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Organisational culture is the sum of an organization's long-standing norms and practises, including its policies, beliefs, and attitudes. (McLean, 1993)
The norms, assumptions, and practices that permeate an organization's culture are shaped by its unspoken rules, common ideas, and values. Everything from the organization's structure and procedures to the beliefs and traditions held by its employees and the styles of leadership are a part of it. A leader's ability to execute initiatives that are in line with the organization's culture depends on his or her understanding of that culture. (Mullins, L, 2020). Size, industry, and history are a few of the variables that might cause cultural variation between organisations. While senior hires have the power to shape the culture, new recruits may need some time to assimilate. Different subcultures may form depending on one's position or allegiance. Rules, connections, attitudes, and behaviours—both written and unwritten—can provide light on an organization's culture. Culture is relative; people's interpretations of it vary according on their own values and worldviews. (Ansoff et al, 2018)

[bookmark: _Toc160223761]InterContinental Hotels Group's corporate structure 
One of the most prominent hotel chains in the world, InterContinental Hotels Group (IHG) operates in more than a hundred different nations. Effective administration and strategic growth are guaranteed by its organisational structure, which is geared to support its broad range of hotels and brands. The group's activities are overseen by the Board of Directors, which establishes the strategic direction with the cooperation of major Committees. Every day, the firm is run by its executive leadership, which includes the chief financial officer and the chief executive officer. They are responsible for putting the strategies that the board of directors sets into action. The Audit, Responsible Business, Nomination, and Remuneration Committees are all part of IHG's governance structure and help the Board carry out its duties and maintain compliance with the company's corporate governance requirements. (IHG, 2024). IHG manages, owns, and leases its hotels, in addition to its role as a franchisor. Like other big firms like 7-Eleven and McDonald's, a considerable number of IHG's properties are privately-owned and run. To facilitate effective administration across regions and functions, IHG's hybrid organisational structure merges functional and area structures. (Voegeli Chris, 2021).  
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When people in an organisation talk about its "culture," what they really mean is their common understanding of the values, conventions, beliefs, attitudes, and beliefs that govern how people act and interact with one another. Work dynamics, communication, and decision-making are all greatly affected by organisational culture. Organisational culture is defined by Edgar Schein (2021) as the set of norms and practices that an organisation has established and passed on to its members in order to manage both internal and external changes. 
Everything that we do and think as employees is shaped by the traditions, values, rules, beliefs, and attitudes that make up what is known as corporate culture. (McLean, 1993).
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Dedicated to safeguarding the environment while delivering outstanding experiences to guests, employees, owners, and communities, IHG  is a purpose-driven organisation. Ethical behaviour, compassion, empathy, excellence, diversity, and improved teamwork are some of the company's guiding principles. Employees at IHG come from all walks of life and represent a wide range of ethnicities, religions, sexual orientations, abilities, and places of origin. The company operates in more than 100 countries. Everyone feels like they belong and can be themselves at work because of how much the organisation appreciates and respects its employees. IHG understands that in a global business, creativity and success are driven by varied viewpoints. Their strategies and priorities show how seriously they take DE&I (Diversity, Equity, and Inclusion). (IHG, 2024).
[bookmark: _Toc160223764]Clan Culture Market Culture Adhocracy Culture Hierarchy Culture
 
InterContinental Hotels Group (IHG), a prominent entity in the worldwide hospitality sector, can be examined through the lens of diverse organisational culture theories. IHG demonstrates alignment with every one of the following cultural paradigms: 
-Clan culture is characterised by an emphasis on horizontal structure, cooperation, and collaboration within the organisation. IHG cultivates a cooperative atmosphere wherein personnel collaborate across various teams. Strong connections as well as a sense solidarity are emphasised. (IHG, 2024).
-Adhocracy Culture: Adhocracy culture fosters individual creativity, risk-taking, and innovation. It enables individuals to freely exchange concepts. IHG actively fosters innovation by implementing technological advancements, developing novel hotel concepts, and improving the overall visitor experience. Employees are motivated to engage in strategic risk-taking and innovative thinking. 
-Market culture places a premium on performance that is driven by results, competition, and financial success. It emphasises the revenue contribution of each employee. IHG operates in a highly competitive market and strives for financial expansion on an ongoing basis. Profitability, RevPAR (revenue per available room), and occupancy rates are metrics that influence decision-making. (Zaninelli, S.M. 2024).
-The hierarchical culture places significant emphasis on well-defined managerial procedures, career trajectories, and organised power. It adheres to established procedures and regulations. 
The IHG Connection is characterised by a well-defined hierarchical system that extends from hotel personnel to corporate executives. Delineated reporting lines, roles, and responsibilities are present. 
The organisational culture of IHG demonstrates characteristics of all four paradigms. To flourish in the ever-changing hospitality sector, it integrates collaboration, innovation, financial orientation, and structured procedures, according to the definition of perceived organisational culture. (Zaninelli S.M, 2024)
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On the basis of centralization and formalisation, renowned management theorist Charles Handy classified organisational cultures into four primary categories. In a power culture, decision-making is concentrated in the hands of a select few influential individuals or an influential leader. For each position, role culture emphasises formalisation by establishing distinct rules and procedures. Frequently observed in the creative sector, task culture is preoccupied with particular initiatives and duties. (Buchanan D and Huczynski A. 2019). Individual culture affords substantial autonomy to persons, enabling them to exercise independent judgement and acquire specialised knowledge. Employees must comprehend and assimilate into the culture of the organisation in order to flourish and take pleasure in their work. (Ettorre, B. 1996).
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In a vision statement, the future objectives and strategic direction of a corporation are laid out over a lengthy period of time, usually five to 10 years. (Abbott, 2022). Aiming to offer advantages and improvement to the organisation, it should be forward-looking, motivating, and reflective of the company's culture and basic values. Additionally, it lays out the goals and trajectory of the organisation. (Buchanan D, and Huczynski A, 2019).
The mission of IHG Hotels & Resorts, ''True Hospitality for Good'', guides the company's values and daily operations. A part of this is ensuring a good influence on customers, coworkers, owners, neighbourhoods, and the planet. Among IHG's core principles are the following: honesty and integrity, kindness and compassion, a hunger for success, acceptance and inclusion of all people, and teamwork. Embracing diversity, equity, and inclusion (DE&I) has been essential to IHG's success. The company holds its varied workforce in 100+ countries in high regard and cherishes their contributions. Additionally, IHG places a premium on environmental stewardship and is always looking for new, eco-friendly ways to keep its properties' stunning natural environments intact. In sum, IHG's mission is to provide outstanding hospitality while positively influencing individuals, groups, and the globe at large. The foundation of the organisation rests on the principles of integrity and honesty.
[bookmark: _Toc160223767]The mission of IHG 
For the organisation, being true to its principles has been and will be the key to its continued growth and prosperity. In order to accomplish their goals, the employees of IHG Hotels and Resorts work together. The team's unity has allowed them to zero in on the most important tasks at hand, which will bring them closer to realising their goal. Second, the organisation is forthright in its dealings with its workers, clients, and other interested parties. The level of openness has allowed IHG Holiday to fully dedicate themselves to the organisation. Thirdly, the organisation maintains the view that learning should never end. Fourthly, IHG Hotels and Resorts is committed to becoming an industry leader in innovation, transformation, and good impact. (IHG Mission statement, 2023)
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Improving their brand's attractiveness, boosting commercial performance, and fortifying their enterprise are the primary goals of InterContinental Hotels Group (IHG). Targeting valuable markets and segments, enhancing their varied brand portfolio, developing meaningful connections with guests, and effectively delivering income through direct channels are all important areas of attention. With an eye towards the future, IHG plans to increase its cash flow and profitability over time, which will be used for both internal expansion and shareholder returns. A global dedication to cleanliness, a reward programme called IHG® One Rewards, branded websites that are mobile-friendly, and substantial revenue from sources other than rooms are just a few of the 19 brands that make up the corporation. The marketing and systems that drive demand for IHG hotels are supported by the company's yearly system fund. (IHG strategy,2024).
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In order to assess a company or project's or an endeavor's merits, flaws, prospects, and dangers, one can employ a SWOT analysis to achieve a better understanding of the internal and external variables impacting the project's or company's performance and potential.
SWOT Analysis of InterContinental Hotels Group (IHG):

Strengths:
• Asset-light business model, reducing capital expenditure and risk.
• Wide geographical presence with over 6,000 hotels in 100 countries.
• Customer experience and relationship focus, reflected in loyalty programs, brand standards, and customer feedback system.
• Diverse and occasion-wise brand portfolio catering to different customer segments.
• Strong digital outlook and implementation, investing in technology and innovation.
• Strategic partnerships to expand brand portfolio.

Weaknesses:
• Past controversies, such as boycott campaign and price fixing allegations, damaged IHG's brand image.
• Negative customer reviews of IHG Rewards Club loyalty programs.
• Weak IT security exposed by credit-card stealing malware.

Opportunities:
• Leverage fragmented branded hotel market.
• Benefit from increased international tourist travel.
• Use technology to facilitate bookings.

Threats:
• Competition from sharing economy like Airbnb.
• Risk of market instability due to unprecedented events like Covid-19.
• Increased dependencies on intermediaries, eroding profit margin and customer loyalty.
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One method for company planning that has been around since the early 1970s for assessing the strategic position of a brand is the Boston Matrix, which is sometimes called the BCG Matrix. It uses market share and growth rate to sort items into a two-by-two matrix. Questions Marks, Stars, Dogs, and Cash Cows make up the four corners of the matrix. (Rollinson, D. et al, 2008 ). Stars have a large portion of the market and are rapidly expanding, but Question Marks are only expanding at a slow pace. If a company is a cash cow, it will have a large market share but slow growth, whereas a dog will have the opposite problem. Cash Cows often finance investments in Question Marks, Stars get investments for growth, while Dogs may be disposed or managed for stability according to the quadrant system. (Corporate Finance Institute. 2023)
With a wide range of products and services, IHG is able to provide each of its brands a fighting chance in the market. Despite the fact that every IHG brand is different, the company's capacity to adapt and its knowledge of the industry help it succeed as a whole. 
- The premium hotel chain InterContinental Hotels & Resorts has a sizable portion of the industry. It is still a dependable source of income, even though its growth pace has slowed. A "Cash Cow" is an investment that consistently returns its initial investment plus interest and depreciation. IHG's acquisitions and strategic expansions have strong positions in this category, thanks to brands including Regent Hotels & Resorts, Kimpton, and Six Senses. (InterContinental Hotels Group, 2024),
- With a moderate market share and growth rate, Holiday Inn Express maintains a balanced position in the midscale area. Being labelled as a "Question Mark" implies that there is room for improvement, but there are also some unknowns. Success in this market is attributable, in part, to IHG's dedication to training and maintaining brand consistency. (Platas, A. 2022)
-The modest market share is maintained by Crowne Plaza Hotels & Resorts, which is positioned in the upmarket class. Its rapid expansion is a sign of promising trends.Its "Stars (Question Mark)" rating implies that it excels in its field but has stiff competition. Efforts to reinvent the brand and improve it have helped IHG achieve success. (Sickel, 2016)
-The extended stay market is where Staybridge Suites is active. Plenty of space for expansion is shown by its relatively small market share. An indication of rising demand for extended stay lodgings is the high growth rate. Being labelled as a "Question Mark" indicates that there is room for improvement and that some strategic changes may be necessary. Flexibility and contemporary style are the hallmarks of the new Staybridge Suites concept. (Sickel, J. 2016)
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In order to grow its business, IHG Hotels and Resorts should strengthen its online and social media profiles. In order to maximise return on investment and provide quality services, it is vital to maintain strong connections with stakeholders, such as investors and visitors. A better way for the corporation to stay out of legal hot water would be for it to keep relevant government agencies and tourism organisations informed about its operations. Equally crucial is keeping up positive relationships with the community at large, as well as with suppliers, creditors, and workers. (Coghlan, D. 2021).
Finally, in order to increase revenue and decrease expenses, IHG Hotels and Resorts should select a market penetration plan from Ansoff's growth matrix. But there's a lot of risk and cost involved in developing markets, creating products, and differentiating yourself. (Mullins, L, 2020).
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In conclusion, InterContinental Hotels Group (IHG) has a hybrid organisational structure that combines functional and area structures. The company's perceived corporate culture is purpose-driven, focusing on ethical behaviour, compassion, empathy, excellence, diversity, and improved teamwork. IHG's culture aligns with four paradigms: clan culture, adhocracy culture, market culture and hierarchical culture.
The company values honesty, integrity, kindness, compassion, success, acceptance, inclusion, and teamwork. IHG's vision is to improve brand attractiveness, boost commercial performance, and strengthen the enterprise. The company aims to target valuable markets, enhance brand portfolio, develop meaningful connections with guests, and increase cash flow and profitability.
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