
A brief graphical exploration 
into the growth of hospitality 
brands by market segment 

1960 to YTD 09/2020
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New Hospitality Brand Launches by Year and Market Segment (1960 to YTD 09/2020)
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New Hospitality Brand Launches by Year and Market Segment (1960 to YTD 09/2020)
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Accumulated Hospitality Brand Growth by Market Segment (1960 to YTD 09/2020)
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Hospitality Brand Growth by Market Segment (1960 to YTD 09/2020)
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DISCLAIMER
The information contained herein has been obtained from sources deemed reliable and is not intended to be a complete description of the sector to which it refers. While every reasonable effort has been
made to ensure its accuracy, Safi Capital have not verified such information and cannot guarantee that it is accurate and complete. No warranty or representation, express or implied, is made as to the
accuracy or completeness of any of the information contained herein and Safi Capital shall not be liable to any reader of this research paper or any third party in any way whatsoever. Readers are
encouraged to consult their professional advisors prior to acting on any of the material contained in this research paper. Safi Capital has no obligation to update, modify or amend this research paper or to
otherwise notify a recipient thereof in the event that any opinion, forecast or estimate set forth herein, changes or subsequently becomes inaccurate. Any opinions, estimates or projections are also subject
to change without notice. This research paper is provided for informational purposes only. It is not an offer or a solicitation of an offer to buy or sell any financial instruments or to participate in any
particular trading strategy.


