS
ADAGIO
A I - MAMA RIXOS paris %CIETY
swissote greet y SHELTER
GRAND MERCURE e BroakFres / b, e O/ mgseis 5 jJDISE
) a ra_ TRIBE MONDRILAN
SEBEL N Senes, hotelF1 mantlis gg? the hoxton T \Gsan

GLENEAGLES FAENA  BANYAN TREE

Predictability, Resilience & Cash-Generation Brand Content, Fast Growth, High Value
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... AND TO DELIVER RECORD RESULTS AND REWARD OUR SHAREHOLDERS N

Premium, Mid & Eco Luxury & Lifestyle Total Group

M&F revenue per room | 2023 €[1-1.1)k/room €[3.6-3.9)k/room €[1.4-1.5)k/room

M&F revenue growth | CACR 2023-27 +[4-71% +[11-13]% +(6-10]%

Total EBITDA growth | CAGR 2023-27 +[5-91% +[15-20]% +(9-12]%

Cash Conversion | Mid-term target 255%,

Return to shareholders | 2023-27 c.€3bn
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A

Wl
o T Deputy CEO ‘ Chairman & CEO
JJ. Morin OR S. Bazin
CORPORATE

PREMIUM, MIDSCALE & ECONOMY LUXURY & LIFESTYLE

%> &

.
Americas ENA MEAPAC C. China Raffles & OE Fairmont Sofitel & MG Lifestyle
T. Dubaere P. Mendes D. O'Rourke G. Rosen O. Acar M. Willis M. Bailly G. Bhushan
CLOBAL SHARED PLATFORMS
Procurement Sustainability Accor Tech Digital & Business Factory

C. Tissot

ﬁ'

B. Poirson

,’ F. Bleeker

A. Boulnois
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ACCOR WELCOMES MARTINE GEROW AS GROUP CHIEF FINANCE OFFICER N

Joined the travel industry in 2014, first
as CFO of Carlson Wagon Lit Travel

Since 2017, as CFO of American Express Global
Business Travel

Will lead the Group's Corporate financial function
and manage relations with the market regulatory
authorities and financial community MARTINE

GEROW
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4
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THE DIGITAL & BUSINESS FACTORY: CORE CAPABALITIES FOR THE GROUP

DIGITAL
BUSINESS
FACTORY

Distribution

E-commerce
& Customer
Engagement

Loyalty & Contact Digital

& Hotels

Partnerships Centers .
Services

Factory

TO SUPPORT BOTH DIVISIONS

LUXURY & LIFESTYLE
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A UNIQUE ORGANIZATION IN THE INDUSTRY

% ) Speed & flexibility
SINGAPORE FNAC DARTY
AlIRLINES E—
sociETE _ QAT%E:/{ %ﬁ@ﬂ Customer centricity
@ o o
MARRIOTT A Nationwide Pl Efficiency
BONV2Y e
LOREAL THALES
| \ - |
B o & OR 543 Innovation
L \/ Tul -
Unilever N v
oN Talents

Only Digital Factory
at scale in the

hospitality industry
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WE AIM AT MAXIMIZING RGI AND NET REVPAR FOR OWNER THROUGH N
POWERFUL DISTRIBUTION

EXPAND
DISTRIBUTION
CHANNELS

MAXIMIZE

REVENUES

LOWER
COSTS OF
DISTRIBUTION

%) o
(al
Y
Y
O
o o
Q
€
(0]
X
L

Number of connected
channels

Share of revenues coming from
Accor managed channels

® Number of price updates

@® Conversion Rate

@® RMS hotels coverage

e

@® Share of direct channels

® Share of “owned traffic”
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WE ARE ACCELERATING ON OUR DISTRIBUTION POWER

NUMBER OF DISTRIBUTION CHANNELS SHARE OF DIRECT CHANNELS

>140 +3pts
channels (+27%) +4pts growth above OTAs
>80% >70% owned traffic
satisfaction score © +402 bps

4,85 4,6/5
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KEY AREAS OF FOCUS TO CONTINUE OUR ACCELERATION ON DISTRIBUTION N

WL L AT B &
W T N S b g
! ey

A wellness or spa break near you

EXPANSION TO LOCALLY
RELEVANT DISTRIBUTION DEPLOYMENT OF RM / CHANNEL

PARTNERS : MANAGEMENT CAPABILITIES ACCELERATION OF NON-ROOM
e)orRuckes AT SCALE REVENUE DISTRIBUTION

% traveloka¥ DAWSE A=ROPLAN

Hello Alix

BRAND WEBSITES
REVAMP

PERSONALIZATION OF OUR & APP
DIRECT CHANNELS (360°) ACCELERATION

CONTACT CENTER EXPANSION
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ALL: A POWERFUL LOYALTY ECOSYSTEM

FLYINGBLLIe VIS A
QATAR
108
NoanTas PARTNERSHIPS
&
i EXPERIENCES
Azul ¥

Grao

Europcar
Hertz

Rewards, Services &
Experiences Beyond the stay

Member's rote
on ALL.com

Room
upgrode
CORE
BENEFITS
Dining & Spa
Reward Suite Night
Upgrade
100+ ways

to earn and burn points

Benefits, Recognition
& Rewards

A

ALL Plus China Q

S
SUBSCRIPTION
PRODUCTS

All All

Signature* PLUS

AACCOR-PLUS

Status Accelerator,
Discounts & Benefits
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MEMBERS ARE AN ACCELERATOR OF VALUE CREATION OF OUR HOTELS N

STAY MORE SPEND MORE BOOK DIRECT
X2 +10% 87%
Members stay Members spend on ALL.com bookings
2X more average per night are from Members
Members Members Members
y using points using partners

Probability to X3.2 X2 X2

stay at Accor MORE MORE MORE
neXt geQr MILES NoeAaNTAS
KARHOO fever

FY 2022 numbers Vs non-members Vs other members
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AFTER COVID HEADWIND, N
WE SEE STRONG TRACTION ON ALL PERFORMANCE

AWARENESS

+33% +40% +107%

89mMm members WW

PARTNERSHIPS &
x4

+450/0 7 9 /10 partnerships cash-in
members Earning / ]
burning points

29 awards in 3 years X3

new subscriptions cash-in

Variations vs. 2019 data
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CORE PRIORITIES TO ACCELERATE ON OUR LOYALTY AMBITION N

— Recruitment incentives

- Temporary status match - Wifi enrolment

LUXURY

- Member rate in GDS - Mobile self check-in

- B2B CRM segmentation - QR code enrolment

- Personalization /| CRM

CAPABILITIES

- Luxury adaptations

- Expansion of cross rewards &
- Omnichannel activation cobrands

- Early engager boost - Subscription acceleration

- App download and features - Seamless partnerships experience
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A STRONG TECH ECOSYSTEM TO SUPPORT OUR AMBITION N

NEXT GEN
DISTRIBUTION

® >50% ecosystem already ® New company data ® 360° marketing ® CRS Replacement

migrated plotform platforms
® Server and applications ® Personalization ® New locally relevant ® APl and connectivities

migration plan marketing capabilities

® Al ® PMS Cloud
dW5s B® Microsoft dytableau F.\ Adobe (G opigee oORACLE

AGILITY FLEXIBILITY PRODUCTIVITY




% -
- -

V

R
é 4 ;
T R M 4 T s
y ot : -
/

CA psrr X /\/\A’RKETS DA\(

\

4

BRUNE
POIRSON

4

CHIEF SUSTAINABILITY OFFICER
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