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Cautionary note regarding forward-looking statements

” 113 7 1]

This presentation may contain projections and forward looking statements. The words “believe”, “expect”, “anticipate”,
“intend” and “plan” and similar expressions identify forward-looking statements. All statements other than statements of
historical facts included in this presentation, including, without limitation, those regarding the Company’s financial
position, potential business strategy, potential plans and potential objectives, are forward-looking statements. Such
forward-looking statements involve known and unknown risks, uncertainties and other factors which may cause the
Company’s actual results, performance or achievements to be materially different from any future results, performance
or achievements expressed or implied by such forward-looking statements. Such forward-looking statements are based
on numerous assumptions regarding the Company’s present and future business strategies and the environment in
which the Company will operate in the future. Further, certain forward-looking statements are based upon assumptions
of future events which may not prove to be accurate. The forward-looking statements in this document speak only as at
the date of this presentation and the Company assumes no obligation to update or provide any additional information in
relation to such forward-looking statements.

The merits or suitability of investing in any securities previously issued or issued in future by the Company for any
investor’s particular situation should be independently determined by such investor. Any such determination should
involve, inter alia, an assessment of the legal, tax, accounting, regulatory, financial, credit and other related aspects of
the transaction in question.




J!:.!}gl‘ .L‘]
\ 4
!. - Q q = x =
- .
T =
M, -
\ Crowne Plaza, Niagara Falls Spa, USA

17:00 — Presentation
18:00 — Q&A
18:15 — Drinks

19:30 — Close




In a growing, competitive industry, IHG has the right strategy to win

« The 4t largest global industry?
Growing GDP share: 10-year forecast CAGR = 3.9%!
Supported by powerful industry tailwinds

The Travel
& Tourism
Industry

Competition remains strong

Delivering preferred experiences through a differentiated brand portfolio

Building & leveraging our scale position
IHG’s
Winning
Model

Engaging with, and rewarding, our most loyal guests

Strategically managing distribution channels

Delivering an enhanced proposition to owners

« Generating superior returns for shareholders

1. WTTC Global report, 2015. 4t largest in terms of direct, indirect and induced impact.



IHG’s Commercial Strategy

& Deliver
a Consistent
& Differentiated
In-hotel Experience

Direct the
Preferred Way
to Book

Relationships
with High-Value
Guests

Supported by $1.6bn annual System Fund

Note: $1.6bn System Fund relates to FY 2015



IHG’s Commercial Strategy
- our major priorities and focus for today




Personalisation and engagement drives loyalty 9
- IHG is leading the way

IHG’s position of strength

* Industry’s 15t and largest loyalty programme with >98m members

Community
Membership

Unparalleled choice for guests
—>5,000 hotels across almost 100 countries

— More new reviews for IHG hotels on ihg.com than any other website!

Individuality & Driving loyalty through personalisation
Personalisation — Enabled by advanced CRM capabilities

Recent enhancements to consumer loyalty proposition
— Spire Elite: new top membership level

Enrolment to —Your Rate: exclusive loyalty member rates
Engagement

Enrolments up 19%; loyalty contribution up 2.2%pts (to 41.8%) YTD

Note: YTD =to end of August. 1. Datais for full year 2015.



The Guest Journey is digitising throughout
- IHG has invested early, building in-house expertise

Drivers

Advent of high - Extensive digital marketing capabilities
ROI — Experienced: 15t industry Performance Marketing programme (2002)

9 The Digital
Guest Journey

IHG’s position of strength

digital —In-house expertise: advanced data & analytics infrastructure
marketing

— Significant & growing spend: >$150m p.a.; one of largest hotel
advertisers with Google

* [IHG App: unparalleled digital connection with consumers
— Top rated & award winning
Increasing

mobile use _
throughout the — Delivered over 70% of IHG’s digital revenue growth YTD

— Provides the most in-app loyalty offerings in the industry

Guest Journey

« Digital revenue up 7%, or $190m YTD; within this, Mobile up 29% YTD

Note: YTD =to end of August.



State of the art GRS will drive future guest experience 9
- IHG is at the cutting edge -

Drivers

IHG’s position of strength

« Strong existing infrastructure
— Leading revenue management system
— Recently upgraded CRM systems

Greater choice &
flexibility

; « Building an innovative next-generation Guest Reservation System
Increased yield

management
sophistication — Significant benefits for owners: enhanced revenue performance and

advanced yield management capabilities

— Extensive choice for guests: ability to search/ select “attributes”

« A unified, flexible technology infrastructure
— Enabling us to better leverage guest data
— Future proofed, to take advantage of next consumer trends

Advanced
CRM capabilities

10




IHG’s Commercial Strategy is crucial to driving future
competitive advantage

Our Commercial Strategy is driving meaningful results

We are building on existing capabilities in a targeted & relevant way

We are delivering industry-leading solutions to complex issues

Leadership in this area is crucial to driving competitive advantage

11



Keith Barr
- Chief Commercial Officer

InterContinental Hetels Group
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Our Commercial Strategy
- Major priorities and our focus for today

14
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Crowne Plaza, Zhangzhou, China

IHG Rewards Club
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A strong relationship with guests is the foundation of Loyalty

Creating
Rewarding
Relationships

16



Loyalty drives results across several key metrics
- IHG Rewards Club members are our most valuable guests

Building
Preferred
Brands

Improve

Owner
Value

Drive
Marketing
Efficiency

>85% of qualifying nights at a given hotel come from members who
enrolled at another IHG hotel

~30% of members pay for additional hotel services
Members are 5x more likely to book through low-cost, direct channels
Loyalty revenues are ¢.15% more resilient during downturn

>35% of loyalty nights are from members who have been active
for 5+ years

Note: All data relates to IHG Rewards Club Members. Industry downturn includes the financial years 2008 to 2010.

17



Enhancing IHG Rewards Club
- improved status recognition to build deeper lifetime relationships

» Spire Elite top-tier status launched in July 2015
— For those attaining 75 nights per year
— Richest points incentives in the industry

— Companion upgrade to Platinum Elite status; or
25,000 points

C:hl'.ist()pher - Changed tier qualifications for other levels
Smith — More achievable tier thresholds

1 — Changing consumer behaviour
Chrlst()phe]‘ GOLD ELITE

‘Smlth * Delivering strong results YTD
— 15% more Spire-level members (75+ stays)!
— 11% more “advocate” members (20+ stays)

— Consistent growth in nights per member for those
attaining and close to attaining new tiers

*Rewards
Club

Note: YTD =to end of August. 1. 12 months post Spire launch vs. 12 months pre Spire launch
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Enhancing IHG Rewards Club

- highly valuable range of redemption options

Hotel redemptions

(~85% of total)

« Majority of redemptions at IHG hotels,
driving value for our owners

« Extensive redemption options (>5k
hotels across ~100 countries)

* >80% of our hotel redemptions at our
mainstream brands

« >3m room night redemptions in 2015

.=

ee0 02-UK = 14:07 0 90% )
e

{ Rewards lan
IG Club 62,408 PTS

) INTERCONTINENTAL. 020 33 499113

Sep 29 - Sep 30 Reward Nights >

Prague

Contact Hotel m 633 Rev;e;"s

Parizska 30, Prague
Jazzsoat Q Healtt

Ay ? @ t‘.ﬂ/léjx Spa
R -~ nterContinental
Legal ao¥ ;
%, A < sterka Th
Internet: Wireless Data Connection N/
Parking: Daily Parking Fee: 40.00 EUR

o 39,0007 Book Now

..... 02-UK 7 14:08

e ) INTERCONTINENTAL

P .

1 *

e L
S \

Prague
Thu29 Sep = Fri 30 Sep
1 Guest, 1 Room

CLASSIC ROOM

Reward Nights
Refundable

Points to be Deducted After Stay 35 000"

: American Express
Gibson ending in *003

Cancellation Policy:
Refundable. Canceling your reservation before
6:00 PM (local hotel time) on Wednesday, 28

) Swipe to Book

\

()
&
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Enhancing IHG Rewards Club
- highly valuable range of redemption options
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Other redemptions

(~15% of total)

- Extensive range, including several “low
point” options

* Drives engagement outside the “stay” phase

 Redemption choices include
— Digital media (eBooks, mp3, software)
— Extensive merchandise catalogue
— Experiential auctions
— Charitable donations
— Flights, rental cars

20



Enhancing IHG Rewards Club
- “Your Rate by IHG Rewards Club” — exclusive member pricing

Enhance Change price Your Rate by
Loyalty offer perception IHG Rewards
‘\ Club ®
’ ™ Introducing

| )
Christopher M@0y
St Smith \(( ) I ' R
Christopher oo sue
S Smiith R B T E

e .{5 gﬁ:«g}rds
.
Exclusive rate for IHG Reinforces that booking Live in >4,500 hotels,
Rewards Club members direct provides lowest rate across three regions

booking direct and full member benefits




We are promoting our “Your Rate” pricing proposition on thg.com
and in paid media

534 3 5 . ; ; lan Rewards % Rirm
08712212478 MNeed Help? Travel Advi Sign Out | i A diplet -
L 2212 eed Help ravel Advisory 2N U | 2.1 08 Points II'G Club PLAZA noves - E Ty Rd W
Costs 13p per minute + phone company’s access charge @ E'" =+
> How we compare ® =
= B
Im Reservations  Offers  Meetings ang Manchester Airport Crowne Plaza
Ny i £ ’
o Our Price 227.. Manchester Airport
Rooms and Rates
Back to Search Results Map data ©2016 Google
Expedia.com £235.00
crowyepuax SEI180S CIOSS rowne Plaza Manchester
vewsemons  Oyiord Road, Beaconsfield, HPO 2XE, United Kingdom Hotels.com £235.00
naependently checked Dy TRIPTEASE
20 Sep 2016 to 21 Sep 2016 « 2 Adults, 1 Room = Change Search AI rport
Refine Your Results 4.2 Y 7 - d-star hotel Website Directions
Rate Preference (1) v Room Preference ¥ @ Mon-smoking hotel. [| Accessible Room
CramiC e o S T Resat Al This stylish airport hotel is 0.5 miles from Manchester Airport and 3
miles from Quarry Bank Mill museum. ... More
Sortby: | Room Type v Cumency: [ — v %ﬂﬁrﬂﬂfﬁe Address: Ringway Rd, Manchester M30 3NS5
Phone: 0871 942 9055
o RESERVE NOW TO ENSURE YOU GET THIS LOW PRICE. ROOMS ARE LIN ITED. m Book a room
4
DELUXE 2 DOUBLE BED NONSMOKING L From £227.95 cex Check in [E Sun, 25 Sep Check out & Mon_ 26 Sep
(© only 1 room left:
Your stylish furnished room with 2 double beds is perfect for to 2 adults and 2 children View Ratesl 'E_‘; .
12 years and under or maximum 3 adults for an additional charge. Airconditioning free 8 E Booking.com £nT ?
WiFi flat screen TV complimentary mini bar and in room complimentary tea and coffee. E Read Real Guest Reviews - Get Instant Confirmation
3 Y
ja s
VL~ Ve H o
i View Gallery M Crowneplaza.com - Official website £112 >

_1 €]

1 Hstels Gaoup



Your Rate is driving faster direct channel growth whilst sustaining rate
and providing more loyal members

Since Your Rate launch: New loyalty member return rate
(% of new members)

IHG direct channel growth doubled to 4%

— Retail segment growth up 5%pts to 7% _@_&
B 2016 (Pre Your Rate)

No impact on Average Daily Rate Bl 2016 (Post Your Rate)
- Revenue Management optimisation

— Elimination of static wholesaler rates

Record enrolment growth of over 900k members per month

Improved return rate of new members

Within 30 days Within 90 days

23

Note: Data excludes Greater China, since Your Rate is not live in this region



These actions are driving strong growth in all key loyalty metrics

IHG Lovyalty Contribution (%)

Enrolments
) G

Engaged Members
(6+ stays YTD)

Advocate Members
(>20 stays YTD)

2014 YTD 2015 YTD 2016 YTD

24

Note: YTD =to end of August.
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The Digital Guest Journey
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IHG knows what guests need at every stage of their Journey

Make
reservation

Research trip

Continuous engagement and dialogue

Journey,
Hotel stay

Seek ideas, share
itinerary, post photos
& reviews

Read reviews,
check options

26




IHG’s digital strategy spans the whole of the Guest Journey, and is
underpinned by a consistently data-driven focus

Continuous engagement and dialogue

l—» DREAM PLAN BOOK STAY —
. SHARE__

SHARE

DATA - DRIVEN

O S
o0

© {83)-
™

2.(*| a0 ||
I°
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We execute a sophisticated digital marketing strategy leveraging multiple
media touchpoints throughout the Guest Journey

DREAM PLAN BOOK STAY

Email marketing
« Targeted promotions and loyalty lifecycle marketing

Social marketing
* Proactive marketing campaigns and reactive response

Social

[ Paid search
o  Advert placement in response to search queries
Digital g g ‘
Marketing Paid

S search g

~

Metasearch
* Promotion of properties on hotel metamediary sites

Affiliate listings
_ « Strategic deployment of “pay for performance” advertising

Programmatic

Performance Marketing
A

Affiliatef\
Listings
pet®©

Programmatic marketing
» Data-driven marketing targeting customer segments

28




Our digital marketing efforts target both members and non-members —
with a focus on customer acquisition and promoting direct channels

DREAM PLAN BOOK STAY

4 N\
09e

L)
HG &
u

Engage members
with personalised
messaging and
promotions to increase
share of wallet

g J

4 N\
09e

Non-Members

Address attractive
non-member segments
through targeted,
data-driven marketing

g J
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We drive share of wallet from our loyalty members through
targeted email communications and promotions

I “Rewards
Club

DREAM PLAN

Email Marketing

« ~800m emails p.a.in 15
different languages

* Highly segmented and
personal communications

* 400 promotional offer
variants, based on profile,
stay history, customer value

* Registrations for promotions
up 60% YoY?

BOOK

STAY

Dear Hasibe,

Congratulations! You've completed all your offers and earned 36,000 bonus points. We’re so excited for you and
appreciate that you continue to choose IHG when you travel. Our promotions are just some of the many ways that
your membership can make travel as rewarding as you want it to be.

So, ready for the fun part? It's time for you to get rewarded.

@ Enjoy What You’ve Earned

Points Earned

36,000 of 36,000 points

Completed Offers

1. Accelerate programmes Q1/Q2 2015 vs. Q1/Q2 2016

30



We drive share of wallet from our loyalty members through HG &

targeted email communications and promotions

DREAM PLAN BOOK STAY

Email Marketing Earn 36,000 total bonus points
Complete all your offfers to get 36,000 total bonus points

« ~800m emails p.a.in 15
different languages

Point Value Offer Description Status
* Highly segmented and
personal communications 5,000 June Bonus Offer O
Stay once in June and get 5,000 bonus points
Completed
* 400 promotional offer
variants, based on profile, 1.000 Stay Once Get 1,000 O
: ’
Stay histo ry, customer value Thank you for choosing IHG. Stay once and earn 1,000 bonus
points. Completed

* Registrations for promotions
up 60% YoY1 6,000 Stay 3 Nights O

Stay 3 nights and earn 6,000 bonus points.
Completed

31

1. Accelerate programmes Q1/Q2 2015 vs. Q1/Q2 2016



We bring loyalty to life across our social channels
— fostering strong relationships with our members

HG &
u

DREAM PLAN
Social Marketing

« Activity across all major social platforms

« Strengthen guest relationships by

— Sharing positive experiences and
great guest feedback

— Complaint handling — opportunity to
turn critics into advocates

* Proactive marketing campaigns

— Data-driven, targeted marketing
support for initiatives

— Major brand initiatives

BOOK

Kell z
. o =

This kind of treatment is why | @@
@ihgrewardsclub and staying at @Holidaylnn.
Thank you!

(e,
nave, GpRCIO
Tadter. ) @rcRanaddl

STAY

H5 IHG Rewards Club
Rowwrds May3 @

More rewards. More savings. Just for you.

EXCLUSIVE! Member Savings

Say hello to Your Rate-exclusive savings, just for IHG Rewards Club members. Get
our best rate available, only when you book direct at IHG.com.

NWW.IHG.COM Book Now

32



Performance Marketing allows us to ‘intercept’ guests close Non-Members

to booking, via keywords and metasearch

DREAM PLAN BOOK STAY

Performance Marketing

* Includes
— Keyword purchase
— Metasearch
— Affiliate listings

$125m of hotel revenue per month

28% of direct digital revenue

* Industry leader since early 2000s
— Pioneered funding model/ approach
— 7 regional offices; 17 languages
— >1,500 media partners

Bid on ~25m keywords at any time

Over 5bn impressions p.a.

« Continued leadership

— First to market with Facebook Price
Comparison Ads (Your Rate)

33




Keyword
p urc h ase gle holiday inn express kensington

All Maps Images Shopping News More v Search tools

About 2,180,000 results (0.53 seconds)

Holiday Inn Express - hiexpress.com

EX) www.hiexpress.com/Official v 020 3349 9169

4.9 Y%%Kk rating for hiexpress.com

We Promise You The Lowest Price For This Hotel Is On Our Site

Amenities: Free & Fast WiFi, Express Check-Out, IHG® Rewards Club Points

Lowest Price Promise Breakfast Included
Free WiFi An IHG Hotel

cromwell RO
Holiday Inn London @ e
- Kensington Forum

e

A\

%
©
>

®
S
) v

g ==
"%, Holiday Inn Express PR <
London - Earl's Coun@ p32 "l’eo Vo denen01s ool
L p da oogle

Sun, 2 Oct Mon, 3 Oct

Price ~ Rating ~ Hotel class ~ Amenities ~

Holiday Inn London - Kensington Forum
3.9 %k hk 4-star hotel
Contemporary hotel with a class

IEZI§ 18% less than usual

IHC

InterContinental Hetels Group




Keyword
purchase

Google

family vacations

All Images News Videos Maps More v Search tools

About 5,890,000 results (0.44 seconds)

Family Vacation Hotels - Holiday Inn Family Hotels - holidayinn.com
[ www.holidayinn.com/FamilyVacations/Holidayinn v
4.8 Y% %k rating for holidayinn.com
Kids Stay and Eat Free at Holiday Inn. Free Intemet. Book Your Hotel Today!
Free High Speed Intemet - Official Site - View Packages & Amenities - Best Price Guarantee
Amenities: Free High Speed Intemnet, On-Site Restaurants, Pools

Your Rate: New from IHG® Make a Reservation

Hotels & Destinations Our Best Price Guarantee

South Carolina Just Right - DiscoverSouthCarolina.com

X www.discoversouthcarolina.com/ v

Discover an Endless Amount of Activities for Family Vacation!

Discover South Carolina - Vacation Guides - Coastal Flavors - Camping - Trip Planner

Family Beach Vacations - caymanislands.ky

B8 www.caymanisiands.ky/ ¥

Great Family Vacation Deals To The Cayman Islands. Learn More Now

Only in Cayman - Weddings & Honeymoons - Dive Cayman - Family Vacations

Search Family Vacations - We Search 100s of Sites at Once
[ www.kayak.com/Family-Vacation v
Compare & Save on Family Vacations

8 Best Affordable Family Vacations | U.S. News Travel
travel.usnews.com/.../Best_Affordable_Family_Vacations/ v U.S. News & World Report ~
Taking the family on vacation is all about making memories. ... Based on traveler feedback, as well as
editor analysis, U.S. News compiled a list of affordable, kid-friendly destinations that won't break the
bank Best Affordable Destinations in the USA




Metasearch

Bath Search
Check-in Check-out
= Sunday, 02/10/16 @ Monday, 03/10/16 Double Room

Top Filters Extra Filters Go to map 80 out of 208 hotels Sort by Popularity Share w

Stars ' Holiday Inn Express Bath PR m

£63 Booking.com

Hotels.com
£90 £63

Ratin ) (2846 iew! sembo E
g C £128 Breakfast included

(RN RO
Sr B\ More deals: 25 View Deal

Price

Bath Priory
Expedia
Bath, 1.3 miles to City centre £176

Show only available hotels g # R&4 90/100 (805 reviews)

Distance from $ ' More deals: 22

City centre v ’

ebookers.com )
£149 Booking.com

max. 10 miles b > "
0.5 miles 10 miles | B . . LateRooms £205-
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We operate an Affiliate marketing programme within

Performance Marketing...

Non-Members

DREAM PLAN

Performance Marketing

 Online ads across 1,500+ partner sites

« Ads placed on alow risk, pay-per-
booking basis

 Exposes brands to large customer base

o

26% Off Black Friday in

R
o = 4 Y
3 {
Y lu."’@

15% Off §70
m Champs Sports Online Code

*MOCYS

&

2 For $5.99 Each on

July Today Only! Select Items

- S T
Up to 30% Off Bookings
l@_ InterContinental Online Sale

Shop today's trending deals and save big

Tieshay

Buy 1 Get 1 50% Off

LANDS'END

25% Off All Kids &

School Uniforms Day Deats Today Only

Get the Mobile App Blog fd

$15 Off Prescription Fill
Blink Health Online Code

amazon.conm KOHLS

Up to 70% Off Prime Today Only! Extra 20%

Off Your Purchase

37



Affiliate
listings

Get the Mobile App Blog g stquick v

i coupons ¥ == s“ings _

15% Off $70 Up to 30% Off Bookings $15 Off Prescription Fill
Champs Sports Online Code InterContinental Online Sale LUl Blink Health Online Code

Shop today's trending deals and save big

*MOCYS oo ﬁ%gﬁéay LANDS'END amazon.com KOHLS

25% Off Black Friday in 2 For $5.99 Each on Buy 1 Get 1 50% Off 25% Off All Kids & Up to 70% Off Prime Today Only! Extra 20%

July Today Only! Select Items School Uniforms Day Deals Today Only Off Your Purchase
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We are ahead of the curve in driving automated, cup || Non-Members

data-driven Programmatic Marketing

DREAM PLAN BOOK STAY

Programmatic Marketing

* Highly data-driven IHG Data Management

j Platf
— More targeted for the advertiser atform

— More relevant for the guest

1st Party Data

» Fast-growing advertising mechanism
— Total US spend more than doubled in last two years?

— Over 2/3 total digital display ad spending in 2016?

* IHG has in-house expertise and is ahead of the curve
— 40k targetable customer attributes
— 1000+ different guest segmentations
— ~50 campaigns YTD
— Very high ROI of >20x

1. E-marketer, April 2016 39




Incomplete booking at Hotel Indigo in Dallas Targeted re-marketing

/ ° °

*8000 ATAT = 11:04 AM 7 O 87% . ®8000 ATAT = 11:04 AM = 0 87% > 00000 ATRT = 11:04 AM 7 0 5 87% )
foxnews.com

& ihg.com ¢ & ihg.com C

l{':‘ Rewards
Sonia Club There'’s something timeless and romantic about a
=0NIE
! transatlantic crossing. There's the seemingly endless
Pﬁtg}co 1 877 407 2373 J open ocean, the leisurely pace, and the ships that
. | call to mind the glamorous ocean liners of the early
Dallas Downtown 20th century.
Oct 03 —» Oct 04 Best Available »
Filter Rooms: @ . 6. D
KING BED NONSMOKING x
YOUR RATE by IHGE Rewards Club
Kiﬂg uw...lm.1 39.68USD = Advance 358 1 39- 68USD

| Hotel Indigo -
Dallas, TX

P s1ad
B B $139.68

f ]
Member Rate Add Breakfast 9.70uso
Up to 2 people, per night
. KING BED NONSMOKING

YOUR RATE by IHG® Rewards Club Advance Purchase

19968 :

i KING BED NONSMOKING

Book Early & Save - Advance Purchase
144.00"°° S

Member Rate
KING BED NONSMOKING

YOUR RATE by IHG® Rewards Club Advance Purchase
with Breakfast

149.38"° S
M A

Perhaps the most iconic today is the Queen Mary 2,
which regularly carries passengers between New
York and Southampton, England in high style.

Its polished wood paneling, black-tie dinners, and
classic deck chair;
the 176-year-old

\

OIE

/\

¥
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1st Party Data
Holiday Inn Brand Family guest
Was a Gold Elite member
Downloaded mobile app
No activity for six months

H- IHG Rewards Club

fowards| gnonsored - %

Hands up who loves travelling! It's #TravelTuesday AND

#WorldTourismDay

Q0 =0

il Like P Comment

2 Comments 6 Shares

# Share

41



1st Party Data
Crowne Plaza and Kimpton guest
Platinum Elite member
Occasional stays in New York
Searched ihg.com for New York

Now open in NYC

at 35

th and 8th

nlﬁE HOTELS Book Now »

J
N
3'd Party Data

DIY enthusiast

High earner

Gym member

Reads health food magazines
J

Flexible spaces and fast, free Wi-Fi.

This is EVEN Hotels.

nlﬁ! HOTELS

Simple, natural options.
This is
EVEN Hotels.

42



1st Party Data

klds eat free

AT HOLIDAY INN

3'd Party Data
« Aged 40-50

« Two children
e Median household income

« Reads Mail Online
\_

It's a place to

c On n e ct Holiday Inn

Start your
Journey

Holiday Inn

BOOK NOW

43



Our brand websites and call centres are important for driving revenue and

an enhanced guest experience

DREAM PLAN =10]0].4

* Evolving and enhancing our brand websites

— 87 brand / language combinations
— Responsive websites

— High customer satisfaction overall and versus travel
industry benchmarks

- -
" 5‘ themost
f your stay

'

" k: njoy pancakes at nu

We know it’s the
lml thin, g s that
n make a journey
l ordinary.
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........... g 00

Get.the most
out of your stay.

WELC OME to far more tH‘aWthe expected

Plan Your Next Adventure  » /=

Mo =

e

Earn 60,000 points!
Plus a free night stay every year. >

d’i Holiday Inn HGXes ¢, = = The Right Stufft Right Here
Seize the mug.

Earn 60.000 points! And Help Yourself to Breakfast (3
Plus a f ht st g "
it atnboii oo Lo While You're at It

Recently Viewed Manage Reervations
More Options © lox knage R

GET THEMOST

outofyourstay . : selcome
Join IHG* Rewards Club Today >

HG =2 eoe0oee

Earn 60,000 points!
Plus a free night stay every year.

The Right Stuff, Right Here
BOOk NOW Always Included in Every Stay

45




Our brand websites and call centres are important for driving revenue and
an enhanced guest experience

DREAM PLAN =10]0].4

* Evolving and enhancing our brand websites s
— 87 brand / language combinations e . .‘“ﬁ"“:’i‘
— Responsive websites

STAY

— High customer satisfaction overall and versus travel
industry benchmarks

» Optimising our call centre network
— 11 call centres in 7 countries; 14 languages supported
— Important in Asian markets and for high-value guests
— Driving $1.5bn in revenue YTD ‘ _
— Using data to identify trigger points from web to _ 4({ f - 3
call centre . JATOR

We know it’s the
lml thin, g s that
n make a journey

(dlu

Note: YTD =to end of August. 46




... but the majority of digital revenue growth is from mobile, and
particularly from our App

DREAM PLAN =10]0]4 STAY

* Mobile revenue up 400% since 2012

. : Mobil
— Represents >70% of digital revenue growth in 2016 obile gross revenue (Sm)

1,073

* App revenue up 57% YTD (90%+ in China)
— Represents 86% of mobile revenue growth

552

« App adoption generates uplift on all key metrics:
— Increase bookings by 22% p.a.
— Stay 23% more nights p.a. 219

— Contribute 21% more rooms revenue p.a.

2012 YTD 2014YTD 2016 YTD

Note: App revenue increases as at 17 August 2016. App adoption uplifts are vs. control group of non-adopters and measured over the year prior
to and year after adoption. YTD =to end of August.
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We continue to invest in the App: now with 16 languages, a growing user
base and high penetration among our most valuable guests

DREAM PLAN =10]0] ¢ STAY

Multi award-winning App, rated Yook

Invested early: 15t to have apps on all major platforms

William

Mon, Nov 16 —> Tue, Nov 17

1.3+ million downloads YTD, up 15% YoY

Most in-app loyalty offerings in the industry I 303"

Introducing X
YOUR RATE

More rewards. More savings.

As a member, you now get better savings when you
book direct.

Significant concentration of loyalty members using App

YOUR RATE Look for YOUR RATE tag to save time and money.

- 55% of Spire Elite members Meeresers Mrvibs, oen

when you book using our App.

- 36% of Platinum Elite members

—~

. i M

48
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eee00 Sprint & 2:01 PM @& 7 77% W)

= MW siani

o Sprint & 8:14 PM 60% W._»

‘Rewards William

Club 1,000 points

Mon, Nov 16 —> Tue, Nov 17

Map 56 hotels Filter

Nelntrow York City- Times Square

()]

(49) YOUR RATE is available

l 0.5mi 303USD
|| ‘ %'ﬂ e
" .' ¥ Introducing X
g YOUR RATE

Q Find a Hotel

More rewards. More savings.

; # 2 As a member, you now get better savings when you
Introducing book direct.

YOUR RATE

More rewards. More savings.

Become a member and get better savings
when you book using our App.

Look for YOUR RATE tag to save time and money.

New York Times Square

M

/'\
i

IHC

InterCantineatil Bezels Group




China is a unique market and we offer a domestic site experience, dedicated

WeChat platform, and local payment solutions

DREAM PLAN =10]0] ¢ STAY

* Mobile drives over half of IHG’s Greater China bookings

» Half of all Chinese users spend >1 hour per day on WeChat; ¢.20%
spend >4 hours a day

* IHG operates a dedicated full-service WeChat Account
— Launched in 2013
— Real-time customer service support to our guests
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Mobile is increasingly being used after booking, for further research,
immediately before the stay occurs

DREAM PLAN BOOK STAY

Mobile users are

5X

0
oo 34%

opened via

more likely to
view an existing

. of digital |
mobile 55% bookings : reservation 0
B through mobile \/ 74 /O
of traffic .. / .
to our sites from W = of in-hotel guest
internet access

a mobile device .
from mobile

.
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Major CRM investment has allowed us to provide more flexibility to guests,
and to personalise our interactions

DREAM PLAN BOOK STAY

Greater in-hotel personal recognition via “arrivals report”, including:
— Previous Stay Data, Guest Reviews, Loyalty Status, Booking Channel

Arrivals
reports

High-use hotels performing better on several key guest satisfaction metrics
— Guest recognition, problem handling and guest review scores

Pre-selectable guest stay preferences

Stay — Built widest range in the industry (36)

preferences — e.g. rollaway bed, pillow type, early arrival

15t in industry to trial automated customer service Facebook Messenger ‘bot’
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IHG Connect will drive a superior guest Wi-Fi experience, will build loyalty

and enable future technology initiatives

DREAM PLAN

 Immediate guest benefits
— One-time Wi-Fi sign-on across all hotels
— Consistent, relevant landing page

« Laying future foundations
— In-room entertainment
— Location-based marketing

— Bandwidth and functionality for future
systems innovation

* Live in 1,500 Americas hotels by end of year

BOOK

CONNECT AS MEMBER

CONNECT AS GUEST




Welcome to IHG Wifi

C Q Crowne Plaza

168,950
POINTS BALANCE
Manage My Account
Eam Eit status by staying one more night or eaming 568
more points.
MY STAY

NEARBY

IHG® REWARDS CLUB

(S5) CROWNE PLAZA

Welcome to Crowne Plaza Atlanta Midtown

CLICK HERE FOR MORE

Experience the benefits of the all-new WorkLife Room

CLICK HERE FOR MORE

Your Current Charges

$1,258.00

Your Newest Benefit Is Our Best Price

VIEW MORE - HG® Rewards Ciub members save more
when bookiog wih i

eeese Verizon LTE 9:29 AM T % 79% W)

& emsp.cisco.com

InterContinental
Hotels Group

|EN ~

Connect Faster

It is now easier than ever to connect and stay
connected. Our guests can now enjoy quicker, more
reliable internet. Plus, IHG® Rewards Club members
only have to login once and are automatically
connected in the future at all participating IHG hotels.

Welcome to IHG Connect

Select an option below to connect to the Internet

CONNECT AS MEMBER ®

CONNECT AS GUEST ®

IHC

InterContinental Hetels Group
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We are implementing further uses of mobile to meet changing guest needs

DREAM PLAN BOOK STAY

( - N\ - N
. 3
Sprint T 434 PM 00% 3 eeee0 Sprint = 4:34 PM @ 100% ]

 Mobile Check-Out & Current Charges e
— Live in 860 Hotels (1,500 by end of year) i 2,212 270

New York City Times Square

onfirmation Number: 67812517

Plaase confim that you are ready 1o check out.
) . Change Currency
Should you need any further assistance, please vist

tha front desk or contact the hotel directly at

 Mobile Upgrade Notifications: P
— Pre-arrival room upgrade notifications to Spire Elite members ||~ b
— Live on IHG App in Q4 2016 e || (|

you provided upon check in to the hotel. Please
wisit the tront desk # you need 1o change yeur

Accommodation 189.00

— Upgrade emails have 2x the average email engagement rate

55




T L

eeseC Sprint T 4:34 PM @ 100% .. eeee0 Sprint F 4:34 PM @ 100% -
6 Check Out 6 Current Charges

| ﬁHoliday/nn Express _ New York City Times Square

' | New York City Times Square 1 | Jan 21,2016 - Jan 23, 2016

Confirmation Number: 67812517

Please confirm that you are ready to check out.
Change Currency

Should you need any further assistance, please visit
the front desk or contact the hotel directly at

1-123-123-1234. Date / Description Amount (USD)
Jan-21-2016

Would you like to receive a copy of

your bill via email? Accommodation 189.00
Room Tax 26.46

william.smith@domain.com Tourism District Assessment 2.84
Jan-22-2016

Current Charges Accommodation 189.00

Room Tax 26.46

Payment Method Tourism District Assessment 2.84

The amount due will be charged to the credit card Jan-23-2016

you provided upon check in to the hotel. Please Accommodation 189.00

visit the front desk if you need to change your ceo atio ’

payment method. Room Tax 26.46
Tourism District Assessment 2.84

Check Out Now

~ 4 Dnlanes £EA QN

& b
— ; —

rCsntinentil Hotels Gaoup



We have a leading and innovative Digital business, driving direct revenue
and profitability

DREAM PLAN =10]0] ¢ STAY

Segmented &

Personal P?oagt?écrlr:x(;?c Industrg/—l_eading
Communications natl Websites
Marketing & Apps Current Charges

TR Google
fi O]

tripadvisor

Performance
Marketing

Social
Marketing

Preferences
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IHG

InterContinental Hotels Group
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Crowne Plaza, Charlotte Executive Park, USA

Guest Reservation System

© 2016 IHG




Guest Reservation System provides availability and pricing from hotel

systems to marketing and booking channels

IHG.com <

Property

Mobile App

Call Centres y

Management
System

Sales &

A

OTA

GDS

Catering

Hotel direct §

\4

Point of Sale

(And further hotel systems)
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GRS will enhance our offer right across the Guest Journey

DREAM PLAN

New One-to-one Customer Centric Room & Non- Personalised
Capabilities marketing Shopping Room Sales Guest Data
» Tailored offers * Advanced search:
based on past - Hotels near beach
Enhanced bookings and - Theatre package
Guest stay preferences availability

Experience - Rooms below a

certain cost

Operational
Advantages

Greater yield maximisation, cross-sell and usability

IHG
Benefits

Higher revenues, more granular guest data, more agile systems
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We will be able to serve guests in the Plan stage with far

more search flexibility

Search type

Location & Attribute

Location, Date, Price

Property and Package

Date and Attribute

Guest need

“Which San Diego hotels offer
ocean view rooms?”

“l want to pay less than $150 for a
room in DC next week”

“l want the Theatre Time Out
package at Paris Le Grand ”

“I'd like a beachfront room
somewhere over Easter”

Results returned

Hotels with that attribute
List with teaser rates

List of hotels with availability
at that price point

Availability calendar for that
promotion/package

Hotels by location with that
attribute & availability
List with teaser rates
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GRS will enhance our offer right across the Guest Journey

BOOK

N One-to-one Customer Centric Room & Non- Personalised
Capabilities marketing Shopping Room Sales Guest Data

Top floor, corner room
Late check-out
Restaurant, spa
Meetings rooms
Lounge access

Enhanced
Guest
Experience

Operational

Advantages Greater yield maximisation, cross-sell and usability

IHG
Benefits

Higher revenues, more granular guest data, more agile systems




In the future we will be able to tailor and price our offer
accordingly, informed by past booking behaviours

BOOK

V4

Standard room
$100

" o

Exec room
$200

Quiet Zone
Free**

Ve

Top floor
Free* / +$20

Vs

Corner Room
+$15

Near Elevator
-$5

-+

Club Access
Free * /| +$20

v,

Premium Wifi
+$10

Total price
$145

* For Spire Elite members
** Brand Promise
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GRS will enhance our offer right across the Guest Journey

New
Capabilities

Enhanced
Guest
Experience

Operational
Advantages

IHG
Benefits

One-to-one
marketing

STAY

Customer Centric Room & Non- Personalised
Shopping Room Sales Guest Data

* Customised offers
during stay:
- Dinner for two
— Tickets to a show
- Golf tee times

Greater yield maximisation, cross-sell and usability

Higher revenues, more granular guest data, more agile systems
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We have a world-class partner in Amadeus as we shape the future
of industry reservations systems

 IHG & Amadeus: defining the future of

a M a D E u S Industry reservations systems

World-leading expertise « Amadeus is a highly experienced partner -
will build and maintain GRS

Launch partner for BA and Qantas

reservation and ticketing systems « Community model builds scale around a
commoditised process
Shares IHG’s vision for future of ~ IHG has “first mover” advantage

Industry reservation systems — Supportive of community model
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GRS offers significant benefits for IHG, given our advanced,
proprietary systems

« Categorise inventory better & display
additional room types

dMAdDEUS
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GRS offers significant benefits for IHG, given our advanced,
proprietary systems

« Categorise inventory better & display
a M a D E U S e } additional room types

CRM systems
®
Im Revenue Management

InterContinental Hotels Group

» Greater personalisation of offers
and upgrades

 Enables upselling at various points

Channel distribution in Guest Journey

systems

» Better yield management capabilities

B2B sales systems
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After extensive testing, we will start a multi-year rollout in 2017

2017 Q1 2017 Q2 2017 Q3 2017 Q4 2018 H1 2018 H2 PAONRS 2020+

Testing &
integration

~~ Ongoing 2~

Alpha, Beta, Pilot Rollout updates W,

B

Growing sophistication and benefits
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InterContinental Hotels Group

N
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Holiday Inn Resort, Bali Benoa
SRR,

Conclusion
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We have continued to drive strong progress against all key metrics
2016 YTD vs. 2014 YTD unless otherwise indicated

. + 3.8%pts Rz'vge'fﬁfe f +20% to $2.9bn

Guest Love

Loyalty t System f 0 0
Contribution + 3.4%pts to 41.8% Contribution + 2.9%pts to 74.7%

Hotel

lower with owner f
1 —_ 0
costof Sale ‘ 20% wyour Rate” Advocacy? +4.0%pts

1. Estimated decrease in $total cost of sale for an equivalent booking that moves from OTA to Your Rate (direct channels); includes standard fees, commissions,
connection and credit card costs, Loyalty fee and Your Rate discount. 2. 2015 vs. 2014 (2016 survey not complete)  Note: YTD =to end of August.
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Disciplined execution of our commercial strategy will continue to deliver
for guests, owners and shareholders

Create
& Deliver
a Consistent
& Differentiated
In-hotel Experience

Guests

Delivering

Owners
results for

Direct the
Preferred Way

Relationships
with High-Value
Guests

Shareholders
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InterContinental Hotels Group
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InterContlnentaI Pattaya Resort, Thailand
¥, 5 BB OB TR

Q&A
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