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Hotel Indigo Scottsdale, USA 



IHGôsgrowth strategy to create sustainable value
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Rooms RevPAR Royalty RateX X

ñWhere we playò ñHowwe winò

Markets

Segments

Model

Powerful and distinct brands

Aligned and engaged organisation

Best demand delivery systems

Making best use of our scale to build and grow preferred hotel 
brands for guests and owners in high value markets



The top 5 things you may not know about the hotel market
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1 Brands matter online Only 5% of our bookings are through online 

travel agents

2 Vacations are a right Rooms sold for leisure increased in 2009

3 Searching isnôt booking78% of hotel bookings begin with some 

form of online search. Web bookings are 

only 23% of our mix 

5 Hotel guests are hard

to find

Only 50% of Americans stay in a hotel in 

any given year

4 Itôs a ñdrivetoòbusiness Less than 30% of midscale guests fly 
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Hotel Indigo London Paddington, UK 

Building lasting guest relationships



Our journey to Great Hotels Guests Love
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ÅMarket segmentation and penetrating customer insight

ÅThoughtful, innovative Brand evolution

ÅConsistent branded hotel experience

ÅWidely available, quality managed and up to the mark

ÅGreat owners who buy into the strategy

ÅHigh visibility, multi-media marketing

ÅEffective, tailored reservation and loyalty systems

ÅCollaborative and engaged employees

Scale iné

é.KNOWLEDGE

é.EXPERTISE

éBEST PRACTICE

éPIPELINE

é.RELATIONSHIPS

é.MEDIA BUYING

é.TECHNOLOGY

é.NUMBERS

POWERFUL AND DISTINCT BRANDS THAT

PROVIDE A DIFFERENTIATED

GUEST EXPERIENCE

THE BEST DEMAND DELIVERY SYSTEM

ALIGNED AND ENGAGED ORGANISATION


