MELIA HOTELS INTERNATIONAL, S.A. (la “Sociedad”), en cumplimiento de

lo establecido en el articulo 228 de la Ley del Mercado de Valores, pone en
conocimiento de la Comisién Nacional del Mercado de Valores el siguiente:

HECHORELEVANTE

La compafiia comunica que hoy, 2 de junio de 2017, celebrara un “Analyst day”
con los diferentes analistas bursétiles que dan cobertura a la Sociedad.

Durante el acto se expondran las presentaciones que se acompafian al

presente hecho relevante, copia de las cuales se pondra a disposicion a través
de la pagina web de la Sociedad (www.meliahotelsinternational.com).

En Palma de Mallorca, a 2 de junio de 2017
Melia Hotels International, S.A.
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2008

FTSE4Good

First resort in Mallorca
(Spain)

Our History

Development in
Balearic Islands

Expansion into other major
Spanish resort destinations

Development in main
Spanish cities

First international hotel (Bali)
First hotel in Africa (Egypt)

Development in LatAm
and Spanish Caribbean

Presence in European gateway cities
(London, Milan, Paris)

Enter the US market: New York, Miami and

others

Enter the English-speaking Caribbean
market: Bahamas, Jamaica

Consolidate presence in the Spanish
Caribbean countries: Cuba, Mexico,
Dominican Republic

Enter the Middle East regior Dubai and Doha
Triple our portfolio in Asia Pacific

Melid is present in 43 countries in 4
continents for the first time



Achievements of the last strategic plan

International growth

Increase MHI with more than 85% of Consolidation in the Growth through
presence in origin the signatures outside main European institutional
markets Spain cities and Latam partners

ME DUBAI
ME MILAN
INNSIDE NEW YORK

A total of 88 Intro in the Our presence in Signature of hotels
signed hotels Anglo-saxon APAC was tripled in emblematic
Caribbean and USA buildings

—
Our History



Our current growth view

Guarantee a quality growth

with key level partners

‘ ‘ Consolidate our presence

in key markets and strengthen
the internationalization of the
Company, promoting its

SUSTAINABLE QUALITY

SOLID FUTURE

brands awareness, its entity GROWTH GROWTH BALANCE
and the prestige of Melia
Hotels International , ,
Promote a sustainable Ensure a solid future balance
growth in leisure & urban- between risk and income
leisure destinations and generation

consolidate presence in

urban destinations

Our History



Our current growth view

Strengthen presence
in major cities and
bleisure destinations

AMERICA (15%)

Resort leadership in ™. | g LV A U ...
the Caribbean )

"y
......
L

Strong growth and
brand consolidation

Repositioning of Sol
brand
Repositioning of
resort assets in

Competitive
opportunities

BRAZIL (10%)

Growth in urban
markets with
bleisure component

.
o
.
o
o
-
-

Development strategy regional distribution

Our History



Our current growth view

% for each brand of total sign-ups 2016 - 2018

Benchmark urban brand with bleisure Contractual commitment

Selective positioning Double global presence component . Growth through
Growth in most important cities and Focus on cosmopolitan, trend-setting Main brand for first and second-tier franchises
tourist destinations. Focus on first class cities. Most important luxury lifestyle cities. Balanced growth between Positioning in Southeast
products and locations resort destinations management and leases Asia and Mexico
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Globalisation in resort destinations Natural flagship brand for the Group Relevant globalisation of the new brand
Penetration of Asian market Balanced city and resort portfolio. Consolidation in major destinations in
Increase of portfolio in the Caribbean Destinations with potential in the Mediterranean and Southeast Asia.

MICE segment Targeting of Caribbean and emerging

markets

-
Our History



e
S
o
c
()
S
v
o
(4]
v
.
<))

=

Where are we now?



New signatures under the current strategy

More than 75% under management structure
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Portfolio evolution

|
Hotels per contract type

15%
(o)
PROPERTY 40%
MANAGEMENT

127%
FRANCHISE ACTIVE

PORTFOLIO
2015

SIGNATURES
16-18

75%
MANAGEMENT

Where are we now?



Portfolio evolution

Hotels per segmen

53%
MIDSCALE

tation

9%
PREMIUM

ACTIVE
PORTFOLIO
2015

38%
UPSCALE

20% YA
MIDSCALE PREMIUM

YTD
SIGNATURES
16-18

63%
UPSCALE

Where are we now?



Portfolio evolution

Hotels per area

ACTIVE

17%
AMERICA 3%

APAC
, 5%

BRAZIL
PORTFOLIO

26%

MEDITER.

2015

5%

SPAIN

18% ch
MEDITER. AMERICA

YTD

SIGNATURES
16-18

5%
BRAZIL

Where are we now?
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SUSTAINABLE GROWTH TO DEMONSTRATE
OUR VACATIONAL EXPERTISE

.
Growth strategy



Export a successful model of mature assets repositioning

Succes model: Repositioning Calvid Beach

+3500
s ROOMS
A\ o’ /)
J\ ) 4 . Project of Reconverted during Estimated
S //7 10 Hotels the last years investment
Royal Beach P Sol Wave House Mallorca
IMI,JACTS OF THE Mallorca Beach P> ME Mallorca
CALVIA BEACH PROJECT - Sol Barbados P Sol Barbados
=1 [2015 vs 201 “ - : Sol Mirlos Tordos p  Sol Palmanova Mallorca
- IN THE MAIN BUSINESS ; x Sol Guadalupe P> Sol Guadalupe
/’,: INDICATORS K N Sol Magaluf Park P> Sol Katmandu
% - Sol CalaBlanca P> Sol Beach House Mallorca
Sol Trinidad ~ »  Sol House Mallorca Mixed By Ibiza Rocks
JYp B Sol Antillas Barbados P Melia Calvia Beach.
SolJamaica P Sol Jamaica

.
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Export a successful model of mature assets repositioning

Other successful repositioning cases

Sol S’Argamassa ME Ibiza

‘ ‘ After the success Complejo de Calas de Mallorca

of the Calvia Beach

project, during the last
years the Company has
carried out other Sol Menorca

renovations , , Estimated Sol Ibiza
investment .
Sol Gavilanes

Sol Calas de Mallorca.
Sol Aloha Costa del Sol Sol House Aloha,
Sol Principe Principito Sol Principe.

Sol Pinet Playa Sol House Ibiza Mixed By Ibiza Rocks.

Sol Beach House Menorca.

Sol Beach House Ibiza.

vVvVvvVvvyVvYVYVYY

Melia Cala Galdana.

After several repositioning and rebranding projects, Melia Hotels International is able to transfer this Know How to
third parties in different areas and regions, turning "mature/traditional hotels" into more psychographic concepts

with renewed products in order to reinforce their profitability

.
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Export a successful model of mature assets repositioning

Opportunity management

Reposition of

mature assets Opportunity to form alliances

with partners to manage
hotels that have completed
their Real State cycle

Our proven know-how in
repositioning allows us to
export it to third parties

Our leadership in leisure
hotels makes us the first
option for many investors
interested in entering in this
segment

.
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Export a successful model of mature assets repositioning

Opportunity management

POTENTIAL ANALYSIS
BY AREA

REGIONALIZATION
PROCESS

‘ ‘ In order to detect the

opportunity, a strategic
flow chart is created with
the main actions to captur
possible assets and
reposition them

RECRUITMENT
ACTIONS

Actions to raise awareness
and attract new partners:
e Road Shows

e Information campaigns/
marketing for the new
product and main KPI’s

e Transmission of MHI
experience with case
studies by brand, product,
area, etc...

-
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Export a successful model of mature assets repositioning

Destinations with hig} sitioning =
> Sns .-,
) ' - * Thailand
2 =
-~ e Philippines

e Vietham

¢ Mediterranean
coast
e Canary Islands
¢ Balkans
e South Italy
e Greece

e Caribe
¢ Mexico
¢ Jamaica

e Dominican
Republic

*Cuba

CARIBBEAN

Growth strategy



Export a successful model in repositioning mature assets

Repositioning projects currently under analysis

YT T TS T T (S
4 projects — 805 rooms 19 projects — 5.125 rooms 10 projects — 2.109 rooms 7 projects — 694 rooms 5 projects — 1.055 rooms 7 projects — 1.121 rooms
MELIA MELIA MELIA MELIA M MELIA
N Sol ©
‘\\l ’,’ S“ l”_ \\\l ’,’ M ﬁ hotels &resorts ' ‘\l /,

- ol <~ - -~ -
SOl g hotels &resorts SOl N i SOl W
hotels &resorts P hotels &resorts BV MELIA hotels&resorts
GRAN MELIA )
HOTELS & RESORTS GRAN MELIA -
ToTEs & RESor1s TRYP GRAN MELIA
VVVVVVVVV HOTELS & RESORTS
INNSIDE
BY MELIA

BY MELIA

INNSIDE

BY MELIA
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“BLEISURE” focus in urban destinations

Bleisure definition and differential factor in main cities

‘ ‘ 72% of 600 US business

travellers surveyed say they
make longer business trips by
adding leisure items - 43% of
them take their partner on
their business trips.

- 9%

For many
business
travellers
"bleisure" the
concept is
already a

lifestyle

work devices

At MHI, we
have adapted
to the
43% of BLEISURE
international trend,
travellers evolving to
always carry offer modern
their mobile business

travellers a

with them more

during their informal,
holidays or modern, and
weekend dynamic
getaways experience.

.
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“BLEISURE” focus in urban destinations

|
Attributes of the MHI hotels adapted to the bleisure concept

KEY LOCATIONS TO
COMBINE BUSINESS
AND LEISURE

SIGNATURE
BATHROOMS

LIFESTYLE URBAN
HOTELS

UNLIMITED
BEVERAGES IN THE
ROOM AND WIFI

ROOFTOP BAR

.
Growth strategy



YOU ‘ DOl e A NEW STYLE HOLIDAYS
IT BECOMES YOU . he]OUITLE) - OWN THE CITY
TOseRee _J & e MADE HERE

s
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Brands as the center of our strategy

Replacement lever: Value of our brands
9 Sol Hoteles From a mature leisure concept...

hotels &resorts

‘ ‘ ... To innovative concepts adapting to new clients and demand profiles
Boost new brands Co |
. . | X, |
in booming markets | g |
IDENTITY Sol ¥ |

with a differentiated
product without e ’
competition and with

the same attributes , , | ‘e, o, o, S,
DIFFERENTIATION | Sol « S - - - |
L ANy ol s Sol ¥ Solv« |
: AT mszgt hotels ' beachhouse ' house !
EXPERIENCES LEGENDARY

Growth strategy



Brands as the center of our strategy

Replacement lever: Value of our brands

‘ ‘ The effective repositioning is

not only due to a process of product
refurbishment, but also thanks to an
intrinsic work of repositioning and
update of our brands and their
attributes, as well as a process of
adaptation to obtain more
psychographic products to be able
to adapt to our potential

customers and markets.
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Enhance MHJ/I’s Values

» 17th company worldwide by rooms with presence
in 43 countries

Largest hotel group in Spain
Leading hotel company in LatAm & Caribbean

Ambitious sales team with worldwide presence

vV v v Vv

Focused on operating results, investment returns,
profitability and asset maintenance

Solid loyalty program and market recognition

Born in the resort segment with the largest
portfolio of resorts in the global room portfolio

» Corporate governance transparent and
accountable

Growth strategy



Enhance MH/I’s Values

vV v v Vv

Decades of experience in major tourist areas: the
Mediterranean, the Caribbean, Latin America and
Southeast Asia

Know-how in opening and promoting new
destinations

Alliances network and relationships with major
producers of leisure business and preferential
agreements with key partners

Steady REVPar growth in the last 6 years
Strong management culture within the company
Personal loyalty and long-term relationships

Reporting results controlled by the Comisidon
Nacional del Mercado de Valores (CNMV)

Growth strategy



Proactive development

sustainable, profitable and qualitative

Growth strategy



Proactive development

Where are we going,to'grow

S T 3
B & B By St
&s 17 LOCATIONS

5 Varadero, Aruba, San Juan,
> Bahamas, Jamaica,
Samana, Punta Cana, Las
Terrenas, St. Lucia, St. Kitts
US Virgin is, British Virgin
Islands, Barbados,
Curacao, Turks and Caicos,
Antigua, Cayman is.

CARIBE

USA

3 States - 4 cities
Miami, New York, los
Angelesy San Francisco

LATIN AMERICA

6 COUNTRIES
10 CITIES

19 COUNTRIES
41 CITIES <
Barcelona, Berlin,
—|. Amsterdam, Nice,
< Mykonos, Paris,
Dalmatia, Lisboa,

7 COUNTRIES

3 CITIES
Dubai, Abu Dhabi
Riyadh, Jeddah, Tehran
Isfahan, Shiraz,Tabriz
Kish Island, Mascat
Kuwait,Doha,Amman

2 COUNTRIES
4 CITIES

Agadir and Mauricio

6 COUNTRIES
20 CITIES
Jakarta, Bali,
Phuket, Tokyo,
Shanghail, etc.

Growth strategy



Proactive development

With who? Sustainable growth via partners — Type of partners and contributors

Owners
Sovereign Funds
Private Funds
REITS PROMOTERS

Financial Banking
Family Offices

Developers

Local authorities
Suppliers

Small consultants
Operators
Architects

Consultants (Big 4)
Legal representatives

Financial consultants

.
Growth strategy



Proactive development

With who? Sustainable growth via partners BUSINESS DEVELOPERS

Developers (20%)
Architects (5%)

Legal representatives

INVESTORS DEVELOPERS (10%)| . D
Family Offices developers (5%) Consultants (Big 4) (15%) OTHERS
(20%) Local
owners (15%) :BI\;\rlwi?rTOTS%) authorities(5%)
Private funds (50 OTHERS Famil %ffices- Operators (5%)
0 % ) Small consultants
Operators (10%) Owners: (15%) (5%)
Private funds: (15%)
SOTH EUROPE

NORTH EUROPE

BUSINESS OTHERS
Legal representatives Small consultants
(2%) (15%)
i ° Suppliers :(2%
BUSINESS T DEVELOPERS BUSINESS DEVELOPERS Bhoncizonuinion |
Consultants (Big 4) Developers and Legal representatives (2%) Developers (60%) °
(9%) owners (50%) Consultants (Big 4) (5% ) Architects ( 1%)
Financial consultants Financial consultants (2%) INVESTORS
(1%) OTHERS OTHERS Family Offices: (10%)
Local authorities INVESTORS Small consultants( 5%) Owners: (2%)
Investors 5% (5%) Family Offices: (10%) Private funds: (2%)
Small consultants( Private funds ( 10%) REITS: (2%)

30%) Sovereign funs (5%)
SOUTHEAST ASIAN
AMERICA MIDDLE EAST /| NORTH AFRICA

.
Growth strategy




Proactive development

Sutainable growth with selective partners

EXAMPLES OF SOME OF OUR CURRENT PARTNERS

Current number of rooms in operation: 511
Potential projects under discussion: 1.142

TA

Current number of rooms in operation: 430

Union

Current number of rooms in operation: 1.092
Investment

Current number of rooms in operation: 2.869 "
AVENUE
A Current number of rooms in operation: 2.410

Growth strategy
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Proactive development

Brand Awareness & Promotional Actions
We have increased our efforts for the proactive search of partners and projects, with the following actions:

Networking actions:

* Clarity - Project Portfolio
Management (PPM) platform to
manage the portfolio of hotels
and leads so that the information
then goes to the different
departments involved in the
company such as preopening,
operations, or owners’
relationship in order to optimize
resources and time.

* Selection of Development
Directors with great knowledge of
the sector and region to increase

the contacts network

Participation in
international
fairs

Group presentations

HI Partners
Bank of America
Union
CommerzReal
Starwood
TCC Land
etc.

Media Appearances

Working together with Marketing
and Communication to align the
development strategy with the
promotional material of the
company and thus increase the
awareness of different brands and
MHI as a company, in specialized
forums

Growth strategy



Proactive development

Brand Awareness & promotional Actions:
Participation in international fairs

MIDDLE EAST
Presence in 12 fairs, of

SOUTH EUROPE which we sponsorise Presence in |2 fairs, of
CHIC, CHAT, HICAR which we sponsorise

Presence in 7 fairs, and THINC the AHIC in Dubai
and sponsors in MIPIM
Cannes

AMERICA

NORTH EUROPE

Presence in 7 fairs,

sponsoring HOLA and
Presence in 4 key fairs, ‘ CHgK:OS

sponsoring
EXPOREAL, AHC,
IHIF

-
Growth strategy



Proactive development

|
Brand Awareness & promotional Actions — Media Appearances

In addition to the marketing budget for the promotion of the company, from development we have
contributed in increasing the company visibility to improve the brand awareness and recognition of
Melid Hotels International and its brands in the different key markets:

Company insight > Xsom

Six decades of hospitality

This year sees Melia Hotels Intemational,  muftinational player in the global hotel
market, celebrate 60 ysars in the business. Hatsl Management Intsmational charts its
rise from a revolutionary one-property portfolio in Mallorca to a leading light in innovative,
respensible tourism in 40 countries around the warld.

W

WEL COMING SUCCESS
ONE GUEST AT ATIME

111966, W2 CHAINTIAR of Mk HOels Inlemmaterial,
Grabiial Bscarter Jul, rented 3 small boted 1 Pama de
MRS, 3 C1t AL COCMIES 0 ProAAY Nost & company

bt s oW become 8 powerhl Etinations gFouy.

FIGm 60 years age 1o 103y, 1 IMEmational traved
tourtsm industry has changed almest beyond rec

new leading destinations m

of the gcbe emerging counlnes Mat ate siguing up 1o mass

DTS, the CbANSItc Of the bavel NS thARKS 10 the

wdound changes m

Ml HOLSIS IMEmaticrial 138 Dean 3 IOOEET and Fiayes
212901 IO 11 TS EIX QRS0 0 [y — TS DY

Jeaiting holel development I Ihe Bglearic klands, [he Canary o et amasionats lageip ME Lonctn propety

A high snergy dining sxparisnce in the bast
aok House in tha city.

actacular vis Milan and
rld class selaction of cocktails.

oRE
MELIA.COM - WAIMEBYMELIA

CABO CANCUN MADAID ISZA MALLORCA MILAN MAMI LONDON CARAGA: ouBAl 2017

MELIARewards

EVERYTHING

IS POSSIBLE

For more informaion or to Gacuss

opporay. pease
coomct us s (+34) 971 224 527
or devekopmerafmetacon

MELI A HOTELS

INTERNATIONAL

MELIA INNSIDE

HOTELS

] MELIA Rewards

5230 300 3100 e SPANISN CARL, AN heN By CIoSEng
8 DCBANS 0 DOCEL OUTEM 1N OBSUMALICTE SUCT 35 B2, e
Dominican Repubi: Mexico and Cuba,

All of this has baen achieved
while also respecting the principles
of responsible tourism. 1?7

Driving change
Today, Mels OIS ILEMatonal Manages more than
230 hotels, with nearly 100,000 Fooms in 41 countries, and
employs more tan 42000 Pecple [t fanks 1705 15 e kst
af the workt s lagest hotal chains, i the thind-lasgest chan
‘m Earope and has been chosen a5 the Lavel compa;
with the beet corpocate repitation for the third consecutive
‘VEaL AL Of s B33 heen achienedd While 450 16SDECHIG 1
inciples of responsthle iourisT, promcting the sustainable
GENEIOTEL Cf e COTMURIES I WHLCE 1t CPatates and
CTEEm I -t2m Ve 0 A 1S StRENGKES
T CEPGCIY 0T IRV AN SEKNTAN TS SWaFE
been among the greatest stiengihs of e group. Barly on
818 VSIOn ADOWed 1t 1 Mmeet CHAlNGES SUCK 35 Die Boam
0 mass tourtsm, and later developed with the cweation of
2 varted branits and the launch of mela com,
e s botel webstie wilh orline i
W) Sl IS 3 DERCIma
digttal ranetormatian of the mdustry
TIUS VKR TEMALS LTPOCtant 10 LS day, 5 Seen 1
peofects such as the relaunch af the Sal Hiotels birand, the
e O the FES0Et NSy T the MEXHEMAnen ares
whtch 5 translomming hoteis locused an e distri

DETWONK 1K1 VOLIDE (70 Dot (Nt 318 InCIessmgly
atetenbaled and Customel oCused, WL 3 Gowing iestyla
panent, thariks o conoepts such as Sol House Sal Beach
yuse: and Sol Katmandu hotels There is also the lsadsrstip
N tNe DRSMESS eISUTE, O “DIeISIre SEgATE M the best clty
hotes, aliowing Mela Hotels International to optimise hotel
ocrupancy, avesage rales and sdditional revenues tanks

0 the EXPENENCE a1 VaLE PIOPCSIN QMIETed 10 W
e—

Model growth

TRECUO0UL the yearE, e CAMPAnY NAS DEVEITped and

Dusiness areas: Asta Pacihc, Clab Melid, botels and real estate.
TRETE 15 3CL7VE COOPEraton DeTWEEn DIESe J1Eds a01 ey
are alsn highly complementary in their activities 1o ach
the Comgany s SUBlegic ChRAlengs: 1D DeCOIn I MeTess;
gobal crTparT, wilh JrWHh in the moet felevant Bands
a1 MATKELS - eSpEcIall MIoUGN MANAJEmEnt, lexse ang
Ianchise agreements - with a special focus an Asta and

ctiviies and development alows
et 5 wicke: range of products bo clients, thas
earning o of the must imporian asseLs 1o any business.
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Proactive development

1VP
2 PMO

11 Regional Directors

Resources: High performance team 2 Regional Managers
Organizational chart development department 2017

1 Global Executive

Western & Central Europe Director

Nima Davoodzadeh

China Director

Global Development VP
Americas Director

Miguel Wang Maria Zarraluqui

Pablo Gonzalez

South & Eastern Europe Director

EMEA Tryp Director

Project Manager

Americas Manager Jordi Sanchis José Antonio Pérez Yudici

Patricia Marin

Marina Carrillo

Global Development

Project Manager Executive

3 South East Asia Directors

Middle East & North Africa Director

Nicolas Valle Gonzalo'Maceda Gemma Rocabruna

Benjamin Oppl

John Alarcén
Nancy Ning PA to VP

Americas Development

Trainee

Samanta Bentel

Brazil Director

Global Development

Rui Manuel Oliveira There are also more than 40 intermediaries in different parts of the world who work as

Trainees

"Meliag Hotels International Ambassadors"

Growth strategy



Development reality

|
Success Ratio of Projects analysed from 2011

Rejected INITIAL Final igned
ANALYSIS Signe
42% (33%) (12%) -

Project Analysis Project Analysis Total Signatures

2011-2015% 2016

135 Signatures

1.598 Projects 358 Projects
319 Projects/Year

*Strategic plan comprises 12-14

.
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Infinite Vacations

Welcome to Infinite Vacations



TIMESHARING VACATION CLUB DISCOUNTS CLUB

Real Estate product

Sale linked to the transmission
of an ownership title

By selling all the available
intervals or shifts the domain
on the property is lost

A community of owners (HOA)

is created, that manages the
property

Linked to a maintenance fee

High average prices (up to $ 31K
uUSD)

Real Estate product

Sale associated to rights of use

Rights supported by an
inventory affected or deposited
in a trust

Conversion into points/options

Linked to a maintenance fee

Medium Average Prices
(between $ 15K and $ 30K USD)

Hotel product

Sale associated with the use of
discounted hotel rates, whether
fixed or variable

No asset is affected

It is not possible to recognize
income at the time of sale, but
during the term of the contract

No maintenance fee

Low average prices ($ 15K or
less)




TIMESHARING VACATION CLUB DISCOUNTS CLUB

Product: Weeks in a unit type
and season.

Validity: Perpetuity
Presence: USA.

Companies:

Wyndham Vacation Club
Hilton Grand Vacations Club.
Marriott Vacation Club.
Starwood Vacation Club.
Westgate Resorts.

Product: Package of points

Validity: 30 - 50 years
Presence: Mexico, Caribbean

Companies:

Disney Vacation Club.
Marriott Vacation Club.
Starwood Vacation Club.
WorldMark by Wyndham.
Bluegreen Vacation C.
Grupo Posadas (FAVQ).
Grupo Vidanta.

Grupo Pueblo Bonito.
Grupo Villa.

Velas Resorts.

Club Melid (MVC & SMVC)

Product: Rates

Validity: 5-20 years
Presence: Mexico, Caribbean

Companies:

Palace Resorts.

Hard Rock Hotels.

AM Resorts.

Bahia Principe.
Iberostar.

Travel Smart Vacation C.
Real Resorts.

Grupo Posadas (Kivac)




SUMMARY OF OPERATIONS

MELIA MARBELLA BANUS

MELIA SALINAS
MELIA TAMARINDOS

PARADISUS PLAYA DEL CARMEN  MELIA CARIBE TROPIAL SRAN MELIA PALACIO DE ISORA
LA ESMERALDA PARADISLS PRUNTA GANA

PARADISUS CANCUN
RACIAS (NA THE RESERVE AT PARADISUS PALMA REAL

PARADISUS PALMA REAL
MELIA VACATION CLUB

PUERTO VALLARTA MELIA VACATION GRAN MELA PUERTO 00 GOLE RESORT
CLUB COZUMEL

MELIA PANAMA CANAL

] Puerto
Spain Rico

Members per country
35.221 Members

Club units per country
820 Units

Dominican
Republic

Mexico

Dominican
Republic




PRODUCT DESCRIPTION PRODUCT DESCRIPTION

T S0years = Buyer: 45% USA | 15% Mexico | 10% Spain
=  Product: Unit Type Season Equivalent to "X" = 27,035 Members

number of Points (Options = Currency Melia) - Average rates25,194.00 USD

=  Annual Maintenance Other discontinued sale products:
0 Usew =  MVC30 years membership, 5,866 members, 70%
USA, limited use to 5 Home resorts and RCI.
~ 14 Home Resort (Club Units) Average rate $9,450.00 USD
—  Accessto affiliated Hotels /”Resort and = Destinations 5 years. Fixed rates for a certain
Urban Collection™ number of nights. Hotel units. Preferential rate (No

- Melia Rewards (MHI)

maintenance). Uses:12. Specific “Destinations”
- Weeks Exchange with RCI

Properties. 2,084 Members. Average rate $5,131.00
uUSsD
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What is Circlee CIRCLE

BBBBBBB

* It's a new Brand: Circle by Melia
* It's a new Resort: Circle at Paradisus Palma Real
« If's a new Vacation Club Offering

A different Sales Model.

Infinite Vacations
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| Anew Brand : CIRCLE by Melia




BRAND VISION

O

CIRCLE

BY MELIA

To successfully redefine
vacation ownership for the
modern fraveller.

STRATEGIC BRAND IMPERATIVE

Circle builds long-lasting relationships
with travel consumers through a
flexible vacation programme that
treats them as the company’s most
valuable customers.

Infinite Vacations



BRAND IMPERATIVE

Statement incorporating the
Unique Selling Proposition for
the brand.

PARENT BRAND PILLARS DISTINGUISHING BRAND FACTORS
The brand imperative is interpreted The brand distinguishing factor is the articulation of
through the Melia parent brand pillars. the Melia parent brand pillars, reflecting both the

distinctive imperative behind Circle by Melia as well
as the overarching Melia brand.

Prograh;%

- "3\

-l -

BRAND EXPRESSIONS

The Circle distinguishing factors then translate into
specific programs, behaviours and the service culture
— the practical, guest-facing expressions of the Circle
by Melia brand.




Warmth and
Conviviality

Relationship
builders

Caringand Extra
Nurturing

commited

Exceptional

BRAND IMPERATIVE PARENT BRAND PILLARS

DISTINGUISHING BRAND FACTORS

SERVICE VALUES
Statement incorporating the The brand imperative is interpreted The brand distinguishing factor is the articulation of Underpinned by associate behaviours
Unique Selling Proposition for through the Melia parent brand pillars. the Melia parent brand pillars, reflecting both the
the brand.

distinctive imperative behind Circle by Melia as well
as the overarching Melia brand.
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4 The only vacation programme that appeals dlrectly to mod”m;ava'
BRAND USP ! requirements by providing flexible access to the best expgrpnces o

available across an entire hotel company s portfolio.
. ", - 4«-,,_._.—!—-1‘--

. 5 - . — i T
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USP

A flexible, =
experience- e

driven vacation WHAT IT TAKES TO STAND OUT

programme - Brand-owned assets that no-one else
can lay claim to.

DISTINGUISHING % . .

EACTORS . : 71{:5-_ o LSRN T i e =il
S R o ;-‘,:‘g;@ WHAT IT TAKES TO BE COMPETITIVE
2 " "
Most Valued Members N o — . The quality control considerations that a

Beyond Expectations

: vacation programme needs in order to
Constant Refinement

compete to an international standard.

PO T
HYGIENE FACTORS
A lifestyle brand WHAT IT TAKES TO BE CONSIDERED
Exquisite propgrties and destinjations ) The basics expectations that international
Status-driven membership L travellers require of all properties and brands

Differentiated services from portfolio

as standard.
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CIRCLE at Paradisus Palma Real
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CIRCLE

BY MELIA

4 million square meters, owned since 20 years ago

- Development of: - Over 2000 rooms distributed between:
- Golf course - Melia Caribe Tropical
- Luxury golf villas - Paradisus Palma Real
- Apartments - The Reserve at Palma Real

Shopping center

13 Hectares of Undeveloped land will be known as “CIRCLE”

Circle is under construction as we spealk, it will feature 432 luxurious and large suites.

Infinite Vacations



CIRCLE
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Infinite Vacations

A new Vacation Club Offering



Type of unit

Season

Choice Preferred Select Premium
1 Bedroom 24000 30,000 36,000 42,000
1 BR Master Suite 48,000 58,000 68.000 78000
1 BR Master Corner Suite 58,000 658,000 78.000 88.000
2 Bedroom Lock Off Suite 72,000 88,000 104,000 | 120,000
2 Bedroom Corner Lock Off Suite 82,000 98 000 114,000 130,000
2 BR Presidencial Suite 80,000 110,000 130,000 | 150,000
1 Bedroom Swim Up 36,000 42 000 48 000 54 000
1 BR Master Swim Up Suite 68,000 78,000 88.000 98,000
1 BR Master Corner Swim Up Suite 78,000 88,000 98,000 | 108000
2 Bedroom Swim Up Suite 104,000 120,000 136,000 | 152000
2 Bedroom Corner Swim Up Lock Off 114,000 130,000 146,000 162,000
2 BR Presidential Swim Up Suite 130,000 150,000 170,000 | 190,000




INFINITE BLUE

42,000
Opciones o0 menos

O

CIRCLE

INFINITE RED

43,000 [ 87,000
Opciones

O

CIRCLE
-

INFINITE BLACK

88,000
Opciones 0 menos

O

CIRCLE
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How can we use the options: T
Maximum flexibility of usage

BBBBBBB

* At the home resort Circle at Paradisus Palma Real

* At the 23 affiliated all-inclusive hotels:

e Buying discounts to any hotel of MHI’s portfolio worldwide (3.000 options)
« Redeeming for MeliaRewards points

* Exchange options with partners (RCI)

Infinite Vacations
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CIRCLE

8Y MELIA

How can we use the options?
No restrictions of usage

* Usein the current year.

* Deposit for use in the following year.

* Anticipate Next Year Options.

* Future usage of options can be accelerated.

* No limit on the number of options that can be used in a year.
* Options from the current year may become points.

* Options do not expire, they can be always used.

Infinite Vacations
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Infinite Vacations

A different Sales Model
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New sales model CIRCLE

* Minimize complaints: The experience
* Take advantage of synergies with hotel

* Digitalization of the sales model

Infinite Vacations
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Digital transformation of the sales process CIRCLE

BBBBBBB

* Customer ldentification
* Customer communication
* New sales material:

— New Saleroom

— Video Wall tour

— Virtual Reality Lounge

Infinite Vacations



Data patterns on Guest/Members purchase behavior:

* Demographics, interests and lifestyle data
* Booking habits
* Loyalty guest behavior: Brands, stay history profile, etc.

* Social media data




Email & Retargeting invitation campaign mSLE

BY MELIA

" Join us at our CIRCLE lounge and choose your complimentary gift.
(& 1844 425 9969 Speak to our staff and gain access to our exclusive CIRCLE
membership program.

O

CIRCLE

BY MELIA

CHOOSE AMONG THESE 4 EXPERIENCES FOR FREE:

1
2
3
4

. The adventure of swimming with dolphins.

. Dinner at Passion restaurant by Martin Berasategui.

. Arelaxing session for two people in our YHI SPA.

. Atapas & wine menu in Winery by Martin Berasategui.

DISCOVER AN INFINITE
7 VACATIONS WITH CIRCLE

L .
e g)‘ e BY MELIA
g 1 ¢3‘-‘.'. - .
\ ¢ Q:ﬁ 3 The Circle makes its worldwide debut in
A | > 88 2017 at Paradisus Palma Real in Punta
%" Cana. An intimate and elegant boutique
property just for Circle members.

EXPERIENCE THE WORLD OF CIRCLE BY MELIA

Infinite Vacations Evolucién Circle Enero - Abril
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CIRCLE

BY MELIA

O CIRCLE

BY MELIA

Infinite Vacations

1 ouasvien
o)
circte

We would like to give
you a present.

Al o about, are 1

Infinite Vications

ierone, e g ;, =
= | Andthey can last

> OF GRCLE BY M Dear guest, you are invited to participate in a
meeting where you can have access to exclusive
benefits and become a member of CIRCLE.

SWIM WITH DOLPHINS EXPERIENCE

You'll be able to touch a dolphin and enjoy the bath of your lifetime in
the first ever dolphinaria in Dominican Republic. An unique experience!

HOW TO USE THIS INVITATION:
1 Bring thia invitation ta the Circle Leunge ot P
2 teractive snyironme

of your sttendance st CIRCLE SY

TERMS AND CONDITIONS:
ntrasfersble, imited for ans stay an

value, and it cannct & N sh and ser
s peracnal for the family who ends to the informetive talk of CIRCLE 81 )

A
5This cffer ia ot directad to the residants in any stata in which a registration of the timeshare
plan s required but in i on requiraments have not yet seen met

&7The promation epplies cnly ta the clients of legel ege.
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CIRCLE

BY MELIA

Remarketing

Display
Wewould like
to give you
a present.
And tell
you about
another one. : — We wou

ldlike
1 e - to =

'
:
., , more!
F Find out more! ‘
f P ] S

@ ClgLE

CIRCLE
CIRCLE BY MELIA

BY MELIA

BY MELIA : .
Infinite Vacations

Infinite Vacations
Infinite Vacations
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CIRCLE

BY MELIA

® © ® [ Cucle by Metia - Home x

€« cC tps://www facebook.com

Circle by Melia

[ore

Posts

() Gty veta

Make a wish. :w(:u ate . O
O et - ' Make a wish. CIRCLE

oY meui




| VWhatif vacations could last forever?
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CIRCLE

BY MELIA

o= ool (rfins Vacasors)
ww mella.com/an/chcia/hotass ntml c B $h

=| () CIRCLE L MY CIRCLE . (s 1-666-344-7686 (USAICAN) + &) EN -

OURRESORTS AFFILIATED RESORTS

CIRCLE AT PARADISUS PALMA REAL: THE CIRCLE BEGINS

jegant boutique property

J

£ Paradists

Palma_Real
-

VIEW HOTEL >
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CIRCLE

BY MELIA

Sales Tour

Welcome to he Circle 5’
Trust wall 10’
Experience the Circle 10’
Be the Circle 20’
Intervilla Visit 25’

Be the Circle 20° L
Infinite Vacations ."
Finish

ONoOR~WNE

Tour time: 90 minutes

Spaces that the guest can use during the tour or
anytime of the day. The time of the stay will be
as

Long as the client want.

Privé
O lounge
The little Circle + Lab

Infinite Vacations
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The worldtour




VR EXPERIENCE

LOUNGE
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Get ready fora lifetime of once-in-a-lifetimes.




