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[bookmark: _Toc167927406]Executive Summary
This paper aims at undertaking a Business report on InterContinental Hotels Group (IHG), one of the world’s largest global hotel chains. This includes appraising IHG’s organisational design, culture, objectives, current pursuits, change management, and future direction based on subject matter theories and types of theories. Based on these, IHG uses a divisional organisation structure that is based on geographical areas and brands. It helps to provide decentralization with the possibility of making decisions in particular regions while keeping strategic control over the most critical processes. The culture of the company includes aspects of the “Clan” and “Adhocracy” types, which encourage cooperative work, flexibility and orientation at the client. Thus, IHG’s strategic objectives include both the company’s financial targets, such as market leadership in growth and profitability, as well as sustainability and diversity-centric issues on the ESG level. Some recent initiatives were the digitalization of services to improve guests’ satisfaction, brand management through acquiring new brands and developing new brands, and the development of environmental, social, and governance actions. So the future strategic direction of IHG can be defined by the following priorities: further growth in new geographic segments; strengthening of the company’s brands; and operation improvements. This strategic direction is based on such strategies as the Ansoff Matrix, Porter’s Generic Strategies, and the Resource-Based View.  The discussed issues for improvement include the organizational structure that might require further optimization to enhance cross-divisional integration, cultural issues that should be permanently addressed as the organization develops, the need to apply agile change management, the question of diversification that should be explored through strategic partnerships, and, finally, the concept of sustainability that should be more integrated into business initiatives. If IHG addresses these recommendations, it will protect its position in the fast-growing industry with the needed vigour, guarantee great guest satisfaction throughout the development process, and guarantee strong growth.



Page | 2 

Table of Contents
Executive Summary	2
Introduction	5
Organisational Structure, Culture, and Goals	5
Organizational Structure	5
Organizational Culture	6
Organizational Goals	7
Recent Changes Initiatives and Impact	7
Strategic Direction	10
Conclusion	12
Recommendations	13
Reference List	15



[bookmark: _Toc167927407]Introduction
The business of hospitality is very aggressive since players aim at being number one in the provision of services and experiences that are of the highest. InterContinental Hotels Group (IHG) has dominated the global market by building a diversified brand portfolio (Ihg-Plc, 2023). This report is about critically analyzing IHG’s organizational structure culture and goals.  It also scales on the last initiatives and strategic direction. The report will focus on applying proper theories and models and thus, the factors that affect the performance of IHG will be examined for possible areas of improvement. They will be analyzed with competitor's products to take a position where IHG is within the market. Ultimately, the report will provide some points of recommendation to further IHG's effectiveness and help it keep moving forward in the uncertain hospitality industry. 
[bookmark: _Toc167927408]Organisational Structure, Culture, and Goals
IHG's organizational structure, culture, and goals lead the hotel group in the strategic direction and ability to perform. Experience in analysing these main characteristics is going to be acquired by employing related theories and models used for the company. 
[bookmark: _Toc167927409]Organizational Structure
IHG envisage the diversification structure as a method of breaking down its operations into clearly distinctive business units or divisions based on geographical regions (North America, Europe, Asia Pacific, Middle East and Africa) and brand categories (Luxury, Premium, Economy and Suites) (IHG Hotels & Resort, 2023). Together with the idea of divisional organizational design put forward by Chandler, titled "Strategy and Structure" and published in 1962, this principle shares a common ground that most companies tend to divide their operations of dissimilar product lines or geographical markets by establishing semiautonomous departments to facilitate managerial decision-making (Colombo, Delmastro and Rabbiosi, 2013). The divisional structure ensures IHG to customize its strategies and operational procedures according to market issues, also the key control over central functions like finance, human resources, and brand standards remains at the top management level (Armstrong, 2012). Structured organizations can both lead toward coordination issues as well sometimes overlap of functions across the divisions (Bloisi, Cook and Hunsaker, 2007). 
[bookmark: _Toc167927410]Organizational Culture
The values of true hospitality, which is the cultural cornerstone of IHG, are based on a customer-centred approach which seeks to give everyone a chance, an ethical business platform, and much more (Risser, 2023). Organizational culture may be appraised through the Competing Value Framework (CVF), proposed by Cameron and Quinn (2011). IHG's culture contains the elements of the "Clan" and "Adhocracy" types of organizational cultures, as it engenders a friendly and flexible corporate culture that values employee empowerment and guest orientation at the same time. CVF model can provide a few bits for the culture that exists in IHG but the model also has some weaknesses when imposing further change (Büschgens, Bausch and Balkin, 2013). Chasing flexibility and external focus (Adhocracy type) without proper stability and internal integration could be one result of an excessive collaborative (Clan type) approach among organizations; on the other hand, teams who are trying to make revolutionary advancements are only the ones who take risks, thus they may lose shot to contribute anything of their own (Cameron and Quinn, 2011). 
[image: Culture Fit: Talent & Environment | Morgan McKinley]
Figure 1: Corporate culture
Source: (morganmckinley.com, 2024)
[bookmark: _Toc167927411]Organizational Goals
IHG's mission is customer-focused, ecologically sensitive, and to create sustainable development and shareholder value. Financial goals include market-leading guest room expansion, growing RevPAR, and maintaining excellent ROIC (Ihg-Plc, 2022). IHG's environmental and social goals include footprint reduction, community assistance, and diversity and inclusion. Locke and Latham's Goal-Setting Theory is particular, tough, and feasible, and it improves performance and motivation (Locke and Latham, 2015). While IHG's goals are clear and aligned with its interests, the theory suggests certain weaknesses. Employees can become demotivated and frustrated if they are given unrealistic goals or not enough assistance (Boddy, 2014). 
[bookmark: _Toc167927412]Recent Changes Initiatives and Impact
Agility is the distinct competency of a hospitality business in the conditions of an exposed market, developing consumer requirements, and rapid technology development. In recent times, IHG has been involved in several initiatives in an ongoing endeavour to keep its position among leading players and grow. In this part, the project will investigate various approaches and their outcome, borrowing from the Change Management theories and conceptual models. 
Digital Transformation
IHG (InterContinental Hotels Group) has started a digital transformation process to improve the quality of customers’ experience and simplify operations. These changes entail the deployment of mobile check-in and check-out, digital keycards, and the IHG App, which offers personalized services and integration of the loyalty program (Risser, 2023). Digital change, in turn, can be looked at through Lewin's Three-Step Change Model lens. The IHG management decided to take action (unfreeze stage) caused by a fact that guest expectations have changed rapidly and technology now plays a major role in the hospitality field (Cummings, Bridgman and Brown, 2016). 
[image: Lewin's Model of Change | Art of change making]
Figure 2: Lewin's Model of Change
Source: (Cummings, Bridgman and Brown, 2016)
As for the company, the implementation of various digital solutions has been recently on the agenda (change stage) and their ultimate goal is ensuring the long-term adoption of the changes that have been initiated (refreeze stage). However, Lewin's model has been accused of applying a utopian approach by oversimplification of change as a linear process (Robbins et al., 2016). Digital transformation is a never-ending route whose practices consist of constant adaptation and incremental adjustments. 
Expansion and Brand Portfolio Optimization
IHG bought the luxury brand Six Senses Hotels Resorts Spas and launched innovative brands Voco and Vignette Collection to grow organically and inorganically (Baker, 2019). The corporation also smartly eliminated unprofitable brands like Regent Hotel & Resorts. The Kotter Eight-Step Change Model (1995) outputs remain for assessment. IHG has created the stage for transformation by emphasising growth and portfolio optimisation. This corporation created executive action groups, circulated vision and strategic plans, and enrolled employees to make changes (IHG PLC, 2019). Kotter’s technique has been criticised for being excessively top-down and simplifying the solution process (Kotter, 2012). IHG's international changes necessitate a more nuanced and contextual strategy that takes into account local cultural values, rules, and stakeholder expectations. 
Environmental, Social, and Governance (ESG) Initiatives
To embrace sustainable and responsible business practices, IHG is generating various ESG indicators. IHG Green Engage monitors hotels' environmental impact, while IHG Sustainable Communities trains and educates communities to fill skill gaps. Lippitt, Watson, and Westley’s Planned Change Model (1958) can be used for planning (Jones, 2013). In the diagnosis step, IHG recognised that sustainability and responsible business illuminate all organisations. They planned and executed them and continued to assess their effects on employees, customers, and the company. The structured Point of Change Model assumes well-planned and managed change, which scholars dispute (Senior and Swailes, 2016). ESG projects must deal with more stakeholders and unexpected events that may require more decision-making flexibility. This section investigated IHG's change management theories and models to discover the best solutions for emerging market needs and stakeholder expectations. The dynamic hospitality sector requires context-specific and adaptable change management approaches, therefore models should be used with caution and the hotel industry's situation highlighted.
[bookmark: _Toc167927413]Strategic Direction
To consolidate its status as the hospitality sector’s major player worldwide, IHG has planned to follow a specific strategy comprising three main elements, namely execution of high-quality growth, brand portfolio fortification, and operational excellence strengthening. Here, the author will scrutinize IHG's competitive approach from the angle of theories and frameworks that correspond to strategic management principles. 
Growth Strategy
IHG's growth strategy focuses on extending its markets and brand in established and emerging countries. The company hopes to drive net room growth in future projects with its strong brand portfolio and light assets-based business strategy (Ihg-Plc, 2022). This strategy follows the matrix of Ansoff Product-Market Growth, which suggests that organisations can grow through market penetration, market development, product development, and diversification (Zugay and Zakaria, 2023). 
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Figure 3: Ansoff Matrix
Source: (Zugay and Zakaria, 2023)
Brand migrations into new markets and brand launches like Voco and Vignette Collection show how IHG combines market and product development. However, the matrix of Ansoff is still extensively utilised despite its basic view of company growth plans and lack of consideration of implementation issues (Whittington and Scholes, 2011). 
Competitive Strategy
IHG differentiates itself by emphasising guests, loyalty programmes, and a diverse brand portfolio for different clientele. First, Porter's Generic Strategies help companies acquire a competitive edge through cost leadership, differentiation, or market segmentation (Augier and Teece, 2018). IHG differentiates itself by providing authentic hospitality, supporting technology and digital innovation, and making InterContinental, Crowne Plaza, and Holiday Inn the finest in their categories. Porter's model's static approach to sustainable competitive advantage and an assumption that firms can choose between price leadership and differentiation are flawed (Whittington and Scholes, 2011). 
Operational Excellence
IHG uses operational excellence to achieve repeatable quality, ensuring guests receive outstanding service across its global locations. The company uses the IHG Way of Operating to standardise processes and best practices and the IHG Concerto platform to integrate all hotel systems and functions. IHG's focus on operational perfection meets the RBV thesis, which states that an organization's competitive advantage comes from its prized, unique, inimitable, and irreplaceable resources and talents (Zaman et al., 2022). IHG's systematised methods, technological platforms, and human capital competencies are rare, non-substantial competitive resources that boost efficiency. However, the 'Resource-Based View' has been criticised for its static view of resources and the assumption that a resource alone may provide a persistent competitive advantage (Augier and Teece, 2018). Like other fast-paced industries, hospitality organisations must continually modify their resources and capabilities to stay competitive. 
[bookmark: _Toc167927414]Conclusion
Lastly, this report summarized the organizational structure, culture, and goals of InterContinental Hotels, change initiatives and strategic directions taken by them. The report has applied various theories and models and has looked into how those factors affect IHG performance thereby pinpointing specific improvement areas. The given recommendations embracing organizational structure improvement, continuous cultural alignment, agile change management, diversification and strategic partnerships, and sustainability integration can fire up IHG to overcome challenges and exploit opportunities in the dynamic hospitality sphere. The company has a firm belief in its core values and a desire to change and is therefore well-poised to continue being a world leader in terms of providing excellent guest experiences.
[bookmark: _Toc167927415]Recommendations
Based on the analysis of IHG's organizational structure, culture, goals, change initiatives, and strategic direction, the following recommendations are proposed: Based on the analysis of IHG's organizational structure, culture, goals, change initiatives, and strategic direction, the following recommendations are proposed:
Organizational Structure Refinement: It needs to be remembered that IHG's divisional structure allows for localized decision-making.  But the present system of coordination from one division to another and knowledge sharing needs enhancement. Using a matrix structure or work teams could prove to be the most efficient way to share knowledge and avoid duplicated efforts among divisions (Griffin, Phillips and Gully, 2020). 
Continuous Cultural Alignment: IHG's culture does not only possess the positive attributes of teamwork and innovative behaviour but it can synergize these values (IHG, 2022). Nevertheless, there is a need to monitor and ensure to some extent the culture transformation is aligned with the organizations' strategic objectives. Instruction surveys, social evaluation means, and cultural sustain programs can be responsible for the solid culture that suits IHG's aims. 
Agile Change Management: The adaptations have been significantly guided by change management models, including those developed by Lewin and Kotter, to humanise IHG's change initiatives (Jalagat, 2016). However, the company will be required to become more agile and adapt to any new change management techniques simulation of bottom-up input, implementation iteration and promotion of culture of experiment can smooth the path to success for IHG undergoes the change in the dynamic outside as well as inside hospitality landscape. 
Diversification and Strategic Partnerships: Whilst IHG has mainly remained on the mission of expanding (market penetration) and development, the company can either venture into product diversification or launch new services or products. Collaborative ties, joint ventures, or consolidations in adjacent regions where travel, tourism, or technology predominate could introduce new sources of revenue and strengthen IHG's competitive position (Buchanan and Huczynski, 2019). 
Sustainability and ESG Integration: The IHG managed to make the ESG initiatives applaudable, but the company has to embark on a process of escalating sustainability up prominence in the priority chain of business. Constructing a whole approach to the sustainability framework, pointing at the sky-high target, and devising interests in line with ESG objectives can put IHG in a very good position focusing on responsible hospitality practices in the global market (Ihg-Plc, 2023). 
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