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Executive summary
This report will analyse and evaluate the structure, organisational culture and strategic management of the Intercontinental Hotel Group. Across the report a number of theoretical and practical concepts will be addressed in order to create a complete image of Intercontinental Hotel Group business in the tourism industry.




















IHG structure, culture and goals
IHG structure
Organizations that wish to adapt and innovate can find assistance from a context of corporate structure. Many authors concur that because structure is often overlooked in corporate strategy and development, organisations can modify how their work is done in order to eventually achieve their company goals.
In general, structure is thought of as the framework for an organization's operations, where tasks are allocated and managed, policies and procedures are established, and hierarchical relationships are defined.
There are different definitions of organisational structure. Hodge, Anthony and Gales (1996) looked as structure as the overall division of work into various jobs and subsequent coordination within an organisation while O’Neil, Beauvais and Scholl (2001) saw the organisational structure as the degree of centralization of decision-making, standardisation of rules, authority, uniformity of work procedures and skills, and outcome control. 
IHG is present in over 100 countries employing, directly and indirectly over 350,000 people. As of December 2020 the group had under its umbrella around 6000 hotels making up of 11% of the industry, majority of them being on the American continent, a large share in Europe and on a smaller scale in China. The main part of IHG is made up of franchise hotels, over 70%, where IHG is not responsible for the hotel management or employees, 26% are managed hotels where managers are directly employed by IHG, while only 1% is owned, leased or managed leased hotel where IGH is directly responsible for the ownership, management and employees. All brand marketing and distribution is managed at the IHG level making sure all franchised, managed and owned hotels offer True Hospitality for Good. 
IHG is overseen by a Board of directors. By providing effective oversight and evaluation, establishing the IHG strategic goals, and keeping an eye on the overall performance and risk management controls, the Board guides IHG strategic direction, long-term goals, and success. Important choices and issues are held in reserve for the Board's consideration and are not handed off to management. These include large investment proposals, keeping track of the cash flows performance, monitoring the group’s entire compliance program, risk management, governance, and compliance, and issues relating to the IHG business and commercial strategy. The Board delegates responsibilities hierarchical to the Board Committees, Management Committees and Regional Committees. The Board is externally evaluated every 3 years. IHG strides toward a diverse composition throughout all levels of employees. 
Hierarchical structure works well for business groups as it clearly defines the authority and uses specialised managers but it can be bureaucratic and also, communication can be slow between departments. 
IHG culture
The nature and content of organisational culture have a significant impact on organisation and management. Organizational culture is characterised as a set of presumptions, beliefs, standards, and attitudes that are expressed via symbols and are created and adopted by the members of an organisation through shared experience. These beliefs and values guide members' understanding of the world and their behaviour in it. The members of a company's collective preconceptions, beliefs, conventions, and behaviour’s greatly influence their analytical frameworks. Members of an organisation attribute meaning to events that occur both inside and outside of the organisation using analytic schemes, which help them make sense of their surroundings. (Fiske, 1991).
The meaning that the people in an organization attach to its reality determines their behaviour, deeds, and interactions. The collective analytical framework that all of an organization's members use to give events, individuals, and happenings both inside and outside the organisation comparable meanings and similar treatment is known as organisational culture (Schein, 2004).
IHG Code of Conduct is central to the business culture of honesty and high ethical standards. Wellbeing, diversity and inclusion are also a big part of IHG organisational culture. Over the last years IHG has run employees surveys and taken decision towards improving the employees wellbeing by updating and refreshing the flexible working policies around all brands, giving employees access to wellbeing seminars, enhancing or changing parental leave policies or introducing Recharge days and Focus Fridays when standing meeting are being avoided where possible. Inclusion is considered a main topic within organisational culture for IHG, and it strides to strengthen it by offering its employees over 10,000 hours of inclusion training in 2021.
IHG goals
The creation of organisational goals is to bring about the desired level of success and profit. The mission/vision statement of IHG contains general organisational goals, while the business plan defines the specifics of those goals.
Goals are the purposes for which an organisation was established. The first duty of management is to establish the objectives of a company. An organization's objectives are the reason for its existence. A company's goals offer it direction and a sense of purpose. They establish the extent of upcoming operations and act as a benchmark for focusing resources and efforts. They decide what needs to be done now to get outcomes in the future.
Organisational goals are split into three levels: strategic goals that are the long term objectives set by top management, tactical goals set by middle management for a shorter time frame, usually one to two year and very short time scale operational goals set by middle and low level management. 
Organisational goals provide unity and in guidance and direction of the business, help with planning, are the base on which employee motivation and loyalty is build and also, create and enhance brand recognition. 
IHG strategic goals are aimed towards delivering high quality service and maintaining the growth trend around all its brands. The main purpose of offering True Hospitality for Good will be achieved by offering exceptional customer experience and profit that will be reinvested into developing brands. IHG aims to achieve its strategic goals by implementing a set of values among its stakeholders: do the right thing, show we care, aim higher, celebrate difference and work better together.




IHG management of change
Organizational transformation gives organisations the chance to create more mature, focused, and structured firms. If changes are not anticipated and handled pro-actively, this potential carries a considerable financial risk. The main focus of change management is on how to comprehend, involve, interact with, and relate to people. The important success criteria for carrying out a successful change management campaign include having the right people in the right roles, having senior management support, and having a strong vision.
There are different types of organisational change: process change, structural change, cost containment and cultural change. Process changes concentrate on the management of workflows in an effort to simplify company procedures, boost productivity, cut costs, and enhance quality. Structural changes put the spotlight on modifying organisational structures such reporting lines, mergers and acquisitions, and centralization programmes. Typically, these modifications are top-down and intended to enhance a company's overall financial performance. Cost containment main goal is to get rid of any expenses that aren't absolutely necessary for operating. Cost-containment efforts are typically the outcome of a challenging economic environment for a certain industry or weak sales figures. Changes in organisational norms and attitudes are necessary as firms transition from being product-centric to becoming customer-centric, this being the essence of culture change within an organisation.
Intercontinental Hotels Group is currently going through structural changes, started in 2017 with the appointment of Kenneth Macpherson as new CEO overseeing Europe/Middle East/ Asia/ Africa area as opposed to the more traditional Asia/Middle East/ Africa region. Also, the responsibility for development will go the regional managing directors as opposed to development vice-president, who were in charge of the growing IHG. These structural changes were met with concern about the IHG prioritising its own growth over the owner’s profitability, but Kenneth Macpherson addressed them in an interview with skift.com: “We’ve always been very clear that our business units are responsible for growing the business…and for the performance of the business. They are also responsible for the reputation of the business, which is very important for us.
Growth has to be quality growth. The joy of the model is that the managing director needs to deliver the performance, the owner relationships, the guest experience of the hotels that get signed and grouped into the system — the managing director has to sleep in the bed that they make.”
When it comes to culture change within IHG it is hard to choose just one example as it is continuously reviewing and changing policies towards protecting the environment, enhancing inclusion and promoting diversity. IHG has committed to use only 100% cage free eggs across all brands in US, Canada and Europe by 2025. In 2019 IHG has refreshed its Supplier Code of Conduct which states that all suppliers need to follow IHG requirements towards workplace ethics, secure working conditions throughout the supply chain, respect and dignity for all people, and ecologically friendly operations.
As a response to the Covid 19 pandemic IHG has to change its processes and procedures in order to create a safe business for all shareholders and stakeholders. Flexibility is highly appreciated in recent years therefore all bookings made directly through IHG can be changed without charge before cancellation deadline. Cleaning process is overseen by the Global Cleanliness Board and includes new training and equipment in order to reassure customers that no matter where or which IHG brand they are staying with, they can rely on the IHG Clean Promise that their room and public areas meet the industry leading levels of cleanliness.
IHG puts an emphasis on encouraging workplace welfare, upholding and expanding human rights, and ensuring equality, inclusiveness, and fairness for everyone, building on a culture of investing in our employees. IHG 2030 commitments are focused on achieving a gender balance and doubling the underrepresented groups within the leadership, enhance the inclusive culture already existing across employees, owners and suppliers, encourage all employees to put their own and others' well-being first, create economic and social growth by upskilling and innovation, assist communities during natural disasters and support communities facing food shortage. 



IHG strategy and financial results
A business strategy is a coordinated, all-encompassing, and integrated plan that links the competitive advantages of the company to environmental concerns. It is created to make sure that the fundamental goals of the business are met (Jauch and Glueck, 1988). Alfred Chandler (1991) defined strategy as the selection of the fundamental long-term objectives and goals of a company, the adoption of the learning paths, and the allocation of the resources required for achieving these objectives.
A corporation's long-term performance is determined by a set of managerial decisions and actions known as strategic management. To accomplish an organization's goals, it includes both internal and external assessment, strategy formulation, strategy execution, measurement, and control.
Fred R. David (2017) considers Developing, implementing, and assessing cross-functional decisions that help a company accomplish its goals is the art and science of strategic management while Channon (1989) defines strategic management as the collection of choices and actions that lead to the creation of a strategy and its execution to meet corporate goals.
The strategic management process is executed in four steps. The strategic intent which includes the vision, mission and objectives is the first step of the process. For IHG the mission is to create an organic growth across all brands by enhancing customer experience and developing the brands, while adjusting to the new post Covid 19 business environment. 
The second step of strategic management process is devising the strategy considering the organisation and environment. IHG strategy is build loved and trusted brands while keeping the customer at the hart of the business and caring for the communities and the environment. Digitalisation, solution driven and teamwork are the main pillars on which the brand development is built. 
Implementing the strategy is the third step of the strategic management process, IHG growth will come from the scale of the business, the diversity of the brands, loyalty program IHG Rewards, mobile friendly websites available in over 150 languages, food and beverage revenue making 13% of the total gross revenue in 2021, the sales forces, excellent communication with customer with nine call centres around the world, an industry leading approach to cleaning with IHG Clean promise and the used of the System Fund which allows the group to invest in marketing and promotion.
 The last step of the process is controlling that the objectives have been achieved with the use of KPI. The most recent annual report is from 2020 analysing the trend of net room supply and signings in 2020 compared to the last five years and stating the objectives for the following year. A large number of KPIs are analysed in the report like the Guest Love which is the indicator of the customer satisfaction, showing a small decrease compared to 2019 due to Covid 19 recovery process with the objectives set for 2021 to enhance brand innovation, room design and F&B development, a focus on cleanliness and digitalisation. The report also analyses the Carbon footprint per room indicator with a considerable growth in 2020 which made IHG be more environmentally focused by using a bespoke decarbonisation tool to aid in developing roadmap to 2030 to decrease the impact on the environment across all brands.  

Conclusions
IHG is one of the largest hotel chains in the world with 6000 hotels and almost 900,000 rooms available across all 17 brands. In the future the group plans to add another 1,800 hotels with around 300,000 rooms to the business. The group includes ones of the most recognisable and loved brands like Intercontinental, Crowne Plaza or Holiday Inn. As all the tourism industry, IHG has been confronted with the most difficult crisis during the Covid 19 pandemic but the group management staid focused on maintaining the business working in preparation for the post pandemic recovery. The management has offered support to its hotel owners and employees by working together with local governments in order to keep all involved safe and with a secure income, where possible. Also, IHG some hotels were used as vaccination centres or offered accommodation for front line workers. During the pandemic the group worked on digitalisation and developed new cleaning processes which helped with the post pandemic recovery. At the moment, IHG KPIs show that the objectives for 2020 have been  achieved in most areas and plans were made for the areas where indicators showed a decrease, in order to maintain the organic growth across all brands and markets. 
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