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[bookmark: _Toc159625960]Executive Summary
This analysis report is a complete evaluation of the IHG Hotel Group that represents its organizational structure, culture, strategic goals, recent change initiatives, and overall business performance. Via several distinct behavioural models, including Mintzberg's 5 Ps and Handy's cultural types, the report suggests strategies that IHG can use in its management, cultural studies, and vision. Moreover, current change-related initiatives like the IHG Green Engage Program and the Crowne Plaza Accelerate Program are evaluated regarding their influence and accomplishment. Further, the business performance and strategic direction of the hotel are also evaluated in this report. 
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[bookmark: _Toc159625961]Introduction 
The report is an auditable and analytic assessment that explores IHG Hotels Group from varied angles, touching on its organizational structure, culture, objectives, recent change initiatives, strategy and current business performance. IHG is a multi-national hospitality Group owning major hotel brands. Critically examining the hotel group afresh through the perspective of appropriate theories, this report evaluates both the IHG at the corporate level and the single unit. 
[bookmark: _Toc159625962]Main Discussion 
[bookmark: _Toc159625963]Overview of Organisation
The InterContinental Hotels Group (IHG) was founded by Pan American Airways in 1946 when the airline opened its first hotel in Brazil. The company was purchased in 1998 by the Bass Brewery in Burton-upon-Trent, England. Bass and its assets were acquired by the Belgian brewer Six Continents in 2000. In 2003, Six Continents split into two companies, reuniting as IHG (Statista, 2024). These days, the global hotel network operates under several names, such as Hotel Indigo, Staybridge Suites, Candlewood Suites, Holiday Inn, Holiday Inn Express, InterContinental, and Crowne Plaza. It is a significant player in the world hotel industry. Hotel and resort ownership, operation, and franchising are all handled by the British hospitality company IHG. IHG boasts a global rewards program with over 100 million members, more than 5,800 hotels, and 865,000 guest rooms (IHG, 2024a). IHG operates hotels under three distinct names: owned/leased, managed, and franchised. 
[bookmark: _Toc159625964]Analysis of Organisation 
[bookmark: _Toc159625965]Organisational Structure
IHG combines functional and area organizational systems in its hybrid organizational structure. The board is in control of the operations of the group and sets its strategic direction. On behalf of the board, principal committees effectively oversee and evaluate the activities of the business. The real hotel is owned by a third party, even though IHG manages it (IHG, 2024b). Senior management, which consists of the General Manager and the Financial Controller, is often composed of IHG employees.
[bookmark: _Toc159625966]Culture 
There is a notable tendency towards the development of a market culture displayed by IHG Hotel Group. The philosophy of IHG of achievements and target-oriented approach leads to the creation of an organization geared towards the fulfilment of the market needs and demands of clients. This culture supports the quickness, innovation and the ability to adjust to the new market trends, giving IHG an advantage in the hospitality business. Whilst the formal structure of the business is centred around hierarchy, particularly in decision-making and accountability matters, the culture reflects elements of market-oriented values such as customer satisfaction, profitability, and strategic positioning in the market (Sisay et al., 2023). An integral part of the culture of IHG that promotes cohesion among employees, business expansion, and cooperation
Handy’s 4 types of culture
The culture of IHG Hotel is a mixture of Handy's types with prevalent elements of task culture. The value of supporting culture is seen in the commitment of IHG to do projects on time and successfully. Project execution is critical in its operational units where teamwork, flexibility and speed are essential. This kind of culture is hugely popular within departments that organise events, as the capability of teamwork and close communication with customers is the success recipe for them. Moreover, features of power culture are present at IHG, which are reflected in the corporate hierarchy and decision-making processes (Thanh, 2019). IHG has nurtured teamwork and collaboration, but power is monopolized through the centre, hence an approach to control and asymmetry of power. 
[bookmark: _Toc159625967]Goals, Vision and Aims 
IHG aims to foster brand loyalty among its target audience in addition to achieving stable, long-term financial success. IHG seeks to promote its growth by drawing in, fostering, and keeping individuals. IHG promises to reduce carbon emissions per occupied room by 61% by 2030 (IHG, 2022a). IHG is applying solar and geothermal energy. The Journey to Tomorrow action plan of IHG, spanning ten years, aims to reduce CO2 emissions from its hotels by 46% by 2030 (IHG, 2024c). IHG is using energy-saving strategies, such as LED lighting and smart controls. IHG has already reduced carbon emissions by installing heat pumps. IHG has committed to operating all newly built hotels with very low or zero carbon emissions by 2030. 
The purpose of IHG is to create Great Hotels Guests Love by delivering True Hospitality for everyone (Sen and Bhattacharya, 2019). The core of the strategy of IHG is value creation via the establishment of preferred brands, the delivery of a superior owner proposition, the reinforcement of their loyalty program, the use of scale, and revenue generation through the most cost-effective direct channels. One of the key goals of IHG is to provide a hotel experience which people love to spend their time within. IHG is a company which believes in environmental protection. 
[bookmark: _Toc159625968]Recent Change Initiatives, its Impact and Management 
In line with the recent period, IHG Hotel Group has initiated a series of significant changes to respond to the existing market conditions and enhance its competitive position in the hotel industry. These initiatives, executed at different entry points of the business, include technology adoption, brand repositioning, greening up, and the improvement of guest experience. IHG, as far as the change projects are considered, is one of the most notable examples, and the IHG Green Engage program, which started in 2009, is one of them (Jones and Comfort, 2019). Establishing this initiative was part of the strategy to decrease the environmental footprint of operations of IHG through the implementation of sustainability practices across the entire global network of its hotels. The online sustainability program Green Engage of IHG helps hotels reduce their energy use and environmental impact. The program has four certification levels, and Level 1 is the requirement for all hotels. If hotels get certification at Level 3 or higher, they reduce their energy use by up to 25% (Abdou et al., 2019).  
In 2012 IHG rolled out the Crowne Plaza Accelerate program which aimed to reinvigorate its perfectly named Crowne Plaza brand (Jafferson, 2022). Under its concept, the initiative aimed at renovating the existing properties completely, implementing new design principles, and implementing a new level of guest services which were appealing to modern business travellers. IHG offers a three-year investment plan called Crowne Plaza Accelerate. The features of the program include WorkLife Room, Plaza Workspace, MOMENTUM staff uniform line of Timo Weiland, contemporary hotel decor, global brand platform of InterContinental, and "We're All Business, Mostly" (IHG, 2018). Another major transformative effort by IHG was the introduction of its IHG Concerto technology platform. #IHGConcerto represents a multi-technology system that unites hotel operations, makes hotel guest experience more enjoyable and increases revenue. IHG Concerto technology platform helped streamline hotel operations, elevated guest experience and contributed to revenue growth by way of advanced booking systems, personalized services, and data analytics capabilities making the hotel function better.
To address the changing customer preferences and to follow the emerging design trends IHG launched the Avid Hotels brand in 2017 (Lam and Law, 2019). The Avid Hotels brand is a new segment that will fill the gap within the portfolio of IHG and target guests who are value-conscious yet prefer modern and contemporary accommodations. The brand promises to yield a uniform, smooth guest journey formed by clear operations, modern interior design, and extra amenities while targeting budget-conscious travellers. On top of that, IHG entered the high-end market segment following the acquisition of Kimpton Hotels & Restaurants in 2015 (Manning et al., 2018). This partnership allowed IHG to take over Kimpton Hotels & Restaurants, famous for its defiant design, personalized service, and gastronomic excellence. IHG achieved vertical diversification in the luxury hospitality sector by adding Kimpton to its brand set as each brands have a specific value proposition. In 2019 IHG introduced the Voco Brand, to 13 other brands and is suitable for conversions, which it has, including the midscale and upscale hotels (Hao et al., 2020). Voco hotels are the place for customers who love high-quality features, unique style, and personalized service, a perfect combination that allows the guest to create a memorable and one-of-a-kind experience. In the year 2021, IHG brought its ten-year business plan, Journey To Tomorrow (IHG, 2021). The plan aims to assist in the development of travel accountability in the following years. Its goals include waste, water, and carbon emissions in addition to community impact, diversity, equality, and inclusion. In April 2022, IHG unveiled a brand-new loyalty program called IHG One Rewards (IHG, 2022b). The program now offers early and late check-ins, complimentary breakfast for elite members, quicker earning rates, and incentives for reaching milestones in rewards. This program has aided the business in developing a positive image and attracting guests towards the hotel. 
[bookmark: _Toc159625969]Current Business Performance 
With its main office located in the United Kingdom, InterContinental Hotels Group is a global hotel company with a projected operating income of $628 million for 2022. The hotel brands InterContinental, Crowne Plaza, Holiday Inn, Holiday Inn Express, Staybridge Suites, Candlewood Suites, and Hotel Indigo are owned by the InterContinental Hotels Group. The Americas region brought in more than $1 billion in revenue for the InterContinental Hotels Group in 2022. Meanwhile, the EMAEAA region accounted for $552 million in US currency (Statista, 2024a).
[image: ]
Figure 1: Operating income of the InterContinental Hotels Group 2007-2022
Source: Statista, 2023a
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	Strengths 
Diverse Portfolio of Brands
Global Presence and Market Leadership
Strong Financial Performance
Robust Technology Integration
	Weaknesses
Vulnerability to Economic Fluctuations
Dependence on the Franchise Model
Brand Overlap and Cannibalization

	Opportunities
Emerging Markets Expansion
Growth in Luxury and Boutique Segments
Technological Advancements in Hospitality
	Threats 
Intense Competition from Rivals
Regulatory Challenges in Various Markets
Disruption from Sharing Economy Platforms


[bookmark: _Toc159625971]Organisation Strategic Direction 
The strategic aim of IHG is supported by three primary pillars: building preferred brands, strengthening the loyalty program, and generating revenue via direct channels. growing while using less capital, as well as growing fee revenue and margins in high-value markets and industrial sectors. enhancing the attraction of the brand for both owners and guests while providing more immersive experiences for them. spending a large amount of money on marketing, providing solutions that boost sales, and putting out a flexible procurement proposal. The IHG has a competitive advantage in the worldwide market because it supports client interactions, community development, and technology improvements (Budarma et al., 2020). IHG employs the concept of creating favoured brands and providing an exceptional owner proposition to create value. The hotel's goals are to enhance its loyalty program and make full use of its size. The company expands into high-value markets and market segments while using the least expensive direct revenue-generating strategies. The company focuses on attaining industry-leading growth in its scale, enterprise platform, and performance in a sustainable way to make its brands more appealing to owners and users. 
[bookmark: _Toc159625972]Mintzberg’s 5 Ps
According to Korica et al. (2017), Mintzberg’s 5 Ps framework enables the lens for the holistic diagnosis of a business's management system. At a general level, the framework encompasses five key areas: strategy as a plan, a pattern, a position, a perspective, and a ploy. For the IHG, strategy as a plan means the strategic activities and goals agreed by the corporation's management to lead the company's operations and development. Strategy as a pattern lies in identifying recurring conducts or activities within an organization, which determine its path over time. 
The strategy of position is more industry-focused and narrows down IHG's place in the global hospitality industry, among other things, market position, reputation of a brand and territory that it occupies. The competitive advantage of IHG can be explored through market segmentation, target audience, and value proposition against rivals. In addition, the strategic perspective explores of the strategic decisions of IHG, including the core values, cultural norms, and underlying beliefs. 
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In a nutshell, it can be summarised that the IHG Hotel Group's dynamic organizational structure, market-oriented culture, and strategic goals are directed at the creation of sustainable growth and an attitude to environmental protection. Over the recent years, IHG has affirmed its position through the IHG Green Engage programme and the Crowne Plaza Accelerate programme, which create an impression of innovation, guest satisfaction and corporate responsibility. Employing these actions IHG occupies a good position for its future development and is maintaining its authority in the global hospitality market, and is also coping with new challenges and opportunities.
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