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Executive summary


This report offers a deeper analysis of the business strategies of the IHG hotel group. It has been seen that this renowned brand follows a collaborative work culture, and it considers its commitment towards its people, guests and environment seriously. A deeper analysis of the change aspect helps to understand that the brand is customer-oriented and looks after the demands of its people.  The strategic direction and improved business performance are the result of informed decisions like value-driven services, employee motivation and innovative loyalty programs.
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[image: ]As per the reports of Hotel Chains (2024), there are 7576 numbers of hotels, and 162 hotel chains are actively doing business all over the UK. Hence it can be assumed that the hotel business is one of the most promising businesses of the UK and the market is competitive. Regardless of the situation, hotel chains like IHG hotel groups are holding 5.2% of the market share (Hotel Chains, 2024). Their informed decision-making capacity, change management capability and organisational culture help the brand in this aspect. This report is going to analyse the mission, vision and organisational culture of IHG hotel groups. The change they have considered and its impact on business operations will be analysed. Furthermore, the strategic direction considered by the brand and its impact on business performance will be examined as well. 

Figure 1: Market share of Hotel Group
(Source: Hotel Chains, 2024)

A Details Description on The IHG Hotel Group’s Structure Culture and Goals
Prominent worldwide in the hospitality industry, InterContinental Hotels Group (IHG) is dedicated to giving visitors outstanding experiences and generating value for its stakeholders. IHG's purpose, vision, and culture are fundamental to company success since they direct its daily activities and decisions.
Culture
The core value of IHG’s culture is its unwavering dedication to providing genuine hospitality to everybody. This way of thinking emphasises the idea that hospitality is more than simply giving visitors a place to stay (IHG PLC, 2024.). It’s also about arranging memorable experiences that will stick with them. IHG’s culture is centred around providing unique experiences that encourage loyalty and generate repeat business, whether it be through a warm welcome at check-in, personalised treatment during the stay, or anticipating and surpassing guest demands (IHG PLC, 2024). Additionally, variation, inclusivity, and environmental responsibility are highly valued by IHG. It seeks to establish a welcoming workplace where staff members feel appreciated, honoured and free to realise its ecological effect by integrating environmentally friendly procedures into every aspect of its business, from trash elimination programmes to environmentally friendly construction designs.
Structure
An organisational framework based on the hierarchy is used by the IHG hotel groups to effectively manage its vast global infrastructure of hotels and resorts (Tear et al, 2020). The organisation’s overall approach, set of laws, and guidelines are established by the corporate headquarters, which sits at the top of the hierarchy. The regional offices answer to headquarters and are in charge of managing activities in certain regions. Daily activities at the local level are overseen by managers at hotels and specific properties under the jurisdiction of these regional offices (Cimini et al, 2020). Effective choices, allocation of resources, and coordination across many levels and regions are made possible by the hierarchical structure of the organisations, which guarantees clear lines of authority, responsibility, and interactions. It also makes it easier to apply best practices, brand standards, and standardised procedures throughout IHG’s large range of brands, guaranteeing uniformity in the calibre of services provided and the experiences of visitors everywhere. By efficiently supervising and evaluating the Group’s operations, the Board is in charge of guaranteeing management (IHG PLC, 2024.). The Board establishes the Group’s future course with the help of its main Members and strives to provide long lasting, consistent value to shareholders.
Goals 
Driven by growth, improved guest experiences, and shareholder value maximisation are the objectives of the InterContinental Hotels Group (IHG). Initially, IHG wanted to increase the size of its worldwide presence by deliberately establishing new properties in important countries and hastening the development of its current brands (IHG, 2024). To enhance operational efficiency, optimise revenue, and personalise guest encounters, the organisation places a high priority on innovation and technology. Thirdly, in order to appeal to various market groups and keep a competitive edge, IHG concentrates on making each brand within its broad range unique. Last but not least, IHG is dedicated to sustainability and social responsibility (Floričić, 2020). It will reduce its environmental effect, help out the community where it lives, and encourage inclusiveness and diversity in its supplier chain and staff. IHG's ambition to deliver outstanding hospitality experiences while maintaining its commitment to ethical business practices is driven by these objectives taken together.

A Board View on Change Initiative, Change Management and Its Impact on The Operations of IHG Hotel Groups.
According to the reports of Thomas (2021), Intercontinental Hotel Group has decided to restructure its service with the aim of taking the luxury travel experience to the next level. It has been seen previously that IHG Hotel Group is a customer-oriented business hence the brand always tries to keep a parity in between classic and contemporary approaches. As per the reports of Ollila (2020), though this change the IHG hotel groups wants to expand their customers' mind by connecting them with diverse cultural aspects. In order to do that, the brand is employing unmatched talents, state-of-art technologies and out of the box designs. The brand accepted that its team members are the key people to help in converting their plan into reality. Here are a few changes that IHG Hotel Group has considered.
Upgrade The Visuals
As per the reports of Jelski (2021), Intercontinental Hotel Group changed their band name to IHG Hotels and Resorts. The Hotel Group also opted for a new logo for all 16 brands under it. It has been seen while analysing the 7ps of marketing mix theory that being visually attractive is one of the primary tactics to attract customers towards the band (Jain and Jain, 2022). A report published by Thomas (2021), makes it clear that the brand targeted to engage people of the new generation by upgrading their visual identity. It has been also observed that the IHG hotels have changed their loyalty program name from “IHG Rewards Club” to “IHG Rewards”. It has been declared by the bad that this change will help the business to stay relevant in the business and become more attractive to their customers.  
[image: ]
Figure 2: New logo and brand name of IHG Hotels and Resorts
(Source: Jelski, 2021)

Shift Focus on Towards Diversity and Luxury Travellers
It has been seen from the reports IHG PLC (2023), that with time people's interest towards exploring cultural differences has been increased. IHG hotels by understanding that, IHG Hotel Group has decided to satisfy the aspirations of the new age travellers. According to the reports of ET Hospitality World (2023), the brand has decided to change its services to a greater extent in order to offer a culturally rich experience. IHG hotels are reconsidering the hotel designs, food and beverage menu, and brand differentiation in this aspect. It has been seen that this unique approach is helping the brand to hold its market position and its demand in the global market has increased. The organisation respects travellers' diverse tastes and hence they have expanded their hotel range from romantic getaways in the Maldives to Ambasciatori Palace in Rome (IHG PLC, 2023). IHG Hotel Group admitted that they offer meaningful travelling experience and the familiarity of home at the same time. Hence this brand aims to develop 93 new hotels in more than 70 countries all over the world.
Incorporating Flexibility for Modern Lifestyle
IHG Hotel Group acknowledged that new-age travellers have to go through a broad transition throughout their journey. In order to help the customers with that the hospitality group arranged a “shape shift” program. According to IHG PLC (2023), IHG hotels and Resorts brought scientific changes to their dine-in menus. It has been admitted by this brand, that this change will address all the nutritional needs of the guests, however, people will get all their desired items in the menu. It has been believed that this initiative of IHG Hotel Group will help to reduce the fatigue of travelling and jet lag among the customers. Additionally, it will help them to adjust to the new time zone and the changes happening in the body due to entering a new time zone. IHG will also bring changes in the guest room and physical spaces by collaborating with Isabelle Sjovall, a neuroscientist designer (Mullins, 2016). It will help the guests to adjust with the evolving needs throughout the day (‌Caswell, 2023).  Considering this change has helped the Hotel Group to reach young audiences and its website traffic has increased to a great extent.  

Analysis Of The Strategic Direction and Current Business Performance of IHG Hotel Groups
As per the view of IHG PLC (2024), IHG strategically adhered to business decisions to strengthen their business and improve business performance. The brand believes in making their business appealing and value-driven for all the guests and stakeholders.
Measuring Their Success
IHG Hotel Group has changed their strategy of measuring success, nowadays the brand analyses its brand portfolio, guest satisfaction, brand responsibility market share along its room growths to analyse overall success.  It has been committed by the brand, considering this strategy has improved their talent attraction capabilities (Mullins, 2020). The band changed their ambition in 2022 in order to improve its business performance (IHG PLC, 2022). IHG group hotels focused on sustainability for the long term which helped it to generate significant cash flow and profits.
Creating Value Through Services
IHG strategies their winning policy in five different stages, which include creating a strong brand portfolio, developing a loyalty program, effective management of operations, and analysing and implementing owners’ propositions. According to IHG PLC (2024), the band admits that it is fundamental for business success to develop a strong brand portfolio. Rafael Gonzalez, the director of IHG hotel groups declared that the brand keeps their people at its heart and the guests in the forefront before making any decisions. It helps them to analyse the demands of the customers and offer services through their people to their guests.  
Right People for Right Role
According to the report of Čelić et al (2021), IHG Hotel Group considers their people strategy critically. It has been believed in the IHG hotels that, right people at the right work are essential to improve the business performance, hence the IHG Hotel Group participates in talent development programs. IHG training program is strategically designed to help its people to develop their behaviours towards the guests. It helps the company to unveil the brand's value in the wider competitive market. Additionally, it also helps to improve team working capabilities in their people (Mullins and Dosser, 2013). Eventually the working culture in IHG hotels developed through this strategy.
Employee Motivation
According to the social exchange theory people before developing a relationship analyse its benefits in the first place (‌Cortez and Johnston, 2020). IHG hotel groups understand this fact and hence they have considered static directions while designing their employee value proposition. The brand offers rewards and recognition programs to improve the morality of the people. Other than that, they arrange free health benefits for its people. According to the reports of Barton (2024), IHG offers their rooms to their employees at a great discount. Additionally, the employee satisfaction survey is conducted by the brand twice a year to understand employees' concerns. Doing so greatly helps the IHG Hotel Group to engage their people with their responsibilities and enhance the organisation's performance to a greater extent.
Strategic Loyalty /Programs
The loyalty program offered by IHG hotel groups is geographically diverse and designed to offer the ultimate leisure experience to modern travellers. It is one of the main reasons behind the global growth of the IHG hotel brand. IHG Hotels & Resorts are collaborating with new brands and industry experts to add lifestyle and luxury offerings (Skift, 2022).  Julienne Smith, the chief development officer of the brand, admitted that the IHG Hotel Group made aggressive progress in the luxury segment and made a presence in the untapped market in order to strengthen the brand’s presence in the national and international markets.

This report is a description of the business strategy of IHG Hotel Group which reveals the reason behind the success of this brand. It has been seen that the IHG Hotel Group follows a hierarchical structure that supports business growth. Further evaluation exposed a collaborative and diverse work culture in the organisation. Additionally, it has been seen that the bard aimed to expand its services all over the world without harming the environment. Examining the change strategies of IHG hotel groups helped to understand that the organisation keeps its people at its heart and made a strategy to offer best in class services to its guests. Changes in visual elements, hotel designs, and food are some prominent examples of that. Furthermore, while analysing the strategic directions of IHG Hotel Group it has been found that they critically focus on employee's motivation to arrange value-driven services for their customers. Additionally, the arrangement of loyalty programs strategically helps the brand to attract customers throughout the world.
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