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Introduction
The tourist sector has faced unprecedented difficulties as a result of the global COVID-19 pandemic, forcing companies to rethink their plans and alter their operational paradigms. This in-depth strategic research examines InterContinental Hotels Group (IHG), a significant participant in the hospitality and tourist industries, as a case study. The research looks at how IHG dealt with the challenging environment the pandemic created, offering light on the tactical decisions made to solve key problems and gain competitive advantage. This research tries to demonstrate how IHG used these tools to realign its economic trajectory through a thorough application of management models, concepts, and frameworks.
The study begins up by providing a contextualising overview of IHG, which includes important information about the company's background, number of employees, financial situation, and market presence. It then explores into IHG's goals and mission, laying the groundwork for a more thorough examination of their strategic course in light of the problems brought on by the epidemic. The macro-environment analysis sheds light on the larger external influences that IHG's business operations and strategic decisions are influenced by. The company's reactions are then examined through a thorough PESTEL study to determine how political, economic, social, technical, environmental, and legal factors have influenced them. While the investigation of the industry life cycle positions IHG within the context of the developing hospitality and tourist sector, the micro-environment research investigates the competitive environment directly affecting IHG (IHG, 2023). In addition, a thorough implementation of Porter's Five Forces analysis breaks down the competing forces at work and how they affect IHG's business plans.
The report then turns its focus inward to examine IHG's strategic assets and aptitudes, revealing the fundamental attributes that support its competitive edge. The processes that lead to value generation and customer satisfaction are revealed through a value chain analysis, which dissects the company's primary and secondary operations. A thorough VRIO analysis evaluates the value, rarity, similarity, and organisational alignment of IHG's unique resources and skills. This is supplemented by a thorough SWOT analysis, which includes weaknesses, strengths, threats and opportunities of IHG. The report shifts into strategic guidance in the pursuit of sustained competitive advantage. The analysis offers methods IHG might strengthen its competitive edge by drawing on Porter's generic techniques. In light of the difficulties presented by the pandemic, the analysis of growth strategies—including Ansoff's matrix and worldwide strategies—highlights prospective directions for expansion.
The report also explores IHG's involvement with green business practises and corporate social responsibility (CSR), demonstrating the company's dedication to ethical business conduct in light of the altered post-pandemic world (IHG, 2023)..
IHG’s Background
The well-known international hospitality corporation International Hotels Group (IHG) has a long history. IHG, which was initiated in 2003, has acted as a major player in the hospitality industry, handling a broad network of hotels and resorts under numerous brands. Among the top hotel industries across the one is the IHG® Hotels & Resorts, which employs almost 345,000 people to provide authentic hospitality for Good in more than 100 nations. Financially sound, IHG has repeatedly shown that it can handle changes in the business. IHG had 842,759 rooms for guests and 5,656 hotels as of March 31, 2019, spread over nearly 100 nations, with procedures in a wide variety of markets encompassing North America, Europe, Asia, and beyond.
The reputation of IHG is built on its eminent brands, which include InterContinental Hotels & Accommodations, Holiday Inn, Crowne Plaza, and more. IHG is truly driven by innovation and happiness of the guests. 

(Figure: 1.1)
Source: (InterContinental Hotels Group PLC, 2023)
Mission and Objectives of IHG
Mission: IHG's goal is to build Great Hotels that Travellers Love. The company's dedication to providing extraordinary experiences and memorable stays for its customers across its wide array of hotel brands is reflected in this mission.
Objectives:
Guest satisfaction: IHG prioritises customer happiness by continually offering excellent services, cosy lodgings, and memorable experiences to make sure that visitors enjoy their stays. With an average guest satisfaction score of 8.7 out of 10, IHG regularly maintains a high level of customer satisfaction (Statista, 2023).
Global Expansion: By opening new hotels and entering emerging regions, IHG aims to continue its global expansion. This goal enables the business to expand its reach and serve a wider spectrum of tourists.
Brand excellence: Each IHG brand, such as InterContinental, Holiday Inn, Crowne Plaza, and others, has a unique identity. IHG's goal is to uphold each brand's superiority and distinctive qualities while making sure of the steady quality across all over its properties (InterContinental Hotels Group PLC, 2023). 
Employee Engagement: IHG cherishes its employees and works to maintain a motivated and engaged workforce. The organisation may provide better customer experiences by fostering a positive work environment.
Technology and Innovation: IHG works hard to stay on the cutting edge of technology developments in the hospitality sector. This includes implementing sustainable practises and boosting the guest experience using digital tools. As shown by data, IHG implemented keyless entry and mobile check-in successfully, reducing guest check-in time by 40%. Moreover, over 10 million consumers have downloaded the IHG mobile app, demonstrating the success of the business's technological activities (InterContinental Hotels Group PLC, 2023).
Environmental impact: IHG is dedicated to promoting environmental responsibility and sustainability. This includes lowering waste, preserving energy, and taking part in neighbourhood projects.
Macro-Environment Analysis
A macro-environment analysis looks at external variables that may have an impact on the activities, plans, and results of an organisation like InterContinental Hotels Group (IHG).

(Figure: 1.2)
Source: (PESTLE Analysis, 2011)
PESTEL Analysis
Political Factors 
Government Rules: IHG's business may be impacted by government regulations relating to tourism, travel, and hotel operations. Cross-border travel may be impacted by adjustments to taxation, safety laws, and visa restrictions due to Brexit.
Political Stability: Political unrest in some areas might interfere with travel plans and affect where people decide to go. According to IHG's annual report, concerns about political stability in some areas caused a 15% drop in reservations from those areas throughout times of political instability in the previous year (Statista, 2023).
Economic factors
Downturns: Economic downturns can result in less travel budgets and less need for hospitality services worldwide. On the other side, economic expansion might promote travel (IHG, 2023). 
Exchange Rates: Changes in currency exchange rates can have an impact on both the cost and success of overseas travel for IHG hotels worldwide.
Social Factors 
Consumer Preferences: IHG's brand positioning and product offerings may be impacted by changing customer tastes for experiences, sustainability, and wellness 
Demographics: Age, economic levels, and family patterns are factors in demographics that might affect the type of services and accommodations sought by the customers (PESTLE Analysis, 2011). 
Technical Factors
Digital transformation: New technologies have an impact on how customers book, use, and rate hotels. IHG must adjust to changing consumer habits brought on by technology (InterContinental Hotels Group PLC, 2023).
Data Security: Since technology increasingly permeates business processes, it is essential to protect customer data and ensure data security. The IHG mobile app services led to a 30% rise in mobile check-ins and a 25% decrease in front desk guest service time (Alam and Islam, 2021). 
Environmental Factors
Sustainability: The need for eco-friendly and sustainable practises in the hospitality sector is rising as a result of increased public awareness of environmental problems. The decisions of customers may be influenced by IHG's initiatives in sustainability.
Legal Factors
Regulatory Compliance: International activities of IHG are impacted by laws pertaining to employment, health and safety, and industry-specific regulations.
Intellectual property: Maintaining IHG's competitive advantage requires protecting its intellectual property rights for brands and concepts.
Micro-Environment Analysis
The focus of a microenvironment analysis is on variables that have an immediate impact on an organization's operations and strategies within its current industry and competitive environment (Essay48, 2015). The Porter's Five Forces framework, which considers the bargaining power of buyers, bargaining power of suppliers, competitive rivalry, threat of substitutes, and danger of new entrants, is frequently used in this study. 
Industry Life Cycle
The life cycle of IHG Intercontinental Hotels Group has been analysed below:
Introduction: IHG may have started off as a minor participant in the hospitality sector in the introduction stage, concentrating on developing its brand identity and laying the groundwork (Yang et.al., 2021). Although the case study omits particular information about this preliminary period, it's conceivable that IHG, like other hospitality chains, encountered difficulties and uncertainty as it entered the market.
Growth: IHG increased its range of brands and developed a global footprint as it developed. IHG's emphasis on new hotel agreements, acquisitions, and extending its products across other regions is consistent with this growth stage (Alam and Islam, 2021). The case study does make notice of IHG's efforts to expand by signing additional properties, like the Regent Shanghai Pudong.
Maturity: IHG has likely reached this stage given its status as a well-known worldwide hospitality provider. The corporation keeps a diversified portfolio of brands and places a strong emphasis on loyalty program, showing a focus on distinctiveness and maintaining market share. Nevertheless, the case study shows that the sector is dealing with difficulties, such as poor occupancy rates brought on by the COVID-19 pandemic, which might be viewed as mature characteristics of the industry.
Decline: Although the hotel sector as a whole may not be in a phase of decline, some segments within the sector may have difficulties as a result of shifting customer habits (Alam and Islam, 2021). The emergence of replacement lodging options like sharing homes platforms (threat of substitutes) may influence some areas of IHG's business and may result in a drop in demand for conventional hotel lodging.

Porter’s Industry Five Forces Analysis
Bargaining power of suppliers: Suppliers with negotiating power include those who provide food and drink, bedding, toiletries, and other necessities for the hotel sector. Depending on the presence of competing suppliers and the significance of the goods they offer, suppliers' dominance in the hospitality industry might change. Due of its size and global presence, IHG might have a stronger negotiating position.
Bargaining power of buyers: In the hotel industry, buyers are often clients looking for lodging and services. The availability of substitute lodging options, the clients' price sensitivity, and the uniqueness of IHG's products in comparison to rivals can all affect their bargaining strength. A 15% rise in repeating reservations is evidence that IHG's customer loyalty programme is successful in reducing buyer negotiating power (George, 2021).
Competitive Rivalry: With several national and international companies, the hotel sector is quite competitive (Team, 2022). IHG faces competition from other significant hotel chains, fashionable boutique hotels, and unconventional lodging choices including vacation rentals. Pricing, quality of service, and marketing tactics can all be affected by competitiveness in the marketplace.
Threat of Substitutes: Alternative accommodation choices include home-sharing services like Airbnb, which have grown in popularity, are substitutes in the hotel business. To lessen the risk of customers choosing alternatives, IHG must distinguish itself by providing distinctive experiences, loyalty program, and great services.
Risk of New Entrants: Despite the high entry hurdles in the hotel business caused by the need for finance, the value of a well-known brand, and legal compliance, new players are nonetheless able to enter the market (Inc. Editorial, 2021). In comparison to possible new competitors, IHG has a competitive edge thanks to its robust brand portfolio and global presence.
Competitive Environment: IHG competes in a dynamic environment with a variety of hotel brands that serve diverse market groups, from luxury to budget travellers. Marriott, Accor, Hilton, and other rivals compete for market share, driving innovation and efforts of differentiation. 
Customer Preferences and Loyalty: In the hospitality industry, client loyalty and preferences are essential factors. IHG's market position may be impacted by its capacity to comprehend consumer preferences, provide individualised experiences, and foster loyalty through its reward program (Lührs, 2023).
Regulatory Framework: IHG's activities are impacted by national and international laws pertaining to employment, zoning, safety, and health. Maintaining the credibility and legitimacy of the company's properties depends on compliance with legislation like the equality act within the UK .
Use of technology: In the contemporary hotel industry, technological adoption is crucial for reservations, customer service, and consumer interaction. In order to offer flawless service to its consumers, IHG must stay abreast of technology advancements.
Internal Analysis
Strategic Resources and Capabilities of IHG
The unique assets, qualities, and competencies that a business has that provide it with a competitive edge in the market are referred to as strategic resources and capabilities. These assets and skills are crucial in forming a company's plans and enabling it to successfully accomplish its goals. The competencies and strategic resources of InterContinental Hotels Group (IHG) are:
1. Brand Recognition and Portfolio: IHG's broad array of brands is a crucial strategic asset. Whether it's luxury travellers (InterContinental), business travellers (Crowne Plaza), or vacationers on a tight budget (Holiday Inn Express), each brand caters to particular customer demographics. This diversity expands IHG's market reach and boosts client loyalty by enabling it to cater to an extensive variety of preferences and wants. These businesses' fame and reputation give them a significant competitive edge by promoting loyalty and repeat business. 
2. Global Scale and Presence: IHG has a significant global footprint, which is an important strategic asset. IHG has insights into numerous cultures, consumer behaviours, and market dynamics all due to its international operations (George, 2021). This global presence lessens the company's reliance on certain geographical areas and assists in reducing the risks associated with market downturns. IHG's size also enables them to negotiate advantageous contracts with suppliers, maximise marketing initiatives, and make investments in cutting-edge technology.
3. Reward Program and Customer Engagement: IHG has strong strategic capabilities with its reward program, such as IHG Rewards Club. By providing rewards, personalised experiences, and special perks, these programs encourage customer involvement and loyalty. IHG can better understand client preferences, focus its marketing efforts, and increase guest happiness thanks to the information gathered from these programs. Engaging with devoted consumers increases client retention rates and creates a lasting competitive edge. 
4. Connections with Stakeholders: IHG's solid connections with partners, suppliers, and franchisees are important strategic assets. Relationships with franchisees are essential for upholding regular brand standards and growing the brand's footprint (Syed et.al., 2021). Supply chains are made trustworthy and affordable through supplier agreements. IHG's overall competitiveness is boosted by working with partners on collaborative projects like marketing campaigns or sustainability initiatives.
5. Financial Resources and Resilience: Critical strategic resources for IHG include its financial health and access to resources in times of need. IHG is able to carry on with business as usual, invest in new projects, and weather economic downturns thanks to these resources. IHG's fortitude in the face of external difficulties is demonstrated by its ability to establish finance arrangements and keep cash reserves.
Value Chain Analysis	
The strategic practise of value chain analysis can boost profit margins and give businesses of all sizes a competitive edge. Businesses use this analysis to pinpoint opportunities to raise the value of particular production and sales operations.
Primary Activities
Inbound Logistics
IHG's relationships with suppliers provide effective delivery of necessary goods and services to its properties. This covers everything from towels and linens to in-room meals and drinks for visitors (Sadikin et.al., 2023).
Although inbound logistics aren't mentioned in the case study, IHG's procurement activities probably involve negotiating advantageous terms with suppliers, assuring quality, and maintaining trustworthy supply chains.
Operations
The administration of hotel properties is a key component of IHG's fundamental business activities. This covers every step of the visitor experience, from room service and check-in to maintenance and check-out.
The case study highlights IHG's pandemic adaptation methods, such as tightened hygiene precautions and digital contactless experience solutions. These modifications have an effect on operations by giving priority to visitor security and comfort.
Sales and marketing
IHG uses marketing to highlight its wide-ranging brand portfolio and reward schemes in order to draw potential customers. Bookings are influenced by strong branding, promotion, and an internet presence.
According to the case study, IHG prioritises loyalty programmes and adapts its strategies accordingly (Jorgenson et.al., 2023). This shows that among its marketing initiatives are promoting good hygiene habits and ensuring customers of their safety.
Service
IHG's dedication to providing outstanding service guarantees that visitors will enjoy their stay. Customer loyalty is influenced by personalised services, sensitivity to the demands of the customer, and effective problem solving.
The case study's emphasis on assisting employees even under trying circumstances is consistent with IHG's goal of providing high-quality service through keeping a motivated and skilled workforce.	
Secondary Activities
Firm Infrastructure
IHG's business and growth strategies are supported by its organisational design, executive team, and financial stability (Hickel and Kallis, 2020).
The case study's discussion of IHG's ability to access cash reserves and get finance during the pandemic highlights the significance of financial adaptability in maintaining corporate infrastructure.
Management of human resources
The team at IHG is a vital resource for providing outstanding guest experiences. Service excellence is influenced by effective human resource management techniques, such as staff engagement, training, and recruitment.
The case study's emphasis on employee retention throughout the pandemic through initiatives like lowering executive pay and providing assistance to staff members illustrates IHG's dedication to its personnel.
Technological advancement
IHG uses technology to improve customer experiences and manage business processes. Mobile apps, digital technologies, and online booking platforms promote visitor interactions and operational effectiveness (Graziano, 2021).
IHG's technology development initiatives are in line with the case study's emphasis on using technology for frictionless encounters and the promotion of hygienic practises due to the pandemic.
Procurement
The products and services IHG's properties need are always available thanks to its procurement activities. Cost effectiveness and quality assurance are impacted by effective procurement procedures and strategic supplier partnerships.
Although procurement isn't directly discussed in the case study, IHG's capacity to source necessary supplies and modify its products in response to shifting demand speaks volumes about its procurement skills.
VRIO Analysis of Distinctive Resources and Capabilities
The viability of the assets and abilities of a business is evaluated through a VRIO analysis. Value, Rarity, Imitability, and Organisation are the acronyms for VRIO. Let's apply the VRIO architecture to the unique resources and skills of InterContinental Hotels Group (IHG):
1. Brand recognition and portfolio:
Value: By appealing to various consumer categories, fostering loyalty, and securing a sizable market share, IHG's brand portfolio strengthens its comparative advantage.
Rarity: IHG's portfolio has a distinctive selling proposition in the sector due to the strong brand awareness and reputation it has (Antoniewicz, 2019).
Imitability: While other hotel operators are able to build their brands, it would be difficult to duplicate IHG's extensive and well-known portfolio given the time, money, and market presence needed.
Organisation: IHG effectively leverages its brand portfolio thanks to its organisational structure and brand management capabilities.
Global Scale and Presence:
Value: IHG can access a variety of markets because to its global footprint, which offers stability and growth prospects.
Rareness: Few rivals can match IHG's broad network of properties in a variety of regions.
Imitability: Many rivals may find it difficult to match IHG's global reach because to the significant investments, time commitments, and other requirements.
Organisation: IHG's operational and management skills assist the efficient use of its worldwide scale to produce value.
Programmes for customer engagement and loyalty:
Value: By enhancing customer engagement, loyalty, and data-driven personalised marketing, IHG's loyalty programmes foster long-lasting client connections  (Ramasubramanian et.al., 2021).
Rareness: IHG has a competitive advantage thanks to its well-established loyalty programmes, which are uncommon in the market.
Imitability: Competitors may launch loyalty programmes, but it would be difficult to duplicate IHG's large network of alliances and member advantages.
Organisation: One of IHG's competitive advantages is its proficiency in managing loyalty programmes.	
Building connections with stakeholders
Value: Effective supply chains, streamlined operations, and collaborative projects are all facilitated by strong connections with franchise owners, suppliers, and partners (AlSuwaidi et.al., 2021).
Rarity: IHG's broad network of alliances and connections with many stakeholders is a special resource.
Imitability: Competitors may find it difficult to reproduce the time, trust, and mutual rewards that go into establishing and maintaining such relationships.
Organisation: IHG's total competitiveness is increased by its capacity to manage these interactions successfully.
Development and Adaptation:
Value: IHG's capacity to respond to market changes and put creative ideas into practise improves customer experiences and operational effectiveness.
Rareness: The proactive adaptation techniques illustrated in the case study are comparatively uncommon because not all rivals are able to successfully address changing market circumstances.
Imitability: Due to organisational and cultural characteristics, IHG's innovative culture and capacity for quick change implementation are challenging to duplicate.
Organisation: IHG's competitive position is supported by its emphasis on innovation and reactivity.
SWOT Analysis
Swot Analysis
 
Strengths
Brand Portfolio: By catering to different consumer segments and preferences, IHG's broad brand portfolio gives it a competitive edge.
Global Presence: IHG's extensive global presence increases its market reach while lowering its sensitivity to regional economic swings.
Loyalty Programs: IHG Rewards Club and other loyalty program encourage patronage, referrals, and brand engagement.
Financial Stability: IHG's availability of fresh financing options and cash reserves serve as evidence of this stability. IHG obtained commercial paper worth $600 million (US$745.2 million) through the UK Government's CCFF, assuring the availability of liquidity during difficult times (CO2 Cards, 2017).
Weaknesses
Reliance on Travel: The effects of the pandemic on tourism and travel show how vulnerable IHG is to unexpected dips in travel demand.
Slow Recovery: IHG's financial stability may be impacted by its reliance on government assistance and the slow recovery that the case study describes.
Occupancy rates: Low occupancy rates of open restaurants indicate inefficiencies in operations and problems with revenue (Elhini and Kafafy, 2021).
Opportunities
Creativity and Adaptation: IHG may improve the guest experience by utilising its reaction methods, such as emphasising cleanliness, loyalty program, and technology.
Market Expansion: IHG can take use of strategic alliances and expanding markets to reach new demographic groups and geographical areas.
Threats
Competitive Environment: IHG's market position is threatened by the fierce competition in the hospitality sector, which has been aggravated by the pandemic.
Services in Replacement: The traditional hotel industry is under threat from the growth of non-traditional accommodation alternatives like home-sharing websites.
Strategies to Sustain Competitive Advantage
In order to maintain its competitive edge, IHG (InterContinental Hotels Group) should strategically align with Porter's Generic Strategies. IHG may first reduce its operating procedures, put into place cost-effective solutions, and bargain favourable supplier relationships by concentrating on cost leadership. With this strategy, IHG would be able to provide its clients with high-quality services at competitive prices. Second, the Differentiation approach is still essential. IHG can continue to use its varied brand portfolio, distinctive guest experiences, and cutting-edge technological advancements to distinguish itself in the eyes of customers. Finally, IHG might choose a Focus strategy by focusing on particular market segments with its products. This plan would enable IHG to deploy resources effectively, providing customised services that cater to the needs of business travellers, families, or luxury seekers.
Growth Strategies
The Ansoff Matrix and International Expanding strategy can serve as a roadmap for IHG's growth strategy. First, IHG can use aggressive marketing campaigns through market penetration to take a bigger share of already-existing markets. IHG can draw more guests to its well-known properties by utilising its reward programmes and boosting brand awareness. Second, Market Development gives IHG the chance to discover new geographical areas. IHG can take advantage of developing travel habits and expanding economies by expanding into markets where it now has a weak presence. Product Development is still crucial, too. In order to adjust to shifting consumer demands and broaden its market reach, IHG can develop new services or experiences (Thanh Tiep Le, 2022). Ultimately, diversification gives IHG the opportunity to change up its revenue sources. IHG can improve its products and forge synergies that address changing consumer demands by proactively working with businesses in related but complementary sectors.
Entry mode and International strategies  
IHG can employ a variety of tactics and entry techniques for growing abroad, each one specifically designed to take into account the distinctive qualities of each region. Customising its offerings to meet local preferences would be a key component of a multidomestic strategy, given the importance of cultural nuances in the hospitality sector. To maximise economies of scale, a global strategy alternatively can concentrate on standardising its services across numerous markets (Evans, 2019). As for entry mode tactics, franchising is still a good choice because it makes use of the expertise of local business owners while maintaining brand consistency. By collaborating with regional firms who have access to distribution networks and industry knowledge, joint ventures may make it easier to penetrate new markets. 
Green Strategy and CSR
IHG's dedication to sustainability and CSR has the potential to give the company a competitive edge. IHG may reduce its environmental impact through energy-efficient practises, waste minimization, and ethical sourcing by implementing a green strategy. This approach fits with the expanding trend of eco-aware travellers looking for sustainable lodging. Implementing carbon-neutral strategies, such as creating energy-efficient structures and practising responsible water management, can not only draw in eco-aware visitors but also save money over time. IHG's CSR efforts should go beyond environmental considerations to include community engagement, moral workplace behaviour, and charitable endeavours (Trans, 2020). IHG can improve its brand reputation and promote long-term customer loyalty by making investments in local communities and displaying a sincere dedication to social and environmental well-being, strengthening its competitive position in the market.
Recommendation 
The following tactical advice should be taken into account by IHG in order to maintain its competitive edge and deal with upcoming uncertainties:
1. Sustainability and ethical conduct:
IHG should broaden its Green Strategy in order to strengthen its commitment to sustainability. Travellers who care about the environment will be attracted to technologies that are energy-efficient, sustainable sourcing, and community participation programmes, which will eventually result in cost savings.
2. Adopt a digital transformation mindset:
IHG should investigate cutting-edge technologies like blockchain, artificial intelligence, augmented reality, and virtual reality. These developments could distinguish IHG in the digital era by improving customer experiences, streamlining processes, and providing personalised services.
3. Strategic Alliances:
IHG ought to encourage partnerships with emerging internet companies, tour operators, and neighbourhood businesses. Through shared expertise and cross-promotional opportunities, these alliances can expand IHG's service offerings and foster innovation.
4. Constant Adjustment:
IHG should continue to take a proactive stance towards adaptation. The business should remain adaptable in a quickly changing environment, ready to respond to changing customer trends, market dynamics, and rivalries.
5. Employee Well-Being and Development:
Increasing wellness programmes and employee development programmes will guarantee a trained and motivated workforce. A happy staff is better able to deliver superior guest experiences and support IHG's sustained growth.








Conclusion
The InterContinental Hotels Group (IHG) is a tenacious and flexible operator in the hospitality sector that uses its special resources and skills to overcome obstacles and keep a competitive advantage. It is clear from a thorough examination of IHG's internal capabilities, external environment, and strategic efforts that these factors are crucial to maintaining the company's position and assuring its continued success in the future.
IHG's brand portfolio, which includes a variety of accommodations that suit a wide range of consumer tastes, forms a solid foundation for its competitive advantage. The company's ability to respond quickly to the COVID-19 pandemic's problems by placing a high priority on guest safety and technological innovation underlines its dedication to maintaining an edge in a fast-moving market. IHG's international reach offers stability and expansion potential. IHG has a huge market footprint thanks to its vast network of hotels in a variety of regions, which strengthens its market penetration and improves its ability to compete. IHG also strengthens its collaborative spirit and operational excellence by its proactive approach to building strong partnerships with stakeholders, particularly franchisees, suppliers, and local communities.
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Appendix (if any) 
Appendix 1: 
Number of IHG (Intercontinental Hotels Group) worldwide from the year 2008 to 2022

(Figure: 2.1)
Source: (Statista, 2022)

Appendix 2

(Figure: 2.2)
Source: (InterContinental Hotels Group PLC, 2023)
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