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Executive Summary
The InterContinental Hotels Group (IHG) is the subject of this research, which provides an in-depth analysis of the company, including an evaluation of its organisational structure, culture, and aims; current reform initiatives and their management respectively; and strategic orientation. The research provides insights into IHG's operations and strategic management by conducting a critical analysis of the company at both the corporate and individual unit levels. This analysis is carried out by utilising applicable theories and models. The study provides significant recommendations for future improvement and contains data from current materials to support the evaluation of IHG's processes. Additionally, the analysis includes evidence from current materials.
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Introduction
One of the most successful hotel corporations in the world is InterContinental Hotels Group (IHG), which possesses a diverse portfolio of brands that includes InterContinental, Crowne Plaza, Holiday Inn, and an assortment of other names. The International Hotel Group (IHG) was founded in 2003 and has its headquarters in Denham, United Kingdom. It currently operates in more than one hundred countries and offers a variety of lodgings, ranging from high-end to low-cost options (Walker, 2019). IHG's organisational structure, culture, and goals are evaluated in this research. Additionally, recent change initiatives and the influence they had are analysed, and the strategic direction of the company is evaluated through the lens of key management theories and models.




















Organizational Structure, Culture, and Goals
Organizational Structure
When it comes to its organisational structure, IHG utilises a divisional structure that is divided into geographical regions, specifically the Americas, Europe, Asia, the Middle East, and Africa. According to Jones and Hill (2018), each division is supervised by a regional president who is accountable for the operations that take place inside their respective zone. Using this structure, IHG is able to adjust its plans to meet the requirements of local markets while yet maintaining a consistent worldwide approach.
Relevant Theory: According to Mintzberg's theory of organisational structures, the divisionalized form is something that is appropriate for huge organisations that include a diverse range of employees. This structure encourages adaptability and reactivity while simultaneously guaranteeing that all divisions are aligned strategically (Mintzberg, 1980).
Organizational Culture
The culture at IHG places a strong emphasis on staff engagement, innovation, and the delight of guests. The organisation encourages its personnel to prioritise the needs of guests and provide great service (Heskett, 2020). This helps the organisation build a customer-centric strategy at the company. The actions of IHG's employees reflect the company's core values, which include integrity, respect, teamwork, and continual progress. These aspects are essential to the company's operations.
Relevant Theory: According to Schein's Organisational Culture Model, there are three levels of culture: artefacts, ideals that are strongly advocated for, and fundamental assumptions that lie beneath the surface. The high service standards and customer feedback methods that IHG has in place are examples of artefacts. On the other hand, values such as honesty and respect are examples of espoused values, and the essential assumption is that customer pleasure and innovation are extremely important (Schein, 2017).







Organizational Goals
IHG's goals are to provide guests with experiences of the highest possible quality, to achieve sustainable growth, and to increase shareholder value. The company's goal is to increase its global footprint by forming strategic partnerships, acquiring other businesses, and growing organically, all while continuously enhancing the quality of the services it provides and the effectiveness of its operations (Thompson, 2021). One of the most important objectives is sustainability, which is illustrated by the Green Engage system, which assists hotels in dealing with the environmental impact they have (Smith, 2018). In addition, IHG's strategy places a significant emphasis on the promotion of a diverse and inclusive workplace. This is because the company acknowledges that diversity is a driving force behind innovation and improved customer experience (Adams, 2019).
Relevant Theory: A comprehensive picture of IHG's strategic objectives is provided by the Balanced Scorecard framework, which was developed by Kaplan and Norton (Kaplan and Norton, 1996). This framework assesses goals from several aspects, including financial, customer, internal business process, and learning and growth.

















Recent Change Initiatives
Overview of Change Initiatives
In recent years, IHG has developed several change projects with the goal of improving its operational efficiency and competitive position. These efforts and initiatives include:
Brand Expansion: IHG expanded its consumer base by introducing new brands such as voco and avid hotels in order to target alternative market niches and broaden its customer base (Stevenson, 2020).
Digital Transformation: Significant investments in digital technologies have improved guest experiences and operational efficiency. This includes new mobile apps, enhanced booking platforms, and AI-driven personalized services (Porter and Heppelmann, 2018).
Sustainability Projects: The Green Engage system is an all-encompassing project that aims to lessen the impact that IHG hotels have on the environment by aiding the hotels in monitoring their energy consumption, water consumption, and waste generation (Smith, 2018).

Impact of Change Initiatives
Brand Expansion: The introduction of new brands has allowed IHG to tap into emerging market segments, increasing market share and revenue growth (Stevenson, 2020).
Digital Transformation: The reservation process has been simplified thanks to the development of improved digital platforms and mobile applications, which has resulted in increased levels of consumer satisfaction and loyalty (Porter and Heppelmann, 2018).
Sustainability Projects: Through the implementation of the Green Engage system, IHG has been able to lessen its impact on the environment, so increasing its reputation among consumers who are environmentally sensitive and aligning itself with the objectives of corporate social responsibility (Smith, 2018).






Management of Change
Kotter's 8-Step Change Model was utilised by IHG in order to successfully manage these activities, which resulted in successful implementation and adoption throughout the entire organisation (Kotter, 1996).
Kotter’s 8-Step Change Model:
· Create Urgency: In order to establish the need for change, it is important to highlight the issues that are both competitive and environmental (Kotter, 1996).
· Form a Powerful Coalition: In order to promote change, it is necessary to establish leadership teams that are comprised of top executives and key stakeholders (Kotter, 1996).
· Create a Vision for Change: The process of articulating specific objectives for each initiative and matching those objectives with the overarching strategy of the corporation (Kotter, 1996).
· Communicate the Vision: (Kotter, 1996) suggests that ensuring consistent communication with employees, franchisees, and stakeholders is an effective way to gain buy-in.
· Remove Obstacles: According to Potter (1996), identifying and removing barriers to change, as well as providing the required training and resources, are all important.
· Create Short-term Wins: According to Potter (1996), celebrating early wins is an effective way to generate momentum and demonstrate the benefits of the projects.
· Build on the Change: (Kotter, 1996) suggests placing an emphasis on continual development and improving projects based on feedback.
· Anchor the Changes in Corporate Culture: Integrating new practices and values into IHG’s corporate culture to ensure sustainability (Kotter, 1996).










Strategic Direction
Current Strategic Direction
There are several important areas that are the focus of IHG's strategic direction:
· Brand Portfolio Expansion: The company is continuing to broaden and vary its brand portfolio to cater to the ever-changing requirements of travellers (Stevenson, 2020).
· Digital Innovation: According to Porter and Heppelmann (2018), utilising digital technologies could improve both the visitor experience and the operational effectiveness of a business.
· Sustainability: Strengthening its commitment to sustainability through the Green Engage system and other initiatives (Smith, 2018).
· Global Expansion: Jones and Hill (2018) state that the company is expanding its footprint in high-growth areas, particularly in Asia-Pacific and emerging countries among other regions.
· Customer-Centric Approach: Increasing the level of satisfaction experienced by guests by providing individualised services and making unique offerings (Heskett, 2020).

Analysis of Strategic Direction
SWOT Analysis:
· Strengths: Excellent brand portfolio, visibility on a global scale, sophisticated digital platforms, and a dedication to environmental responsibility (Thompson, 2021).
· Weaknesses: Due to the high degree of dependency on franchise and management contracts, the company is vulnerable to volatility in the economy (Adams, 2019).
· Opportunities: According to Jones and Hill (2018), the growth of new markets, the growing desire for environmentally responsible travel, and technological improvements are all factors.
· Threats: The presence of intense rivalry, geopolitical volatility, and shifting preferences among consumers (Jones and Hill, 2018).





Porter’s Five Forces Analysis:
· Threat of New Entrants: Due to the high capital requirements and the established brand loyalty, the level of competition is moderate (Porter, 1980).
· Bargaining Power of Suppliers: IHG has many suppliers and a great amount of negotiation strength, hence the price is low (Porter, 1980).
· Bargaining Power of Customers: There are a lot of different options available to travellers, which is high (Porter, 1980).
· Threat of Substitutes: According to Guttentag (2015), the rate of growth of alternative lodging options such as Airbnb is moderate.
· Industry Rivalry: High, with a significant amount of competition from other hotel chains located all over the world (Jones and Hill, 2018).





















Recommendations for Strategic Direction
Enhance Digital Capabilities: Maintain the investment in digital technologies in order to provide guests with experiences that are both smooth and personalised. IHG may further differentiate itself from its competition by investigating upcoming technologies such as artificial intelligence and the internet of things (Porter and Heppelmann, 2018).
Strengthen Sustainability Initiatives: The Green Engage system should be expanded, and more ambitious sustainability goals should be established. It is possible to increase customer loyalty to a brand and attract travellers who are environmentally sensitive by encouraging customers to participate in sustainability activities (Lenssen, N Craig Smith and Springerlink (Online Service, 2019).
Expand in Emerging Markets: Put attention on forming strategic alliances and making acquisitions in high-growth regions like the Asia-Pacific region. It is possible to increase market share in these regions by adapting one's offers to the preferences of the local population (Jones and Hill, 2018).
Diversify Revenue Streams: It is important to investigate the possibility of diversifying revenue streams outside the standard hotel activities. One example of this would be the provision of services relating to travel, loyalty programmes, and branded items (Thompson, 2021).
Foster Innovation and Agility: Foster an environment that is conducive to innovation within the organisation by providing staff with the authority to propose and evaluate new concepts. The implementation of agile methods has the potential to improve the organization's capacity to react to shifting market conditions and developing trends (Heskett, 2020).











Conclusion
Through the implementation of strategic initiatives and change management processes, the InterContinental Hotels Group (IHG) has exhibited a strong commitment to growth and innovation. Through the utilisation of its organisational structure, culture, and aims, IHG has successfully navigated the obstacles that are present in the business and has positioned itself for future performance. In order for the company to continue to preserve its competitive advantage, it is necessary for the company to continue to improve its digital capabilities, strengthen its efforts to be more sustainable, grow into emerging markets, diversify its income streams, and cultivate a culture that values innovation and agility. IHG is able to achieve sustainable growth and provide great value to its stakeholders as a result of these efforts.
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