






Home2 Suites by Hilton™ is a new mid-tier, extended-stay 

hotel concept that delivers unexpected style, enhanced 

flexibility, expanded spaces, differentiated amenities and 

passionate service. A complement to the current Hilton 

Family of brands, Home2 Suites targets the savvy, value-wise 

extended-stay guest.

Overview of Franchise Fees
Initial license fee	 $50,000

Monthly royalty fee 	 3% for 1st year of operation

	 4% for 2nd year of operation

5% for 3rd year and remainder of license term

Monthly program fee 	 3% of monthly gross rooms revenue

Brand Concept Strategy 
•	 Brand Identity –– Home2 Suites by Hilton is authentic, 

spirited and innovative. The evocative brand personality is 

reflected in the logo mark and brand voice.

•	 Target Audience –– Value-wise extended stay (10+ 

nights) guests. The brand embraces the values and 

expectations of key growth segments: GenX (ages 27-

47), millennials (<27) and female travelers.

•	 Differentiation –– Hip & Humble: breaks the mold with 

unexpected style that delivers more. The brand offers 

enhanced functionality and personality at a competitive 

price point.

•	 Portfolio Fit –– Incremental and complementary to entire 

Hilton Family of Hotels.

•	 Site/Prototype –– Cost-effective brand to build and 

operate. Details include: site plan for under two acres; 

four story, wood frame construction; 108-key prototype; 

studios at 323 square feet; one-bedroom suites at 509 

square feet; community space at 4,200 square feet; 

56,668 gross square footage of building.

Design Elements
•	 Unique Elements –– The brand offers unique features 

including: new, exciting design style and brand personality; 

The “Oasis,” an expanded community space; amenities 

and services such as an integrated guest laundry and 

activity room, fitness facility, outdoor living rooms, grills, 

walking/exercise course and more; innovative guestroom 

design with a mind towards sustainability.

•	 The Oasis  –– The Oasis is the concept’s flexible 

community space, which include iconic gathering 

and individual work zones, a pantry, complimentary 

breakfast service area, fitness and activity room, indoor 

pool, outdoor living spaces and patio grills. The Oasis 

encourages a social environment where guests can 

obtain information on the local area, check e-mail, and 

connect with others. The hip, casual design creates a 

contemporary and inviting environment.

•	 Guest Rooms –– Guest rooms provide innovative and 

practical flexibility with separate media and bedroom 

areas. Include fully-accessorized kitchenette with 

a refrigerator/freezer with icemaker, dishwasher, 

microwave/convection oven and coffee maker. The 

living room/media zone has a queen-size sofa/sleeper, 

42-inch flat-screen TV, roll-around ottoman, ambient and 

task lighting, and “hip and humble” brand artwork. All 

guestrooms feature queen-sized beds. The guestroom 

also includes an iconic “working wall” which incorporates 

the kitchenette and flexible working space with a 

moveable desk, pin-up spaces and adaptable storage 

options. Clean lines, a neutral yet energetic color palette 

and integrated technology complete the hip and stylish 

ambiance. Environmentally conscious appointments 

include low flow showers and faucets; bulk bath 

amenities; dual flush toilets; recycled flooring, and other 

sustainable product selections.

Development Opportunities
We believe that primary development areas around 

the country will be suburban and tertiary communities. 

However, because of our footprint, we are also seeing 

some interest in urban areas as well as rehab. We already 

have signed and approved franchise license agreements 

from sites in the northeast, south, west and south-

central, and dozens of prospective deals in the works with 

developers and owners across the country. The future for 

Home2 Suites is already a reality. We project more than 

100 hotels open by year-end 2012.

For more information, log on to home2franchise.com.

Hip & Humble.
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Homewood Suites by Hilton® is an upscale, yet casual, 

all-suite residential-style hotel brand catering to travelers 

seeking a home-like hotel experience for a few days or 

more when on the road.  The extra space and privacy of 

the suites, the casual atmosphere, and the many home-

like amenities and services ensure guests satisfy their 

individual need for comfort, flexibility and convenience –– 

all at the price of a high-quality traditional hotel.  

Portfolio (as of August 2009)

Number of operating properties	 276

Number of rooms	 30,451

% properties franchised	 84%

Performance*
Average room rate1	 $119.47

Average occupancy rate1	 73.1%

Overview of Franchise Fees
Initial license fee	 $60,000 for 150 suites, 

	 $450 per suite thereafter

Monthly royalty fee	 4% of monthly gross rooms revenue

Monthly program fee	 4% of monthly gross rooms revenue

Consumer Focus
Targets: Upscale extended stay (5+ consecutive nights)   

business travelers.
 

Travel Occasions:  Field assignments, seminars, training,    

leisure and relocation.
 

Needs/Expectations:  Home-like conveniences, extensive 

office capabilities on the road. 

Experience/Product Focus
Positioning:  Warm, comfortable, home-like ambiance and 

spacious facilities. 

Distribution:  Primarily suburban office park areas, some     

urban, mostly new-builds.

 

Product Attributes/Services:  Current prototype about 

120 rooms –– approximately 40% suites and 60% studios.  

Minimal meeting space. Full kitchen with appliances, DVD and/

or on-demand movies, “Lodge” area including complimentary 

Suite Start® hot breakfast and Welcome Home® reception,** 

complimentary high-speed Internet access, complimentary 

grocery shopping service (guests pay for groceries), Suite 

Shop® with sundries, fitness center, sports court, pool, 

residential apartment feel, Hilton HHonors.

Superiority
•	 Homewood Suites by Hilton, along with Doubletree Hotels 

and Embassy Suites Hotels, received recognition as “the 

top three best value hotel chains” in Zagat’s 2009 Top U.S. 

Hotels, Resorts & Spas Survey.

•	 Homewood Suites by Hilton’s Suite Selection, the industry’s 

first interactive room selection tool, named #2 innovation in 

2008 by InformationWeek at annual InformationWeek 500 

Awards

Expansion
Today, extended stay accommodations are a hot commodity.  

Two-fifths of industry room nights are now being generated 

by extended stay hotels, which represent only 5.2 percent of 

total industry supply.  The 6:1 demand vs. supply ratio makes 

the extended stay market, particularly the upscale market, 

vastly underserved.  That makes Homewood Suites by Hilton 

a highly opportunistic investment for you.  The brand has been 

growing rapidly over the past few years.  There’s never been a 

better time for you to grab your share of the lucrative, upscale, 

extended stay market –– with a Homewood Suites by Hilton 

franchise.

  

For more information, log on to homewoodfranchise.com. 

 
*Year-end 2008.  See back cover for additional information.  1For other fees including fees 
for our frequent traveler/guest reward program (Hilton HHonors), please refer to the current 
franchise disclosure documents for Homewood Suites by Hilton.  ** Subject to state and 
local laws. 

Make Yourself at Home.®
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Conrad® Hotels & Resorts is the global contemporary luxury 

brand within The Hilton Family.  Conrad’s sophistication across 

a seamless intersection of life, business & pleasure, delivers 

high-touch style with soft-touch pace for the individual.  The 

Conrad brand is the modern-world choice, with hotels and 

resorts in an increasing number of the world’s gateway cities 

and most sought-after resort destinations, united by world-

class luxury service standards.

Portfolio (as of August 2009)

Number of operating properties	 19

Number of rooms	 6,472

% properties franchised	 11%

Overview of Franchise Fees
Initial license fee	 $75,000

Monthly royalty fee	 5% of monthly gross rooms revenue

Monthly program fee	 4% of monthly gross rooms revenue

Conrad Properties
Conrad Hotels & Resorts spans the globe, with properties in 

the Americas, Asia Pacific, Europe and the Middle East.  In 

development are Conrad hotels and resorts in the Americas 

(Bahamas and Honduras), Portugal, the United Arab Emirates, 

Indonesia and China.

Contemporary Luxury
Each Conrad hotel and resort offers guests and team 

members the luxury of striking and distinct design and 

surroundings –– dynamic reflections of the destination city 

and culture.  Conrad expresses contemporary luxury for 

the guest at every vantage point, from breathtaking views 

to spacious and luxurious guest rooms with superb quality 

amenities.  Conrad’s definitive modern style is a showcase for 

guests to enjoy pioneering culinary concepts, sophisticated 

bars and restaurants and leading technology.  Each Conrad 

provides for the unique style of each guest with exclusive 

offerings, the highest service standards and an unwavering 

pursuit of excellence –– inviting each guest to take advantage 

of The Luxury of Being Yourself ®.

Conrad in Business
Conrad connects business travelers in key global locations, 

supporting the needs of individuals who are serious about 

doing business in style.  Wherever business is done, Conrad 

provides sophisticated places and spaces for the business 

traveler, with each destination reflecting the flavor of the local 

culture. Conrad connects meeting and conference planners to 

leading technology and takes care of the details so guests can 

concentrate on getting down to business.

Recognition for Conrad
Conrad Hotels & Resorts was proud to receive, amongst 

others, the following awards and accolades in 2009:

•	 	Conrad Hong Kong, Winner: Gold List - Asia Category, 

Condé Nast Traveler Gold List 2009

•	 Conrad Indianapolis, Honorable Mention: Gold List - U.S. 

Category, Condé Nast Traveler Gold List 2009  

Development Pipeline
Conrad Hotels & Resorts are currently in development in the 

following international gateway cities and destination resort 

locations (planned opening date):

•	 	Conrad Los Micos, Honduras (2010)

• 	 	Conrad Shanghai, China (2010)

•	 	Conrad Dubai, United Arab Emirates (2010)

•	 	Conrad Koh Samui Resort & Spa, Thailand (2010)

•	 	Conrad Quinta do Lago, Algarve, Portugal (2011)

•	 	Conrad Abu Dhabi, United Arab Emirates (2011)

•	 	Conrad Beijing, China (2011)

•	 	Conrad Sanya Haitand Bay, China (2011)

•	 	Conrad Ubud, Indonesia (2011)

•	 	Conrad Bahrain, Bahrain (2012)

•	 	Conrad Dalian, China (2012)

•	 	Conrad Bimini Resort & Casino, Bahamas (2013)

Welcome to the World of Conrad
Conrad is poised for a dynamic period of growth with a 

diverse array of properties under development, and is well on 

the way to becoming a truly global presence.  When Conrad 

enters into a project with partners, the goal is nothing less 

than to create a hotel of distinction designed to outperform its 

competitors in every respect.  Join the World of Conrad and 

become a part of one of the world’s most significant luxury 

hotel brands.

 

ConradHotels.com (Click on About Conrad then Development 

from the left menu.)

The Luxury of Being Yourself.®
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Experience Waldorf Astoria Hotels & Resorts and The 
Waldorf Astoria Collection hotels –– each one as singular 
and defining of luxury as the brand’s elegant namesake, the 
Waldorf=Astoria Hotel in New York.  From classic elegance 
to modern grandeur, from sumptuous spas and culinary 
excellence to world-class golf, each hotel & resort is iconic, 
and offers guests world-class style, rich service traditions, and 
the exquisite accommodations and signature accoutrements 
that define refinement and luxury. 

Portfolio (as of August 2009)

Number of operating properties	 20

Number of rooms	 8,776

% properties franchised	 30%

Overview of Franchise Fees
Initial license fee	 $50,000

Monthly royalty fee	 5% of monthly gross rooms revenue

Monthly program fee	 4% of monthly gross rooms revenue

The Waldorf Astoria Brand
The Waldorf Astoria brand includes an array of stunning & singular 
hotels –– each one a landmark as a true gathering place in world 
capitals, gateway cities and resort destinations, including:
•	The Waldorf=Astoria Hotel, New York is synonymous 

with the elegance and grandeur of the best of New York City. 
This Art Deco landmark offers magnificent accommodations 
and outstanding service.

•	Arizona Biltmore Resort & Spa is a landmark recognized 
for its distinctive Frank Lloyd Wright-inspired design, and 
offers eight swimming pools, a spa, PGA golf, tennis and 
much more.

•	Grand Wailea Resort, Waldorf Astoria Collection is 
situated on 40 acres fronting Wailea Beach on the island of 
Maui and offers a museum-quality art collection, along with 
a spa, pools and water park.

•	La Quinta Resort & Club is a legendary resort that has 
reigned over the Palm Springs area since 1926. Guests can 
enjoy 90 holes of championship golf, as well as tennis and 
the Spa La Quinta. 

•	Naples Grande Beach Resort is nestled on 23 waterfront 
acres and offers tennis, golf, beach activities and poolside 
relaxation. The resort is minutes from trendy shopping and 
thrilling attractions.

•	Rome Cavalieri is situated just two miles from the Vatican 
and is home to a highly prized private collection of furniture, 
paintings, tapestries, statues, and artifacts. 

•	Trianon Palace Versailles graces the edge of Louis XIV’s 
legendary royal domain and recently completed an artful, 
full-scale redesign, infusing the grounds with an air of 
contemporary elegance.

Growth Potential
The Waldorf Astoria brand will grow through:

•	 Waldorf Astoria Hotels & Resorts – Located in primary 
and secondary global cities, typically 200-400 keys, with 
multiple food and beverage outlets, including destination 
restaurant/bar, Guerlain spa, state-of-the-art fitness, 
comprehensive business services, and grand public and 
meeting spaces such as a jewel-box ballroom.  Finest 
level of luxury products and services.  Brand standards for 
design/construction and operations will be uniform and 
demanding.  Will have some iconic references to the first 
Waldorf=Astoria in New York City and be referred to as 
“Waldorf Astoria (geographical location).”

•	 The Waldorf Astoria Collection – Located around the 
world in primary and secondary urban and resort markets, 
ranging in size and eclectic in style, having luxurious 
service and product reflecting architectural, historic, 
and/or artistic significance.  Brand standards for design/
construction will be more flexible.  Able to maintain 
their independent names while adding Waldorf Astoria 
Collection designation as a mark of their exclusivity, e.g., 
“The Grand Wailea Resort and Spa, The Waldorf Astoria 
Collection®.” 

Development Pipeline
The Waldorf Astoria Collection includes hotels & resorts 
currently in development in the following international gateway 
cities and destination resort locations (planned opening date):  
•	 The Roosevelt, Waldorf Astoria Collection, New Orleans, 

Louisiana (Summer 2009)
•	 Dakota Mountain Lodge, Waldorf Astoria Collection, Park 

City, Utah (Fall 2009)
•	 Waldorf Astoria Orlando, Bonnet Creek, Florida (Fall 2009)
•	 The Beach House, Waldorf Astoria Collection, Maldives (Fall 

2009)
•	 Waldorf Astoria Montreal, Quebec, Canada (2013)
•	 Waldorf Astoria Berlin, Germany (2011)
•	 Jerusalem Palace, Waldorf Astoria Collection, Israel (2011)
•	 Waldorf Astoria Shanghai on the Bund, China (2011)

Development
We invite you to learn more by visiting WAfranchise.com, 
and  WaldorfAstoria.com. 

 

Rich Traditions of Sophistication and Timeless Luxury.
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Have Questions? We’ve got answers. 
If you have any questions or need additional information about development opportunities with any of our brands, 

please call the Hilton franchise development professional located in your area.  You may also call our development 

hotline at 800-286-0645. 

Western U.S.	 Greg Francois 	 310-205-4586	 gregory.francois@hilton.com

Southeast U.S.	 Steve Crabill	 770-857-8502	 steve.crabill@hilton.com

Northeast U.S. & Canada	 Thomas Lorenzo	 203-463-3407	 thomas.lorenzo@hilton.com

Central U.S.	 Marybelle Arnett	 901-374-5159	 marybelle.arnett@hilton.com

U.S. - Managed, Luxury	 Kimo Bertram	 703-883-1053	 kimo.bertram@hilton.com

U.S. - Managed, Full Service	 Gregory Rockett	 786-866-7209	 gregory.rockett@hilton.com

South America	 Cristiano Gonçalves	 +55 11 2845 0255	 cristiano.goncalves@hilton.com

Caribbean/Central America	 Simon Suarez	 809-621-8617	 simon.suarez2.contractor@hilton.com

Mexico	 George Massa	 786-866-7212	 george.massa@hilton.com

Europe & Africa	 Patrick Fitzgibbon	 +44 20 7856 8274	 development.europe@hilton.com

Middle East & Asia Pacific	 Andrew Clough	 +65 6833 9730	 andrew.clough@hilton.com

Be sure to visit our development site on the Web at hiltonfranchise.com.
Our franchise Web site provides a wealth of information about all of our franchise brands in the Hilton Family of 

Hotels.  You’ll find recent news, prototype drawings, design specifications, franchise fees, photo galleries and 

much more.  You can also submit our online form to request additional information.  Just visit hiltonfranchise.com 

and click on “Contact Us.”

Hilton Management Services
While franchising has been wildly successful for Hilton Hotels Corporation, we are also growing our brands through 

management contracts.  Hilton Management Services has a portfolio of highly successful hotels in every operating 

segment within the Hilton Family of Hotels, enabling us to offer our proven management expertise and resources 

to a complete spectrum of owners.  We are one of the largest management companies in the industry with over 

340 managed hotels and over 100,000 team members.  When you partner with Hilton Management Services, 

you capitalize on the vision and performance of today’s premier hospitality management company.  For more 

information please visit hiltonmanagementservices.com.



Page 4 – Hilton: In 2009, there were 49 mature* company-

managed Hilton full-service hotels (U.S.) and 169 mature 

franchised Hilton full-service hotels (U.S.), of which 24 (47%) 

company-managed hotels and  (24%) franchised hotels 

met or exceeded the average room rate; and of which 34 

(67%) company-managed hotels and 69 (41%) franchised 

hotels met or exceeded the average occupancy rate. These 

statistics include Hilton Suites. Your results are likely to 

differ from the performance results set forth above. See the 

current Franchise Disclosure Documents for Hilton for a more 

complete explanation of this information.

Page 5 – Doubletree: In 2009, there were 39 mature* 

company-managed Doubletree full-service hotels and 116 

mature franchised Doubletree full-service hotels (U.S.), of 

which 20 (51%) company-managed hotels and 28 (24%) 

franchised hotels met or exceeded the average room rate; and 

of which 24 (61%) company-managed hotels and 49 (42%) 

franchised hotels met or exceeded the average occupancy 

rate. These statistics include Doubletree Hotels and 

Doubletree Guest Suites, but do not include Doubletree Club 

hotels. Your results are likely to differ from the performance 

results set forth above. See the current Franchise Disclosure 

Documents for Doubletree for a more complete explanation 

of this information.

Page 6 – Embassy Suites Hotels:  In 2009, there were 70 

mature* company-managed Embassy Suites Hotels and 

105 mature franchised Embassy Suites Hotels, of which 25 

(36%) company-managed hotels and 23 (22%) franchised 

hotels met or exceeded the average room rate; and of which 

45 (64%) company-managed hotels and 55 (52%) franchised 

hotels met or exceeded the average occupancy rate.  Your 

results are likely to differ from the performance results set 

forth above. See the current Franchise Disclosure Documents 

for Embassy Suites Hotels for a more complete explanation 

of this information.

Page 7 – Hampton:  In 2009, there were 23 mature* company-

managed Hampton Inn and Hampton Inn & Suites hotels and 

1,295 mature franchised Hampton Inn and Hampton Inn & 

Suites hotels. Of the Hampton Inn hotels, 5 (36%) company-

managed hotels and 366 (35%) franchised hotels met or 

exceeded the average room rate. Of the Hampton Inn & 

Suites hotels, 5 (56%) company-managed hotels and 98 (37%) 

franchised hotels met or exceeded the average room rate. 

For Hampton Inn and Hampton Inn & Suites hotels, 15 (65%) 

company-managed hotels and 679 (52%) franchised hotels 

met or exceeded the average occupancy rate. Your results 

are likely to differ from the performance results set forth 

above. See the current Franchise Disclosure Documents for 

Hampton for a more complete explanation of this information.

Page 8 – Hilton Garden Inn:  In 2009, there were 8 mature* 

company-managed Hilton Garden Inn hotels and 274 mature 

franchised Hilton Garden Inn hotels, of which 3 (37.5%) 

company-managed hotels and 94 (34.3%) franchised hotels 

met or exceeded the average room rate; and of which 6 (75%) 

company-managed hotels and 129 (47.1%) franchised hotels 

met or exceeded the average occupancy rate. Your results are 

likely to differ from the performance results set forth above. 

See the current Franchise Disclosure Documents for Hilton 

Garden Inn for a complete explanation of this information.

Page 10 – Homewood Suites by Hilton:  In 2009, there 

were 39 mature* company-managed Homewood Suites by 

Hilton hotels and 148 mature franchised Homewood Suites 

by Hilton hotels, of which 9 (23.1%) company-managed 

hotels and 57 (38.5%) franchised hotels met or exceeded 

the average room rate; and of which 18 (46.2%) company-

managed hotels and 76 (51.4%) franchised hotels met or 

exceeded the average occupancy rate. Your results are likely 

to differ from the performance results set forth above. See 

the current Franchise Disclosure Documents for Homewood 

Suites by Hilton for a complete explanation of this information.

* “Mature Hotels” as used in these statistics are hotels that 

opened before January 1, 2007.

This advertisement is not an offering.  An offering can only be made by a 
prospectus filed first with the Department of Law of the State of New York.  
Such filing does not constitute approval by the Department of Law.  
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It has been and
continues to be our
responsibility to fill
the earth with the
light and warmth

of hospitality.			 

Conrad N. Hilton 
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