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all seasons, the hotel where the
little extras d o ncoOst exira

More than just a new hotel chain, all seasons is a revolution on the economy segment. With all seasons, you
no longer have to choose between character and quality.

As proof, several months after launching in France, all seasons received the Hospitality Award for the Best
Innovative Concept in Economy Hotels.

The brand t hatallarouodithetwdrlgd r i s e
Practical, human-size, and easy to get to

With medium-size properties (maximum 150 rooms in Europe and 200 in Asia), the all seasons hotel network
boasts central urban locations. In Europe 95% of the brand's development is through franchises, while in the
Asia-Pacific zone expansion is mainly by management contracts.

Launched in late 2007, the network includes, by end of April 2010, more than 80 hotels in eight countries:
France, Germany, lItaly, United Kingdom, Australia, New Zealand, Thailand and Indonesia. The brand's
dynamic network expansion targets new markets: Belgium, Spain, Luxembourg, the Netherlands and
Switzerland.

Economy hotels that are really diffe  rent

Character plus quality
Before all seasons came along, choosing an economy hotel wasn't something one did without thinking about

it . Was the choice about originality, character, |
Now there's no reason to have to choose between authenticity and the charm of independent hotels and the
hospitality expertiseof a maj or hotel groupé. all seasons, it

von zeitzu zeit
isteszeit
sich diezeit
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all seasons, the hotel where the
little extras d o ncOst ext ra

All-inclusive hotels

Simplicity and genealiodusivey because itosos

All seasons reinvents the economy hotel by offering both its business and leisure guests the chance to
"consume better." For an economical price, they benefit from a package that includes the room, an all-you-
can-eat buffet breakfast, free broadband Internet connection, and a host of little extras at no extra charge

Exemplary quality service

To guarantee the best possible stay, all seasons is committed to offering quality service.
Each hotel displays the brand quality charter and is inspected at least twice a year.

Conviviality and closeness, the guarantee of well-being

In the lobby area, an interactive kiosk invites guests to its electronic Guest Book to leave comments on their
experience at all seasons to share with others.

Special thought has gone into making the public areas at all seasons hotels warm and friendly. Emblematic of
this is a Aconviviality kiosko in the | obby, i nvi
and magazines, compliments of all seasons.

Lastly, open spaces and multi-purpose furniture, together with innovative design, foster a sense of well-being
and comfort generally undreamed of at a economy hotel.
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Ambitious  and dynamic  growth

All seasons is a brand that offers the assurance of a major international group combined with the character of
independent hot el s. With its Oal |l da dymamio growthestrategy;fafl
seasons aims to be the living example of the renewal of independent economy hotel chains. That is why it is
growing quickly to keep pace with the mobility of its customer base.

IN EUROPE

The network's European ambitions are clear: More than 100 hotels by end 2010 and a growth of 40 to 60
hotels openings per year between 2010 and 2015.
This growth is mainly being carried out with franchises and the conversion of hotels that already exist.

Launched in France in September 2007 with the all seasons hotel Evry Cathédrale, the French network
included 18 hotels by end 2008 and 38 by end 2009.

Paris and its region have seen a true network take shape, with nearly a dozen hotels in strategic venues
across the capital, including Bercy, Opéra, Gare de I'Est, and Place de la République. The network also
boasts a strong presence in key French cities such as Bordeaux, Lille, Nantes, Nice, Strasbourg, and Nancy.

In 2009, in Germany, the second market pinpointed by all seasons for European expansion, five locations
have opened early 2009 and the brand will keep spreading it network in this area.

2009 was also the year of the 1% all seasons opening in London with the London Southwark Rose and the
network will keep expanding.

Italy follows, with two openings in the cities of Acireale (Sicile) and Venice (by end 2010).

Next, all seasons intends to expand into Belgium, Spain, Luxembourg, the Netherlands, and Switzerland.
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