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Introduction
This report examines the InterContinental Hotel Group (IHG) and its response to the debilitating problems that the 2019 COVID-19 outbreak posed for the global hotel industry (Ali et al., 2019). Special emphasis is placed on IHG's pioneering role in the hotel industry as the company's past is extensively investigated. IHG's stated goals and objectives demonstrate the company's commitment to long-term profitability and consumer satisfaction. The impacts and consequences of the epidemic on the macro-environment are also considered. This study analyses the difficult circumstances that hotels are currently confronting, such as low demand, travel restrictions, and an unstable economy (Lam and Law, 2019). IHG's analysis of the hospitality industry provided them with a comprehensive comprehension of how new technology and evolving consumer preferences have affected the industry. This research examines the advantages of IHG. These advantages consist of the company's extensive rewards programme, global influences, and variety of brands. These considerations strengthen IHG's abilities to withstand the crisis. IHG has demonstrated resilience and adaptability through strategic initiatives such as enhanced cleansing procedures, flexible reserving options, digital transformation, and prudent cost management (Marinakou and Giousmpasoglou, 2019).
Intercontinental Hotel Group Background
Intercontinental Hotel Group is a significant player in the hospitality industry, operating close to 5,000 hotels worldwide. IHG persisted and devised solutions despite the financial challenges posed by the pandemic (Mulet-Forteza et al., 2019).
Intercontinental Hotel Group Mission and Objectives
IHG's primary goal is to maximise profits for its stockholders while providing exceptional hotel experiences for its guests. The primary objectives are to preserve market dominance, expand sustainably, and provide excellent customer service (Okumus et al., 2019).
Macro-Environment Analysis
A number of hotels were compelled to close due to the COVID-19 pandemic, creating a   significant decline in the number of foreign tourists. Due to its extensive presence in the Chinese market, which was struck by the pandemic's effects before other nations, IHG faced unique challenges (Rahimi Baghmalek et al., 2019).


PESTEL Analysis
1. Political Factors:
The political environment had a significant impact on IHG's financial situation. During the COVID-19 pandemic, government rules and regulations, especially those pertaining to travel, health, and safety, had a substantial effect on the hotel industry. In an effort to stop the spread of the virus, governments around the world  implemented a number of regulations that impacted IHG's business practises. As a consequence of quarantine regulations and lockdowns, there were fewer occupants in hotel rooms (Shin et al., 2019). In regions with varying regulatory frameworks and geopolitical unrest, IHG struggled to generate a profit.
2. Economic Factors:
The global recession caused by the pandemic had a significant impact on IHG, and the entire hotel industry in general. There has been a massive decline in growth and profitability due to decreased consumer expenditure and corporate travel budgets, the current global crisis has had a major impact on occupancy rates and total revenue. During the pandemic, IHG experienced a steep decline in revenue per available room (RevPAR), illustrating its financial difficulties (Wahyuningsih et al., 2019). The rate at which IHG recovers and the extent to which it maintains financial stability and liquidity will depend on the availability of government stimulus packages and the state of the global economy.
3. Social Factors:
Sociological factors, such as a shift in customer preferences during the course of the epidemic, had a substantial effect on IHG's operations. As public awareness of the need to protect health and wellbeing has increased, the hotel industry has increased its emphasis on sanitation standards. In light of these issues, IHG's decision to implement stricter cleansing criteria was essential for the company to regain its clientele’s trust. Consequently, the shift towards domestic and regional travel, both IHG's marketing strategy and its target market have shifted (Hao et al., 2020). To recover and continue its expansion, IHG will need to recognise and adapt to these shifting cultural values.
4. Technological Factors:
During the most recent pandemic, the hotel industry has benefited tremendously from technological advancement and digital development. IHG can utilise technology to make its hotels secure for guests and decrease the likelihood of operational incidents. Online registration systems, contactless check-in/check-out, and enhanced consumer communication are a few examples (Hu and Trivedi, 2020). If IHG wishes to maintain its competitive advantage in the post-pandemic era, it will have to rely extensively on technology for marketing, data analytics, and virtual consumer engagement.
5. Environmental Factors:
The hotel industry is becoming more aware of its environmental responsibilities, particularly in terms of sustainability and carbon emission reduction. IHG is committed to eco-friendly practises such as ethical purchasing and energy-efficient operations, in accordance with rising consumer expectations and more stringent government regulations. IHG's long-term survival and reputation are dependent on the company's commitment to expansion of environmentally responsible initiatives (Järvi et al., 2020).
6. Legal Factors:
Legal issues have complicated IHG's response to the pandemic, including employment laws, health and safety regulations, and contract management, to name a few. Priority has always been placed on employee health and safety, as well as compliance with all applicable local, state, federal, and international laws. The extent to which IHG collaborates with governments, adheres to local laws, and complies with international trade regulations will impact the company's performance in this complex legal environment, particularly in regions where it operates (Kim et al., 2020).
Micro-Environment Analysis
Another major hotel chain, Innkeepers & Hosts International (often known as IHG), is considered to be one of Hilton's most prominent rivals. As a direct result of the pandemic, there is an increased need for corporate strategies that are both adaptable and cutting-edge (Köseoglu et al., 2020).
Industry Life Cycle
Introduction Stage:
In its early years, the hospitality industry, and IHG in particular, flourished and grew rapidly due to an increase in international travel and the associated rise in demand for hotel accommodations (Lai and Wong, 2020). During this time, IHG acquired numerous well-known hotel brands and developed a variety of novel hotel designs.
Growth Stage:
IHG has solidified its position as a global leader by accumulating a growing portfolio of hotels in numerous regions and economies. The increased demand for international travel prompted the expansion of the business. IHG was committed to enhancing operations, differentiating its marketing brand, and expanding its market share (Nusair, 2020).
Maturity Stage:
Prior to the pandemic, both the hotel industry and IHG had reached full maturity. As a result, there was intense competition, market saturation in certain areas, and the need to foster customer loyalty and retention. IHG was experimenting with innovative strategies such as loyalty programmes and cutting-edge visitor experiences in order to remain ahead of the competition and counteract threats such as online travel agencies and platforms for the sharing economy (Rodríguez-López et al., 2020).
COVID-19 Impact:
The sudden advent of the COVID-19 pandemic foreshadowed a period of unpredictability for the business community. IHG and the hotel industry at large were gravely harmed by the steep decline in demand, the subsequent closure of a number of properties, and the subsequent sharp fall in occupancy rates (Shin and Kang, 2020). Due to this effect, businesses of all types encountered unprecedented challenges.
Adaptation and Recovery Stage:
IHG is adjusting rapidly to the new norm imposed by the Covid-19 virus. To aid in a survival, the company has implemented more hygienic procedures and streamlined its technology. IHG's efforts to survive the crisis and gain back consumers are indicative of the beginning stages of recovery (Suddaby et al., 2020). Adapting to the difficult business climate requires cost-cutting and creative measures.
Future Growth Potential:
Further expansion is possible if both the industry and IHG continue to thrive. A greater emphasis on hygiene, environmental tolerance, and technological innovation may spark a new tide of consumer fervour, especially if travel restrictions are lifted. Strong brand recognition, a vast network, and strategic objectives may place IHG in an excellent position for growth following the epidemic (Xu et al., 2020).
Porter’s Industry Five Forces Analysis


1. Threat of New Entrants:
IHG flourishes in the premium and luxury hotel sectors, where few new competitors enter. Creating a global hotel network comparable to IHG would require substantial investments in real estate, brand building, and operating expenses. Given IHG's extensive product lineup, well-established brand awareness, and customer loyalty programmes, a new competitor would also find it difficult to compete with the company (Yen et al., 2020). Unique boutique hotels and smaller regional businesses may pose a more localised threat following the pandemic due to their commercial prospects.
2. Bargaining Power of Suppliers:
In negotiations, hotel suppliers of food and beverages, furnishings, and linens wield some influence. IHG relies heavily on these suppliers for its operations, but due to its size and global presence, it possesses considerable negotiating leverage. Smaller hotels in the area may have a greater impact on regional suppliers. Due to supply chain disruptions and decreased demand for certain services, the pandemic may have temporarily shifted the power balance in favour of essential products and services suppliers (Bonfanti et al., 2021).
3. Bargaining Power of Customers:
In the hotel industry, the bargaining power of customers may be limited or substantial. Independent hotels, boutique hotels, vacation rentals, and online travel agencies all compete for consumers in the hospitality industry. Increased visitor frugality during recessions, IHG may find it difficult to establish room rates. As a consequence of the outbreak, consumers had greater influence and advocated for stricter sanitation regulations and more flexible scheduling practises (Breier et al., 2021). This leverage is diminished due to IHG's substantial reward programmes, stellar reputation, and high level of service.
4. Threat of Substitutes:
The hotel industry is gravely imperilled by the expansion of the sharing economy and non-traditional lodging alternatives. Hotels are alternatives to short-term rental companies like Airbnb, vacation rentals, and home-sharing websites. Due to the outbreak, consumers who wished to interact with others as little as possible have been relocated to silent areas. IHG is expanding its incentive programmes in response to customers altering reward preferences and to highlight the unique benefits of the hospitality industry (Burhan et al., 2021).
5. Competitive Rivalry:
Major hotel chains, such as Hilton, Marriott, and Accor, are up against intense competition. IHG competes in a highly competitive market in which brand differentiation, superior customer service, and cost-effectiveness are essential success factors. As a result of the pandemic, hotels are competing for a reduced population of visitors, particularly in regions where tourism has been restricted. As the industry begins to recover and competition increases, IHG's ability to distinguish itself through innovative marketing, innovative technology, and value-added services will be crucial (Chadee et al., 2021).
Internal Analysis
IHG is able to weather any kind of economic storm since it has a wide variety of strengths, resources, and competencies internally (Chan et al., 2021).
Intercontinental Hotel Group Strategic Resources and Capabilities
1. Extensive Global Hotel Network:
IHG's global hotel network of over 5,000 locations in 100 countries and territories is its most significant asset. It’s enormous client base and diverse revenue streams offer them an edge. IHG can serve a wide range of customers due to its many brands. Holiday Inn, Crowne Plaza, and InterContinental hotels are all included in its portfolio. IHG can negotiate with suppliers and distributors due to its global presence (González-Torres et al., 2021).
2. Strong Brand Reputation and Loyalty Programs:
IHG has worked hard to build a reputation for excellent customer service. Client’s loyalty to the company's loyalty programmes, especially IHG Rewards Club, helps the business run smoothly and reduces the influence of price-sensitive clients. These rewards encourage repeat customers. IHG's pandemic commitment gives it a competitive edge (Guillet and Chu, 2021).
3. Financial Resilience and Liquidity:
IHG needs a strong financial basis and a large liquidity reserve to survive disasters like the COVID-19 pandemic. The corporation has roughly $2 billion in cash, allowing it to operate and make smart investments during the financial crisis. Due to its strong finances, IHG can quickly respond to market changes, pay operational expenses, and expand. New financing agreements and government aid have improved IHG's finances (Hu et al., 2021).
4. Innovation and Technology Adoption:
IHG is a leader in the use of technology. The company's response to industry trends like contactless services and sanitary precautions shows its commitment to innovation. IHG uses mobile apps, data analytics, and online reservation platforms to improve customer service. IHG will maintain its competitive edge by using technology to improve marketing, customer service, and operations (Japutra and Situmorang, 2021).
5. Commitment to Sustainability and Responsible Practices:
IHG's commitment to sustainability and ethics is crucial because of its responsiveness to shifting consumer and regulatory expectations. Eco-friendly, energy-saving, and ethical purchasing practises boost the company's reputation and benefit the environment. In today's socially conscious world, IHG's sustainability awareness, boosts its brand (Kim et al., 2021).
6. Skilled Workforce and Industry Expertise:
Hospitality expertise ensure IHG's success and client satisfaction. The IHG Hotel Colleague Job Centre shows the company's commitment to its employees by making IHG hotel employment easier. IHG's excellent customer service comes from its employee’s hard work (Stylos et al., 2021).
7. Brand Management and Strategic Partnerships:
IHG invests heavily in branding and partnerships. It's many brand identities allow them to reach many people. IHG forms strategic alliances with other companies to serve society, such as its pandemic collaborations to keep its workers employed. They also boost IHG's reliability and corporate responsibility (Wut et al., 2021).
8. Flexibility and Agility:
IHG must respond quickly to market changes to overcome unexpected challenges like the COVID-19 epidemic. The corporation has adapted to fierce competition by lowering costs, improving sanitation, and using cutting-edge technology. IHG can capitalise on new opportunities and respond to market changes (Yacoub and ElHajjar, 2021).
9. Customer-Centric Approach:
IHG's strategic success is a consequence of its dedication to its customers. It's prioritisation of loyalty programmes and attention to guest’s health concerns during the outbreak exemplified its commitment to identifying and satisfying customer needs. To this effect, the company has been able to maintain client satisfaction and satisfy their evolving demands (Yang et al., 2021). This focus on customers is essential for the hotel industry to recover from the pandemic and grow.
10. Crisis Management and Recovery Strategies:
IHG's capacity to devise and implement crisis management and recovery strategies was most evident during its response to the pandemic. The company's initiative was demonstrated by its prompt response to significant issues, including cost-cutting measures, obtaining government assistance, and assisting displaced employees. IHG will survive the present period of industry restructuring because of its resilience (Yeh, 2021).
11. Cultural Diversity and Inclusivity:
IHG's diversity and welcoming culture are positives. Thus, IHG can welcome guests from several cultures and give them a great experience. Diversity boosts the company's brand and reflects worldwide consumer ideas. Due to its extensive global network, reputable brand, solid finances, innovative focus, commitment to sustainability, skilled workforce, brand management, flexibility, customer-centric approach, crisis management, and cultural diversity, IHG is poised for long-term success and resiliency in the hospitality industry (Zhao and Zhou, 2021).
Value Chain Analysis	
A value chain analysis is a strategic framework for investigating how a company creates and delivers value to consumers. In addition to essential functions such as logistics, operations, marketing, and customer service, IHG's value chain includes support functions such as procurement, technological innovation, and corporate social responsibility. This holistic strategy enables IHG to stay one step ahead of the competition and exceed customer expectations (Busulwa et al., 2022).
1. Primary Activities:
1.1. Inbound Logistics:
IHG's inbound logistics department is responsible for administering and acquiring all of the company's hotel supplies. It does so by providing food and drink, bedding, furniture, amenities, and other supplies to the hotels it owns and manages around the globe. Because of IHG's extensive network and enduring relationships with vendors, each hotel is able to provide brand-consistent services at competitive prices (Elkhwesky et al., 2022).
1.2. Operations:
IHG's value chain encompasses all of the essential processes that fuel its hospitality services. In the front of the house, anything from preparation to directing guests to their tables can be performed. IHG's efficient hotel operations are due to its well-trained staff, extensive training programmes, and substatial use of cutting-edge technology (Ajmal et al., 2023). IHG's top priority is to provide superior service to visitors while minimising expenses and maximising output.
1.3. Outbound Logistics:
Outbound logistics include serving guests and managing their interactions with the hotel while they are there. This requires providing visitors with consistent assistance, attending to their needs, and making their stay as comfortable as feasible. As they increase client retention, repeat business, and visitor engagement, the IHG Rewards Club and similar programmes are essential to the outbound logistics of the business (Ali et al., 2019).
1.4. Marketing and Sales:
IHG's marketing and sales initiatives have a substantial impact on the success of the brand and the number of reservations made under it. IHG hotels market themselves, maintain a robust online presence, and collaborate with travel agents to attract guests. IHG stands out from the competition due to its illustrious history, innovative reward programmes, and unwavering commitment to its customers (Lam and Law, 2019).
1.5. Service:
The level of customer satisfaction at IHG is crucial to the profitability of the supply chain. Due to IHG's emphasis on personalised service, cutting-edge amenities, and impeccable accommodations, customer satisfaction is contingent upon the company's ability to provide superior services. In the aftermath of the pandemic, the company has demonstrated its commitment to providing superior services by placing a greater emphasis on hygiene (Marinakou and Giousmpasoglou, 2019).
2. Secondary Activities:
2.1. Procurement:
Inns & Suites by Radisson (IHG) prioritises operational requirements when making purchases. To ensure that everything is purchased at the lowest possible price, pricing negotiations, vendor maintenance, and an ongoing relationship with suppliers are required (Mulet-Forteza et al., 2019). The organization's success is due to its ability to acquire premium resources at reasonable costs.
2.2. Technology Development:
IHG's supply chain cannot function in the contemporary digital economy without investments in cutting-edge technologies. IHG utilises modern technology to increase its online presence, improve customer service, and expedite internal operations. Online booking systems, smartphone applications, data analytics, and contactless services are a few examples of technologically advanced initiatives that have helped IHG maintain its competitive advantage and meet rising customer demands (Okumus et al., 2019).
2.3. Human Resource Management:
It is advantageous to have IHG's level of expertise on your side. Aspects of human resource management include recruitment, training, talent development, and maintaining employee engagement. During the outbreak, IHG established the IHG Hotel Colleague Job Centre to demonstrate its commitment to human resource management and its desire to maintain a highly motivated, customer-focused workforce (Rahimi Baghmalek et al., 2019).
2.4. Firm Infrastructure:
IHG's business infrastructure consists of the essential back-end systems that keep the company running efficiently. Administrative responsibilities include financial management, board supervision, and compliance with the law. The significance of IHG's financial stability is best illustrated by the fact that the company received government assistance throughout the entirety of the outbreak (Shin et al., 2019).
2.5. Corporate Social Responsibility (CSR) Initiatives:
IHG's social responsibility, environmental protection, and community involvement cannot be overstated. The IHG Hotel Colleague Job Centre, environmental programming, and volunteerism are examples of good corporate citizenship (Wahyuningsih et al., 2019). IHG provides guests with memorable stays, maintains a competitive edge, and adapts to hospitality industry changes through primary and secondary activities like inbound logistics, operations, outbound logistics, marketing and sales, service, procurement, technology development, human resource management, firm infrastructure, and CSR initiatives (Hao et al., 2020).
VRIO Analysis of Distinctive Resources and Capabilities

1. Valuable Resources and Capabilities:
1.1. Extensive Global Hotel Network (Valuable):
IHG's extensive hotel network is crucial because it exposes the company to numerous new markets and customers. IHG is distinguished from its competitors by its extensive network, which enables it to serve a diversified range of customers and generate revenue in numerous economies. IHG is able to serve a diverse clientele because it manages multiple hotel brands under one roof (Hu and Trivedi, 2020).
1.2. Strong Brand Reputation and Loyalty Programs (Valuable):
The value of a brand with strong initiatives to encourage recurrent business and high brand awareness is first class. IHG has loyal customers due to its outstanding reputation. IHG Rewards Club is one of the many client retention and competitive advantage initiatives offered by the business. For IHG to maintain its business model and increase the value of its brand, it is essential that the resource has the potential to generate repeat business from existing customers (Järvi et al., 2020).
2. Rare Resources and Capabilities:
2.1. Financial Resilience and Liquidity (Rare):
Given the current challenging COVID-19 pandemic, IHG's $2 billion in cash and secured financing arrangements are an industry first and extremely advantageous (Kim et al., 2020). IHG's solid financial standing enables the company to invest in recovery initiatives and withstand economic downturns. The ease of procuring government funds exacerbates the scarcity of this item.
2.2. Commitment to Sustainability and Responsible Practices (Rare):
Due to its commitment to sustainability and ethical business practises, IHG is one of the few companies capable of adapting to shifting consumer expectations and legal requirements. Environmental initiatives, energy-efficient operations, and ethical purchasing practises distinguish the company from the competition. With the aid of this technology, IHG can distinguish itself from competitors and gain a market advantage among environmentally conscious customers (Köseoglu et al., 2020).
3. Imitable Resources and Capabilities:
3.1. Skilled Workforce and Industry Expertise (Imitable):
Due to IHG's staff and management's expertise in the industry, competitors can replicate some of the company's accomplishments. Competitors may invest in training programmes and hire industry veterans to address this issue. Due to their well-known brand and extensive industry involvement, it may be difficult to replicate IHG's business strategy in its entirety (Lai and Wong, 2020).
3.2. Technology Development (Imitable):
However, if a competitor had access to the same resources, it could easily match IHG's commitment to innovation. Using technology-driven initiatives such as online reservation systems, mobile applications, and data analytics, competing hotel chains can provide superior customer service. How quickly and efficiently a project is completed may depend on the available resources and its perceived importance (Nusair, 2020).
4. Organizational Resources and Capabilities:
4.1. Crisis Management and Recovery Strategies (Organizational):
IHG's ability to anticipate, respond to, and recover from crises is a significant strength. IHG demonstrated its ability to adapt rapidly to unusual circumstances by taking preventative measures during the pandemic, including cost-cutting measures, acquiring government funding, and organising efforts to house displaced employees. This instrument illustrates the organization's adaptability to altering market conditions (Rodríguez-López et al., 2020).
4.2. Customer-Centric Approach (Organizational):
IHG demonstrates its commitment to its clients through its customer-centric culture. IHG will be able to keep its customers content and adapt its offerings to meet their requirements due to its exceptional organisational skills. The company's extraordinary concern for its customers during the outbreak exemplifies its dedication to them (Shin and Kang, 2020).
SWOT Analysis

1. Strengths:
1.1. Extensive Global Hotel Network:
With more than 5,000 hotels in over 100 countries, IHG's global hotel network is a major strength. As a result of its global presence, IHG is able to effectively target a variety of markets, satisfy a variety of consumer needs, and generate revenue from a variety of diverse regions. IHG is able to meet the requirements of a wide range of customers as a result of its size, scope, and extensive brand portfolio, which includes InterContinental, Holiday Inn, and Crowne Plaza (Suddaby et al., 2020).
1.2. Strong Brand Reputation and Loyalty Programs:
The trustworthiness of the IHG brand is a crucial selling point. Its long history in the hospitality industry and unwavering commitment to providing extraordinary customer service have earned it the respect and loyalty of its customers. Reward programmes such as IHG's loyalty programmes help retain customers, encourage extended stays, and boost IHG's revenue (Xu et al., 2020).
1.3. Financial Resilience and Liquidity:
In periods of economic uncertainty, such as the COVID-19 outbreak, IHG's financial position, which includes access to substantial cash reserves (approximately $2 billion) and secured financing agreements, is an indispensable asset. IHG is in a stronger position than rivals who may experience financial difficulties due to its resilience in the face of economic uncertainty, desire to participate in recovery activities, and capacity for sustained growth (Yen et al., 2020).
1.4. Commitment to Sustainability and Responsible Practices:
IHG's commitment to sustainability and moral business practises is adapting to changing consumer expectations. Environmentally friendly policies, energy-saving practises, and ethical sourcing practises attract consumers who value the company's commitment to corporate social responsibility (Bonfanti et al., 2021).
2. Weaknesses:
2.1. Vulnerability to Market Fluctuations:
As the COVID-19 epidemic demonstrated, IHG's reliance on the travel and tourism industry makes it susceptible to market volatility and external disruptions. According to the company's financial filings for the first quarter of 2020, decreased demand and travel restrictions negatively impacted sales. IHG could potentially mitigate this risk by broadening its revenue base and enhancing its crisis management (Breier et al., 2021).
2.2. Imitable Resources:
Competitors can match IHG's substantial assets, including its skilled personnel and technical development departments, if they make sufficient investments. It is possible for competing businesses to fund their own personnel development initiatives, technological advancements, and retention strategies in an effort to level the playing field. To preserve its competitive advantage, IHG must continue to innovate and advance (Burhan et al., 2021).
3. Opportunities:
3.1. Emerging Markets and Growth:
IHG has a chance to grow due to the global increase in demand for hospitality services. IHG believes there are unrealized opportunities to establish more hotels and attract a larger customer base in nations with expanding economies and disposable incomes. IHG will be able to increase its global footprint and revenue streams as a result of its intelligent expansion into these markets (Chadee et al., 2021).
3.2. Technology Innovation:
As hotels modernise their infrastructure, the importance of online presence, data analytics, and contactless services grows. IHG could benefit from the current climate in a variety of ways, including by increasing expenditure on tech-driven projects, enhancing digital platforms, and providing data-driven, guest-specific service. Keeping up with the latest trends is a surefire method to increase productivity and attract clients who are tech-savvy (Chan et al., 2021).
3.3. Sustainable Practices and Wellness Trends:
By adapting its offerings to satisfy the needs of customers in the wellness and sustainable tourism industries, IHG can capitalise on the growth of these markets. IHG can emphasise ecological practises more and develop wellness-oriented incentives and services. These actions benefit businesses because they are likely to attract environmentally and hygienically conscious customers (González-Torres et al., 2021).
4. Threats:
4.1. Economic Downturns and Market Uncertainty:
The impact of the COVID-19 epidemic on the tourism and lodging industries demonstrates the gravity of the threat posed to IHG by the global economy. IHG's revenue and profitability may be negatively impacted by economic and geopolitical turmoil, as well as a decline in travel and leisure expenditure by consumers (Guillet and Chu, 2021).
4.2. Intense Competitive Landscape:
IHG is faced with formidable competition from the likes of Hilton, Marriott, and Accor. In such a competitive market, hotels struggle to charge what they are worth for a night's stay due to the continuous threat of price wars. Boutique hotels compete with emerging internet platforms such as Airbnb by providing comparable services (Hu et al., 2021).
4.3. Regulatory Challenges and Health Concerns:
IHG's business model is susceptible to changes in legislation and compliance requirements, particularly health and safety regulations. Conforming to new regulations, ensuring adherence to enhanced cleaning procedures, and addressing guest health concerns are ongoing issues for IHG (Japutra and Situmorang, 2021). If you fail to do so, you risk alienating customers and degrading your company's brand reputation.
Strategies to Sustain Competitive Advantage:
IHG must implement Porter's Differentiation strategy to preserve its competitive advantage. IHG can now charge higher prices than its competitors due to the higher grade of services it offers. IHG should continue to invest in cutting-edge services, customised strategies, and cutting-edge technology to capitalise on its high brand recognition and loyalty programmes and attract even more guests. With the assistance of this strategy, IHG will be able to maintain its market-leading position as demand for unique and high-quality accommodations rises (Kim et al., 2021).
Growth Strategies:
Utilising the Ansoff Matrix, IHG can pursue both market penetration and market expansion objectives. To accomplish this objective, businesses may choose to increase their market penetration or market share. IHG may perform better in this area if it invests more money in marketing, creates more robust reward programmes, and communicates with guests more frequently. IHG may attempt to expand its market by venturing into uncharted waters, especially in developing nations with expanding economies and rising travel demand. If IHG implements this strategy, it will be able to expand its revenue base and realise the full potential of these regions (Stylos et al., 2021).
Green Strategy and CSR:
If IHG is serious about environmental issues and sustainable business practises, it must increase its CSR and Green Strategy efforts. IHG may lower its carbon footprint by using eco-friendly products, improving hotel energy efficiency, and other measures. This eco-friendly approach lowers costs, satisfies laws, and attracts green clients. IHG must invest in staff and the communities around its properties. IHG raises its profile, attracts environmentally conscious clients, and gives back to its communities by emphasising sustainability and social responsibility (Yang et al., 2021).
Recommendation 
InterContinental Hotel Group (IHG) needs a comprehensive strategy to overcome challenges and seize opportunities. First, the company must keep investing in its Differentiation strategy—creating unique products for customers—to sustain its competitive edge. According to the Ansoff Matrix, IHG should emphasise Market Development in emerging and developing regions and Market Penetration in developed nations to expand globally. IHG should expand its Green Strategy to promote volunteerism and eco-friendly travel. IHG will dominate the hospitality business with this complete plan.
Conclusion
In conclusion, This article analyses the unique approach that InterContinental Hotel Group (IHG) provided to the COVID-19 epidemic that occurred in 2009. IHG's success may be attributed to a number of factors, including the diversity of its workforce, its strong business acumen, its brand management, its strategic partnerships, its agility, its speed, its customer-centric emphasis, its experience in crisis management, and its cultural understanding. The financial stability and liquidity of the company are assets, particularly in times of economic uncertainty. The unstable market, the restricted resources, and the competition from other companies that are technology-focused all contribute to the corporation's susceptibility. IHG needs to raise its marketing budget, implement a green strategy, and broaden its corporate social responsibility (CSR) activities in order to keep its leading position in the hotel sector and remain competitive.
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