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Jane Mackie (Senior Vice President, Global Luxury, Lifestyle and Premium Brands) speaks with 

Aleksandar Milenkovic (Director, Investor Relations) about IHG’s Luxury & Lifestyle portfolio which 

includes six brands: Six Senses, Regent, InterContinental, Vignette Collection, Kimpton and Hotel 

Indigo. 

 

Speaker 1: Aleksandar Milenkovic (“AM”) 

Speaker 2: Jane Mackie (“JM”) 

 

AM: Welcome to IHG Checks In On… A series of mini teach-ins aimed at investors, analysts and other 

stakeholders looking to learn a bit more about IHG. This will be a series of videos, webinars and fireside 

chats which will dive a bit deeper into how IHG operates and drives shareholder value. On this episode 

of IHG Checks In On…We will look at our Luxury & Lifestyle portfolio. 

 

Today I'm joined by Jane Mackie, Senior Vice President, Global Luxury, Lifestyle and Premium brands. 

With over 25 years of experience in the luxury hospitality industry with Starwood, Fairmont and prior 

to joining IHG as Chief Marketing Officer for Aman Resorts, Jane is responsible for our Luxury & 

Lifestyle portfolio of six brands: Six Senses, Regent, InterContinental, Vignette Collection, Kimpton and 

Hotel Indigo. Jane also oversees our Premium brands, our branded residences division and Raison 

d’Etre, our wellness and spa consultancy. Jane, thank you very much for joining us today. It's great to 

have you with us. 

 

JM: Thank you, Aleks. I love to speak about our Luxury & Lifestyle portfolio.  

 

AM: To kick things off. What is Luxury & Lifestyle or L&L? 

 

JM: Great question. If you want to be completely rational about it, you could look at STR, which has a 

luxury category, and it's completely driven by the price paid on the premise that if it's expensive, it 

must be luxurious, but it's a lot more than that, Aleks. Luxury hotels, to be able to get that premium 

price point have to be impeccably designed and not just beautiful, but intuitively designed for both 

the guest and the colleague experience. And then you layer in the service, which needs to be very 

unique to each brand and the style, but it has to have enough flex in it so that luxury, which is 

ultimately defined by the consumer, that they're able to experience the service the way they want to, 

that we can adapt our service style to meet the guests where they are. So it's product, it's service, and 

it's having things that decommoditise each of our brands and each of our hotels. Those things that 

make the customer feel truly important. 

 

AM: Great. And how does lifestyle fit into all of that?  

 

JM: So lifestyle is interesting because it's not defined by price point and at IHG, we have lifestyle 

brands in luxury as well as in the premium price point. And lifestyle is really about people seeing either 

their actual or their aspirational lives reflected in the hotel that they stay in. These hotels tend to be 

more design forward. They tend to have higher energy food & beverage and have food & beverage as 

an integral part of the guest experience. So you're really looking at that 24/7 environment for our 

lifestyle hotels. So we have Kimpton at more of a luxury price point. We have Hotel Indigo at a 

premium price point. 
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AM: And when I look back less than ten years ago, IHG only had two Luxury & Lifestyle brands, 

InterContinental and Hotel Indigo. InterContinental being the world's first and largest luxury hotel 

brand, and Hotel Indigo, which is a boutique lifestyle brand focused on local neighbourhoods. Help us 

understand the evolution of IHG's Luxury & Lifestyle collection of brands over time. 

 

JM: Well, it did really start with InterContinental, our signature brand, now 77 years young. But 

InterContinental is continuing to outperform the market in terms of growth and commercial 

performance.  

 

But we did have to expand the portfolio. As you mentioned, it did start with Hotel Indigo in 2004, and 

that brand has continued to evolve the design and lifestyle experience just now, hitting a huge period 

of acceleration of growth globally.  

 

And in 2015, the acquisition of Kimpton happened, which is the first boutique hotel brand that really 

defined the lifestyle category globally for the industry. So it’s a huge advantage for IHG to have that 

brand, albeit US-centric at the time in terms of distribution and that unique laid-back service that 

complemented the design forward nature. We’ve been really successful at bringing Kimpton in the 

last few years all around the world, to here in the UK, Tokyo, Bangkok, Barcelona, and we just opened 

our second Kimpton in Greater China in Shanghai. So we’ve been able to take that brand and what 

was created in the United States and adapt it, as IHG does so well, to each individual market. 

 

And subsequent to that we had in the late teens a couple of fast acquisitions, Regent Hotels in the 

upper luxury segment, really something that defined upper luxury when it was founded just over 50 

years ago. The hotels have been the backdrop of some famous movies including To Catch a Thief that 

was at the Regent Carlton Cannes and gave us a footprint to really grow in that upper luxury high value 

segment. 

 

And then in 2019, just a year later, IHG purchased Six Senses Hotels, which gave us a beautiful resort 

portfolio at the upper price point of luxury in more of emerging destinations and giving a real point of 

view that's believable with teeth behind it, if you will, for sustainability and wellness.  

 

And then finally, most recently for Luxury & Lifestyle, we knew that we had a gap in the portfolio which 

was in that luxury collection space, and in 2021, rather an auspicious year to launch a new brand, we 

brought Vignette Collection to the market and have had enormous success in bringing in high quality, 

individualised hotels with their own personality and visual identity that add a lot to our portfolio and 

enable owners to rapidly plug in to the IHG enterprise system and improve their commercial 

performance.  

 

AM: Wow, that's a pretty impressive expansion and diversification of the L&L portfolio. Help us 

quantify the scale and size of our L&L brands.  

 

JM: Yes, with six brands, we are in every possible segment within Luxury & Lifestyle, but we're still not 

the biggest in number of brands. But Aleks we're actually number two in system size in the industry 

for Luxury & Lifestyle. So we're able to scale all of our brands that are at a rapid pace. Currently, it's 

13% of our system size and it's 21% of our pipeline. We have 500 Luxury & Lifestyle hotels open today 

and over 300 in the pipeline. So it's truly where we are focusing a lot of effort in our growth trajectory. 
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AM: And when I think about that expansion of the portfolio, Vignette Collection was obviously an 

organic launch, but the others, the other additions to the portfolio, have all been acquisitions. Help us 

understand why acquire rather than organically launch a Luxury & Lifestyle brand.  

 

JM: It's really the ability to grow rapidly and make a statement. The requirements to open an upper 

luxury or luxury hotel are incredible in terms of CapEx requirements and, let's face it, time. So it's 

much more efficient, if you will, to acquire brands that are already established, that already have a 

footprint. And when we acquire those brands and hotels, we acquire their customers as well. So in the 

case of Regent and Six Senses, we were able to go to market with brands that already existed. Kimpton 

even more so because there were already more hotels in in the pipeline in the critical US market, 

which is a huge outbound feeder market as well.  

 

AM: At a Group level, IHG has a predominantly Franchised estate with 70% of our rooms franchised, 

28% managed, 2% exclusive partners and less than 1% in the owned, leased, and managed lease 

category. How does that mix look in the Luxury & Lifestyle estate? 

 

JM: Well, Aleks, it looks actually quite different. 60% of our Luxury & Lifestyle hotels are managed and 

80% of those hotels in the pipeline, the 300 hotels in the pipeline for Luxury & Lifestyle will be 

managed in the future. And this enables us to really control the delivery. It means that we manage the 

food and beverage, the conferences, all aspects of the hotel, including a residential component, where 

there is that. In addition to the lucrative fee structure, because we do manage the entire hotel 

business, it really enables us to control the speed and accuracy and flawless execution of everything 

that we promise in these brands. 

 

AM: IHG has a dedicated, yet fully integrated Luxury & Lifestyle organisation. Help us understand the 

structure, the teams and why we went down this route and what are the benefits?  

 

JM: With acquiring brands in the luxury segment, launching brands and acquiring customers, we had 

that responsibility to make sure that we're serving our ownership community, our colleagues in these 

complex assets and our guests, and in some cases residential owners. So we do have dedicated teams 

set up for luxury sales, for luxury brand management, for spa and wellness management, food and 

beverage, and design. And all of these capabilities are new. And we also have Luxury & Lifestyle 

experts sitting within our commercial and technology teams to make sure that our digital and voice 

platforms are conducive to the conversations and transactional needs of a Luxury & Lifestyle guest. 

 

AM: And how does the Luxury & Lifestyle team take advantage of the broader IHG enterprise? 

 

JM: The enterprise systems are fully integrated to the Luxury & Lifestyle team and symbiotically. As I 

mentioned, we have within the global commercial and technology team, Luxury & Lifestyle experts 

our dedicated Luxury sales team sits inside of the broader infrastructure and importantly for loyalty, 

the loyalty programme is what unites all of the 19 brands within IHG and all of the things that we do 

really, really well in the accelerated pace of growth and openings that IHG has always enjoyed in terms 

of human resources, legal, how we open hotels. All of that is a similar process for Luxury & Lifestyle. 

So it's really the best of both worlds for customers, for owners, for guests, and for colleagues to have 

a Luxury & Lifestyle focus but the full benefit of the enterprise of IHG. 
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AM: We are extremely focused on growing our entire brand portfolio from midscale to upper luxury 

across our 19 brands. And, you know, we've invested heavily in our enterprise platform, our brand 

portfolio, and we have the teams required to secure that growth, our Suites and Essentials segments 

made up of midscale, upper midscale, and extended stay brands represents two-thirds of our system 

size today and they continue to be, and will always remain, a core engine of growth for IHG, 

representing close to 60% of our pipeline today. These brands in the Essentials and Suites segments 

are a key driver of high volume growth for IHG. When I think of our Luxury & Lifestyle portfolio, which 

has been growing rapidly in recent years, it is a key driver of high value growth. How do you think 

about the opportunity to scale up our Luxury & Lifestyle brands? 

 

JM: It's an interesting question about growth of luxury because there is a theory in the broader 

segment of luxury that crosses into fashion and automobiles and other industries that are frequented 

by high-net-worth individuals, that luxury and scarcity go hand in hand. But we disagree. And if you 

go to any major city London, Paris, Tokyo, you'll find multiple Chanel stores, multiple Louis Vuitton 

stores. So it's really about the uniqueness of the delivery and the aspirational nature of the products.  

 

So based on that, we feel that we have exponential growth potential. 26% of our signings in the first 

half of this year were in Luxury & Lifestyle and we still have many locations where we don't yet have 

a hotel. And that's where our Six Senses brand really comes in, to bring luxury and upper luxury into 

new markets such as Bhutan. So we are really just at the beginning of our journey to grow Luxury & 

Lifestyle. And as you mentioned, Aleks, our fee per key for a Luxury & Lifestyle guestroom is very, very 

high. And again, the management contracts that we have where we manage the entire revenue 

stream and potential residential sell out and service, it becomes very lucrative with each incremental 

deal that we sign.  

 

AM: Let's take a moment to quickly go through our six Luxury & Lifestyle brands, starting off with Six 

Senses. 

 

JM: With Six Senses you are starting with one of the best. This hotel brand started its journey with 

wellness and sustainability more than 20 years ago, well before other companies and industries were 

even talking about these things. So it has really made the brand incredibly relevant to what's been 

happening in the world in the last few years. And that's what’s really has accelerated the growth. And 

that's what’s really has accelerated the growth. We've also opened seven hotels since we acquired Six 

Senses and we have also brought Six Senses to urban locations with the opening of Six Senses Rome 

in 2023, and we're looking forward to welcoming it to our IHG home market of London in 2024. 

 

AM: Like Six Senses, Regent is another great example of a brand that IHG has acquired and rapidly 

accelerated its growth and internationalisation. Tell us a bit about Regent.  

 

JM: I refer to Regent as our 50-year-old start-up. It enabled us to take a brand with an incredibly strong 

legacy and again, history and cinematography, but really reinvent it for the future and bring the spirit 

of innovation back to the Regent brand. And after four to five years of our investment in the brand 

and what luxury should look like in today's environment, it's really coming into its own, where we'll 

be opening five Regents in the space of twelve months. It started with our reopening of the Carlton 

Cannes as a Regent Hotel in time for the Cannes Film Festival, with IHG as a signature sponsor of the 

festival, followed up by the Regent Hong Kong, which is going to have its grand opening in the fourth 

quarter of this year. We will also be bringing Regent back to the United States, to the Los Angeles 

market with the Regent Santa Monica opening. And finally, two more that will open in 2024 in the 
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early part of the year, our second Regent Hotel in Shanghai, in the best location on the Bund with 300-

degree water views. And we will have our Regent Resort coming to Canggu in Bali.  

 

AM: Wow, quite an impressive list of openings to look forward to. Moving to InterContinental. The 

brand that started it all for us and the industry in the luxury space.  

 

JM: InterContinental, you're right, it was the first international luxury hotel brand and it has managed 

to remain relevant for 75 plus years. And we've been really looking to the future on this brand as well. 

In terms of what does the next 75 years look like? What is our legacy to our signature brand of IHG? 

The amazing thing is the growth trajectory that continues and it comes from investors of all different 

sizes and different industries from high-net-worth individuals investing in a hotel to private equity, 

family offices and institutional investors. Based on the size and location, InterContinental is considered 

an incredibly good investment, which is why we are at 215 hotels, nearly double the size of most other 

luxury hotel chains, and we have 90 in the pipeline, so 33% more (rooms) coming in the shape of 

largely new construction and new supply to IHG. 

 

AM: Wow. Impressive growth for a brand that has been around for such a long time.  

 

JM: It is. And returning to markets such as Rome and going into new markets such as Nepal, it really 

shows where InterContinental is at that crossroads of where people need to be and where people 

aspire to go.  

 

AM: Conversions have been growing in importance over the last few years. At a Group level in 2016, 

conversions represented 16% of signings. In 2022, they represented 23% of signings. So we've seen a 

clear growth in trajectory of conversion opportunities. There is an increasing demand for owners to 

join the strength of IHG’s scale and enterprise platform, to benefit from the revenue generating 

capabilities, the loyalty programme – IHG One Rewards, our distribution channels, and everything that 

makes IHG an appealing and interesting enterprise platform to plug into. How does Vignette Collection 

fit into that whole conversion space and why did we launch a brand such as Vignette Collection? 

 

JM: Vignette Collection addresses the issue that we discussed earlier about the capital investment and 

time that it takes to develop a new upper luxury or luxury hotel. Vignette Collection enables us to 

grow our system size in Luxury & Lifestyle very quickly because we're targeting that conversion market 

and great hotels that are already built and may just need a light renovation or Property Improvement 

Plan, but they don't need to change their visual identity or name, which may have some non-financial 

equity, goodwill equity. It enables them to have the best of both worlds of plugging into IHG’s 

enterprise without putting a huge amount of capital investment into their hotel.  

 

That said, we are very strict on the quality of the assets that come in and we also make sure that these 

hotels have points of difference that tie them together. And that was feedback that we had from the 

investment community to launch a collection brand, but to make sure there was a thread that went 

through that collection brand, that people knew what it stood for. And that's where Vignette 

Collection is a little bit different. We do require that each hotel have a ritual which could be a welcome 

gift for guests or an entertainment or day to night ritual that happens. And we require them to have 

a responsible business cause generally relating to youth empowerment. So we have a lot of storytelling 

at the brand level with Vignette Collection, in addition to owners not having to make a huge 

investment in time or capital to join the system.  
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AM: Moving to my two favourite brands. I know I shouldn't have any favourites and I should probably 

love all 19 equally, but these two brands really resonate with me and I just love everything about 

them. Kimpton. 

 

JM: Well, let's start with Kimpton. The pioneer, as I mentioned, in this boutique lifestyle space. And 

when IHG acquired Kimpton, it only had one international hotel. And as I mentioned, what we've been 

able to do is take it internationally to now 12 countries. In addition to you loving the Kimpton 

experience, it's very clear that the owner community loves the brand as well. We'll be adding 50 hotels 

to the Kimpton portfolio, in our pipeline, which is 70% (rooms) growth, and we will take Kimpton to a 

total of 20 countries. So, we've been able to replicate that pioneering spirit of Kimpton, the really laid-

back unique service, but putting that forward design aesthetic into the brand and really generating 

those owner returns even in high-cost markets such as London and Paris. 

 

AM: Thanks, Jane. And now finally, Hotel Indigo. 

 

JM: Hotel Indigo is our Lifestyle brand at a premium price point and a concurrent, very efficient owner 

model. From a consumer perspective, it celebrates that no two travellers are the same and from a 

development perspective and design perspective, that no two neighbourhoods are the same. And it 

brings that ethos of the neighbourhood into the service style and into the design of the hotel. As I 

previously mentioned, Hotel Indigo is just now starting to go into a major growth acceleration phase, 

and it will take us less than half the time to get our second hundred hotels, as it did to get the first 

hundred and they are coming to multiple more countries in the future. We just opened one in Shibuya 

in Tokyo, and that's really the crossroads of Japan, the most photographed area of Japan and 

neighbourhood. So, it really defines that quintessential neighbourhood experience that we look for, 

for Hotel Indigo.  

 

But you don't need to go to a Hotel Indigo to experience it because we've just launched the largest 

campaign ever for the Hotel Indigo brand. And you'll soon be seeing it on television, in part of sports 

sponsorships, on TikTok, in cinemas, in all media channels, really bringing this brand out to the 

consumer community. What we've already seen is that our IHG One Rewards members flock to Hotel 

Indigo and it's turned out to be an enormous acquisition brand for new customers in that upper 

income level to IHG. And that premium segment is what feeds all three of our categories from Luxury 

& Lifestyle to our Essentials and Suites. And that critical Premium segment in between. These 

customers use all of our brands. So very high value to our owners, very high value to the guests and 

very high value to IHG. 

 

AM: Help us understand the importance of a leading Luxury & Lifestyle collection of brands not only 

to our loyalty programme, IHG One Rewards, but also to other ancillary revenue opportunities for IHG.  

 

JM: It's really a three-pronged approach in terms of how the Luxury & Lifestyle portfolio's success will 

benefit from, and be a benefit to, IHG. It's having that strong master brand of IHG Hotels & Resorts 

and we've put a lot of investment behind that master brand recently, the strong loyalty programme 

that brings customers into IHG and pushes them into our hotels where they have great experiences 

due to the training that we offer. And at the end of the day, it is having the quality brands and the 

tight band of quality of hotels that we let into those brands. So it's product, it's the master brand that 

the product is affiliated with, and it's the loyalty programme that serves as a revenue engine, but also 

a recognition programme that is critical to your Luxury & Lifestyle consumer.  
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How that unlocks some other revenue benefits for our owners and fee income for IHG is through our 

ability to branch into other industries such as spa & wellness. And even more critically, at this moment, 

residential. Nearly half of our Six Senses projects in the pipeline and open have a residential 

component which enables an owner to start to monetise the asset at an accelerated rate upon 

completion and closing of the residential sales process. And it enables us to grow not only having the 

capability to get the deal signed, but also much of that residential product at some point in time, is 

part, if not all of the time, is part of the hotel inventory, which we manage and of course, are able to 

offer to guests and generate fees and revenue from. 

 

AM: Excellent. And now let's end things on a bit of a fun note. Three things you're most excited about 

when it comes to Luxury & Lifestyle. 

 

JM: I'm very excited about some of the technology investments that we've made, which enable a 

luxury consumer or any of our consumers to purchase an upsold room, an upgraded room, either 

larger or with a better view at this point in time, and ultimately to our premium room products for 

Luxury & Lifestyle, including suites. And we're just in the process of launching stay enhancements, 

which is what will enable a consumer during the booking process to add some special things at a value 

to enhance their stay. They could range from anything as simple as parking to incremental bonus 

points with IHG One Rewards to something that might be a special amenity on arrival, if it's a special 

occasion. A favourite bottle of wine, some candies or sweets for children. So it's an ability for the guest 

to really dream reserve and actualise that dream. And yes, it's a way for our hotels to make more 

money for themselves, which again, a successful hotel means more hotels for IHG in the future with 

those owners.  

 

Two, are the new hotels in the pipeline and the quality of them and seeing them come to fruition in 

the opening process is truly exciting.  

 

And the third thing, is the talent of the colleagues that we are attracting. By bringing the Luxury & 

Lifestyle portfolio to life, we have people knocking on our doors wanting to come and work for us and 

we have people in our organisation aspiring and learning more and wanting to be part of the Luxury 

& Lifestyle team.  

 

AM: Excellent. And lastly, three openings you're most excited about?  

 

JM: Three upcoming openings I'm most excited about. I would say, as previously mentioned, the 

portfolio that will be opening over the next few years in Nepal, including Kathmandu. 

 

I would say our expansion of Kimpton, and I will be a bit selfish closer to home, the Kimpton Marbella 

is going to be something to really aspire to, to go and spend a vacation at. 

 

And I'm really excited about a new InterContinental under construction due to open in the Pacific 

Northwest, in the Seattle Metro area in Bellevue, Washington. And that hotel has a wonderful story 

as well. The owner grew up in Pakistan and he dreamed of one day being able to go to that  

InterContinental, that was at the time in Karachi, and have a coffee. And now he is the epitome of an 

InterContinental guest and he is actually building his own InterContinental. So, amazing to be 

entrusted with his dream and that asset. 
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AM: Fantastic. Well, Jane, thank you very much for your time today. It was really a pleasure having 

you with us. 

 

JM: Thank you, Aleks. And look forward to having more questions from our investor community on 

our Luxury & Lifestyle capabilities.  

 

AM: Thank you. We hope you've enjoyed today's episode of IHG Checks In On… If you have any 

questions on today's episode, covering our Luxury & Lifestyle collection of brands, please feel free to 

reach out to IHG's Investor Relations team. Thank you. 

 

END 


