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Key 2018 highlights
Total room signings

98,814

The highest number in a decade

New brands

2

Regent Hotels & Resorts and voco™ added
to brand portfolio

Total room openings

56,343
The highest number in a decade

IHG Concerto™

5,603
Global roll out to all hotels

I

n almost two decades spent with IHG,
I have seen the Company reach many
milestones, but the pace and scale of
achievements delivered in 2018 mark
a period of important change, and an
ambition to ensure our already successful
business is best equipped to reach its
enormous potential.
As one of the world’s leading hotel
companies, we already have a family
of much-loved brands, a strong loyalty
proposition, outstanding hotels, talented
teams, and long-standing owner
relationships in key markets globally. These
elements are the foundation upon which we
have executed a clear and effective strategy,
helping to significantly grow our business in
recent years and create substantial returns
for all our stakeholders.
When I became Chief Executive Officer in
July 2017, it was with a clear vision to make
our strategy work harder, by strengthening
our brands, guest experiences and owner
proposition. Enabling these are reorganised
functions, freed-up capacity and a sharp
focus on prioritised initiatives that together
will further increase our competitiveness
and accelerate our growth, adding more
high-quality hotels to our system at a
faster pace.
As a result, there has been change within
our business in 2018, and it is a real
testament to all our colleagues that we made
such huge progress, whilst still driving strong
operational and financial performance.
Accelerating our growth
As of January 2018, we combined our Asia,
Middle East and Africa operating region with
Europe, in order to allow us to better use our
scale, share best practice, and increase
investment in specific markets.
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More broadly, we moved to a new
organisational structure that allows us to
work faster and more effectively as one
global team. Two changes formed a key part
of this work. Firstly, the integration of our
Commercial and Technology functions to
help maximise revenue delivery and bring
new products and services to market faster.
Secondly, the creation of a new Global
Marketing Organisation which combines
our brand, loyalty and marketing capabilities.
This change puts our full might behind new
global teams responsible for driving the
growth and performance of our mainstream,
upscale and luxury brands.
Using our new organisational framework,
we outlined a series of strategic growth
initiatives in February 2018, funded by
a reinvestment of $125 million in annual cost
savings by 2020. These initiatives focus on
optimising our brand portfolio; enhancing
hotel revenue delivery through digital and
technological innovation that enriches the
guest experience; improving our owner
proposition across development,
hotel openings and performance; and
strengthening our IHG Rewards Club
loyalty programme through personalisation
and powerful partnerships.
Financial performance
While our initiatives are multi-year focused,
significant progress in 2018, supported
by new ways of working, contributed to a
strong annual performance. We delivered
a 6% increase in underlying operating profit
and our best performance for openings
and signings in a decade, leaving us
well positioned for future growth.
Our Holiday Inn® Brand Family remains IHG’s
growth engine, and represented almost half
of total signings in 2018. Driving this demand
is our continued use of consumer and owner

insights to improve experiences and returns
through new designs and services. Equally,
the work we are doing to strengthen Crowne
Plaza in the Americas through our Accelerate
programme is also driving improvements in
key hotel metrics.
Another key highlight in 2018 was the
growth of Kimpton Hotels & Restaurants,
where we doubled signings year-on-year, and
secured a presence in 14 countries, including
locations in London, Bangkok, Tokyo and
Mexico City. Equally impressive was the
continued phenomenal demand for our
newest mainstream brand, avid hotels, which
has 171 hotels in the pipeline and one
property already open. On top of that we
celebrated openings of our 200th
InterContinental, and 100th Hotel Indigo.
To help accelerate our growth, we’ve
been clear that we will capitalise on
opportunities for our portfolio too, and the
acquisition of a majority stake in Regent
Hotels & Resorts was a key moment. Regent
is a well-respected brand at the top tier of
luxury, where we know many owners want to
work with IHG. We have repositioned the
brand to appeal to modern luxury travellers,
and we are excited about the prospect of
growing its portfolio from six hotels to more
than 40 in the years ahead.

sit at the very top tier of our luxury offer, and
our plans to launch a new all-suites upper
midscale brand into the US later this year.
Transformational technology
As well as the right brands, guests and
owners want the right technology, and the
global rollout in 2018 of IHG Concerto™
was a significant milestone.
This cloud-based technology platform,
which includes our industry-leading Guest
Reservation System, allows us to bring
together all our core hotel systems,
providing the right mix of technology, data
and functionality needed to improve stay
experiences and help owners drive revenue
and performance. In 2019, we will develop a
second phase focused on enhancing the
reservation experience, with hotels able to
highlight attributes they know guests value,
from a particular room size to specific views.
Ensuring we offer the right platforms and
experiences to deliver revenue to our hotels
is crucial to our business. Digital revenue,
which is our lowest cost booking channel,
grew by 13% in 2018 to $5.3 billion. Ensuring
we find more ways to enrich everything from
bookings to stays and marketing, whilst
placing the utmost importance on data
privacy and security, remains a significant
priority for IHG.

“Supported by our people,
strategic initiatives and positive
industry trends, we are confident
in our prospects.”
We also launched our new upscale brand,
voco, which offers a different avenue of
growth for IHG and is already attracting
strong interest. The brand will principally
focus on conversion opportunities and work
with owners of high-quality hotels looking
to quickly take advantage of a strong brand
and systems to drive growth. We’ve
already opened two hotels and have
another eight in the pipeline.
Supporting growth of both our Kimpton and
voco brands was the deal in May to rebrand
and operate a collection of UK portfolio
properties – an agreement which made
IHG the leading luxury hotel operator in
that market.
Continuing this momentum, in February 2019
we announced the $300 million acquisition
of Six Senses Hotels Resorts Spas, which will

Special culture
The scale of change achieved alongside
our performance has not been without
challenges but as I have travelled around our
business, the enthusiasm of colleagues to
embrace change encapsulates IHG’s special
culture, and we continue to focus heavily on
keeping people informed and supported.
We are proud to have been recognised as a
2018 Aon Global Best Employer for a second
consecutive year, and listed in the 2018
Hampton Alexander Review as one of the
top 10 FTSE 100 companies for female
representation across our Executive
Committee and direct reports. We place
huge importance on our diverse and
inclusive culture; and several initiatives
led by a newly formed Global D&I Board,
which I chair, will ensure further progress.

For any company, having the right strategy,
structure and growth initiatives in place is
of course crucial, but we recognise that
ensuring we grow in a responsible way
is equally important. Embedded in our
business are a range of standards, policies
and programmes that engender the right
culture among our hotels, offices and
suppliers, and helps us have a positive
impact on the environment and local
communities within which we operate.
Ensuring this is achieved across our
operations, we embarked on 2018-2020
Responsible Business Targets during the
year, which broadens our focus to areas of
environmental sustainability, community
impact, our people and procurement.
This ranges from providing hospitality
skills training to thousands through our
IHG® Academy, to helping our hotels reduce
their carbon footprint and increasing the
diversity of our senior leadership.
Supporting our targets around community
impact, we also launched our new True
Hospitality for Good programme, which
gives colleagues greater involvement in
the IHG charity partners they wish to
support, and puts more focus on
volunteering for great causes. Almost
140,000 colleagues took part in the
programme in 2018, helping support
charities working to offer education and
skills in hospitality, or providing disaster
relief efforts globally.
We were delighted to be named an
industry leader in sustainability for a second
consecutive year on the S&P Dow Jones
Sustainability Indices, and more broadly to
receive several notable awards that show the
progress we continue to make as a business.
These include HICAP’s Merger and
Acquisition of the year award for our Regent
deal, and InterContinental Hotels & Resorts
being named the world’s leading hotel brand
at the World Travel Awards for the 12th time.
Thank you
I truly appreciate the amazing work and
efforts of all of our colleagues in our hotels,
corporate offices, and service centres
globally. The energy and passion that they
have put into delivering our purpose of
providing True Hospitality is extraordinary.
Thank you also to our owners for their
partnership and confidence in our brands.
Supported by our people, strategic initiatives
and positive industry trends, our prospects
for growth are strong and we look forward
to 2019 with optimism.

Keith Barr
Chief Executive Officer
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