Strategic Report

Our strategy

In 2023, to further strengthen our ability to drive future
growth, we evolved key elements of our strategy, including
our ambition, strategic pillars and growth behaviours.

hese changes build on the investments

we have made to transform our business

in recent years, where we have expanded
our portfolio from 11 to 19 brands and significantly
strengthened our enterprise. This includes a
transformed IHG One Rewards loyalty programme,
refreshed masterbrand, new partnerships and
an enhanced web and mobile offer, as well as
embarking on our Journey to Tomorrow to invest
in our people, bring positive change in our
communities and deliver more sustainable hotels.

Our purpose of True Hospitality for Good remains at the
heart of our brands and culture and is therefore unchanged,
but as an organisation, we have simplified our ambition

to focus on what is central to accelerating growth: being
the hotel company of choice for guests and owners.

To make it happen, we have fine-tuned our strategic
pillars and introduced new behaviours to sharpen our
mindset for success and accelerate our growth by
capitalising on what we have built.

Over the long term, with disciplined execution, our strategy
drives the growth of our brands in high-value markets.

It creates value for all our stakeholders and delivers
sustained growth in cash flows and profits, which can be
reinvested in our business and returned to shareholders.

Our strategy

WHAT WE DO
Provide True Hospitality for Good

WHY WE DO IT

To be the hotel company of choice
for guests and owners

HOW WE MAKE IT HAPPEN
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Strategic overview

Relentless focus 5‘.7
on growth

We are accelerating the global growth of our brands

on the back of a transformed portfolio that’s giving

our guests and owners more choice across segments.

In 2023, we launched our midscale conversion brand
Garner, grew and strengthened both new and existing
brands, and extended our presence in Luxury & Lifestyle.

— See pages 20 to 21.

275

Hotels opened in 2023

Leading @
commercial engine

We invest in the tools, technology and solutions that make
the biggest difference for guests and owners. In 2023, the
growth of IHG One Rewards membership at a record rate
and strengthened enterprise contribution were among key
strategic highlights.

— See pages 26 to 27.

~-80%

Enterprise contribution, up from 72% three years earlier

1oday o16a1e118

Brands guests @
and owners love

We are focused on delivering tailored services and
solutions to meet the expectations of guests and owners.
In 2023, this included strengthening guest benefits for
IHG One Rewards, building awareness of our masterbrand
and reducing costs for owners.

— See pages 22 to 25.

A4

Our Guest Satisfaction Index continued to maintain a four-year high

Care for our people, @
communities
and planet

With more than 6,300 hotels in our global estate, it's vital
that as we grow, we do so responsibly and sustainably
for our communities, the environment and the long-term
success of our business. In 2023, we made significant
progress in investing in our people and culture, bringing
positive change to our communities and delivering more
sustainable hotels.

—> See pages 28 to 35.

>30,000

Participants received free access to skills and training through
our IHG Academy
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Strategic Report

PRIORITY:

Relentless
focus on
growth

2023 AT A GLANCE

Surpassed

Open hotels globally to 32% of today’s system size

>4 0% 3/%

Of global pipeline Of openings and
under construction signings combined
were conversions

Garner becomes G a r n e r 31 Hotel openings
IHG's 19th brand representing a debut

in a new country for
a particular IHG brand
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6,300 [ 2916,

=

e have grown our portfolio from
11to0 19 brands in just six years
alongside significantly investing

in the quality of our existing ones to fuel
demand from owners and guests globally.
This transformed portfolio is increasing the
breadth of our offer across every segment.
Supporting our brands is a sharper, stronger
enterprise, including our award-winning
IHG One Rewards loyalty programme,
masterbrand and a transformed web

and mobile experience.

Our focus is on using what we have built
to grow our brands at pace in high-value
markets and segments around the world.

What we achieved in 2023

We opened 275 hotels in 2023 to surpass
6,300 globally and signed another 556 to
our pipeline, taking it to 2,016 hotels. Our Q4
openings and signings performance was one
of our biggest-ever quarters for development
activity, while across the year we saw 31 hotel
openings represent a debut in a new country
for a particular IHG brand.

The enduring appeal of our heritage brands
was seen in Essentials, where our Holiday
Inn Brand Family generated 38% of hotel
openings and signings globally, and in
Premium, where Crowne Plaza reached
534 open and pipeline hotels, supported
by a modernised Americas estate and
growth in markets such as Greater China,
where it is the leading upscale brand.

To unlock the growth potential of what is
already one of the industry’s biggest Luxury &
Lifestyle portfolios, we made organisational



changes to ensure central support teams
and regional colleagues work together to
create offers tailored to local market priorities.
We reached 150 openings and signings in this
segment in 2023, including the first Vignette™
Collection in the Americas and the return

of InterContinental® Hotels & Resorts to
Rome - one of 37 openings and signings for
the brand as its pipeline reached 100 hotels
for the first time. With properties secured

in more than 20 countries, the rapid global
expansion of Kimpton® Hotels & Restaurants
continued, including a debut signing in Saudi
Arabia. The iconic Regent Carlton Cannes was
among several halo properties showcasing
key brand hallmarks in what was a strong year
for the brand, where other flagship openings
included Shanghai on The Bund. Six Senses®
Hotels, Resorts & Spas reached a landmark
25th property, with the opening of the
Southern Dunes, The Red Sea in Saudi Arabia,
while a debut opening in Sydney was among
42 openings and signings for Hotel Indigo®.

Underlining the pace and scale of our
progress, our six Luxury & Lifestyle brands
now collectively represent 22% of our
rooms pipeline - around twice the size of
five years ago. In November, 31 Luxury &
Lifestyle properties were awarded Condé
Nast Traveler’s Readers’ Choice Awards
-10 more than the previous year.

Our strategic focus on accelerating
conversion deals continued to drive
growth. They reached record levels in 2023,
comprising 37% of openings and signings
combined, thanks to our work to increase
the breadth of our portfolio and strengthen
our enterprise for owners looking for fast
access to our scale and systems.

To further accelerate our growth, we
launched our new Essentials midscale
conversion brand, Garner, to complement
our new-build avid hotels brand in the space.
Garner gives guests one-of-a-kind trusted
stays at a lower price point and serves
demand from hotel owners to convert to an
IHG brand and quickly benefit from access
to our enterprise platform, including our
revenue-generating systems, distribution
channels and loyalty programme that
support performance, increase efficiencies
and drive returns. Since becoming
franchise-ready in the US in September,
Garner rapidly achieved its first seven
signings and two openings by the end of
the year. The brand will also head to other
markets in 2024, including Mexico and
Japan. We expect Garner to reach an estate
of over 500 hotels over the next 10 years
and 1,000 hotels over the next 20 years.

Our strategy | Relentless focus on growth

Strong progress with newer brands continued.
Celebrating its fifth birthday, avid reached
67 open hotels, including its first in New York,
while Atwell Suites™ grew its pipeline to 41.
To support demand in the US, we are
educating lenders about the performance,
revenue opportunities and return on
investment of these two brands and have
provided owners with ground-break incentives
to speed up building time. Also continuing
its growth trajectory, Vignette Collection has
now secured 29 Luxury & Lifestyle properties
in two years since launch, while fast-growing
Premium brand voco™ hotels achieved debut
openings in Japan and Vietnam on the way
to reaching 136 open and pipeline hotels.

In our Exclusive Partners category, 49 out

of up to 70 Iberostar Beachfront Resorts
properties were added to IHG’s system to
capitalise on the growing demand for resort
and all-inclusive stays.

Specifically in Greater China, we surpassed
700 open hotels in 2023. The pace of
development activity has increased since
we introduced our franchising model a few
years ago as part of a shift away from a more
managed estate. This model is now available
across Holiday Inn Express, Holiday Inn,
Crowne Plaza, EVEN™ Hotels and voco, and
by the end of 2023 had contributed to 38%
of our open estate and more than 50% of
our pipeline in the region.

What's to come

We have grown our development pipeline
to more than 2,000 hotels, the equivalent
of 32% of today’s system size. This, coupled
with key investments in our enterprise, sets
the stage for sustainable system size growth
in the years ahead.

Crowne Plaza Utrecht - Central Station,
the Netherlands

Our focus areas include extending the
leadership of our Essentials brands, such as
Holiday Inn and Holiday Inn Express, in major
markets by building on our work to optimise
the cost to build, open and operate.

We will speed up conversion deals to
capitalise on owner demand and growth
opportunities, including taking Garner

to scale quickly in the midscale segment.
We will also work closely with owners to
continue expanding other newer brands,
such as avid and Atwell Suites, as part of

a more comprehensive owner engagement
strategy designed to accelerate building and
ramp-up for new hotels across our estate.

In Luxury & Lifestyle, we will focus on
asserting our leadership of this higher-fee
space by embedding our growth strategy
and new operational approach, as well as
expanding our branded residences offer.

The first Garner Hotel officially opened in Auburn, Washington in the US on 18 December, 2023
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Strategic Report

continued

PRIORITY:

Brands
guests and
owners love

Guest Satisfaction Index

2023 AT A GLANCE

Extended reach of
Guest How You Guest
campaign, lifting
awareness and brand
favourability measures

New procurement
programmes
enabling owners
to benefit from
IHG's scale

(ruest
how you
otiesl

I H G 41 ONE maintained at
REWARDS afour-year high

IHG One Rewards loyalty

programme members

have grown to Advocated for our owners

and industry through
collaboration with
governments and
trade bodies

S130m

N4
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ur success relies on putting our
guests and owners at the heart
of everything we do to ensure

our business and brands stand out as
the preferred choice for exceptional
experiences and strong returns.

What we achieved in 2023

With strong demand around the world
pushing RevPAR 16% ahead of 2022 levels
and almost 11% up on 2019, we are greeting
guests with fresh experiences, enhanced
service and the latest technology to meet
evolving expectations.

Our IHG One Rewards programme plays

a key role in capturing guest demand.
Since transforming our loyalty offer in 2022,
we have scaled its benefits, making Food

& Beverage Rewards redeemable at more
than 5,900 hotels globally and increasing
Reward Nights by around 40% since 2019.
The programme continues to gain notable
industry recognition, too, including winning
seven Freddie Awards in 2023, the most
prestigious member-generated awards in
the travel loyalty industry.

Our mobile app supports access to IHG One
Rewards and this year we have continued to
enhance its capabilities alongside creating
easier-to-navigate brand websites. These are
at the heart of a smoother, richer customer

|
™



booking journey that features several stay
enhancements, including the upsell of unique
room attributes, where guests can seamlessly
select add-ons and tailor their stays.

Our technology continues to improve
customer service, with innovations being
made through artificial intelligence (Al)

that are providing a more intuitive guest
experience for our Digital Concierge chatbot
service. Speech Al is dealing with reservation
conversations, we continue to roll out IHG
Voice to automatically handle calls in hotels
to reduce the burden on busy teams and our
24/7 asynchronous service is enabling guests
to resolve their queries with reservations and
customer care agents via chat. With the
growth in Al capabilities and IHG's scale
investment, we have already increased
end-to-end Al-led customer self-service by
53% in 2023 compared with a year earlier,
with the potential for this to continue growing
and driving additional cost-efficiency and
effectiveness for our owners, as well as
further increases in guest satisfaction.

We have also introduced further
enhancements on property. This includes a
next-generation payments system speeding
up check-in and reducing fees for owners
at more than 3,800 hotels in the US and
Canada and the rollout of IHG Wi-Fi Auto
Connect to connect IHG One Rewards
members to hotel wi-fi automatically.

Key updates to our brands included an
upgraded breakfast for Holiday Inn in the
US and Canada with streamlined labour
costs, a vibrant new service culture for
InterContinental to drive performance and
growth, and improved breakfast and design
for Holiday Inn Express in Greater China.

The work we are doing in collaboration
with our owners and hotel teams is making
a difference for guests, with our Guest
Satisfaction Index, which measures our
outperformance against peers, continuing
to maintain a four-year high.

For corporate guests, we are supporting
organisations in how they are bringing their
teams together in today’s hybrid world.

We launched Meeting for Good to provide
more sustainable meetings and events

and a new programme for Crowne Plaza in
Greater China that blends social areas and
work spaces to meet demand for combined
business and leisure travel.

For our hotel owners, we remain focused on
providing the operational and commercial
support they need to strengthen performance
and capture demand. IHG One Rewards is

playing a central role, having grown to more

Our strategy | Brands guests and owners love

voco Brussels City North, Belgium

than 130 million members in 2023. Supporting
it in attracting consumer attention and driving
revenue to our hotels is our masterbrand
strategy, which is putting IHG Hotels &
Resorts in more places, more often, to lift
awareness and brand favourability measures.
At the heart of this approach is our Guest
How You Guest global marketing campaign,
which extended its reach across markets,
channels and events to increase IHG’s
appeal with key demographics, supported
by targeted regional promotions and brand
marketing campaigns - including our largest
ever for Hotel Indigo.

We continue to engage closely with our
hotel teams and owners on how we can
best drive performance - connecting with
General Managers on regular calls and at
regional conferences, and with owners
through webinars, meetings and our
first-ever IHG Americas Premium Investors
& Leadership Conference in 2023.

During the year, we introduced more
efficient design prototypes for renovations
and new-builds across several of our brands
and expanded our procurement solutions

to create more resilient supply chains that
benefit from IHG’s scale. This includes the
rollout of our new Hotel Purchasing Services
programme for our Essentials and Suites
brands in the Americas and select markets
throughout EMEAA, providing end-to-end
support to speed up renovations and
openings. Our Group Purchasing Organization
agreements now cover more than 100,000
items and our Procure-to-Pay platform in
Europe, Greater China and the Middle East
also allows hotels to purchase products
collectively to reduce costs.

Developing sustainable solutions is crucial
to the long-term success of IHG, our owners
businesses and the industry, and this year we
have made progress while at the same time
strengthening owner returns. For example,
we have expanded our Community Solar

’

We continue to
engage closely
with our hotel
teams and
owners on how
we can best drive
performance.”

initiative to provide access to renewable
energy in several US states, helping reduce
hotel energy bills; our turnkey financing
solution is simplifying the installation of
energy conservation measures; and our
collaboration with certification programmes
is enabling owners to showcase their
sustainability credentials to guests and
corporate clients to increase bookings and
drive revenue.

—> See pages 33 to 35 to find out more.

Important work continues on supporting
the industry on a broader scale, as we
collaborate with governments, peers and
trade bodies on a range of issues. We also
launched IHG LIFT in 2023 to create more
hotel development support in the US and
Canada for historically under-represented
groups within the hospitality industry and
to further diversify our owner community.

Award-winning

=

Freddie Awards won by our
IHG One Rewards loyalty programme
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Strategic Report

Our strategy

Brands guests and owners love

What's to come

We are focused on making the IHG Hotels &
Resorts masterbrand a household name that
continues to drive awareness of our brands.
We will do this by showcasing the strength
of our offer across segments through
dedicated marketing support, global brand
campaigns and strategic partnerships.

The quality and consistency of the guest
experience also remains a key focus - from
loyalty recognition to property condition

- and we will deliver training, data insights
and property improvement plans to support
hotels. Enhanced loyalty benefits, service
and digital products will help create even
richer and more rewarding guest
experiences in 2024.

Hotel Indigo Galapagos, Ecuador

For our owners, we will continue to reduce
the cost to build, open and operate our hotels,
from delivering cost-effective brand formats
to creating efficiencies in furniture, fixtures
and equipment. Supporting this, we will
bring our new Hotel Purchasing Services
programme to scale to ensure a more
seamless opening process for more of our
owners, while tailored supply chain solutions
will support further rapid growth of our newer
brands and Luxury & Lifestyle portfolio.

24 IHG | Annual Report and Form 20-F 2023



Why hotel owners choose to work with IHG

Hotel owners choose to work with IHG because of the trust they
have in our brands and our track record in delivering strong returns.

Global sales organisation

We have developed

a global sales enterprise

to drive higher-quality,
lower-cost revenue to
our hotels

Sustainability

tools and expertise
We have developed
tools, training and
programmes to
support hotels and
provide better data
and insights to enable
them to reduce their
energy, waste and
water consumption

Our strategy | Brands guests and owners love

Strength of brands

A portfolio of brands across
industry segments, designed
to drive owner returns

IHG

HOTELS & RESORTS

Procurement

We use our scale to reduce
costs for owners, with
procurement programmes
for hotel goods, services
and construction

Strong loyalty
programme and
enterprise contribution
Almost 80% of room
revenue delivered to
hotels by IHG’s managed
channels and sources

Commercial engine
We have invested in
our cloud-based IHG
Concerto™ platform,
including our Guest
Reservation System
and our digital
channels, to enhance
the guest experience
and strengthen
owner returns

Investment in hotel lifecycle
management and operations
We have invested in technology,
systems and processes to
support performance, increase
efficiencies and drive returns
for our owners

IHG | Annual Report and Form 20-F 2023 25
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Strategic Report

Our strategy

PRIORITY:

Hst-lel[gle
commercial
engine

2023 AT A GLANCE

Loyalty penetration increased,
5 O O/ with members now responsible for
(o]

Increase in loyalty enrolments > 55?
year-on-year - a record rise (o]
| H G 41 ONE of room nights globally

REWARDS

~-80% 38%

Enterprise contribution Increase in revenue
from IHG-managed driven by app
channels and sources year-on-year

- up from 72% three years ago

>060% >6,000

Increaseinnew US co-brand Y |—— Hotels now featuring attribute
credit card accounts upsell, enabling guests to
year-on-year personalise their stays

IHG | Annual Report and Form 20-F 2023

technology platforms, data and analytics,
and partnerships are raising the bar on the
guest experience and driving commercial
performance for IHG. Every solution and
tool we are developing is firmly focused
on gaining competitive advantage for our
brands, business and owners.

I nvestments in our loyalty programme,

What we achieved in 2023

Illustrating the success of our commercial
engine across our technology platforms,
sales and distribution channels, in 2023
we saw enterprise contribution from
IHG-managed channels and sources reach
almost 80%, up from 72% three years ago.
Our ability to provide hotel owners with
higher-value customers at a lower cost

of customer acquisition in this way is key
to the attractiveness and proven success
of our entire enterprise.

Our transformed loyalty programme is
playing an important role in our progress.
Members spend approximately 20% more
in hotels than non-members and are around
10 times more likely to book direct. In 2023,
we achieved a record year for enrolments,
which were up 50% on 2022 and 24% ahead
of 2019, taking us to more than 130 million
members. Loyalty penetration also increased,
with members responsible for over 55% of
room nights globally during the year.

We know that recognised members are also
20% more likely to return to a property, so
we are working closely with our hotel teams
to embed a culture of loyalty. This includes
setting up a taskforce providing materials,
job aids and training for colleagues, and



introducing incentives like Food & Beverage
Rewards for guests to drive repeat bookings
in a way that minimises impact on the
bottom line for owners.

Following the update of US co-brand credit
cards alongside the relaunch of our loyalty
programme, the number of new accounts
have continued to increase very strongly
and, in 2023, were up more than 60%
year-on-year and over 80% on 2019 levels.
There has also been continued growth in
average card spend, both on a year-on-year
basis and vs 2019.

Further deepening our relationships with
guests and driving more business to our
hotels, we have expanded our strategic
partnerships to enable IHG One Rewards
members to redeem points in exchange for
more unique experiences at sporting events
and music festivals, as well as exclusive
member privileges with other leading brands.

As the gateway to IHG One Rewards, our
mobile app is also playing an integral role

in driving loyalty contribution, direct
bookings and incremental spend during
stays. Since relaunching it in 2022, we have
made thousands of enhancements to further
improve the guest experience and drive
revenue to our hotels. It has achieved strong
user ratings in the App and Google Play
stores and the IHG mobile app and other
mobile channels now account for 58% of all
digital bookings. The number of downloads
were up 60% year-on-year, too, with revenue
driven by the app increasing 38%.

In Greater China, we continue to enhance
our capabilities on WeChat - the region’s
popular messaging, social media and mobile
payment app. Updates to the IHG WeChat
channel contributed to an 8% increase in
booking conversion rates year-on-year and

it generated nearly twice as much revenue.

Our mobile app is part of a wider
transformation of the booking journey.

By the end of 2023, refreshed brand
websites covering 92% of open hotels had
been redesigned and relaunched. Linked to
this, the upsell of unique room attributes on
IHG’s Guest Reservation System (GRS) is
now available in over 6,000 hotels, enabling
guests to seamlessly select add-ons when
making reservations, and owners to
generate maximum value from their hotel’s
unique attributes. Guests who select an
upsell on our digital booking channels drive
an average nightly room revenue increase of
$18 across our Essentials and Suites brands,
and $40 for Luxury & Lifestyle. Our GRS
capabilities also enable more effective

Our strategy | Leading commercial engine

cross-sell of guest stay extras, such as F&B
credits, lounge access, additional in-room
welcome amenities and parking, as part of
the redesigned booking flow.

What's to come

We will continue to accelerate the impact
of IHG One Rewards by scaling benefits
and improving the on-property experience.
This will involve data-driven marketing
across our booking channels, while in our
hotels we will provide further training and
use innovative approaches to inspire
colleagues to deliver even more consistent
guest experiences. This includes IHG Climb
- a new interactive gaming-based platform
that engages hotel teams to help drive and
enhance performance towards their hotel
loyalty metrics. So far, it has been rolled
out across the US and parts of Canada,
where we are already seeing high levels of
engagement and improved performance.

Continuing our focus on providing best-in-
class platforms, IHG's revenue management
system employs a new cloud-based platform

that incorporates leading data science

and forecasting tools to deliver advanced
insights and recommendations to owners as
part of our enhanced revenue management
services. Already in pilot, the rollout is
targeting approximately 4,000 hotels

in 2024.

Work will also begin on our next-generation
property management system to create
greater value for owners - where a single
cloud-based view across properties will
enable us to deploy fast, efficient
enhancements at scale.

We will continue to integrate the Iberostar
Beachfront Resorts brand into our systems
and booking channels. This strengthens
our all-inclusive and resort offer and lays
the foundation for growing our Exclusive
Partners collection by underlining the value
of our commercial engine.

Building on the success of our relaunched
co-brand credit cards, we will focus on the
continued growth of our existing programmes
and explore opportunities globally to better
serve our growing loyalty base in key markets.
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Strategic Report

continued

PRIORITY:

Care for
our people, Croweeare oA ked

to doing the right thing and
i ° caring for our people, the communities
C O m m l I n I t I e S in which we operate, and the world around
us has been at the heart of our business

for many years.

Guiding our actions is Journey to Tomorrow,
a I I p a I I e our responsible business plan consisting of

a series of commitments to 2030. This is
underpinned by our strategic priority to care
for our people, communities and planet, and
aligned with the UN Sustainable Development
Goals and IHG's purpose of providing True
Hospitality for Good.

8 7 0/ ﬁ 89 O O O Progress against our commitments, which
(o) AN > 7 include creating a more inclusive workplace,

2023 AT A GLANCE

Overall employee Hours collectively O supporting our communities and reducing
engagement +1%pt on 2022, dedicated by colleagues our qarbon, waste and water usage, are
with IHG named a Global Best in 2023 during IHG's monitored and measured by the Board's
Employer by Kincentric Giving for Good month |Q9| Responsible Business Committee.

Not only are our actions crucial to the world
around us, they are increasingly important

3 80 1 5 to our guests, owners and investors, too,
° /O g 2 and are therefore critical for our reputation

and growth. Reflecting a changing world,
each commitment focuses on areas where
we can make the biggest impact, so that
IHG continues to grow responsibly.

Reduction in carbon The number of relief
emissions per occupied efforts we responded to
room since 2019 around the globe alongside
our charity partners

— See key matters discussed by the Board on
page 101 to 103 and the Responsible Business
Committee Report on pages 112 and 113.

—> See our Responsible Business Report at
Giving for Good month made a positive difference ihgplc.com/responsible-business/reporting
to the lives of over 248,000 people globally
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People

Champion a diverse culture
where everyone can thrive

Our 2030 commitments

- Drive gender balance and a doubling
of under-represented groups across
our leadership.

« Cultivate an inclusive culture for our
colleagues, owners and suppliers.

- Support all colleagues to prioritise their
wellbeing and the wellbeing of others.

» Drive respect for and advance
human rights.

Our people are fundamental to IHG achieving
its purpose and strategic goals. IHG’s business
model means that we do not employ all
colleagues. We directly employ individuals
in our corporate offices, certain reservation
centres, and managed, owned, leased and
managed lease hotels. However, not all
individuals in managed, owned, leased and
managed lease hotels are directly employed
and, in general, we do not employ any
individuals in franchised hotels (nor do we
control their day-to-day operations, policies
or procedures).

Our 10-year responsible business plan

Our goal is to help shape the future of responsible travel together with those who stay, work and
partner with us. We will support our people and make a positive difference to local communities,
while preserving our planet’s beauty and diversity... not just today but long into the future.

8> Y

of 30 million
people in our
Champion a communities
diverse culture
where everyone

can thrive

Improve the lives

around the world

What we achieved in 2023

People engagement

We have numerous forums available for
employees to share their thoughts, including
Employee Resource Groups (ERGs), a
designated Non-Executive Director for
workforce engagement, and Colleague
HeartBeat, our employee engagement
survey, which allows people to express their
views on key aspects of working at IHG.

In our 2023 survey, our overall employee
engagement stood at 87%, a 1%pt
improvement on last year, which once again
saw IHG accredited as a Kincentric Global
Best Employer. The survey also highlighted
areas that we can strengthen further, including
enabling infrastructure, rapid and high-
quality decision making, and rewarding and
recognising strong performers. Ensuring
consistent experiences across all aspects
of work was identified as a key driver for
future performance. Actions taken during
2023 on talent and staffing saw a significant
improvement in perceptions in these areas.

Developing and retaining talent

To achieve our growth ambitions, we invest
in attracting and retaining a diverse and
talented workforce through our employer
brand, which includes our promise to
support employees throughout their career
by giving them Room to Belong, Room to
Grow and Room to Make a Difference.

Pioneer the
transformation

Each promise is supported by programmes
designed to enable employees to thrive both
within the workplace and outside.

For example, this year we piloted a new
corporate onboarding programme in the
US, UK, India and the Philippines aimed

at embedding IHG's culture with new
employees. We celebrated each of our
employer brand promises with a week of
learning events. This enabled the business
to spend time focusing on creating an
inclusive culture where everyone can thrive,
supporting employees in developing their
careers and helping make a difference to
the world around them.

We provide learning programmes,
masterclasses, resources and toolkits

to ensure colleagues have the capability to
support IHG's performance and development
processes. Particular focus is placed on
having meaningful career conversations and
helping managers and employees support
career development.

Managers have continued to hold quarterly
check-ins with their teams as part of our
performance management process,
providing feedback and guidance on goals,
behaviours and development to ensure
everyone is focused on the right priorities.

to a minimal waste

Reduce our energy
use and carbon
emissions in line
with climate science

hospitality industry

Conserve water
and help secure
water access in
those areas at
greatest risk

EMPOWER OUR PEOPLE TO HELP SHAPE THE FUTURE OF RESPONSIBLE TRAVEL

Our strategy | Care for our people, communities and planet
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Our strategy

Care for our people, communities and planet

IHG's reward strategy aims to attract,

retain, motivate and engage top talent. It is
supported by a robust governance approach
that ensures our reward and recognition
practices are fair and consistent across

our employee and colleague population,
regardless of gender and other aspects of
diversity, and there is alignment between
the wider direct workforce and executive
remuneration. Further details between the
alignment of the wider workforce and executive
remuneration can be found in the Directors’
Remuneration Report on pages 116 to 140.

For our hotels, Journey to GM (our General
Manager talent acceleration programme)
continues to build a pipeline of talent to
meet both our growth ambitions as a business
and the aspirations of employees seeking
rewarding careers at IHG. Following our
first cohort in 2021, we have seen 65% of
participants either move into their first GM
role or receive a substantial promotion in
our EMEAA and Americas regions. For our
Luxury & Lifestyle GMs, we delivered brand
immersion sessions to bring each of our
brands to life. We also continued to develop
our hotel talent management practices
during 2023 so we can see critical gaps

we need to fill.

Investing in HR technology and

Global Learning

In 2023, we continued to evolve our HR
system by adding a new helpdesk and digital
assistant, in-sourcing our HR Shared Service
team and enhancing our support section
within Our People Tools HR platform.

We have transitioned from legacy payroll
systems within the UK and US.

Our Global Learning strategy is designed
to ensure that we all have the tools and
resources we need to perform at our best,
meet the needs of our stakeholders and
develop personally as part of our Room to
Grow commitment.

This year, our learning platform provided
345,000 users across our corporate offices,
franchised and managed hotels with access
to flexible training so they could personalise
their learning experience to address specific
needs and strengthen opportunities for
career development.

A key element of our offer is IHG University,
which was launched in 2023. There are four
schools to support corporate employees,
frontline colleagues in our hotels, GMs and
hotel department leaders, and owners.

The university champions individual
learning, career development, talent
acceleration and best practices.

IHG University received the Brandon Hall
Group Bronze award for excellence within
the category of Best Advance in Custom
Content, as well as awards for Digital
Learning Best Practice and Best Digital
Learning Team by Online-Edu.

Attracting talent

To help attract the talent we need to fulfil
our growth ambitions, we have invested

in a comprehensive suite of channels and
platforms. Our IHG careers website had over
2.46 million visitors in 2023, while there has
also been a 51% rise in visitors to our new
digital channels, which include Instagram,
YouTube and TikTok. This has generated
9.32 million views of our employer brand
content globally over the past year, which
we are boosting with paid sponsorship of
key job opportunities to drive thousands of
applications for frontline roles in our hotels.

To help tackle the industry shortage of
talented and experienced Luxury & Lifestyle
GMs, our dedicated Luxury & Lifestyle team
has implemented a specialised recruitment
strategy to address this gap and build
further trust with our owners.

We also continue to invest in tools and
guides to ensure a transparent, equitable,
inclusive and efficient hiring process to
elevate the recruitment experience for the
corporate and hotel candidates who apply
to IHG each year.

Recognising the importance of attracting
and developing talent whatever their
backgrounds, circumstances, or abilities,
we expanded the number of organisations
we're working with in the US to attract
students to our 10-week paid internships.
This will enable us to further diversify our
early careers pipeline. Our work continues
with Historically Black Colleges and
Universities in the US, and the Leonard
Cheshire and 10,000 Black Interns Foundation
charities in the UK. While in Greater China,
we have established partnerships with five
special education schools to nurture talent
among people with disabilities.

Championing a diverse culture where
everyone can thrive

A cornerstone of our culture is our passion
for inclusion, and our Global DE&I Board and
regional DE&I councils help shape actions
across our markets that are aligned to our
Journey to Tomorrow commitments.

— Our commitment is emphasised through,
and is backed up by our 2023 DE&I Progress
Report, which you can find on our website:
ihgplc.com/en/responsible-business/people
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Driving gender balance across

our leadership

Globally, 35% of our leaders working at VP
level and above are female (vs an ambition
of 39% by 2025), and we are one of the
few large global organisations to have a
gender-balanced employee population,
of which 52% is female.

A key focus is attracting more women into
functions that have been historically less
gender-balanced, such as Commercial,
Operations, Technology and Development.
We're also identifying and removing barriers
to increase the number of female GMs across
our estate, including establishing an alumni
network for graduates of our Rise mentoring
programme, which empowers our female
colleagues in our hotels. Overall, more

than 200 women have graduated from the
programme so far, and this year we welcomed
an additional 162 participants. We were
delighted to see Forbes recognise IHG as
one of the world’s top companies for women,
and proud to be officially certified in the US
as a Great Place to Work for parents, as well
as featuring in the 100 Best Places to Work
for Women.

As at 31 December 2023 Male Female Total
Directors 5 6 n
Executive Committee 6 3 9
Executive Committee

directreports 30 24 54
Senior managers

(including

subsidiary directors) 70 31 101

All employees
(whose costs were
borne by the Group
or the System Fund) 5,546

7,916 13,462

Doubling under-represented groups
among our leaders

We remain committed to having leaders
who represent the diverse global nature of
our business. Thanks to the self-disclosure
of employees, we know that 22% of our
global leaders working at VP level and above
are racially or ethnically diverse and represent
16 nationalities.

We have identified the UK and US - where
we have our largest populations of corporate
colleagues - as markets in which we want

to increase ethnic representation. We have
set targets for the percentage of leaders
working at VP level and above that are
ethnically diverse in each market - 26% by
2025 in the US and 20% by 2027 in the UK,
with an overall global target of 26% by 2025.


http://ihgplc.com/en/responsible-business/people 

As part of these plans, we continue to focus
on strengthening our approach to talent
planning, including embedding our diverse
talent programmes (Ascend in the US and
The Network of Networks’ (TNON) Ethnically
Diverse Programme, and Women in Hospitality,
Travel & Leisure’s (WiHTL) Ethnic Future
Leaders Programme in the UK) to develop
the next generation of talent through our
early career programmes and inclusive
hiring practices.

Furthermore, we are building relationships
and collaborating across our markets to
support people with disabilities.

As at 31 December 2023 Ethnically Diverse Total
Executive Committee 2 9
Global VPs and above 58 238
UK VPs and above 5 58
US VPs and above 24 133

Creating a culture of inclusion for our
colleagues, owners and suppliers

All EC members have a DE&I-related goal
and, having rolled out conscious inclusion
training for GMs and corporate employees
in key markets in 2021, this year we made
the training available to more than 16,000
colleagues in our franchised hotels.

Insights from our Inclusion Index are also
among the ways we are tracking progress.
In 2023, the Index showed that nine out of
10 employees considered IHG to have an
inclusive culture. We were proud to have
been ranked second out of 850 companies
on the Financial Times Europe’s Diversity
Leaders 2024 list.

InterContinental Marseille - Hotel Dieu, France

e
ol
|
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Our strategy | Care for our people, communities and planet

InterContinental Fujairah Resort, UAE

This year, we have seen significant growth
of our ERGs and now have 4,000 members
across 29 chapters. Playing a key role in
underlining the value of inclusion, they
brought employees together for moments
such as the International Day of Persons with
Disabilities, International Women’s Day and
Pride Month.

We are also continuing to drive inclusion
within our hotel owner communities in the
US and Canada by introducing IHG LIFT

- an owner growth programme focused on
creating more hotel development support
for historically under-represented groups
within the industry.

To help drive inclusion in our supply chain,
our Engaging Partnerships through Inclusion
and Collaboration (EPIC) supplier diversity
programme expanded to the UK during the
year, representing the first international
market outside North America. We also
recognised the diversity programmes run

by our key suppliers, and through our EPIC
Allies initiative they are now working with us
to identify diverse suppliers in their respective
supply chains. We launched our Supplier
Diversity Tier 2 programme, too, inviting

key suppliers who share our values to report
their diverse spend, so that IHG can influence
further how our supply chain creates value
for communities across the globe.

Working with advocacy groups is critical to
our success in diversifying our supply chain.
Collaborating in this way offers a bridge
between IHG and diverse businesses to
support our supply chain inclusion, market
capability influence and economic

impact goals.

As a result of collective action in 2023,
IHG's total spend among diverse suppliers
was $111 million across North America, the
UK and Tier 2 reporting.

Supporting colleagues to prioritise their
wellbeing and that of others

In 2023, we achieved a 2%pt increase in our
Wellbeing Index score (to 89%) for our hotel
colleagues. Supporting our overall approach
to colleague wellbeing, we also launched

a UK network of mental health first-aiders,
helping to ensure the right support is in
place for everyone to feel at their best,

and we made enhancements to our UK
healthcare plan.
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Our strategy

Care for our people, communities and planet

Communities
Improve the lives of 30 million
people in our communities 82\8

around the world

Our 2030 commitments
- Drive economic and social change
through skills training and innovation.

-+ Support our communities when natural
disasters strike.

» Collaborate to aid those facing
food poverty.

With more than 6,300 hotels spanning over
100 countries, we are proud to be at the
heart of thousands of communities around
the world, as we strive to make a difference
every day by delivering our purpose of True
Hospitality for Good. Through providing
skills training, supporting relief efforts
following natural disasters, and fighting
food poverty, we aim to improve the lives of
30 million people. In addition to direct funding
and working with expert organisations, our
colleagues contribute their time, skills and
passion to address social needs within

their communities.

To ensure that we measure our impact and
maintain focus on areas where we can make
the greatest difference, we adhere to the
global standard for managing corporate
community impact as members of Business
for Societal Impact (B4SI).

What we achieved in 2023

Skills training and innovation

Our IHG Academy programme is aimed

at increasing social mobility and building
hospitality skills for the future. In 2023,

our IHG Academy offerings saw more

than 30,000 participants gain valuable
employment and life skills, as the programme
has grown to provide work experience,
internships, apprenticeships and free online
learning through our IHG Skills Academy

to users all around the world. This year, we
expanded our offer to include cognitive
assessments, which enabled users to
complete personality profiles and skills
mapping assessments to help them identify
their ideal roles.

— To learn more about the impact of our
IHG Academy programmes, see our 2023
Responsible Business Report.

Colleagues from our Shanghai office volunteered their time at a coffee shop, which employs individuals
with disabilities

Number of people participating
in IHG Academy

2023 [N 30.938
2022 [ 743
2021 [l 5815

2020 i 3277

2019 N 15081

Local action and Giving for Good month
We recognise that being in the heart of

our communities, our hotels are best placed
to assess local needs and provide tailored
support where it is needed most, so we
encourage the development of local
collaborations in line with our policy and
strategy for community impact.

Each year we come together as a company
during September for IHG’s Giving for Good
month, which sees colleagues volunteer
and make a positive difference in their
communities. In 2023, we worked with

over 1,400 charities across events spanning
nearly 80 countries. Colleagues collectively
contributed more than 89,000 volunteering
hours to communities, causes and charities,
adding to a total of more than 121,000
volunteering hours during the year. Efforts
throughout the month made a positive
difference to the lives of over 248,000
people globally. Activities included giving
clothes to housing shelters in Canada,
raising money to provide clean water in
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Egypt and providing meals to low-income
hospital patients in Mexico. More than
270 projects focused on protecting the
planet too, from beach and city clean-ups
to replanting green spaces. This year, we
also launched a tracker to help us better
understand and celebrate the way hotels
support their communities year-round.

Supporting our communities when
disasters strike

We are proud of being there for our
communities in times of need and continued
working with a range of humanitarian aid
organisations around the world to assist

in their critical relief and recovery efforts.

In 2023, we supported 15 global relief efforts,
which included responding to several natural
disasters, from the earthquake in Turkey and
Syria to the hurricanes in Mexico, working
closely with charity relief experts CARE
International and the American Red Cross.

We also activated the IHG Colleague Disaster
Relief Assistance Fund on several occasions
to support colleagues with immediate relief,
including those affected by typhoon Mawar
on the island of Guam.



Collaborating to aid those facing

food poverty

Our commitment to supporting local
charities across various markets is a vital
means of addressing food security for those
in need. This year, we expanded our work
with local organisations, including Windsor
Foodshare near our Global Headquarters,
as well as KiwiHarvest and UK Harvest.
This expansion helps support society’s
most vulnerable and reduce food waste.

Our existing collaborations continued to
thrive. We're now in our fifth year of working
with OzHarvest, a food rescue organisation
in Australia, and we continue to build our
relationship with JapanHarvest and
VietHarvest. We also supported the Global
FoodBanking Network, which operates in
nearly 50 countries. This included expanding
our work with Green Food Bank, the official
branch of the network in China.

Our guests are also given the opportunity
to show their support, and in 2023, nearly
35 million points redeemed by our IHG One
Rewards members were donated to benefit
the efforts of the global charities we

work alongside.

Planet

The actions we take to deliver our Journey
to Tomorrow plan help protect our planet
and support the ongoing creation of more
sustainable guest stays. We provide tools
and information as well as work across the
industry to help set standards to enable our
hotels to reduce carbon emissions, manage
waste and conserve natural resources.

To do this, we continue to collaborate with
hotel owners, suppliers, industry peers

and governments.

— See our TCFD, Responsible Business
Committee Report and GHG emissions
disclosures on pages 52 to 59, 112 and 113
and 238 to 240.

—> See our Responsible Business Report at
ihgplc.com/responsible-business/reporting

Our strategy | Care for our people, communities and planet

Energy and carbon

Reduce our energy use and

carbon emissions in line with égé,

climate science ~8

Our 2030 commitments

« Implement a 2030 science-based
target that delivers 46% absolute
reduction in carbon dioxide emissions
from our franchised, managed, owned,
leased and managed lease hotels.

« Target 100% new-build hotels to operate
at very low/zero carbon emissions
by 2030.

- Maximise/optimise the role of
renewable energy.

Working closely with our hotel owners,
we aim to help them reduce costs while
decarbonising and future-proofing
their assets.

We have set a target to reach a 46%
absolute reduction in GHG emissions from
our franchised, managed, owned, leased
and managed lease hotels, from a 2019
baseline. This target has received validation
from the Science Based Targets initiative
(SBTi), aligning with climate science and
the UN Paris Agreement.

While there was an increase in year-on-year
emissions in 2023 due to the recovery in
occupancy and growth in the size of the
estate, we continued to drive energy
efficiency with a 3.8% reduction in carbon
emissions per occupied room from 2019,
and a 1.9% absolute reduction against

the baseline.

Given our business model and the
dependencies for achieving our ambitious
target, we have worked closely with our
colleagues, owners and partners to devise

a decarbonisation strategy focused on three
key areas: decarbonising existing hotels,
sourcing renewable energy, and developing
new-build hotels that operate at very low/
zero carbon emissions.

In 2023, we moved to a more regionalised
approach to ensure the measures we
introduce at hotels take into account varying
regional factors and still provide a good
return on investment for our hotel owners.

We continued to update our brand
standards and are integrating various Energy
Conservation Measures (ECMs) into the
expectations of hotels that work with us.

All ECMs integrated into hotel brand standards
are carefully considered, taking into account
costs and impact. In 2022, we established
our first set of energy efficiency global
brand standards, and this year introduced
further ECMs into our new-build hotel brand
standards globally, as well as for our existing
Essentials & Suites estate in the Americas.
Standards include measures for lighting
controls, occupancy-sensing thermostats
and heat pumps. We will continue working
on implementing additional brand standards
tailored to each region and segment.

These ECMs will further drive energy
reduction across our hotels and form part of
our new ESG measure for the 2023/25 cycle
of the Long Term Incentive Plan for Executive
Directors and other senior leaders.

The solar farm in lllinois, US, where our hotels can access our Community Solar programme
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Care for our people, communities and planet

Being part of IHG ensures hotel owners
receive the support, knowledge and
resources necessary to help reduce their
energy consumption and carbon emissions.
One key example of this is our Hotel Energy
Reduction Opportunities (HERO) tool, which
guides hotels on effective actions tailored to
specific buildings. It provides indicative
capital costs, energy savings and payback
periods based on the hotel’s facilities, climate
and energy use. In addition, we are actively
working to ensure that owners can access
government incentives for sustainability
measures requiring greater investment.

We are developing plans for hotels that
operate with very low/zero carbon emissions.
This includes a low-carbon hotel programme,
focused primarily on the operational aspects
of new-build hotels, to support delivery of
our carbon and energy goals. We expect

to launch this programme in 2024.

With the majority of our hotels operating
through franchise agreements, we cannot
directly procure renewable energy for most
of the properties in our estate. However, we
seek to help all our owners secure access to
renewable energy, and have been exploring
which options would be suitable for scaling
across our estate.

One example of how we have been able to
support our hotels is through our Community
Solar programme, which is available in
select markets across the US and requires
no capital expenditure. It is currently active
for IHG hotels across four states, with more
to follow soon, where legislation supports
the initiative and there is available capacity.
Our commitment also extends to procuring
renewable electricity for six of our global
offices, including our Global Headquarters
in Windsor in the UK and our Americas
Headquarters in Atlanta in the US, as well as
more than a quarter of our managed estate
in Europe.

Waste

Pioneer the transformation to

a minimal waste hospitality 8,’8:9,

A N

industry

Our 2030 commitments

- Eliminate single-use items, or move
to reusable or recyclable alternatives
across the guest stay.

» Minimise food going to waste through
a ‘prevent, donate, divert’ plan.

- Collaborate to achieve circular solutions
for major hotel commodity items.

Our overarching objective is to embrace
circularity by encouraging reuse or recycling
of resources. This involves initiatives such

as integrating recycled materials into new
product manufacturing or ensuring that
items at the end of hotel use find meaningful
applications elsewhere. We also have
processes and tools in place to assess the
environmental sustainability of our suppliers
and advise our hotels accordingly (refer to
page 41 for updates on our responsible
procurement progress).

In 2019, we became the first global hotel
group to commit to replacing bathroom
miniatures with full-size amenities, which
has been implemented into brand standards
across all our hotels globally. We have also
committed to eliminating single-use items,
transitioning to reusable or recyclable
alternatives throughout the guest stay

by 2030.

To further assist our hotels, we have
developed a bespoke Single Use ltems
Toolkit for our hotel operators. Initially
launched in EMEAA, in 2023 we made it
available globally. It provides hotels with
additional support and best-practice
approach to reducing, reusing, replacing
and recycling single-use items. Our updated
sustainability credentials for our guest
supplies, encompassing items like
toothbrushes and razors, have been
successfully implemented by many

of our hotels this year in EMEAA.

Food waste is a key issue for the hospitality
industry and we use a ‘prevent, donate,
divert’ plan to minimise landfill contributions.
At the industry level, we collaborate with
peers to ensure a unified approach to
collecting, measuring and reporting waste.
All our hotels have access to food waste
training as part of the GM training programme,
which encourages hotels to track food waste
and take action. Since its launch in 2022,
the training has been accessed by more
than 1,600 hotels and over 37,000 courses
have been completed by managed and
franchised colleagues.

We also use a range of technology to
address the challenge - whether that’s an
app that connects hotels with customers or
communities when they have unsold surplus
food or analytics to pinpoint areas of waste
and provide chefs with real-time information.
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Water

Conserve water and help
secure water access in those
areas at greatest risk

A
&g

Our 2030 commitments
» Implement tools to reduce the water
footprint of our hotels.

+ Mitigate water risk through stakeholder
collaboration to deliver water
stewardship at basin level.

» Collaborate to ensure adequate water,
sanitation and hygiene (WASH)
conditions for our operating communities.

With insufficient global water resources to
meet everyone’s needs compounded by the
escalating frequency of extreme weather
events and droughts, it is important that
we identify hotels in areas of high or very
high water stress. This insight is crucial for
tailoring our business strategy effectively,
providing targeted support to these hotels,
and implementing water-saving measures.

What's to come

Al
People 1l i Il

We will continue to support our employees
throughout their career journey, providing
tools and resources to ensure everyone
has Room to Grow, Belong and Make a
Difference. We will focus on building line
manager capability and enabling a
high-performance culture.

We will continue to invest in talent
management to enhance our approach

to recruitment, alongside building on our
successful 2022 campaign to strengthen
our General Manager pipeline in support
of our growth aspirations, particularly in
the Luxury & Lifestyle segment. We will also
enhance our learning curriculum for this
population, centred around the key luxury
capabilities we know we need to build for
the future.

We will continue embedding our inclusive
culture and working towards clear
commitments to make IHG a place where
everyone can thrive at all levels within

the business.

Our strategy | Care for our people, communities and planet

We have been part of the United Nations
(UN) CEO Water Mandate since 2019, which
represents a pledge to six core commitments
that mobilise business leaders on water,
sanitation and the UN Sustainable
Development Goals (SDGs). We are also
members of the Water Resilience Coalition,
which aims to raise global water stress to the
top of the corporate agenda and preserve
the world’s freshwater resources through
collective action and ambitious, quantifiable
commitments. Our membership has helped
to inform our work to identify and manage
water supply, so that we can build on the six
water stewardship pilot projects we have
carried out in recent years.

Acknowledging the challenges in sustaining
a reduction in water use in the coming years,
we mandate reporting on water usage in our
hotels through the IHG Green Engage™
system and have integrated water reduction
measures into our brand standards globally.
These standards require hotels to implement
high-efficiency, low-flow aerated shower
heads and taps by the end of 2025.

®

We are committed to ongoing
collaboration with expert charities to
assist those in greatest need globally.
We will actively seek new opportunities
within our communities to further
strengthen our collective impact and
engage our guests, employees

and colleagues.

Communities

To ensure our hotels make the biggest
possible positive impact within their
communities, we will support them in
establishing local collaborations to help
those who need it most. To encourage
further engagement, we will use our new
Community Tracker to measure the
impact of actions and celebrate success
by continuing a monthly recognition
programme.

We will continue to expand our IHG
Academy, including providing more work
experience opportunities in our hotels
and more learning resources on the IHG
Skills Academy virtual learning platform.

On average, these initiatives reduce water
consumption by 11 litres per minute and
three litres per minute respectively.

Collaborating with water specialists is crucial
when aiming to maximise impact and bring
about positive change in water-related issues.
When a devastating earthquake struck Turkey
and Syria in 2023, IHG donated to CARE
International to help it deliver essential WASH
items to those seeking refuge. The hygiene
kits provided included items that are crucial
to improving sanitation for vulnerable
communities and preventing disease,

such as soap and towels.

Planet @

Work has begun upgrading our IHG

Green Engage system so that it is more
user-friendly and makes greater use of
analytics to provide hotels with even richer
insights across energy, water and waste.
Pilots were completed during the year,
resulting in positive feedback from hotel
teams, and our improved environmental
management platform will be launched

in 2024.

To support the delivery of our carbon and
energy goals, we will also be launching

a low-carbon hotel programme, which

is primarily focused on new-build hotels
that operate with a very low/zero

carbon footprint.

Collaboration remains crucial to meeting
our goals, and we will continue to use our
scale and standing when engaging with
peers, trade bodies and governments to
help shape policy relating to our owners
and the sector more broadly, as well as
secure government incentives for
introducing sustainability measures.
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