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[bookmark: _Toc166952896]Executive summary
This article covers a comprehensive organization analysis of IHG (InterContinental Hotels Group), containing the theme of structure, culture, target, recent changes and the benefits as well as the strategic direction. This will help us to determine how IHG operates in the complex hospitality industries, how it maintains its competitive advantage and how it deals with internal as well as external changes. In this report, nothing but the most recent theories and case studies will be used to investigate all aspects of IHG, such as that of its headquarters as well as of individual branches.
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[bookmark: _Toc166952897]Introduction
The following report is a detailed study of InterContinental Hotels Group (IHG), which covers features like the company's organizational structure, culture, and aims, besides its recent change initiatives and effects. The paper provides the digital transformation that IHG is using to site, how the company is responding to a crisis like covid-19 pandemic, and which strategic tools they are using to maintain a competitive edge is discussed. The study’s theoretical framework including Hofstede’s Cultural Dimensions, Lewin’s Change Management Model, other methodologies like Kotter’s 8-Step Change Model and Porter’s Five Forces Analysis all come together to form a holistic analysis incorporating Corporate and Individual Unit levels About IHG’s strategies.
[bookmark: _Toc166952898]
Organization Structure, Culture, and Goals
[bookmark: _Toc166952899]Organization Structure
IHG in a matrix culture that blends regional and functional flows. The purpose of the framework is enabling IHG to govern its multinational network in an efficient way and, at the same time, to tune its local market strategies according to the demands of the respective regions. The matrix structure is featured by cross-functional reporting mechanism that requires the regional staffers to report to both the functional heads and directors of the respective region (Aquinas, 2023). The configuration allows for close cooperation of diverse organizational members and also facilitates intercommunication between levels.
From a theoretical point of view, the organizational structure of IHG can be matched with Mintzberg ‘s organizational configuration. Particularly, IHG implies both riched multidivisional structure and professional bureaucracy characteristics. Obviously, the functional form of organization is exemplified in the corporation's segments into the regions as well as brand-based parts, each of which is run by a team leader. It’s also about maintaining service quality Dale (2017).


[bookmark: _Toc166952900]Culture
IHG's corporate value system is deeply connected to the principles of integrity, respect, collaboration and leading the way in everything they do. Concentrating on inclusivity and diversity, IHG promotes an environment which is conducive to staff from different backgrounds to develop into positive-minded and excited people, backed full heartedly by comprehensive training and development programs in place to prepare them to be leaders and have high enthusiasm.
[bookmark: _Toc166952901]Hofstede’s Cultural Dimensions Theory
The cultural dimension approach by Hofstede’s offers is of great help when determining the cultural orientation of IHG.
[image: Hofstede cultural dimensions theory | PPT]
Figure 1 Defination of Hofstede’s Cultural Dimensions Theory (Furrer and Sudharshan, 2019)

Individualism vs. Collectivism
High Individualism: IHG refers individuals’ accountability and leadership to inspire staff to assume the responsibility for their own occupational roles and be distinctive in their contributions. This is reflected in design, implementation and spotting the best leaders’ plans and performance.

Power Distance
Moderate Power Distance: IHG has a relatively flat organizational structure giving it a clear authority line for communication and making it possible to develop respect for authority at the same time. It helps in getting everyone into the same page, dealings and exchanging ideas from top to bottom in the organization.
Uncertainty Avoidance
Moderate Uncertainty Avoidance: Moderate grade of IHG defines its characteristics of changeability and innovation that are essential in the marketing sphere for the adaptation to the shift of the market and customer needs. The ability to quickly adapt to the needs of consumers is reflected in the company's approach to innovative tech features and the agility of their business strategies (Knight and Riesenberger, 2019).
Masculinity vs. Femininity
Balanced: IHG believes that both performance excellence and quality of employee life should be advanced as it champions professional success and health alongside workers' well-being through wellness programs and work-life policies (Szydło, 2016).
Long-term vs. Short-term Orientation
Long-term Orientation: Instead of being focused on quick wins (short-term gains), IHG prioritizes (puts more effort on) long-term investments, such as technology and sustainability projects. Therefore, their choice to go green not only shows their attention to the environment and corporate responsibility but also demonstrates their willingness to be a leader of the sustainable hospitality Ross (2022).
Indulgence vs. Restraint
Moderate Indulgence: At IHG, employees are encouraged to stay happy, but at the same time always adhere to the social norms and this helps them stay focused on their work and develop a love for it (Nash, 2013).


[bookmark: _Toc166952902]Goals
IHG’s main objectives focus on achieving unmatched guest experiences, sustainable growth and shareholder value. As a result, IHG has also made sustainability and energy efficiency top priorities. The organization is committed to the reduction of carbon dioxide emissions, improved energy efficiency, and promotion of responsible tourism.
The balanced scorecard model developed by Kaplan and Norton is a useful tool for this case. The Balanced Scorecard framework emphasizes four perspectives: organizational structure, innovation, leadership, procurement and payment systems, communication, and productivity. IHG’s financial goals are represented by the increasing of revenue and profitability, and its customer goals include the focusing on guest satisfaction improvement and loyalty ramp-up. Applying all internal processes into production and branding is in companies’ and objective is to invest money in employees’ learning and development and in technological innovations (Kaplan and Norton, 2018).
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Figure 2 The balanced scorecard model Nair and Netlibrary (2016)
[bookmark: _Toc166952903]Recent Change Initiatives and Their Impact
[bookmark: _Toc166952904]Digital Transformation
IHG embarked on journey of digital transformation that is comprehensive restore guests and processes by its aim. Through the use of the Concerto system, a cloud-based reservation and guest management platform furnishes an illustration of this initiative. This place uses various tools of incorporation, like booking, revenue management, and guest services, which has the function of improving the level of efficiency and accuracy of data (Baker, 2023).
[image: Impact of Digitalization on Hotel Industry Development | SpringerLink]
Figure 3 Nessescity of Digital Transformation Beijen (2021)

The digital transformation is seen as having a significant impact. Customers today are served more fluid and convenient facility booking, and they get better service and faster response speed. Meanwhile, IHG's operational aspect has improved significantly as it has achieved better data integration and analytics, resulting in a firm grasp of real-time events.


[bookmark: _Toc166952905]Lewin’s Change Management Model
The Unfreezing, changing, and refreezing three stages of Lewin’s change Management Model provide a useful tool to appreciate how IHG’s digital migration is going Wankel (2017).
Unfreezing phase
Assessment and Preparation: IHG pinpointed the absence of digitalization if it wanted to remain competitive. This consisted in making realizations of deficiencies in operation of existing systems and constructing an argument for the need to change those systems.
Communication and Buy-in: Extensive communication was conducted to present the advantages of the new system to all the stakeholders to make sure that the employees were ready for the transition.
Changing phase
Implementation of IHG Concerto: A central solution, drawing on booking, profit management, and attendant services, was developed to be used. This phase included the training courses covering the knowledge to use the new system at full efficiency.
Pilot Testing and Feedback: IHG conducted trials in some of its key sites to collect feedback and incorporate changes in their overall plan, which would be followed with a full-fledged rollout.
Refreezing phase
Integration into Daily Operations: New methods became part of the culture as part of the new daily life. Everyone's skills were honed to perfection via constant follow-up and refresher training, consequently enabling employees to get the maximum out of the platform.
Monitoring and Optimization: The real-time monitoring and regular performance analysis aided in identifying the gaps that requiring constant improvement in order to ensure the effectiveness of the new system.


[bookmark: _Toc166952906]Response to COVID-19 Pandemic
The hospitality industry is one of the sectors that felt the brunt as a result of COVID-19 pandemic. IHG adopted a range of specific measures to mitigate the crisis. This entailed the development of a well-thought health and safety policy, consideration of various flow arrangements on the website for bookings, and integration of digital tools as a means to minimize personal contact between staff and customers (Gursoy and Nunkoo, 2021).
IHG being resilient as it is agile in the approach shows the agility and adaptability of the leadership. By giving much attention to health & safety, IHG well-earned the trust & loyalty of its guests. These clients have gained a high degree of confidence in making travel plans due to the fact the new booking policies allowed of these projects being started.
[bookmark: _Toc166952907]Kotter’s 8-Step Change Model
IHG’s strategy on pandemic management can be assessed using Kotter’s 8-step Change Model as the basis.
Create Urgency
Health and Safety Concerns: A COVID-19 triggers an immediate danger feeling of a threat. It did not take long for IHG to let all stakeholders know how safety of their people should be improved (Appelbaum and Shafiq, 2019).
Form a Powerful Coalition
Leadership Teams: IHG composed a bunch of crossnational teams, comprising senior directors of the management, doctors and operators. To make this strategy, the teams served as the responsive components (Hartman, 2019).
Create a Vision for Change
Safety and Flexibility: The focus of IHG's strategy was primarily on guests' safety and with having flexible booking options, which could be tailored to the changing travel restrictions and customer needs.


Communicate the Vision
Clear Messaging: IHG utilized various communication channels to talk through their hygiene policies and recently changed booking policies with guests and staff to keep things transparent and clear (Jensen, 2018).
Remove Obstacles
Resource Allocation: IHG set up funds for more cleaning products, trained the staff into the updated protocols and finally upgraded the technology to minimize any contact.
Create Short-term Wins
Immediate Actions: While things like advanced cleaning procedures and self-check-in contributed to the outcome quite early, confidence among guests and the staff rose as well. It speaks for itself.
Build on the Change
Continuous Improvement: IHG revised its safety procedures and commenced booking policies by guest feedback and by means of rules along the way to get better day after day (Kadamus, 2015).
Anchor the Changes
Embedding Practices: Health and safety operations which met up with the New Standard Operating Procedures was adopted in there activities; an emphasis on permanent part of them operations.


[bookmark: _Toc166952908]Strategic direction
[bookmark: _Toc166952909]Innovation and Technology
Technology and innovations play a key role in IHG's operations in terms of improving guest experiences and operational effectiveness. The company's investments in digital channels, mobile apps, and smart room technology are within will eventually lead to a broader innovation strategy. Technology in these innovative individualized guest service solutions of IHG is still one of the major focuses of the company to have a competitive advantage (Pellissier, 2020).
[bookmark: _Toc166952910]Porter’s Five Forces Analysis
Porter’s Five Forces model gives an understanding about the world of competition in which IHG exists.
[image: Porter's Five Forces Explained and How to Use the Model]
Figure 4 Porter’s Five Forces Defination (Michaux, 2019)





Threat of New Entrants
Barrier Creation through Technology: IHG’s technology-driven platform with AI powered guest services and clever room technology strengthen the competitive position due to the high initial investments.
Bargaining Power of Suppliers
Supplier Relationships: IHG's size and technology know-how let it to secure advantageous licensing conditions with the vendors of technology and slash costs.
Bargaining Power of Customers
Enhanced Customer Experience: The technological advancements, like individualized services and mobile applications, enhance customer satisfaction and retention, as a result of which they have less bargaining power.
Threat of Substitutes
Unique Value Proposition: IHG’s constant investment in innovative tech makes it difficult to substitute services, which creates high-touch, cutting edge and personalized and experiences that are challenging to emulate.
Industry Rivalry
Competitive Differentiation: IHG’s competitive advantage extends beyond technology adoption. The host allows hotels to efficiently compete with others through advancement for superior guest experience and operational efficiency.


[bookmark: _Toc166952911]Market Expansion
IHG’s strategic plans, which have been its points of success, incorporate expansion of markets especially in the new markets like China, India and others. The company is rapidly growing its presence both by extending its reach through new hotel openings and via strategic collaborations. The strategy within which IHG gravitates toward growth, research and analyses comprises of market data as well as an intrinsic understanding of local market in which dynamics are critical Aaker and Mills (2016).
[bookmark: _Toc166952912]Ansoff’s Matrix
Ansoff’s Matrix can be a great example utilized to think about IHG’s marketing and growth.
[image: What is the Ansoff Matrix? Definition, Examples and Tips]
Figure 5 Ansoff’s Matrix (Watts and Hulme, 2019)
Market Penetration
Enhancing Existing Markets: IHG gains more presence in expanding market regions with its discounts and rewards program.
Product Development
New Brand Concepts: Creation of many brands and services such as the premium and personality-centered hotels in order to satisfy the shifting customer preferences.
Market Development
Emerging Markets: The IHG extends its reigning brands; China and India are the upcoming geographical areas, where local partnership and knowledge are utilized appropriately.
Diversification
New Ventures: Investing in building new business avenues, for instance, the extended-stay accommodations and vacation rentals, will allow us to expand the revenue streams.


[bookmark: _Toc166952913]Conclusion
IHG acts as an example of a well-structured organization, enhances and embraces cultural diversity, and identifies strategic targets for growth and sustainability. The recent company actions that are in the forms of digital transformation and a response to COVID-19 Pandemic, have had a far-reaching effect the operational capacities, and brand positioning as a provider. Market expansion and tech innovation have also remodeled the strategic direction of the IHG, keeping it strongly towards growth and success for the future. Through the constant supply of innovation with the newest hospitality industry trends and customer preferences, IHG continues being a preeminent corporation in the world's hospitality sector.
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