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[bookmark: _Toc159410586]Introduction
In the dynamic terrain of the global hospitality industry, IHG plays the role of a guiding light to professionals equipped with the expertise and invention. Started in 1946 when William Bass founded it, IHG has developed into a giant that is selling over 6.000 hotels across more than 100 countries. The humble start of IHG has become one of the most recognised names in the industry, listed amongst the biggest and most influential players that include reputable brands like Intercontinental hotels, Crowne Plaza, and Holiday Inn (IHG, 2024).
Dedicated to exceptional guest experience, drive sustainable growth, IHG has become the brand of the quality, reliability and the service, excellence. The organization's goal, vision, and values have remained firm, which is the main reason why it is considered as an industry leader. By focusing on the organizational structure, culture, recent change initiatives, and strategic direction of IHG, this report explores the issue further. Through studying these important areas, the report will get the complete understanding of all functions of IHG and whether they affect the company's performance. The exploration will create the overview of the strengths, weaknesses, opportunities and threats that will contribute to the gaining of valuable insights which will help to increase the IHG effectiveness and ensure its success in the competitive hospitality market (Thommandru et al., 2023: pp.2901-2904).
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Organisational Overview
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(Source - InterContinental Hotels Group (IHG)
IHG was founded in 1946 by William Bass who was a British brewer. It has been since then that it has become one of the biggest global hotel companies. With over 6,000 hotels in nearly 100 countries, the IHG operates over all other hospitality properties under the brand of the company. Companies like the InterContinental, Crowne Plaza, and Holiday Inn are one of the key businesses operating under the company It is the leading company that has about 400,000 staff members and over $20 billion yearly income. IHG is publicly traded on the London Stock Exchange. The IHG is consistent with sustainability and responsible tourism commitments that it is dedicated to reducing its carbon footprint and supporting local communities This mission is to offer memorable hospitality experiences to customers across the world from this vision of being the preferred hotel chain for the guests (IHG, 2024).
[bookmark: _Toc159410588]Organisational Structure, Culture, and Goals
[bookmark: _Toc159410589]Analysis of IHG's organisational structure
IHG adopts a hybrid structure where centralization and decentralization of decision-making processes are blended. At the corporate level, there is a centralized structure where the top strategic decisions are delegated to a unit, especially the executive leadership team which includes the CEO, Keith Barr. By appointing Louis Barr as the CEO in 2017, the company has highlighted the importance of industry experience amongst the top management, thus portraying its approach to decision-making as being top-down. Furthermore, IHG conducts its operations with the system of the decentralized structure at the operational level, especially within the hotels owned by the chain. Hotels mark a step further along the decentralized approach as they operate semi-autonomously with each having a management team responsible for running the place and attaining the set objectives. Such an arrangement enables flexibility and quickness in meeting local market demands while still abiding by the company guidelines and standards. Leadership levels in IHG are well-defined, and reporting and line of authority channels are clearly defined. The board of directors, headed by the CEO, has overall supervisory oversight of the entire organisation and sets strategic direction. In the middle of the organisational chart are different departments including marketing, finance, operations and human resources, each having its chain of managers and staff. In a hotel entity, general managers supersede department heads who in turn supervise frontline staff (Jones & Comfort, 2019, pp.1-14).
[bookmark: _Toc159410590]Examination of IHG's corporate culture
IHG`s corporate culture is built on integrity, teamwork and customer service excellence. This culture defines and drives the behaviour of employees and decision-making for all levels of the organisation. The appointment of Keith Barr as CEO and the implementation of the needed changes under the leadership to ensure the culture is maintained and enhanced has shown a commitment.
Furthermore, the company's culture is characterized by its customer orientation, continuously working on quality service across all brands. This customer-centric culture is expressed through IHG's strategy to differentiate its brands and innovate as is in the case of the launch of a new brand architecture in 2018 (Jones and Comfort, 2021, pp.147-162).
[bookmark: _Toc159410591]Alignment of organisational goals with structure and culture
IHG adopted an organisational structure and developed a corporate culture to fit its primary goals of providing guests with exceptional experiences, fostering growth, and maximizing shareholders' values. The IHG is a decentralized organisation, which gives each hotel unit the power to adapt quickly to hyperlocal market dynamics and customer demands while staying true to corporate standards and strategy. Being customer-centric, innovative and rewarding the loyal guests have always been the IHG principles. The IHG One Rewards program which has recently been launched is the best example of the brand philosophy. Such undertakings prove the worth of IHG, which is positioning itself to lead the way in the market by improving guest satisfaction, increasing guest loyalty as well as financial performance (Thommandru et al., 2023, pp.2901-2904).
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[bookmark: _Toc159410593]Identification of recent change initiatives undertaken by IHG
IHG, as a leading hospitality corporation, has enacted several circular change programs in recent years to keep on the competitive edge and increase guest experience. These initiatives include:
Leadership Change: In 2017, after the appointment of Keith Barr as the CEO, the company shifted to leadership with a strategic focus. Previously his years of experience in the industry were leveraged to grow and innovate the organisation.
Brand Architecture Streamlining: In 2018, IHG put a new brand architecture into action, unifying its core portfolio under six brands. With this strategy, the company aimed at making the choices of clients easier, brand awareness higher, and resource allocation better (InterContinental Hotels Group PLC, 2022).
Introduction of Loyalty Program: The competition created the need to target customers for which the launch of the IHG One Rewards loyalty program in 2019 marked a strategic step towards customer-centric initiatives. The purpose of this program was to motivate the customers to return and strengthen their relations which can lead to revenue growth (Ruiz et al. 2022, pp 462-492).
[bookmark: _Toc159410594]Analysis of the impact of these initiatives on various levels of the organisation
The projects demanded substantial changes in normal processes and resource allocation at the operational level. These efforts possibly included redesigning staffing, training, and operating procedures across IHG's worldwide network of hotels and resorts. Moreover, the implementation of the reward program required the integration of various systems and processes to avoid possible disruption (InterContinental Hotels Group PLC, 2022).
These initiatives have Diversified the IHG's strategies for long-term success by Improving its competitive advantage and customer value. For IHG, the streamlined brand portfolio and loyalty program have fortified its market position, thus allowing it to get customers more effectively in a competitive market (Martínez et al., 2019, pp.381-389).



[bookmark: _Toc159410595]Evaluation of the effectiveness of change management processes employed.
The effectiveness of these change initiatives can be assessed qualitatively by the extent of the fit to strategic objectives and quantitatively in terms of organisational performance measures like revenue growth, guest satisfaction and market share. Although complete outcomes may require some time, primitive signs reveal that IHG's strategy is correctly aligned with market developments and customers' interests. Effective change management processes, including clear communication, stakeholder involvement, and resource provision, have been critical in leading the successful implementation and adoption of these initiatives in the organisation (Sabre Hospitality, 2019).
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[bookmark: _Toc159410597]Review of IHG's current strategic direction
IHG's strategic direction is consolidated to take control of the hospitality industry as a global leader. The company seeks to improve its position in the market using its brand structure and customer-oriented programs. Such initiatives bring a wide variety of brands that are relevant to different consumer segments. The reliance on classic brands including InterContinental, Crowne Plaza, and Holiday Inn is a strategy which undermines a differentiation approach that is designed to offer unique value propositions to the desired markets. Through leveraging the specific strengths of each brand IHG aims to address travellers of different budgets and preferences from luxury to budget (Ali et al., 2019, pp.2641-2665).
[bookmark: _Toc159410598]Examination of IHG's approach to innovation and adaptation in response to market dynamics
Regarding emerging market situations, IHG has displayed a strategic model of innovation and adaptation as a response. The creation of IHG One Rewards program and alliances with brands such as Mr&Mrs Smith signify the corporation's aspiration to improve customer engagement and loyalty. Moreover, the cutting-edge innovations deployed by IHG, such as dynamic pricing and personalized services, highlight the company's commitment to staying at the forefront of the industry and keeping tabs on changing consumer needs.
[bookmark: _Toc159410599]Assessment of IHG's competitive advantage and market positioning compared to competitors.
IHG leverages a competitive edge through its worldwide presence, brand recognition and customer loyalty programs. The diverse brand portfolio of the company allows efficient catering to multiple market segments ensuring flexibility and sustainability in the face of market changes. Besides the above the company's concentration on sustainability and corporate social responsibility obligations also improves its position in the market by reaching socially aware consumers (Sheehan, Grant and Garavan, 2018, pp.28-41).
IHG's market positioning is well maintained compared to other competitors as it is backed by its innovative approach to customer engagement, operational excellence, and strategic partnerships. IHG remains well-positioned to capture emerging opportunities and maintain its leadership in the ever-evolving hospitality industry by monitoring market changes and customer preferences on an ongoing basis (InterContinental Hotels Group PLC, 2022).
[bookmark: _Toc159410600]Business Performance
[bookmark: _Toc159410601]Analysis of IHG's financial performance
IHG started bouncing back in 2022 from the major COVID-19 pandemic challenges of the organisation’s impressive financial standing on the major economic indicators.
Revenue and Profit: IHG's total revenue grew to $3,892 million which is a significant 34.8% increase from the $2,907 million in 2021. This momentum is being driven by the growing demand for hospitality services in the world due to the elimination of the pandemic restrictions in most of the markets. Furthermore, operating profit also sees a sharp rise to $628 million, up from $494 million in the last year. These gains reflect the realisation of success in IHG's strategic initiatives and operational efficiencies in growing revenue and profitability (InterContinental Hotels Group PLC, 2024).
Market Share: IHG's strong financial performance was also a factor that went ahead in the expansion of its market share in the global hospitality industry. Gross revenue in IHG's global system amounted to $25.8 billion, showing IHG's unparalleled power and range of influence. Explicitly, growth in adjusted net system size by 4.3% at IHG testifies company's capability to attract more signings and widen the portfolio of hotels worldwide. This means that its standing in the market has been fortified (Mak and Chang, 2019).
[bookmark: _Toc159410602]Evaluation of key performance indicators compared to industry benchmarks.
In 2022, IHG's key performance indicators (KPIs) such as occupancy rates, RevPAR and ADR outperformed the industry benchmarks in a telling sign of recovery. While specific industry benchmarks can differ depending on the region or market segmentation, IHG's global RevPAR achieved a growth rate of 36.6% showing that demand recovery is a reality and hotel performance is improved worldwide. Despite being 0.6% less than the 46% growth of 2021, this growth is still significant and higher than the average industry figure. In addition to that, IHG's efforts to improve customers' experience and reward the owners' role had a positive effect on the company's occupancy and ADR which made it stronger against competitors (InterContinental Hotels Group PLC, 2024)
[bookmark: _Toc159410603]Identification of strengths, weaknesses, opportunities, and threats
	Strengths
	Weaknesses
	Opportunities
	Threats

	Strong financial performance and revenue growth
	Potential vulnerability to economic downturns
	Expansion into emerging markets and segments
	Geopolitical tensions and economic instability

	Global presence and extensive brand portfolio
	Dependency on external factors such as travel restrictions
	Strategic investments in technology and sustainability
	Increased competition from emerging players

	Focus on enhancing guest experience and loyalty programs
	Operational disruptions in certain markets
	Growth opportunities through acquisitions and partnerships
	Evolving consumer preferences and demands

	Market leadership as the world's largest hotel company
	Reliance on third-party distribution channels
	Innovation in digital platforms and services
	Continued pandemic uncertainties and health concerns (Mak and Chang, 2019).
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In conclusion, IHG has demonstrated flexibility and resilience as a result of the challenges brought by COVID-19 and has seen improvements in its financial positions reflected in the form of revenue growth and profitability. The strategic moves that include brand architecture simplification and loyalty program improvements have put the company in a better position on the market and allowed it to have a competitive advantage. Ahead, the results of the research point that IHG's future success depends on capturing the market opportunities while dealing with the downsides and threats. To ensure organisational effectiveness and performance, IHG should consider investing in technology and sustainability initiatives that will help to meet ever-changing consumer demands and industry trends. Further, a focus on guest experience and loyalty programs, in addition to strategic alliances and market growth strategies, will go a long way in ensuring growth and shareholder value.
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