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InterContinental Hotels (IHG) is a hospitality company based in Windsor, England and founded by William Bass in 1777. The business operates in more than 6000 properties around the world in upper mid-scale and luxury markets. 
IHG has two forms of organisational structure: the Board, which is responsible for corporate governance, regions and property management. Although it results in duplicated roles and may generate conflicts between homologous roles, it is beneficial since ensures focused development in all areas of operating. Among the company’s values are doing the right thing, displaying care, teamwork, and aiming higher. They can help people to be integrated and join their efforts towards the firm’s goals. One of the IHG’s goals is to grow the number of IHG Academy participants would benefit the staff with more knowledge, skills, and future career development; however, the goal needs to be more specifically measured to track its achievement.
IHG is active in implementing changes, reflected in their initiative to employ people with disabilities at five hotels from Bangkok. Their current progress is estimated at 70% and there are high chances to be successfully completed since other properties adopted the same change.
IHG RevPAR increased with 33% compared to 2022. Recently, they opened new properties in Middle East, where the competition grows since other two leading brands, Hilton and Accor, inaugurated their venues too. The company withdrew from Russia, but its revenue is forecasted to grow by 98% over the next few years.
Their future direction relies on developing the Regent hotels and resorts brand in Europe and providing innovative digital resources such as IHG One Rewards and guest loyalty programmes.
IHG has a great potential to grow and be a leading organisation in the industry.
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Intercontinental Hotels Group (IHG) is one of the most popular hospitality companies worldwide, based in Windsor, England. The origins of the British business date back to 1777, founded by William Bass, and over time it has affiliated with other brands such as InterContinental Hotels, Holiday Inn and Crowne Plaza (IHG, 2023b). In the present, the company’s portfolio comprises more than 6000 properties, targeting upper mid-scale and luxury markets. Mostly, the firm operates under franchise regime, but all stakeholders remain united by the purpose of delivering “True Hospitality for Good”. Also, IHG continues its expansion on each continent, delegating a development team to each area (IHG, 2023a).
This report aims to analyse the IHG’s organisational structure at corporate and individual levels, exploring its culture and objectives. Further, the most recent initiatives for change will be explored as well as their impact and managerial performance. Lastly, it will review IHG’s current business performance and strategic direction.
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According to Mullins (2016), an organisation needs to adhere to a certain form of structure to establish a well-defined set of objectives and responsibilities for employees as individuals and as team. Since the IHG Hotels are located all over the six continents, they adhered to an area division structure (Birkinshaw in Pickford, 2001). The management is divided into Headquarters (the Executive Commitee), continents or regions, areas and units.
This form of organising is advantageous since it enables IHG to approach each territory according to its needs and opportunities. For example, the Development Director for UK and Ireland can focus on improving the services for international tourists while the Development Director in Balkans can extend the brand through franchise agreements. Also, the area division structure leads to achieve increased operational efficiency, improved problem-solve and customer communication, and flexible market strategies (Chen, 2018). Therefore, specialised people are engaged to reach higher results and more employment opportunities are wider created. However, this strategy may be disadvantageous for IHG since it requires high costs generated by duplicated costs and functions (King and Lawley, 2022). Also, each regional manager may tend to take decisions for the benefit of his/her own unit rather than considering it and other units as the whole IHG company. Therefore, decision-making conflicts may occur between leaders at the same level. To minimise these negative effects of multiple powers, excellent communication skills between the parties, cooperation and knowledge-sharing must be considered (Simbine and Tukamushaba, 2020). 
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 Buchanan and Huczynski (2019) defined the organisational culture as a set of beliefs, values, and standards which guide the employees’ thoughts and behaviours toward others both inside and outside of the enterprise. IHG Board support the employees’ adherence to the organisation’s culture through employee surveys, diversity and inclusion reports and staff resource groups (IHG, 2022).
 According to Groysberg et al. (2018), IHG fits into the Purpose cultural style due to its core values such as doing the right thing, displaying care, teamwork, and aiming higher. This culture style can encourage sustainability implementation into an IHG hotel’s operations or increase inclusion between employees from different nations. However, IHG can display a strong culture only if the individuals agree with the business’ principles and display an emotional attachment to them (O’Reilly, 1989). IHG should develop more practical strategies to create a strong culture since they seem more inclined to evaluate employees' perceptions rather than empowering them with knowledge or strategies. For example, Marriott Hotels ensures the inclusivity promotion by training the leaders first to be inclusive (Amire, 2022). Therefore, the leadership staff can motivate others and stand for this value through their own model since leaders’ actions and beliefs have a great impact upon people’s behaviour (Shields and Hesbol, 2020). 
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IHG University has been recently launched by the hospitality company to empower its staff with new skills and career development opportunities (IHG, 2023). The organisation proposed to raise awareness about it to increase the number of internships for 2023. According to Fletcher, Alfes, and Robinson (2018), learning new abilities and engaging in professional development contribute to employee job satisfaction. This would benefit IHG thorough improved performance and increased intention to stay. Moreover, retaining talented and competent staff can enhance the guests experience and promote the brand success. However, the IHG should consider Doran’s (1981) SMART goal formulation and consider a targeted number of participants to clearly measure and demonstrate successful goal achievement. Also, it should be formulated more specifically to prescribe the methods of sharing the opportunity and how they intend to reach the employees to ensure equality of access.
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Change implementation is an indispensable action that must be taken when a hotel cannot meet its goals or standards. Circumstances such as technological innovation, economic turbulences, access to new knowledge and aggressive corporate environment constrain businesses to design new operations or tactics to remain able to achieve its objectives (Abdi and Chakor, 2022). Moreover, failure of change initiatives or inconsistent implementation can lead to diminished productivity or morale and ultimately, to organisational collapse. Although IHG focuses on development of the brand at the corporate level through extending the portfolio, there is a recent change initiative to employ people with disabilities at five hotels in Bangkok, Thailand (IHG, 2023e). This initiative would benefit the organisation since it provides diversity and inclusion at the workplace and potentially covers the severe staff shortage that affects the industry (Liu-Lastres, Wen and Huang, 2023). Moreover, Holger (2019) found that the diversity and inclusion initiatives provide increased chance of talent acquisition, better financial results and staff retention. 
According to Lewin’s (1950) model for effective change management, the initial stage of preparation, “unfreeze”, occurred when the IHG signed a partnership with Step, an organisation that provides support for employers to empower people with disabilities at workplace. The next phase, “change” will require the proper implementation of integrating individuals in the targeted hotels from Bangkok. Moor Hall Hotel and Spa, a hospitality venue in Sutton Coldfield, UK, successfully achieved the same objective of employing neurodivergent people (Institute of Hospitality, 2018). About 90% of them have been fully integrated in the organisation. However, there are factors that may discourage the process in the initial phases such as negative attitudes from coworkers or guests and stereotyping (Luu, 2019). Therefore, it is mandatory for IHG to invest in a positive, inclusive work environment to prevent or alleviate any resistance. Also, they need to ensure proper support for disabled individuals’ resilience. Kalargyrou, Barber and Kuo (2018) reported that there is no significant relationship between individuals with disabilities performance and guests’ perception about their service quality. 
The last stage of Lewin’s model (1950) is represented by “freeze” where IHG can consolidate the change to ensure irreversibility. They must review their progress and check the goal fulfillment based on number of integrated individuals, their performance and what strategies can be designed to fill possible omissions (Errida and Lotfi, 2021). Also, they can ensure that the change has been implemented through recognition, appraisal and celebration of success. This can enhance the collective sense of achievement and support a positive image towards diversity.
It has been reported that 70% of IHG venues from South Asia successfully integrated neurodivergent people which reflects an effective change management (IHG, 2023e). Also, the score shows that the change is still in a continuous stage in that region, with different stages of progression. 
Since Bangkok stands as one of the most visited cities in the world (Talty, 2019), it would benefit IHG to create strong and diverse teams to ensure they can deliver quality services to their guests. Also, employing people with disabilities would support the community and improve their quality of life.  
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The business of hotel industry is based mainly on selling rooms and different types of services and facilities. Therefore, the success of IHG may be measured in terms of the generated revenue. According to IHG (2023b), the business recorded an increase of 33% compared to 2022, for Q1 RevPAR (revenue per available room). The greatest success is due to the growing demand in Greater China since the travel restrictions have been lifted, followed by EMEAA and America. 
Last year, the firm decided to cease all their operations in Russia due to financial difficulties encountered (increasing management challenges, ongoing sanction regimes). However, IHG is exposed to market advantage loss due to Russia’s great potential (large country, rich history and culture, multiple attractions) in the tourism field (World Economic Forum, 2017). Therefore, the organisation should consider the country as prospect for business development. 
Currently, the IHG enjoys its expansion in Middle East through new venues inauguration (IHG, 2023f). Additionally, popular brands such as Hilton and Accor opened few lodgings in the same location (Accor, 2023; Hilton, 2023). Therefore, the competition between the companies is rising which can drive IHG to implement new strategies to surpass its rivals. Currently, IHG's financial state is better than Hilton’s, but it is weaker than Accor’s (Appendix 1). Accor’s success is due to their strategy to locate in smaller markets and provinces in Europe that have future growth potential (Yahoo! Finance, 2023a). Thus, through cultivating opportunity sensing and cultivating strategic awareness, the brand strengthens its position in the industry.
However, according to Yahoo! Finance (2023b), IHG’s profit forecast to grow by 98% over the next few years. Therefore, the organisation has a great potential for growth and remain a leading organisation in the industry.
Considering the fast-growing hotelier businesses, it is imperative for IHG to remain connected to customers' demands and anticipate possible ways to surpass their expectations. As a strategic direction, IHG plans to open new Regent hotels and resorts in the luxury segment to increase development in Europe (IHG, 2022). Also, they identified the all-inclusive venues as an increasing guest demand which will be accomplished through developing their new Iberostar Beachfront Resorts brand. Focusing on a specific area can empower the business to strengthen its position on the market and win guests' loyalty (Alnawas and Altarifi, 2016). However, this should be balanced with a planning in parallel with others region development. The Board must ensure that each area’s opportunities are explored and used for investments. 
Another direction of IHG is represented by investing in digital resources to offer a smoother experience for hotel’s guests. They acknowledged that technology can significantly impact service quality and become a competitive advantage (Bilgihan and Wang, 2016). Also, the organisation considers introducing digital capabilites to enhance the venues’ operations and improve their performance. Thus, work will be facilitated through user-friendly platforms and more flexible which will help owners to use data for maximising the properties revenue. IHG will continue to use digital resources for improving and enhancing guest experience through IHG One Rewards, an online concierge service and several loyalty programmes designed for various customer segments. Koo, Yu and Han (2020) reported that hotels can reduce marketing costs through offering powerful and distinctive loyalty packages. Therefore, IHG can utilise this strategy to outline its brand in the industry.

[bookmark: _Toc1343381134]Conclusion

InterContinental Hotels Group (IHG) is an international hotel chain that continues to grow and deliver high-quality services. Their organisational structure allows them to develop a strong business model anywhere in the world while their culture provides core values for successfully accomplishing the company’s goals. 
Change management is necessary to help the business thrive and adhere to high performance. Therefore, it has been found that IHG implements changes at property level to ensure a diverse and inclusive workplace which means a variety of talents, diminished staff shortage and increased productivity. Although factors such as guests or coworkers' attitude can discourage the initial steps, there are no significant threats upon disabled people’s integration in the company. Currently, the change implementation has been successful, so IHG must consolidate its progress through celebrating diversity and inclusion. 
The current state of IHG indicates that their sales increased with 33% compared to 2022 which reflects a consistent rise after pandemic. Although they ceased the business in Russia, the organisation continues its grow in other territories. Through new openings and digital innovation, IHG will stand as a leader in the industry.
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