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[bookmark: _Toc159077328]Introduction
Every business organisation has different organisation structure, culture, and goals. An effective organisation structure, and positive organisational culture help businesses to achieve its goals and objectives (Mullins, 2020). IHG Hotel Group is a well-known British multinational company that operates its hospitality business activities more than 100 countries. It is one of the world’s leading hotel and resort company that successfully deliver high-quality hospitality services to its customers. This organisation has more than 6,231 hotels in different countries (IHG Hotel, 2022). This report mainly focuses on to evaluate and audit organisation structure, culture, and goals of IHG Hotel Group. Handy’s four classes of culture theory will be used to identify the organisational culture of IHG Hotel Group. Along with that, this report will analyse the recent change initiatives that was taken by this organisation as well as its impact and how these were managed. In addition, critically evaluates organisation’s strategic direction and current business performance of IHG Hotel Group.


[bookmark: _Toc159077329]Organisation Structure, Culture, and Goals of IHG Hotel Group 
IHG Hotel Group is a popular multinational hospitality company that operates its business operation using hierarchical organisational structure (Vasić & Čerović, 2018). At the top of the hierarchy is the CEO, who is head of the board of directors. Elie Maalouf is the current CEO of IHG Hotel, and he is responsible for managing overall operations such as set strategy, managing organisational structure, and overall corporate decisions. CEO of IHG hotel’s is responsible to the bord of directors. The board of directors of this hotel are responsible for making decisions, supervise and controls the operations and management of the IHG Hotel (Schwieger et al., 2016).
[image: Unlocking the power of hierarchical organizational structure]
[bookmark: _Toc159067634]Figure 1: Hierarchical Organizational Structure of IHG Hotel 
Source: (Thanh, 2019)
Board of directors of this organisation set policies, strategic guidance, and focuses on to ensure the long-term success of the company. Middle managers of IHG Hotel are the finance manager, HRM manager, front office manager, housekeeping, sales, food, and beverage manager. Middle managers are responsible for setting departmental goals, delegating tasks, maintain effective communication with upper level and follows the directions and decisions that are given by BODs (Ming Kwan & Leo Tong, 2022). Supervisors and team leaders are also found in IHG Hotel structure. They are accountable to the middle managers and responsible for directing line workers and other employees. At the below of the organisation hierarchy are the line workers such as housekeeping workers, receptionist, room service attendants, and food server who directly provide services to the clients.
[bookmark: _Toc159077330]Culture of IHG Hotel
In order to identify and analyse the organisational culture of IHG Hotel Group, Handy’s four classes of culture theory can be used. This model is one of the effective models that has four types of culture such as power, role, task, and personal culture (Brenyah & Darko, 2017). In the power culture, only the most important people and decisions makers in the organisation holds the power. The power remains in the hand of some key people who can make decisions and subordinates must have to follow every direction strictly (Mullins, 2016). The role culture can be found in hierarchical or large bureaucratic companies because decisions making process is slow in role culture. This organisational culture is effective for large corporation that offers successful products and services for a long time. Changes are very slow in the role culture.
[image: Handy's Model of Organisational Culture]
[bookmark: _Toc159067635]Figure 2: Handy's Four Classes of Culture 
Source: (Vigolo et al., 2016)
In the task culture employees are evaluated based on their working performance and judged by the number of problems or issues they solved. In this organisational culture, employee’s talent, creativity, innovation, and skills, are valued and get rewards and motivations based on performance (Janicijevic et al., 2018). Task culture is useful in those businesses whose focuses on problem solving. In the personal culture employee’s skills, innovation, creativity, and talent are considered the most crucial assets of the business organisation. In this culture, workers feel more important rather than organisation and they more concerned about own interests. 
IHG Hotel Group is one of the leading business organisations in the global hospitality industry and it successfully operates its operation in different counties. After analysing its organisation structures and cultures it has been found that overall decisions come from top management, and it has hierarchical structures (Oriade et al., 2021). IHG Hotel maintain formal relationships with its workforce, and it has a stable corporate culture. After evaluating organisational culture of IHG Hotel Group by using Handy’s model it can be said that this organisation follows the role culture.
[bookmark: _Toc159077331]Goals of IHG Hotel
IHG Hotel Group’s primary goal is to bring its brand to life and represents commitment to create difference to its customers, guests, employees, and communities. Their goal is to provide true hospitality in different ways so that guests can get best quality and unique services. IHG Hotel aims on employee development and career progression by providing necessary training, and development opportunities so that they deliver sustainable service and solutions (Lončar & Knežević, 2023). In the global hospitality industry changes are taking place continuously and various trends affects overall hospitality businesses. IHG Hotel goals are to effectively adapts with contemporary trends and changes and provide exceptional service based on customer preference to gain a competitive advantage. IHG Hotel also aims to expand and grow its global hospitality business and increasing the total number of hotels in different countries (Jeong et al., 2022). Along with that, IHG Hotel Group sets goals to promote sustainability practice and ensure environmental well-being. In order to enhancing guests experience, this company aims to incorporate modern technology, ethical sourcing, and personalised services.
[bookmark: _Toc159077332]Current Change Initiatives, Its Influence and How Effectively these were Managed
Hospitality businesses are significantly influenced by ongoing changes and trends. In order to adapt to these changes IHG Hotel take some recent initiatives. Digital transformation is one of the key change initiatives that has been taken by this organisation. IHG Hotel invested in digital technologies like AI, IHG mobile app, automation, online booking, and other smart technologies (Pencarelli, 2019). Digital transformation significantly influences guests experience and helps to stay connected with diverse customer base. This initiative helps IHG Hotel to find more sophisticated and targeted ways to ensure exceptional guest experience. 58% of digital booking were driven by IHG mobile apps in 2022. IHG Hotel efficiently managed its digital transformation and its hotel operation also improved. This organisation effectively managing and updating digital technologies to successfully adapts with digital trends and gain a competitive advantage. IHG Hotel Group takes initiatives to global portfolio expansion through trusted brands so that customers get more choice. In 2022, IHG Hotel Group opened 269 hotels globally in different locations and it has more than 18 hotel brands globally (Barreto & Mayya, 2023). This organisation mainly focuses on to select diverse and attractive brands to meet the needs of all type of guests. This initiative greatly influences IHG Hotel global market value, profitability, brand image, and customer acquisition (Kim et al., 2018). This organisation has earned $3,892m of total revenue in 2022 and $2,907m in 2021. IHG Hotel effectively managing its portfolio expansion initiatives globally and created a strong market position in the global hospitality industry. 
Effective management helps to enhance its brand value and overall business growth. IHG Hotel working on to acquiring more brands to expanding its global operation. This organisation also takes customer centric initiative which emphasise to keeping guests in the heart of everything. This mindset helps IHG Hotel to offer personalised service and greater choice to the guests. IHG Hotel launched “One Rewards” loyalty programme which is the biggest marketing campaign over a decade. This loyalty programme increases the total number of loyal members, almost 12.2m new members were added. This initiative increases the brand loyalty, and IHG Hotel can provide personalised guests experience by ensuring exceptional amenities and tailored services. IHG Hotel group perfectly managed its customer centric initiatives by identifying the actual needs and preferences of the guests. It effectively provides loyalty rewards to its guests that greatly enhanced the number of loyal customers globally. In addition, sustainability initiatives are also taken by IHG Hotel such as reduce waste, water, and energy consumption (Wan et al., 2017). These initiatives enhanced IHG brand reputation, employee engagement, and attract environmental conscious guests. IHG successfully managed these initiatives, in 2022 it reduces 3.4% carbon emissions.
[bookmark: _Toc159077333]Strategic Direction and Current Business Performance of IHG Hotel
Organisation’s strategic direction is the footprints and activities that a business organisation set to achieve its long-term goals and objectives. IHG Hotel has an effective strategic direction which guides this organisation towards its goals. Mission of IHG Hotel is to provide true hospitality and exceptional guests service and experience to its employees, staff, and stakeholders that add value for a long time (Residata et al., 2023). IHG vision is to become the greatest hospitality company in the world by ensuring great employee experience, values, long-term customer satisfaction, and considering the well-being of the earth. Ambition of this organisation is to deliver industry leading growth and ensure sustainably for stakeholders, owners, guests, and society. The strategies of this organisation are creating an exceptional guests’ experiences by using its expertise and scale and grow its brands in the hospitality industry’s most valuable market and segments (Yudhiasta, 2023). Also, create a culture that attracts and retains the best people in the world. IHG Hotel carefully selected KPIs so that it can effectively monitors the delivery of its strategy and long-term success. IHG Hotel has many KPIs such as net room supply, signings, toral gross revenue, and guest love. Currently this business organisation perfectly doing its operation in the global hospitality industry and generates higher revenue by following its strategic direction and planning.
[image: Annual report - InterContinental Hotels Group PLC]
[bookmark: _Toc159067636]Figure 3: Total Gross Revenue 
Source: (IHG Hotel, 2022)
In 2022 this organisation generates total gross revenue of $25.8bn from total rooms and franchised hotel which is higher than previous years (Cvrtak et al., 2022). Total gross revenue graphs indicate that, IHG Hotel generates higher revenue after the COVID-19 pandemic. 
[image: ]
[bookmark: _Toc159067637]Figure 4: Net Rooms Supply of IHG Hotel 
Source: (IHG Hotel, 2022)
IHG Hotel also enhanced its net rooms service in 2022, it increases almost 31,300 rooms in that year which is higher after COVID-19. Increasing the net rooms supply significantly influenced its revenue and profitability. Current business performance of IHG Hotel is satisfactory and this organisation significantly growing its operation and hold strong position in the global hospitality industry. Guest love KPIs metric indicates that more than 78.6% of guests are satisfied with the exceptional services of IHG Hotel in 2022 (Gupta & Agarwal, 2022). In addition, IHG Hotel Group effectively following its roadmap and strategic direction that helps to bring long-term success.
[bookmark: _Toc159077334]Conclusion
IHG Hotel Group is one of the leading hotel and resort business organisation that holds a strong position in the global hospitality industry for a long time. This business organisation has an effective hierarchical organisational structure that helps to direct its workforce to achieve its long-term goals and objectives. This company has strong organisational culture that promotes its reputation. Handy’s four classes of culture model indicates that IHG Hotel has role culture where decisions come from top of the management. IHG Hotel has clear and specific goals, objectives, and strategic direction that help it to take effective initiatives to adapt to changes. Recent initiatives of this hotel directly influence its business performance and they effectively managed these changes. Currently, IHG Hotel greatly generates revenues, enhancing market share, and expanding business globally.
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