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[bookmark: _Toc160088784]Introduction
InterContinental Hotels Group (IHG), an international hospitality giant, has a complex organisational structure that shows how it works globally while also being sensitive to local needs. This report gives a thorough look at InterContinental Hotels Group (IHG), which is one of the biggest hotel chains in the world. The report looks at IHG's current business performance, recent change initiatives, organisational structure, and culture.
The report is supposed to look at how these things fit in with the company's goals and the way things are going in the industry. The goal of this analysis is to find out how IHG stays ahead of the competition in the hotel room business. At the end of the report, suggestions are made for how IHG can improve its position in the market and promote long-term growth. This study is for people who have a stake in IHG and want to learn more about how it works and its plans for the future in the rapidly changing hospitality industry.

[bookmark: _Toc160088785]IHG’s Organizational Structure
The Chief Executive Officer (CEO) is at the centre of this structure. The CEO sets the overall corporate plan and makes sure that the company's vision is carried out at all levels of the business (IGH Corporate Responsibility 2023). The CEO is the most important person in the company and makes decisions. He or she also leads IHG through the complicated world of the hospitality business.
An executive team works with the CEO and is very important to the organization's processes and long-term goals. The Chief Financial Officer (CFO) is an important team member. The CFO is in charge of the company's finances and makes sure that all financial operations support IHG's strategy goals and follow all regulatory rules (The ways chief executive officers lead 2014). Financial planning, risk management, record-keeping, and financial reports are all important for the company's finances and its relationships with investors. The CFO is in charge of these tasks.
The sales and marketing teams are very important to IHG and their job is to bring in more money and get a bigger share of the market (OÜ, 2023). Using advertising, promotions, and customer interaction, they come up with and carry out plans that make IHG's brands more visible and appealing (OÜ, 2023). Their work is tailored to appeal to a wide range of market groups and is essential for bringing in and keeping guests.
IHG's human resources staff ensures the company hires, trains, and keeps the best employees (IHG Human Resources 2023). This group is in charge of making the workplace fit with IHG's values and attitude, which are based on providing excellent service. They're in charge of managing performance, training and development, employee relations, pay and perks.
IHG's organisation is based on geographical division; the Americas, EMEAA, and China are all managed by separate groups (Luo et al., 2016). Every area works somewhat on its own, which lets the company be flexible and adapt its methods to fit the needs of its local customers and markets. This regional division makes sure that IHG's global plan is carried out with an awareness of how regional markets work and how different cultures affect them (Our strategy - intercontinental hotels group PLC 2023).
The regional teams are in charge of making sure that the hotels in their area meet the brand's standards for operational success and that guests have the same experience no matter where the hotel is located (Rabea et al., 2022). They keep an eye on how things are going in the region, change with the times, and encourage growth by taking advantage of chances in the area. Because of this structure, IHG can also handle its portfolio of brands well, which includes both mainstream and high-end brands.

[bookmark: _Toc160088786]Organizational Culture and Goals
The InterContinental Hotels Group (IHG) has built a unique corporate culture around its mission to provide "True Hospitality for Good." This philosophy guides not only the company's service standards but also the overall corporate culture that IHG employees all over the world live by.
For IHG, the culture is built on five core values: Respecting People, Doing the Right Thing, Being Responsible, Being Innovative, and Delivering Performance (InterContinental Hotels Group - IHG 2023). These values are not just catchphrases for the company; they are deeply ingrained in how it works and how it makes decisions. "Respect for People" stresses how important it is to be open and accepting of everyone, and it honours the value that each employee and guest brings to the IHG ecosystem. This can be seen in the company's diverse staff and its dedication to making a place where everyone feels welcome and valued.
"Doing the Right Thing" shows that IHG is committed to honesty and doing the right thing, which is very important in the trust-based world of hospitality (Integrity: What does it mean & why is it important? 2023). The slogan "Being Responsible" supports the business's efforts to be environmentally friendly and supports its duty to help the community and the environment (Salazar, 2023). IHG stays ahead in a competitive industry by adopting new technologies and service models. This is made possible by the company's commitment to "being innovative." Lastly, "Delivering Performance" makes sure that the focus is on operational excellence and creating value for all stakeholders, such as investors, guests, and employees (Our strategy - intercontinental hotels group PLC 2023).
IHG can't have goals without a culture. As the business grows, it wants to provide excellent service across all of its hotel brands (Deng, 2022). This includes growing its presence in important markets and improving performance by making the brand stand out and giving each guest a unique experience. IHG is also committed to using digital innovation to improve the customer experience and operational efficiency, setting high sustainability goals to lessen its impact on the environment, and creating a work culture that attracts and keeps top talent (Göpfert et al., 2023).
The way IHG responds to global trends shows that its culture is in line with its strategic goals. As an example, IHG's focus on sustainability and responsible business practises is not just a reaction to government pressure; it's a core part of the company's identity. This fits with the growing demand from customers for travel options that are good for the environment and society (Wang et al., 2023). In the same way, the company's investment in digital transformation and new ideas is in line with its goal to be the leader in the luxury and lifestyle market by giving guests unique and cutting-edge experiences. Combining its cultural values with its strategic goals makes IHG a brand that keeps its promises to both its employees and its guests and community partners, as well as to people inside and outside the company.

[bookmark: _Toc160088787]Recent Change Initiatives
IHG has started to make changes to improve its global footprint and keep up with the changing hospitality industry. Adopting advanced digital tools to streamline operations and make the guest experience better is a big change (Kitija, 2023). The group has also grown its luxury and lifestyle areas in response to a market trend that shows more people want these kinds of experiences.
Sustainability efforts have been stepped up, and IHG has set big goals to protect the earth and cut down on waste and carbon emissions (Climate crisis - united states department of state 2023). This is not only a change to how things work, it's also a change to how the brand is seen, showing that IHG is committed to responsible tourism.
IHG has also rethought how it supports the health and growth of its employees and now offers programmes to help employees learn new skills in a field that is changing quickly (IHG Hotels & Resorts’ Skills Academy Goes Global 2022). This focus on human capital should lead to new ideas and better service
Guest satisfaction scores and sustainability benchmarks are used to track the effects of these changes and make sure that they are good for the company's image and bottom line (Braccini & Margherita, 2018). IHG wants to strengthen its place in the market by making these changes, which are in line with the movement in the industry as a whole towards digitalization, luxury experiences, and sustainability.

[bookmark: _Toc160088788]Strategic Direction
IHG has always tried to grow by offering a wide range of brands, expanding into key markets, building lasting relationships with guests, and bringing in money through direct, low-cost channels (Zawislak, 2022). Their strategy is usually in line with what's happening in the hospitality industry as a whole. For example, they use technology to make the guest experience better, they make loyalty programmes bigger, and they go into new markets with an emphasis on sustainability and local experiences.
As part of its strategic direction, IHG has also grown in the Luxury & Lifestyle segment, showing that it is committed to meeting the growing demand for high-end travel experiences (IHG Hotels & Resorts strengthens leading position in the luxury 2023). The company's spending on digital and tech innovations shows that it wants to stay competitive in a market that is becoming more and more tech-focused.
IHG has also been changing with the times by promoting flexible and remote work options in line with the trend toward more dynamic work environments around the world (Antikainen et al., 2017). This shows that IHG is aware of how the needs of both guests and employees are changing, and it makes IHG a forward-thinking player in the hospitality industry.
IHG's strategic direction is likely to keep changing so that it stays in line with global trends like eco-friendly tourism, higher standards for health and safety, and making guest experiences more unique. This change would happen because of how competitive the industry is, where standing out and quickly adapting to changes in the market are important for long-term growth.

[bookmark: _Toc160088789]Current Business Performance
IHG continues to do well in the hospitality industry, which is very competitive. This is due to a smart mix of brand expansion, customer loyalty programmes, and brand diversification. Even though the industry as a whole is facing problems like changing global travel patterns and economic uncertainty, IHG has shown that it can handle them. One reason for this is that it has a lot of well-known brands in a wide range of price points.
Revenue per available room (RevPAR), an important metric in the hospitality industry, has been steadily rising for IHG, and in some regions, it has reached or surpassed levels seen before the pandemic (IHG room revenue sinks as industry battles covid-19 hit 2023). This comeback shows how well IHG's operational strategies work and how quickly it can adapt to changes in the market. For example, during the pandemic, IHG made changes to its cleaning protocols and booking policies to make them more flexible.
IHG's dedication to digital progress and tailoring guest experiences has been a key factor in increasing direct bookings, which is a key performance indicator that is often linked to higher profit margins (Hosseini et al., 2022). Their updated loyalty programme continues to keep customers interested and loyal, which helps them make more money.
When compared to other companies in the same industry, IHG's performance shows that it has an edge when it comes to keeping occupancy rates high and making sure guests are happy (Hotels Group IHG reports slowdown in hotel occupancy rates 2023). But the industry is facing problems because of the economy, which could make people less likely to spend extra money on travel. IHG's strategic focus on managing costs and being efficient is very important for getting through these problems.

[bookmark: _Toc160088790]Conclusion and Recommendations
InterContinental Hotels Group (IHG) has shown that it has a strong organisational structure and a culture that is in line with its long-term goals. The company's new projects show that it is committed to new ideas, being environmentally friendly, and listening to the market. IHG should speed up its digital transformation, grow its luxury and lifestyle portfolio, step up its efforts to be more environmentally friendly, and put money into employee development to improve its competitive position even more. IHG can continue to provide great experiences for guests and promote long-term growth in the fast-paced hospitality industry by responding to changing market trends and taking advantage of its global reach.
To further strengthen its position in the competitive hospitality industry, the following recommendations are proposed:
· Digital Transformation: Keep putting money into digital technologies to make the experience of guests better, make operations run more smoothly, and use data analytics to make smart decisions.
· Diversification of Portfolio: To meet the growing demand for one-of-a-kind and high-end experiences, grow the luxury and lifestyle segment. Look into growth-potential markets that haven't been touched yet.
· Development of Employees: Spend money on thorough training and development programmes for your employees to give them the skills they need for a changing industry, with a focus on digital literacy and great customer service.
· Strategic Partnerships: Form partnerships with local communities and businesses in new markets to raise awareness of your brand and help the local economy.
· Market Analysis: To stay ahead of industry trends and keep your business competitive, you should do regular market analysis.
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