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IHG has a commanding scale position
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4,476 hotels, 

651,830 rooms
100 countries335,000 people

133m room nights

booked in 2009

$17bn 

gross revenues

1,344 pipeline hotels

16% global share

+$1bn 

system funds

Top 3 position in 

5 of 6 top markets*
Top 3 position in 

15 of 20 top markets*

* As defined by number of rooms in 2009. Source: STR Global.



IHG’s growth strategy to create sustainable value
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Rooms RevPAR Royalty RateX X

ñWhere we playòñHow we 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



Significant progress since demerger
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Rooms
ÁExceeded 50-60,000 net room addition target

ÁIndustry leading, high quality pipeline (16% global share)

RevPAR

ÁBrands reinvigorated

ÁRising OSAT

ÁRevPAR outperformance

Royalty 

rate

ÁHoliday Inn Express royalty rate increased

X

X



ñHow we winò

ÅPowerful and distinct brands

ïConsistently different and better

ïPsychology and emotion, not just price and function
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Our target guests
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Å“I believe all travel including for business, can be fun & 

rewarding, so I want my hotel to recognise this and be a part 

of it. “Celebrate your stay”

Å“We believe you are at your best when you can truly be 

yourself.  At Holiday Inn you always can.  Stay You.”

ÅSeeks enriching travel experiences. Cosmopolitan, 

grounded and consciously understated. “In the Know.” 

ÅI feel refreshed and inspired by the design of the hotel, the 

staff and the things I discovered about the neighbourhood. 

ÅWants to feel comfortable, like a member of the family, not 

just a guest. “The neighbour you like”

ÅWant to feel trusted and free to do what they want because 

they’ve got their own space. “The self-sufficient travellers”



ñHow we winò

ÅPowerful and distinct brands

ïConsistently different and better

ïPsychology and emotion, not just price and function

ÅAligned and engaged organisation

ïAligned organisation leverages global scale

ïEngaged employees drive higher OSAT drives higher RevPAR

ÅThe best demand delivery system

ïScale benefits in investment, technology and innovation

ïSystem delivered revenue up 19%pts since 2004 to 68%
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Our competitive advantages

ÅScale, in multiple areas

ÅBranding and channel delivery expertise, detailed consumer insight 

ÅPowerful, distinct brands with high consumer and owner preference

Å$1bn system funds

ÅThe largest loyalty programme (Priority Club Rewards)

ÅA strong, supportive owners’ association (the IAHI)

ÅEngaged employees and class-leading HR practices

ÅWorld class franchising expertise

ÅCash generative, resilient business model
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IHG positioned to win – business model proven

Source: IHG.  Actual currency. Adjusted for owned & leased hotels, individually significant LDs and HPT guarantee payments
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The potential

Global industry room revenues $276bn $280bn $338bn

CAGR +0.3% +4.8%
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IHG gross room revenues* $11.7bn $14.1bn

IHG rooms revenue CAGR +4.7%

IHG share 4.2% 5.0%

ILLUSTRATIVE

SCENARIOS

2005 2009 2013

Extrapolate 

historic 

trend**

2013

Maintain

share

2013

+0.5%pt

increase

IHG gross room revenues* $14.1bn $16.9bn $18.6bn

IHG rooms revenue CAGR +4.7% +4.8% +7.3%

IHG share 5.0% 5.0% 5.5%

*IHG gross room revenues includes room revenue only for owned, managed and franchised hotels.  It excludes other revenue such as F&B on 

which some IHG fee income is based.  This number is therefore not equivalent to IHG reported total gross revenues or IHG reported revenues. 

** 2005-2008 CAGR in industry room revenues was 4.8%. 



Final Questions
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InterContinental Resort Tahiti
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