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[bookmark: _Toc165498004]Executive Summary
This report gives a detailed analysis of InterContinental Hotels Group (IHG), the core components of which include the organisational structure, culture, strategic direction, and recent change initiatives. One of the key components in the operation is the structure of IHG, which is both hierarchical and regionally adaptive, and its culture of 'True Hospitality' that underpins all the activities from top to bottom. The digital transformation and market expansion into luxury are the core priorities of the company. It is in a strong position in the competitive market, considering its pace of innovation and technological adoption. However, it may adopt innovative technologies and advancements as quickly as other industry leaders like Marriott and Hilton. Recent actions represented by technologies in guest rooms and spread through acquisitions are focused on topping the game and upgrading guest experience and market share. Nevertheless, as is always the case, difficulties inherent in the adoption of new technologies and the organisation of change management action plans have been acknowledged. Some of the strategic recommendations worth mentioning are cutting-edge technology and innovation, wider market penetration, and environmental sustainability through which IHG can maintain their top position and leadership in the global hospitality market.
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[bookmark: _Toc165498005]Introduction
InterContinental Hotels Group (IHG) is among the most successful worldwide hotel companies producing a wide collection of hotel brands, which includes the InterContinental, the Holiday Inn, and the Crowne Plaza. The IHG group, acting through over 90 brands, is a global player with local knowledge. This enables them to connect with the guests and create a true hospitality experience. The aim of this report is to study IHG’s organisational structure, culture, and strategic goals so as to appraise how these sections are supportive of the long-term vision of the company. It additionally investigates the case studies of current change initiatives, evaluating their efficacy and the results they yield (Mullins and Dosser, 2013). The research is not limited to understanding IHG strategies and performance; it stretches as far as to make a comparison with the main competitors to identify even more competitive advantages as well as areas needing improvement. The objective of this report is to present the strategic adoption guidelines that would be useful for IHG in its future development and its enhancement of its position in the global hospitality market, which is one of the most competitive nowadays.


[bookmark: _Toc165498006]Organizational Analysis
[bookmark: _Toc165498007]Organization Structure
InterContinental Hotels Group (IHG) commonly uses a system of authority which employs a hierarchical structure where managers with better ranks set the standards for those with lower ranks to follow. This framework enables, therefore, fast decision-making processes on the upper levels while piercing through the global operations, which are further divided into various brands within multiple market segments (Boddy, 2014). Hierarchies within the IHG organizational structure play a significant role in upholding compliance and smooth operations across the world.
But IHG, however, also use the element of decentralization inspired by the regional management system. This flexible structure is, therefore, useful for all regional divisions; they can then adapt to the local market and to the peculiarities of their clients. One of the examples of IHG’s regional offices is those in Europe, Asia, and the Americas. These offices lead semi-autonomously and make decisions taking into account the locations' contexts under IHG's corporate guidelines and standards (Adair, 2009). This equilibrium between centralization and decentralization goes along with the platform of reducing global brand management costs and increasing localized engagement with customers.
[bookmark: _Toc165498008]Organization Culture
IHG’s culture of corporate is set against the backdrop of a set of core values identifying "True Hospitality for all" as the pillar. The underlying idea in the values are caring for people, keeping promises and working together. This value system is internalized by the organization into all aspects of its operations. The goal thereby remains to make sure that at every level of the operation, the staff reflects behavioural traits like commitment, teamwork and respect for different backgrounds and personalities (Mullins, 2016).
The way it supports a culturally driven approach proves to be crucial for both employees’ performance and the quality of service customers receive. In this way, if an employee strongly resonates with these key principles, their interest in work is enhanced, resulting in higher quality of service and productivity. Furthermore, a desired organizational culture establishes an atmosphere of belonging and loyalty among staff members; this is especially relevant in the hospitality industry as the staple of high turnover rates is known. Consistency in the quality of the hospitality which stems from a true desire to please, adds to the satisfaction of customers and helps in building relevance among customers, which is an essential element of competitive advantage at a global hotel chain like IHG (Armstrong, 2012).
[bookmark: _Toc165498009]Organization Goals
IHG targets several short-term and long-term objectives to achieve strategic objectives while carrying out daily work. Innovation generally starts with short-term goals like improving guests' moods by upgrading technology and automating operations. As an example, IHG has been improving the use of AI technology to respond to guests' questions and automate hotel operation tasks (Mullins, 2020).
One of the long-term goals would be to increase the company’s global presence through strategic acquisitions and the development of new hotels in emerging markets. This collaboration envisages IHG's highly targeted approach to firmly occupy core segments and cater to the growing number of international travellers. Moreover, IHG will take a stand to lead all organizations in the area of sustainability, thus resembling high standards and demands from the shareholders. This will place IHG as a market leader, not only guaranteeing IHG's adaptability during market shocks but also ensuring that it undergoes digital transformation and adopts an environmentally sustainable business culture (Bloisi et al., 2007).
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[bookmark: _Toc165498011]Description of Recent Changes
For the past few years, IHG (InterContinental Hotels Group) has concentrated on several strategic projects which are thought to have helped the company gain market position and allow guests to enjoy their time at IHG. The biggest evolution in technology was the inclusion of digital technologies in their service offerings (Buchanan and Huczynski, 2007). We have developed a mobile application that gives our customers the choice to lock their rooms and configure their services. This now meets the present growing demand for touchless, remote and customized services as a result of the COVID-19 pandemic.
One more vital change was the possibility of establishing the IHG Studio, a digital system of room entertainment, which allowed guests to stream their content from their devices to the TVs in the room and undertake this to improve the guest experience and their satisfaction. Besides that, IHG enlarged a segment of strong-brand luxury and boutique hotels with acquisitions like Regent and Six Senses Hotels Resorts Spas (Arnold, 2005). The aim of these acquisitions was to push the luxury travel market share further, which was a result of recognizing the more and more mature but demanding segments of travellers requiring special, upscale accommodation.
The focus of these innovations is IHG's strategic goal to finish above the competition by applying technology to improve customer services and get involved in the high-margin luxury part of the industry. The goals are to build better processes, serve customers better by providing more classy service, and penetrate new markets, thanks to which our revenues will grow.


[bookmark: _Toc165498012]Impacts and Strategies of the Changes
The implementation processes of these change operations are complex and varied. Upgrades in the technological areas, such as the IHG mobile app and digital room features, are complementing the process and resulting in better guest satisfaction scores because they enhance personalized and streamlined guest experience (Robbins et al., 2008). The campaigns and programs mentioned above have also contributed to gathering a large pool of data on what our guests like, and this has informed our further innovation in services and marketing strategies.
Nevertheless, the process of this transformation is not effortless. The use of new technologies demanded a great deal of training and adjusting within the staff members which in the beginning brought some sort of obstacle in the way of staff adaption and operational integration. Along with that, its investment into luxury brands needs focused branding and marketing so that the acquisition does not appear to collide with the existing portfolio but retains the brand equity (Robin et al., 2017).
IHG's management of this transformation was through a series of stakeholder engagement strategies that involved widespread staff training to retrain the workers to the upgraded systems and technologies. The main factor during the process was communication, which needed to be clear in telling everybody who is involved in the change process, like shareholders, employees, and the guests, why the changes are important and how they will benefit. IHG included in the change management plan not only monitoring new initiatives acceptance but also introducing a system for improvement according to the reaction of participating stakeholders, which illustrated a flexible approach towards changes (Buhalis and Leung, 2018).


[bookmark: _Toc165498013]Strategic Direction Analysis
[bookmark: _Toc165498014]Current Strategic Direction
InterContinental Hotels Group (IHG) outlines a strategic ambition to achieve growth by means of digital transformation and widening of the scope in the premium and boutique hotel segments. The key to this strategy is its implementation right from the get-go, which involves the adoption of cutting-edge technologies that put both the customer experience and operational efficiencies first. This is an industry-wide trend as the travel sector moves towards digitization (Breier et al., 2021). For example, IHG has pursued an all-inclusive digital strategy from the development of mobile apps with keyless entry and personalized services to the IHG Studio, which is loaded with offers to indulge in in-room entertainment.
Another key component of IHG\’s strategy is market expansion. Their main goal is to acquire brands that offer differentiated value propositions in the luxury segment, for example, Regent Hotels, and Six Senses Hotels Resorts Spas. The company is seeking to diversify its portfolio and penetrate into the rising demand for upper-class accommodations that provide a luxury travel experience among the increasing number of high-end travellers. The company's strategic objectives will be aligned with these initiatives to reinforce its status in a very competitive market not only because of its growth in size but the brand image enhancement of the organization and customer loyalty to meet the hospitality market (Rollinson et al., 2008).
[bookmark: _Toc165498015]Implementation of a plan to assess strategy alignment
The strategic strategies of IHG seem to have current industry trends at the moment particularly technology that improves customer service and operational efficiency. The digitalisation efforts come in the right time as the hotel industry has seen the shift from connected and customised guest experience. However, even as IHG has shown great pursuits to integrate digital technologies into their business, the full realisation of the technologies’ ability to drive guest loyalty and open new revenue sources still remains an ongoing project (Martínez-Martínez et al., 2019).


Moreover, the company assimilates sustainability in its planning strategy, which represents another approach in compliance with global trends. In response, the company set for itself challenging goals that include the reduction of carbon emissions and the introduction of eco-friendly production methods in all its units. By implementing these strategies, travel companies go both with the growing “green” regulations and appeal to the growing environmentally aware travellers’ community (Walker, 2021).
[bookmark: _Toc165498016]Comparative Analysis with Competitors
In terms of structure, culture, and strategic planning, IHG contrasted with its primary competitors, like Marriott International and Hilton Group, where the strong and weak points of each system were obviously observed. The IHG (InterContinental Hotels Group) employs a hybrid structure, which closely resembles one of its competitors. This allows them for well-organized and efficient global branding, while at the same time the flexibility of the local market is maintained. Nevertheless, the introduction and positioning of Marriott and Hilton in the luxury segment partly explains the slight aggressiveness in their expansion strategies and it's possible that IHG could ramp up its acquisition and development efforts in the same light (Hayes et al., 2021).
Tactically, all three companies have made digital transformation and sustainability priorities. But IHG, maybe considering the fact that other companies like Marriott, which have invested in tech for customer engagement as well as enhanced service optimization, are much faster, this can be an area for improvement. Nonetheless, IHG’s targeted approach of market penetration into the luxury area by brand acquisitions has enabled the company to do a select acculturalisation of its brands. Contrary to Hilton’s approach of brand diversification, which is the wider reaching of the broader market, IHG has been careful in its brand portfolio development (Martín-Rios and Ciobanu, 2019).


[bookmark: _Toc165498017]Conclusion
InterContinental Hotels Group has enjoyed its current market success via the acquisition of high-end properties and closely followed digital revolutions to bring unprecedented guest experience. The market leadership and competitive position of IHG can be sustained and improved by amping up the rate of implementation of new-age technologies and making a commitment towards fostering a culture of agility and innovation, especially in the areas of personalized guest services and efficiency in operations (Huczynski and Buchanan, 2013). In addition to the eco-friendly practices, another differentiator for IHG is its performance in implementing sustainability initiatives. These steps are indispensable for developing the IHG positioned market and pulling both eco-loving and tech-oriented travellers.
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