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The InterContinental Hotels Group (IHG) operates as one of the leading players in hospitality industry, famous for the wide of its brands and global coverage. As the biggest brand with over 6,000 hotels and resorts operating in 100 countries and territories IHG is undoubtedly one of the most respected and largest hospitality firms in the world. IHG's impressive lineup caters to an extended range of travellers, from luxury brands like InterContinental and Regent to a wide spectrum of travellers, from budget-conscious who opt for the Holiday Inn and intermediate Crowne Plaza, offering unmatched choice and quality (IHG, 2019). By this comprehensive report we want to assess IHG, looking at different aspects and strategic positioning as well. The organisation's structure, culture, goals, the latest change initiatives, strategic direction and competitive environment are the important areas of rehabilitation. Through incorporating theories of organisation studies as well as strategic management and hotel management, this paper aims to present a holistic view of the IHG corporate as well as individual unit performance.
Channels of communication and relationships with local communities are crucial for IHG's operations, as the organisation is decentralised, and that way prone to agility in reacting to market dynamics locally. Every IHG brand is working separately at the same time some of the decisions are made by the whole system and the rest are by each brand separately, thus providing the wide choice of strategies and offering to satisfy the various consumer tastes. Also, IHG's culture is ingrained with this belief that innovation, teamwork and guest satisfaction are the ingredients for success (Bastias, 2022). Through their diligent employee training programs and passion for providing quality services to customers, the company sincerely embodies their goal of being a West Country destination. The last few years have witnessed IHG embarking on a large-scale change path that focuses on innovating, sustainability growth. Advanced digitalisation moves, and evolution in consumer behaviour form the crux of IHGs ongoing adaptation to the ever-changing environment. Consequently, the company’s strategic orientation is grounded in its ambition for club leading loyalty programs, seeking for portfolio optimisation, technology developments and culture of the corporation being management focused (Jones and Comfort, 2019). Through a thorough diagnostic and analysis of IHG organisational systems, strategic options and the competition landscape, this report will provide insights that will see the organisation gain an appreciation of the company's strengths, weaknesses and opportunities for increased growth and success in the future.
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IHG's organisational structure is admired for its ability to effectively cope with the diversity of the global hospitality business' challenges. With a decentralised outlook, IHG gives its respective brands the opportunity to function almost independently, as each market is treated with a tailor-made strategy that is in tune with the needs of specific target groups (Walker, 2021). Every brand under the IHG portfolio, whether it is the legendary luxury of InterContinental or the family-friendly atmosphere of Holiday Inn, is conceived for the purpose of meeting the needs of travellers who belong to the specific target markets. This brand-structure which is centred around the brand not only assures brand autonomy, but also cultivates synergies, leveraging the centralised functions of marketing, finance, and technology (Shamim et al., 2017). Through economies of scale and shared resources utilisation, IHG strives to enhance operating efficiency without diluting brand identity and positioning consistent with each brand's individuality. As IHG's foundation, the organisational culture is built on the pillars of innovation, cohesiveness, working together, and unparalleled customer-centricity. Company's employees training and development program is the key aspect that the company acknowledges as the motive power of professional and skilled employees who can guarantee remarkable guest experience provision. The culture of continuous improvement towards excellence at IHG is applied not only in service delivery on the front line, but also in the back-of-the-house processes as well (Eva et al., 2018). Through building a cooperative and generative workplace climate IHG brings forth a feeling of belonging and leadership that constitutes the company's success.
As a reflection of the core beliefs of the company, the aim for IHG is to be known as the number one resort company worldwide. The central aspect of this activity is retaining a strong brand loyalty, driving a considerable revenue growth, and, at the same time, increasing shareholder value. IHG is willing to achieve this goal by implementing a few measures that will help to improve guest experience, increase its market share, and increase operational efficiency thus reinforcing as the industry leader. By the way they integrate the structure, culture, and the objectives into their pattern, IHG is ready to take advantage of the opportunities that is coming and deal with the challenges at the same time of the changing market.
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In the last years, IHG has played a leading role by being an active follower of change and innovation due to tense business environments. One of the key strategies is the company's digital transformation journey. This journey involved the use of technologies such as mobile applications, data analytics, and automation to enhance the guest experience and increase operational efficiency (Jayawardena et al., 2023). The cloud-guest reservation method Advancement of the mobile app platform are clear evidence of IHG`s dedication to use digital solutions to meet changing consumer's desire. Through the provision of customised services delivered effortlessly, IHG endeavours to reinforce guest loyalty and affirm direct booking, which serves as a remedy to the menace of online travel agencies.
Arranging with digital innovation as well sustainability initiatives are the structure of IHG's corporate social responsibility. The company realises the environmental stewardship and sustainable tourism practices, IHG therefore has many mechanisms that were put in place to reduce the ecological footprint (Ratna et al., 2024). That refers to the future of environmentally friendly amenities, for instance, among others, at biodegradable toiletries and energy-saving lighting systems, in every place they have a property in the world. Aside from that IHG works with wildlife conservations and community developments while they are pursuing environmental actions all together, thus having a positive effect on both social and environmental issues. As a result, these activities may not only be conducive to the company's fundamental values and its corporate culture but would also appeal to environmentally friendly customers, raising brand standing and devotion (Busulwa, Pickering and Mao, 2022). Apart from all that, when the group uses sustainable measures, IHG makes not only the contribution that is global to preservation of nature but in addition, it realises the savings that are real and the efficiency of operations, ultimately, increasing its resilience and profitability in the market that pays more attention to the ecological matters.
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The IHG strategic plan is first and foremost based on four key pillars, each of them conceived to give business an edge in the continually changing market. To start with, IHG prides itself in being at the head of the loyalty rewarding club with its IHG Rewards Club program and special guest experience. Through building up strong emotional tie-ins with guests as well as providing tempting loyalty program benefits, IHG intends to not only maintain the level of existing customers but also to gain new ones in addition to the fact that it puts itself first among other competitors in the market (Voegeli, 2021). Also, IHG has made its portfolio as well as its revenue streams to be more responsive to new trends in travel and crafting the consumer’s needs. The company is cognizant of the rising trend of experiential travel, the wellness tourism sector and the merging boundaries of business and leisure travels. Through marketing efforts and brand positioning, IHG seeks to understand travellers’ needs and gaps, thereby allowing them to remain meaningful and competitive in the market.
Additionally, IHG has dedicated itself to using technology and data analytics that supports their innovation processes and protect the running of the company. IHG aims at exploiting big data and AI to ensure more details regarding customers' behaviours and interests are gained, which in turn helps to personalise and tailor the offerings more suitably. IHG intends to evolve in this direction by introducing superior revenue management systems and AI-powered chatbots, while continuing to develop its initiatives to embrace digital transformation to achieve satisfaction and revenue development for the hotel guests (Stoimenov, 2023). Moreover, being IHG's vision is all about widening its global spreads including positively impact to high growth markets such as, China, India, and the Middle East. The high-end hotel brands' latest acquisitions of Six Senses Hotels, Resorts & Spas and Regent Hotels & Resorts illustrate the hotelier's attention to a broadening of the portfolio and reaching new target groups. IHG can reach this objective by applying calculated strategy of expanding into core areas that are essential for its business and by supporting premium brands that will clarify its place on the market and help to find more opportunities for growth (Krupskyi et al., 2019).
Finally, the IHG's strategic direction is characterised by the unrelenting spirit of pursuit of ultimate excellence, innovation as well as change. Through abiding by the changes in customer demands, employing the most appropriate technology and the data-driven analytical tools, and thought-out expanding into the global market, The IHG brand is in an enviable position to act against the rule and remain its leadership position in the future.
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As opposed to Hilton, IHG is unique in the fact that it has varied brand selection, extensive presence, and wide range of innovative capabilities. Owning a number of different brands which varies across a range of select markets and comes up with different product offerings, IHG enjoys a unique edge in providing the ever-increasing demand of services from tourists all over the world (Nam et al., 2021). Additionally, IHG’s good reputation in important geographic locations of the market along with its alliances and connections, combines with the inbound advertising strategy, which together enable to raise the company’s brand awareness on a global scale (Melián-Alzola, Fernández-Monroy and Hidalgo-Peñate, 2020). Although the company provides opportunities for customers and has many positive aspects, IHG has faced difficulties in the dynamic and complicated environment. The coming of field accommodations is such as vacation rentals and home-sharing platforms on the other hand elevates the menace towards the tradition hotels, just like IHG. Last but not least, uncertainty and fluctuations of demand in the vital core markets may bring these risks, therefore they need to be taken up by careful risk management and strategic planning.
The company will need to realise this competitive edge and consider investing in technology for enhanced guest engagement and operational efficiency. With the aid of technologies including AI, IoT, and cloud computing, IHG can optimise its operations, individualise guests’ experiences or even anticipate where they are headed in term of guests’ preferences. Moreover, IHG also ought to make a point of tightening its environmental performance to meet the demand of increasing numbers of people who travel sustainably and socially responsibly (Nikolskaya et al., 2018). Through the green practices, lower carbon footprint and support for local communities, IHG can heighten its brand reputation and attract ecology-minded guest. Additionally, IHG should take advantage of the data analysis to convert it into practical actions that would help them segregate guest behaviour and preferences, this would lead to more effective marketing strategy and personalised services. Through leveraging the potential of data-driven decision making, IHG could achieve optimisation in revenue management, guest satisfaction and strengthens the guest loyalty (Yadegaridehkordi et al., 2020). In the end, IHG's strategy of innovation, sustainability, and customer-orienteers provides the company with the best chances to be competitive for the long-term in the challenging hospitality environment. The company’s strategic direction is supported by its aligned organisational structure, culture, and goals. Therefore, IHG is certainly in a position to surpass any challenge and take advantage of the emerging opportunities to maintain its leadership in the global hospitality market.
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