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* *** *
Why Scale Matters

STRONGER LOYALTY
POWERFUL SALES & MARKETING

INCREASED DISTRIBUTION

HIGHER CONTRIBUTION

versus independent or unbranded hotels
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REWARDS

AWARD WINNING LOYALTY PROGRAM DRIVES GROWTH

Members stay and spend

m?Z ~2X

more than

enrolled members 1
non-members
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'On average as of 12/31/2021

~0
million

new members
added in 2021

USATODAY
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Nearly

507

of U.S. hotel stays
from Wyndham
Rewards Members
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Dedicated Global Sales Team Drives Revenue

GLOBAL
PARTNERSHIPS

Master service agreements and
preferred agreements with
Fortune 500 and other leading
companies:

Technology
Finance
Energy
Manufacturing
Automotive
& More

T

SMALL & MID-SIZE
BUSINESS REACH

Team of sellers dedicated to
driving revenue from small to

mid-size businesses including:

Construction
Trucking
QOil, Gas &

Renewable Energy

WYNDHAM
DIRECT

“‘Payment & Billing” solution
simplifies travel management —
providing easier booking, and

central billing and central payment.

All designed to drive increased
direct bookings.

QDS R

LOCAL SALES &
MARKETING SUPPORT

Available on-site
pre-opening support
and training to identify and

capture local

and regional demand. Includes

a

30, 60 & 90 day sales plan for

new hotels.

WYNDHAM

HOTELS & RESORTS



Brand Marketing & PR
Drive Awareness and Bookings

SOCIAL SOCIAL
Wyndham’s Latest Deal Signals Importance of Boutique Hotel ; Wi
Brands During Pandemic Recovery TRADEMARKCOLLECTION . otlow

e trademarkcollection

WHENEVER—AND WHEREVER—YOU DECIDE TO TRAVEL,

PLAN WITH
PEACE OF MIND
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PROMOTIONS

OUT OF

OFFICE SALE

Save 25% when
you check in
Sunday-Thursday

BOOK NOW

DISPLAY

"™

TRADEMARK

COLLECTION BY WYNDHAM

CELEBRATE

HOTELS WITH

CHARACTER

Targeted Promotions Drive Visits & Stays

META SEARCH

© 0 O 4 H11:46

Ad - http://thegeorgewir gL ions.com/

Wyndham George Washington -
(Winchester, VA)

Best Rates On Winchester Hotels, Book Now Online Or By
Phone. Up To 25% Off. Proudly Independent OTA.

The George Washington A

Wyndham Grand Hotel
44 (1.1K)
3-star hotel

OVERVIEW PRICES REVIEWS LOCATION PHOTOS Al

& @ @ ®

CALL DIRECTIONS SAVE WEBSITE

< CHECK AVAILABILITY )

Warm hotel set in a grand 1924 building offering a casual
restaurant, plus an indoor pool & a spa.

9 103 E Piccadilly St, Winch~-*
22601
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Seamless Access to Over 100 Distribution Channels

with savings of up to 20% on the most recognizable OTAs
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Wyndham can support a hotel’s operations for less than the cost of hiring
and training full-time staff

N
[ | h
N\

SIGNATURE
RESERVATION SERVICES
(SRS):

Reservations booked by the
call-transfer program at a
higher ADR' than property
direct bookings.- Wyndham
only charges for calls that

result in a booking.

£

REVENUE MANAGEMENT
SERVICES (RMS):

Hotels on Revenue
Management achieved a
2.4% higher occupancy

index in 2021.2

A9

REMOTE SALES
SERVICES (RSS):

Proactive direct sales
support at a fraction of the
cost of a full-time sales
director.

' Based on average 2021 performance of properties on service across all Wyndham and by Wyndham branded hotels
2 0n average vs. hotels not on Revenue Management (includes hotels participating in weekly & bi-weekly paid RM services)

@

LEVELUP (POWERED BY
KODDI):

Enables owners to layer
budget on top of
Wyndham's brand funds to
bolster hotel-level marketing
managed by a dedicated
external campaign team.



Streamlined breakfast standards

for Days Inn, Super8 & Howard
Johnson designed to reduce
breakfast costs by ~50% or about

$1.50 cost per occupied room
(CPOR)

We are OwnerFirst

We put owners at the center of everything we do. Every decision we make
has owner profitability in mind.

When the pandemic first hit, we were the only hotel company to
for three months interest-free

We now offer all franchisees a personalized consultation with a
professionally trained to help increase
property performance

As profit margins are squeezed due to rising labor and day-to-day
costs, we work with our franchisees to help
including streamlined breakfast

With disruptions in the supply chain, franchisees count on us to get the
they need at highly-negotiated prices



We surveyed active developers

100+ owners
(WHR and non-WHR)

Develop and own across all
segments

Active developers in the past
three years

Conducted by an
unbiased third party

What's most
important to you
INn choosing a
franchise
partner?



Return on investment ranked #1 most important
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There are pockets of owners who do not think There are pockets of owners who think the

the most important (on average) needs are least important (on average) needs are
important to them. important to them.
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Primary owner motivations

Return on investment is important to all owners...

1t AND 2"4 GENERATION FAMILIES, SMALLER OWNER GROUPS

OWNER TYPE REGIONAL DEVELOPERS

NATIONAL INSTITUTIONAL INVESTORS

...but there are distinct ways owners earn a high
return...

NEEDS/ MINIMIZE COST/
MOTIVATIONS/ INVESTMENT

STRATEGIES

SEEK SUPPORT




Primary owner motivations

MINIMIZE COST/

INVESTMENT
NEEDS: * Low/ flexible PIP requirements » High expected occupancy and » Strong corporate support and
ADR (RevPAR) services
» High expected cash flows * High quality IT systems

* Property setup and openings
support

Maximize Occupancy with cost-effective bookings
Decrease royalties & operating fees without forgoing value

Trustworthy, reputable brand



AUDIENCE SEGMENT

Revenue Maximizers

Primarily focused on
performance and metrics
of individual brands, and
don’t want profits eaten
up by OTAs.

Support Seekers

These owners have
limited hotel ownership
experience and are
willing to pay for
services that will support
and drive performance.

Investment Minimizers

Limited- to no-up front
investment is the
primary concern for
these owners. With
limited access to capital,
these owners want PIP
flexibility, low expenses,
and low royalties.

PROSPECT

TOP-OF-FUNNEL
AWARENESS STAGE

Intermediate/advanced thought
leadership that address this
segment’s main concern around
driving the maximum top-line
revenue: Blogs and industry
articles around distribution,
profitability, P&Ls, quality,
performance, brand consistency,
and loyalty.

Beginner/intermediate thought
leadership as this group has
limited ownership experience.
Content framed around process
to build and operate, what it
takes to run a hotel, and how a
franchisor can support (whether
paid or included).

Beginner/intermediate level
thought leadership around some
basic yet important topics, like
why the brand you choose
matters, how scale can benefit
an owner, how you can refresh
your hotel on a budget, etc.

CTA: Download eBook; Read tip
sheet, Get Checklist, How-To
Video, Sign up for more blogs
on this topic

LEAD

MIDDLE OF FUNNEL
CONSIDERATION STAGE

« Sell sheets for brands that
have a strong performance
story

«  WHR overview, Wyndham
advantage page

« Case studies from strong
performing hotels

« Value prop testimonial video

*« OwnerFirst messaging

« (Case studies on services

« Sell sheets on services

« Sell sheet(s) for brand(s) of
interest

+ Sell sheets for economy and
midscale brands which are
easy to adapt and have high
awareness

« Conversion calculator (to
address the value of any
costs)

CTA: Download brand overview;
Watch Video; Get started;
Request a demo (services)

OPPORTUNITY

BOTTOM OF FUNNEL
DECISION STAGE

= Pricing pages/comparisons

« Cost-to-build profiles -
information on revenue
generating sq. footage versus
competition.

« FAQs

« Invites to development shows

« Services information, pricing,
and competitive comparisons

« FAQs

« Limited-time promotional
message for services

« Invites to development shows

« Case studies from economy
conversion hotels that saw
value by tapping into the
Wyndham system

« Fee comparison sheets?

« FAQs

CTA: Get in Touch; Talk to the
Team



Content Examples

HOTEL RECOVERY PLAYBOOK

THE HOTEL PROFITABILITY EQUATION

Effectively Operating Your Hotel
When Faced with Staffing Challenges
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Content Stats

Hotel Recovery Playbook (Written Content - Launched June 2020)
*Page views - 36,548
*852 gated form submissions

Be Booked, Not Overlooked (Webinar May 2021)
*Registrants - 296
*Attendees - 108

Today's Profitability Equation (Webinar Sept 2021)
*Registrants - 285
*Attendees - 122

Make Room for Revenue (Webinar October 2021)
*Registrants - 225
*Attendees - 75

Hotel Profitability Equation (Written Content - Launched May 2022)
*Page views - 3,316
*Average time on page 2:52
*458 gated form submissions
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Get in touch.

wyndhamdevelopment.com
800-889-9710
development@wyndham.com

THIS IS NOT AN OFFER. FEDERAL AND CERTAIN STATE LAWS REGULATE THE OFFER AND SALE OF FRANCHISES. AN OFFER WILL ONLY BE MADE IN COMPLIANCE WITH THOSE LAWS AND
REGULATIONS, WHICH MAY REQUIRE WE PROVIDE YOU WITH A FRANCHISE DISCLOSURE DOCUMENT. FOR A COPY OF THE FDD CONTACT US AT 22 SYLVAN WAY, PARSIPPANY, NJ 07054.

ALL HOTELS ARE INDEPENDENTLY OWNED AND OPERATED WITH THE EXCEPTION OF CERTAIN HOTELS MANAGED OR OWNED BY A SUBSIDIARY OF THE COMPANY. ©2022 WYNDHAM
HOTELS & RESORTS, INC. ALL RIGHTS RESERVED.



