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2006 Customer Verbatims

“I would not tell people that I stay at Holiday Inn, it sounds so old fashioned, I 
work for Sony”

“Their brand is acting as a barrier, the product is hitting ahead of the brand”

“Holiday Inn’s are really bad decor, yellow and blue confetti carpets”
“It has a kind of anonymity”

“The décor is not exciting”

“Cheesy 70’s logo”
“Anonymous”

“I wouldn’t put Holiday Inn with the Sheratons and Marriotts”
“It needs updating because it’s not seen to be cool like, you know”



• Position Holiday Inn to be a top global brand.

• Make choosing Holiday Inn a popular and proud  
choice.

• Update the brand image to make it more modern, up to 
date, and appealing.

• Stretch the brand credibly across multiple formats to 
maximize development.

• Give reasons to choose us not another budget, not 
another mid-scale brand and not an upscale brand.

• Provide bundles of services that reflect/appeal to the 
modern customer.

Goals and Benefits of the Relaunch



To be a top global 
brand, we need to 

know what 
matters most to 

our guests....



… and our 
franchisees.



The Relaunch of Holiday Inn
2007-2010



The relaunch encompassed five key actions

Remove Remove 
poorer poorer 
hotelshotels

Add High Add High 
Quality Quality 

New Hotels New Hotels 

Complete Complete 
Service Service 
TrainingTraining

Install Install 
Hallmarks Hallmarks 

RELAUNCHRELAUNCH

100% 100% 
Quality Quality 

ComplianceCompliance

Our owners have invested $1bn behind the relaunch









Great Ideas!  But then …

The Recession Hit.



Timing Is Critical …
Even in a Recession



1989 - 1991 Recession

57%

70%



1989 - 1991 Recession

61%

40%

-28%



We Continued the Investment in the Brand …
Expansion and Distribution …



… Technology and Amenities …



… And Communications and Sponsorships



… And Communications and Sponsorships



We believe you are
at your best when you
can truly be yourself.

At Holiday Inn
you always can.



We believe you are
at your best when you
can truly be yourself.

At Holiday Inn
you always can.







Now, for the big question:

Did it work?







The Media Results



The Guest Results – California hotel, 2010

“I would expect this type of service at a Four 
Seasons or a Ritz Carlton, but I can honestly 
say I have never experienced this type of 
service at another hotel.
In light of your billion dollar unveiling of your 
new product I think that this story speaks 
louder than any commercial that I will ever see 
on TV.
I am writing this letter … to let the hotel and 
IHG know that whatever they have done – it’s 
working.”



GRAB-AND-GOFULL BREAKFAST

Looking Ahead:
Bringing it All Together With The Social Hub









Thank You


