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[bookmark: _Toc167959207]Introduction
IHG is one of the giants in the hotel industry offering service at a global level and including various brands in their list of services. The purpose of this report is to provide an analysis of the different aspects of IHG’s organisational environment which include the structure, culture, strategy and the recent changes. Through the discussion of concepts from organizational behavior and management theories within the context of IHG, the report aims to analyses each of these aspects regarding the application in the organization’s overall operations and achievement its strategic goals. To facilitate the presentation of the analysis, the report is arranged under the following headings: An appraisal of IHG’s business organization structure which aims at identifying how the configuration of the organization enhances or thwarts business functioning and strategic objectives (Zhao, 2020). Next, the report will look at the existing IHG organisation culture then map this using Handy’s culture wheel to determine how it impacts employee attitude and the company’s performance. The third section will expand on the IHG’s strategic positioning and its corporate performance since financial tools like the SWOT analysis and the Porter’s Five Force Model will be used in order to identify its strategic positioning and alignment. 
[bookmark: _Toc167959208]Organizational Structure
IHG maintains a vast and rather intricate though highly valuable organizational structure that is primarily based on the hierarchical model but has numerous features of the matrix structure in the international realm. This structure is characterized by a number of features, such as unity of command, which implies a direct vertical line of subordination from the central office of the corporation all the way down to individual hotels in certain geographical regions. This way the corporation ensures proper management with all the above processes being centralized at the corporate level for a consistent and strategic brand image and plan (Wang, Hu and Zhang, 2020). However, some decentralization too permits regional managers to make decisions that align with the local market needs. It is also evident that this structure assists IHH in controlling the large numbers of brands as well as the geographical diversification efficiently.
[bookmark: _Toc167959209]Theoretical Application
The examination of IHG in light of the various organizational theoretical sections reveals worthwhile insights. Based on the contingency theory, management must focus on external environmental factors since they critically determine organizational success (Bastias, 2022). According to this theory, IHG’s organizational structure of hierarchy, blended with matrix elements, has both a global chain component and the ability to adjust to local markets. The purpose of this type of structure is to allow for the effective management of numerous activities, while facilitating the sort of creativity and adaptability required in unique and rapidly changing marketplace environments (Voegeli, 2021). Furthermore, matrix organizational structure that belongs to IHG means that different functional groups can cooperate and work together in achieving organization’s goals because most of services require intensive cooperation that is common in the hospitality industry”.
[bookmark: _Toc167959210]Effectiveness and Strategic Alignment
The use of organizational structure indicates how IHG enhances its strategies to achieve the GHG emission reduction objectives. The hierarchical component also helps to retain and regulate the brands, which is a distinguishable feature of KFC, as control and quality assurance are critical when working in a large network of outlets located around the world (Bisson, 2022). 
[bookmark: _Toc167959211]Organizational Culture
[bookmark: _Toc167959212]Culture Definition and Components
InterContinental Hotels Group (IHG) maintains a rather unique organizational culture that is evidenced by their mission statement’s emphasis on True Hospitality for all. It is incorporated in to the organisational culture such as diversity, environment, and its emphasis on providing guests with the best experiences. These components are not the lofty goals but are implemented through the company’s policies, training and exercise of professionalism and control in the International Hotel Group (IHG) (Vlasceanu, Tenie and Crismariu, 2020). The incorporation of these values into working environments ensures everyone in the organization is treated with uniformity no matter their position. Additional ideas which resemble IHG’s culture include innovation and guest feedback as key drivers of ongoing improvement throughout the hotel brands of IHG.
[bookmark: _Toc167959213]Theoretical Models
When analysing IHG employing the model established by Charles Handy, one could note the prevalence of Task Culture with notable influences from Personal Culture. This suggest that Task Culture is present through project-based work at the company in which different global units work together to come up with new ideas and methods of improving things for guests. This culture type fosters autonomy and encourages employees to be innovative, thus incorporating IHGs key strategy focus on innovation and quality (ÇALHAN, 2022). Furthermore, the Person Culture aspect can be seen in the Human Resourse Management policy of IHG as the company fosters the personal growth of every individual and acknowledges the importance of the role of each employee while recruiting and nurturing talent in the competitive hospitality industry (Štilić, Nicić and Puška, 2023).
[bookmark: _Toc167959214]Impact on Performance

With reference to the IHG case, the organisational culture influences its performance by improving the staff morale and retention which translates to increased profits from the guests. The values inculcated in Kenyan culture regard customers as special, and employees therefore work even harder to deliver their best in their daily interactions with the guests, making the guests have good experiences and reducing their chances of checking out and finding better services elsewhere. 
[bookmark: _Toc167959215]Strategic Direction and Business Performance
IHG has many distinctive and powerful brand portfolio compared to other hotel’s chains all across the world and has wider reach in many different global locations (Tran, 2020). Loyalty is also well cultivated in the opportunity to regularly patronize its stores and that gives the programme a robust base. However, it increases variations in service standards and quality since franchise models give varied experiences to customers due to the difference in operation among franchises.
[bookmark: _Toc167959216]Strategic Analysis
	Strengths
	Weaknesses

	1. Strong global brand presence
	1. High dependence on franchisees

	2. Diverse portfolio of brands
	2. Variability in service quality

	3. Robust loyalty program
	3. Operational complexities in different markets



	Opportunities
	Threats

	1. Expansion in emerging markets
	1. Economic downturns impacting travel

	2. Increasing demand for sustainable tourism
	2. Intense competition in the hospitality industry

	3. Leveraging technology for better customer experiences
	3. Geopolitical tensions affecting global operations


Finally, functional urgencies define other aspects of operations as they are complexity in the process of transitioning between one culture and economy to another (Osman Ahmed El-Said et al., 2024). In the opportunities, there is a scope that IHG can further expand especially in the lane of sustainable tourism and the already existing digitisation that is occurring in the hospitality industry in order to improve on its customers’ experiences. However, threats such as economic factors including fluctuations in the economic cycle and intensification of competition are an issue to the establishment as they affect aspects such as market share and profitability.
[bookmark: _Toc167959217]Porter's Five Forces Analysis
Supplier Bargaining power in the hotel industry overall is low due to the nature of having plenty of suppliers like food and beverages from which IHG can source their products (Kilson, 2022). However, the bargaining power of the buyers is also high since consumers can also patronize other service providers in the accommodation industry hence making customer service and product quality most crucial factors for the evaluation of intensions to patronage.
	Force
	Impact

	1. Bargaining power of suppliers
	Low to moderate

	2. Bargaining power of buyers
	High

	3. Threat of new entrants
	Moderate

	4. Threat of substitute products
	High

	5. Competitive rivalry within the industry
	Very high


The bargaining power of the buyers is moderate, although the cost of entry is high due to the capital investment, and a new entrant will require creating a brand that challenges IHG’s. Still, the threat of substitutes is high given the possibility of companies such as Airbnb revolutionizing traditional lodging services. Lastly, competition intensity is high within the hospitality industry, meaning constant diversification and marketing methods updates needed.
[bookmark: _Toc167959218]Current Performance Evaluation
IHG has also displayed good business Operation in the past few years thus reflecting the firms strategies such as Expansion, Innovation and sustainability (Jones and Comfort, 2022). The Sample chart below shows IHG’s increasing revenues and profitability which signifies its strong financial standing: IHG offers a portfolio of different brands for customers with diverse needs ranging from luxury to economy brands. The rejuvenation of the group strategic focus on increasing its operations in other continents has borne fruit, boosted by growth in operations in regions such as the Asia Pacific and the Middle East to achieve a right right spread of the operations across the world (Jones and Comfort, 2021).
In addition, an area that IHG has focused on in recent years has been the use of advanced technology to improving guests’ experience and satisfaction indices are up. Programs like the IHG Rewards Club, which is recognized as one of the largest hotel loyalty programs in the world, have been The mass marketing initiatives like the IHG Rewards Club were really helpful in promoting customer loyalty and hence the directly repeated business. Further, by strengthening guest connections through local digital platforms or mobile apps, IHG has integrated an aspect critical to the business strategic vision, which is the efficient optimisation of technology.
[bookmark: _Toc167959219]Recent Change Initiatives
In the last decade and the half, IHG has embarked in several sizeable changes to effect transformation due to changing market environment (Gupta and Agarwal, 2022). The digital transformation has been most remarkable, with the increased adoption of digital processes in almost every aspect of the firm. This entailed a complex of measures, including the implementation of new forms of integrated property management, creation of a highly-usable original mobile application, and adoption of AI-supported customer service. It has been established that these technologies have brought flexibility and promoted efficiency in operations, convenience and value to the guests, as well as informed decision making from the analysis of collected data (Eschenbrenner et al., 2023).
Also, a point to note about IHG is that in its bid to constantly improve its service delivery it has opted to incorporate IT solutions in its operations while at the same time growing it operations all over the world through acquisitions. As for the significant transactions, one should mention the purchase of Kimpton Hotels & Restaurants in 2015 as it opened new opportunities for developing IHG’s hotel chain in the segment of the boutique hotels, and the introduction of the voco™ brand in 2018 as this brand aimed to provide guests with a unique hospitality experience in the upscale segment (Fuchs, 2022). In addition, IHG has not stopped at the development of new strategies and has made sustainability a key point of focus by incorporating new measures in this regard as the Green Engage system that aims to facilitate managing the environmental impact of hotels even more efficiently.
[bookmark: _Toc167959220]Change Management Evaluation
Overall, IHG was able to build a strong argument for an aggressive approach to digital transformation since such an approach would bring numerous competitive advantages as well as improve the level of customer satisfaction (Dr. Ming Kwan and Leo Tong, 2022). In change management, forming a guiding coalition was done to ensure that individuals who visit this organization to make changes in all aspect of the company are part of this process. The involvement of each employee in the continuous development of an effective vision to drive the digital innovation agenda meant that the organizational vision became clear to everyone.
There were many ways that empowering the employees to actualize the vision; for instance, there were extended training sessions where the employees were exposed to various new technologies, and the organizations procured sets to enable them establish the technologies (Čelić, Milićević and Đorđević, 2021). IHG also got short term gains by implementing the changes in phases so that there are frequent achievements on the change process that keeps on increasing acceptance among the general population (Douglas, Bakir and Baker Ayoun, 2024). Such enhancement was accompanied by an ongoing reminder of the changes that had to be effected and realizations that maintenance of the changes in organizations is core to their adoption as organizational culture. Also, it combines with Lewin’s Change Management Model to address IHG’s sustainability products and services. The uncovered stage focused on persuading managers and employees of the significance of environmental friendlessness, while the movement stage comprised implementing new practices and systems. The refreezing stage entrenched these changes, guaranteeing that the changes had been instilled as typical best practice patterns by frequent supervising and surveying (Chen, 2022).
[bookmark: _Toc167959221]Conclusion
When analyzing IHG, it is possible to conclude that organization structure, culture, and strategic positioning are mutually aligned and strongly reinforce each other, which is one of the main factors that have helped IHG become one of the market leaders on the hospitality industry market. The IHG operates a hybrid organisational structure that has elements of both the hierarchical and matrix designs, which help to enable both centralisation of policies and processes, as well as localisation and customisation of particular solutions. The rather tactical, or unfettered, subculture based on Handy’s cultural dimensions enhances creativity and staff involvement. The specific change management strategies and processes used in the IHG focus areas are useful and relevant in light of overall strategic initiatives, including digital transformation and sustainability programs, which are in line with IHG’s strategic objectives and have been undertaken within the framework of best theoretical and practical practices. These interrelated synergies all work in harmony to further IHG’s profitability as well as it’s adaptability towards market fluctuations.
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