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A Room equipped to be homei like (more space, full kitchens)
A Tiered pricing

A Reduced housekeeping levels

A F&BJother services vary by tier

What
distinguishes
extended stay

Three tiers A Upper (Staybridge Suites)
of extended A Mid (Candlewood Suites)
stay A Economy

A Longer lengths of stay

A ADR decreases

A Lower operating costs/fewer staff
A Lower development costs per room

Moving from
upper to
economy

Different AiRel ational o rather than fAtrans
to transient A Local sales focus rather than mass marketing focus
based hotels A Emphasis on revenue per stay instead of ADR




) The key to extended stay
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What it takes How IHG wins

A Location rich in extended stay A Structured demand driven
demand generators location planning strategy

A The right owner committed to A Owner certification  programme
the business model

A A proven brand A Consumer insight tested hallmarks
consistently delivered and service programs

A A disciplined approach to A Dedicated local market support,
finding the right business training and tools

in the local market
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1975 Jack DeBoer launched the first extended stay hotel under the name
Residence Inn

The market initially developed in upscale before developing into mid -range
and later economy

Upscale extended stay was the fastest growth industry segment in each of
the last 9 years

Few extended stay rooms outside US, demand filled by serviced apartments

Do T o D>

Industry 6 US branded rooms Industry 0 US branded revenues

1% 1%

8%

91% 92%
Staybridge Suites & Candlewood Suites Staybridge Suites & Candlewood Suites
M Ext Stay Segment ex IHG M Ext Stay Segment ex IHG
All other segments combined All other segments combined

Source: Smith Travel Research 2009 data



The history of
Staybridge Suites
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: Brand taken
IHG _Iaunche_s 1st upper tier Reaches 100th T oo ik o
Staybridge Suites extended stay hotel opening openings in the UK:
for long -stay hotel brand to faster than any Liverpool &
travellers in re_ach 50 hotels other extended Newcastle. and one
the US in under 4yrs stay brand in Cairo, Egypt
The 1st IHG sells (and _
Staybridge manages back) 16 Wi ns 'c‘) JD [Power 6
Suites opens in Staybridge Suites to Award for highest
Alpharetta, HPT for $185m . HPT extende_d sta_y
Georgia, US also converts 14 other guest Satlsfact'lon
hotels to Staybridge in North America
Suites under IHG
management .




