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[bookmark: _Toc167354682]Executive Summary
This report gives a detailed analysis of InterContinental Hotels Group (IHG) as one of the leading hotel companies in the global market in terms of its organisational structure, culture, current objectives and missions, recent changes, and strategic management. IHG operates under a decentralised structure, with its head office in Denham, England. The company’s culture focuses on putting the customer at the centre, innovation, and operating responsibly to achieve the company’s vision of providing excellent guest experiences while optimising growth. Some of the change initiatives that IHG has initiated are the digitalisation process, corporate responsibility and management policies. IHG’s strategic direction is anchored on the long-term vision of being the industry's most prestigious and preferred hotel company. Some strategic imperatives include expanding the brands’ portfolio, especially in the luxury and lifestyle division, asset-light growth through franchising and management of contracts, operational efficiency through process improvement and technology adoption, loyalty program value addition, and commitment to corporate responsibilities. Despite these change initiatives and strategic priorities, implementing change has not been without some steps as follows. IHG’s decentralised organisational structure; customer-centred values and, customer-centred values and expectations,rd expansion, diversification, and sustainable business management have firmly embedded it as a highly competitive and successful actor in the global hoteling industry. Thus, the strategic priorities and challenges enhance the company’s position as the leader in the industry and become the most valuable hotel company for the guests and shareholders with a focus on long-term successful development and guests’ satisfaction.
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[bookmark: _Toc167354683]Introduction
This report aims at providing an evaluation of InterContinental Hotels Group (IHG) which is a leading hospitality company in the world. Through the analysis of the organisation’s structure, culture, goals, recent change initiatives, and strategic direction, it is possible to identify the driving forces behind its success and the obstacles it encounters in the constantly changing hotel business environment. This paper relies on appropriate theories and supports its findings with empirical data gathered through thorough research, thus presenting a comprehensive view of IHG’s business and positioning strategy.
[bookmark: _Toc167354684]Organisational Structure, Culture, and Goals
[bookmark: _Toc167354685][image: ]1. Organisational Structure
Figure 01: Number of employees of the InterContinental Hotel Group (IHG) in 2023 (Statista, 2023).
IHG is a decentralised organisation. The headquarters office of IHG is situated in Denham, England that supervises the different regional and brand-based units (Koushik et al., 2012). Such a structural approach means that the company can easily adjust to the local markets, with the view of executing strategies that conform to the demands of different markets. At the corporate level, IHG has a structural framework of several functional departments including; finance, human resources, marketing, and operations that coordinate and support the regional and brand-level entities (Egger and Buhalis, 2011). These functional departments work in synergy with the regional teams to align with the company’s vision and mission as well as meet the overall goals. Regional divisions are very important in the case of IHG’s highly decentralised structure as they are the direct link between the headquarters and the properties. These regional teams are supposed to control the operations, sales, and marketing initiatives within their areas of geography to be able to provide efficient and effective solutions that would suit the needs of particular areas (Stoimenov, 2023). IHG has brand-specific divisions that include InterContinental, Crowne Plaza, Holiday Inn, Kimpton Hotels & Restaurants, Six Senses, Candlewood Suites, Voco, Hotel Indigo, etc while having some independence in their operations, have to operate within the general brand standards and directions set by IHG’s top management. It empowers IHG to keep the brand positioning and image consistent across the group and a bit more freedom in operation at the property level. This has also helped IHG in managing the diversified and competitive international hotel industry and adapt to change, tap the local talent, and encourage innovation and decision-making at various levels within the company divisions and brands.
[image: ]
Figure 02: IHG Hotels and Resorts (InterContinental Hotels Group, 2024).
[bookmark: _Toc167354686]2. Organisational Culture
IHG’s organisational culture is fully focused on a customer-oriented approach and continuously developing a strong sense of responsibility for guests’ satisfaction in all chains of the company’s brands. This customer orientation is evident in the entire organisational structure and management, including employees’ daily practices and senior management’s decisions. ‘Innovation’ is another key IHG organisational culture (He et al., 2018). Another aspect of the IHG organisational culture is the principle of responsible business conduct, which shows the company’s awareness of the fact that sustainable success is only possible if the business entity complies with the requirements of sustainability and ethical standards. IHG’s policies include environmental management, responsibilities for people, fair labour relations, and anti-corruption (Hsieh, 2012). By fostering the right organisational culture that is customer-centric, innovative, and corporate sustainable, IHG has been able to gain and retain its employees’ loyalty, involve them in the company’s objectives, and sustain its competitive edge in the highly dynamic and cutthroat global hospitality industry.
[bookmark: _Toc167354687]3. Organisational Goals
IHG has clear company objectives that are aligned with the strategy and goals, showing the company’s focus on balanced business development and innovation, as well as its leadership positions within the hospitality industry and the creation of tangible and shareholders’ value in the long-term perspective (Jones et al., 2014). The leading IHG’s strategic objectives concern the gradual and consistent worldwide growth focusing on the new and promising locations and niches in both emerging and developed segments. To get this done, the following goal has been identified as the goal of the company: It is a bid to further establish and consolidate the position of the company as a hospitality industry giant with intricate understanding and responsiveness to the needs of travellers in the global market. Another goal for IHG as a company is the strengthening of its brand portfolio, as the company is interested in expanding its range of services and products compatible with the different demands of the customers and different segments (Jones et al., 2016). This is evident in IHG constantly expanding and developing its brands and portfolio with for example Voco Hotels and Avid Hotels that satisfy certain consumer segments and adapt to new trends in traveling. Improving operations is one of the key objectives at IHG because the company aims to incorporate best practices that can enable it to operationalise efficiency, apply resource optimality, and deploy advanced technologies that can help Organisation to increase its profitability as well as its ability to satisfy customers. Programs like IHG Concerto, a catering information system that seeks to provide tools to structure the hotel business. IHG has followed the asset-light model where it franchises a majority of its properties as well as manages others, which is also suitable with its objectives that include the enhancement of the firm’s capital structure and providing shareholder value consistently (Chen, 2015). In another way, it is liberating because it reduces the fixation on tangible investments and helps the organisation to set priorities right by implementing optimum risk management tools and developing comprehensive strategies based on global brands and extended market coverage. IHG has a good fundament for further successful functioning in the constantly developing field of the hospitality industry through the adjustment of organisational structure, the company’s culture, and its strategic objectives which provide IHG with a proper framework for responding to emerging problems, exploiting new opportunities, and providing clients with highly satisfactory services provided by the company’s existing and upcoming facilities throughout the world.
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Figure 03: IHG Hotels & Resorts: Accelerating into a New Era of Growth (InterContinental Hotels Group PLC, 2023).
InterContinental Hotels Group has launched several change processes to sustain strategic competitiveness as well as successfully respond to the dynamic market forces shaping the management of the hotels. Some of the strategic management milestones implemented at the company have included going digital, where the company aims to use technology to improve the guest experience as well as increase overall revenues. IHG has gone ahead and invested in mobile devices, and the digital-friendly check-in and checkout solutions based on data analytics and Artificial Intelligence. Not only have these usages enhanced the organisation’s functionality but they have also pointed towards notions of convenience, personalisation, and a more efficient experience for contemporary consumers who are always on the move. There is a need for several investments that have become essential in the current generation’s digital transformation; these include enhanced technologies, skills in data analysis, and well-structured training to enable the workforce to develop data-driven decisions. Cultural issues have therefore been a major factor as IHG has had to adapt to such a culture where data is embraced and new technologies harmonise with the existing processes and working culture of the company (Kularatne et al., 2019). Yet another innovation change drive that stands out is the company’s long-standing strategy of focusing on sustainability and responsible business. The company has ambitious environmental objectives to cut down the environmental impacts through objectives like establishing a 15% decrease in carbon emission per occupied room of total estate by the end of 2025 (Leyva and Parra, 2021). In a bid to reach these objectives, IHG has opted for the following policies: Energy and overall efficiency, waste reduction, and efficient and sustainable procurement. InterContinental Hotels Group practices strong policies for social contribution, management of diversity in sourcing suppliers, and initiating an organisational culture for Diversity & Inclusion. All these have not only enhanced the company’s CSR policies but have also assisted in the creation of awareness of equal opportunities and workforce engagement with an ability to affect the guest experiences as well as the general organisational performance (Fraj, Matute and Melero, 2015). Although these sustainability and social responsibility activities have placed IHG on the vanguard of responsible business practices, the company’s deployment of these measures has involved all stakeholders in the value chain, including suppliers and franchisees. However, engaging different stakeholders with IHG’s environmental and social targets has been a challenge as there is a need to occasionally remind and encourage everyone to embrace and follow through with the programs as they are implemented.
[bookmark: _Toc167354689]The Organisation's Strategic Direction
IHG's strategic direction can be described as the following:
[image: Why InterContinental Hotels Group wants to expand in China]1.  Brand Portfolio Expansion: The global strategic direction of IHG will be to combine its brands and seek value-added opportunities while also targeting new and emerging high-growth markets with a special focus on luxury and lifestyle segments. The company has had to introduce new brands including Voco Hotels and Avid Hotels that will be able to address more market segments with trends. In this way, by asserting brand development as the main strategic direction, IHG will be able to aim at new customers and strengthen its position in the market.
Figure 04: Why InterContinental Hotels Group wants to expand in China (Nair, 2014).
2.  Operational Excellence: IHG is now looking forward to achieving operational effectiveness in its properties through such processes as standardised procedures, adoption of technologies, and efficient control of costs. This includes something like IHG Concerto which is an industry model that enables and drives standardisation across hotel operations for stable, enhanced, and consistent guest satisfaction across the portfolio of hotels notwithstanding the geographical location of the hotel.
3.  Loyalty and Revenue Management: The primary source of revenue and thus sustainable profits is customer loyalty, the company is investing significant efforts into the VALUE creation activities of the IHG One Rewards programme (Jones and Comfort, 2019). Thanks to big data and data analytics solutions implementation, the company gets the benefits of integrated targeted pricing and personalisation with additional revenues through consumer loyalty connections.
4.  Corporate Responsibility: For today, InterContinental Hotels Group successfully pursuing and implementing its corporate responsibility agenda based on the organisation’s Environmental, Social, and Governance Goals (Yılmaz and Yılmaz, 2016). These are managing the environment, supporting society, personnel, and product diversity. This strategic pillar asserts that this company understands that better and sustainable/ethical management is essential for its long-term operation in the sustainability aspect of a favorable corporate image.
[bookmark: _Toc167354690]Conclusion
Today InterContinental Hotels Group is one of the most successful and influential international hotel chains. For its divisional structure, aiming at the customer needs and priorities, and its focused goals and values covering growth, innovation, and sustainable development, it is leading in the marketplace. Many of the initiatives that were implemented in recent years including digitalisation of business processes and changing organisational culture to ensure sustainability have put the firm’s competitively ahead of other competitors while there is still difficulty in managing changes. Most elements in IHG’s strategic model reflect the objective to become a leading international hospitality company: brand development, focused on the expansion of the portfolio, managerial and organisational leanness, maintaining control over the overall profitability of loyalty programs and management of revenues, as well as strict adherence to corporate and social responsibilities. Accomplishing these targets and properly addressing the corresponding risks and opportunities is of utmost importance for IHG so that it will continue to assert its position as the world’s leading hotel chain providing exceptional guest experiences and achieving long-term, profitable growth. IHG particularly needs to be highly adaptable to such changes, as the markets and demand are changing very quickly, technologies are enhancing constantly, and customers’ needs are changing. Innovation and keen customer orientation are the pivotal factors that the company needs to adhere to correspond to the tendencies of the global hospitality environment. It is also important for IHG to be sensitive to new threats like cutting-edge technology that may be disruptive, sustainability issues, geopolitical risks that might affect travel, and subsequent consumption trends. With these strengths in mind, they can change and enable the culture of change at IHG which will ultimately help them to find new opportunities to expand before it becomes set as incumbent and become a leader in the hospitality industry.
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