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WELCOME TO TRIBE

Social,
served daily
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TRIBE celebrates the bold, the
diverse, and the intelligently
designhed, delivering everything
guests need and nothing they

don’t through lively social spaces.
Built on a distinctive business
model combining compact
footprints, bold design, vibrant
F&B and a magnetic social vibe,
delivering compelling returns.
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WHY TRIBE?

Join a rapidly growing brand, with a high brand

D ]_ S t ]_ n Ct lve margin driven by design-led and social experience

Benetit from optimized space planning & operational

B u S i n e S S M O d e ] structure, driving high revenue per sqm and resulting

in high GOP margins

Leverage a brand that cleverly mixes high & low through bold
design for a premium perception

A b ra n d S e er n g Loved by modern travellers for making everything effortlessly

intentional and intelligently designed in one place

S O C ]_ a] dal ]y Designed for life and connection, it attracts guests and the

local community alike by offering lively social spaces to eat,
work and entertain, ensuring social vibe

P Owe r fu ] di S t I‘i bu t i O n Leverage Accor’s sales, marketing, distribution

& loyalty platform from day 1

t Connecting you with valuable global business
e C O - Sy S e m & directly contributing 80% of your revenue
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TOPLINE

With a global
footprint of about
64 hotels open
and in the pipeline

TRIBE

NETWORK PIPELINE
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G2\ 4,218 6207

All figur of end 2025
Bre kdw network + pipeline by regio calculated by number of rooms
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A distinctive business model
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Midscale product
with an economy
footprint, flexible
and vibrant F&B,
bold design and a
magnetic social vibe

TRIBE's elevated design & experience No room service

mean rooms can start from 17sgm and -
still achieve an ADR premium No MICE ofter

No mini-bar

F&B proposal depending on market
demand

Breakfast buffet

Barista coffee & cocktail bar offer
24/7 grab & go

Plug-in restaurant concepts
Source: Dashboard 360
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BRAND POSITIONING

.-.l[ -

TRIBE ofters a social

destination that Ll e
sparks connection, Tl =l e
creativity and N
culture daily,
drawing people
together through
cultural curiosity
and like minds.

Bold
Intelligent

TRIBE PERTH KINGS PARK |
AUSTRALIAVISSEEREN

Social ST
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TOP #3 USPS

TRIBE’s promise
to cultural travellers

A brand serving social daily

TRIBE cleverly mixes high
& low through bold design

for a premium perception

PO

TRIBE makes everything
effortlessly intentional and
intelligently designed in one place.

TRIBE offers relaxed social spaces
for guests and the local community
alike, to eat, work and entertain,
ensuring a social vibe
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Skillfully mixing and match different
qgualities of materials, combining big name
designer pieces with off the shelf designs.

TRIBE rooms can be as small as 17sgm but
offers luxury quality bedding & amenities.

Sentiment score at 92.7
e vs competitors 82-91
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high & low through bold
design for a premium
perception

VS competitors

*Sentiment Score Competitors includes: Citizen M and Moxy
Source: Trust You 2025

*Travelsify 2025 (Ruby, Aloft, CitizenM, NHow, Moxy)
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ted whilst feel
high quality without high cost
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TRIBE makes everything

gz itelligentiy— designed

A brand serving social daily

Everything guests need, nothing they don't.
High value, low friction.

A midnight sandwich or a bottle of wine to the
room? A juice for the road? TRIBE offers a range of
sweet snacks and savory bites — made in-house or

with local partners as well as a range of drinks

around the clock to the hotel guests.

Bar is at the core of TRIBE lifestyle experience and
atmosphere changes with the mood. Whether guests
want to check-in, grab a coffee or enjoy happy hour
drinks, they know where is the place to be.

VS competitors

*Competitors include: Citizen M and Moxy
Source: Travelsify 2025

P12




A Why invest - TRIBE A brand serving social daily P13 T

Lifestyle Restaurant concepts

24/7 grab & go ofter
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guests and the loc:
community alike
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A brand serving social daily

Our social spaces are never just another hotel lobby,
It can be what the guests needs it to be. Whether it's
an office or meeting space for the day, or perhaps a
relaxed living room to hang out in.

Friendly, authentic and relaxed welcome. Service at
TRIBE follows high-standard and is animated by
passionate teams sharing the TRIBE vibe.

Internal or external, TRIBE creates social
and cultural events for like-minded
community to connect and entertain.

VS competitors

*Travelsify 2025 (Ruby, Aloft, CitizenM, NHow, Moxy)

P14
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‘ A brand serving social daily P15 T
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GUETS JOURNEY & EXPERIENCE

TRIBE core must-haves

BRAND MARKERS

Social spaces Room Bathrooms F&B
Statement In-room Art Curation Rain shower Buffet breakfast
furniture & TV with mirroring Kevin Murphy | Barista coffee
curated decor , Amenities
Charg e g TRIBE signature bed & o | 24/7 Grab & Go
arging points luxe beddin iIspenser ,

Fast Wi-Fi - |' f Cocktail Bar

: omplimentary TRIBE TABLE or
Seating zones Nespresso machine, ctand-alone
Fragrance tea & kettle, bottled restayrant
Uniforms water (optional)
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CONNECT YOUR HOTEL

To the widest
distribution ecosystem

140+

CONNECTED PARTNERS

Included Search / Metasearch / OTA / GDS
/ 1DS, both Global and Regional

AND ACCESS

A global sales oftice
with strong expertise

400+ &
PROFESSIONALS
ACross Covering

34 80%

COUNTRIES OF THE GLOBE

Powerful distribution eco-system P18 T

Al o

Booking.com

brands.com :
2 Expedia
metasearch
K[A[Y|A[K
&® Tripadvisor [ BuSiNEss
WEB Y
PARTNERS —
b Bi ng SRS WEB —alreé. CWT
DIRECT V)
.............................................. Google e —
............................................................... G DS
................................................................................................................................................................... dedee
M 4 o0/ B Derbysof:
CENTERS & IDS )
intra PMS O OMNIBEES
Direct PMS DHISCU

Connecting the World

15%

Including best OTA discounted rates
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BENEFIT FROM

A solid web direct and best
loyalty program ALL Accor

OR|EN(:)E-:ERESS VISA Grr:@ll@
s MAMA
BRAND LOYALTY BOOKING PARTNERSHIP SUBSCRIPTION
ENHANCER M PROGRAM PLATFORM & EXPERIENCE PRODUCTS
o @%;/W §M§§Q[§| GGGGGGG @ eurostar Europcar
SOFITEL greet A l l A l l-l-
MERCURE fever [ §
#revllmen  wotels
ACCOR Flglngblue_ ACCOR
NOVOTEL n ot

40+ brands  110M+ S00M+ 140+ 000K+

FEATURED ON ALL.COM MEMBERS VISITS/YEAR PARTNERS SUBSCRIPTION CARDHOLDERS

ALL ROI FOR OWNERS AWARDS SINCE LAUNCH

Strong revenue

° ° ﬁﬁ%i?g RNATION Z - mo
wiass 40N F RNATIONAL Ie
contribution for hotels X8 39 i
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TRIBE DIGITAL FOOTPRINT

Boost direct sales — L e
with TRIBE digital

N 5 EXPLORE TRIBEHOTES
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PARIS SAINT-OUEN — LONDON CANARY WHARF — PHN

DISGOVER NEWS & EVENTS

Brand website
https://tribehotels.com/en/

@tribe_hotels 1 8 K
FOLLOWERS

f TRIBE Hotels 12K WHU WE AR[

FOLLOWERS

o TRIBE hotels 12K WL .

In FOLLOWERS



https://www.instagram.com/ibishotels/
https://www.facebook.com/ibis/
https://www.linkedin.com/company/ibis-hotels/

Developme
Criteria
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Hotels
B8 Extended Stay
= Mixed-Use
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Development Criteria

HOTELS

Hotels Development
Criteria

TRIBE hotels fit equally new builts
and conversions projects

P22

WWwW
NUMBER OF KEYS 120+
ROOM SIZE 17-22 SQM
TGFA 35-45 SQM

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

MUST-HAVES NICE-TO-HAVES

Breakfast offer Restaurant offer

Lobby bar Wellness area or Spa
Grab & Go Swimming Pool
Fitness Co-working dedicated area

Work in the lobby Meeting Room
Retail Shop
Executive Room
Junior Suite

Family Room
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Hotels Development
Criteria

TRIBE hotels fit equally new builts
and conversions projects

WWwW

NUMBER OF KEYS 120+
ROOM SIZE 22-27 SQM
TGFA 40-55 SQM
(1) Incl.AAA ultra city center + historic conversion WW

MUST-HAVES NICE-TO-HAVES
Breakfast offer Wellness area or Spa
Restaurant offer Swimming Pool
Lobby bar Sport facilities
Grab & Go Work in the lobby
Fitness Meeting Room

Retail Shop
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EXTENDED STAY

Extended Stay
Development Criteria

WW
NUMBER OF KEYS 100-200
Guest Room o
(Standalone Living) 20 sqm (10%)
ROOM SIZE Studio 25 sgm (60%)
= 2 Beds 35 sgm (30%)
== TGFA 35 sgm
———aeee———— = MUST-HAVES NICE-TO-HAVES
T A Al W A W I > W S w=s
-~ .- .- ::::::::0:;_ Looby Bar Breakfast offer
A O S A B> S W T > W Grab & Go Restaurant offer
E ..---::::.::::- Fitness Wellness Area or Spa
o X X X X XXX Work in the lobby Swimming Pool
..--------..-- Laundry Room Meeting Room
- ..-------.... | Co working dedicated area

J1Y A DOUTE \
cHiN AP PP BB

Retail Shop
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MIXED-USE

Mixed-use
development
key criteria

Strong ROI for mixed-use
projects combining TRIBE

hotel with:

. EXTENDED STAY TRIBE

. COWORKING WoeJde
- COMBO WITH ibis

ECONOMY BRAND




TRIBE
Network

Chapter
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. Urban
eisure & Resorts

Airport
Extended Stay
Combo
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URBAN

TRIBE Belo Horizonte Savassi, Brazil

£a 79 rooms
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11

URBAN

TRIBE Medellin, Colombia
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URBAN

TRIBE Perth Kings Park, Australia
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£2l 260 rooms

TRIBE Phnom Penh, Cambodia
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URBAN

TRIBE Auckland Fort Street, New Zealand
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URBAN

TRIBE Lyon, France

89 97 rooms
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URBAN

TRIBE Paris Batignolles, France
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URBAN

TRIBE Paris Clichy, France

£ 120 rooms
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URBAN
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TRIBE Paris La Défense, France
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TRIBE network

P35 T

B3 184 rooms




A Why invest - TRIBE TRIBE network P36 T

URBAN

TRIBE Paris Pantin, France
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URBAN

£2 112 rooms

TRIBE Paris Saint-Ouen, France
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URBAN

Lo 136 rooms

TRIBE Baden Baden, Germany
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URBAN
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URBAN

TRIBE Amsterdam, Netherlands
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URBAN

>

TRIBE Krakow Old Town, Poland
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URBAN

TRIBE London Canary Whart, United Kingdom
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£2 312 rooms
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LEISURE & RESORTS

TRIBE Bali Kuta Beach, Indonesia

P

£2 168 rooms
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LEISURE & RESORTS

TRIBE

PHUKETPATONG

£a 187 rooms

TRIBE Phuket Patong Avista, Thailand
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LEISURE & RESORTS

TRIBE Carcassonne, France
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LEISURE & RESORTS
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TRIBE Le Touquet, France
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TRIBE network P47 T

AIRPORT

B9 240 rooms
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AIRPORT

TRIBE Budapest Airport, Hungary

TRIBE network

P48 | T

83 167 rooms
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EXTENDED STAY

8o 272 rooms
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COMBO

TRIBE Budapest Stadium, Hungary

Combination with ibis Hotel (166 rooms)

B3 166 rooms
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