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INTERCONTINENTAL FOOD AND BEVERAGE
óMUST HAVESô AND óMAY HAVESô

MUST HAVES
Å Breakfast service able to consistently meet different

óspeedsandneedsô.

Å All day dining with the flexibility to provide a meal for

guests at any time.

Å A lobby lounge food and drinks menu.

Å A bar (may be part of, or separate to the lounge).

Å 24 hour in-room dining

Å Mini bar or mini fridge.

Å Club InterContinental Lounge service.

Å Brandedchildrenôsmenu

Å 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
Å Speciality bar e.g. featuring single drinks family.

Å Speciality restaurant reflecting distinct local cuisine.

Å IHG turn-key concept restaurant.

Å Celebrity chef signature restaurant.

Å Chefôstable.

Å Private dining rooms.

Å Spa cuisine ïhealthier options that provide a choice

of both lower calorie dishes, natural, super-foods,

which may be locally sourced.
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WHY OUR FOOD AND BEVERAGE 
EXPERIENCE IS IMPORTANT TO 
OUR GUESTS 

THE VALUE OF EXPERIENCE
How our guests define óluxuryôis changing. Itôsless about owning premium

óthingsôand more 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.

ñFor me, luxury is having the time and 

headspace to be able to develop and 

try new things.ò 

Anna Marie, 36, Berlin

ñThe best things about travelling are those 

amazing experiences that made you 

empathise, think differently and change 

your outlook.ò

Brad, 42, London

ñPeople want to feel your passion, to 

know you have used your unique 

experience and put thought into creating 

this humdinger cocktail, that there is a 

story behind it.ò

Jarl Devries, 34, Bar Expert

ñI spend my money on giving my children a 

great education, different to the way I grew 

up and that includes travel experiences that 

develop all of our thinking and views of the 

world.ò

Huang, 46, Shanghai
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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.

INTERNATIONAL LUXURY
Truly international hotel and resort brand.

We are evenly distributed in regions across the 

world, we continue to pioneer international 

standards of luxury hospitality.

INSIDER KNOWLEDGE
Insightful, meaningful 

experiences

We satisfy our guestsô desire for 

knowledge and unique 

experiences, by sharing our own

special insight.

AT YOUR SIDE
ProvideóIntheknowôservice

We provide personalised service 

delivered by thoughtful and 

attentive colleagues

that respect your status.

BRILLIANTLY COSMOPOLITAN
Feeling that they are in a global club

We are warmly sophisticated and provide a

feeling of exclusivity and like-mindedness for 

those who are worldly.

A REMINDER OF OUR BRAND 
ESSENCE, PROMISE AND 
PRINCIPLES
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HOW OUR FOOD AND 
BEVERAGE 
PHILOSOPHY HELPS 
DELIVER AND 
UNDERPIN OUR 
BRAND

SHARING THE INSIDE STORY

Involving and co-

creating experiences 

with guests in the 

moment that they in 

turn, will want to 

share with others.

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 
are experiencing by é

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 are travelling away from home, whether itôs on business, a short 
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. Behind every dish, every bar, every restaurant, thereôs a 
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 
thatôs the destination youôre in, or a culinary trip across continents.
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SUPPORTING PILLARS OF OUR PHILOSOPHY

SHARING

THE INSIDE 

STORY

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.

DISTINCTIVE DESTINATIONS
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.

PROVENANCE WE ARE PROUD OF
Authentic ingredients that can ideally be sourced back to field, river or vine. 
Recipes, techniques and origins that cue quality and craft to our óAffluent 
Experienced Travellers' and convey our passion in curating the finest 
ingredients for them.

GLOBAL FINESSE 
Food, drinks and environments presented in a way that helps our guests feel 
at home all over the world. Cognisant of their well travelled sophistication, 
their personal schedules and their changing needs and moods across their 
stay. Creating a sense of belonging with the new, and capable of surprising 
guests with the familiar.
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Our supporting pillars underpin and define the food and beverage experience in our hotels and resorts.



FRESH PERSPECTIVES

WHAT WE ARE WHAT WE ARE NOT

ÅImposing our stories on guests or forcing 

them to engage with us.

ÅIntrusive theatrics in restaurants or the bar. 

ÅOverloading guests with information or 

patronising them with our expertise.

ÅSuperficial experiences or gimmicks that 

have little depth or credibility.

ÅThe latest culinary trend for the sake of it.

© IHG 2014 Confidential 15



PROVENANCE WE ARE PROUD OF

ÅIngredients or products that come from 

unsustainable sources.

ÅTaking shortcuts in the authenticity of our 

ingredients.

ÅKnowledge and understanding of the foods 

and drinks we serve limited to a few individual 

experts.

ÅMis-representing the health properties, origins 

or characteristics of the foods we serve.

ÅBeing slaves to margins at the expense of 

demonstrating our passion.

WHAT WE ARE WHAT WE ARE NOT
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DISTINCTIVE DESTINATIONS

ÅExtreme local food/drink experiences that take 

guests out of their comfort zones.

ÅMaking eating and drinking experiences. 

inaccessible for guest of other cultures to enjoy.

ÅóDumbed downô inauthentic dishes or 

ingredients.

Å Providing local tastes regardless of seasonality 

and the quality of ingredients.

ÅCulturally clichéd delivery and predictable 

offers.

WHAT WE ARE NOTWHAT WE ARE
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GLOBAL FINESSE

ÅBeing all things to all people ïbland in our efforts 

to satisfy broad tastes.

ÅFusion food confusion!

ÅMulti-national menus that attempt to represent 

every global cuisine.

ÅLosing touch with the location we are in.

ÅThe latest global trend disconnected from the 

context of our hotel, our guests and our location.

WHAT WE ARE WHAT WE ARE NOT
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