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Research revealed new psychographic trends
AEmergence of the fAlifestyled con:
AMiddle market desires becoming more  aspirational
ADemand for affordable style and design
ADesire for something Il-ewstst &b@i ge

Niche potential
AIHG had a clear opportunity to sell new brand to US owners

ACreated a high ROI brand through low cost operating model
with an upscale ADR

ANo existing boutique hotel backed by a global system
ABrand ideology allows for flexible development options

US growth opportunity determined to be significant



Unique unit offering
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The creation and growth of the
Hotel Indigo brand

IHG identifies
the potential for
new brand in
the US market

Brand conceived in

conjunction with a

review of consumer
trends and IHG
brand portfolio
opportunities

1st Hotel Indigo
opens in Atlanta,
GA with
prototypical
design elements

1st hotel opens
outside the US in
Paddington,
London

Concept is

refined and

Al nterp
| ndi goo
is introduced in
Scottsdale, AZ

1st Asian hotel
Is signed into
the pipeline

on the Bund

in Shanghai

IHG develops strategy
to accelerate growth
into high RevPAR
markets , building
Hotel Indigo in San
Diego, CA for $65m

Global brand
team formed




Rapid growth to date
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. Pipeline hotels I Open hotels

Source: IHG



Adaptive reuse e.g. San Antonio, TX Mixed usei Asheville, NC
p—— ' -

Conversion i Vernon Hills, Chicago, IL New build - San Diego, CA

Development opportunities not found with other brands




Hotel Indigo San Diego, CA - new build
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Hotel Indigo London, England - conversion




Hotel Indigo San Antonio at the Alamo, TX T adaptive reuse
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Hotel Indigo Chelsea, NY T new build

New build

Opened October 2009
Franchised

Downtown Manhattan
16 floors
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¢ 122 total guest rooms - includes 2 suites
¢ 1 meeting room
¢ Pet friendly
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Scaling the global opportunity

Proportion of Proportion of : [ of total
: Hotel Indigo

people with people at N obal seament hotel

right attitude & chosen price — K >€9 ) rooms
personality point e
. demand

Those specifically What they will pay
attracted to Hotel vs other hotels in
Indigo vs. other the same market

places to stay Key city

strategy
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Target guest:

ABroadly traveled
AWants new, different experiences

Aln search of inspiration from their
hotel stay

AAppreciates vibrant design
AEnjoys keeping up with fashion & style
APrefers low key service levels

ANot impressed by exclusive clubs or
Il nNnterested -ifactbeoncoo

AAppreciates the benefits and amenities
of a known brand, but likes the unique
experiences and style found at
boutique hotels




Key guest insights

Neighbourhood
Story

e —

Vibrant, & Hesh Inspired
DESIgN SErvice

Curious and wants to \ Wants to be seen as

be inspired b)_/ travel modern and current
and new things among peer group
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/nspired Vibrant & F-resh Nelghbourhood
Service Design Story




I;W;IM Vibrant. & Fresh .|
OE/VICE. Desigr |
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Vibrant.& Fresh
Design

Chelsea, NY

] Boston Newton, MA




inspired. |
Serice: .

98%* of Hotel Indigo employees are proud
to work at their hotel

* Source: IHG 2009 employee survey



