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Executive Summary
This report reveals that IHG is a pioneer in sustainability in the hospitality industry, where it has addressed both the ecological, social, and economic aspects. This strategic plan defines aggressive targets for emission reduction, career enhancement, and funding.. This, of course, enables IHG to achieve both operational effectiveness and flexibility in the context of change.
The change management that the company has undertaken in the wake of the COVID-19 pandemic, by the McKinsey 7-S Model and Kotter’s 8-Step Change Model, proves that the company knows how to adapt. IHG future course of action in terms of the BCG matrix can be seen by focusing on the Stars' which are the businesses with high growth rates and high market
Compared to its peer Marriott International, IHG has a smaller geographic presence and a more limited range of brand names. However, both companies have focused on technological development and sustainability. The suggestions for IHG are to increase the pace of technological innovation, diversify into niche segments, focus on environmental concerns, forge alliances and associations, and invest in staff development.
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[bookmark: _Toc168087171]Introduction
As the whole world becomes more sensitive towards environmental issues, there is a visible change in the hospitality and hotel industry towards sustainability (Cerchione and Bansal, 2020). The purpose of this report is to look at how IHG has integrated sustainability into its strategic plan and discuss the theory behind the theories adopted based on the organisation’s goals, structure, and culture. It explores recent change management programmes and evaluates current and future growth plans through tools like the Blue Ocean and BCG. To show competitive advantages, the company’s analysis is compared to the main rival Marriott International. Lastly, reports provide a roadmap of recommendations that IHG should implement to enhance its leadership in sustainable hospitality. 
[bookmark: _Toc168087172]Organisational Goals, Structure, and Culture
[bookmark: _Toc168087173]Organisational Goals
IHG company strategic objectives encompass broader concerns of the firm such as environmental, social, and economic sustainability (Fuchs, 2022). Their interest in sustainable development is reflected by the goal of eliminating greenhouse gas (GHG) emissions of 46% by 2030 which is specific and ideal with the developments taking place worldwide. In the social context, the strategies are designed to generate significant career opportunities, enhancing the relevant skills of 30,000 people per year by 2030 an objective that confirms the organisation’s dedication to people development within the context of the hospitality industry (Bastias, 2022). Economically, they aim for a steady retention of annual revenue growth through market penetration and improved operational efficiency thus presenting ambitious, concrete, and quantifiable objectives drawn under this broad economic aim. 
[bookmark: _Toc168087174]Organisational Structure
IHG can be categorized as an intricate and complex organisation with a diverse structure that does not fit into any single category (IHG, 2020). The concept is partly based on different steps of Mintzberg’s Five configurations, with their application depending on required tasks and situations. 
At the unit level, small IHG hotels may operate at a considerably more basic level of organisation. This strategic model emphasizes a focused authority structure and a rapid line of authority, thus making it efficient in addressing day-to-day dynamics (Mullins and Dosser, 2013). On the other hand, a big hotel like InterContinental tends more toward the professional bureaucracy, whose decision-making is left to expert performers such as general managers and departmental specialists (Kallio et al., 2020). 
The corporate level shows a divisional structure, it has brands such as Holiday Inn, Crowne Plaza, and Hotel Indigo to appeal to many markets and locations. This approach ensures that specific brands are managed separately and that specific management strategies are employed, which increases operational efficiency and competitiveness (Kryscynski et al., 2021).
However, IHG also has some features of machine bureaucracy organisation, especially concerning production processes that require routine work and dedicated adherence to meet the same level of service delivery in each hotel irrespective of its location (IHG, 2020). This is especially the case with the Holiday Inn and Holiday Inn Express groups of hotels, where concern with operational effectiveness is of considerable importance. 
Furthermore, because of the augmenting changes brought about by technological advancement in the hospitality field, IHG embraces features of adhocracy (D’Souza and D’Souza, 2023). This approach allows creativity, testing, and quick adaptation to changes in the market environment. It is frequently used for projects such as changes to customer experience and digitization programmes (Mullins and Dosser, 2013). 
In its entirety, IHG’s structure can be described as a vast array of flexible organisations, that combine various structures according to the situation needed. 
[bookmark: _Toc168087175]Organisational Culture
Overall, IHG’s organisational culture can be well understood through Hofstede’s Cultural Dimension Theory. The organisation has adopted a more complex cultural strategy by working at the crossroads of different cultural factors. The organisation operates with low to medium power distance where subordinate complies with authority but are encouraged to contribute to the working system (Bohdanowicz and Zientara, 2016).  There is an element of both individualism and collectivism in the organisation (Fatehi et al, 2020). Although individual efforts are valued and rewarded, IHG still emphasizes the importance of group cooperation regarding the provision of flawless and high-quality services in its various brands. 
From the result, IHG has high scores for dimension uncertainty avoidance, where a company is concerned about the stimuli that affect its environment and strives to control those stimuli using acknowledging order and routine and by establishing norms and procedures (Schmitz and Weber, 2014). This makes it possible to have high reliability in operations, plus predictability and consistent quality throughout its operations and undertakings globally. 
It also fosters a moderate environment where the drive to win known as masculinity and quality of life, known as femininity, are both important aspects. It aims to deliver quality services with a balanced focus on employees and their needs for proper work-life balance. Sustainable development gives IHG a long-term perspective in its strategic planning efforts. This is evident in its lofty environmental sustainability objectives and commitment to creating career advancement paths for its workers, both of which show concern for future prosperity and the public good (Ganesh and Paramasivam Ganesh, 2014). 
[bookmark: _Toc168087176]Recent change initiatives
The change initiatives during the COVID-19 pandemic in IHG are explained by the McKinsey 7-S Model (Mullins and Dosser, 2013). 
•	Strategy: Innovating new practices and policies to address pandemic issues, especially health, cleanliness, and contactless experience for guests and employees (Fuchs, 2022). 
•	Structure: Continued decentralization to maintain divisional to encourage brands and properties to seek local strategies where necessary. 
•	Systems: Implemented individual cleaning measures, non-contact solutions, and a flexible cancellation policy to improve this experience.
•	Shared Values: Prioritized hospitality, trust, and care to ensure all employees in the company have a strong sense of purpose and togetherness (Fuchs, 2022). 
•	Skills: Promoting training and development to acquaint staff with new procedures and increase their competence. 
•	Style: Implemented such characteristics as promoting teamwork, information sharing, and decentralized leadership for the sake of flexibility (Guzzo et al., 2021).
•	Staff: Ensured the staff receives constant support and resources which foster healthy morale and motivation (Fuchs, 2022).
Thus, understanding the change around the organisation and taking initiative is important for any organisation to adapt to the changing world and take strategic action to take over the competitor.

[bookmark: _Toc168087177]Change Management 
By using Kotter’s 8-Step Change Model, it will be possible to identify the efficiency of IHG in terms of change management (Laig and Abocejo, 2021). 
•	Create Urgency: The Time for Change was brought out dramatically during the pandemic breakout stressing more safety and flexibility (Mayo, 2021). 
•	Form a Powerful Coalition: To ensure the guests’ safety, IHG’s leadership worked with healthcare professionals and other partners to introduce new protocols (IHG, 2020). 
•	Create a Vision for Change: The vision represented by the company revolved around safety and flexibility in hospitality, which would foster guest trust and repeat business. 
•	Communicate the Vision: The vision was disseminated in various ways such as through official statements, on social media platforms, and inside contractual premises (Fuchs, 2022). 
•	Remove Obstacles: Resistance to change, either through antiquated methods being used or the unwillingness to adapt to digital, was countered through training and coaching. 
•	Create Short-Term Wins: Sustainable change or milestones such as positive guest feedback on new hygiene measures and higher utilisations of digital services (Mayo, 2021). 
•	Build on the Change: They received constant feedback and made adjustments according to the latest practice to make sure those changes were more effective (Guzzo et al., 2021). 
•	Anchor the Changes: The new practices were incorporated into IHG’s policies and corporate culture making the solution permanent.

[bookmark: _Toc168087178]Analysis of Current Strategies 
IHG is strategically trying to carve out peripheral niches and realign value offers in the hospitality space, as seen by the Blue Ocean Strategy in the framework of its current tactics. 
By catering to hitherto untapped consumer demographics, these brands also provide services that diverge from conventional hotel services, hence getting more customers and lesser sector rivalry (Boddy, 2014). 
Value Innovation: Another characteristic of Blue Ocean Strategy is value innovation. It is the focus on investment in new technologies (Leavy, 2018). IHG is in a position to improve guest experiences through this efficiency and improve costs in the process through the help of data analytics and AI. This approach helps the company to deliver better value propositions to customers while maintaining acceptable standards of quality and cost. 
Eliminating and Reducing: Elimination and reducing means a top understanding of customers’ needs (Papazov and Mihaylova, 2016). For example, Holiday Inn targets customer value by cutting on the extras and delivering value-focused experiences tailored for price-sensitive travelers. 
Creating and Raising: Focusing on digital presence and sustainable practices, IHG is set apart from the rest of its rivals. For example, the IHG Green Engage system embodies the firm’s environmental stewardship and appeals to a rising population of environmentally sensitive tourists – thus providing new sources of value within the industry. 
[bookmark: _Toc168087179]Future Growth Strategies 
Stars: High market share coupled with a high growth rate (Boddy, 2014). These are successful products in growing markets to sustain their position and capitalize on growth prospects, much needs to be invested (Mohajan, 2017). The company should heavily fund these brands to sustain the growth and profitability streams. This could mean exploring new segments, improving guest satisfaction, and exploring new ways of tapping technology to revolutionize the business.
Cash Cows: In this case, the company has a high market share, but the product does not display an impressive growth rate as well. These are well-established products that inception more cash than they take, to fund the other segment of the commerce (Hossain and Kader, 2020). To enhance the profitability of these hotels IHG should continue to ensure that the hotels maintain a strong brand image, while at the same time ensuring that they are run efficiently.
Question Marks:These product categories have growth possible, but they need a large amount of investment to take up their market share and convert them into Stars (Boddy, 2014). This could include advertising and promotional strategies, diversification of product portfolios, and partnerships that enhance market share.
Dogs: Low market share and poor growth. These products have low possibilities and could even drain resources instead of producing the expected income. IHG should come up with the right strategies for these brands like divestment, repositioning or select niche markets (Mohajan, 2017).
[bookmark: _Toc168087180]Comparison With Competitors 
Thus, the comparison with a direct competitor, Marriott International, would be helpful.  IHG is operating in almost 100 countries, but Marriott is operating in over 139 countries (Marriott International, 2023). This large network base is advantageous to Marriott in terms of having a broader presence in the world.  IHG is reported to have 20 brands while Marriott has 30 different brands, which makes them have a broader selection to all classes of the market (IHG, 2020). Marriott’s total sales in 2023 were considerably greater than IHG’s, indicating its greater size and outreach. Both companies are concerned with technological advancement. Nevertheless, Marriott has been much more proactive in adopting and implementing complex technologies to create a more efficient image of the organisation and a richer guest experience. IHG and Marriott are two hotel chains that place significant emphasis on sustainability. IHG’s Journey to Tomorrow has the same vision of achieving net zero carbon emissions by 2050 as Marriott’s sustainability plan.
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Conclusion
In conclusion, based on the outlined IHG goals, structure, and culture for sustainability, it can be stated that IHG is at the forefront of the shift in the hospitality industry. In the future, the change in organisational culture and value proposition are well on their way to being achieved and maintained, but to ensure continuous growth the company will have to adapt to the use of age-technology and extend to niches in the market. Therefore, if IHG continues to emphasize sustainability and provide solutions to the growing concern of eco-tourism, it can consolidate its competitive advantage & envision a greener tomorrow for the industry.
















[bookmark: _Toc168087182]Recommendations
Accelerate Technological Adoption: Regarding the current trend, IHG needs to step up the utilization of artificial intelligence and big data, with an emphasis placed on smart rooms. 
· Opening new niche and luxury brands could indeed be beneficial in expanding the IHG portfolio and catering to the market needs at large. 
· Promote sustainability initiatives with higher and clearer short-term goals and targets to provide incentives for more sustainable bookings and to set an example for other travel-related industries. 
· Actively seek and establish a better system of strategic cooperation and investment to push the geographical coverage of IHG, to face Marriott’s huge coverage. 
· Develop effective training solutions to enhance the aptitude, morale, and loyalty of the employees to maintain the highest service quality and efficiency.
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