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[bookmark: _Toc167923749] Executive Summary 
This report examined the organisational effectiveness of Intercontinental Hotel Group (IHG) and assessed its strategy, culture, strategic plan and strategy. IHG maintains a decentralised model that balances autonomy and global connectivity. It focuses on increasing revenue, expanding into key markets and driving shareholder returns. Recent changes such as new brand introductions and acquisitions have increased supply despite the challenges of the pandemic, and RevPAR has recovered to 94% of pre-COVID levels. IHG’s strategy allows for scalability while empowering hotels, although rapid growth could threaten stability. The goal of sustainable development is integrity and innovation in line with competitors, although IHG may need to accelerate integrity and consistency. Having proven its resilience through crisis, IHG needs to strengthen franchisee partnerships and rapidly build Asia-Pacific loyalty to cement its long-term position in the highly competitive global hospitality industry.
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[bookmark: _Toc167923750]Introduction 
InterContinental Hotels Group (IHG) is one of the largest hotel companies in the world with over 5,600 hotels in 100 countries Founded in 1946 (Song, 2023). Today IHG owns brands such as InterContinental, Holiday Inn, Holiday Inn Express, Crowne Plaza, Hotel Indigo and Staybridge Suites operate the operation. IHG has grown organically and through acquisitions, the largest being US-based InterContinental Hotels. acquired in 1997 and Greater Hotels in the UK in 2001 (Marin-Pantelescu, 2021). Its brands continue to thrive as one of the leaders in the hospitality industry through IHG's effective operations -segmentation, offering different price points that will suit the budgets of various carriers’ categories and a constant focus on innovation. The objective of this report is to evaluate and analyse IHG at a corporate and equity level relative to relevant organisational principles. It will discuss IHG’s organisational structure, culture and strategic objectives. Key changes in recent years and their impact on performance will be reviewed. Finally, IHG’s strategic direction will be evaluated against competitors such as Marriott and Hilton. The report will contribute to understanding IHG’s effectiveness in managing growth by maintaining unity of vision, culture and values ​​across the dispersed brand. Recommendations will be made to assist IHG in strengthening the organisation’s performance and competitive position.




[bookmark: _Toc167923751]Main body
[bookmark: _Toc167923752]Organisation Structure, Culture and Goals 
IHG has a decentralised organisational structure with a corporate headquarters providing strategic direction and overseeing brand management and development. As a public company listed on the London Stock Exchange, IHG is led by a Board of Directors who oversee the long-term success of the Company and is accountable to shareholders. The Board appoints a Management Committee chaired by the Chief Executive Officer (Scher and McGuire, 2022).
The company follows a lean corporate structure with only about 300 employees at its headquarters in Denham, UK. This gives it greater flexibility and maximum responsiveness to local market conditions for its five geographies - Canada, Europe-Asia, Middle East Africa, and Greater China (Loyd et al., 2020). Individual hotels are managed through a mix of programs. The company, on the other hand, has been given the rights and property management including 90% of IHG’s hotels operating as franchises owned and financed by third parties (Caoui and Steck, 2023). This provides IHG with stable franchise fees and royalty income while reducing the need for capital investment.
IHG’s culture is based on its mission to provide genuine hospitality to all travellers. Core values ​​of integrity, respect, teamwork, and excellence guide decision-making. IHG strives to empower employees through training and development programs (Wallace and Angell, 2022). The company culture emphasises innovation and continuous improvement through its ‘guests first’ strategy. At the property level, individual hotels are expected to reflect the unique characteristics of their brand while maintaining the high standards of IHG. Brand leadership teams work to foster a strong community culture that embraces each brand’s identity. The Holiday Inn, for example, aims to provide a warm and friendly atmosphere that meets the needs of guests, while Inter Continental’s luxurious amenities suggest an upscale yet comfortable atmosphere (Lopes, 2022).
Goals are cascaded down from IHG's overarching aims of growing revenues, expanding its presence in emerging markets and delivering quality returns to shareholders. Each hotel then sets its own set of quantifiable, measurable goals that are directly linked to these broader objectives (Huang, 2022). Key value properties covering areas such as occupancy rate, average daily room value, revenue, and guest/client satisfaction levels as measured by net promoter scores are determined success in achieving this annual goal is heavily encouraged by IHG’s robust legacy performance reward program for general managers and their employees. There are reinforcements. Combining a lean centralised structure with the necessary autonomy that enables property and infrastructure to be integrated, this balanced strategic approach enables IHG to operate effectively as a cohesive international hotel group while still providing essential flexibility and innovation in the local market.
[bookmark: _Toc167923753]Recent Change Initiatives and Impact 
Over the last three years, IHG has made several major strategic changes. In 2018, it acquired Six Senses Hotels Resorts Spas, a luxury wellness chain with 20 hotels worldwide. This expands IHG’s premium offerings to tap into the growing wellness journey. Later that year, IHG also restructured from three to five locations to focus on the market. In 2020, IHG launched two contemporary brands - Atur Hotels for mid-range travelers and Voco Hotels in the upper mid-range segment. Both brands saw rapid expansion during the pandemic as travellers sought cheaper quality accommodation closer to the city (Singh, 2022). By early 2022, Atur had opened 60 hotels, with over 200 hotels, while Voco had grown to 25 hotels with another 130 hotels signed. However, the COVID-19 pandemic that began in early 2020 posed significant challenges to IHG’s operations globally. Government-imposed travel restrictions and travel closures in many countries led to an unprecedented 66% year-over-year decline in IHG's system-wide room per available room (RevPAR) for the full year, due to occupancy inhabitants declined sharply (Wallace and Angell, 2022). These included temporarily reducing the number of points required to redeem within its loyalty program to encourage future bookings Furthermore, IHG worked closely with hotel staff to ensure that guests spent cleanliness and hygiene following strict procedures to ensure confidence in their health and safety
IHG also monitored effective change management throughout the crisis. Conducted regular online town hall meetings between senior leadership and employees across brands to communicate clearly and maintain morale in a challenging trading environment (Peltoniemi et al., 2020). An employee support program was announced to tackle any well-being concerns and the solution. IHG also actively engaged with its largest global network of franchise owners through webinars and networking channels to discuss short-term sponsorships, such as reduced royalties IHG's despite a slow recovery in the country in certain markets such as China The overall first quarter of 2022 (Wallace and Angell, 2022). RevPAR had recovered to around 94% of pre-pandemic levels, building as its diversified business model and brands emphasise the ability to cope. Although the new brand introduction has been successful, the challenges of fully restoring the post-pandemic population remain. Strengthen guest trust by maintaining health and safety (Huang, 2022). Overall, IHG’s adaptive culture and pace of change helped it manage the crisis well.
[bookmark: _Toc167923754]Strategic Direction 
IHG's current five-year strategy titled 'Strategy 2025' focuses on three clear priorities for sustainable development - increasing revenue, strengthening loyalty programs and hotels of adjusting the banking mix (Voorhees, 2020). Key objectives under this strategy include strategy logically expanding IHG’s availability and room volume in leading high-growth regional markets such as China, primarily through the conversion of stand-alone hotels of the IHG brand and the development of more than 200,000 new units across its global portfolio (Caruso, 2023). IHG also aims to increase growth rates. To enhance this green room category, IHG is capitalising on continued strong global demand for select hotels by launching its beloved Voco brand strong growth in the mid-range segment Today, properties under these two brands account for nearly 50% of IHG’s total growth pipeline New hotels are close to high-traffic areas and shopping centres to capitalise on price-sensitive travellers service on demand (Peltoniemi et al., 2020). This strategic shift towards service-oriented choice of hotels has been similarly supported by IHG’s major global competitors such as Hilton Worldwide with its Tru by Hilton brand and similar strategies focus is increasingly adopting These strategies aim to capture a larger share of the prime affluent areas and affordable residential areas (Singh, 2022). On an important note of environmental sustainability, IHG aims to reduce its absolute carbon footprint by 50% and have no waste sent to landfills in all its managed hotel properties by 2030 (Barros, 2022). To engage its properties and track progress, IHG has implemented initiatives such as the IHG Green Engage online platform that addresses the twisted. This long-term commitment of IHG aligns with other key corporate strategies, such as Marriott International's commitment to maximise carbon, and water consumption, and reduce food waste by 2025 in the management of its operations (Voorhees, 2020).
About the IHG loyalty program IHG Rewards continues to offer new features such as dynamic rewards pricing and partnership benefits with travel and other lifestyle products to retain existing members and attract new Program membership rose steadily for o 60 million members worldwide by 2021, as Before the year, there were 55 million members. However, this size is still far smaller than its closest competitor Marriott Bonvoy which will have 146 million members by 2021 (Scher and McGuire, 2022). Going forward, IHG may need to develop faster ways to maintain loyalty though they're committed to its platform, especially if a frequent traveler's wallets are tight. Strong and growing loyalty relationships will be critical to ensuring IHG’s future competitiveness. In 2022, IHG plans to look at options for deleveraging through asset sales, capital return programs and growth investments. Under market conditions, Marriott also disposes of assets and returns cash to shareholders. Overall IHG demonstrates a strategy of parity with superior competitors while carving out a niche through focused branding and segment strategies tailored to its scale and portfolio mix.
[bookmark: _Toc167923755]5W1H Analysis
5W1H is a method of inquiry and problem-solving that answers all the problem's key elements, namely what, who, when, where why and how. It aims to develop a deeper understanding of a specific situation by looking at different perspectives from different perspectives (Peltoniemi et al., 2020). IHG uses a decentralised system to manage its global hotel operations in various markets effectively. Why choose this approach over a centralised model? A cross-cultural approach offers strategic advantages. This allows flexibility for each hotel through local professional teams that better understand the unique (local) regional context. This allows managers to make quick decisions that reflect cultural values ​​and guest preferences. How does this freedom work alongside global values? Through defined brand protocols and from corporate offices and governance, ensuring global consistency. Franchisees are given control over day-to-day operations to meet community needs. Who benefits from this balanced model? IHG through consistent branding and revenue generation, and franchisees through independent business management. When has this system been shown to be flexible? in the COVID-19 pandemic, how voluntary community responses coexisted with team-level support.


[bookmark: _Toc167923756]Recommendations 
· Accelerate loyalty program growth in Asia Pacific: IHG Rewards membership numbers still lag competitors in key APAC markets such as China and India. IHG should also pursue more co-brand credit card shares and guest perks/benefits designed for these locations to attract more locals to the loyalty program (Wallace and Angell, 2022). 
· Strengthen sustainability initiatives for franchisees: While IHG’s sustainability goals are commendable, franchisees opportunities and most hotels. IHG should continue to encourage and support franchisees to adopt green practices through franchise/operating agreements, products and accreditation programs (Peltoniemi et al., 2020).
· Focus on quality and consistency: The rapid pace of innovation and interior development presents risks to IHG’s reputation for sustainability (Yildiz et al., 2023). IHG should implement common and structured audit procedures for all control types and establish strict guidelines for franchisees on employee training, product/performance quality and asset management to prevent controls from reducing values ​​through portfolio expansion.



[bookmark: _Toc167923757]Conclusion 
The report focused and IHG at various levels, including corporate, property and strategic directions through the lens of organisation structure, culture as well as recent changes. The IHG covered an operating model that can be described as a balanced decentralised structure with a fair degree of global coordination which allowed their brands and hotels to maintain a certain independence within the defined frame. The company demonstrated resilience through the pandemic through decisive action, a clear communication plan, and continued strategic work on brand development, loyalty and sustainability. Although the challenges of successfully relying on customer loyalty programs, especially in the fast-paced development of foreign markets, and various insufficient to meet customers' demands were identified as they continued with a fast-paced expansion, still some issues used to concentrate on. To conclude, IHG proved to be very efficient at working with a large, poly-brand portfolio, and the process of quality management will be key for successful future development.
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