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[bookmark: _Toc159626720]Executive Summary:
This paper presents an evaluation of the organisational operations of the Intercontinental Hotels Group (IHG), one of the major hotel chains worldwide. The audit will appraise IHG’s organisational culture, goals, recent change initiatives, strategic direction, and current business performance by critically judging its structure.
The original work highlights the company's hybrid organisational structure which enables it to serve the entire spectrum of the hospitality industry, and its culture of diversity, equity, and inclusion. IHG’s strategic direction is to enhance the brand portfolio, grow in the sizable markets, with the aim of creating lasting guest relationships, and to achieve revenue via the most direct and lowest cost channels. The enterprise has clearly shown the strong business performance, registering the revenue of $2,394 million by the end of 2020 and that of being in 100 countries worldwide.
Nevertheless, the SWOT analysis highlighted some challenges and threats of the company being IHG inter alia, lack of an economic hotel brand, controversies influx, weak IT security, the rise of the sharing economy, and increased interdependencies with intermediaries.
These observations give rise to the recommendations for IHG such as the addition of an economy hotel brand, the improvement of IT security, the invention of ways to have fewer reliance on third-party websites for booking rooms, and the continuance of the investments in technology and sustainability. Following these suggestions, IHG can keep on developing, and also hold positions in the leadership in the international hospitality industry. This document constitutes a critical tool for a clear understanding of IHG Company’s business intricacies and the dynamic environment in which the company operates. It brings up valuable considerations that are a vital part of decision-making and strategy development at IHG.
[bookmark: _Toc159626721]1-Introduction:
IHG or InterContinental Hotels Group, as it is popularly named, is a British multi-national corporation in hospitality that has made unprecedented headways in the international hospitality arena. William Bass, the company’s founder, launched it in 1777 when the Bass Brewery was in Burton-upon-Trent. IHG started as a boutique travel business in the 1960s and grew into a global mega-corporation. Today, it owns almost a hundred hotel brands and has a presence in almost 100 countries (IHG. (n.d.).
Now, IHG is considered to be one of the most famous companies in the hotel business internationally, the company operating several world's recognised brands. Using this tactic, the brands have been successful at meeting demand of people from different backgrounds and their preferences, showcasing the company’s dedication to catering to its diverse global audience (Traveling Light. (n.d.).
The goal of this evaluation is to carry out the organisational audit of the IHG Hotel Group in a thorough and complete manner. This audit takes the inside-out approach to assessing IHG’s operations both at the corporate and at individual unit levels. The report that will be written will critically assess some of the principal parts of the organisation, such as its structure, culture, goals, recent change initiatives, strategic direction, and business results, at present.
The report leans on valid theoretical thoughts and the most recent research, which aims at conducting in-depth research on IHG. The purpose is to reveal the appealing and unappealing characteristics of IHG's operation and spot the opportunities for growth and improvement; and detect the potential dangers to the success.
Besides that, this paper presents the strategic directions for IHG future which are based on the results of the audit. By doing this, it is striving to be IHG's partner (IHG. (n.d.).
[bookmark: _Toc159626722]2-Organisation Structure, Culture, and Goals:
[bookmark: _Toc159626723]Organisational Structure
InterContinental Hotels operates a hybrid organisational structure that combines area and functional structures in its operations. This structure permits IHG not only to manage hotels, but also to be a franchisor and operate on leased and owned basis. This seven-brand approach enables IHG to satisfy the full range of services of the hotel industry to serve the mainstream, upscale and luxury segments of the market with a selection of brands fitted for each individual needs and occasions (Becker, et al., 2017).
Members of the IHG Board, which is composed of Non-Executive Chair, Chief Executive Officer, Chief Financial Officer, Senior Independent Non-Executive Director, and other Non-Executive Directors, are in charge of leading the Group by way of effective monitoring and reviewing of the Group transactions and programs. The Board is the strategic leader of the Group and aims to maximise shareholders’ value as a source of sustainable long-term prosperity (Shone, & Parry, 2019).
[image: ]
Figure 1 IHG Organisational Structure
[bookmark: _Toc159626724]Organisational Culture
IHG’S organisational culture highly values diversity, equity, and inclusion. The company cherishes and reveres its current 375,000 colleagues who come in various nationalities to make the company diverse with cultures, religions, races, sexualities, abilities, backgrounds, and beliefs that make the world colourful. IHG's dedication to fostering a culture that supports and loudly values this diversity stands at the core of its culture (Al Saifi, 2015).
This culture is in line with Inclusive Organisational Culture theory that states, the businesses that are embracing diversity and creating an inclusive culture, achieve more success in innovation, adaptation and problem-solving. IHG's culture shape the context of positive organisational culture that postulates that organisations that respect and value their employees are then able to cultivate a positive environment which is motivating to the employees producing higher motivation, loyalty and productivity (Mannion, & Davies, 2018).
[bookmark: _Toc159626725]Goals, Visions, or Aims
IHG's business strategy is simple but ambitious: This is intended to be achieved by improving the competitive strength and taking care of its brands’ customer loyalty; ensuring the company surpasses its goals by delivering good financial performances in a sustained way; and recruiting, developing and retaining people to support its growth amongst others. Furthermore, the firm adheres to the rules of ethical conduct in business, its employees, and relationships with communities, a specialised carbon and energy plan, waste control, and water resources. This strategy coincides with the UN SDGs, which indicates IHG's intent towards sustainability and responsibility.
[bookmark: _Toc159626726]3-Recent Change Initiatives
[bookmark: _Toc159626727]Change Strategies or Initiatives
InterContinental Hotels Group (IHG) are taking strategy changes and initiatives toward the hospitality industry that moves on and to expand growth. One of the major steps taken is to launch a campaign called “Journey to Tomorrow”, a series of strong commitments with which the company wants to benefit the people, communities, and the natural environment during the next ten years. This campaign is in line with IHG’s aspiration to set new standards of real hospitality for good (Singjai, et al.,2018).
Another significant strategy is the availability of new technology and service agent to enhance the number of rates and revenues. IHG is extending its competitive advantage when it comes to revenue management which is selling the right commodity to the right customer at the right time and the right price (Fraj, et al., 2015).
[bookmark: _Toc159626728]Impact of Changes and Their Management
The impact of the given changes has been considerable. By the “Journey to Tomorrow” program IHG demonstrate their sustained interest in sustainability and responsible business practices. It has equally moved to the consumers with the same conclusion showing that 82 % of consumers agree with the fact that it is important to select a particular brand that operates responsibly (Nieves, & Segarra-Ciprés, 2015).
The technology and service provisions cultivate new offers are then connected to the stiffer revenue management which makes a way for the rise in revenues and rates by the IHG firm. The company has dealt with these changes seeming less, and IHG has invested in several strategic activities to improve its brand portfolio as well as to foster the trust and confidence of stakeholders (Lai, et al., 2020).
[bookmark: _Toc159626729]Drivers of Changes
Many drivers are pushing these changes referred to the IHG nowadays. One of the long-term forces is the growing attention to responsible tourism. Being responsible tourists is more in the minds of travellers now than any time before, and they are ready to pay more for such facilities. Due to this, IHG intensifies greening of the business with more focus on sustainability and responsible business (Mak, et al., 2019).
[bookmark: _GoBack]The other prevalent driver is the technology rising in the hospitality sector. The technology that keeps evolving is becoming more and more powerful to satisfy the expectations of the modern traveller. The hospitality industry has moved towards the adoption of new technology and amenity offerings and also became more aggressive with their pricing strategies (Robin, et. al., 2017).
In brief, IHG has been executing various change strategies and initiatives in the recent years in an aim to adjust to the changing dynamics of the hotel industry and grow. These changes have had many repercussions, but they have been well managed. Among the main determinants of these trends are the growing prominence of sustainable tourism and the rapid development of the technological factor in the hospitality industry (Kallmuenzer, 2018).
[bookmark: _Toc159626730]4-Strategic Direction and Current Business Performance
[bookmark: _Toc159626731]Strategic Direction
IHG’s strategic direction is centred on expanding its varied brand portfolio and reinforcing positions in key markets, all while creating long-term guest relationships and driving revenue to hotels through direct channels of lowest cost, such as booking.com. This strategy is based on IHG’s principal value of conducting business in responsible and ethical way (Ansoff, et al., 2018).
The strategy of IHG for high-quality growth is centred on the vision to surpass the sector’s profitability and net room’s development. The company is also emphasizing on obtaining economies of scale to be a major factor in the rapid expansion of IHG hospitality footprint (Hill, et al., 2017).
[bookmark: _Toc159626732]Current Business Performance
Table 1 Business Performance
	Metric
	Performance

	Net System Size
	Decline of 0.6% after 49,667 rooms removed

	Room Signings
	68,870 rooms (23% growth from previous year)

	Revenue (2022)
	$3.892 billion (33.88% increase from 2021)

	Operating Profit (2021)
	$494 million (compared to $153 million loss in 2020)

	RevPAR
	Up 66% from 2020, down 21% from 2019



The current business performance of InterContinental Hotels Group (IHG) can be summarised with a few key points based on the latest available data: The current business performance of InterContinental Hotels Group (IHG) can be summarized with a few key points based on the latest available data:
Net System Size: IHG announced a growth rate of 5.0% in terms of GSS but a decline of 0.6% in NSS with 49,667 rooms having been removed that included 34,345 rooms from Holiday Inn and Crowne Plaza to the end of quality review.
Room Signings: The hotel chain had 437,000 rooms (rooms) sold and this represents 23% growth over the previous year, but this was below pre-pandemic levels due to the COVID-19 challenges that the company is experiencing in some markets.
Revenue: During 2022, IHG’ s annual revenue was $3.892, up by 33.88% compared to $2.895 in 2021. 2021 annual sales of $2.907 billion, which is a 21.43% growth compared to the sales of 2020 (annual report 2022).

Operating Profit: For a full year of 2021 IHG has gotten into profit, its global group operating profit at $494 million was in contrast to $153 million of the group operating loss in 2020 (annual report 2021).
RevPAR: The Company generated RevPAR 2.66 times more as compared to the same quarter of the last year but RevPAR decreased by 21% from 2019.
The trends of these indicators are illustrating IHG’s recovery trajectory, as well as the strategic development responding to the unchanged world situation at present. For the breakdown of the latest and most accurate financial report, kindly refer to the relevant IR communications from IHG.
[bookmark: _Toc159626733]SWOT Analysis
[bookmark: _Toc159626734]Strengths
Asset-Light Business Model: IHG manages the company with the hybrid organisational structure that combines both the area and the functional structure.
Wide Geographical Presence: IHG runs business operations in 100 countries, which makes it one of the largest companies on the market.
Customer Experience & Relationship Focus: IHG, as a hospitality company, is dedicated to True Hospitality for Good.
Strong Digital Outlook and Implementation: IHG continues to emerge while enacting a number of change strategies and projects to fit the changing nature of the hospitality industry and to achieve desired goals (Rafahat, 2022)
[bookmark: _Toc159626735]Weaknesses
No Economic Hotel Brand: IHG lacks a brand that covers the market economic segment.
Controversies: IHG is not a stranger to controversies, which in turn have compromised its brand image in the past.
Weak IT Security: IT security has been a problem for IHG (Qiu, & Wei, 2017).
[bookmark: _Toc159626736]Opportunities
New Geographical Markets: IHG has prospects in the new global markets that are emerging like India and China.
More Products/Services: IHG gains the chance of raising its non-room services income (Bastias, 2022).
[bookmark: _Toc159626737]Threats
Sharing Economy in Hotel Industry: The growth of the sharing economy destabilises the market of the major hotel companies, for example, IHG.
Unprecedented Events Leading to Market Instability: The COVID-19 pandemic is characterised by significant market volatility and the subsequent disruption of IHG’s business.
Increased Dependencies on Intermediaries: as IHG relies heavily on intermediaries for bookings this way represents a threat.
It can be stated that IHG Corporation has a mission and has managed to attain business success. Moreover, the firm has a series of threats and challenges, which should be overcome. Through the utilisation of its competitive edges and taking advantage of the opportunities, IHG can manage those threats and remain to grow in the field of worldwide hospitality (Huynh, 2018).
[bookmark: _Toc159626738]5-Conclusion
The present report is a holistic organisational auditing of the IHG Group (InterContinental Hotels Group). An audit showed that IHG carries out its management with a dual organisational structure that mixes functional and area structures which allows it to address different parts of the hotel business. The company’s culture is diversity, equity, and inclusion-oriented which is one of the cultural theories of inclusive and positive organisational culture.
IHG’s strategic perspective segregates the company into four pillars, which are building brand portfolio, developing scale in the major markets, establishing life-time guest relationships, and generating revenue from the lowest-cost, direct channels. The firm showcases excellent business performance, having made a revenue $2,394 million in 2020 and is present in 100 countries at the moment.
This notwithstanding, the SWOT analysis on the other hand highlighted several risks and weaknesses that IHG should take note of, these include absence of a budget hotel accommodation brand, controversies, poor IT security, sharing economy and more reliance on intermediaries.
Such insights could help IHG redevelop its brand portfolio thus offering other hotel segments and therefore reach more audience. The organisation should enhance its IT security and propose ways in which the company can reduce the bookings which are intermediary dependent. Aside from that, IHG should keep on reinvesting in technology and sustainability to retain its competitiveness in the growing field of hospitality. Adoption of these recommendations will help IHG to keep developing and realising its goals to be a pioneer in the global hospitality market.
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