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[bookmark: _Toc158999211]Introduction
Internationally famous hotel chain IHG has a wide range of names to suit different types of travellers. In 100 different countries, IHG runs 6,000 high-end, mid-range, and cheap hotels and restaurants (Abdullah and Sofyan, 2022). This study looks at IHG's organisational structure, cultural dynamics, change efforts, strategy direction, and how well the business is doing. IHG has done a good job of dealing with things like shifting consumer demands, emerging technologies, and outside problems like the COVID-19 pandemic. This toughness shows that the business cares about its sustainability and the contentment of its customers (Ahmad et al., 2020). IHG encourages new ideas and better operations. Diversity, cooperation, and sustainability are important to the company, but guest satisfaction, operating excellence, and making cash come first. IHG adapts its business plan to meet the needs of the market and the expectations of its customers through smart purchases, introducing new brands, and going digital (Alsayyed et al., 2020). IHG responds to a changing and competitive market through new ideas, ecology, and standing out.

[bookmark: _Toc158999212]Organisation Structure, Culture, and Goals
IHG is proud of its success in the tough hotel business, which is due to its complicated organisational structure, changing attitude, and high goals.
[bookmark: _Hlk158991717][bookmark: _Toc158999213]Organisational Structure
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Image: Decentralized Organizational Structure
Source: (Al-Swidi et al., 2021)
IHG has a decentralised organisational system that strikes a good mix between running things from one place and doing things in different places. The way it is set up lets IHG handle a lot of different brands in a lot of different market sectors. It also lets each brand make its strategies and goods fit the people it wants to sell to (Anwar et al., 2020). At the company level, IHG oversees making global planning choices, allocating resources, and keeping an eye on results. InterContinental, Holiday Inn, and Crowne Plaza are all IHG names. They share company resources and best practices, which lets them grow and change with the needs of local markets. Because planning is controlled but work is done by different teams, IHG can get economies of scale, run its business more efficiently, and make its brand stand out. This makes it the best hotel in its class.
[bookmark: _Toc158999214]Organisational Culture
IHG's culture of diversity, inclusion, and sustainability pushes employees to share their unique skills and ideas in a workplace that is supportive and works well with others (Bastias, 2022). At IHG, honesty, respect, and working together build trust and openness, which promotes free speech and ongoing learning. The company values diversity and inclusion in its leadership growth, community service, and workforce programmes to encourage new ideas and creativity. IHG also puts sustainability first and has made environmental and social duty a part of its business (Choong et al., 2020). Through its IHG Green Engage programme and partnerships with the World Wildlife Fund, IHG helps local communities, lowers its effect on the environment, and promotes eco-friendly tourism.
[bookmark: _Toc158999215]Organisational Goals
IHG cares most about its guests' happiness, the success of its business, and the value of its shares. The main goal is to keep people happy and coming back by giving them personalised care, new services, and digital experiences that work well with each other (Collins et al., 2020). IHG changes its names, enters new markets, and uses cutting-edge innovations to get guests engaged and keep them coming back to stand out in the market. IHG also cares a lot about keeping costs low, making more money, and rising without adding more assets to be more effective and make more money (Delibasic et al., 2021). IHG wants to stay at the top of the hospitality industry around the world and give its owners long-term value. It does this by making sure that its goals are in line with how the market changes, what people want, and what everyone else thinks will happen.
[bookmark: _Toc158999216]Recent Change Initiatives and Impact
In the past ten years, InterContinental Hotels Group (IHG) has made many big changes to keep up with changing market conditions, improve the guest experience, and continue to grow (Ferrero-Ferrero et al., 2023. Because of these projects, IHG has a new name and does better work.
[bookmark: _Toc158999217]Acquisitions and Brand Expansions
IHG has added more things and grown its business around the world with smart deals and new names. IHG bought the high-end hotel chain Six Senses Hotels Resorts Spas in 2019 (Fischer et al., 2020). People know the hotels for being healthy and good for the environment. It helped IHG grow in Asia-Pacific and the Middle East and made the company very high-class. Numerous low-cost tourists seeking modern rooms that work well choose to stay at avid hotels, which were established by IHG. Because of these deals and company growth, IHG has been able to move up in its field, expand into new areas, and get more people.
[bookmark: _Toc158999218]Digital Transformation and Guest Experience Enhancement
It has been a big effort for IHG to go digital so that guests have a better time and things run more easily. Mobile check-in and check-out, virtual butler services, and unique controls for each guest make it easy for them to have a great stay. To learn more concerning its guests' preferences and how they behave, IHG has also used AI and data analytics (Ghahramani et al., 2023). This has helped the company provide more focused marketing and more personalised services. The digital projects have made guests better, more loyal, and more effective. They have also helped IHG properties around the world make more money.
[bookmark: _Toc158999219]COVID-19 Response and Resilience
As COVID-19 spread, IHG took several steps to keep its workers and guests safe and to make sure that business ran as easily as possible. Some of these changes were better cleaning and hygiene, more open termination policies, and help for owners and franchisees (Gunawan et al., 2023). As customers' tastes and travel limits changed, IHG also pushed domestic travel, staycations, and longer stays to meet their needs. When the flu hit, IHG cut costs and used its well-known brand to quickly get back to business when people started travelling again.
[bookmark: _Toc158999220]Strategic Direction and Business Performance
InterContinental Hotels Group (IHG) has a clear plan to keep growing, make brands stand out, and increase shareholder value (Ik and Azeez, 2020). Under this strategy vision, IHG's business success and global hospitality competitive edge depend on innovation, sustainability, and putting the needs of guests first.
[bookmark: _Toc158999221]Market Expansion and Brand Differentiation
IHG's business plan focuses on growing its market and making its brands stand out. The company wants to grow in new areas, especially in Asia-Pacific and the Middle East, where demand for hotels is growing (Johannes et al., 2024). IHG also sets its brands apart by giving each one a unique value proposition, guest experience, and new deals that are tailored to each market. IHG wants to get a bigger share of the market in all kinds of categories and appeal to all kinds of travellers with its wide range of names, such as InterContinental, Holiday Inn, and Crowne Plaza.
[bookmark: _Toc158999222]Digital Innovation and Guest Engagement
IHG focuses on digital innovation to make interactions with guests better, processes run more smoothly, and revenue goes up. IHG customises the experiences of its guests, manages its income better, and runs its business more efficiently by using mobile apps, AI, and data analytics (Jones and Comfort, 2022). Using guest data and insights, IHG can better predict and meet guests' needs, which will lead to more happiness, loyalty, and repeat business. IHG stays competitive in the digital age by quickly adapting to changing customer tastes and market conditions through its digital activities.
[bookmark: _Toc158999223]Sustainability Leadership and Responsible Business Practices
As part of its plan, IHG wants to be a star in responsible business practices and environmental protection. Ethical leadership, social duty, and environmental care are important to the company for long-term value expansion and risk reduction. To be better for the earth, IHG does things like use less trash, water, and energy and get active in the community (Luthufi et al., 2021). The work being done is in line with business best practices and world goals. Sustainability is an important part of IHG's business strategy and processes because it improves the brand's image, brings in customers who care about social problems, and makes the company run more efficiently.
[bookmark: _Toc158999224]Financial Performance and Shareholder Value
It changes IHG's bottom line and the value of its shares. The business has worked hard to boost sales, lower costs, and make operations better. This has resulted in higher profits, greater returns for owners, and more sales (Morales-Sánchez and Pasamar, 2020). IHG keeps growth going by regularly delivering strong financial results and company value. This earns the trust of investors and brings in capital.

[bookmark: _Toc158999225]Comparison with Competitors and Recommendations
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When looking at InterContinental Hotels Group (IHG) against its rivals Marriott International and Hilton Worldwide Holdings Inc., a few important things stand out:
	Aspect
	IHG
	Marriott
	Hilton

	Brand Portfolio
	Diverse, luxury to economy
	Extensive, luxury to economy
	Broad, luxury to mid-scale

	Global Presence
	100+ countries
	140+ countries
	100+ countries

	Sustainability Initiatives
	Strong commitment, IHG Green Engage program
	Emphasis on sustainability
	Active in sustainability

	Digital Innovation
	Mobile check-in, personalized guest experiences
	Mobile apps, digital key
	Mobile check-in, digital key

	Brand Consistency
	Challenges in consistency
	Consistent brand standards
	Focus on brand consistency


[bookmark: _Toc158999227]Compare InterContinental Hotels Group (IHG) to Marriott International and Hilton Worldwide Holdings Inc. in some important ways, shown in the table (Mousa et al., 2020). All over the world, IHG sells both high-end and low-cost brands. Not only does IHG care about the environment and use new technologies like smartphones check-in, but it also has trouble keeping its brand uniform. Hilton, on the other hand, cares a lot about ecology and brand continuation. To stay ahead in the fast-paced hotel business, IHG needs to make its name more uniform and invest in new technologies.
Recommendations
Enhance brand continuity: IHG should make it a top priority to maintain the standard and service of its brands. Brand rules that are all the same, training, and how things are done can help with this (Nguyen and Malik, 2020). Customers will be more loyal to IHG if it stays true to its name and makes sure guests have a good time at all its hotels.
Capital Invested in Digital Innovation: IHG needs to invest in digital innovation to keep up with changing customer tastes. IHG should use AI, data analytics, and mobile apps to get to know their guests better, improve efficiency, and make more money (Olutoye and Asikhia, 2022). Making digital guest experiences better will make guests happier, make IHG hotels around the world more money, and make processes run more smoothly.
Expand Sustainability: IHG should boost its responsible tourism and sustainability activities. It might help set big sustainability goals, cut carbon emissions, protect natural resources, and help local communities through donations and partnerships (Tran, 2021). Leading the way in sustainability can help IHG's communities, bring in people who care about the environment, and set its brands apart.
Focus on Talent Development: For operational quality and long-term success, IHG needs to put money into talent development and getting employees involved. IHG should put leadership growth, training, and employee appreciation at the top of its list of priorities if it wants to find, keep, and grow top talent (Veetikazhi et al., 2022). Engaged and inspired employees are necessary for businesses to have long-term success and give visitors great experiences.


[bookmark: _Toc158999228]Conclusion
IHG is the world's biggest hotel company, and it focuses on new ideas, being environmentally friendly, and making sure customers are happy. IHG has been able to adapt to changing market conditions with strength and speed, even though there are some challenges, such as maintaining brand consistency and a complex competitive field (Voegeli, 2021). By making smart investments in digital innovation, sustainability, and people development, IHG can take advantage of new market trends, drive long-term growth, and provide great value to all stakeholders. Honouring its core values of honesty, teamwork, and quality makes IHG's guests loyal, its employees involved, and the society better (Yan et al., 2020). IHG is determined to reach its strategic goals, make its operations more efficient, and keep its place as a world leader in hospitality which will shape the industry for years to come.
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