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Introduction
The concept of Strategic Management relates to the process of setting goals, objectives, procedures with the purpose to improve the competitiveness of an organisation (Fuertes et al., 2020). For this report, the depiction will be made about different aspects related to the business such as the background, mission and objectives, analysis of the internal and external environment, and strategies to sustain the competitive advantage of Intercontinental Hotel Group which will help in understanding the situation related to business in terms of their current situation to state further recommendations and conclusion for completing the report. 
InterContinental Hotels Group Background
The following report is based on IHG (InterContinental Hotels Group) Hotels & Resorts, founded in the year 2003 and headquartered in Windsor, England, UK. The company deals in the Hospitality Industry and is registered under LSE, NYSE, and FTSE 100. IHG Hotel and Resorts serve its customers across the world with around 6,179 hotels globally and 9,14,928 rooms globally (IHG, 2023a). The chairperson of IHG Hotels and Resorts is Deanna Oppenheimer with the main offered products and services as hotels and resorts. The number of employees working in the company is 3,25,000 (IHG, 2023b). 

Figure 1: Financial Performance, 2023
Source: IHG Hotels & Resorts, 2023
With the help of the above data, the company's financial performance can be understood by stating the effectiveness of the performance of the company in the global market. The net profit earned for the year ended as of 31st March 2023 is about USD 376 million by IHG. 
IHG’s Mission and Objectives
Mission Statement of IHG 
To Create Great Hotels Guests, Love by providing True Hospitality for everyone. 
Objectives of IHG 
The main objectives of IHG have been stated in the report as under: 
To create an exceptional guest experience 
To develop strong hotel owner returns 
To become one of the world’s greatest companies
Macro-Environment Analysis
The macro-environmental analysis has been conducted with the use of different models such as PESTLE and Porter’s Five Forces Model that helps in understanding and evaluating the effectiveness of the business environment in the new marketplace. In the following case, the implementation of PESTLE Analysis has been made in the report further. 
PESTEL Analysis
The PESTLE Analysis relates to the analysis of the external market situation that impacts the working of an organisation using different factors such as political, economic, social, technological, legal, and environmental factors impacting the working of an organisation in the marketplace (Perera, 2017). Further depiction of the analysis and evaluation has been provided in the report further: 
External Factors	Factors Description
			Political Factors 	The lower tax policies have impacted positively the business working. (Opportunity)	The strong political situation and stability will help IHG develop long-term successful policies for business growth (Ntounis, N., et al. 2022). (Opportunity) 	International pressure on adhering to World Trade Organisation’s Regulations on Hotels & Motels Industry. (Threat) 
			Economic Factors	The intervention of the government can impact negatively business profits and revenue. (Threat) 	Increment in the liberalisation of trade policies for investing further into the regions. (Opportunity) 	Stable financial performance of IHG in the next 10 years due to effective government expenditure, stable demand due to disposable income and increment in the investment into new industries (Thomas et al., 2021). 
			Social Factors 	Using demographics for services products by IHG has proved to be of great help. (Opportunity) 	Increased investment in essential services. (Opportunity) 	The attitude towards migration is negative in the UK impacting the ability to manage operations effectively by IHG (Wang, Hung and Huang, 2019). (Opportunity)
		Technological Factors 	Empowerment of supply chain partners (Yadegaridehkordi et al., 2020) (Opportunity) 	Investment in R&D at both the micro and macro level (Opportunity) 	Issues related to technology transfer and licensing issues for InterContinental Hotels Group (Threat) 
			Legal Factors	Business laws developed by World Trading Organisation, European Union, etc. are also to be adhered to by IHG making the process and strategy complex (Ariza-Montes et al., 2019). (Threat) 	Data Protection Laws have proven to be critical parts of business success. (Opportunity and Threat)
			Environmental Factors 	Regular scrutiny by environmental agencies has added to the cost of operations of IHG. (Threat)	Greater customer awareness puts environmental factors at the centre of InterContinental Hotels' strategy (Asadi et al., 2020). (Threat)	Past climate agreements put real targets for the national government of the United Kingdom. 

In conclusion, the PESTEL model is an essential tool for business that entails an in-depth investigation of the macro-environmental elements that are responsible for shaping the environment in which businesses operate. The strategic decision-making process of commercial organisations such as InterContinental Hotels Group PLC is impacted by a wide range of elements, ranging from political considerations to environmental factors, each of which is composed of a variety of variables.
Micro-Environment Analysis
For the micro-environmental analysis, different tools have been made in the report. As per the analysis, different tools have been considered with the purpose to evaluate the impact of the micro-environment on the overall business working (Benzaghta et al., 2021). The section covers the industry life cycle and Porter’s five forces model as the tool for analysing the micro-environments working on a business. The depiction of IHG Hotels Group has been provided in the report as under: 
Industry Life Cycle
According to Sabol, Šander and Fučkan, (2013), the term Industry Life Cycle has been defined as the evolution of an industry of business through four stages based on the business characteristics such as introduction, growth, maturity, and decline. The application of the following analysis on the working of the UK Hotel Industry has been mentioned: 
Introduction 
This is the first stage which states the starting of an industry as the evolution can be a new technology, service or a new service offering that has been created (Filimonau, 2021). The initial level of starting of the hospitality industry in the UK was made by offering customers accommodation services, food, restaurant services, etc. which were provided at different places. Comparing the same with the current period, things have changed as the services offered by the company to their customers are also different and diverse. 
Growth 
The changing nature of the hospitality industry is both an outcome of their creativity along with changing needs and requirements of customers (Hassanien and Dale, 2019). The following stage states the improvements that have been made in the working of the hospitality industry such as the inclusion of food, beverages, recreation, and other activities in the hospitality industry such as the IHG Hotels Group, Holiday Inn, Premier Inn and many more for meeting with the needs and requirements of customers in the marketplace. 
Maturity 
The following stage relates to the maturity phase like when an industry is at its peak which is considered maturity (Kaushal and Srivastava, 2021). Considering the UK Hospitality Industry, there are regular improvements which are made in terms of services offered to the hospitality companies to their customers such as the use of AI, inclusion of different services, enhancement of quality and services offered to customers and still, investment in the research & development areas are going on that contribute towards the achievement of aims and objectives of business in the marketplace. So, the maturity stage is still not achieved. 
Decline 
The last stage of the industry life cycle is Decline in which the performance of any specific product or service offered by the industry starts declining (Jeswani, Figueroa-Torres and Azapagic, 2021). In the current case of the UK Hospitality Industry, it cannot be said that the declining stage has come because of the non-achievement maturity stage after that it will become possible to move towards the declining stage. 

Porter’s Industry Five Forces Analysis
The Porter’s Five Forces Model, developed by Michael E. Porter, focuses on the identification of industry competitiveness and profitability level based on five different powers such as bargaining power of customers, bargaining power of suppliers, competitive rivalry, threat of substitutes, threat of new entrants (Grundy, 2006). The application of the following model on the working of IHG Hotels Group has been provided in the report as under: 
Threat of New Entrants 
The sector of InterContinental Hotels Group PLC is difficult to expand. This provides large-scale producers with a cost advantage. It increases production costs for newcomers. This reduces risks for newcomers. The industry sells unique products, not common ones. Customers are drawn to unique products (Baxter, 2019). Marketing and consumer service are given priority. These factors diminish the threat posed by new competitors in this market. Due to substantial financial requirements, it is difficult for new entrants to launch businesses. Capital expenditures are increased by expenditures on research and development. These factors mitigate the threat posed by new entrants in this industry. 
Bargaining Power of Suppliers 
Suppliers exceed consumers at InterContinental Hotels Group PLC. Suppliers have less pricing control and negotiating leverage. These vendors offer standardised, inexpensive converting products. It is simple for buyers like InterContinental Hotels Group PLC to switch suppliers. Supplier negotiating leverage diminishes (Xiong and Yao, 2021). The products of suppliers do not compete. The product is available exclusively through vendors. In the industry, supplier negotiating leverage increases. The suppliers of InterContinental Hotels Group PLC pose no threat of forward integration. This weakens the industrial negotiating position of suppliers.  
Bargaining Power of Customers 
In the market in which InterContinental Hotels Group PLC competes, the number of companies that serve as suppliers is significantly greater than the number of companies that produce the products. This indicates that the purchasers have a limited number of companies from which to choose; consequently, they have little pricing influence (Schweinsberg, Sharpley and Darcy, 2022). Therefore, the purchasers' ability to negotiate as a significant force in the market is diminished. As a result of the high level of product differentiation within the industry, purchasers are unable to identify alternative providers of a particular commodity or service. Due to the difficulty of transferring providers, the bargaining power of customers in this business is diminished. 
This company's customers do not have a particularly high income (Dimitrio et al., 2020). This indicates that there is pressure to make purchases at low prices, which makes consumers more price-conscious. Therefore, consumers' purchasing power will decrease across the industry. The purchasers place a high value on the quality of the products, as evidenced by the fact that they make multiple purchases. This indicates that sector consumers are less price sensitive than they once were (Schweinsberg, Sharpley and Darcy, 2022). As a result, purchasers' ability to negotiate prices and terms within the sector is diminished.  
Threat of Substitutes 
In the industry in which InterContinental Hotels Group PLC competes, there are only a few viable alternatives to the products manufactured by the companies in that sector. The extremely limited number of viable alternatives are all generated by industries with meagre revenue. This indicates that there is no upper limit on the quantity of profit a company in InterContinental Hotels Group PLC's industry can earn (Wellner and Lakotta, 2020). As a result of these various factors, the competitive threat posed by alternative products is waning within the industry. The extremely limited alternatives available are of high quality, but their prices are significantly higher. When compared to rivals, InterContinental Hotels Group PLC's competitors in the industry in which it operates offer lower-priced products of comparable quality. This suggests that consumers are less likely to purchase substitutes for the original product. This suggests that there is little competition from other products in the sector.  
Competitive Rivalry 
InterContinental Hotels Group PLC has a very low level of rivalry due to the limited presence of other firms operating within its market segment. Most of them are also quite oversized. As a result, there is a decrease in rivalry among existing firms within the industry. A limited number of rivals own a significant proportion of the market share. This implies that these corporations would participate in competitive endeavours to enhance their standing and attain market leadership. As a result, the level of rivalry among the existing enterprises in the sector has notably intensified. 
InterContinental Hotels Group PLC works within a rapidly growing industry that exhibits an increasing rate of expansion on an annual basis, with projections indicating sustained growth for the foreseeable future (Cumbo, 2023). In the event of overall industry growth, rivals will probably exhibit reduced levels of competitive behaviour due to less motivation to seize market share from one another. As a result, there is a decrease in rivalry among existing firms within the industry. In the competitive landscape of InterContinental Hotels Group PLC's business, the fixed expenditures are of significant magnitude. Consequently, enterprises operating within this industry are required to function at their maximum potential (Hussein and Muchemi, 2019). 
Internal Analysis
The internal analysis relates to the evaluation and understanding of the internal business aspects that impact the success, growth, and development of a business (Hassanien and Dale, 2019). With the purpose to analyse and evaluate the business on international business, the use of different models will be made such as Value Chain Analysis, and VRIO analysis helpful in understanding the internal situation of the business. The application has been proposed further in the report as under: 
InterContinental Hotel Group’s Strategic Resources and Capabilities
For the analysis of the strategic resources and capabilities of InterContinental Hotels Group, the application of different models that are implemented with the purpose to analyse the strategic resources and capabilities of InterContinental Hotels Group has been discussed in the report further. 
Value Chain Analysis	
The strategic process related to the process making an increment in the profit margins and helping businesses in providing them with a competitive edge with the identification of the value of specific production and increment in sales activities are considered as Value Chain Analysis (Banalieva and Dhanaraj, 2019). The application of Value Chain Analysis on the InterContinental Hotels Group has been provided in the report as under: 
Primary Activities
The most important activities that InterContinental Hotels Group PLC engages in throughout the value chain are those directly involved in the production and sale of the product to targeted customers. As will be seen in the following section, InterContinental Hotels Group PLC's performance can be enhanced by analysing operations across major value chains.
Inbound Logistics 
Suppliers help receive, store, and distribute products; therefore solid connections are crucial. Product development may be challenging for InterContinental Hotels Group PLC without inbound logistics research (Evans, 2019). Inbound logistics analysis requires a corporation to examine each step of the process from raw material to final product. Inbound logistics includes raw material retrieval, storage, and internal distribution. 
Operations
Operational analysis is needed when InterContinental Hotels Group PLC receives raw materials and prepares to create and market the product. The operational operations include machining, packing, assembling, and testing. This covers equipment upkeep and repair. It covers manufacturing and services. Operations analysis boosts InterContinental Hotels Group PLC's productivity, efficiency, and competitiveness. Productivity may help InterContinental Hotels Group PLC achieve economic growth, profit, and a strong competitive edge.
Outbound Logistics 
Intermediaries provide items to clients in outbound logistics. Material management, warehousing, scheduling, order processing, transportation, and delivery are outbound logistics responsibilities. InterContinental Hotels Group PLC can improve its outbound logistics to gain a competitive edge and develop (Ferreira, Mueller and Papa, 2020). Since timely outbound operations with appropriate costs and product delivery methods that minimise quality loss boost customer satisfaction and company success. When perishable items need accelerated delivery, InterContinental Hotels Group PLC should prioritise its outbound supply chain. 
Marketing and Sales 
InterContinental Hotels Group PLC will tout product benefits to persuade customers. InterContinental Hotels Group PLC must promote and sell to add value beyond an inexpensive, high-quality, distinctive offering. Key players are sales and marketing. InterContinental Hotels Group PLC's marketing and sales comprise sales force, advertising, promotions, pricing, channel selection, quoting, and channel member interactions (Phillips and Moutinho, 2018). The company may use the marketing funnel for sales and marketing. InterContinental Hotels Group PLC uses marketing to differentiate itself. InterContinental Hotels Group PLC must avoid misleading product feature claims manufacturing cannot provide.
Services 
InterContinental Hotels Group PLC's pre- and post-sale offerings will build client loyalty. Modern clients value post-sale services as much as advertising. In today's digitally sophisticated world, negative e-WOM from inadequate support service is powerful. The organisation must assess its support efforts to prevent undermining the brand image and instead employ rapid, timely, and effective help to generate favourable word of mouth.	
Secondary Activities
The support activities help coordinate and facilitate primary value chain operations. As mentioned below, InterContinental Hotels Group PLC may benefit from support activity analysis.
Firm Infrastructure
The company infrastructure includes tasks like quality control, legal affairs, accounting, finance, planning, and strategic management. Infrastructure management may help InterContinental Hotels Group PLC maximise value chain value. InterContinental Hotels Group PLC may manage infrastructure operations (overhead expenses) to improve its market position (Liu and Yang, 2021).
Human Resource Management
InterContinental Hotels Group PLC may examine HR management by examining recruiting, selecting, training, rewarding, performance management, and other HR operations. Based on employee motivation, dedication, and abilities, good HR management may help InterContinental Hotels Group PLC lessen competitive pressure. The organisation may reduce expenditures by comparing recruiting and training costs to their returns (Phillips and Moutinho, 2018). This value chain support activity is crucial since InterContinental Hotels Group PLC relies heavily on staff talent.
Technology Development
Technology supports practically all value chain operations in current times. Technology development is crucial for InterContinental Hotels Group PLC's technical integration in manufacturing, distribution, marketing, and HR. It includes product and process technology advancement. Automation software, tech-supported customer service, product design research, and data analytics are examples. R&D at InterContinental Hotels Group PLC is included here.
Procurement
The value chain's procurement involves buying equipment, machinery, raw materials, supplies, and other inputs needed to make the completed product. InterContinental Hotels Group PLC should carefully analyse its procurement efforts to optimise the inbound, operational, and outbound value chain due to its numerous relationships (Liu and Yang, 2021).
As discussed earlier, the Porter Value Chain model requires understanding all activities' relevance. After assessing the relative relevance of value chain activities, InterContinental Hotels Group PLC should identify opportunities for value addition, cost efficiency, differentiation, or process optimisation.
VRIO Analysis of Distinctive Resources and Capabilities
The term VRIO stands for value, rare, imitability and organised to capture value. The following tool based on four different aspects states the strategic resources and capabilities of a business. The application of the following tool on the working of InterContinental Hotels Group has been provided in the report as under: 
Value 
The VRIO Analysis of InterContinental Hotels Group PLC shows that its financial resources are important since they allow it to invest in external possibilities as they become available. These also help InterContinental Hotels Group PLC fight external threats. 
InterContinental Hotels Group’s locally produced culinary items are a strength owing to their high degree of distinctiveness, according to VRIO Analysis. Their worth will be seen positively by customers. Due to their unique qualities, customers respect them more than competitors (Singjai, Winata and Kummer, 2018). 
InterContinental Hotels Group PLC's VRIO Analysis shows that its workers are valued. A large section of the company's employees has undergone considerable training, which has enhanced production quality and quantity. The crew is loyal; thus the firm retains employees well. These elements cumulatively increase InterContinental Hotels Group PLC's goods' value to clients.
The VRIO Analysis of InterContinental Hotels Group PLC shows that its patents allow it to offer its goods without competition. InterContinental Hotels Group PLC's revenue rises. InterContinental Hotels Group PLC may offer rights to other manufacturers to integrate these patents into their goods (Wang, Font and Liu, 2020). 
Rare 
The InterContinental Hotels Group PLC VRIO Analysis shows little financial resources. Financial statements from the firm support this view. Few businesses in this area have large financial resources (Buhalis and Leung, 2018).
The VRIO investigation of InterContinental Hotels Group PLC found that locally produced dishes are frequent. Several rivals sell them. This means that InterContinental Hotels Group PLC's rivals may use these resources similarly, reducing its competitive edge. This shows that locally supplied meals provide InterContinental Hotels Group PLC with competitive parity. InterContinental Hotels Group PLC may use this resource despite its high cost.
The VRIO Analysis of InterContinental Hotels Group PLC found that its staff is limited and valuable. The analysis led to this result (Helmold and Helmold, 2020). The staff at this firm are highly trained and competent, unlike those at other organisations. Improved wages and working conditions make these workers less inclined to leave.
InterContinental Hotels Group PLC's VRIO Analysis says its patents are valuable and scarce. Their rivals and outside companies cannot access these patents. Thus, InterContinental Hotels Group PLC may hire them without competition.
Imitability 
InterContinental Hotels Group PLC's VRIO Analysis suggests that replicating its financial resources would be expensive. The company's long-term prosperity has given it the resources it needs. New entrants and rivals would need to maintain similar profitability over time to acquire financial resources.
InterContinental Hotels Group PLC's VRIO Analysis found that replicating regional cuisine is easy and affordable (Katsikeas, Leonidou and Zeriti, 2020). If they invest much in R&D, competitors may also get these. In addition, they need little experience. Thus, InterContinental Hotels Group PLC's use of locally produced materials gives it a transient market edge that its rivals will soon copy.
The VRIO Analysis by InterContinental Hotels Group PLC found that replicating its workers is easy and cheap. This is because other companies' workers may obtain skill-building training. These companies may attract InterContinental Hotels Group PLC employees by providing better pay, perks, work cultures, and growth chances. InterContinental Hotels Group PLC's workers acquire a temporary competitive advantage. Future rivals may have these resources (Haldorai, Kim and Garcia, 2022).
The InterContinental Hotels Group PLC VRIO Analysis says its patents are hard to copy. This is because copying a patent-protected product is prohibited. Patenting equivalent resources after fabrication is equally costly.
Organised to Capture Value 
The VRIO Analysis of InterContinental Hotels Group PLC found that its financial resources are efficiently arranged to capture value (Jiang, Ritchie and Verreynne, 2019). These assets are deliberately used to invest in the best areas, capturing opportunities and avoiding risks. InterContinental Hotels Group PLC maintains a competitive edge by using these resources.
InterContinental Hotels Group PLC's VRIO Analysis found poorly structured patents. This shows that the company is underutilizing these patents. When it sells patent-protected commodities before their expiry, InterContinental Hotels Group PLC may be able to preserve an underutilised competitive advantage.
Tabular Depiction of VRIO Analysis – InterContinental Hotels Group
Resources	Value	Rare 	Imitability 	Organisation 	Competitive Advantage
Financial Resource	Yes	Yes	Yes	Yes	Sustainable Competitive Advantage
Local Food Products	Yes 	No	No	No	Temporary Competitive Advantage
Employees	Yes 	No	No	No	Temporary Competitive Advantage
Patents	Yes	Yes	Yes	Yes	Sustainable Competitive Advantage


SWOT Analysis
The term SWOT stands for Strengths, Weaknesses, Opportunities and Threats which impact the working of an organisation on an internal basis (Sarsby, 2016a). In other words, the following tool is used for the identification and analysis of internal strengths and weaknesses and external threats and opportunities that contribute towards shaping the current and future operations of business helpful in the development of strategic goals (Sarsby, 2016b). The implementation of the IHG Hotels Group has been provided in the report as under: 
SWOT Analysis of IHG Hotels Group 
Strengths and Weaknesses 
Strengths 	Weaknesses 
Highly skilled workforce through training and development programs 	Days inventory is high compared to competitors (Chand and Sharma, 2021)
Automation of activities improved the quality of services (Carlo, 2021)	Requirement of more investment in new technologies 
Highly successful at Go To Market Strategies 	Innovation in marketing products required
Strong dealer community 	Ineffective demand forecasting 
Higher level of customer satisfaction 	Limited success outside core business 

Opportunities and Threats
Opportunities 	Threats 
Market development 	Rising cost of raw material 
Reduction in the cost of transportation (Jalil et al., 2020)	Shortage of skilled workforce in certain global markets 
Innovation in technology 	New environmental regulations under Paris Agreement (2016)
New customers from the online channel and platforms (Astawa et al. 2022) 	Low quality and imitation of counterfeit 
Opening of new markets due to government agreement 	Changing customer buying behaviour (Hattangadi, 2023)


Strategies to Sustain Competitive Advantage
Michael Porter’s Generic Strategies 
The following tool was introduced by Michael E. Porter in the 1980s and is the model used to describe how companies will be able to achieve a competitive edge in the marketplace (Islami et al., 2020). The application on InterContinental Hotels Group has been provided as under: 
Cost Leadership 
The following strategy involves gaining a competitive edge by reducing their costs. The implementation of the following strategy will help the company such as by enhancing the affordability of customers, reducing overall production costs, enhancing the supply chain efficiency, expanding the customer base, encouraging consumption and many more for meeting customer needs. 
Differentiation 
This strategy focuses on providing customers with something new like the introduction of new products or segments by the company (Firoz Suleman, Rashidirad and Firoz Suleman, 2019). After examining customers' shifting preferences, Intercontinental Hotels Group expanded its product range to separate itself from rivals and increase industry potential. Differentiation and cost leadership have helped Intercontinental Hotels Group establish a devoted client base.
Focus Strategy 
Focus is the third general competitive strategy that pushes organisations to focus on tightly selected niches. Intercontinental Hotels Group revises its branding strategy and adjusts product design and packaging to meet consumers' psychological expectations and maximise value.
Growth Strategies
Ansoff Matrix 
The following tool states the growth strategies available to a business for making decisions related to business growth (Dawes, 2018). The application on InterContinental Hotels Group has been provided as under: 
Market Penetration 
The strategy relates to seeking growth in the existing markets such as increment in the production capacity, efficiency, and effectiveness improvement, controlling overhead costs, etc. 
Market Development 
In this strategy, the business opts to expand its markets to new on which can be achieved by investing more in research and development, regional expansion, international expansion, new customer segments, etc. that helps in meeting the business needs. 
Product Development 
The following strategy relates to developing new products in the existing markets itself such as through modification in the existing products, launching new services, strategic partnerships along with improvement in product quality (Zugay and Zakaria, 2023). 
Diversification 
This strategy states about presenting new products or services in new markets. The following can be achieved by InterContinental Hotels Group such as vertical diversification, horizontal diversification, mergers, and acquisitions are possible diversification options available for the company. 
Green Strategy and CSR
The term Corporate Social Responsibility (CSR) relates to the fulfilment of social responsibilities of business towards society. The depiction of InterContinental Hotels Group’s contribution towards green strategy and CSR has been provided further: 
IHG Green Engage 
IHG Green Engage assists us in managing and reducing our impact on the environment by monitoring the consumption of electricity, emissions, and water in our properties, as well as the disposal of waste, and by keeping track of the costs associated with these activities. InterContinental Hotels Group have ultimately reached an agreement on a new set of objectives for the period 2013-2017, expanding on our accomplishment of reducing the energy consumption of our owned and managed properties by 11.7% between 2010 and 2012 (IHG, 2023). In the next five years, the company aims to reduce our carbon footprint per occupied room by 12 per cent. In areas with a water shortage, the company has established an objective to reduce the quantity of water used per inhabited room by 12 per cent between 2013 and 2017.
IHG Academy 
The IHG Academy now offers over 300 courses in 50 countries, with an additional 144 courses added in 2013. A novel partnership between IHG hotels and local schools, universities, and community organisations seeks to develop hotel industry-relevant skills. The IHG Academy operates worldwide, but each curriculum is adapted to meet local needs (IHG, 2023). In 2013, the IHG Academy enhanced the employability of 6,400 participants, representing 32 per cent of our 2013-2017 goal of 20,000 individuals. IHG intends to expand its plan to assist more people in its operating regions.
IHG Shelter in Storm Programme 
During natural disasters, the IHG Shelter in a Storm Programme provides financial aid, essential supplies, and hotel accommodations to customers, staff, and local communities. In 2013, the IHG Shelter Fund, which is supported by contributions from hotel and corporate employees, assisted victims of 15 disasters in eight countries (IHG, 2023). Super Typhoon Haiyan in the Philippines, floods in Jakarta, Buenos Aires, Canada, and Mexico, cyclones in the Midwestern United States, and wildfires in Arizona were the disasters IHG assisted with.
Conclusion
The conclusion developed through the study is effective performance of IHG clear with the implementation of different tools and techniques for both the external and internal environmental analysis. Additionally, the conclusion relates to the implementation of effective strategies by businesses to meet the needs and requirements of the external environment as stated in the PESTLE, Porter’s Five Forces Model, SWOT Analysis, Value Chain, VRIO and some more tools that help in understanding the current situation and strategic aspects of the business. However, there are certain areas where the business needs significant improvements such as adhering appropriately towards the diversified legal aspects of different countries, understanding better customers, and introducing new services, i.e., implementation of creativity and innovation in the services of IHG that will help in improving business performance and customer based and satisfaction. 
Recommendation 
Based on the analysis and discussion made, some of the main recommendations for IHG are stated as under: 
Regular analysis and evaluation of business processes are recommended for IHG that will help in developing and having an appropriate understanding of the strategies and policies along with the changes required due to changing dynamics of business. 
The next recommendation relates to enhancing the creativity and innovation in the business that can be made on any basis that will help IHG in enhancing its business performance, developing products and services along with being in a competitive position in the marketplace. 
The last recommendation relates to an increment in the CSR activities on a global basis as it further helps in attracting customers towards the business. 
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