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GRUPPO UNA

Grupp&JNA s t he biggest authentically #dAaltal.]

Established in 2016, Gruppo UNA is the result of theAtadatefssfd UNA Hotels & Resorts a
distinctive trait is its Italian style.

WithUNA Esperienze, UNAHOT&W@®INAWAYhe portfolio of B8tels, resorts and aparthistels
presented with 3 new brands that best represent three ways of experiencing hospitality, a
different segmenipperupscale, upscal@ndsmartrespectively. Gruppo UNA intends to consc
its position as the leading Italian group and to increase the number of its hotels in prestigi
and in the main tourist destinations.

With facilities 10 Italian region&ruppo UNA covers no less than 19 different destinations a
aboub,000 roomm its38 hotels, resorts and aparthotels

A 26 URBAN HOTEIOBE 5 star and twefing 4 star
A 8 RESORTSne 5 star and seven 4 star
A 4 APARTHOTELS! 4 star
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ITALIAN HOSPITALITY IS UNA

Thanks to itsstory, itots immersed in Italian territory and anttut®uthentic Italian s@iuppo
UNA is virtuously connected to the Italian lifestglguthbtend of passion, emotions, tradition:
flavours, knowledge, spirit, ways of being and a desire for the vehablkat always set our
country apart.

The brand has imported this rich heritage into the hospitality sectogwmakiagtages and
embodying its uniqueness. Inside Gruppo UNA yowwilldiativearmth, joie de vivre and a tas
for the beautiful and good things in life

Design, good food, art, culture, natural beauty, conviviality and elegance are the cdtakasi(
way of lifthat every guest can enjoy in GrupgmtéisA
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CORPORATE SYNERGIES

UnipolGruppo S.p.Awhich owns Gruppo UNA, is the deapest insurance group in the Italia
market and the first in thellWferbusiness. Listed on the Italian Stock Exchange since 1990
ordinary shares on the FTSE MIB, the Group is one of the top 10 in Europe.

The history thipoGruppdasinextricably linkedtedian business prid@hanks to the largest net
of agencies in Italy, today it has over 14,000 employees and serves no fewer than 15 mill

In the same way tbaipoGruppelaysa leading role in the insurance panordenappo UNA too
wants to beaentre of excellence in the Italian hiotlistry

It isthe merger of two similar business cultdin@s$ put people and personalised services in th
of avirtuous synergy
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A NEW BUSINESS FORMULA

The creation of Gruppo UNA tells a story in which hospitality and a focus on the guest ha
virtuous mainstays around which the business develops.

A December 201:¥nipoGrupp@cquirefondiari8Al and then Atahotels, separating the proy
assets from the hotel management.

A December 20t&nipoGruppacquired UNA Hotels & Resorts, separating the property a
the hotel management.

A December 201®/erger between the hotel management coAttpantetand UNA Hotels &
Resorts.

A October 2018Newbrand identity: birth of Gruppo UNA

Gruppo UNA offgreat potential for growthat derives from the distinguishing mark it was gi
it was founded: a business modséfamates property assets from hotel management

Theplatform developed all@ngppo UNA to operate on the market with different manageme
leasingmanagemeandfranchising
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THE

TEAM

MARIO ZUCCHELLI
President

LUCA ZACCHERINI
CEO

NICOLA ACCURSO

FABRIZIO GAGGIO MILVA CARLETT]I Sales and Marketing, Brand,

General Director Chief Corporate & Communication, Revenus
Financial Officer Distribution Manager
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THE VALUES

Experience is the essence of GruppmeiiNéiable momentisat the brand wants to give its gu
characterised by positive energy and experiencing the most wonderful and sinceredtatgan
best.

Gruppo UNAwsarmempathetic angenuing in the sense of unique and sincere. Its Italian
surroundings are an integral part of it and its distinguishing feghieeds siveal

ltspassionis the driving force behintbalttivities aitds intrinsically linked to one of the aspec
Gruppo UNA is most proud of: itsgtglehuman touch that is a fundamental component of t
brand/customer relationship.

For some time now Gruppo UNA has been consustiEddbilityas can be seen in its exclusiv
use of certified energy from renewable sources, in its search for products from certified s
purchasing processes, and in the adoption of waste management policies aimed at mini
on the environment,

Gruppd@NA activities are totaligled by tieéode of Ethici shares withnipoGruppo
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DEDICATED T@UR GUESTS

Grupp@NAaim is to be the first choice of all Italian and international tourists and travetier
best of Italian style in tihetelleriesector

Gruppo UNA promises to give gastatg memorieghanks to its role as a point of reference i
Italian hotel sector that stands aparstigdejtservice and identity

Warmth and attention to guests' needs are reflectexticukbesgenuinely Italian welcorime
keeping with theghest quality standards

Guests are the focus of the Gruppo UN¥hateder the desire or need is, our hotels will be &
satisfy all our guests. Anylwaysingon guests' needs means much more than listémittgir
requests it means special aptitudeaway of beingastyle of servicéhat Gruppo UNA reserves
all its guests.

The promise of perfect hospitality also depepdssonalised service for guestsl on the
experiences that can be enjoyed in a hotel.
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THREE WAYS OF EXPERIENCING HOSPITALITY

Meeting the needs ofadists for any moment or joumeythe Gruppo UNAal.

To achieve this, the brand oftemplete collection of hotels that cowekgide range of
requirements

The three new hotel typeshédthown characteristics and personglitvide a bespoke service
constantly changaiigntele.
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Principi di Piemonte
UNA Esperienze



