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1. [bookmark: _Toc168047040]Introduction
InterContinental Hotels Group (IHG) is a global hospitality leader with 17 brands and almost 6,000 properties in over 100 countries (IHG, 2023). The purpose of this report is to critically analyse IHG's organisational structure, culture, and goals, as well as current transformation efforts and their management, and the company's strategic orientation. The hierarchical distribution of roles and duties within a corporation is important for operational efficiency (IHG, 2022). Organisational culture refers to the common values, beliefs, and practices that influence employee behaviour and company identity, such as IHG's dedication to "True Hospitality for Good" (Mullins, 2020). Goals are desired outcomes that govern strategic planning and performance measures, like as IHG's aspiration for industry-leading net room growth and sustainable practices as described in the Journey to Tomorrow strategy (IHG, 2023). Long-term planning and execution are required to keep a competitive advantage and achieve these goals in a dynamic market environment (IHG, 2022).

2. [bookmark: _Toc168047041]Organizational structure
Mintzberg's organisational structure theory distinguishes five configurations: simple structure, machine bureaucracy, professional bureaucracy, divisionalized form, and adhocracy, each appropriate for a certain organisational environment (Mullins, 2016). IHG's organisational structure is largely divisionalized, with a decentralised framework and semi-autonomous units reporting to a central corporate headquarters. This structure is especially visible in IHG's asset-light, franchised, and managed business model, which allows the company to extend its global footprint without requiring significant capital commitment (IHG, 2022). In this strategy, IHG largely operates and franchises hotels rather than owning them, which reduces financial risk while increasing flexibility. One of this structure's advantages is operating efficiency. By franchising and managing rather than owning, IHG can quickly develop its operations, focusing on brand management and quality control while using franchisees' local experience and investment (IHG, 2023). This method allows IHG to adapt quickly to market developments and expand into new regions while minimising financial risk (Ghantous and Christodoulides, 2020). For example, IHG's strategic relationship with Iberostar to add 70 hotels in the Americas and Southern Europe demonstrates how this approach allows for quick expansion and brand visibility (IHG, 2023). However, this structure also has flaws. The decentralisation inherent in the divisionalized form might result in discrepancies in service quality and brand standards across regions, as franchisees and third-party managers may not always correspond completely with IHG's fundamental principles and operational procedures (Armstrong, 2012). Furthermore, while this strategy reduces financial risk, it also gives IHG less control over the day-to-day operations of many of its properties, which can have an influence on guest experiences and brand reputation if not handled efficiently (Bloisi et al,2007). 

3. [bookmark: _Toc168047042]Organizational culture and leadership
Organisational culture is defined as the common values, beliefs, and practices that impact individual behaviour inside a company (Robbins et al., 2013). The "True Hospitality for Good" project encapsulates IHG's basic principles and practices, emphasising a dedication to providing excellent guest experiences, creating a supportive work environment, and constructively contributing to communities and the environment (IHG, 2022). This culture is intended to guarantee that personnel at all levels prioritise visitor satisfaction, demonstrate honesty, and engage in environmentally responsible actions. This culture has a huge impact on employees' behaviour. Employees that share IHG's values are more likely to be inspired, satisfied, and dedicated to their jobs (Tran, 2021). For example, the emphasis on sustainability has encouraged staff to actively participate in IHG's environmental projects, such as minimising plastic use and conserving water. This not only improves the company's environmental footprint, but it also instills a sense of pride and ownership among employees. As a result, guest satisfaction improves as they receive consistent and high-quality service throughout IHG hotels (IHG, 2023). However, a critical review finds difficulties in preserving cultural consistency across IHG's global businesses. Given the varied geographical locations and cultural backgrounds of its staff, there may be differences in how the fundamental principles are interpreted and applied. While IHG's centralised training programmes seek to standardise processes, local changes are occasionally required to fit regional cultural norms (Armstrong, 2012). For example, the concept of hospitality varies greatly among countries, needing unique approaches to service delivery. This flexibility is necessary for relevance and success, but it can make it difficult to sustain a cohesive organisational culture. Asbari, Santoso and Prasetya, (2020) defined transformational leadership as inspiring and motivating individuals to exceed their own expectations and contribute to the organization's mission. Transformational leaders collaborate with their teams, present a clear vision and goals, and promote creativity and personal development (Asbari, 2020). IHG's leadership methods reflect this paradigm, with a focus on empowering people, encouraging open communication, and promoting strategic objectives that are consistent with the company's values (IHG, 2023). An analysis of IHG's leadership practices reveals that senior executives aggressively support the "True Hospitality for Good" project, emphasising the importance of ethical behaviour, guest happiness, and sustainability (IHG, 2022). For example, the leadership's commitment to diversity and inclusion has resulted in a variety of programmes geared at assisting underrepresented groups within the organisation, boosting employee morale and engagement. Transformational leadership has also been critical at IHG in negotiating the hurdles provided by the COVID-19 pandemic, where leaders needed to adjust fast to preserve company continuity while protecting employee well-being (IHG, 2023). The influence of such leadership strategies on organisational effectiveness and staff morale is significant. Effective transformational leaders at IHG have been able to cultivate a resilient and adaptable workforce capable of maintaining high performance levels even during times of considerable change (Top et al., 2020). This has been demonstrated by the company's capacity to quickly establish health and safety policies throughout its properties, assuring both employee safety and visitor confidence. Despite these capabilities, there are problems in maintaining leadership continuity across IHG's global businesses. The differences in cultural and regulatory circumstances between countries can have an impact on the universal adoption of leadership practices. Furthermore, the rapid expansion of IHG's brand portfolio need executives who can integrate strategic vision with operational realities, which is frequently hampered by changing local market conditions (Armstrong, 2012). 

4. [bookmark: _Toc168047043]Organizational aims
According to Locke and Latham's Goal Setting Theory, detailed, difficult goals combined with appropriate feedback result in improved performance levels (Swann et al., 2020). Applying this paradigm to InterContinental Hotels Group (IHG), the company's strategic aims include growth, technical innovation, and sustainability. IHG wants to increase net rooms by adopting an asset-light business strategy to swiftly extend its operations globally while minimising financial risk (IHG, 2023). The company's technological strategy involves improving the guest experience through digital platforms like the IHG Rewards Club app and employing advanced data analytics to optimise operations (IHG, 2023). IHG's "Journey to Tomorrow" strategy encapsulates sustainability goals, including aggressive targets for lowering carbon emissions, enhancing water efficiency, and supporting responsible sourcing (IHG, 2022). A critical review of IHG's aim achievement yields conflicting findings. The expansion approach has proven effective in terms of boosting market presence, particularly in emerging markets. For example, IHG's strategic collaboration with Iberostar expanded to 70 hotels in important locations, demonstrating good resource management and relationship utilisation (IHG, 2023). However, rapid expansion increases the risk of overextension and variable service quality across franchises (IHG, 2022). Technological developments have considerably increased guest satisfaction and operational efficiency, but the ongoing investment necessary for technology updates remains a financial burden, particularly during economic downturns (IHG, 2023). In terms of sustainability, IHG has made significant strides, including a 15% reduction in carbon footprint per occupied room and attempts to eliminate single-use plastics (IHG, 2022). However, these efforts necessitate significant resource investment and may confront difficulties in standardising methods across multiple global businesses. Furthermore, reconciling economic performance with environmental goals frequently results in resource allocation conflicts (IHG, 2023).

5. [bookmark: _Toc168047044]Strategic direction
Porter's competitive strategy framework emphasises three major techniques for gaining a competitive advantage: cost leadership, differentiation, and focus (Ali and Anwar, 2021). IHG's current strategy direction comprises distinction and emphasis, with the goal of distinguishing itself through market expansion, digital innovation, and sustainability activities (IHG, 2023). The company intends to extend its market presence by utilising an asset-light approach, which allows for rapid expansion with minimal capital input. This strategy includes strategic collaborations, such as one with Iberostar, which adds 70 hotels to its portfolio, increasing market penetration in important regions (IHG, 2023). IHG's strategy also includes digital innovation, which aims to improve guest experiences and operational efficiency. Investments in digital systems, like as the IHG Rewards Club app and extensive data analytics, allow for personalised guest service and operational efficiencies (IHG, 2023). These technical innovations are intended to match the changing expectations of tech-savvy travellers and increase overall consumer satisfaction. Sustainability is the third pillar of IHG's strategy, as represented in the "Journey to Tomorrow" project. This project establishes ambitious goals for lowering carbon emissions, improving water efficiency, and promoting responsible sourcing, reflecting IHG's commitment to corporate social responsibility (IHG, 2022). These efforts not only address environmental concerns, but also appeal to more environmentally conscious consumers, increasing brand loyalty and market distinctiveness (Ali and Anwar, 2021). Marriott, for instance, pursue ambitious market expansion and digital innovation methods. Marriott's substantial loyalty programme and diversified brand portfolio give it a considerable competitive advantage, while Hilton's emphasis on digital transformation and sustainability practices reflects IHG's strategy goal (Marriott, 2023). However, IHG distinguishes itself with a significant emphasis on an asset-light business, which allows for speedier expansion and fewer financial risk than Marriott's hybrid ownership and franchising model (IHG, 2023). A careful examination of IHG's strategic ambitions uncovers both strengths and possible weaknesses. The asset-light strategy allows for rapid growth and flexibility, but it can lead to variable service quality among franchises if not managed efficiently (IHG, 2022). Digital innovation improves operational efficiency and guest happiness, but it necessitates ongoing investment and improvements, posing financial challenges, particularly during economic downturns (IHG, 2023). Sustainability initiatives show IHG's commitment to corporate responsibility, but they need significant resource allocation and coordination across worldwide operations, which can be difficult (IHG, 2023).

6. [bookmark: _Toc168047045]Conclusion
To conclude, InterContinental Hotels Group (IHG) has secured its place as a worldwide hospitality leader because to its strategic organisational structure, strong corporate culture, and forward-thinking objectives. The asset-light, divisionalized model enables rapid expansion and operational flexibility, but it presents issues in ensuring consistent service quality across regions. IHG's dedication to "True Hospitality for Good" provides strong employee engagement and guest happiness, but maintaining cultural consistency throughout its global operations needs continual effort. The company's strategy focus on market development, digital innovation, and sustainability is consistent with its long-term growth vision, while reconciling these goals with financial and operational needs is challenging. At IHG, transformational leadership has been critical in managing these challenges while also developing staff resilience and high performance. Overall, IHG's proactive approach to refining its plans and tackling operational issues prepares it for long-term success in the competitive hospitality business.

7. [bookmark: _Toc168047046]Recommendations
To improve its strategic posture and operational performance, InterContinental Hotels Group should put several crucial recommendations into action. First, IHG should improve its franchisee and partner selection processes to guarantee alignment with its fundamental principles and operational standards (Smallwood and Ulrich, 2014). This can be accomplished by creating rigorous assessment criteria and thorough training programmes centred on "True Hospitality for Good" (IHG, 2022). Enhanced training can reduce discrepancies in service quality and guarantee that all properties provide a consistent visitor experience. Second, IHG should invest in modern technology and data analytics to boost operational efficiency and provide more personalised guest experiences. By incorporating real-time data analytics, IHG may get deeper insights into consumer preferences and operational performance, allowing for more targeted and effective decision-making (Deloitte, 2024). This will also help to continuously improve digital platforms such as the IHG Rewards Club app, ensuring that they meet changing consumer expectations. Third, to find an equilibrium between quick expansion and quality control, IHG should take a phased strategy to market entry. This includes carefully picking new markets based on thorough market research and progressively growing operations to minimise overextension (Fuertes et al., 2020). The strategic collaboration with Iberostar, which added 70 properties in the Americas and Southern Europe, can be used as a model for future expansions, demonstrating how strategic partnerships can increase market presence without sacrificing quality (IHG, 2023). Furthermore, IHG should step up its sustainability efforts by setting more aggressive environmental targets and investing in green technologies. This would not only reduce IHG's environmental footprint, but also increase its appeal to environmentally concerned consumers and investors (Sołoducho-Pelc and Sulich, 2020).For example, expanding efforts to decrease single-use plastics and improve energy efficiency across all properties can dramatically improve IHG's sustainability image. Lastly, IHG should work to create a more inclusive organisational culture by encouraging diversity and inclusion programmes throughout its global operations. This can be accomplished through focused programmes that assist underrepresented groups and foster a more supportive and engaged workplace (IHG, 2022). Ensuring that all staff feel appreciated and included boosts morale and productivity, which contributes to overall organisational success.
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