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Most pure play, asset light global hotel company IHG

- highest quality of earnings

High quality revenue stream

« >95% of profits from fee business following disposal of InterContinental Hong Kong
+ ~80% of IHG'’s fee revenues linked to hotel revenues

« ~20% linked to hotel profits

IHG benefits from industry upside, but more resilient in a downturn

Sep YTD 2018 Open Rooms Sep YTD 2018 Pipeline Rooms

. Franchise
B Vvanaged
58%
69% Owned & Leased
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Global business with a presence in nearly 100 countries;
concentrated in the US and China

Closing room count (k)

September 2018
(Global: 826k rooms)

Closing pipeline rooms (k)

September 2018
(Global: 267k rooms)

IHG

. Americas
. EMEAA

. Greater China

October 2018
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Strong YTD performance across all regions IHG

& good progress against new strategic initiatives

Rooms RevPAR H1l Results +8%
underlying EBIT
5.1% net rooms 2 7% Global
< growth growth +25%
- - - $ 1 underlying EPS
- - - Highest Good + x
D signings for 10 momentum in - +10% interim
years each region i dividend
Redeploylng resources New brands added

$125m efficiency programme well
underway

1 (Xegert
@ « Embedding new organisational GVId - g
structure AN IHG' HOTEL HOTELS & RESORTS

Starting to drive results

October 2018 © 2018 All Rights Reserved Proprietary and confidential — further reproduction or distribution is prohibited 4



IHG
Delivering a strong Q3 performance across all regions

Group The Americas

« Q32018 RevPAR = 1.0% .+ Q32018 ReVvPAR = flat; US = (0.5)%

* 5.1% net rooms growth * 2.7% net rooms growth

* 19k openings — up 74% YOY * 6k openings

« 27k pipeline signings — up 39% YOY our strongest in 10 years * 11k pipeline signings, incl. 2.4k for avid hotels

Greater China

* Q32018 RevPAR =2.5% * Q32018 RevPAR =4.8%

« UK =1.1%; CE = 4.3% with continued growth in terror markets « Mainland = 4.5%, HK SAR = 5.2%, Macau SAR = 3.8%
* 5.5% net rooms growth * 16.6% net rooms growth

* 10k pipeline signings

7k pipeline signings

S

October 2018 © 2018 All Rights Reserved Proprietary and confidential — further reproduction or distribution is prohibited 5



Update on new strategic initiatives IHG
— on track to deliver industry leading net system size growth

5. Optimise our preferred portfolio 1. Build & leverage scale

of brands for owners & guests

« Strengthening existing brands
« 3x new brands in <12 months

b TTToTToToooooommmmmo e ’ IHG’s

« Embedding new organisational structure
« Starting to drive results

|
|
|
: « $125m efficiency programme underway
|
|

Strategic

4. Evolve owner proposition Model 2. Strengthen loyalty programme

» Creating a more personalised and
differentiated offering

* Innovative Franchise Plus model for
Holiday Inn Express in Greater China now
>100 open and pipeline hotels

3. Enhance revenue delivery

» IHG Concerto in >95% of hotels
* Ontrack for 2018 completion

October 2018 © 2018 All Rights Reserved Proprietary and confidential — further reproduction or distribution is prohibited 6



New organisational structure is improving our speed to market and realising IHG
financial efficiencies to invest in growth

New organisational structure OM 2018 Signings
o— 0
i—p» +43%
Integrated = +23% Excl. avid!

Global
Marketing
organisation

New regional .
g Commercial

& Technology
organisation

operating
structure

New Brands

3X

7\

Supported by wider organisational changes m new brands in

<12 months

19M 2018 avid signings, 10.0k rooms

October 2018 © 2018 All Rights Reserved Proprietary and confidential — further reproduction or distribution is prohibited 7



On track to deliver $125m of savings by 2020 to reinvest in growth; costs
being incurred as planned, with some margin benefit in H1

Continued Fee Margin Progression

Total annual savings of $125m by 2020

Total annual savings of $125m by 2020
Phasing unchanged; 2018: 40%, 2019: 80%, 2020: 100%

H1’18: $6m benefit from timing difference between savings
and reinvestment

Continue to expect savings to be fully re-invested on an
annual basis

Exceptional Cash Costs

Unchanged at $200m
2017 = $31m; H1’18 = $48m

$70m expected in H2 '18 and the remaining amount in 2019.

Reported fee marqgin! progression

+0.8%pts

52.7%

53.5%

H1 2017 H1 2018

* Fee margin growth of 1.7%pts at CER

* Medium term fee margin progression will be broadly in
line with the historic average of ~135bps p.a.

1 Fee margin stated at AER

IHG

October 2018
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Our strategy for uses of cash remains unchanged and we are committed to IHG
future shareholder returns

$

Invest in the Maintain sustainable Return surplus
business to growth in ordinary funds to
drive growth dividend shareholders

Commitment to Investment Grade Credit Rating
2.0x — 2.5x Net Debt : EBITDA

October 2018 © 2018 All Rights Reserved Proprietary and confidential — further reproduction or distribution is prohibited 9



_ IHG
Conclusions

We have delivered a strong performance YTD Sept 2018

We are working at pace and delivering against our new strategic initiatives

Our company-wide efficiency programme is on track to deliver the expected savings by 2020

We are confident in our ability to deliver industry-leading net rooms growth over the medium term

We remain confident in the outlook for the remainder of the year

October 2018 © 2018 All Rights Reserved Proprietary and confidential — further reproduction or distribution is prohibited 10
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Significant cashflow from operations well above capex needs

Free cash flow H1 2018 ($m)

IHG

m(lo)mm 308
0
(230)
49
EBITDA® Working System Fund® Exceptional ’ Interest & tax  Net cashflow  Maintenance Underlying Recyclable FX, other Dividends (Increase)/
capital & other inflow/(outflow) ltems from operations capex & key  free cash flow & system receipts & decrease
movements before contract money fund capex one offs in net debt
acquisition
costs

» Underlying free cash flow up $57m year-on-year
« Gross capital expenditure of $129m covered 2.4x by net cashflow from operations

1 Before exceptional items and system fund results; 2 System Fund result excludes exceptional costs of $30m in relation to efficiency programme ; 3 Includes $48m relating to group wide efficiency programme ($16m in relation to the system

fund)

October 2018 © 2018 All Rights Reserved Proprietary and confidential — further reproduction or distribution is prohibited
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IHG
Targeted capital expenditure to drive growth

Medium term guidance unchanged:

Maintenance capex 20 22

~$150m per annum

Maintenance capex, * Key money: ~$75m per annum
key money and selective Key money 24 25
investments
Total 44 47
B pecAlt * ~$100m per annum but expected
Gross out 80 32 to be broadly neutral over time
Recyclable
investments Gross in (7) (@)
Net total 73 30
.20 HL 2018 B
Gross out 62 50 * Repaid when depreciation charged
System fund capital to System fund
investments Gross in (17) (16) * Depreciation of GRS starting in H2 2018
Net total 45 34
Gross total 186 129

* Gross: up to $350m per annum

Total capital investments _
Net total 162 111 * Net: ~$150m

October 2018 © 2018 All Rights Reserved Proprietary and confidential — further reproduction or distribution is prohibited 13



IHG
Highly cash generative business driving strong shareholder returns

 Strong cash flows driving consistent Ordinary dividend progression 2003-2017 (¢)
shareholder returns

+ $500m special dividend announced at o 104
Q3 2018? I Final M interim 85
7
* 2018 Interim dividend of 36.3¢ 6a 1O o
55 64

e FY’17 Total dividend of 104¢, 58

with 11% CAGR since 2003

48
52
41 41 43 47
39
S . 20 N 2o [ *°
* $0.4bn special dividend paid 36
' i BE E B B
o ey ekl -
* Total returns of $13bn since 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018
2003, ~40% from operations

* $2.3bn ordinary dividend

. $10.7bn additional Shareholder returns 2003-17 ($m)

12,973

 Strong financial position: 7,844
* $1.4bn Bonds?
* $0.3bn RCF utilised?®

* $1.1bn RCF unutilised Asset disposals Operational cash flows Total

1 Special Dividend with share consolidation to be paid in Q1 2019 subject to shareholder approval 2 First Bond (E400m) matures in November 2022; 2 Revolving Credit Facility matures in March 2022

October 2018 © 2018 All Rights Reserved Proprietary and confidential — further reproduction or distribution is prohibited 14
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We have a clearly defined strategy which will continue
to drive superior shareholder returns

Value creation: delivering industry-leading medium term net rooms growth

Model Targeted portfolio
. Optimise our .
preferred portfolio of levle'rgggdsc&ale
R - Attractive markets
IHG’ c .
Strategic « Highest opportunity segments
Model

4. Evolve owner 2. Strengthen loyalty

proposition programime « Managed & franchised model

. Enhance revenue delivery

* New organisational design will redeploy resources to leverage scale and accelerate growth

D|SC|pI!ned * Initiatives funded by company-wide efficiency programme
execution . L : .
« Capital discipline & balance sheet philosophy remain unchanged

Whilst doing business responsibly

IHG

© 2018 All Rights Reserved Proprietary and confidential — further reproduction or distribution is prohibited
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But in order to deliver industry-leading net rooms growth over IHG

the medium term, we need to make out strategic model work harder

1. Build & leverage scale
Design a new organisational structure which redeploys
resources to leverage scale and accelerate growth

2. Strengthen loyalty programme
Continue to innovate IHG Rewards Club to create a more
differentiated offering and leverage & expand loyalty partnerships

IHG’s 3. Enhance revenue delivery
Strategic Prioritise digital & technological innovation to drive
Model increased direct revenues e.g. Guest Reservation System

4. Evolve owner proposition
Upweight owner support to accelerate growth & expand our
industry leading franchise offer into new areas

5. Optimise our preferred portfolio of brands for owners and guests
 Strengthen & grow existing brands
» Augment portfolio with new brands to match identified valuable
opportunities

October 2018 © 2018 All Rights Reserved Proprietary and confidential — further reproduction or distribution is prohibited 17



New organisational structure which redeploys resources to leverage IHG
scale and accelerate growth

Integrated Commercial and

New regional operating structure Global Marketing organisation

Technology organisation

Elie Maalouf Eri_c el : Claire Bennett
Regional CEO, Americas _?2&?@%";;“8;;@} Chief Marketing Officer
Jolyon Bulley _ + Sales, Channels & Revenue + Strengthened brand, loyalty &
izl EE0) et Sl Management integrated with marketing capabilities to drive
technology to maximise delivery agility & efficiency
gg”;‘:;l gﬂé‘gpgi;;‘;l + Increased speed in deploying + Global brand category leads
2 ' new products and services introduced to drive performance &

growth
* Improved efficiency through

removal of duplication * Leverage shared services to
maximise scale benefits & drive
effective marketing

» Directing focus and effort on those
markets that matter most, whilst
leveraging best practices to drive
profitable growth

Paul Edgecliffe-Johnson
Chief Financial Officer

Yasmin Diamond
EVP, Global
Corporate Affairs

George Turner
EVP, Business Reputation
& Responsibility

Ranjay Radhakrishnan
Chief Human
Resources Officer

October 2018 © 2018 All Rights Reserved Proprietary and confidential — further reproduction or distribution is prohibited 18



IHG
Relentless cost control has contributed to strong margin growth in recent years

Fee Revenue growth. .. ...together with financial ..-has led to significant
discipline and scale benefits... fee margin growth
$1,437m $423m 50.4%
$1,255m $382m 44.7%
Fee Gross Fee
Revenue Overheads Margin
2014 2017 2014 2017
2014 2017
* Incremental fee revenue from: * Relentless focus on cost management
- New build: 40% « Centralised procurement
- RevPAR growth: 60% « Zero based budgeting
« Offshoring

All numbers stated at AER.

October 2018 © 2018 All Rights Reserved Proprietary and confidential — further reproduction or distribution is prohibited 19



Our new efficiency programme will redirect resources against our additional

strategic initiatives whilst maintaining margin progression

...which we will
|dentified ~$125m p.a. reinvest into the
cost efficiencies... business

to drive growth...

Realised by 2020, achieved through:

* New flatter, simpler, organisational - Targeting savings and reinvestment
structure matched each year

* Near shoring, off shoring and

outsourcing non-core activities «  $200m exceptional costs to achieve

* Increased automation

* New ways of working

...and deliver ongoing
margin growth into
the future

« 135bps average p.a.
over the past 12 years

« Expected to maintain similar
increases in the medium term

IHG

October 2018 © 2018 All Rights Reserved Proprietary and confidential — further reproduction or distribution is prohibited
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Optimise our preferred portfolio of brands for

owners & guests

IHG
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Brand organisation restructured into categories to maximise

synergies & efficiencies and to drive performance

Mainstream

HolidayInn
Express

Holiday Inn
Holiday Inn Holiday Inn
Club Resort
Vacations
@

I.IEM_R%. CANDLEW@D
S UITES J

SUITES

avid

AN IHG*HOTEL

574k rooms open
196k pipeline rooms

Upscale
CROWNE PLAZA HUALUXE

HOTELS & RESORTS SSSSSSSSSSSSSSSS

$£ERARABNA

HHIF‘OTELS B iNisico

134k rooms open
45k pipeline rooms

J

IHG

INTERCONTINENTAL

HOTELS & RESORTS

KIMPTON'

HOTELS & RESTAURANTS

Cxegent

HOTELS & RESORTS

83k rooms open
21k pipeline rooms

October 2018
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IHG

Holiday Inn

2 Continued roll-out of new guest room designs across all regions

Holiday Inn Express Woodstock, GA — After renovation

Holiday Inn Express Mesquite, TX — Before renovation

October 2018 © 2018 All Rights Reserved Proprietary and confidential — further reproduction or distribution is prohibited 23



IHG

E’i Rapid deployment of new breakfast offering in the US

Holiday Inn Express & Suites Galesburg, IL — Before renovation

October 2018 © 2018 All Rights Reserved Proprietary and confidential — further reproduction or distribution is prohibited 24



KIMPTON'

HOTELS & RESTAURANTS

IHG

Leveraging IHG’s system to build a global luxury boutique brand

Driving global growth for Kimpton:
» Global expansion gathering pace
« H1 2018 signings in Frankfurt, Shanghai & Mexico City
* July 2018 — Four UK hotels, including London
 Builds on 2017 debuts in Greater China and South East Asia.

Leveraging the benefits of Kimpton’s unique offer:
» Leveraging design and F&B best practices into IHG’s network

« Kimpton Karma fully integrated into IHG Rewards Club

October 2018
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IHG

We have a systematic approach to identifying new brand opportunities

Mainstream?

Categories

Upscale

» ~$115bn global segment
* ~$65bn of growth to 2025

High value, high
growth segment?!

Owners with new build opportunities
looking for a streamlined operating model
with attractive returns and low cost of
investment

Owner Opportunity

IS GompEinG Industry leading midscale brand expertise

Criteria

Offer
(]
avid
Offering -
AN IHG*HOTEL

1 Mainstream classified as Midscale and Upper-Midscale; 2 STR & IHG estimates

* ~$40bn global segment
« ~$20bn of growth to 2025

Existing hotel owners looking for access
to low cost, high revenue delivery
systems.

Industry leading revenue management &
reservation tools, strong B2B offer and
loyalty programme

+ ~$60bn global segment
* ~$35bn of growth to 2025

Owners with existing hotels and new build
opportunities looking for a high-end
product that generates sizeable returns
per asset

Largest global Luxury brand operator?
Expertise in new luxury division

(CRegenl

HOTELS & RESORTS

October 2018
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IHG

av Id.. Delivering on guest and owner needs

AN IHG"HOTEL

Clear and Rooms designed Focused, high- Confidence

simple booking for sound sleep quality breakfast in all we do E'/ CI
edan

[/ Sleep
[*{ Great value

Simple to
Simple to

Simple to

Lower build costs

October 2018 © 2018 All Rights Reserved Proprietary and confidential — further reproduction or distribution is prohibited 28



avid

AN IHG"HOTEL

On track to become IHG’s next brand of scale

Brand design / concept

* Focused on the essentials that make a difference for guests

» Fits onto a smaller land parcel than Holiday Inn Express

* New build only

* Fully procured solution to maximise owner returns

Growth potential

IHG

« 150 signings (14k rooms) — including launches in Canada and Mexico

» Recent launch in Germany with a Multiple Development Agreement

with one owner to bring 15 hotels to the German market

» First hotel opened in Oklahoma City (<1 year after brand launch)

October 2018
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VOCO

AMIHG'HOTEL

voco - new upscale brand launched in June

Brand design / concept

« Targeted at high guality individual and locally branded hotels

» Defined by three guest moments

« Developed in conjunction with an Owner Advisory Board

Growth potential

« Initially focused in EMEAA, with roll out in Americas and Greater
China at a later date

» First property to be opened in Australia in Q4 2018

* 4 hotels to be added as part of the UK portfolio deal

« Afurther 6 hotels have been signed to date in the EMEAA region
« Positive owner reaction with >20 deals under active discussion

« Expect to sign >200 hotels in 10 years

IHG

October 2018
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. IHG
VOCO voco - defined by three guest moments

AMIHG'HOTEL

Come on in Me lime voco lile

October 2018 © 2018 All Rights Reserved Proprietary and confidential — further reproduction or distribution is prohibited 31



(CRegenl

HOTELS & RESORTS

Regent Hotels & Resorts

IHG

— Iconic upper luxury brand; majority stake now acquired

Brand design / concept
* Upper luxury brand with world renowned heritage and brand equity
» Positioned above InterContinental

* InterContinental Hong Kong to return to the Regent brand in early 2021
following a major renovation

Growth potential
» 51% stake completed on 1 July 2018
* 6 open hotels (2.0k rooms); 2 pipeline hotels (0.3k rooms)
« Brand relaunch underway
* Recently signed Regent Kuala Lumpur
« Multiple new sites under discussion in key gateway cities and resorts

« Expected to grow to >40 hotels over the long term

October 2018
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Strengthen Loyalty Programme
& Enhance Revenue Delivery

IHG



Our loyalty programme delivers sustainable growth to IHG and IHG
our owners, and meets the needs and wants of our guests

Profitable Revenue
IHG® Rewards Club encourages
members to spend more, through

more profitable channels

Members are 7x more likely
to book direct

Building Brands
IHG® Rewards Club builds relationships
creating an experience that guests love,
and a willingness to try new brands

~90% of qualified nights are from
members who enrolled at a different hotel

Driving Efficiency
IHG® Rewards Club creates
efficiencies when talking to and
targeting our customers

~75%% of qualified revenue is
from members who opt-in to engage with
us directly

October 2018
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We have significantly enhanced our loyalty programme in recent years IHG
and will continue to do more to drive up loyalty contribution

39.0%
______________________________________________________________ Launched Spire Elite — a new top-tier status
» 17% more Spire-level members since launch (75+ stays)
 Delivers one quarter of our loyalty revenue
Driving up

Launched Your Rate by IHG Rewards Club — exclusive member pricing
 Driven +3.4%pts direct channel growth?
« +2.0%pts retail segment growth?!

IHG’s Loyalty
Contribution (%)

Launched new strategic partnerships
-------------------------------------------------------------- « Amazon Kindle — offers members free eBook downloads (US &UK)
42 5% » Fuel Rewards — members earn points when topping up (US)
» Didi — members get exclusive discounts on rides (Greater China)
* Open Table & Grubhub — 15t hotel partnership to offer points for reservations (US)

Continue to evolve and innovate
» Create a more differentiated offering
» Further leverage loyalty partnerships

\ 4

1-In the 12 months post launch

October 2018 © 2018 All Rights Reserved Proprietary and confidential — further reproduction or distribution is prohibited 37



The IHG revenue delivery enterprise supports 5,300+ hotels across
~100 countries and delivers some 76% of rooms revenues

B2B Sales Systems CRM Systems

Channel Distribution
Systems

Revenue Management
& GRS Tools

IHG'’s
revenue
delivery

enterprise

Digital Marketing IHG Rewards Club

Operational Expertise Innovative Technology

IHG

October 2018 © 2018 All Rights Reserved Proprietary and confidential — further reproduction or distribution is prohibited
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IHG
Leading digital content and technology innovation drive direct channel delivery

Lower cost direct channels driving delivery FY 2017 Channel Revenue Contribution

* $2.0bn of mobile gross bookings p.a. in 2017, up by 29% YoY 76%
and up from <$50m in 2012

17% OTA

Technology innovation provides platform for future growth

* IHG Connect seamless logon L Gbs
* Implemented/being installed in ~3,000 hotels
* Guest Love! up ~5pts 4% gfb?—leovrgrg?rect
* Revenue Management for Hire
« Now mandatory in US2 Cal centres
* Driving 6pt year-on-year RGI uplift3
IHG Digital

* Guest Reservation System (Web & Mobile)

* On-track & on-budget to begin roll-out in end of 2018

1Overall internet score, pre vs. post-implementation; 2Unless a full-time, certified revenue manager is employed at the property; Average RGI uplift for hotels joining RMH in 2016

October 2018 © 2018 All Rights Reserved Proprietary and confidential — further reproduction or distribution is prohibited 39



IHG has a long history of Digital & Technological innovation
- Leading the industry in revenue management and guest reservation technology

H MQRI;INBESZ&'PI us GRS
1965 1979 2002 2017
I I I I

Guest Reservations

Revenue Management

1993 2006 2008
HIR ™ PERFOORM  PERFCORM

OPTIMAL REVENUE MANAGEMENT

with Price Optimization

2017

enhanced
IHG® RMS

IHG Concerto™

— _—
TS LGRS MPVIS] S&C RS, (NN

Along with a new user

interface, revenue and

reservation functionality
combine to form the first
phase of IHG Concerto.

IHG

October 2018 © 2018 All Rights Reserved
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IHG Concerto™ & our Guest Reservation System
- we are driving a fundamental shift in how hotel solutions are delivered to users

IHG Concerto is a cloud, based, powerful new
hotel technology platform

It will incorporate a comprehensive set of capabilities into

a single seamless hotel management tool

Designed to enhance usability, guest satisfaction,
loyalty, and revenue for hotels

Provides GMs with a powerful dashboard, plus online

training and assistance

Initial functionality live in >95% hotels across all regions:

* IHG’s new Guest Reservation System

* Revenue management (yield & price optimisation)
» Improved efficiency, ease of use and modern look

& feel
On track to complete roll out end of 2018

= IHG conceno = @ 8@
Home ?
Snapshot My Revenue Opportunities ! Activity Center (0)
Today  Tomorrow Pricing  Variance  Demand 0O Aens »
1 N eook %03 0yt = Q MyTasks >
20
84% M98 Avallable g O Broadcast Messages »
Overbooking Level o
cafEsaiE  CaFEBZONE  OSFEBIOIE
ADR (c20) BFR (c20) wCurrent o Optmized @ Compattne g Currant
136.22 159.00 BFR BFR benchmark  Hurdie Point
fozresa 2FEB2D18 1135 want 1o v

Today's Arrivals 97 Guest HeartBeat

mbership  Channel
Summary  Membership  Channel @ Member Recognitc

verall Experience  Current Month (Feb)
s0.59 100.00

Iwantto v

IHG CQI’]C@I”[QW

Powerful new suite of hotel technology

Reservations,
‘Raie & Inventory
*Management

Service
Optimisation

Sales &
Catering

Yield & Price
Optimisation

Property
Management

TONCERTO HOME

IHG

October 2018
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IHG’s ~$1.2 bn! System Fund supports our brand marketing

and our revenue delivery system

Brands

IHG

INTERCONTINENTAL. KIM PTON‘

ssssssssssssssssssssssssssssss

hotel
INDIGO Hi HOTELS
5B
==
HUALUXE CROWNE PLAZA
‘"’.fﬂﬁﬁ/‘ﬁﬂ' HOTELS & RESORTS
Holiday Inn
Holidoy inn
Kx:c:b»ons
= " ©
[RLETEL | CANDLEW®D
ssssss
L
av Id
I H G° Rewards
Club

1As at 31 December 2017

Sources of Income

Marketing & Reservations

Assessment
~3.0% of rooms revenue

IHG Rewards Club Point Sales

~4.75% IHG Rewards Club bill

Other fees for value add services
e.g. pay for performance programmes

IHG

Sources of Spend

Advertising & Marketing

Distribution
(Reservation & Channels)

IHG Rewards Club

October 2018
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IHG
2018 current trading - strong underlying financial performance

Results from reportable segments? Underlying? Reported

Revenue $875m $838m 4% $900m
Revenue from fee business $699m $664m 5% $719m
Operating profit $398m $370m 8% $406m
Fee-based margin 54.4% 52.7% 1.7%pts 53.5%
Interest® $(47)m $(40)m 18% $(38)m
Reported tax rate 23% 32% (9)%pts 23%

Reported basic weighted average shares 190m 196m (3)% 190m
Adjusted EPS 142.1¢ 113.8¢ 25% 145.8¢
Interim Dividend [36.3]¢ 33.0¢ 10% [36.3]¢

1Reportable segments excludes system fund results, hotel cost reimbursements and exceptional items; ?2Reportable segment results excluding owned asset disposals & significant liquidated damages and stated at constant H1 2017 exchange
rates (CER); @ Stated at actual exchange rates; Reported interest excludes $9m of interest charges in relation to the System Fund
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IHG
Resilient fee-based business model driving solid fee revenue growth

H1 2018 underlying fee revenue! $699m up 5.3%?

H1 2018 Group RevPAR growth H1 2018 system growth (%YoY)
RevPAR E—
3.7%
6.0% « 22k rooms opened, up 11%
X excluding 3.5k rooms added in
2.1% 4.1% Makkah in H1 ‘17
Rooms — * 10k rooms removed (FY 2018
1%pts removals expected to be at
higher end of 2-3% range)
X
* Regent and UK portfolio
ADR Occupancy RevPAR Gross complete in Q3 (4.2k rooms and
Royalty Rate — 1.1k pipeline rooms)

H1 2018: +2.5% Total RevPAR growth?

1Underlying fee revenue excludes owned, leased and managed lease hotels, significant liquidated damages, System Fund results, and hotel cost reimbursements at constant H1 2017 exchange rates (CER); 2Growth stated at CER
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Strong penetration into developing markets continues to dilute short term IHG
RevPAR but provides a long runway for future revenue growth

RevPAR Growth % Net rooms growth % Adjusted

Underlying Fee Comments
H1 2018 Comparable Available Revenue! Growth %

All hotels Aggregate
H?{:Z'j;g?rt] :\T‘lve that were open number of
months bein in H1 2018 and 30t June 2018 rooms available
compared (i g H1 2017 (incl vs 2017 for sale in
steapd statt.a). hotels that are H1 2018 vs H1
y ramping up) 2017
Americas 3.2% 3.4% 2.3% 2.3% 4.3% * Broadly in line
EMEAA 3.0% 0.4% 5.0% 6.0% 4.4% » Total RevPAR impacted by openings in developing markets
+ Total RevPAR impacted by a number of properties in ramp
up and openings in less developed cities
Greater 10.1% 4.5% 11.9% 8.2% 12.7% o o _
China * Rooms available impacted by timing of openings and
removals
Total 3.7% 2.5% 4.1% 4.0% 5.3%

1Underlying fee revenue excludes owned, leased and managed lease hotels, significant liquidated damages, System Fund results and hotel cost reimbursements at constant H1 2017 exchange rates (CER).
2 Excluding three properties in Venezuela
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Americas IHG
Improving US RevPAR performance; avid hotels” momentum continues

« Comparable RevPAR up 3.2%, US up 2.7% H1 2018 Growth in fee revenue drivers?
« Q2 US ReVvPAR up 2.9% 4.3%

3.2% 3.4%

2.3%

* YoY net rooms growth 2.3% (Gross: up 4.2%) 2.3%

« Fee revenue! up 4.3%

; . ; : ; . Comp. Net rooms | Fee revenue | Total RevPAR  Available
. 2 0 2 0,
Underlying? revenue up 5%; underlying? profit up 4% impacted by: RevPAR RoOMS
- Lower hotel termination fees
- Costs related to legal disputes H1 2018 Net rooms growth (‘000s)
- Small net negative impact from previously disclosed items 497 501

* Underlying owned and Leased profit up 13% driven primarily by trading at
InterContinental San Juan

* Pipeline: 115k rooms; 20k signed
130 avid hotels signed since launch in Sept’17; 82 in H1 2018

FY 2017 Exits Openings H1 2018

1 Fee Revenue excludes owned, leased and managed lease hotels, significant liquidated damages, System Fund results, and hotel cost reimbursements at constant H1 2017 exchange rates (CER)
2 Underlying revenue and profit excludes significant liquidated damages, System Fund results and hotel cost reimbursements at constant H1 2017 exchange rates (CER)
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Europe, Middle East, Asia and Africa IHG
Continued recovery in terror impacted markets; tough comps in UK

+ Comparable RevPAR up 3.0% (Q2 up 3.0%)

Continental Europe up 5.9% H1 2018 Growth in fee revenue drivers?
- . 0

| | 6.0%
- 0 ' !
- Middle East down 7.0%; i 4.4% ;
- Australia and Japan both up 3.5% 3.0% | :
L 04%
- YOY net rooms growth 5.0% (Gross: up 6.5%) | i
Comp. Net rooms : Fee revenue :Total RevPAR  Available
RevPAR | : Rooms

* Fee revenue! up 4.4%
H1 2018 Net rooms growth (‘000s)

. . . 202
 Underlying? revenue up 1%; underlying? profit up 12% 199 0
e o IFPORIER aom
- Timing impact of savings from group efficiency programme
» Pipeline: 67k rooms; 9k rooms signed
- Includes 2k room portfolio in Thailand

FY 2017 Exits Openings H1 2018

1 Fee Revenue excludes owned, leased and managed lease hotels, significant liquidated damages, System Fund results, and hotel cost reimbursements at constant H1 2017 exchange rates (CER)
2 Underlying revenue and profit excludes significant liquidated damages, System Fund results and hotel cost reimbursements at constant H1 2017 exchange rates (CER)
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Greater China IHG
Continued industry outperformance; record room signings and openings

Comparable RevPAR up 10.1% (Q2 up 9.3%, +3.1%pts vs industry) _ _
H1 2018 Growth in fee revenue drivers!

- Mainland China up 9.1%, Tier 1 up 10.0%; Tier 2-4 up 8.4% 12.7%

11.9%

- Hong Kong SAR up 13.1%; Macau SAR up 19.5% 10.1%

8.2%
* Total RevPAR up 4.5% due to our continued acceleration in net rooms

growth and our increasing penetration in higher growth, lower RevPAR 4.5%

cities
* YoY net rooms growth 11.9% (Gross: 13.2%) Comp. Net rooms | Fee revenue ! Total RevPAR  Available
* Record openings of 7k rooms RevPAR Rooms

H1 2018 Net rooms growth (‘000s)

* Fee revenue! up 12.7%
107

« Underlying? revenue up 13% and profit> up 13% 102

* Pipeline: 80k rooms

- 17k rooms signed, highest H1 on record, including 32 Franchise Plus
signings (>100 since May 2016)

- Also includes 5 InterContinental signings (1.4k rooms)
FY 2017 Exits Openings H1 2018

1 Fee Revenue excludes owned, leased and managed lease hotels, significant liquidated damages, System Fund results, and hotel cost reimbursements at constant H1 2017 exchange rates (CER)
2 Underlying revenue and profit excludes significant liquidated damages, System Fund results and hotel cost reimbursements at constant H1 2017 exchange rates (CER)
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IHG
Our leading position in Greater China

Market dynamics in Greater ...and IHG’s strategy delivers
China are evolving... preferred brands...

Market dynamics by tier: H1 2018

Tier 1 Tier 2 Tier 3/4 Holiday Inn
10.0% 9.8% Express

Holiday Inn

6.3% AN IHG"HOTEL AN IHG"HOTEL

6.1%

...in the right locations to take

SupplyDemand IHG SupplyDemand [HG SupplyDemand IHG advantage.
RevPAR RevPAR RevPAR
H1 2018: system & pipeline distribution — all brands

Greater China industry rooms revenue CAGR: 2013 - 171

12%

5%
- _
Total Industry Upper-Midscale Segment Tier 1 Tier 2 Tier 3/4

Il ripeline Il System Size

1Source: STR. Represents compound annual growth rate from 2013 to 2017
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IHG
H1 2018 significant items

Flags at FY 2017 results H1 2018 FY 2018
Timing of tax credit Americas +$4m +$4m
US Healthcare programme Americas $(2.5)m $(5)m
Crowne Plaza Accelerate fee incentives? Americas $(2.5)m $(5)m

Flags at Q1 2018 results H1 2018 FY 2018

Individually significant Liquidated Damages EMEAA +$3m +$7m

Flags at H1 2018 results H1 2018 FY 2018

Individually significant Liquidated Damages Greater China +$4m +$4m

IFirst disclosed at Interims 2016: Crowne Plaza Accelerate fee incentives over the three year period starting in 2017
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Currency translation increases H1 2018 group EBIT

from reportable segments by $2m

Reportable Segments
Reported H1 2018 vs H1 2018 at H1 2017 rates?

Revenue

Reportable Segments
H2 2017 at 29 June 2018 rates® vs reported H2 2017

Revenue

IHG

Americas - $(2)m
EMEAA $13m $4m
Greater China $4m $2m
Central Overheads $2m $(2)m
Total IHG $19m $2m

$(2)m $(2)m

$(2)m $(1)m
- $1m

$(4)m $(2)m

1 Major non USD currency exposure by region (Americas: Canadian Dollar, Mexican Peso; EMEAA: British Pound, Euro, Russian Rouble, Japanese Yen, Singapore Dollar; Greater China: Chinese Renminbi; Central: British Pound). 2Based on

monthly average exchange rates each year. 3 29 June 2018 spot rates: 0.76 GBP:USD; 0.86 EUR;USD.
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Fee margin! by region

Americas

2017 FY 75.0%

2017 H1 76.3%

2018 H1 75.5%

Greater China

2017 FY 44.4%

2017 H1 43.6%

2018 H1 43.5%

Europe, Middle East, Asia and Africa

2017 FY 56.1%

2017 H1 54.4%

2018 H1 61.3%

Total IHG

2018 H1 54.4%

1 Excludes owned, leased & managed lease hotel results, significant liquidated damages, System Fund results, hotel cost reimbursements and exceptional items and is stated CER.

IHG
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~50% of efficiency programme costs now recognised; majority of the IHG
remaining $200m cost expected in H2 2018

H1 2018 - Total

FY 2017 H1 2018 to date

IHG (exceptional) 23 32 55
Cash costs System Fund (exceptional) 8 16 24
Total 31 48 79
IHG (exceptional) 36 32 68
Book costs System Fund? 9 30 39
Total 45 62 107

1 Note that System Fund efficiency programme costs do not qualify as exceptional items on the income statement
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IHG
Revenue and Operating Profit

Total Revenue Total Operating Profit

Half Year Full Year Half Year Full Year

2018 2017 2017 2016 2018 2017 2017 2016
Fee Business 413 396 811 796 310 302 608 602
Owned, Leased & Managed Leases 101 95 188 173 18 16 29 24
Total Americas 514 491 999 969 328 318 637 626
Fee Business 153 136 294 274 94 74 165 148
Owned, Leased & Managed Leases 80 79 163 165 0 4 6 9
Total EMEAA 233 215 457 439 94 78 171 157
Fee Business 69 55 117 112 32 24 52 46
Total Greater China 69 55 117 112 32 24 52 46
Central Results 84 77 157 147 (48) (50) (102) (123)
Total Reportable Segments 900 838 1,730 1,667 406 370 758 706
System Fund 618 592 1,242 1,199 (12) 25 (34) 35
Reimbursed Revenue (Fee Business) 595 534 1,103 1,046 - - - -
Total IHG 2,113 1,964 4,075 3,912 394 395 724 741
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Free Cash Flow Generation

$m 6 months to 30 June 2018 6 months to 30 June 2017
Operating profit from reportable segments? 406 370
System Fund result? 18 25
Depreciation & amortisation? 54 53
Working capital & other movements (176) (190)
Loyalty programme deferred revenue net movement 73 43
Equity-settled share-based cost 19 13
Retirement benefit contributions, net of cost (12) -
Purchase of shares by employee share trusts 3) 3)
Cash flows relating to exceptional items? (55) 4)
Net interest paid & similar charges (11) 9)
Tax paid® ) (0)
Capital expenditure: key money (25) (24)
Capital expenditure: maintenance® (22) (20)
Free cash flow 261 204

Before System Fund result and exceptional items.

Excludes tax paid on disposals.

[ O

System Fund result stated before exceptional cost of $30m in relation to efficiency programme.
Includes System Fund depreciation & amortisation of $16m (30 June 2017 $17m).

Includes $48m relating to the efficiency programme ($16m in relation to the System Fund) in the six months to 30 June 2018 (30 June 2017 $nil).

Shown net of $3m landlord contributions to property, plant and equipment in the six months to 30 June 2018 (30 June 2017 $7m).
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Uses of Free Cash Flow

$m 6 months to 30 June 2018 6 months to 30 June 2017
Free cash flow 261 204
Capital expenditure: Recyclable investments (32) (80)
Capital expenditure: System Fund investment (50) (62)
Disposal receipts: Other 2 7
Ordinary dividend (130) (227)
Special dividend - (404)
Dividends paid to non-controlling interests Q 3)
Net cash inflow/(outflow) 50 (465)
Exchange & other non-cash items Q (85)
Opening net debt (1,851) (1,506)
Closing net debt (1,802) (2,056)
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2018 Current Trading
Comparable RevPAR, ADR & Occupancy Growth

Constant US$

Total Americas
Total EMEAA

Total Greater China
Total IHG

United States:
InterContinental
Kimpton
Crowne Plaza
Hotel Indigo
EVEN Hotels
Holiday Inn

Holiday Inn Express

Staybridge Suites

Candlewood Suites

All Brands

(0.0%)
2.5%
4.8%
1.0%

2.5%
0.3%
(1.9%)
2.5%
2.3%
(0.9%)
(0.8%)
1.2%
(0.7%)
(0.5%)

1.4%
2.2%
3.6%
1.7%

4.0%
(0.9%)
0.8%
2.0%
1.1%
1.7%
0.5%
1.6%
0.6%
1.1%

(1.0)
0.2
0.8

(0.5)

(1.2)

1.0
(2.0)

0.3

0.9
(1.8)
(1.0)
(0.4)
(1.0)
(1.2)

2.0%
2.7%
8.2%
2.7%

3.1%
(0.9%)
0.5%
5.0%
7.4%
1.0%
1.4%
3.9%
2.3%
1.5%

1.9%
2.0%
3.8%
1.9%

3.1%
(0.3%)
2.0%
1.6%
0.1%
2.0%
1.1%
2.2%
2.2%
1.5%

0.1
0.6
2.7
0.5

(0.0)
(0.5)
(1.0)
2.5
5.3
(0.6)
0.3
1.3
0.1
(0.0)
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IHG
Comparable RevPAR — 9 Months to 30 September 2018

Constant US$

InterContinental 43 | 74.0% 0.2 203.67 4.0% 150.61 4.3% 2 81.4 (2.9) 284.92 7.5% 231.93 3.8% 45 | 74.4% 0.0 208.51 4.2% 155.04 4.2%
Kimpton 54 [ 80.8% (0.3) 240.48 1.7% 194.30 1.3% 54 | 80.8% 0.3) 240.48 1.7% 194.30 1.3%
Crowne Plaza 1451 69.4% (1.0) 126.85 2.0% 88.03 0.5% 145 | 69.4% (1.0) 126.85 2.0% 88.03 0.5%
Hotel Indigo 41 | 75.0% 2.6 158.21 1.5% 118.70 5.1% 41| 75.0% 2.6 158.21 1.5% 118.70 5.1%
EVEN Hotels 3] 83.0% 8.6 194.10 | (2.3%) 161.04 9.0% 3 72.3 1.9 151.87 2.4% 109.80 5.1% 6| 77.7% 5.3 174.72 0.1% 135.78 7.4%
Holiday Inn 691 | 68.1% (0.2) 115.75 2.0% 78.83 1.8% 2 82.5 2.2 175.64 8.0% 144.95 11.0% 693 | 68.2% 0.1) 116.30 2.1% 79.33 1.9%
Holiday Inn Express 2,054 | 70.1% 0.3 115.65 1.3% 81.10 1.7% 2,054 | 70.1% 0.3 115.65 1.3% 81.10 1.7%
Staybridge Suites 222 | 78.8% 11 121.12 | 2.5% 95.41 3.9% 222 | 78.8% 1.1 121.12 | 2.5% 95.41 3.9%
Candlewood Suites 360 | 75.5% 0.2 85.97 2.1% 64.87 2.4% 360 | 75.5% 0.2 85.97 2.1% 64.87 2.4%
Americas 3,613 | 70.9% 0.1 121.61 1.8% 86.18 2.0% 7 79.8 0.3 212.02 6.1% 169.24 6.4% 3,620 [ 70.9% 0.1 122.13 1.9% 86.61 2.0%
InterContinental 85| 72.9% 0.5 216.25 1.9% 157.72 2.6% 4 66.9 0.3 210.73 (2.5%) 141.07 (2.1%) 89| 72.6% 0.5 215.98 1.7% 156.85 2.4%
Crowne Plaza 148 | 72.9% 0.3 127.94 3.3% 93.26 3.7% 148 | 72.9% 0.3 127.94 3.3% 93.26 3.7%
Hotel Indigo 22 [ 80.6% 1.7 152.61 1.9% 123.07 4.1% 22 | 80.6% 1.7 152.61 1.9% 123.07 4.1%
Holiday Inn 340 | 74.1% 0.9 104.77 2.0% 77.68 3.2% 1 95.2 (2.2) 140.26 8.7% 133.46 6.3% 341 74.2% 0.8 104.92 2.0% 77.87 3.2%
Holiday Inn Express 259 | 77.6% 0.4 92.68 1.1% 71.91 1.6% 259 | 77.6% 0.4 92.68 1.1% 71.91 1.6%
Staybridge Suites 10| 771% | (1.5) | 127.18 | 1.7% | 98.09 | (0.3%) 10| 77.1% | (1.5) | 127.18 | 1.7% | 98.09 | (0.3%)
Other 1| 79.6% | (2.7) 7757 | (0.7%) | 61.77 | (3.9%) 1| 79.6% | (2.7) 7757 | (0.7%) | 61.77 | (3.9%)
EMEAA 865 | 74.5% 0.6 125.49 2.1% 93.52 2.8% 5 70.5 0.0 198.78 (1.3%) 140.11 (1.2%) 870 | 74.5% 0.6 126.18 2.0% 93.98 2.7%
InterContinental 35| 66.1% 3.7 133.62 1.6% 88.31 7.7% 35| 66.1% 3.7 133.62 1.6% 88.31 7.7%
HUALUXE 41 57.8% 10.5 77.54 3.8% 44.84 26.8% 41 57.8% 10.5 77.54 3.8% 44.84 26.8%
Crowne Plaza 73 | 63.8% 3.3 84.67 3.8% 54.05 9.6% 73| 63.8% 3.3 84.67 3.8% 54.05 9.6%
Hotel Indigo 5] 72.8% 5.9 172.85 2.2% 125.91 | 11.2% 5] 72.8% 5.9 172.85 2.2% 125.91 | 11.2%
Holiday Inn 73 | 69.2% 1.9 74.23 3.2% 51.37 6.1% 73| 69.2% 1.9 74.23 3.2% 51.37 6.1%
Holiday Inn Express 68 [ 68.3% 1.2 52.39 5.6% 35.80 7.4% 68 | 68.3% 1.2 52.39 5.6% 35.80 7.4%
Greater China 258 [ 66.6% 2.7 84.33 3.8% 56.19 8.2% 258 [ 66.6% 2.7 84.33 3.8% 56.19 8.2%
Total IHG | 4,736 | 71.2% 0.5 118.41 1.9% 84.36 2.7% | | 12 75.8 0.2 206.78 3.1% 156.84 3.5% | | 4,748 | 71.3% 0.5 118.94 1.9% 84.77 2.7%
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IHG
Comparable RevPAR — 3 Months to 30 September 2018

Constant US$

InterContinental 43| 74.9% | (15 | 20534 | 6.3% | 153.82 | 4.2% 2| 824% | (46) | 28520 | 6.6% 23495 | 0.9% 45| 75.3% | (1.7) | 210.09 | 6.3% | 158.24 | 3.9%
Kimpton 54| 853% | 09 | 23370 | (0.3%) | 199.23 | 0.7% 54| 853% | 0.9 | 23370 | (0.3%) | 199.23 | 0.7%
Crowne Plaza 145 71.1% | (1.9) | 127.29 | 0.8% | 90.47 | (1.8%) 145| 71.1% | (1.9) | 127.29 | 0.8% | 90.47 | (1.8%)
Hotel Indigo 41| 753% | 04 | 16200 | 2.0% | 121.91 | 2.5% 41| 753% | 04 | 162.00 | 2.0% | 12191 | 2.5%
EVEN Hotels 3| 883% | 37 | 20445 | (1.2%) | 180.59 | 3.0% 3| 724% | (19 | 15952 | 37% 11543 | 1.1% 6| 805% | 09 | 18452 | 1.1% | 14846 | 2.3%
Holiday Inn 691 | 71.2% | (1.1) | 119.98 | 1.7% | 85.45 | 0.1% 2| 755% | (34) | 15355 | 9.9% 11591 | 5.1% 693 | 71.3% | (1.1) | 12025 | 1.7% | 85.68 | 0.1%
Holiday Inn Express | 2,054 | 73.6% | (1.0) | 118.90 | 0.7% | 87.49 | (0.6%) 2,054 | 73.6% | (1.0) | 118.90 | 0.7% | 87.49 | (0.6%)
Staybridge Suites 222| 815% | (0.4) | 122.00 | 1.9% | 99.42 | 1.4% 222| 815% | (0.4) | 12200 | 1.9% | 99.42 | 1.4%
Candlewood Suites 360 | 785% | (0.9) | 8659 | 0.6% | 68.00 | (0.5%) 360 | 785% | (0.9) | 8659 | 0.6% | 68.00 | (0.5%)
Americas 3613 73.9% | (1.0) | 12421 | 13% [ 91.72 | (0.0%) 7] 773% | 35 | 20666 | 6.8% 159.82 | 2.1% 3620 73.9% | (1.0) [ 12456 | 1.4% | 9207 | (0.0%)
InterContinental 85| 75.5% | 08 | 224.80 | 2.9% | 169.81 | 4.0% 4| 724% | 45 20389 | (47%) | 14755 | 1.6% 89| 75.4% | 1.0 | 22374 | 25% | 168.64 | 3.9%
Crowne Plaza 148 | 75.6% | (0.7) | 129.07 | 3.4% | 97.52 | 2.4% 148 | 75.6% | (0.7) | 129.07 | 3.4% | 9752 | 2.4%
Hotel Indigo 22| 851% | 11 | 15824 | 2.7% | 134.69 | 4.1% 22| 851% | 11 | 158.24 | 2.7% | 13469 | 4.1%
Holiday Inn 340| 781% | 05 | 10506 | 1.7% | 8204 | 2.4% 1| 924% | (55 | 14577 | 8.9% 13468 | 2.8% 341| 781% | 05 | 10523 | 1.8% | 8222 | 2.4%
Holiday Inn Express 259 | 82.4% 0.1 95.26 0.5% 78.46 0.6% 259 | 82.4% 0.1 95.26 0.5% 78.46 0.6%
Staybridge Suites 10| 827% | (23) | 128.85 | (1.1%) | 106.55 | (3.8%) 10| 827% | (2.3) | 128.85 | (1L.1%) | 106.55 | (3.8%)
Other 1| 771% | ©6) | 7674 | (6.2%) | 59.13 | (16.5%) 1| 772% | (96) | 7674 | (6.2%) | 59.13 | (16.5%)
EMEAA 865| 78.1% | 02 [ 12754 [ 220 | 99.66 | 25% 5] 749% | 32 19489 | (27%) | 14593 | 1.7% 870| 78.1% | 02 [ 12818 | 2.2% | 100.12 [ 25%
InterContinental 35| 703% | 20 | 13260 | 31% | 9315 | 6.0% 35| 70.3% | 20 | 13260 | 3.1% | 9315 | 6.0%
HUALUXE 4| 627% | 88 | 7588 | 31% | 47.59 | 19.9% 4| 627% | 88 | 7588 | 31% | 4759 | 19.9%
Crowne Plaza 73| 67.5% | 1.6 | 8468 | 3.4% | 57.16 | 5.9% 73| 67.5% | 1.6 | 8468 | 3.4% | 57.16 | 5.9%
Hotel Indigo 5| 736% | 30 | 17054 | 2.6% | 125.56 | 6.9% 5| 736% | 30 | 17054 | 2.6% | 12556 | 6.9%
Holiday Inn 73| 726% | (02 | 7333 | 1.7% | 53.26 | 1.5% 73| 726% | (02) | 7333 | 1.7% | 53.26 | 1.5%
Holiday Inn Express 68| 71.9% | (08) | 5175 | 4.4% | 37.22 | 3.3% 68| 71.9% | (0.8) | 5175 | 4.4% | 37.22 | 3.3%
Greater China 258 703% | 08 | 8365 | 3.6% | 5881 | 48% 258 703% | 08 | 8365 | 36% | 5881 [ 48%
Total IHG | 4736] 745% | (05 [ 12039 1.7% | 8068 | 1.0% || 12] 763% | 06 | 20174 | 28% 153.91 | 2.0% 4748 | 745% | 05 | 12086 | 1.7% | 90.05 | 1.0%
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System Size
Count as at
30 September
2018

InterContinental
Kimpton

Crowne Plaza
Hotel Indigo

EVEN Hotels
Holiday Inn
Holiday Inn Express
avid hotels
Staybridge Suites
Candlewood Suites
Other

Americas

Regent
InterContinental
Kimpton

Crowne Plaza

Hotel Indigo
Holiday Inn

Holiday Inn Express
Staybridge Suites
Other

EMEAA

Regent
InterContinental
HUALUXE

Crowne Plaza

Hotel Indigo
Holiday Inn

Holiday Inn Express
Other

Greater China

Regent
InterContinental
Kimpton

HUALUXE

Crowne Plaza
Hotel Indigo

EVEN Hotels
Holiday Inn

Holiday Inn Express
avid hotels
Staybridge Suites
Candlewood Suites
Other

Total System Size

26 7,193 23 9,726 2 822 51 17,741

0 0 65 12,447 0 0 65 12,447

140 36,249 16 5,262 0 0 156 41,511
49 5,923 5 1,132 0 0 54 7,055

3 360 3 503 3 498 9 1,361

755 129,484 13 3,975 2 903 770 134,362
2,268 204,477 2 359 0 0 2,270 204,836
1 87 0 0 0 0 1 87

227 23,842 28 3,511 0 0 255 27,353
330 29,239 61 7,553 0 0 391 36,792

8 8,099 85 13,681 0 0 93 21,780
3,807 444,953 301 58,149 7 2,223 4,115 505,325
1 440 1 131 1 195 3 766

15 4,554 85 25,765 4 1,441 104 31,760

0 0 1 274 0 0 1 274

99 22,718 78 22,326 0 0 177 45,044

25 2,289 6 850 0 0 31 3,139
302 49,885 80 20,800 1 207 383 70,892
259 33,915 34 8,006 0 0 293 41,921

8 1,116 4 589 0 0 12 1,705

3 827 7 7,803 9 1,698 19 10,328

712 115,744 296 86,544 15 3,541 1,023 205,829

1 538 2 702 0 0 3 1,240

1 570 44 17,999 0 0 45 18,569

0 0 8 2,335 0 0 8 2,335

1 466 89 31,580 0 0 90 32,046

0 0 9 1,387 0 0 9 1,387

4 2,124 88 26,033 0 0 92 28,157

23 3,896 101 23,876 0 0 124 27,772

1 433 8 2,653 0 0 9 3,086

31 8,027 349 106,565 0 0 380 114,592

2 978 3 833 1 195 6 2,006

42 12,317 152 53,490 6 2,263 200 68,070

0 0 66 12,721 0 0 66 12,721

0 0 8 2,335 0 0 8 2,335

240 59,433 183 59,168 0 0 423 118,601
74 8,212 20 3,369 0 0 94 11,581

3 360 3 503 3 498 9 1,361
1,061 181,493 181 50,808 3 1,110 1,245 233,411
2,550 242,288 137 32,241 0 0 2,687 274,529
1 87 0 0 0 0 1 87

235 24,958 32 4,100 0 0 267 29,058
330 29,239 61 7,553 0 0 391 36,792
12 9,359 100 24,137 9 1,698 121 35,194
4,550 568,724 946 251,258 22 5,764 5,518 825,746
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Pipeline

Count as at
30 September

2018

InterContinental
Kimpton

Crowne Plaza
Hotel Indigo

EVEN Hotels
Holiday Inn
Holiday Inn Express
avid hotels
Staybridge Suites
Candlewood Suites
Other

America

Regent
InterContinental
Kimpton

Crowne Plaza
Hotel Indigo
EVEN Hotels
voco hotels
Holiday Inn
Holiday Inn Express
Staybridge Suites
Other

EMEAA

InterContinental
Kimpton

HUALUXE

Crowne Plaza

Hotel Indigo

EVEN Hotels
Holiday Inn

Holiday Inn Express
Other

Greater China

Regent
InterContinental
Kimpton

HUALUXE

Crowne Plaza
Hotel Indigo

EVEN Hotels

voco hotels
Holiday Inn
Holiday Inn Express
avid hotels
Staybridge Suites
Candlewood Suites
Other

Total Pipeline

3 694 3 783 0 0 6 1,477
0 0 15 2,033 0 0 15 2,033

9 1,987 0 0 0 0 9 1,987
32 4,157 1 78 0 0 33 4,235
4 568 3 476 0 0 7 1,044
122 15,572 2 360 0 0 124 15,932
500 47,653 0 0 0 0 500 47,653
150 13,991 0 0 0 0 150 13,991
158 16,523 0 0 0 0 158 16,523
103 9,189 0 0 0 0 103 9,189
5 785 19 3,128 0 0 24 3,913
1,086 111,119 43 6,858 0 0 1,129 117,977
0 0 2 264 0 0 2 264

2 177 28 7,001 0 0 30 7,178

0 0 5 854 1 155 6 1,009
13 2,595 26 6,560 0 0 39 9,155
18 2,265 25 3,954 0 0 43 6,219
1 200 0 0 0 0 1 200

0 0 1 170 0 0 1 170
36 6,420 67 17,329 0 0 103 23,749
78 12,533 42 7,654 0 0 120 20,187
8 1,191 10 2,462 0 0 18 3,653

2 304 0 13 0 0 2 317
158 25,685 206 46,261 1 155 365 72,101
0 0 27 8,059 0 0 27 8,059

0 0 4 899 0 0 4 899

0 0 20 5,939 0 0 20 5,939

2 600 38 11,658 0 0 40 12,258

0 0 17 2,788 0 0 17 2,788

0 0 6 1,438 0 0 6 1,438

1 220 52 14,374 0 0 53 14,594
105 18,329 61 12,574 0 0 166 30,903
0 0 1 279 0 0 1 279
108 19,149 226 58,008 0 0 334 77,157
0 0 2 264 0 0 2 264

5 871 58 15,843 0 0 63 16,714

0 0 24 3,786 1 155 25 3,041

0 0 20 5,939 0 0 20 5,939
24 5,182 64 18,218 0 0 88 23,400
50 6,422 43 6,820 0 0 93 13,242
5 768 9 1,914 0 0 14 2,682

0 0 1 170 0 0 1 170
159 22,212 121 32,063 0 0 280 54,275
683 78,515 103 20,228 0 0 786 08,743
150 13,991 0 0 0 0 150 13,991
166 17,714 10 2,462 0 0 176 20,176
103 9,189 0 0 0 0 103 9,189
7 1,089 20 3,420 0 0 27 4,509
1,352 155,953 475 111,127 1 155 1,828 267,235
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IHG
Cautionary note regarding forward-looking statements

EE A 11

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.
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