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Forward-looking Statements
Certain matters discussed in this presentation constitute “forward-looking statements” within the meaning of the Private Securities Litigation Reform Act of 1995. Generally, our use of words such as "expect," "estimate," "believe,"
"anticipate," "should," "will," "forecast," "plan," "project," "assume," or similar words of futurity identify such forward-looking statements. These forward-looking statements are based on management's current beliefs, assumptions and
expectations regarding future events, which, in turn, are based on information currently available to management. Such statements may relate to projections of the company's revenue, expenses, adjusted EBITDA, earnings, debt levels,
ability to repay outstanding indebtedness, payment of dividends, repurchases of common stock and other financial and operational measures, including occupancy and open hotels, RevPAR, the company's ability to benefit from any
rebound in travel demand, the company's liquidity, the impact of COVID-19 and economic conditions on our future operations, among other matters. We caution you not to place undue reliance on any such forward-looking statements.
Forward-looking statements do not guarantee future performance and involve known and unknown risks, uncertainties and other factors.
Several factors could cause actual results, performance or achievements of the company to differ materially from those expressed in or contemplated by the forward-looking statements. Such risks include, but are not limited to,
continuation, resurgence or worsening of the COVID-19 pandemic, including with respect to new strains or variants; the rate and pace of vaccination in the broader population; changes in consumer demand and confidence, including the
impact of the COVID-19 pandemic on unemployment rates, consumer discretionary spending and the demand for travel, transient and group business; the impact of COVID-19 on the global hospitality industry, particularly but not
exclusively in the U.S. travel market; the success of our mitigation efforts in response to the COVID-19 pandemic; the performance of our brands and categories in any recovery from the COVID-19 pandemic disruption; the timing and
amount of future dividends and share repurchases; changes to general, domestic and foreign economic conditions, including access to liquidity and capital as a result of COVID-19; future domestic or global outbreaks of epidemics,
pandemics or contagious diseases, or fear of such outbreaks; changes in law and regulation applicable to the travel, lodging or franchising industries; foreign currency fluctuations; impairments or declines in the value of the company's
assets; operating risks common in the travel, lodging or franchising industries; changes to the desirability of our brands as viewed by hotel operators and customers; changes to the terms or termination of our contracts with franchisees and
our relationships with our franchisees; our ability to keep pace with improvements in technology utilized for marketing and reservations systems and other operating systems; the commercial acceptance of our Software-as-a-Service
(“SaaS”) technology solutions division's products and services; our ability to grow our franchise system; exposure to risks related to our hotel development, financing and ownership activities; exposures to risks associated with our
investments in new businesses; fluctuations in the supply and demand for hotel rooms; our ability to realize anticipated benefits from acquired businesses; impairments or losses relating to acquired businesses; the level of acceptance of
alternative growth strategies we may implement; cyber security and data breach risks, including ransomware attacks; ownership and financing activities; hotel closures or financial difficulties of our franchisees; operating risks associated
with our international operations, especially in areas currently most affected by COVID-19; the outcome of litigation; and our ability to effectively manage our indebtedness and secure our indebtedness. These and other risk factors are
discussed in detail in the company's filings with the Securities and Exchange Commission, including our Annual Report on Form 10-K and our Quarterly Reports on Form 10-Q. We undertake no obligation to publicly update or revise any
forward-looking statement, whether as a result of new information, future events or otherwise, except as required by law.
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Non-GAAP Financial Measurements
The company evaluates its operations utilizing the performance metrics of adjusted EBITDA, adjusted EBITDA margins, revenues excluding marketing and reservation system activities, adjusted net income and adjusted EPS, which are all
non-GAAP financial measurements. These measures, which are reconciled to the comparable GAAP measures in Exhibit 7, should not be considered as an alternative to any measure of performance or liquidity as promulgated under or
authorized by GAAP, such as net income, EPS and total revenues. The company's calculation of these measurements may be different from the calculations used by other companies and comparability may therefore be limited. We discuss
management's reasons for reporting these non-GAAP measures and how each non-GAAP measure is calculated below.
In addition to the specific adjustments noted below with respect to each measure, the non-GAAP measures presented herein also exclude restructuring of the company’s operations including employee severance benefit, income taxes and
legal costs, debt-restructuring costs, tax credits related to the rehabilitation and re-use of historic buildings, exceptional allowances recorded as a result of COVID-19’s impact on the collectability of receivables, expenses associated with
legal claims and gains/losses on sale/disposal and impairment of assets primarily related to hotel ownership and development activities, as well as an office building leased to a third-party to allow for period-over-period comparison of
ongoing core operations before the impact of these discrete and infrequent charges.
Adjusted Earnings Before Interest, Taxes, Depreciation and Amortization and Margin: Adjusted EBITDA and Adjusted EBITDA Margin reflects net income excluding the impact of interest expense, interest income, provision for income taxes,
depreciation and amortization, franchise-agreement acquisition cost amortization, other (gains) and losses, equity in net income (loss) of unconsolidated affiliates, mark-to-market adjustments on non-qualified retirement plan investments,
share based compensation expense (benefit) and surplus or deficits generated by marketing and reservation system activities. We consider adjusted EBITDA and adjusted EBITDA margins to be an indicator of operating performance because
it measures our ability to service debt, fund capital expenditures and expand our business. We also use these measures, as do analysts, lenders, investors and others, to evaluate companies because it excludes certain items that can vary
widely across industries or among companies within the same industry. For example, interest expense can be dependent on a company's capital structure, debt levels and credit ratings, and share based compensation expense (benefit) is
dependent on the design of compensation plans in place and the usage of them. Accordingly, the impact of interest expense and share based compensation expense (benefit) on earnings can vary significantly among companies. The tax
positions of companies can also vary because of their differing abilities to take advantage of tax benefits and because of the tax policies of the jurisdictions in which they operate. As a result, effective tax rates and provision for income taxes
can vary considerably among companies. These measures also exclude depreciation and amortization because companies utilize productive assets of different ages and use different methods of both acquiring and depreciating productive
assets or amortizing franchise-agreement acquisition costs. These differences can result in considerable variability in the relative asset costs and estimated lives and, therefore, the depreciation and amortization expense among companies.
Mark-to-market adjustments on non-qualified retirement-plan investments recorded in SG&A are excluded from EBITDA, as the company accounts for these investments in accordance with accounting for deferred-compensation
arrangements when investments are held in a rabbi trust and invested. Changes in the fair value of the investments are recognized as both compensation expense in SG&A and other gains and losses. As a result, the changes in the fair value
of the investments do not have a material impact on the company's net income. Surpluses and deficits generated from marketing and reservation activities are excluded, as the company's franchise agreements require the marketing and
reservation system revenues to be used exclusively for expenses associated with providing franchise services, such as central reservation and property-management systems, reservation delivery and national marketing and media
advertising. Franchisees are required to reimburse the company for any deficits generated from these marketing and reservation system activities and the company is required to spend any surpluses generated in future periods. Since these
activities will be managed to break-even over time, quarterly or annual surpluses and deficits have been excluded from the measurements utilized to assess the company's operating performance.
Revenues, Excluding Marketing and Reservation System Activities: The company reports revenues, excluding marketing and reservation system activities. These non-GAAP measures we present are commonly used measures of performance
in our industry and facilitate comparisons between the company and its competitors. Marketing and reservation system activities are excluded, as the company's franchise agreements require the marketing and reservation system revenues
to be used exclusively for expenses associated with providing franchise services, such as central reservation and property-management systems, reservation delivery and national marketing and media advertising. Franchisees are required
to reimburse the company for any deficits generated from these marketing and reservation system activities and the company is required to spend any surpluses generated in future periods. Since these activities will be managed to breakeven over time, quarterly or annual surpluses and deficits have been excluded from the measurements utilized to assess the company's operating performance.
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Company Overview

Cambria New Hotel Prototype
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Choice Hotels is one of the world’s largest hotel companies with over 80 years of
success building a portfolio of diversified brands

More than

Hotels in nearly

Over

7,100

40

910

Open Hotels

Countries & Territories
Worldwide

Hotels in global
development pipeline

Choice Hotels is positioned at the intersection of
franchising, hospitality and technology

Franchising

Only lodging
company with

Supports over

Hotels franchised and no
managed properties1

Franchise owners

~100% 13,500

1 in 10 hotels in the U.S. is a Choice Hotels brand

Hospitality

Technology
Choice U.S. Hotels by Chain Scale
Upscale Chains
Upper Midscale Chains
Midscale Chains
Economy Chains

1 Choice

owns 5 hotels as of September 30, 2021, with a plan to divest them within a five-year period.
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The strategic investments made in launching and enhancing brands, strengthening
systems and franchisee tools, and bolstering platform capabilities continue to drive
impressive results

BRAND GROWTH

Strategic Focus Areas
Launching and enhancing brands
in each of our strategic
segments, leading to revenue
intensity and a diversified
brand portfolio

Achievements
Rapidly growing Extended Stay portfolio
• Increased portfolio 4x over past five years to 467 domestic units and pipeline of
~310 hotels
Strengthening leadership role in Midscale/Upper-Midscale

• Completed Comfort M2M transformation; launched new Comfort prototype and
grew Clarion Pointe portfolio 6x since 2019

Expanding Upscale positioning

VALUE PROP
ENHANCEMENTS

Enhancing guest delivery while
strengthening marketing and
reservation systems and
franchisee tools

PLATFORM
EXPANSION

• Increased domestic upscale rooms by ~25% since 2019

Bolstering our platform
capabilities through strategic
partnerships that drive
incremental revenue to the
existing portfolio

1

Investing in our franchise owners’ value proposition and driving their bottom-line
• Deliver approximately $6 of every $10 to franchisees through Choice’s proprietary
channels, a ~1,000 bps increase since 20141
• Achieved RevPAR Index gains of over 700 bps during last two years and increased
hotel profitability through enhancements in revenue management and guest
delivery tools2
• Drove efforts to reduce the total cost of ownership (e.g., housekeeping
upon request)

Entered adjacent business segments through new travel partnerships

• Attracted new franchisees and guests to our portfolio, while providing additional
value to our current guests (e.g., Bluegreen Vacations, Penn National Gaming, etc.)

Over 56% of domestic net room revenue generated through Choice channels in 2020, a 923-bps increase in proprietary contribution from 2014 to 2020.
September 2021 vs. YTD September 2019.

2 YTD
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As a franchisor, Choice provides powerful brands, marketing, reservation and training
services to drive profitability of our independent hotel owners and operators
Connecting franchisees to the power of
Choice’s customer delivery platform
 Award-winning 50+ million
member loyalty program
 Leveraging scale of franchisee-funded
marketing and reservation fees
to drive business to owners
and operators
 Expansion of strategic alliances,
tapping new customer networks (e.g.,
Penn National Gaming)
 Negotiating lower OTA rates for
franchise owners

Mutually beneficial long-term
franchise agreements

Offering best-in-class franchisee
resources and support
 Sophisticated revenue management,

Value
Proposition

merchandising and automated oversell tools
helping owners maximize pricing strategies
 Dedicated consultants to support owners
in driving revenue and optimizing
hotel operations
 Award-winning proprietary training suite
(Choice University)
 Leading-edge, cloud-based property
management system (Choice Advantage)

Focusing on lowering franchisees’ total cost of
ownership and driving operating excellence

 10 - 30-year contracts preserve brand

 Low cost-to-build improves franchisees’

equity through Property Improvement
Plans (PIP)
 High voluntary franchisee retention rate
 High percentage of new contracts with
existing and/or returning owners

investment returns, operating profitability
and resiliency
 Simplified purchasing process reduces
hotel operating costs
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Q3 Performance
Overview

Hotel Petaluma, Ascend Hotel Collection
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Choice Hotels continues to lead the recovery, exceeding 2019 levels for each
month since June and with trends continuing into the fourth quarter

$70

2019

+14.9%

2021

+4.5%

+6.5%

Domestic RevPAR

$60

+12.5%

$50

-4.3%
-4.3%

$40

Q3 RevPAR increased 11.4% vs. Q3 2019
driven by both rate improvement due
to our new revenue management tool
and our broader delivery capabilities, as
well as occupancy share gains thanks to
our merchandising strategy

-17.0%
$30

-21.1%
-18.6%

$20

January

February

March

April

May

June

July

August

September

For over a year and a half, Choice has maintained significant RevPAR Index share gains
against local competition, compared to 2019
Outlook: Expecting FY domestic RevPAR to surpass 2019 levels and grow at approximately 1% versus 2019
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The strategic investments made in launching and enhancing brands, strengthening
systems and franchisee tools, and bolstering platform capabilities drove impressive
third quarter results
Extended Stay
The Extended Stay segment rapidly expanded by over 45 units to 467 domestic hotels
o Represents over 10% of Choice’s domestic room portfolio
o Pipeline reached nearly 310 domestic hotels
 WoodSpring Suites celebrated its 300th hotel opening and achieved quarterly RevPAR growth of
23% versus 2019




The first Everhome Suites hotel is under construction with ~20 projects in the pipeline

Midscale




The Comfort portfolio grew domestic unit count by over 2% YoY and celebrated the highest
number of conversion hotel openings since 2014; the brand’s domestic franchise agreements for
new construction hotels increased 3x in Q3 2021 versus the same period of 2020
Clarion Pointe portfolio expanded to ~35 domestic hotels with more than 15 hotels awaiting
conversion in the near term

Upscale




Choice achieved a record for domestic upscale openings in the first three quarters of 2021
The Ascend Hotel Collection grew domestic room count by 27% YoY and expanded to over 390
hotels open around the globe
The company introduced a new Cambria hotel prototype option designed for secondary and
leisure markets and grew domestic room size for the Cambria portfolio by 6% YoY while
achieving RevPAR Index gains versus local competitors of 12 percentage points
10

Given Choice Hotels’ impressive year-to-date financial performance, the company is
expecting to surpass 2019 adjusted EBITDA levels for full-year 2021 and continue to
produce strong cash flow
Balance Sheet / Liquidity Profile

>$1B
$143M
3x
2031

Industry-Leading Credit Profile
Only lodging company with

Available liquidity as of September 30, 2021, including
cash and available borrowing capacity on revolver

both

Generated cash flow from operations in Q3 2021, a 53%
increase from Q3 2019

IG Rating and Stable Outlook1

Maintained a gross leverage ratio at the low end of
target of 3x to 4x3

Did not have to
renegotiate debt covenants
as a result of the pandemic

Extended near-term debt maturities through issuance
of unsecured notes

Shareholder Returns

$35M+

Profitability

Returned through dividends and share repurchases YTD
2021;4 expected $25M in dividend payments in 2021

First lodging company

Adjusted EBITDA margin for Q3 2021

$382M - $387M

to return to

pre-pandemic dividend levels

80%

FY 2021 forecasted adjusted EBITDA range
2

expected to

exceed 2019 levels

1 IG

as rated by Moody and S&P.
The company's Board of Directors approved reinstatement of the dividend payments (dividend rate of $0.225 per share of common stock) and the resumption of the company’s
share repurchase program in May 2021.
3 Net leverage ratio at 1.8x.
4 YTD through October 2021.
2
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Choice Hotels maintains a disciplined approach to capital allocation and
is committed to driving long-term shareholder value

Growth
Initiatives
Increase the entire platform’s
value and maintain Choice’s
competitive strength with
discretionary investments for
organic growth

M&A
Disciplined approach to
potential M&A opportunities
based on our ability to:
• Improve profitability for existing
franchisees

• Accelerate revenue growth

Capital
Management
Opportunistically return excess
cash to shareholders through
dividends and share repurchases
Reinstatement of dividend and
share repurchase programs in
May 2021

EXAMPLES:

EXAMPLES:

EXAMPLES:

• Cambria development

• WoodSpring Suites (2018)

• Excess capital returned to

• Comfort transformation

• Suburban (2005)

• New brand launches and prototypes

• Econo Lodge and Rodeway (1990)

• Marketing and distribution

• Clarion (1986)

technology (e.g., new revenue
management capability)

1 YTD

through October 2021.

shareholders through dividend and
share repurchases:
− ~$35M in 20211
− ~$80M in 2020
− ~$100M in 2019
• Long term leverage target of 3.0x –
4.0x
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Uniquely
Positioned to
Outperform

Clarion Pointe, Rochester, NY
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Choice Hotels’ resilient business model positioned the company to drive Q3
2021 RevPAR results that once again outperformed the industry and chain scales

1

Franchisefocused
Business
Model

2

Wellsegmented
Brand
Portfolio

3

4

Proven
Conversion
Engine

Midscale and
Extended
Stay
Expertise

5

Strength
in Leisure
Travel Mix

6

Predominately
Domestic
Drive-to
Locations
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The company’s franchise-focused business model has provided a level of
resiliency during the COVID-19 crisis
Choice is a leading industry franchisor1

Choice’s resilient business model

% of domestic franchised hotels
100%
96%
89%
87%
76%
Franchisee and hotel profile
 Choice’s typical franchisee owns 1 hotel, which
diversifies risk across 13,500 owners and over
7,100 hotels
 Franchises are distributed across different
geographies/markets
 Franchisees’ low debt levels provide financial
flexibility in down cycles; franchisees tend to
borrow from local and regional lenders
 Midscale and economy hotels can generate
positive cash flow even at low occupancy levels
1 STR

 Business historically generates strong,
predictable free cash flow and ROI
• Royalty-based revenue model leverages
real estate footprint without significant
asset ownership and generates high return
on invested capital
• Franchise model limits exposure to
operating costs and capital requirements
associated with owned assets
• Asset-light business requires approximately
$30 to $35 million in annual capital
expenditure spend historically
 Industry-leading adjusted EBITDA margins
reached 80% in Q3 2021, a 650-bps increase
versus Q3 20191
 Franchising system fees totaling over $500
million allow for investments in marketing
and best-in-class resources and technology

Census data. Choice owns 5 hotels as of September 30, 2021, with a plan to divest them within a five-year period.
adjusted figure; also excludes marketing and reservation system activities.

2 Non-GAAP
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Choice Hotels’ high-quality, well-segmented portfolio of brands is distinctly
positioned to meet the evolving needs of travelers during the demand recovery
Long-term strategy of growing the right brands in the right segments and in the right locations

96%

12

Distinct

Of domestic portfolio

Brands1

Select-service2

Economy

New
Brands

Established
Brands

Extended Stay

Launched January 2020

Largest brand in CHH extended stay portfolio,
300 open with strong pipeline

Midscale

5

New brands & brand extensions uniquely
positioned to assist in recovery since 2008 recession

Upper Midscale

Upscale

Refreshed portfolio after
$2B+ transformation

Industry’s largest global
soft brand, launched
during the last recession,
uniquely positioned to
attract independents

Launched September 2018
Leisure-focused
select service brand

Choice builds the brands of tomorrow in key strategic segments that provide a compelling return on investment
1 12

distinct brands and 2 brand extensions.
Census data.

2 STR
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Choice Hotels has a proven record of accelerating its share of new conversion
franchise agreements to fuel unit growth in down cycles
Choice Conversions as a % of Total Openings

68%

67%

76%

89%

91%

90%

Increase in Conversion Activity
 The company's domestic franchise agreements for
conversion hotels increased by 25% YoY1
 Independent and existing franchise owners seek established
brands to improve reservation delivery, provide revenue
management tools and reduce customer-acquisition costs
 Increased importance of brand standards (e.g., cleanliness
protocols) bolsters desire for brand affiliation from
independents amid COVID-19 pandemic

2009

2010

2011

2012

Recovery Years

2013

~80-90%

of total openings in the recovery
years post Great Recession came
from conversions

> 60%

of total openings historically come
from conversions

> 60%

of new franchise agreements during
the last downturn were driven by
conversions

Key Conversion Brands

2008

Recession Years

Industry’s largest global soft brand with over 390
hotels open
Attractive option for brands currently affiliated
with upscale brands
New conversion brand (2018 launch)
Proven conversion engines

During the “Great Recession,” Choice grew at a faster pace than the overall
industry supply thanks to its conversion engine
1 YTD

through September 2021 vs. YTD September 2020.
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Choice Hotels continues to increase market share as a leader in the upper-midscale
and midscale segments
Choice Midscale Domestic Portfolio versus Competitors
# of upper-midscale and midscale hotels

Choice’s overall midscale segment represents over
two-thirds of company’s total domestic portfolio

~24%
Market Share

4,007

5%

3,221

26%

CHAIN SCALE
69%
MIX

3,022
2,282
1,866
1,552

452

Midscale & Upper Midscale
Economy & Extended Stay
Upscale

Note: Data as of September 2021.
Source: STR Census.

Note: Chain scale mix based on # of domestic open rooms.
Source: Company filings.
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Choice Hotels’ extended stay portfolio has proven to be a highly cycle-resilient
segment, with WoodSpring Suites’ Q3 RevPAR growth of 23% versus Q3 2019
Choice’s strategic focus and prior investments in extended stay continue to drive a competitive advantage
467 domestic extended-stay hotels open,
an 11% increase YoY (nearly 310 in
pipeline) 1; WoodSpring opens 300th hotel

Growing
portfolio

Owner
Profitability

Average WoodSpring Suites GOP
approximately 55% in 2019

New Brand
Launch

Everhome Suites (January 2020) – first
brand to enter the midscale extended
stay segment in nearly a decade; first
hotel under construction

Cycleresilient
Segment

In any cycle, overall economy extended
stay segment performs on average 10%
higher than the overall industry

Lean
Operating
Model

Low break-even occupancy and steady
margins in practically any economic
environment

Long-Term
Growth
Opportunity

Industry extended stay segment demand
2x the size of current supply2

High
Developer
Interest

Executed 66 domestic franchise
agreements YTD in 2021, an over 60%
increase versus 2020 and a 16%
increase versus 2019

International
Expansion

Entered Canadian market with more than
15-unit commitment from a well-known
developer and operator (October 2021)

In Q3 2021, WoodSpring Suites experienced RevPAR growth of 23% versus Q3 2019, driven by
occupancy levels of nearly 86% and an increase in ADR of 11%

1 As

of September 2021.
Group, The US Extended-Stay Hotel Market Complete History 1998-2019.

2 Highland
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Choice Hotels benefits from a high focus on leisure travel, which is leading the
recovery and rebounding faster than business travel
Leisure travel comprises approximately 85% of
Choice room nights, and the company has limited
exposure to group and convention business1

In Q3 2021, Choice grew RevPAR faster than its local
competitors, increasing RevPAR Index through notable
lifts in Weekday and Weekend RevPAR Index

Low group business
exposure <10%
85%

BUSINESS LEISURE
MIX
15%

Leisure

Business

Uniquely positioned to
continue to capture business
travel demand
(e.g., transportation and
logistics professionals,
construction workers etc.)

Over 2,000
domestic
properties near
beach locations
and National Parks

Continuing momentum in company’s business
travel trends: sequential quarter-over-quarter
increases in business travel bookings in Q3 2021, with
overall business performance similar to 2019 levels

1 Source: 2018 DK Shifflet survey; numbers are based on room nights. Group business is defined as a stay with a trip purpose of convention, seminar/training,
or other group meeting.
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Given its strong presence in domestic drive-to locations, Choice Hotels is
benefiting from Americans showing a continued preference for road trips
Strong presence in drive-to locations
 Americans choosing to drive to their
destinations due to heightened concern
about air travel safety
 Road trips have been on the rise for the past
5+ years

Domestic traveler as a core guest


Over 80% of CHH portfolio is located domestically – of
which over 4,000 hotels are within 1 mile of a highway exit

Less than 3% of CHH domestic room nights
comes from non-U.S. guests; low reliance on
international inbound travel

In Q3 2021, Choice outperformed the industry in domestic RevPAR growth versus Q3 2019 and
achieved RevPAR share gains versus its local competitors across all location types
0%

50%

Small Town, Interstate, Suburban
Urban
Resort
% in Choice System
1 STR

Census.

<5%
<5%

100%

~90% of Choice
domestic
properties are in
“drive-to”
locations1
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Diversity and
Human Capital

Choice Hotels African American resource group
(CHAARGE) meeting
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Choice is committed to diversity and inclusion throughout all levels of the
enterprise – from the Board of Directors to the front lines of our franchised hotels
Over

40%

Corporate female
associates

Over

Nearly

Corporate diverse
associates

Minority owned
franchises

40% 70%

Over

15 years

Bias Training

37K+

Since Diversity Committee of the ChoiceU completions
Board of Directors was established
since 2019

Combatting Human Trafficking Training

47K+

ChoiceU completions
since 2015

Choice Hotels Diversity Framework
Every associate, franchisee, and guest who joins the Choice Hotels family begins a journey where everyone feels welcome, wanted and
respected these are the key components of the Choice Hotels’ Mission Statement
23

Choice has a history of fostering a diverse franchisee base and empowering
underrepresented minority owners through dedicated teams for over 15 years
Choice is creating opportunities for underrepresented
and minority owners

 Only lodging sector company with a development and
franchise service team that is fully dedicated to driving
diverse ownership of franchised hotels among
underrepresented and minority owners for over 15 years

Average of 18 franchise
agreements awarded per
year over past 15 years

24

despite the pandemic

17
2006

>280
>280
>$X M
~$15M

Choice is pioneering diversity initiatives in the
hotel industry

2020

Franchise agreements awarded to
underrepresented and minority owners
since program inception

 First to establish African American Owners Alliance
(September 2020), the hospitality industry’s only
franchisee-focused group dedicated to African
American hoteliers
 First to establish a women’s outreach program (March
2021) aimed at growing and cultivating the number of
female entrepreneurs

Overall financial support offered through
minority incentive program in last four
years

18

Franchise agreements awarded YTD
2021,1 with more than half to women

45

Robust pipeline of franchise applications

Sponsor of the National Association of Black Hotel Owners
Operators & Developers (NABHOOD), Latin Hotel Association,
and She Has a Deal
1 YTD

through September 2021.

First grand opening by a CHOAAA member, Chinedum Ndukwe – August 2021, Cincinnati, OH
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Investment Thesis

1

Premium brand recognition and North America’s midscale/upper midscale
segment leader

2

Asset-light franchising model generates predictable high free cash flow and
strong returns on investment

3

Recurring fee-for-service business model produces stable cash flows that are
resilient through cycles, with multiple levers to drive future growth

4

Strong balance sheet with proven track record of financial discipline and
significant liquidity

5

Disciplined and experienced management team focused on fueling
long-term growth
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Appendix

The Cove Hotel, Ascend Collection
Long Beach, California

Hotel Petaluma, Ascend, CA
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Choice Hotels’ resilient fee-for-service business model generates stable
cash flows throughout economic cycles
From 2008 to 2009, Choice saw a 17% decline in EBITDA while peers1 saw an
EBITDA decline of 37% and Host2 saw a decline of 40%
15.0%

$400

10.0%

$350
$300

5.0%

$250
0.0%
$200
(5.0%)
$150
(10.0%)

$100

(15.0%)
(20.0%)

$50

1998

1999

2000

2001

2002

2003

2004

2005

% Change - US RevPAR

include Hyatt, Marriott and Starwood.
Host is the only pure-play Investment Grade Lodging REIT.
Source: Smith Travel Research, Management data, Company filings.

2006

2007

2008

2009

2010

2011

% Change - CHH RevPAR

2012

2013

2014

2015

2016

2017

2018

2019

$0

CHH Adjusted EBITDA ($m)

1 Peers
2
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Reconciliation of Non-GAAP Measures
ADJUSTED EARNINGS BEFORE INTEREST, TAXES, DEPRECIATION AND AMORTIZATION ("EBITDA")
($thousands)
Net income
Income taxes
Interest expense
Interest income
Other (gains) losses
Equity in net loss of affiliates, net of impairments
Gain on sale of unconsolidated joint venture
Depreciation and amortization
(Loss) Gain on sale & impairment of assets, net
Mark to market adjustments on non-qualified retirement plan investments
Share-based compensation
Marketing and reservation system reimbursable surplus
Franchise agreement acquisition costs amortization
Other non-recurring charges
Adjusted EBITDA

REVENUES, EXCLUDING MARKETING AND RESERVATION ACTIVITIES
($thousands)
Total revenues
Adjustments:
Marketing and reservation system activities
Revenues, excluding marketing and reservation activities
Adjusted EBITDA margin
*Figures are calculated using guidelines from the ASC 606 Revenue Recognition Standard.

Q3 2021*
116,655 $
34,934
11,638
(1,202)
407
957
(4,283)
5,883
(61)
3,016
(40,655)
1,961
3,989

Q3 2019 *
76,239
9,685
12,431
(2,220)
(115)
6,400
5,568
(8)
97
2,020
1,406
1,487
-

$

Q3 2021
323,369 $

Q3 2019
310,732

$

(156,871)
166,498 $

(157,024)
153,708

$

$

133,239

80%

$

112,990

74%
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Reconciliation of Non-GAAP Measures

ADJUSTED EARNINGS BEFORE INTEREST, TAXES, DEPRECIATION AND AMORTIZATION ("EBITDA")
FULL YEAR FORECAST
($thousands)
Net income
Income taxes
Interest expense
Interest income
Other (gains) losses
Equity in net loss of affiliates, net of impairments
Gain on sale of unconsolidated joint venture
Loss on impairment of unconsolidated joint venture
Depreciation and amortization
Mark to market adjustments on non-qualified retirement plan investments
Share-based compensation
Marketing and reservation system reimbursable surplus
Franchise agreement acquisition costs amortization
Other non-recurring charges
Adjusted EBITDA

*Figures are calculated using guidelines from the ASC 606 Revenue Recognition Standard.

Midpoint
2021 Guidance
$
255,600
76,900
46,400
(4,900)
(2,600)
4,300
(6,900)
4,800
24,600
3,400
11,400
(42,600)
7,300
6,800
$

384,500
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