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ommodations with
consistent comfort and"quality service
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consumer-focusead ccoriil
COmpeﬂTive S@T TARGET MARKETS: Secondary and ferfiary markets

This set of hotel brands is tailored to how guests perceive and compare the Americas Best Value Inn and Canadas Best Value Inn brands in the
market. It includes hotel brands that consumers may consider as direct alternatives based on factors like price, amenities, and experience. This

competitive set helps shape guest-facing messaging, positioning, and service standards to remain compelling and relevant in the eyes of travelers.

AMERICAS BEST VALUE INN & CANADAS BEST VALUE INN

» extended

N N
MICROTEL Vsl STAY AMERICA

BY WYNDHAM
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OCaging developments ECONOMY
focused competifive sef TARGET MARKETS: Secondary and ferfiory markefs

This set of hotel brands includes brands that compete with Americas Best Value Inn and Canadas Best Value Inn for market share based on

location, target customers, ratings and reviews, room types, amenities, and market positioning. Competitive sets vary based on markets and
other factors. Any development strategy should include independent research and analysis to identify the relevant competitive set for the specific

opportunity.

AMERICAS BEST VALUE INN & CANADAS BEST VALUE INN
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ReiReof
INAn conolodge BY WYNDHAM
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DUSINESS
cevelopment
Mmoge

CONVERSION TYPE

Convert economy hotels
in secondary and fertiary
markets

Invest in most crifical guest
experience touchpoints,
such as powerful WIFI, TVs
with robust confent, good
mafttresses, linens and
showerheads, and bright,
clean lobbies. Limited
OS&E requirements.

Americas Best Valué'lnn & Suites Fontangr==
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are independent, proud and
ng the most for their money.
ey're in sec of a relaxing, clean
nt place fo rest after @
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Americas Best Value Inn Farmington



At Americas Best Value
brg md Inn and Canadas Best

Value Inn, we promise

dependable comfort

p rO m \S@ and great value.
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Orand

m ‘SS | Q m CANADAS BEST VALUE INN
Canadas Best Value Inn is all about Canadian
ideals, offering great value, and staying humble.
We're a hotel brand designed to embody all the

AMERICAS BEST VALUE INN joyful feelings that guests have when they know
At Americas Best Value Inn, guests leave knowing they’re getting the best bang for their buck.

fhey received the most value for their money. With Through this lens, we built something truly different.
shared American values, Americas Best Value Inn A place where honesty, kindness, and value are
offers a hassle-free stay that’s accessible for both embraced and honored. It's a place your guests
solo fravelers and families alike. can be proud to stay.
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BEST VALUE ’

The best value in town, Gues , e I;;Né)ffsorrie dnzé’;anj
because guests love that c-.“_ H%@a@nd“clgqn ré‘oms
feeling of getting the best -,‘ 2 f,,-,- rything mey Préed ond s 1l
bang for their buck. gt e 2 agt’rhey don”r SRS ST AR

‘!4

* Celebrohng mericaf/Canaai
ik r"‘" f r

-"_
|

-and heritage.

&
Iy
wthe

Canadas

WHO WE ARE // 13



i,
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) (R b@ 6m@ Th@ for@mosT choice for
rrovelers seeki la'e rellable, comforfable,
and affordaple. accommaodadarions

Across Norm America
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We are Americas Best Value Inn and Conodos Best Value Inn. Rooted in the neighborhoods we call homegwe ‘re more than a place to
stay—we're a promise of reliability, comforf, and value. Whether you're on the road for work, visiting family, or simply seeking a welcoming
stop along the way, we're here to offer you a friendly experience at a price that makes sense. We believe that hospitality should never be
complicated. It’'s about everything you need and nothing you don't—a clean room, a cozy bed, and the peace of mind that comes with

%

knowing you've found a place that cares. No matter where your journey takes you, we're here to greet you with a smile, freat you like family,
and remind you that the best value isnt just in the name—it’s in every moment of your stay. Welcome to t on the road.
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PARKING
MILITARY
AR
VETERAMS

Designated military and veteran parking spots and
pairiofic flag or messaging. Front desk signage and

graphic rug create brand awareness.

A[?D Q ¥ PATRIOTIC ELEMENT

\
. MILITARY & VETERAN
PARKING SPOTS

guest \

1

WELCOME

ourney -

AMERICAS BEST VALUE INN

AMERICAS )
/ BEST VALUE INN
BYSONESTA

TOP OF
‘ BED PROGRAM

32" FLAT SCREEN
/ TV WITH HBO

|-
Guestroom
Custom top sheet, high-quality terry,

Cascadia amenities, and flat screen TV
with HBO modernize each guestroom.

\
AN

Eat

Breakfast and coffee

‘. ﬁ k programs during
\ DVJ [ﬁ] breakfast hours.
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‘CANADAS
/ BEST VALUE INN
BYSONESTA

Designafted milifary and veteran parking spots and
patriotic flag or messaging. Front desk signage and
graphic rug create brand awareness.

, r PATRIOTIC ELEMENT
Breakfast and coffee

Arrival |
v Dri n ks

TOP OF
BED PROGRAM

32” FLAT SCREEN
TV WITH HBO

WELCOME
MAT

FRONT

HE A Custom top sheet, high-quality terry,

Cascadia amenities, and flaf screen TV Required Brand Standards
with HBO modernize each guestroom. Optional Signature Moments

RESERVED
PARKING
MILITARY
AND

VETERAMS

WHO WE ARE // 18



ARRIVE

VETERANS 4

e | :
@ MILITARY & VETERAN r GRAPHIC AREA RUG r FRONT DESK LIVERY r PATRIOTIC ELEMENT
PARKING SPOTS Bringing a sense of welcome Signage at the front desk Show your American pride by
Designated premium parking in front of every Americas increases brand recognition featuring a patriotic element,
spots with branded parking Best Value Inn front desk. and awareness. like a flag, reader board
signage specifically for military message, or arfwork in the
lobby.

and veterans.

STAY

[ DEFINING BRAND STANDARDS
Our Defining Brand Standards are the touchpoints that

FTOPOF BED PROGRAM r32” FLAT-SCREEN TV FTERRY FBATH AMENITIES Ore SpeCiﬁC 1-0 fhe AmeriCOS BeSf VOlue Inn brOnd Ond
A custom top sheet exclusive WITH HBO High-quality towels show our Exclusive branded amenities . .
eI B it e are what sets us apart within the markefplace. These
o AT apensers are required touchpoints that are reflected throughout
EAT + DRINK every aspect of Americas Best Value Inn brand hoftels.

® SIGNATURE MOMENTS
Though optional, our Signature Moments are what
elevates Americas Best Value Inn beyond your standard

r BREAKFAST r COFFEE PROGRAM

e s o e S hotel experience and are what leave guests wanfing fo
crise or neery A v retfurn again and again.

AMERICAS A
WHO WE ARE // 19
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@ MILITARY & VETERAN r WELCOME MAT r FRONT DESK LIVERY r PATRIOTIC ELEMENT

orand defining

PARKING SPOTS Bring a sense of welcome in Signage af the fronf desk Show your Canadian pride by
Designated premium parking front of every Canadas Best increases brand recognition featuring a patriofic element,
spots with branded parking Value Inn. and awareness. like a flag, reader board
signage specifically for military message, or arfwork in the
and veterans. lobby.

STAY

=2

[ DEFINING BRAND STANDARDS
Our Defining Brand Standards are the touchpoints that

[ TOP OF BED PROGRAM W 52" FLAT-SCREEN TV o TERRY [ BATH AMENITES are specific to the Canadas Best Value Inn brand and
A custom top sheet exclusive WITH HBO High-quality towels show our Exclusive branded amenities . .
e LT are what sets us apart within the markefplace. These
rogamming. pensers are required touchpoints that are reflected throughout
EAT + DRINK every aspect of Canadas Best Value Inn brand hotels.

® SIGNATURE MOMENTS
< Though opftional, our Signature Moments are what
S_— elevates Canadas Best Value Inn beyond your standard

BREAKFAST-' COFFEE PROGRAM
rSssskgf_s;;i%ffszJz;er "éizssszsgg%:ezz:ﬁ?aim hotel experience and are what leave guests wanfing o
bt retfurn again and again.

) (Slalas WHO WE ARE // 20
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This is not an offering. No offer or sale of ¢ ranchise D closune DQGumen’r |n compli
applicable law. Franchises are offered in the I chising Inc, and in Conodo through Sonest
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