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1. INTRODUCTION
Juan Trippe established InterContinental Hotels Group (IHG), a global hospitality business based in the United Kingdom, in 1946. With operations spanning over 100 countries and a wide portfolio of distinctive brands, IHG is an English company with its headquarters located in Denham, Buckinghamshire. Over the past few years, IHG, one of the biggest hotel chains in the world, has been aggressively growing its brand recognition and portfolio diversification.
In October 2002, Six Continents declared its intention to divide into two companies: one company would retain its restaurants and bars, while the other would handle its hotel and soft drink operations. On April 15, 2003, the division was finalized, resulting in the independence of Mitchells & Butlers, the pub firm, and InterContinental Hotels Group. 3,325 hotels operated under the Holiday Inn, Crowne Plaza, and InterContinental brands made up IHG's hotel portfolio at the time. Of those, 190 were under the company's ownership or lease, and the remaining ones were covered by management or franchise agreements (IHG.COM, 2023).
IHG started an asset disposal program after splitting from Six Continents, selling off properties to transition to an "asset-light" business model that was management and franchise-oriented.
Let's examine IHG's SWOT analysis—its advantages, disadvantages, opportunities, and threats—as well as pertinent theories. 
2. Strengths of the SWOT analysis: 
1. Asset Light Business Model: In the US, IHG mostly uses franchised hotels; in other areas, it uses managed models. By reducing capital expenditure, this tactic enables the business to concentrate on brand management and growth.1. 
2. Wide Geographic Presence: IHG makes sure to have a broad presence by deliberately targeting important markets worldwide. This geographic diversification reduces the risks brought on by changes in the local economy. 
Focus on Customer Experience and Relationships: IHG places a strong emphasis on patron loyalty and satisfaction. Their IHG Rewards Club programme encourages repeat business and improves customer retention. 
4. Occasion-Wise Brand Portfolio: IHG's broad brand portfolio offers accommodations for a range of needs, from luxurious getaways to affordable choices.
5. Robust Digital Outlook: IHG makes investments in digital technology to improve visitor experiences via individualized services and online booking systems. 
6. Strategic Partnerships: IHG's brand portfolio and reach are increased through partnerships with other businesses.
Weaknesses:
1. Absence of an Economic Hotel Brand: IHG's position in the economy category is restricted by the absence of a brand that is affordable. 
2. Global Ranking: In terms of the number of rooms, IHG dropped to third place globally.1. Chances: 
1. Fragmented Branded Hotel Market: There are still prospects for IHG to increase its market share in the hotel industry due to its continued fragmentation. 
2. A Rise in International Tourist Travel: IHG can profit from worldwide tourism trends as long as international travel continues to develop. 
3. Technology-Assisted Bookings: IHG's competitive edge may be strengthened by utilising technology to provide smooth bookings and customised experiences. 
Threats: 
1. Sharing Economy: Conventional hotel chains are threatened by websites such as Airbnb. 
2. Market Instability: The hotel business may be impacted by unforeseen circumstances (such as natural disasters or geopolitical unrest).
3. Dependency on Intermediaries: IHG's profitability may be impacted by an excessive reliance on internet travel firms. 
4. Effect of COVID-19: IHG's operations are impacted by the pandemic's ongoing disruption of travel and hospitality.
1. CFO's Perspective on Business Transformation: 
By making investments in several areas of its business, IHG has dramatically changed its business. This strategy approach seeks to generate long-term value for stakeholders while succeeding in the modern environment. 
2. Financial Performance:
 In 2022, the global RevPAR (Revenue per Available Room) climbed by 36.6% in comparison to the year before. 
When removals linked to Russia's operations halting were taken into account, the net system size increased by 3.6%. 
In January 2023, IHG finished a $500 million share buyback. 
3. CEO's Review: 
 As market constraints were loosened in 2022, the Covid-19 pandemic's recovery accelerated. 
IHG increased its estate, improved guest experiences, and increased owner returns by making large investments throughout the company.
The InterContinental Hotels Group (IHG) is a renowned global hospitality company with a diverse portfolio of differentiated brands. Let’s delve into the key aspects of IHG:
1. Organization Structure:
 -Franchisor, Manager, and Owned/Leased Basis: IHG operates hotels in three different ways:
 -As a franchisor, where they grant licenses to independent hotel owners to operate under their brand.
 -As a manager, where they manage hotels on behalf of owners.
 -On an owned/leased basis, where they directly own or lease properties.
2. Culture and Goals:
Purpose: IHG’s purpose is True Hospitality for Good. This commitment shapes their culture, brand experiences, and interactions with guests, colleagues, owners, and communities. It reflects their dedication to making a positive impact and protecting the environment.
Strategy: IHG’s strategy revolves around high-quality growth:
Brand Portfolio: They strengthen their diverse portfolio of differentiated brands.
Scale: IHG aims to build scale in key markets.
Guest Relationships: Creating lifetime guest relationships is a priority.
Revenue Channels: They focus on delivering revenue to hotels through the lowest-cost, direct channels.
Measuring Success: IHG evaluates its performance using key performance indicators (KPIs) related to brand growth, loyalty programs, guest satisfaction, market share, and responsible growth. Goals and Impact:
IHG’s goals include:
 -Growing Responsibly: They invest strategically in areas that drive growth while considering social and environmental impact.
 -Digital Sophistication: A well-invested digital approach is crucial.
 -People and Communities: IHG cares for its people and aims to make a positive difference in communities.
 -Financial Performance: Sustained growth in cash flows and profits allows reinvestment and shareholder returns.
In summary, IHG’s strategy centers on brand diversity, responsible growth, and enhancing guest experiences while maintaining a strong financial foundation. Their purpose of True Hospitality for Good guides their actions and decisions.
The InterContinental Hotels Group (IHG), a global hospitality company, has a well-defined strategic direction that drives its business performance. Let’s delve into the key aspects of IHG’s strategy:



1. Brand Portfolio and Growth:
 -IHG focuses on growing in high-value markets and segments. This includes not only net room growth but also the expansion of its brand portfolio, loyalty program, guest satisfaction, and market share.
 -The company aims to deliver industry-leading growth in scale, enterprise platform, and performance sustainably for all stakeholders, including hotel owners, guests, and society as a whole.
 -IHG strategically invests in four priority areas: brand expansion, digital advantage, talent development, and responsible growth.
2. Measuring Success:
-IHG evaluates its success through a set of key performance indicators (KPIs). These KPIs monitor various aspects of their strategy and long-term performance.
-The KPIs include net rooms growth, brand portfolio growth, loyalty program impact, guest satisfaction, and market share.
 -Responsible growth and talent development are also integral to measuring success.
3. Business Drivers:
 -Scale: IHG operates more than 6,000 hotels with over 911,000 guest rooms across 100 countries.
 -Brand Portfolio: The company boasts 19 brands, each serving different guest needs globally.
 -Loyalty Program: IHG One Rewards is one of the world’s largest hotel loyalty programs.
-Digital Advantage: Mobile-friendly branded websites and digital platforms enhance guest experiences.
 -Food and Beverage: Non-rooms revenue contributes significantly, with approximately 13% coming from food and beverage.
 -Commitment to Clean: IHG prioritizes cleanliness through science-led protocols.
 -Sales Force: A global sales force of nearly 15,000 drives demand.
  -System Fund: An annual fund maintains marketing and systems to generate demand for IHG hotels.
4. Behaviors and Priorities:
 -IHG’s behaviors emphasize speed, solutions, return on investment, and brand building.
 -The company cares for its people, communities, and the planet.
 -A sophisticated digital approach and responsible practices are at the core of IHG’s strategy.
IHG Hotels & Resorts, one of the world’s leading hotel companies, has embarked on a transformative journey called “Journey to Tomorrow”.  Let’s delve into the details:
1. Purpose-Driven Commitments:
 -True Hospitality for Good: IHG’s purpose is to provide True Hospitality for Good. This means going beyond mere necessity and doing what’s right. IHG is committed to contributing to positive social and economic change, advocating for diversity, equity, inclusion, human rights, and making environmentally responsible choices.
 -Decade of Action: IHG recognizes the urgency of the global challenges we face. Journey to Tomorrow aligns with the UN Sustainable Development Goals, providing a blueprint for a better, more sustainable future by 2030.
2. Consumer Mindset:
 -A global study commissioned by IHG revealed that 82% of consumers consider it important to choose a hotel brand that operates responsibly. Conscious travelers are increasingly mindful of responsible travel choices.
 -IHG’s commitment to collective action resonates with people worldwide.
3. Guiding Principles:
 -People: IHG will empower its colleagues, work with hotel owners, and collaborate with the industry to shape the future of responsible travel.
 -Communities: IHG aims to make a positive difference in local communities.
 -Planet: IHG is committed to preserving our planet’s beauty and diversity for generations to come.
4. CEO Keith Barr’s Vision:
 -The global response to Covid-19 demonstrated what organizations can achieve when they unite expertise, resources, and compassion for the greater good.
 -Journey to Tomorrow embodies IHG’s strengthened commitment to success in every sense of the word.
IHG should remain focused on its primary objective of producing Great Hotels Guests Love, as the moto has always been, which is a rising desire to achieve, among other key performance indicators (KPIs), consistently top quartile shareholder returns when compared to a broad global hotel peer group. From 2007 to 2009, IHG ranked fourth among its peers in terms of Total Shareholder Return (TSR), and it should always stay focused and strive to rank first. Measuring IHG against a set of precise KPIs targeted at achieving its primary purpose and cascaded down to the hotel level. Successful performance against different combinations of these indicators would lead to increased profitability.
Despite adverse economic conditions, IHG's strategy evolved significantly in 2009 as it worked to make its primary purpose a reality. In 2009, IHG took a critical look at its processes and capabilities to focus on what is most important: providing Great Hotels Guests Love. It has backed this up with a significant effort to align its workforce and measure the most critical drivers, resulting in a clear, target-based program within the hotels to inspire teams and guide behaviors.

Conclusion

Given its current advantageous position in the worldwide tourism and the hospitality sector in general, the company must improve its image and brand performance to counteract the challenge posed by emerging economy hotel chains. In other words, the company should guarantee that its brand remains appealing and maintains market leadership over competitors.
In addition, the company should strive for superior returns through increased operational efficiency and revenue delivery. Excellent returns will assure increased financial capacities, allowing the organisation to function more efficiently and effectively (Davies & Ellis 2000). Furthermore, the company should develop an efficient business with enhanced skills. The key competencies will allow the company to continue expanding its market reach and knowledge.

Management and operations of the InterContinental Hotel Group are influenced by both internal and external environmental challenges. Despite external environmental concerns, the company has managed to maintain its competitiveness. However, the firm must improve its brand performance to counter the threat posed by incoming competitors.
IHG's distinctive selling point is its diversified brand portfolio and dedication to "True Hospitality for Good." As the industry advances, IHG wants to consistently achieve industry-leading net room growth. IHG can preserve its global hospitality leadership position by correcting deficiencies and capitalising on opportunities.
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