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[bookmark: _Toc159630462]Introduction
In this report, the chosen organization is the IHG (InterContinental Hotels Group) Hotel Group, a leading global player in the field of hospitality, that has a wide range of brands. The report's goal is to examine, review and critique IHG on both a company and unit level giving a thorough analysis of its operations. The assessment will be focused on three main areas that include the structure of the company the culture, goals, and structure as they form the fundamentals of its worldwide success. Recent initiatives to change that have had an impact, as well as the efficiency of their leadership; and the direction that IHG has taken for its strategic plan IHG as well as the current performance of its business. Through analysing these elements this report aims to provide a deeper understanding of the IHG's strategies and operational efficiencies. It will also highlight the areas that are strong and areas to improve in the framework of the expanding hospitality industry.
[image: Intercontinental Hotel Group: Making Sleep Sustainable - Technology and  Operations Management]
Figure: IHG Hotel Group, Source: (IHG, 2024)
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Organization Structure
IHG has a matrix-based organizational structure that is designed to improve global integration and allow for responsiveness at the local level. IHG can efficiently manage its large portfolio of hotels with this structure, which combines functional expertise and geographical or brand-specific concerns. The corporate leadership is divided into global functions like finance, marketing and operations (Griffin, Phillips and Gully, 2020). Regional divisions oversee strategic implementation in certain markets. The dual-axis strategy allows for the exchange of best practices between regions, brands and markets while also tailoring local strategies (Financial Times, 2024).
The structure changes at the hotel unit level to a traditional hierarchical system, where a general manager oversees various departments, such as Front Office and Housekeeping. The manager of each department is responsible for ensuring the efficiency and compliance with corporate standards as well as local regulations (Thanh, 2019). The emphasis placed on operational excellence and guest satisfaction is consistent across all levels, regardless of structural differences. The corporate provides resources and strategic oversight, while the individual units customize these directives in order to provide personalized experiences for guests, demonstrating IHG’s commitment to combine global reach with a local touch (Cavanaugh, 2020).
Organization Culture
The culture of an organization is a reflection of the common convictions, values as well as practices that determine the actions of people within an organization (Büschgens, Bausch and Balkin, 2013). IHG is no exception. IHG The firm's culture is firmly rooted in the commitment to providing True Hospitality for everyone. The ethos of IHG is more than an edict, but rather a fundamental concept that guides all aspects of the business including strategic decisions at the corporate level, to guests' interactions within each hotel unit. IHG promotes a culture that is one that is one of respect, care, and acceptance, striving to let guests feel welcome as well as valued and appreciated. The culture can be seen through initiatives such as IHG Green Engage, an initiative that promotes respect and care for guests (Hill, Schilling and Jones, 2017). IHG Green Engage program which is an innovative sustainability program that encourages hotels to use environmentally friendly strategies. On the level of hotels, it manifests itself in the form of personalized customer experiences for example, recognizing repeat guests with their name, or recollecting their preferences. It also empowers employees to take actions to improve the satisfaction of guests. This is a reflection of IHG's overall brand culture and demonstrate how its corporate values are integrated into daily actions across the entire portfolio of its hotels (Sirianni et al., 2013).
Organization Goals
The corporate goals of IHG are cantered on sustainable growth, efficiency and excellence in operations, as well as improving guests' experience by implementing technology innovation and customized services (Thanh, 2019). These goals are passed down to the individual hotel units leading to operational objectives like improving satisfaction ratings, increasing the revenues per room (RevPAR) as well as adopting green practices. Although the overall goals are uniform across all organizations, but the methods used to accomplish their goals at the hotel level could differ depending on the necessity to be able to adjust to local trends and the preferences of guests (Jones, 2013). In the case of a hotel, for instance, one located in the city's centre may focus on improving the services for business travellers, whereas hotels in resorts may prioritize relaxation amenities and sustainability efforts (Economist Intelligence Unit, 2022). The alignment of the hotel and corporate goals and the ability to change strategies, means that IHG is able to meet its goals and be able to respond effectively to changing needs of the market.
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Overview of Recent Changes:
To adapt to the changing industry of hospitality, IHG has initiated several strategies to strengthen its position in the market and improving the guest experience. According to the Economist Intelligence Unit (2022), One of the major initiatives is the integration of technology that is digital to increase effectiveness and customer involvement. This rollout features an application for mobile devices that allows check-in and out by using contactless technology. It also includes rooms that are specifically designed to meet the growing demands for efficiency through electronic technology. Additionally, IHG has expanded its loyalty program to offer higher-end rewards that are personalised and designed to increase the retention rate of guests (Ferrie 2023). An additional significant development is the increasing focus on sustainability, with the launch of IHG Green Engage. IHG Green Engage system, which encourages hotels to implement eco-friendly methods. These initiatives, which aim to improve operational efficiency and ensuring that they meet consumer demands in terms of sustainability and involvement, aim to benefit all levels of the company, from its company strategy through to the individual units' operations (Ferrie, 2023).
Impact of the Changes:
The strategies implemented by IHG have made a visible influence on corporate performance and guest experiences within the individual areas. The efforts to digitize, especially the mobile application are significantly improving the guest experience through greater ease of use and a more personal experience, which has led to higher loyalty program membership and a higher rate of retention for guests (Ferrie, 2023). Guest feedback have been extremely positive, noting the user-friendliness and effectiveness of digital offerings (Elliott, 2021). In terms of sustainability IHG Green Engage has proven to be a success. IHG Green Engage system has not just reduced operating costs by reducing energy consumption, but it has it has also helped IHG establish its brand image in the eyes of environmentally conscious customers (Financial Times, 2024). The feedback from employees has confirmed the positive feedback, with employees taking pride in the company's commitment to sustainability and appreciating their support for innovative the delivery of services. But, transitioning towards digital-based operations came with its own difficulties, such as the requirement for training of staff members and the need to adapt to the new procedures (Tolbert and Hall, 2015). However, despite these challenges, the final result of these efforts is positive, which demonstrates IHG's capacity to change to changing market conditions while retaining excellent standards for customer service and efficiency.
Management of Changes: 
Within the context of IHG, it has successfully managed its recent change, demonstrating a strategic implementation of Kotter’s 8-Step Model of Change Management (Kirkpatrick, 2009). IHG initially created a sense urgency in regard to digital transformation and sustainable initiatives, communicating clearly the necessity for these initiatives in order to remain competitive and meet changing customer expectations. Formation of steering coalitions such as digital innovation teams, sustainability committees and corporate-level units helped to develop and implement new strategies (Hill, Schilling and Jones, 2017). The teams were instrumental in enlisting employee support through training and engagement programs, and in imagining and envisioning change.
The transition was not without its challenges. These included varying levels of employee acceptance and the logistical difficulties in integrating new digital technologies with current operations (Griffin, Phillips and Gully, 2020). IHG, however, focused on demonstrating improvements in operational efficiency and guest satisfaction, which helped build momentum. While this approach was effective at achieving general objectives, it also highlighted the importance of ongoing support and adaption on the unit-level, to ensure that the changes are not only implemented, but sustained and fine-tuned over time (Kaushal and Srivastava, 2020). This differentiation between the corporate strategy and the unit level application highlights the need for tailored resources and support to ensure the success of long-term change initiatives.
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Strategic Direction
The strategic plan of IHG is grounded to expanding its international footprint as well as improving the quality of guests' experience by embracing innovation and sustainable. One of the main goals is development of its Boutique and luxury hotel categories and the rising customer demand for personalised and exclusive lodging (ihgplc.com, 2022). This is based on the acquisition of high-end brands as well as the creation of brand-new hotels in emerging markets. 
At a global level, IHG has devoted good sized sums to digital advancements that encompass investments to improve performance and purchaser satisfaction by means of making use generation improvements. It additionally includes the improvement of a reliable booking system, and the mixing of synthetic intelligence to personalize patron stories (Buschgens, Bausch and Balkin 2013). Implementing these principles at a unit-by means of-unit foundation requires adapting to nearby markets and making sure that IHG's great requirements remain constant across the globe (Griffin, Phillips and Gully 2020). In addition, to broadening the class of luxurious IHG has been specializing in growing an enjoy that displays the cultural context of its environment and presents visitors with an revel in as whole as is feasible. The concept of localization may be visible at inns like The InterContinental Venice with its Venetian layout and offers a number of the maximum unforgettable moments within the location (Rees as well as Mullins 2022). Additionally, IHG's emphasis on sustainability is obvious at the inn stage through its IHG Green Engage System that permits every unit to adopt particular actions that impact the environment of the vicinity of operation that guide the sustainability dreams of IHG (Thanh 2019). It presents a system that allows accommodations to limit their impact at the environment by means of utilising extra power while maintaining their usage of water, in addition to different resources. These projects are linked to worldwide sustainability dreams of IHG.

Current business performance
In the context of IHG Hotel Group, the results of the current hotel is a clear reflection between the direction of strategic planning and the outcomes of operation. It provides a clear and insightful perspective of progress in the facing of the difficulties. The year that ended in 2024, IHG's revenue increase was impressive, registering at 42.5 percent year-over-year and beating the US hotel industry's typical of 40.13 percent (Euromonitor International, 2024). The growth is a strong improvement and is especially remarkable when compared to the previous years' difficulties. Despite an uncertain three- and five-year period that saw earnings fluctuate and an apparent dip in growth The company has been able to adapt well and has proven this by the recent successes. The revenue growth in the past year was 33.88 percent (Statista, 2024). This is significantly more than industry average of 19.77 percent, which is a sign of the effectiveness of IHG's strategy in taking market share while also enhancing revenues. The increase is testament of IHG's strategy to concentration on markets with high value and segments, while leveraging its international brand and its customer trust. The group's rate of performance on its return-on-equity (ROE) gives an even more complicated picture being -24.2 percent, which indicates difficulties in creating shareholder value in relation to the equity (Financial Times, 2024). On the other hand, the return to assets (ROA) and the return to capital utilized (ROCE) reveal a tale of operational efficiencies and the efficient usage of resources, with ROA of 8.4 percentage and ROCE with 24.59 percentage, showing the ability of IHG to earn returns from its investment (Statista, 2024). This, in conjunction with the aggressive revenue management of IHG and standardization of its brand is playing a significant part in boosting revenue and rates, while making new standards of successful operations in the industry of hospitality. Feedback from customers remains crucial to the success of IHG, with IHG continually adapting to evolving consumer needs and taking advantage of technologies to improve service offerings. 
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The strategic initiatives of IHG Hotel Group have been successful in aligning the corporate vision with unit-level operations. However, gaps in the adoption of digital transformation and sustainability at unit level are areas that need improvement. IHG needs to focus more on tailored technology training and support sustainability initiatives in all of its units. This will improve coherence, operational efficiency and overall effectiveness. These aspects are essential to ensuring that IHG corporate strategies can be effectively implemented at the unit-level, resulting in improved guest satisfaction and performance.
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