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Management, in an organisation, refers to the process of administering activities through coordination and maintenance based on strategic planning to accomplish organisational objectives by utilising individuals working in the organisation (Armstrong, 2012). To better understand this concept, this written report aims to highlight different organisational aspects in the context of a multinational hotels and resorts business named InterContinental Hotels Group (IHG). For this, it is going to focus on the business’s operations through a brief overview. Later, the organisation’s structure, culture and organisational goals on different levels are to be discussed. Moreover, this paper will shed light on recent initiatives the business has taken for implementing changes within its business, their impact and assess how they have been managed. Furthermore, this assignment aims to conclude by evaluating the organisation’s strategic direction and recent business performance.
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Figure 1: Corporate identity of IHG.
Source: (IHG, 2024).
InterContinental Hotels Group (IHG), operates as a multinational hospitality provider of British origin and is now being marketed as IHG Hotels & Resorts. The organisation started its operations in 2003 and now running its business globally with over six thousand hotels (Wellington, 2023). As a hotel and resort business, the main services it provides are accommodations, recreation and food services where over 3,25,000 people are currently working (IHG, 2024). Moreover, this public limited hospitality chain has generated approximately £3.8 billion as revenue with a net income of over £370 million in the year 2023 (Vasic and Cerovic, 2023). Additionally, it has a more governing and fully functional headquarters in Windsor, England, from where its entire global operations are being monitored and managed.
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Figure 2: Organisational structure of IHG.
Source: (IHG, 2024).
IHG, being a multinational hospitality chain follows a functional organisational structure where management and decision-making are divided based on the respective functions to be executed. Functional structure in an organisation is mostly a team-based structure where a group of employees are divided into different departments following their expertise areas (Kavanagh, 2022). Here, IHG implements and practices this structure due to its significance in increasing productivity and accountability, minimising operational costs, and providing scope for skill development. Though there are chance of unhealthy competition between departments that may hinder decision-making, still the organisation has managed to operate its business for the last 21 years. Furthermore, following this structure, each of its departments based on functions like finance, front office, human resource management, sales, logistics and others are governed by managers reporting to upper management till the General Manager (Mullins, 2016). Besides, each functional department consists of different types of employees based on functionality and requirements. Moreover, the hotel group has managed to increase its organisational performance by 41% as responsibilities are divided and assigned specifically to each department which ensures clarity on operational aims and directions (IHG, 2024).
[bookmark: _Toc157509097]Organisational culture
[image: ]
Figure 3: Four types of organisational culture.
Source: (Frosdick, 2023).
There are four types of cultures that organisations widely follow; clan, adhocracy, hierarchy and market culture. From these, IHG follows a hierarchy culture which is an organisational culture practised for long-term stability, persisting shared values and consistencies throughout the entire organisation (Jones, 2022). Here, the business implements and nurtures it as this cultural orientation provides more clearer reporting structure, assists in decision-making, strengthens organisational bonds, encourages collaborations and cooperation and others (Huczynski and Buchanan, 2013). However, this culture has also restricted its employees within the boundaries of their superiors and reporting departments, for which employees sometimes lack freedom and think their contributions are not being valued properly. Still, through this organisational culture, IHG has managed to rank 2nd in terms of customer satisfaction as its operations are well coordinated and decisions from higher management also have served as guiding beacons (Frosdick, 2023).
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Figure 4: Three levels of organisational goals.
Source: (Jones, 2022).
Strategic goal: This type of goal indicates more long-term objectives that reflect the organisational vision and the business’s overall strategy (Hughes, 2022). IHG Hotels & Resorts’ strategic goal is to become the leading hospitality organisation in the world in terms of creating unparalleled guest experiences and strengthening its market position through growing brand awareness within the next 10 years (IHG, 2024).
Tactical goal: Comparatively, tactical goals are narrower and mid-term objectives that provide intermediary steps for organisations to follow to accomplish organisational vision (Buchanan and Huczynski, 2007). IHG’s current tactical goal is to offer authentic hospitality experience to global guests by reaching new industry-leading heights in terms of promoting and brand awareness within the next 5 years (IHG, 2024).
Operational goal: Operational goals are more specified organisational goals that the business is going to accomplish within the next one or two years of operations (Boddy, 2014). This type of goal aids businesses on an operational level dictating steps and strategies to follow to attain operational aims, aligned with the overall vision. Now, to state IHG’s operational goal, the organisation’s goal is to create value by developing its brand, strengthening its loyalty programs, providing a greater owner proposition and formulating revenues via the implementation of low-cost direct channels within the year 2026 (IHG, 2024).
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Figure 5: 3Ps of lean action.
Source: (Bloisi, Cook and Hunsaker, 2007).
Purpose: To advocate for changes, IHG has brought changes in its organisational purpose to provide more superior guest experience by increasing its facilities for better brand awareness. Now, its purpose is not only focused on creating a safer environment for its customers but also on providing the best comforts possible through a more eco-logical approach and technological advancements (Adair, 2009). For this, the organisation currently investing in rebranding its operations, and marketing approaches which have increased its operational costs by 27% but it also has improved online traffic to its websites for booking by approximately 31% than its previous years’ performance (Hughes, 2022).
People: As for providing the ultimate experiences for maximum brand identity and market position, the hotel chain group has taken extensive training programmes to develop its current workforce. Moreover, the organisation has already laid off 18% of its ineffective employees and now gradually filling it up with talented individuals who are more adaptive to change, trends and challenges (Mullins, 2020). Alongside these, the business has initiated reward and recognition programs to motivate employees to provide the best experience to its customers (Armstrong, 2012). For these changes, the organisation has already managed to gain a 12% gain in its market reputation creating a more positive work environment (Frosdick, 2023). Besides, IHG, now experiencing more employee engagement with increased morale to support its organisational strategic goal.
Process: IHG has also taken change initiatives to transform its operational process for serving the guests and reaching new market heights. Here, the business now included extensive waste management facilities to cut operational costs and gain a positive reputation in the process. Besides, it is gradually shifting its energy consumption to more renewable energy sources to reduce carbon footprints to provide a more sustainable and eco-friendly experience. Due to these change initiatives in its operational process, the hotel chain has managed to create a positive influence in society, leading to more stakeholder satisfaction. Additionally, it is facilitating the organisation with a 15% rise in its brand value and brand loyalty, though the business now is being forced to decrease its prices for extensive customer attractions (Nandy, 2021). However, as the eco-friendly methods are more expensive than the traditional methods, the IHG is experiencing slight turbulences in managing costs.
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Figure 6: Lewin’s model of change management.
Source: (Arnold, 2005).
Unfreeze: IHG management to implement the changes required and planned has first decided to identify the weakest points in its current branding, customer service provision and overall operational management. Upon identification, the organisation has taken initiatives to slowly transform its business into a greener business to gain more customer trust and implement technological advancements to bring comfort and speed in attending and facilitating guests (Mullins and Dossor, 2013). Apart from these, the business has terminated most of its employees as part of its strategic planning to change its workforce with more competent ones. Moreover, as previously mentioned, the hotel chain has reduced using non-renewable energy sources in its operations for more greener service and reduced operational costs.
Change: During the change initiation, the organisation has organised training and reward programmes to develop, update and make its people more capable of serving customers with utmost priority and efficiency. The organisation also recognises its people through evaluating their performance and guests’ feedback and provides increments to keep them motivated and engaged in the cause (Nandy, 2021). Besides, the hotel chain has shifted to solar panels and waste management to reduce energy consumption and waste. Furthermore, it replaced its chemical-based ingredient for laundromat services with organic substances that make the bedsheets and towels scented and soft for longer times, resulting in longer comfort (Robbins, Judge and Campbell, 2008). Besides, it now uses technologies in serving foods and other services for speed that has increased its customer satisfaction level, giving it free word-of-mouth publicity.
Refreeze: The organisation after making these changes now has stronger managerial teams to effectively monitor and control any complaints provided by customers. Additionally, crisis and risk management teams have been assigned to anticipate any threats occurring due to the implemented change (Rollinson, 2008). Apparently, the hotel chain has created a separate budget for any aversions to take immediate action and immediately address it, ensuring more sustainable operations. Furthermore, IHG, as a multinational hotel chain, has strengthened its global human resource management team with updated knowledge of customer service provisions to ensure its employees always remain efficient while attending to guests to minimise any scope of complaints (Wellington, 2023).
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Figure 7: Ansoff’s strategic growth matrix.
Source: (Robbins, Judge and Campbell, 2008).
Out of Ansoff matrix’s suggested four directions for growth, IHG is currently following market penetration as its strategic direction. The organisation is now focused on improving its services and brand image to attract more consumers keep its stakeholders happy and beat the market competition (Frosdick, 2023). Besides, this strategic direction is aiding the business in adapting its operations to the changes in trends, technology and customer preferences. For this, the business gradually reached its intended objective to become the leading hospitality business in the world. Moreover, the hotel chain has already become the 1086th most valuable company in the world with a £15 billion market capital while operating in an existing market with existing products (Vasic and Cerovic, 2023). Through modifying its service provision and implementation of technologies like mobile applications, websites and others, the organisation now has a competitive edge over its rivals like Premier Inn, Travelodge and others in terms of branding, customer engagement, satisfaction and loyalty. However, its other competitors like Hyatt and others are also on the same level with IHG which is giving it tougher competition, implementing similar approaches (Wellington, 2023). Yet, the hotel chain management is hopeful in optimistic that guests will prefer its services over others as the business is highly dedicated in terms of facilitating tourists, travellers and visitors. Additionally, the organisation provides an indoor spa, dining, recreation, pool and other five-star services so that the guests do not need to leave the hotel premises to avail it from outside facilitators.
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For concluding the report, it can be concluded that proper management is necessary for larger organisations like IHG to maintain global business operations. Here, the paper has indicated that the organisation has a functional organisational structure with a hierarchical culture to pursue its strategic, tactical and operational organisational goals. Besides, through the implementation of appropriate frameworks, it has been observed that the hotel chain is to date managing its change initiatives well while focusing on transforming its people, purpose and process. Finally, the business has been found to emphasise market penetration for a more strategic direction which slowly increases its business performance.
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