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Outline agenda T 9 June

A

Making Scale Count

Building Lasting Guest Relationships

Holiday Inn Brand Family

Executing | H GGlebal Strategy

Hotel Indigo

Andy Cosslett, Chief Executive

Tom Seddon, Chief Marketing Officer

Kevin KowalskKi

Jim Abrahamson i President, The Americas
Angela Brav i COO, North America

Janis Cannon




Our dinner speaker

Mark Carrier
B.F. Saul Company Hotel Division, IAHI Chairman




Outline agenda T 10 June

A InterContinental ASimon Scoot
A Extended Stay Brands ARob Radomski
A Crowne Plaza AGina La Barre

A Conclusions ARichard Solomons




The opportunity

ASustained growth for the HOTEL INDUSTRY
I Population and GDP growth
I Favourable demographic trends
I Globalisation of trade and tourism
ABRANDED SCALE PLAYERS will continue to outpace the rest
I Sales and marketing firepower
I Technology advancements

I Lending and regulatory environment
AIHG using its SCALE to outperform competition




IHG has commanding scale

335,000 people

Top 3 position in
5 of 6 top markets*

133m room nights
booked in 2009

4 476 hotels,
651,830 rooms

Top 3 position in
15 of 20 top markets*

$17bn
gross revenues

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

100 countries

1,344 pipeline hotels
16% global share

+$1bn
system funds




| HGOs growth strategy

Making best use of our scale to build and grow preferred hotel
brands for guests and owners in high value markets
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AAdd in established markets where we already have scale

ABuild leadership positions in high growth developing markets

A Gain footholds via upscale in gateway cities

A Participate where branding can add real value

SN AParticipate where our scale is a competitive advantage

A (currently not super luxury or economy segments)

AAsset light to enable faster growth
AOrganisation focus
AManaged or franchised fAdelivery

AOwned assets only to support brands




High performance business model

Reinvestment

Operating

efficiencies

Preferred
BRANDS

Low capital intensity
Scaleable cost base
Rising margins

More deals/
more scale

RevPAR
out-performance



