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EXECUTIVE SUMMARY
For more than ten years, InterContinental Hotels Group has been operating in various countries all over the world. This global hospitality company manages more than two dozen hotel brands, such as InterContinental, Holiday Inn, and Crowne Plaza. This report aims to evaluate IHG both at the corporate and unit levels.
The company has a decentralized model where each of the hotel brands has much decision-making independence. The IHG organizational culture is built on their belief and commitment to sustainability and innovation, and the employees’ continued dedication to making their guests happy at every touchpoint.
IHG seeks to achieve uninterrupted exciting guest experiences while creating value for their shareholders lose out from the stakeholders. 
The organisation takes the lead in implementing change initiatives to support its transition to an altered market environment and ensure its competitiveness. The hotel chain has prioritized the digital transformation of health and safety processes to enhance guest experience while improving operational effectiveness.
In conclusion, the IHG group has shown the strength and the flexibility in between the challenges within the hospitality industry. The careful planning is allowing them to serve the different markets while staying true to the brand.
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[bookmark: _Toc166152057][bookmark: _Toc166744084]INTRODUCTION
[bookmark: _Hlk166743285]For more than ten years, InterContinental Hotels Group has been operating in various countries all over the world. This global hospitality company manages more than two dozen hotel brands, such as InterContinental, Holiday Inn, and Crowne Plaza. This report aims to evaluate IHG both at the corporate and unit levels. More specifically, from the strategic perspective, IHG’s organisational structure, culture, goals, recent change projects, management and impact, and strategic orientation are assessed. Due to the extensive scope of its presence and very broad brand portfolio, overall assessment of IHG is required in order to develop a comprehensive overview of IHG’s operational mechanics and strategic stance among strong competitors of the hospitality industry (Bharwani & Mathews, 2021). This evaluation is expected to provide insights into problems, strengths and prospects of IHG in the future for the sake of shedding light on the efficiency of IHG in achieving its organisational goals and added value to its stakeholders.
[bookmark: _Toc166152058][bookmark: _Toc166744085]MAIN BODY
[bookmark: _Toc166152059][bookmark: _Toc166744086]Organization structure, culture and goals 
· [bookmark: _Hlk166743323]Organization structure: The company has a decentralized model where each of the hotel brands has much decision-making independence. Ensuring that each of the units feels empowered and takes ownership in its operations allows them to adjust to local preferences and unique market segments. The model ensures flexibility and novelties in responding to a wide spectrum of consumer preferences by maintaining the individual identities of its different brands such as Crowne Plaza, Holiday Inn, and InterContinental. The company supports excellence in operations across its brands by offering an overall executive strategy and policy, maintaining brand principles, including providing supporting services at the corporate level. This hybrid model enables the company to make use of scale efficiencies while benefiting from market-level knowledge and experience (Chua & Han, 2022).
· [bookmark: _Hlk166743354]Culture: The IHG organizational culture is built on their belief and commitment to sustainability and innovation, and the employees’ continued dedication to making their guests happy at every touchpoint. The culture is centred on a relentless dedication to providing exceptional guest experiences. At every step, our whole business strategy commits us to relying on our innovation in product development and operational delivery capacities to exceed the guests’ expectations and inspire their long-term loyalty to them (InterContinental Hotels Group, 2024). Their enduring beliefs are founded on their drive for innovation, constant emergence and adaptability to changing demand designs and market change trends. They are devoted to being unique and new in all areas, from traditional processes to revolutionary innovative improvements or technology-driven initiatives. Additionally, many of the business processes and operations of IHG are driven by sustainability. They make decisions in which plan to minimize the environmental effects and promote responsible travel (Tsai, 2011).
· [bookmark: _Hlk166743392]Goals: IHG seeks to achieve uninterrupted exciting guest experiences while creating value for their shareholders lose out from the stakeholders. The singular focus on both financial and client success is indicative of IHG’s overall commitment to achieving sustainable profitable growth and value creation. The company aims to build guest loyalty and promote repeat business through guest-centricity. However, over time, it is projected that these will translate to consistent revenue generation and associated profitability (Jiang et.al., 2020). On the other hand, IHG remains committed to achieving consistent and value-generating shareholder returns through disciplined investment, execution of operating efficiencies and careful financial stewardship. It is essential to leverage a balanced approach that offers frugality in savings finance while remaining customer-focused to ensure the company’s corporate values and business priorities alignment. IHG seeks to maintain market leadership in the hospitality business while delivering meaningful long-run returns to shareholders (Dumoulin & Giacomel, 2020).
[bookmark: _Toc166152060][bookmark: _Toc166744087]Recent change initiatives and management 
· [bookmark: _Hlk166743424]Recent change initiatives. IHG takes the lead in implementing change initiatives to support its transition to an altered market environment and ensure its competitiveness. Particularly, faced with the concomitant challenges associated with the COVID-19 pandemic, the IGH reportedly initiated IHG Way of Clean programme. It can be emphasized that the programme was a strategic reaction to protect the health and welfare of staff and guests at all the considered locations. The programme involved upgrading cleaning methods and sanitization standards to decrease the threat of spreading the virus and assure guests that they may have a positive experience throughout their visit (InterContinental Hotels Group, 2024).
· [bookmark: _Hlk166743481]Digital transformation. The hotel chain has prioritized the digital transformation of health and safety processes to enhance guest experience while improving operational effectiveness. For instance, IHG Studio is a customized in-room entertainment solution created by IHG to address digitalization’s influence on the hospitality business. Using the cutting-edge service, visitors could access a wide range of entertainment options tailored to their interests, enhancing the overall stay experience (Hirsch, 2019). In addition, IHG renovated its mobile application to not only make the booking and loyalty program linking process seamless and easy for guests. An integrated mobile solution enables IHG to make the guest journey as simple as possible using a single mobile app, beginning with booking the hotel and finishing with check-in. Besides the heightened benefit and ease that the feature provides guests, the enhanced mobile experience allows IHG to gather crucial data (Dias, 2023).
· Management of transformation efforts. Overall, with how the business demonstrated agility and reactivity when it comes to the external challenges, and IHG was relatively successful with this aspect of change management. The founding of the IHG Way of Clean programme is an excellent example of how the business showed dedication to prioritizing the safety of their guests and restoring their confidence in the brand after the threat of the pandemic (Lu et.al., 2021). IHG’s success when it came to meeting the changing expectations of the consumers and the regulatory restrictions by implementing improved cleaning standards in all their properties across the globe is an evident demonstration of effective management of change due to external challenges. Physically, multiple transformation efforts that have been implemented into the business have provided the desired outcomes (Kuo et.al., 2021). For example, the digital initiatives that IHG invested in, have generally worked and provided value by improving customer experiences and streamlining existing operations. Examples of these initiatives include IHG Studio and the new mobile app, which show the business’s proactive attitude to innovation and keeping up with the pace of current changes in customer expectations (Kapoor & Kapoor, 2021). Due to these enhanced digital capabilities, IHG is now a leader in the field of hospitality, providing their customers with seamless and personalized experiences. However, despite these successes, general difficulties that come from the very broad character on IHG’s portfolio may be present, as a business that is represented by several active brands in many international markets might have challenges keeping the alignment (Luo et.al., 2022). When there are so many properties and markets involved, ensuring that all of them remain aligned to a consistent strategy is getting more challenging in practice. Hence, for greater effectiveness of change management efforts across the organization, IHG must find a better way to balance a unified strategy with the specifics of each brand.
[bookmark: _Toc166152061][bookmark: _Toc166744088]Organization’s strategic direction 
[bookmark: _Toc166491611][bookmark: _Toc166744089]The dotted line for IHG is to become the world’s most preferred and trusted hotel company. This causes four major strategic priorities that the company will focus on to make this vision a reality (Morrison & Buhalis, 2024). They include driving growth, enhancing guest experience, delivering shareholder value and building a high-performance culture. 
· Driving growth: IHG plans to grow and expand its business in a lot of ways, and expanding its portfolio is a great strategy. The company also put a significant amount of money into new hotel developments, with a focus on developing markets where tourism is much higher. IHG seeks to address market openings and pass additional footprints around the globe by putting hotels in places where people desire to go and be. They are also always investigating brands’ acquisitions and alliances to expand their portfolios to get a hold of new consumer targets. This growth expertise focus gives the company an opening solidness and a competitive edge against the always-changing backdrop of industries (InterContinental Hotel Group, 2024).
· Enhancing guest experience: IHG’s strategic goal is to continue to increase the quality of the end-user experience. In order to improve guest experience and distinguish its goods, the corporation concentrates on developing new goods, supplying high-quality service and presenting benefits programmes to stimulate consumer loyalty (Volk & Ovchinnikova, 2021). The company attempts to gather and examine as much input as feasible from its guests to determine, in greater, where it may accomplish better. In addition, the corporation focuses on modernizing its services to guarantee that they correspond to quickly changing consumer preferences. By focusing on its guest experience, IHG will create and build brand-like attitudes for its visitors while building long-term interactions with them. This will have beneficial consequences for the firm’s competitive edge and will help it boost revenue (Richardson et.al., 2023). 
· Delivering shareholder value: International Hotel Group is insisted on providing shareholders with value via strategic initiatives designed to increase performance assets and boost operating efficiency. A thorough approach to allocating capitals is something the business does. This assures that business leaders steer financing into projects that have the best possibility of producing sustainable profits. In addition, IHG boosts shareholder value by returning capital to owners via dividends, the value of their stock increases and through stock purchasing, IHG generates value for its shareholders. By doing this, individuals are focusing on profitability and disciplined financial administration. At the same instance, the company plans to keep a healthily balanced sheet as well as retain financial flexibility (Shulga, 2020).
· Building a high-performance culture: IHG equally recognises that developing a culture focused on high performance is critical to driving organisational success. IHG invests in initiatives in diversity and integration, employee growth and development, as well as talent growth to foster and empower its workforce, creativity, cooperation, and accountability (Leung et.al.,). IHG enables its employees with the skills and knowledge required to generate outstanding results and support the company’s top performance through training and development initiatives across their undertaking. IHG can attract and leverage the total abilities of its skills and create an environment where all workers can contribute to the company’s success through a culture of diversity and inclusion (Kilson et.al., 2023). 
IHG is aiming to be the top choice across world by focusing on the growth, guest happiness and strong working culture. Despite the challenges, IHG is staying stronger because of their strategy and commitment to the goals. They want to become the best hotel company by making the customers happy, grow their business and keep the shareholders satisfied (Srivastava 
& Singh, 2020). 
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CONCLUSION
[bookmark: _Hlk166743531]In conclusion, the IHG group has shown the strength and the flexibility in between the challenges within the hospitality industry. The careful planning is allowing them to serve the different markets while staying true to the brand. They are focusing on their employees and the sustainable practices which is aiming for the happier guests. This customer focussed approach is keeping them adaptable within the changing landscape. When it comes to strategy, IHG’s top priorities are the development of an efficient high-performance culture, shareholder return, creating extraordinary guest experiences, and driving growth. Through personnel developmental initiatives, digitization, and portfolio expansions, the business aspires to acquire and maintain an industry-leading posture while remaining operationally and financially valuable in the long run to all stakeholders. IHG has demonstrated that it is both responsive and reactive to recent change processes and that its company remains potent despite significant external issues caused by the COVID-19 pandemic. Moving forward, IHG will be well-positioned to take advantage of emerging market opportunities and maintain a steady growth rate while its unwavering commitment to quality and creativity remains constant.






RECOMMENDATIONS:
1. The company could consider partnering with wellness or entertainment brands to offer unique experiences to their guests.
2. Invest in employee development programs like training and mentorship opportunities, to improve staff retention and engagement.
3. Explore alternative accommodation such as vacation rental, hostels, or serviced apartments, to attract a wider range of guest and stay competitive.
4. Invest in digital transformation, this could include implementing AI-powered chatbots.
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