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[bookmark: _Toc168072330]Executive Summary
This report details the InterContinental Hotels Group (IHG) Limited's culture, structure, reform attempts, strategic orientation, and success compared to others. IHG, the world's largest hotel chain, owns several high-end, upscale, and mid-range hotels. IHG's autonomous organisational structure allows its global operations to be agile and responsive. The organisation values employee independence, visitor satisfaction, and environmental sustainability. This supports their mission of providing exceptional hotel experiences worldwide. By encouraging growth and new ideas with its vast choice of brands and global reach, IHG has proven its market position. IHG has an edge over its primary competitors in financial success, customer loyalty, and brand recognition. Considering all, this document provides useful information regarding IHG's organisation and long-term ambitions. The basis for future strategy development and informed choices is laid. 
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[bookmark: _Toc168072331]Introduction
In the fast-paced hospitality business, companies like InterContinental Hotels Group (IHG) Limited design how guests feel and encourage new ideas. With a wide range of popular hotel brands, from high-end to low-cost choices, IHG is one of the biggest hospitality companies in the world (ihg.com, 2024). Comparing IHG's structure, culture, ongoing change projects, strategic direction, and performance to competitors is part of the study. The report gives a better understanding of IHG's operations, challenges, and possibilities by looking at these important areas. Its organisation is defined by decentralized decision-making and practical independence. Everything about hotels and resorts is flexible and can change to fit the situation. As a company, IHG cares about sustainability, guest satisfaction, and giving staff the power to make decisions (Mathur et al., 2017). This makes the world a better place and helps create amazing moments for visitors. People now think differently about IHG because it is more digital and cares about the earth. Changes in the market and competition have made it harder for the company to manage these projects. To take advantage of new market trends and possibilities, IHG uses its global reach and wide range of brands. By looking at itself in light of its main competitors, IHG can enhance its growth.
[bookmark: _Toc168072332]Organisation structure, culture, and goals 
The global operations of IHG Limited are run by a decentralised organisational structure. The divisional method shows this, as it lets the company be flexible and quick to respond (Mullins, 2020). There are a variety of hotels in the group, and each one serves a different type of customer. With this decentralised method, IHG can focus on the local market without lowering the standards of the company or the experience of its customers.
[bookmark: _Toc168072333]A. Structure Analysis:
IHG has many business units, including Corporate, Americas, Europe, the Middle East, Africa, Asia Pacific/Greece, and the Middle East. A dedicated management team is in charge of each business unit's growth, profits, and brand excellence in its own area (Buchanan and Huczynski, 2019). Normally, IHG is organised into divisions. For instance, It runs different hotel brands in North, Central, and South America through its business unit in the Americas. This way of doing things lets owners and guests trust that area management teams will make the best choices for their markets. The Americas business unit could change how they sell, run their business, and treat their guests in order to fit the different needs of the markets in Latin America and North America (IHG PLC, 2022).
[image: ]
Figure 1: Structure of IHG
Source: (theorg.com, 2024)
IHG's decentralized structure, which can be changed to fit new circumstances, can make it hard to keep brand standards and operational efficiency high across many areas. It can be hard to carry out global projects and brand plans because of different management styles, cultural differences, and regulatory situations (Bisson, 2022). There may be a drop in brand value and customer loyalty in some areas. For the reason of decentralisation, IHG can take advantage of opportunities in local markets and respond quickly to changes in customer needs (Voegeli, 2021). However, to make sure that global brand standards and strategic goals are met, IHG needs to find a balance between decentralization and central oversight while still letting regional management teams keep their freedom due to differences between regions (Jitpakdee et al., 2017).
[bookmark: _Toc168072334]B. Organisational Culture Analysis
Overviewing the organisational culture, IHG has a strong organisational culture, and it puts a lot of emphasis on the guest experience, employee involvement, and environmental initiatives. This is what IHG's "Room to Be Yourself" programme is all about: promoting diversity, equality, and new ideas in the workplace (responsibilityreports.com, 2015). IHG has many programmes, such as mentorship, leadership development, and recognition systems, that help workers learn by pushing them to reach their full potential and give guests the best experiences possible (ihg.com, 2024).
IHG is a leader in diversity and employee engagement, but it is hard to keep "a positive organisational culture" across regions and business units (ihg.com, 2024). Cultural, linguistic, and socioeconomic factors can affect how well employee programmes and projects work. This can lead to differences in how engaged and happy employees are with their jobs (Downey et al., 2014). IHG's efforts to improve employee development and diversity not only help the company do better and come up with new ideas, but they also help build its employer brand and reputation in the hospitality business. IHG can help its employees feel like they fit and are included, which will boost employee engagement and help all of its guests have the best experiences possible (IHG PLC, 2022).
[bookmark: _Toc168072335]C. Organisational Goals Analysis
IHG wants to be the best hotel company for guests, owners, and employees all over the world. Brand innovation, digital transformation, sustainable growth, and operational excellence are some of the company's top strategic objectives (ihg.com, 2024). The purpose and strategic goals of IHG are all about giving guests warm, memorable, and welcoming hotel stays. IHG's goal is to make the world a better place by focusing on making guests happy, building brands, and using environmentally friendly business methods. As a good business citizen, the hotel industry has made sustainability a top priority (Dos Santos et al., 2017). IHG's growth has been in line with changing consumer tastes and government rules. IHG's business plan and operations are based on environmentally friendly methods that can save money, raise awareness of the brand, and protect the environment (ihgplc, 2024).
IHG uses transformational leadership to motivate staff to achieve its goals. IHG's executives emphasize empowering people to think creatively and be open to new ideas to adapt to new markets and guest needs (IHG Development, 2021). This model is used to get workers excited about and motivated to reach the company's goals and vision. Former IHG CEO Richard Solomons transformed the company by encouraging staff to be creative and self-management (IHG PLC, 2022). As IHG CEO, he created "IHG Academy," a program that helps underprivileged people learn and become more socially responsible.
[bookmark: _Toc168072336]Recent Initiatives Taken by InterContinental Hotel Group
IHG has made big changes to its "Journey to Tomorrow" plan, but they haven't reorganised or merged in the past few months (ihg.com, 2024). The 470-plus property portfolio of InterContinental Hotels & Resorts is being repositioned as a lifestyle brand. Each hotel, according to Tom Rowntree, IHG's VP of global luxury and lifestyle brands, will offer "an experience-driven bespoke concept" that caters to upmarket travelers, including business travelers (Platas, 2023). Along with focusing on lifestyle, the brand will also celebrate "moments" with guests and introduce the idea of "insider expertise" through a new concierge service that makes the role more interactive with lobby libraries, displays, and a mobile chat-based concierge network that builds on traditional concierge services by using the local knowledge of the hotel staff.
Porter's Five Forces is used in different businesses to evaluate seller and buyer power, competitiveness, substitutes, and price competition (Bruijl, 2018). IHG assesses market competition using Porter's Five Forces. IHG launched the "Voco" brand to compete with new competitors in the high-end market with its distinctive mix of originality and dependability (ihg.com, 2024).
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Figure 2: "Voco" brand
Source: (ihg.com, 2024)
Demographic Change: The changing tastes of high-end consumers and business travelers will inform IHG's rebranding efforts. The clientele is evolving. According to Rowntree, by 2025, 65% of all luxury shoppers will be millennials and Gen Z (Jelski, 2023). This generation is accustomed to customised purchasing, personalised experiences, and personalised recommendations. Business travels are being reimagined by a new generation as opportunities for self-improvement (Bohdanowicz and Zientara, 2016). Also on the horizon is IHG's upcoming partnership with travel wellness app Timeshifter, available later this year. Guests will be prompted to download the app with "an access code that gives them complimentary access for that visit when they are traveling to that location," Rowntree said. The partnership will be available at "key gateway cities" first, and then all IHG properties, according to Rowntree (Platas, 2023). 
Changing traveler demographics and IHG's internal research coincided with company's plans to evolve its luxury and lifestyle services, as IHG recently partnered with Forbes travel guides to gain "insight on the customer and their expectations" specifically on "concierge services," Rowntree said, highlighting specific areas where the luxury lifestyle group plans to evolve to meet changing traveler needs (Platas, 2023).
The IHG Green Engage system is a full-featured online sustainability platform that all hotels in the IHG Hotels & Resorts network have access to. It lets them monitor their energy use and carbon footprint and report on those metrics. In addition to providing thorough technical instructions, the system includes over 200 "Green Solutions" that hotels may utilise to increase resource efficiency and decrease their environmental impacts (Energy.gov., 2021). These steps cover many areas of running a hotel, like choosing the right lights for the building and teaching employees about being environmentally friendly. After a successful pilot run in 2009, the programme was adopted as the foundational standard for all IHG-branded hotels internationally in 2015 thanks to the support of the independent IHG Owners Association and the program's early accomplishments. The IHG Green Engage system gives hotels monthly information on their energy bills, which lets them quickly figure out their carbon footprint (Bizcommunity, 2024). To keep track of their progress over time, each hotel gets a personalized report and area benchmarks. 
[bookmark: _Toc168072337]Strategic Direction
[bookmark: _Toc168072338]Marketing portfolio: The IHG Green Engage system gives hotels monthly information on their energy bills, which lets them quickly figure out their carbon footprint. To keep track of their progress over time, each hotel gets a personalized report and area benchmarks. IHG Green Engage gives new and current hotels "Green Solutions" that show them what they can do to have less of an effect on the environment (SINGH and RAI, 2014). These steps cover many areas of running a hotel, like choosing the right lights for the building and teaching employees about being environmentally friendly.
[bookmark: _Toc168072339]Competitive Advantage: Strategic direction says that IHG's strength is that it is creative and original. It spends money on technology, customer data, and brand marketing to make itself stand out and present itself in a unique way to its guests. Using data analytics, the IHG Rewards Club is a prize program that makes deals more relevant to each member (ihg.com, 2024). This makes people more loyal to the brand, which means that members book more often. IHG has also started a mid-range business called Avid Hotels. This name puts an emphasis on being affordable, reliable, and having a modern look.
SWOT Analysis is utilized to evaluate internal capabilities and external conditions, identifying advantages, and disadvantages (Enz, 2012). This is used to guide strategic decisions at IHG. Kimpton Hotels & Restaurants was acquired by IHG following a SWOT analysis that highlighted the potential to expand IHG's presence in the boutique luxury market and capitalize on its loyal customer base (Mackenzie, 2014).
[bookmark: _Toc168072340]Long-Term Sustainability: The business wants to encourage social duty and environmental sustainability, with a focus on getting involved in the community and making a difference (Bohdanowicz and Zientara, 2016). It has high goals for its carbon impact, water use, and waste production around the world. For example, IHG's Green Engage programme lets hotels use lighting and water-saving tools that use less energy (IHG, 2023). IHG can make its operations and culture more sustainable to lower risks, improve the brand's image, and encourage new ideas that are good for both business growth and the environment.
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Figure 3: Green Engage system
Source: (IHG, 2023)
[bookmark: _Toc168072341]Conclusion
The strategic orientation of InterContinental Hotels Group is thoroughly covered in this paper, including with its objectives and organisational structure. Considering IHG's competitive advantage, long-term sustainability initiatives and market scenario has provided insightful information regarding the company's future prospects. IHG's approach is versatile and adaptive as seen by its dedication to ecology, extensive portfolio of brands, and emphasis on new concepts. IHG may be able to compete and get better customers by doing things like being more eco-friendly and giving guests more ways to use technology. Technology and data analytics, new markets and specialisations and business responsibility are company's growth strategies. It can avoid industry issues, capitalise on market opportunities, and remain the world's largest hotel company by taking these steps.
[bookmark: _Toc168072342]Recommendations
· Continue to invest in technology and data analytics: Data analytics and technology helps IHG improve guest experience, operations and revenue. To do well in the digital age and meet changing wants of guests, International Hotel Group (IHG) needs to create new technologies (Bharwani and Mathews, 2021). 
· Improve Sustainability and CSR Focus and Maintenance: As social and environmental trends change, IHG needs to put business responsibility and sustainability at the top of its list of priorities. It helps people remember brand and come up with new ideas as per Dos Santos et al. (2017). Being eco-friendly saves lives, protects the earth and benefits both investors and environmentalists.
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