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MUST HAVES
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Breakfast service able to consistently meet different
O0speandilseeds 6

All day dining with the flexibility to provide a meal for
guests at any time.

A lobby lounge food and drinks menu.

A bar (may be part of, or separate to the lounge).
24 hour in-room dining

Mini bar or mini fridge.

Club InterContinental Lounge service.

Brandedc h i | dmemrun 6 s

Proactive recommendations to delight guests with
special dietary needs e.g. kosher, vegan or gluten
free and willingness to discuss, learn and respond to
those with more uncommon requests e.g. specific
food allergies.

MAY HAVES

Speciality bar e.g. featuring single drinks family.

Speciality restaurant reflecting distinct local cuisine.
IHG turn-key concept restaurant.

Celebrity chef signature restaurant.

C h e tables

Private dining rooms.

Spa cuisine T healthier options that provide a choice
of both lower calorie dishes, natural, super-foods,
which may be locally sourced.




THE VALUE OF EXPERIENCE

How our guests define 6 | u xisiahan@ing. | t Iéss about owning premium
0t h i amdy made about gaining enrichment by having access to the right
experiences. The food and drink we serve and the way we serve them play a
critical role in delivering experiences our guests value and want to share.

iFor me, luxury is havimghthé&etsitme hamdgs about tr avl
headspace to be able to develop and amazing experiences that made you

try new things. o empathise, think differently and change

Anna Marie, 36, Berlin your outl ook. o

Brad, 42, London

ifPeople want to feel youirl pgpsexnidomy tnmoney on giving
know you have used your unique great education, different to the way | grew L
experience and put thought into creating up and that includes travel experiences that

this humdinger cocktail, that there is a develop all of our thinking and views of the

story behind it.o worl d. o

Jarl Devries, 34, Bar Expert Huang, 46, Shanghai



GLOBAL INSIDER

InterContinental Hotels & Resorts is a truly international
hospitality brand that goes out of its way to provide insightful,
meaningful experiences that enhance our guests feeling that
they are in a global club.
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AT YOUR SIDE INTERNATIONAL LUXURY FL L

Provide ¢ Itme k n o wedvice Truly international hotel and resort brand. b
We provide personalised service We are evenly distributed in regions across the

delivered by thoughtful and world, we continue to pioneer international

attentive colleagues standards of luxury hospitality.

that respect your status.

INSIDER KNOWLEDGE BRILLIANTLY COSMOPOLITAN

Insightful, meaningful Feeling that they are in a global club

experiences We are warmly sophisticated and provide a

We satisfy our guest s Ofeeting of exclesivity and like-mindedness for

knowledge and unique those who are worldly.

experiences, by sharing our own
special insight.




THE ROLE OF FOOD AND BEVERAGE

The food and drinks we offer our guests and how
we serve them, brings them closer to the world they
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SHARING THE INSIDE STORY

Involving and co-
creating experiences
with guests in the
moment that they in
turn, will want to
share with others.

Knowledge, insights
or glimpses behind
the scenes, that our
guests wouldn't
otherwise gain.

Experiences, stories
and theatre that
brings this knowledge
to life in a way that
connects with our
guests emotions and
aspirations.

FOOD AND BEVERAGE NARRATIVE

When you

ar e

travelling

away from

break, or with the family, we know you want to explore, feed your curiosity
and enrich your life with new experiences and knowledge, however limited

your time may be.

At InterContinental, we believe the food and drink we serve can help unlock
new discoveries.

Behi nd
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story. Stories we love to share and involve you in from the market to the

table.

Our passion for our craft is transparent and opens up new worlds whether
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Our supporting pillars underpin and define the food and beverage experience in our hotels and resorts.

FRESH PERSPECTIVES

Experiences that are out of the ordinary and show guests stimulating new
angles and perspectives that start conversations and create stories they will
share in and take away.
_— Immersive, interactive and informal engagement with our guests both front-
—+ of-house and behind the scenes of our craft, to a depth that they choose.

SHARING
--- THE INSIDE

DISTINCTIVE DESTINATIONS STORY

The best ingredients and dishes (however simple or complex) the local area =&
has to offer.

Prepared in an authentic way and recognisable to local visitors such that our
guests feel that they have genuinely touched down and had a taste of the
locality.




WHAT WE ARE

A Imposing our stories on guests or forcing
them to engage with us.

A Intrusive theatrics in restaurants or the bar.

A Overloading guests with information or
patronising them with our expertise.

A Superficial experiences or gimmicks that
have little depth or credibility.

A The latest culinary trend for the sake of it.
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WHAT WE ARE
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A Ingredients or products that come from
unsustainable sources.

A Taking shortcuts in the authenticity of our
ingredients.

A Knowledge and understanding of the foods
and drinks we serve limited to a few individual
experts.

A Mis-representing the health properties, origins
or characteristics of the foods we serve.

A Being slaves to margins at the expense of
demonstrating our passion.
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WHAT WE ARE

A Extreme local food/drink experiences that take
guests out of their comfort zones.

A Making eating and drinking experiences.
inaccessible for guest of other cultures to enjoy.

A6Dumbed downédé inauthent
ingredients.

A Providing local tastes regardless of seasonality
and the quality of ingredients.

A Culturally clichéd delivery and predictable
offers.
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WHAT WE ARE

%,

A Being all things to all people i bland in our efforts
to satisfy broad tastes.

A Fusion food confusion!

A Multi-national menus that attempt to represent
every global cuisine.

A Losing touch with the location we are in.

A The latest global trend disconnected from the
context of our hotel, our guests and our location.
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