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[bookmark: _Toc107340598]Executive Summary:
An organizational performance correlates with the organizational structure, working environment and culture and management of the people involved in. current changes in the micro and macro business environment like Brexit, covid-19 pandemic and ongoing war between Ukraine and Russia have enormous impact on conducting business which has been depicted in this report auditing the Intercontinental hotel chains. 
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[bookmark: _Toc107340599]Introduction 
An organization's desired behavioural patterns are ensured by staff management, which is also known as organisational behaviour (Robbins and Judge, 2019). In today's highly competitive business market, a company's survival is dependent on a variety of factors, including its organisational structure, culture, and strategic decisions. Because of Covid-19, businesses now operate under a new set of rules. As a result, businesses must change their structure, goals, and long-term planning to reflect the new norm of a justifiable environment (Meyer, Prescott and Sheng, 2021).
To better understand how IHG (Intercontinental Hotel Group) plans to survive and expand in the event of a pandemic, this research examines the company's organisational structure, culture, and strategic decisions. An examination of IHG's efforts and strategies for adjusting to a changing workplace and environment was also conducted.


[bookmark: _Toc107340600]The organisational structure, culture, and mission of the Intercontinental Hotel Group
[bookmark: _Toc107340601]The organisation structure for the Intercontinental Hotel
In 2003, the Denham, Buckinghamshire-based InterContinental Hotels Group PLC (IHG) - known as IHG Hotels & Resorts - was established as a British multinational hospitality firm, (Intercontinental Hotel Group, 2022). On the London Stock Exchange, it is a component of the FTSE 100 Index. Hotels belonging to the Intercontinental chain can be located all over the world. As of this writing, IHG owns more than 6028 hotels and 2, 13,000 rooms in 75 countries and six continents. Looking at the numbers, it's clear that IHG is a key player in the hotel industry around the world, (Kelleher, 2022). As a result of the distinctiveness of the company's work processes and corporate culture, the organization's structure is crucial. To make things easier, an organisational chart for the IHG Hotel has been provided below. 
[image: ]
Figure 1: Organizational Hierarchy of IHG 
Source:(Intercontinental Hotel Group, 2022b)
The organization's full image demonstrates its authority and responsibility to regulate its people to meet the aims and objectives outlined in the structural diagram (Meyer, 2017). The entire hotel chain is overseen by a 35-person executive committee, which includes eight senior staff. Because of the fair distribution of responsibilities among the individuals that make up this organisation, it can be said to be functional, (Intercontinental Hotel Group, 2022b). Because of its structure, Intercontinental Hotel can keep a tight hold on its global hotel chain. For the simple administration of the entire world, Hilton Hotel has been employing this technology since 2013.
[bookmark: _Toc107340602]The Attitude and Workplace Climate of the Intercontinental Hotel
All businesses recognise the importance of cultural factors. To define a region's norms and practices, the term "culture" is often used. There are several ways in which the cultures of individuals and organisations diverge. In the long run, public norms and values will be formed more directly by the values and customs of the individuals themselves than by the corporate culture of the organisation (Mclean, 2013). Culture cannot be changed. When conducting business in different countries, cultural sensitivity is essential for a corporation like IHG. To provide the best possible service to Intercontinental Hotels' guests, all of the company's personnel have gone through rigorous training. There are 40 million visitors to the Intercontinental Hotel each year, and each one leaves with a lifetime of memories. In comparison to many of its competitors, this hotel places a larger priority on fostering a diverse and inclusive workplace. Bringing in workers from all over the world helped IHG Hotel, a global corporation, boost productivity (Peters and Waterman, 1982). As a result, all of the hotel's front-line employees are treated equally. In addition, the working culture at the Intercontinental Hotel encourages employees to intensify their focus on accomplishing the current aim of the organisation. For IHG Hotel to improve as a worldwide hotel brand and deliver the greatest possible customer service to its guests around the world, it is recommended that its leaders be more imaginative and open with their ideas, (Laurette and Renaghan, 2020).
[bookmark: _Toc107340603]The primary objective of Intercontinental Hotel Group
If a company does not have a well-defined objective, it will never be able to live up to the standards that are set by its customers or keep a dominant position in its field (Schermerhorn, Osborn and Hunt, 2017). The IHG Hotel Group takes its mission of becoming the undisputed leader in the hospitality sector around the world very seriously, and the company has a well-defined plan to achieve this objective. No matter where in the world guests may be staying at one of the hotels owned or operated by the Intercontinental Hotel Group, the provision of "extraordinary experiences" is always a top priority for the company, (IHG Plc, 2020). As a direct result of this aim, the Intercontinental Hotel focuses a greater emphasis on customer service to develop long-term connections that are advantageous to both parties as a direct outcome of this purpose. Specifically, the goal is to: Because of the strategic business plan that the IHG Hotel has in place, it has a good chance of attracting a sizable number of repeat customers from all over the world.
[bookmark: _Toc107340604]Current changes and their Impact on Business
[bookmark: _Toc107340605]Recent Changes
The Covid-19 virus, the Russian-Ukrainian crisis, and Brexit have all had an impact on the world's business markets (Deloitte, 2022). Each of these initiatives has had an impact on IHG's business. Due to Brexit, the Intercontinental Hotel Group must change its human resources policy. Before the Brexit vote, it is estimated that over forty people from other EU countries were employed in the United Kingdom (Norris and Inglehart, 2021). IHG needs more employees in the United Kingdom at this time than it has in the past. The launching of Covid-19 necessitated a full evaluation of IHG's customer service strategy. In response, the hotel company is working harder to improve the user experience of its online goods.
In response to the Covid-19 outbreak, the Intercontinental Hotel has reduced accommodation rates to stimulate sales. Customers should be able to resume their travel arrangements as soon as possible, according to the hotel. It's also worth noting that the Intercontinental hotel's administration is feeling the effects of the Russia-Ukraine crisis. It's important to point this out. Prices for food, lodging, and other services have risen as a direct effect of the war, (European Council, 2022).
To keep these prices down, one hotel is doing everything in its power. Patrons' pleasure is influenced by IHG Hotels' pricing strategies (Huckestein and Duboff, 2021). As a result, IHG will need to change its pricing policy to remain competitive in this market.
[bookmark: _Toc107340606]The consequence of the Change in Intercontinental Hotels
These adjustments will have a substantial impact on the services provided by the Intercontinental Hotel. IHG is compelled to hire more Britons as a result of Brexit, but it cannot guarantee the quality of its employees, (David, 2022). In the long run, this has an impact on the hotel's ability to provide excellent customer care. IHG's change from an offline to an online strategy is helpful to the organisation in terms of customer accessibility and convenience of purchase. There has been an increase in sales this year compared to last year. However, IHG's profit margins have been impacted by this new pricing strategy (Huckestein and Duboff, 2021). Because of this, the company's profits declined 1.2 percent as expected. Because of this development, IHG's long-term survival is in jeopardy."
[bookmark: _Toc107340607]An attempt to change management 
The long-term viability of the Intercontinental Hotel hinges on minimising the negative effects of its current operations. IHG now runs annual training programmes to overcome skill gaps among its staff and boost their performance to accomplish the company's goals and objectives as a result of the Brexit crisis. On-the-job training and role-playing exercises are used by IHG to help their employees succeed. Hotel chains have agreed to cut back on more expensive services to mitigate the negative impact of price reductions. IHG intends to reduce its expenses by eliminating this extra service. As a result, IHG has been able to draw in more customers who are looking for the best service at the best price. Despite the challenges, IHG has seen a rise in revenue thanks to Airbnb and other online hotel service providers (Lowrence, 2022). By adopting Trivago's technology, IHG may be able to attract customers online with a predetermined profit margin. Management approaches have been implemented by the Intercontinental Hotel Group as a response to Brexit, Russia-Ukraine tensions, and Covid-19.
[bookmark: _Toc107340608]Decision-making and financial performance of the Intercontinental Hotel Group
[bookmark: _Toc107340609]Intercontinental Group's Strategic Decisions
A company's future viability should be taken into account at each stage of the decision-making process. When making strategic decisions, both the short- and long-term objectives of a company are taken into account (Barwise and Papadakis, 2018). All of these facets of the business environment are carefully scrutinised to forecast a more favourable situation in which to achieve the goals and objectives already established. This is a particular method. Using the steps mentioned below, The Intercontinental Group can improve its strategic judgement.
The Intercontinental Hotel relies on the six processes indicated in the graph to make strategic decisions. At this point in the decision-making process, there have been six steps. The first step in this method is to determine the issue at hand, followed by the selection of an appropriate remedy (Godet, 2019). Intercontinental hotel was able to thoroughly and sequentially investigate the matter with the use of this process before making a decision.
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Figure 2: 6 Steps Strategic Decision Model 
Source: (Rothaermel, 2021)
This decision-making process is based on the concepts of game theory at the Intercontinental In 1944, John von Neumann and Oskar Morgenstern created this model to speed up the decision-making process, (Godet, 2019). It has been applied in finance, marketing, sales, and human resources at Intercontinental Hotel Group thus far. When there are only a few competing payers, Intercontinental Hotels' decision-making is driven by game theory to provide the best outcomes. Participants in the market who compete directly with Intercontinental Hotels gain from the decisions they make on their own. According to Game Theory, The Intercontinental Hotel uses a strategy known as the prisoner's dilemma. Two variables were found to be directly responsible for poor results, and Intercontinental Hotels employed this technique to identify how the two situations worked together in tandem to ensure good growth rates and market shares to this day (Maxwell and Lyle, 2021). This strategy helped the Intercontinental Hotels Group achieve its growth and market share goals.
[bookmark: _Toc107340610]The Intercontinental Hotel's present state of affairs
Through agreements with internet travel firms like Trivago, Make Your Trip, and Airbnb, the Intercontinental Hotel Group has attracted customers from all over the world. Intercontinental hotels must maintain a high standard of quality and customer service to gain market share. The Intercontinental Hotel’s revenue is expected to climb from $5.31 billion in 2021 to $6.22 billion in 2022, according to current projections, (Statista, 2021). While Covid-19 has had a detrimental influence on revenue, the Intercontinental Hotel Group has been able to retain growth and profits despite these setbacks. Recently, the Intercontinental Hotel has taken a variety of quality-enhancing steps. The current state of circumstances is referred to as "equilibrium" (Maxwell and Lyle, 2021). The Intercontinental Hotel has been able to meet the needs of all of its employees because of its high-quality programme. While interviewing prospective workers at The Intercontinental hotel, the Equilibrium style of thinking is not the only consideration. Employees are trained to accomplish the company's goals through extensive training programmes that take place in the workplace. Because of the fierce economic competition in today's market, Holton moved its attention after Covid-19 to the management of employees and the supply of online services.


[bookmark: _Toc107340611]Conclusion
Without an improved organisational structure, culture, and mission, no business can effectively manage its employees. Nevertheless, Covid-19 is reorganising enterprises and corporations in the present day. Businesses must reevaluate their organisational structure, goals, and strategic planning in light of the new norm of sustainable sustainability. Until now, the purpose of this audit report has been met through the use of evaluative discourse. This examination examined the Intercontinental Hotel Group's structure, culture, strategic decisions, and overall performance.


[bookmark: _Toc107340612]Recommendations:
Based on the findings here are some recommendation IHG can follow. 
Don't slash prices to attract customers: Prices won't spur more bookings due to decreasing demand, and they may hurt your hotel's reputation because travellers equate price with quality, (Huckestein and Duboff, 2021). Update your site's content: Online direct sales benefit from extensive room, exterior, and amenity descriptions. Stand out from other hotels. Engage with prior guest: Visitors to your website should know what you're doing to protect current and future guests. COVID-19 will end soon, and individuals will want to travel again, therefore they'll seek a secure hotel. Use popups, supplementary pages, and blogs.
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