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Business must adapt to stay competitive and profitable in the ever-changing hotel business. A thorough IHG strategy audit is essential. To stay ahead, companies must adapt to changing client needs and the global economy. According to strategic management foundations, the introduction focuses a thorough audit. Michael Porter's Competitive Edge Theory asserts that a successful business must differentiate itself from competitors. Before designing distinctive strategies, IHG needs study its competition. Opening discusses RBV thesis. This notion implies that focusing on strengths and resources might help a company outlast the competition. In strategic research, IHG will employ RBV to establish its internal structure, attitude, and goals. The company will recognise how valuable its unique assets are to its business. The author employs these frameworks in the beginning to illustrate strategic management knowledge and theoretically underpin the audit. IHG's strategic environment study relies on this.
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IHG strategically adopted contingency theory to create a flexible organisational structure (Mahmud et al., 2021). According to contingency theory, we shouldn't measure an organisation by how effectively it follows external laws. Instead, we should evaluate it by how well it adapts to each situation (Mahmud et al., 2021). IHG, a global hospitality company, says a decentralised structure is robust and versatile. Managers and teams in different locations can adapt plans to local markets and cultures because the company is not controlled. Theory of contingency states that a group's structure must adapt to the situation to perform effectively. IHG is designed to be responsive, versatile, and adaptive. This is crucial in a field where regional client tastes vary. The decentralised IHG framework has many benefits. By helping hotels quickly adapt to local trends, it ensures they can match client needs. What this means is that IHG can now think of a lot of different location-specific services(Legrand et al., 2022).
[image: Corporate governance - InterContinental Hotels Group PLC]
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Maintaining brand unity, on the other hand, might be hard because it requires a fine balance between decentralisation and standardisation. Contingent theory holds that integration and differentiation are inherently opposed (Mahmud et al., 2021). Finding the best way to use a decentralised company while maintaining IHG's values is crucial.

IHG navigates the tricky global hotel business with its contingency-based organisational structure (Mahmud et al., 2021). IHG's adaptability shows that they understand the many factors that affect the company's operations and are committed to meeting local market needs (Harrison-Walker, 2019).

[bookmark: _Toc158996460]II.2 Technology and Innovation 

InterContinental Hotels Group (IHG) relies on new technology to keep up with the fast-paced hospitality industry and provide the best guest experience. According to Rather & Hollebeek, 2019, Social Exchange Theory, the hotel's loyalty programme benefits customers and the business. Customers who stay at the hotel for a long time get extra attention and benefits. IHG uses its own resources to give each guest a unique and personalised experience, which is in line with the Resource-Based View (RBV) model. The IHG Rewards Club also uses data analytics. In order to build customer trust and value, IHG tailors its services and products to fit the needs and habits of its customers(Rather & Hollebeek, 2019).
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Transaction Cost Economics (Lei et al., 2019) says that mobile check-in fits with this method because it lowers the costs of doing business for both the hotel and the customer. IHG makes the check-in process easy and quick for guests so that they can save time and money. 
IHG is committed to growth and new ideas, and smart room technologies are an example of this. Vargo and Lusch's (2004) Service-Dominant Logic fits with personalisation, internet of things (IoT) gadgets, and automation in guest rooms(He & Xu, 2017). IHG stays ahead of the competition by marketing itself as a source of cutting-edge, all-encompassing hospitality experiences.

These new technological advances have helped IHG become a leader in its field Jones & Comfort, 2019 says that companies can get ahead in the market by making technology advances. 
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The ambitious goal of InterContinental Hotels Group (IHG) is to become the world's largest hotel group. To get there, the company has made a detailed plan. To reach these goals, we should follow the ideas of strategic management that stress having clear goals and a plan.
[image: Our history - InterContinental Hotels Group PLC]
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IHG's main goal is to become a world star. This goal brings everyone together and drives them to do their best, which helps the organisation reach its goals of excellence and continuous growth (Jones & Comfort, 2019).

A big part of IHG's plans is to grow in a smart way in line with Ansoff's Growth Matrix, which stresses how important it is to enter new markets and offer new goods (Evans, 2019). As part of its plan to grow, IHG wants to enter new markets and make new names that will appeal to a wide range of customers.

Porter's Generic Strategies (Evans, 2019) says that IHG's main goal is to keep the brand's uniqueness. IHG wants to give its names, such as InterContinental, Holiday Inn, and Crowne Plaza, a competitive edge in the market by coming up with unique value propositions.

IHG's long-term goals include making customers more loyal, which is in line with the Relationship Marketing plan (Evans, 2019). With the IHG Rewards Club and other schemes like it, IHG knows how important it is to keep customers for a long time. 
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The InterContinental Hotels Group (IHG) has grown by buying other companies and starting new brands. This is in line with well-known ideas in strategic management.

[image: IHG Hotels & Resorts: Accelerating into a New Era of Growth]
Source: hospitalitynet.org

The 2015 purchase of Kimpton Hotels & Restaurants by IHG is an example of a business plan that uses Barney's Resource-Based View (RBV) framework. By adding Kimpton's small luxury services to its list of offerings, IHG gained a lot of resources and knowledge that made it much more competitive in the high-end hotel business. DePamphilis, 2022 idea of corporate strategy also fits with this move. He says that acquisition-based diversification is a good way for a company to improve its overall performance.


. The company puts a lot of effort into making new products because they want to get into new markets. IHG entered the mid-scale market with avidTM hotels, which showed how quickly the company could adapt to changing customer tastes and market trends.

One big benefit of these activities is that they make the company more visible in the market. IHG strategically positions itself at different points of the hospitality market lifecycle by buying other companies (Adizes, 1979). This is based on the Industry Lifecycle theory. An all-around approach that aims at many market segments can be seen in how avidTM hotels have grown into the mid-scale hotel segment and how Kimpton has grown into the premium boutique hotel segment.
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Source: sketchbubble.com. 
IHG uses the IHG Rewards Club, mobile check-in, and smart rooms to improve guest experiences and stay ahead in the fast-paced hospitality sector. IHG Rewards Club uses CRM and Relationship Marketing to build long-term client relationships. IHG analyses data to customise visits. The Experience Economy says service industry personalisation boosts consumer. IHG's mobile check-in meets TAM and contemporary passengers' needs. Mobile check-in fits guests' digital needs. Technology improves efficiency and matches client expectations in the digital age. Smart room technologies like in-room automation and connectivity support Service-Dominant Logic (SDL) , which advocates service providers and users co-creating value. IHG smart room solutions empower and satisfy customers by customising their experiences. Resource-Based View (RBV) shows that these technologies increase IHG's industry position. IHG uses modern technologies to provide unique, valuable services(Wynn & Lam, 2023).
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IHG invests heavily in technology to keep up with the fast-paced hotel industry and provide the finest service. IHG Rewards Club, smartphone check-in, and smart room technologies have improved this.
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As per the ideas of Relationship Marketing  and Customer Relationship Management (CRM), the IHG Rewards Club focuses on making strong relationships with customers that last. When IHG uses data analytics to personalise services and experiences, guests' choices can be considered. According to the Experience Economy, personalised experiences are a key way to stand out in the service sector and strengthen customer relationships (Sota et al., 2018).

According to the Resource-Based View (RBV), these technology advances strengthen IHG in the market. Through cutting-edge technology to create a unique skill, IHG becomes more competitive by offering valuable specialised services. This aligns with the Blue Ocean Strategy (Kim & Mauborgne, 2005) because IHG is exploring new technological territory to give guests an unforgettable experience. 
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The Resource-Based View (RBV) model fits with IHG's plan to grow around the world, which includes entering key foreign markets. Because the organisation can adapt its strategies to different areas, its work will be useful and well-liked in a wide range of situations, which greatly increases its impact on a world scale.

What IHG does is built on the Brand Equity Model and is all about coming up with new brands. With the addition of new names like avidTM hotels, which are aimed at specific groups of people, IHG has been able to grow its market share and offer a wider range of hotels. By following the Product Life Cycle, IHG is able to stay ahead of the competition in a field that is always changing (Collins, 2020).

Businesses are becoming more interested in Corporate Social Responsibility (CSR), and IHG's dedication to sustainability fits in with this trend (Heide et al., 2018). Sustainable business methods can help a company's brand value over time, cut costs, and meet the needs of society.

[bookmark: _Toc158996468]IV.2 Business Performance 

Financial Performance Theory says that RevPAR and total revenue, which are important ways to measure revenue growth. IHG's many names, such as InterContinental, Holiday Inn, and Crowne Plaza, protect against changes in the local economy. This way of diversifying lowers risk and keeps things stable (Danso et al., 2019). 
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Network Effect theory says that IHG's world presence has a big effect on the company's ability to stay financially stable (Jacobides et al., 2018). IHG has been able to diversify its income streams and solidify its place as a strong competitor in the hospitality industry by attracting customers from all over the world.

[bookmark: _Toc158996469]IV.3 Industry Comparison 

By comparing IHG to its key rivals, Marriott and Hilton, we can get a better idea of how it is doing in the market. When Arne Sorenson is in charge, Marriott puts customer satisfaction and new ideas ahead of everything else (Srivastava & Kumar, 2021). IHG, on the other hand, focuses on ecology and brand innovation (Bush, 2018). Hilton is similar to IHG from a business point of view; both are known for having a world reach and putting the customer first. IHG stands out from its rivals because it cares about the environment and comes up with new ways to market its products.

[bookmark: _Toc158996470]V. Recommendations 

Continued Innovation: There is always new ideas coming up, and IHG needs to keep doing that if it wants to keep up with the hospitality business, which is always changing. If you want to be successful in the long run, you should put money into eco-friendly methods and new technologies (Lee & Trimi, 2018).

Global Expansion: It is possible for IHG to find new ways to make more money if it expanded into developing areas. Strategies need to be changed to fit the needs of each area if they are to work in more than one.

Employee Development: IHG needs to make sure that its workers are ready to deal with new problems as they come up as it continues to grow. The most important things to focus on are projects that help people keep growing professionally.

[bookmark: _Toc158996471]VI. Conclusion 

The audit found that IHG's business plan and financial results are in line with how the market is moving right now. The ideas are meant to make IHG stronger by showing how important it is to keep coming up with new ideas, going global, and teaching staff in the ever-changing hospitality industry. IHG has become a leader in the constantly changing global hospitality business by focusing on sustainability and coming up with new ideas for its brands all the time.
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