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The report will discuss the organisational structure of the organisation in terms of how its hierarchy and also the functional groups are connected to its culture and purpose. The recent change initiatives will then be reviewed, with an emphasis on how they affected the organisation and also the quality of their management. Moreover, the report will explore the current organisation’s strategic framework, analysing its long-term goals and also the pathways of achievement. The overall level of organisational performance will be assessed to reveal the current situation of the organisation and its capacity to implement the chosen strategic direction appropriately.
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The identity and operations of any company are heavily influenced by the organisational structure, company culture, and also the goals. In the case of the InterContinental Hotels Group (IHG), such elements are very important components in determining the success and performance of the company.
Organisational Structure:
The organisational structure is the framework that determines the relationships, roles, and also positions in an organisation. It describes the way the tasks are segmented, coordinated, and also directed. An appropriate organisational structure promotes efficiency, good communication, and also performance in fulfilling the company’s objectives. A theory that can be widely used to understand the organisational structure is Mintzberg’s Organisational Configurations. Mintzberg proposed five basic structures: A simple structure, a machine bureaucracy, a professional bureaucracy, a dimensional form, and an adhocracy.  IHG, being a global hotel group, is likely to have a dimensional form of structure (Hanelt et. al., 2021).  This structure is characterized by divisions or business units that operate independently and are focused on specific geographic regions or market segments. Each division within IHG might have its functional structure to manage operations efficiently. For instance, IHG may have separate divisions for luxury, mid-scale, and budget hotels, each with its management team responsible for decision-making within its scope.
Organisational Culture:
Organisational culture includes the shared values, beliefs, and also attitudes that define the work setting. It affects the way the employees behave, make decisions, and also create a corporate identity. The culture of an organisation should be very strong, and positive, and should promote unity, employee engagement, and also alignment with the company’s mission and goals. Schein’s model of organisational culture helps to understand this feature (Paais and Pattiruhu, 2020).  Schein identifies three levels of organisational culture: artefacts and behaviours, values, and assumptions. The espoused values for IHG are the commitment to delivering great guest experiences and maintaining high standards. The underlying assumption could be a very customer-oriented philosophy that pervades the entire organisation, dictating employee behaviour and decision-making. The artifacts and practices like IHG’s staff training programs and individualized service focus also demonstrate and reiterate the company’s culture.
Organisational Goals:
Organisational goals are very specific, quantifiable objectives that a company pursues to achieve its mission and also the vision. They guide, focus and give a good structure to the decisions. Clearly defined goals help the employees to motivate, direct the strategic planning and also contribute to the survival of the organisation. Goal-setting theory, as proposed by Locke and Latham, argues that specific and difficult goals lead to higher productivity than general or easy goals. The objectives of IHG could be achieving market share growth, global presence, and also customer satisfaction (Madaio et. al., 2020). IHG can motivate its employees by establishing concrete objectives, such as opening a certain number of new hotels in specific areas or reaching a predefined customer satisfaction rating.
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Recent Change Initiatives: In an IHG, a change initiative has several dimensions, including digital transformation, sustainability activities, or service delivery changes. For example, IHG rolled out technology upgrades aimed at improving the guest experience, adopted new sustainability practices to reflect the industry trends or adjusted the operational procedures in response to external factors such as the COVID-19 pandemic (Latulippe and Klenk, 2020).
Impact of Change Initiatives: Change initiatives in the IHG have had a very complex effect. Some positive effects are a lot better operational efficiency, better guest satisfaction, better market competitiveness, and also compliance with the changing industry standards. On the other hand, change involves many challenges, for instance, employee or guest resistance, temporary disruption in the operations, or financial implications (Cosio, 2020).
Management of Change Initiatives: Successful implementation requires very effective change management. As a global brand in the hospitality industry, IHG is very likely to implement the best practices in change management. This includes communicating the reasons for the change to the stakeholders, offering training and support for the employees to adjust to the new procedures, and conducting comprehensive analyses of the risks and benefits associated with the changes (Errida and Lotfi, 2021).
Key elements of Change Initiatives
Communication: Communication is very essential during any change and should always be clear and also consistent. IHG communicate the objectives, advantages, and desired results of the projects to the employees, guests, and other stakeholders.
Employee Involvement: As the process of change involves the employees, their buy-in is very guaranteed, and any concerns or resistance are also addressed. IHG supports many training programs, workshops, and forums that allow employees to provide their opinions and suggestions (van Assen, 2021).
Adaptability and Flexibility: The hospitality industry is a very dynamic environment and IHG’s change management strategies likely focus on flexibility. Responsiveness to unpredictable challenges or feedback is very essential to achieving success in any change initiative.
Performance Metrics: Key performance indicators (KPIs) are created by IHG to assess the effectiveness of the change initiatives. These measures include many measures of guest satisfaction, employee engagement, operational efficiency, and also financial performance (Saura, 2021).
Continuous Evaluation: Change is a very dynamic process, and IHG constantly assesses the effect of the initiatives. The regular assessments identify areas where improvements can be made, the necessary adjustments are made and the organisation remains responsive to the changing market conditions.
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Organisational Strategic Direction:
Strategic direction in the organisation is an overall plan that describes the long-term goals and the ways to reach them. It includes the most important decisions related to market positioning, resource allocation, and competitive advantage. This road map directs the organisation in overcoming both internal and external challenges as well as promoting growth, innovation, and sustainability. It connects the company’s mission and vision with practical steps, making it a unified and very progressive direction. IHG’s focus on digital presence, loyalty programs, and also sustainable initiatives reveals its several attempts to meet new consumer needs (Volberda et. al., 2021). Moreover, strategic alliances and also acquisitions have played a key role in expanding its reach in different markets. The pillars of strategic choices that IHG relies on are the continuous adaptation to industry trends and the customer-focused strategy that ensures the company's growth and relevance in a highly competitive hospitality market.
Theories of Strategic Decision:
Michael Porter's Generic Strategies:
· Cost Leadership: The strategy that IHG can use is cost leadership as it has the aim of operational efficiency, economies of large scale, and also cost control to offer competitive pricing in the hospitality industry.
· Differentiation: Alternatively, IHG may implement a differentiation strategy involving some unique services, experiences, or features to differentiate itself from the competitors and attract a large market (Salsabila et. al., 2021).
Ansoff's Matrix:
· Market Penetration: IHG will try to increase its share of the market by making the current customers stay longer, by launching loyalty programs, or by enhancing the current offerings.
· Market Development: The company decided to venture into new markets or expand its presence in the current ones to target unmet customer groups or also to respond to evolving travel behaviours (Czinkota et. al., 2021).
· Product Development: Alternatively, innovation in the hotel services, amenities or products are very much compatible with the IHG adjusting strategy to the changing customer needs.
· Diversification: IHG also diversify its business by exploring either related industries such as vacation rentals or the uncovered markets to reduce the risk and find new revenue streams.
Current Business Performance of IHG:
Financial Performance: The financial performance analysis of IHG is significantly important to understand the company’s performance as well as its growth path. The financial statements of the IHG indicate whether the company is experiencing consistent growth to reach new heights, or not. IHG's financial competitiveness and also strategic effectiveness are evaluated by comparing its performance with the industry standards (Stoimenov, 2023).
Market Share: Measuring IHG’s market share in different regions and segments plays a very important role in determining its competitive position in the hospitality sector. Tracking the market share movements yields a lot of useful information about the success of the IHG’s strategic plans (Hu et. al., 2021).  In other words, a rising market share could indicate the success of the expansion efforts, innovative service offerings or effective marketing strategies. On the other hand, a shrinking market share may encourage a more critical analysis of the possible threats or improvement opportunities.
Customer Satisfaction: In the hospitality industry, customer satisfaction is a very important key performance indicator that greatly influences business performance. Measuring the guest satisfaction scores and feedback allows for evaluating the efficiency of the guest expectations fulfilment by IHG. Such a very high satisfaction level is frequently associated with repeat business and also positive word-of-mouth which leads to brand loyalty. Through customer feedback and service quality improvements, IHG can maintain its competitive position and remain a very successful business in a competitive market (Barusman and Rulian, 2020).


[bookmark: _Toc157453353]Direct Comparisons with Key Market Competitors
Several major competitors in the international hospitality market compete with the IHG. Marriott International, Hilton Worldwide, and also Accor are three key rivals.
 Marriott International
· Strategic Focus: Like IHG, Marriott embraces a multi-brand approach that targets different groups of customers. Both companies aim to offer a diverse range of attractive options to the tourists.
· Differentiation:Marriott concentrates on the uniqueness of the individual brand while IHG emphasizes the uniqueness of the guest experience. Both firms seek to provide a wide variety of attractive alternatives for the tourists (Catana and Toma, 2021).
 Hilton Worldwide
· Branding Strategy:As with the IHG, Hilton adopts a brand-centric approach that boasts a substantial number of brands that cater to the various market segments. 
· Innovation:IHG and Hilton invest in technology innovations that enhance the guest experiences. For instance, digital check-ins and also personalized services are the two domains where both firms want to be leaders in the competitive market  (Zeng, 2021).
Accor
· Global Presence: IHG and Accor have an international focus, with operations in many different parts of the world. Both companies engage in market development strategies, looking for avenues of growth in existing and also new locations.
· Diversity of Brands: Just like IHG’s brand portfolio, Accor owns a variety of brands that cater to the different market segments. This competition is based on the ability to control and differentiate these brands to meet the varying customer needs (Belabas et. al., 2020).
[bookmark: _Toc157453354]Recommendation
To improve its competitiveness in the rapidly changing hospitality industry, IHG can implement the following recommendations. It is therefore advisable that IHG should place a major focus on sustainability initiatives and should pass clear communication to the guests. While environmental awareness increases, travellers opt for eco-friendly alternatives. (Kwan and Tong, 2023). By adopting such sustainable practices e.g. energy-efficient technologies, waste reduction, and also responsible sourcing, IHG can differentiate itself. The open display of these initiatives in the marketing campaigns and also within the guest experience will help to attract environmentally aware travellers and promote IHG’s brand differentiation. IHG can use the power of advanced data analytics to understand the guest’s many preferences and behaviours. IHG can personalize the guest experience, from room preferences to personalized services, through investing in state-of-the-art technology such as artificial intelligence and also machine learning to create an unforgettable stay. This approach not only improves customer satisfaction but also promotes brand loyalty, why IHG is the choice for travellers seeking one-of-a-kind and personalized hospitality services. Integration of the new technologies is very critical for IHG to simplify the guest journey. This entails the adoption of contactless check-ins; smart room features and many other technologies which enhance convenience and security. By embracing the latest technological advancements, IHG may become an innovator in providing modern and convenient guest travel (Gong, 2020).
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In conclusion, for a stronger competitive stand in the hospitality market, IHG should emphasize its sustainability initiatives, use data analytics for customized experiences, and implement new technologies for seamless guest journeys. Through strategic partnerships with environmentally friendly practices, the data-driven customization of the services, and innovative technology, IHG will be able to improve customer satisfaction and loyalty and maintain its distinctive position in the competitive hospitality market. These strategic actions prepared IHG for sustained growth and a competitive edge in the dynamic global market.
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