[image: Text

Description automatically generated]

Report on InterContinental Hotels Group (IHG)

Module Name 
Management & Organisational Behaviour (BMIH5004)

Lecturer’s Name
Lan Zhang

Prepared by
Md Oliur Rahman
Student ID: 2207462

Word Count
2149 words




[bookmark: _Toc168079032]Executive Summary
Globally, InterContinental Hotels Group (IHG) is a big name in the hotel business. IHG uses both divisional autonomy and professional knowledge to make things run more smoothly. The company's operations are based on its organizational culture, which is based on accountability and new ideas. Its main goals are strong growth, long-term sustainability through programs like "Journey to Tomorrow," and high customer satisfaction through personalized technology. For high service standards and flexibility, the divisional and professional bureaucracy systems work.
A close study of IHG's adaptive change management during COVID-19 using ADKAR and William Bridges' models reveals how strong it is. IHG really values new ideas and creating its own markets, as shown by the Blue Ocean Strategy. For future growth planning, the Ansoff Matrix suggests growing, developing, and making new products. Comparing IHG and Marriott International shows areas where they can do better, mainly when it comes to reaching more customers and making more money.
It is suggested that IHG become more adaptable, create a strong and diverse culture, invest in leadership and education, expand its reach by opening more hotels in more places, and keep comparing itself to competitors such as Marriott. This is what IHG is doing to stay in the hotel business for a long time and become more competitive.
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[bookmark: _Toc168079033]Introduction
InterContinental Hotels Group (IHG) is one of the biggest players in the world hospitality market. It offers a wide hotel brand mix and is focused on growth while trying to satisfy its customers (IHG PLC, 2022). The structure of IHG uses both divisional autonomy and professional knowledge, which grants the organisation efficiency both in management and service delivery. The foundation of IHG's operations is a solid organisational culture that indicates to customers, innovations and responsibilities (InterContinental Hotels Group PLC, 2021). The latest change campaigns, for example, during COVID-19 for the world, IHG has shown to be adaptable and resilient. IHG’s emphasis on differentiation and value innovation such as the blue ocean strategy matches up well with the competitor Marriott International's strategy and can alert the management of the same for further growth and expansion. This study explores the IHG’s organisational structure, culture, recent change initiatives, strategic analysis, and intentionally puts competitors against it, and gives direction for future success.
[bookmark: _Toc168079034]Organisational Goal
The organisation's goals focused on securing and strengthening its competitive position in the global business (Mullins and Dosser, 2013). One of IHG's mainstream purposes is to achieve the highest gains with a net increase every year. The objective is as such with the S.M.A.R.T. framework, showing the hotel group’s dedication to extending its reach through hotel opening and brand acquisitions beyond national borders (Sarigiannidis et al., 2021). 
Another pivotal objective is the spread of sustainable business methods. The IHG "Journey to Tomorrow" initiative is setting in place the foundations for lasting sustainability and responsible corporate citizenship (Green Globe, 2024). This initiative specifies certain objectives like a decrease in carbon emissions, water conservation, and local community support, which reflects IHG's involvement in environmental stewardship and social sustainability. 
In addition, IHG places great focus on customer satisfaction in all its strategies. The company aims to provide excellent services and secure clients’ loyalty by continually improving and adding new board directions (InterContinental Hotels Group PLC, 2021). Through technology and personalization of the guest experience, IHG strives to meet and surpass the expectations of customers consequently ensuring their repeat business and positive brand reputation. 
[bookmark: _Toc168079035]Organisational Structure
[bookmark: _Hlk166853400]To understand InterContinental Hotels Group's (IHG) organisational structure, Henry Mintzberg's framework, identifies five types of organisational structures: simple structure, machine bureaucracy, professional bureaucracy, divisional form, and adhocracy (Kumar, 2015). 

Figure 1: InterContinental Hotels Group's (IHG) organisational structure
Source: Author
At the corporate level, divisional structure acts as the main form of structural business model. It is the central pillar of the decentralized structure in which several departments operate independently but concentrate on a different part of the business at the same time (Fairfield, 2016). IHG has a presence in nearly 100 countries, operating through 19 brands including InterContinental, Crowne Plaza, Holiday Inn, and Kimpton Hotels aimed at various market segments and customer clusters (IHG, 2020). This divisional composition makes possible standard operating processes and effective control of the wide range of activities allowing each of the brands to concentrate on its market while still conforming to the umbrella strategic objectives of IHG. For instance, InterContinental offers top-notch exclusive service and experiences catering for the luxury market while Holiday Inn focuses more on convenience and affordability for the mid-range market (IHG PLC, 2022; brandcredential, 2024)
At the unit level, individual IHG hotels conduct their business under a professional bureaucracy (Quek, 2012). Specialization is at the core of the professional bureaucracy organisational model where the staff performs highly specific roles like managers, chefs, customer service representatives, and housekeeping personnel, bringing much experience and autonomy to their positions (Kallio et al., 2020). Professional bureaucracies are known to be based on their standardized skills and training. IHG hotels ensure, remain constant by maintaining similar service quality and operational standards across diverse locations (Stoimenov, 2023). 
On the other hand, the divisional structure of the company is associated with flexible and responsive features to market fluctuations, which will allow brands to innovate and adjust at the divisional level. While a professional administrative staff at the unit level guarantees operational efficiency and excellent service quality; specialized personnel take care of day-to-day functions with proficiency and independence (Mullins, 2020). 
[bookmark: _Toc168079036]Organisational culture
[bookmark: _Hlk166829563]The organisational culture model developed by Edgar Schein offers a thorough framework for examining the culture of the organisation (Turlais and Dubkevics, 2017). To understand the IHG’s culture taking into account artifacts, stated values, and fundamental underlying assumptions.

Figure 2: IHG’s culture
Source: Author
Artifacts:  Artifacts make a connection of cultures visible and tangible with their culture which are the palpable and concrete components (Turlais and Dubkevics, 2017). These incorporations comprise the IHG’s distinct branding that ranges from the logos to the design themes that conveniently span across the company’s 20 different brands (IHG, 2020). A uniform worn by staff and customer service protocols are symbols that show the company’s commitment to professionalism and quality. Apart from that, the physical settings of IHG hotels, featuring inviting lobbies and carefully designed rooms, also demonstrate the company’s commitment to creating a better stay for its guests. 
Espoused Values: The stated values are reflected through corporate policies and public declinations that are focused on sustainability, responsibility, and diversity (Dominick et al., 2020). The “Journey to Tomorrow” program by the company pinpoints its commitment to sustainability, for instance backing off carbon dioxide emissions and ensuring a good use of water (InterContinental Hotels Group PLC, 2021). In addition, IHG works with its workforce to endorse diversity and inclusion to create a good atmosphere in work areas where everyone is accepted and appreciated. 
[bookmark: _Hlk166856604]Basic Underlying Assumptions: Basic underlying assumptions comprise a strong sense of customer service, delivery of satisfaction, and sustainability. These presuppositions steer an organisational entity as its employees adhere to them in their behavior and decision-making processes across all organisational levels. Illustrating this, employees' commitment to perfect results and their resolve to satisfy customers are the core values, which in turn result in an outstanding guest experience (Weiland et al., 2017). 
[bookmark: _Toc168079037]Recent Change Initiatives
[bookmark: _Toc168079038]Overview of Recent Change
In the COVID-19 pandemic, IHG made critical shifts to meet new market conditions. These changes can be well understood by the ADKAR model. It makes a total picture. Awareness came from recognizing a changing landscape due to less traveling and health issues, evident by being clear in outlining the seriousness to the stakeholders. Safety protocols' efficacy and digital transformation benefits were highlighted in the Desire, encouraging employees and management to embrace change (Fuchs, 2022). Through training sessions and webinars, knowledge was given to all, while personas and guides were also updated to ensure everyone was in the loop. To keep the ability, job roles involved gave hands-on training as well as resources including PPE and new electronic tools. Reinforcements were determinants in making the changes stick through regular feedback, recognition and ensuring the integration into normal activities (El-Said et al., 2024). Consequently, the guarantee of just-in-time delivery and the promise of timely market responses are more possible. 
[bookmark: _Toc168079039]Change Management 
William Bridges’ Transition Model focuses on the psychological shifts people face throughout the transformation (Miller, 2017). It gives another perspective through which to analyze IHG's efforts.
Ending, Losing, Letting Go: The beginning phase focused on the team members and the leader to abolish some old working habits and skills. This referred to the emergence of unpredictability and the obligation of rethinking and adopting the post-pandemic ones. Transparent communication about the upcoming change is a great solution for reducing resistance (Sridharan, 2022). 
[image: Bridges' Transition Model for Change | All You Need to Know – OCM Solution]
Figure 3: William Bridges’ Transition Model
Source: Miller, 2017
The Neutral Zone: During this period, new policies and digitized technologies were put in place. Employees had to find a middle ground between former and new ways of work, which entailed strong support systems and constant involvement to survive the uncertainty of morale (Mullins, 2020).
The New Beginning: In the end, following the New Start tactics, the organisation emerged in the New Beginning stage. The workers renewed a new purpose in life and also reaffirmed their commitment to the new set of objectives as directed by the new mission. The success of conducted practices was celebrated and all feedback on this matter was taken, thus forming part of a base of best practices (Bridges and Bridges, 2019). 
[bookmark: _Toc168079040]Analysis of Current Strategies
To study the current IHG strategies, the Blue Ocean Strategy is recommended, which emphasizes uncontested market space creation and renders the competitors irrelevant. This strategy focuses on being innovative and creating value rather than fighting on the already crowded markets (Kim and Mauborgne, 2014). 
[bookmark: _Toc168079041]Blue Ocean Strategy Analysis
Creating Uncontested Market Space: This refers to designing attractive products and services that would distinguish the company from its rivals (Kabukin, 2014). It makes this possible through innovative concepts of boutique hotel brands like Kimpton and lifestyle hotels like Hotel Indigo. These brands serve facilities that were previously underdeveloped in the tourism industry (Atlanta, 2017). 
Value Innovation: One of the main ideas of the Blue Ocean Strategy is value innovation, which is focused on creating a qualitative difference for both the company and the clients while pursuing differentiation and low cost at the same time (Leavy, 2018). IHG achieves this through its advanced IT systems like the IHG Concerto platform which is a streamlined system of operations and adds personal touch to services using data analytics and AI (The People Space, 2017). This maximizes consumer satisfaction as well as cost control, delivering high-quality and affordably with minimal rises in prices. 
Eliminating and Reducing Factors: This refers to recognizing and limiting characteristics of competition that do not directly benefit customers (Tabari et al., 2014). For example, the Holiday Inn Express by IHG looks into essential amenities, cutting down on unnecessary luxury elements.
[image: Green Engage Ihg Shop | malfraedi.hi.is]Creating and Raising Factors: This deals with the introduction of new components that the industry has never proposed or substantially improved the quality of existing criteria. IHG has set a standard, through digital engagement and sustainability features. The IHG Green Engage system gives a shining example of their environmental commitment and is very attractive to green travel (Green Globe, 2024). 
[bookmark: _Toc168079042]Future Growth Strategies 
According to the Ansoff Matrix, several strategic directions can guide IHG's future growth: 
Market Penetration: This strategy comprises the strengthening of the market position within a given market (Loredana, 2017). The company can attain this by strengthening its loyalty programs including the IHG Rewards Club, to increase the long-term customer retention rates. Setting up competitive pricing and targeted promotions is also a beneficial way to attract more customers within current markets as well. 
Market Development: This strategy involves market exploration. IHG would need to understand expansion in other markets, especially the emerging ones (IHG, 2020). The interaction of the local entity would be the strategic pathway for the supply of particular facts and resources within the unfamiliar market. 
Product Development: The launch of new products or product upgrades to strengthen the position in the markets among existing or potential consumers is imperative (Loredana, 2017). IHG can develop novel offerings such as wellness programs and sophisticated digital experiences that respond to the changing client trends and strengthen the brand image. 
A comparison with Marriott International will bring to light the main differences in market participation, a unique range of brands, and financial performance. Marriott, as of 2023, has a reach in more than 139 countries and territories whereas IHG operates in roughly 100 countries worldwide (Marriott International, 2023). Marriott's brand portfolio has 30 separate brands that target an audience with diverse requirements as compared to IHG's nearly 20 different brands (IHG, 2020). This diverse brand portfolio contributes to Marriott's superior financial success, with 2023 sales reaching $ 23.71 billion, greatly surpassing IHG's 4.624 billion (Marriott, 2023; IHG, 2023). Both companies have innovation and customer satisfaction as their core objectives, but Marriott’s massive global presence and wide-ranging brands allow it to secure a competitive advantage in the global hospitality market. 
[bookmark: _Toc168079043]Conclusion
Adaptable organisational structure, strong culture, and proactive change management are the key attributes of IHG’s resilience and success. The company's differentiation strategy, which is based on brand diversification and innovation, has been quite successful, although a comparison with Marriott International reveals opportunities for further development. Increasing its market share, strategic brand diversification, and daily constant innovation could give IHG the necessary edge and judiciously strengthen its competitive position in the world of the hotel industry.
[bookmark: _Toc168079044]Recommendations
· IHG needs to tailor its structure to be agile and to adapt to the strategic goals. Monitoring and corrections significantly help to upgrade effectiveness and expand adaptability. 
· Building a strong culture that embraces diversity and encourages active communication helps employees perform better and reduces turnover. 
· By making recurring investments in education and leadership development, IHG will get a chance to be prepared for future changes and to demonstrate long-term sustainability. 
· Developing new markets geographically as well as coming up with new services will help IHG to keep its competitive advantage. 
· Ongoing benchmarking against companies like Marriott could smoothen ways for betterment or discovery of new prospects.
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