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Introduction 

IHG, a global hotel company with over 5,600 franchised, managed, owned, and leased hotels, is focusing on expansion strategies and long-term sustainability (Avelar, P. A, Santos, 2020).
InterContinental Hotels Group, the British multinational hospitality company, operates in over 100 countries and owns a portfolio of brands in Mainstream, Upscale, and Luxury segments was founded in April 2003.
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(Prakash K. Chathoth 2016)
InterContinental Hotels Group is the largest luxury hotel brand, with nine openings in 2019. Its asset is lightening the business model, which is focused on improving fee revenues and margins and furthermore generating high returns on invested capital. Conform to F. Fernandes and P. Michel (2021), 39 hotels on the IHG luxury brands pipeline, the company's revenue has been growing between 5 to 7% in recent years. Key risks include weaker growth figures due to slower Covid-19 vaccine distribution and the growth of peer-to-peer accommodation like Airbnb. 
This report is focus on IHG Hotel Group and will analyse the structure, culture, goals of the organisation, initiatives, management, strategies, and performance implemented in the last years and the outcome of this aspects to understand if the hotel chain respects their mission and the goal of the company.

1 Organisation structure, culture, and goal

IHG Hotels & Resorts is one of the world's leading hotel companies, with approximately 345,000 employees in more than 100 countries. The hotel chain is providing unparalleled service. The company has 6,363 hotels, 946,203 rooms worldwide. IHG (2024) sustain that is a hotel brand that meets the needs of guests and owners.
IHG Hotels aims to provide authentic hospitality worldwide services, prioritizing guests needs and community expectations. Their leadership style is based on quality, authentic leadership, and employee engagement. IHG (2024) strategic vision focuses on value-creation through preferred brands, superior owner propositions, loyalty programs, and revenue generation through low-cost direct channels. The competitors as Marriott hotel chain are adopting same loyalty programs and this make more difficult to keep the customer loyalty. Elite hotel status requires frequent travel and accumulating Elite nights. For self-funded travellers in Southeast Asia, Marriott Bonvoy, Hilton Honors, and World of Hyatt are popular loyalty programs. Marriott Bonvoy offers Platinum status with double Elite Night promos, Hilton Honors offers gold status with 20 or 40 nights, and World of Hyatt offers Globalist status with 60 nights annually. Double Elite Nights are rare, so qualifying solely on actual nights is crucial (Suitesmile, 2024). 
Core value is present by actions like respect for people, right doing, responsibility, innovation, and performance which are reflected in employee interactions and guest treatment. IHG manages its hotels in three ways: owned, managed, and leased, catering to mainstream luxury, and high-end segments.
There are 19 brands that meet the diverse needs of guests around the world, the world's largest hotel loyalty program, 9 guest contact centres worldwide, and 12 languages available with a world class system. IHG (2024) mission is to achieve industry-leading growth in scale, business platform, efficiency, and sustainability for all stakeholders, including hotels, guests, and society at large. Mission of "Taking Good Matters" remains at the core of the brand and culture, and that has not changed, but the leadership role continues to grow as the hotel company of choice for guests and owners.
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2 Recent change initiatives, their impact and how well these were managed
A study conducts by Fuchs, Maximiliane (2022) proves that IHG during COVID-19 crisis communication acknowledges the importance of stakeholders for business and reputation, it lacks the necessary knowledge to effectively communicate with them. The study suggests future research and a personal professional outlook to enhance crisis communication in organizations.
Journey to Tomorrow, a 10-year action plan, aims to shape the future of responsible travel by focusing on sustainability, diversity, job creation, and community partnership with stakeholders worldwide (Elliot C., 2021).
There could be observed a progress on room occupancy rates for rooms booked through IHG's managed channels, 80% compared with 72% three years ago. IHG (2024) mobile apps and other mobile channels now account for 58% of all digital bookings, making the fastest growing impact. Downloads of the app are up to 60% and sales are up 38% compared to the same time in 2022. In China, InterContinental Hotels Group switched to WeChat channels, and its revenue increased by 8% annually, while transportation costs also increased. Essentials and Suites, Luxury and Deluxe models are available for $18 per night for guests who choose to upgrade to the digital reservation system. For these hotels, eligible guests will receive a 2 percent price change, an increase of $31 for basic rooms and suites, and $90 for deluxe rooms and suites.
IHG continues to innovate, using a new cloud-based platform that combines the latest technology and predictive tools to provide homeowners with information and insights as part of its management services. IHG's growth significant the investment in artificial intelligence, this is not bringing benefits or profits to owners but increase customer satisfaction (Stoimenov, 2023).
Veteran brands are assets in their system that and enhance by offering loyalty programs through IHG's core technology platforms and distribution channel management. The organisation promotes a diverse culture, 22% of leaders are multiracial, representing 16 countries. The InterContinental Hotel Group ranked first in the Financial Times Europe's 2024 Diversity Leaders Rank 2 out of 850 companies.

3 The organisations strategic direction and current business performance

Company formulated four pillars to realize its strategy which focus on growth and take a targeted approach to brands in high-value and new markets. IHG Hotels & Resorts' new CEO, Elie Maalouf, aims to make the company's portfolio appealing to owners and guests in his first earnings call as CEO (O’Neil, 2023).
Their strategy focuses on driving business development, strengthening the company, increasing owner and consumer interest in the brand, and focusing on growth markets and high-value segments. In 2022, IHG has driven industry scale, business platform and business growth through strategic investments in four areas, creating value for all stakeholders, including hoteliers, guests, and the broader community. This approach supports steady growth of cash flow and profits through long-term investments, which can then be reinvested into the business and returned to shareholders.
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(IHG, 2024)
According to Comparably (2024), IHG rates its team culture one percentage point lower than Hyatt Hotel Group, based on a review of 1,385 employee reviews of the two companies, ratings based on responses to questions such as "How would you rate the quality of your colleagues?" and "What are the best things about your team?"
.[image: ]
(Comparably, 2024)  
In the competition between Marriott Bonvoy and IHG rewards programs, Marriott wins when you consider more brands and hotels to choose from and more credit cards to earn points. However, when it comes to premium packages, both brands have the same value (Kartashova, 2024).
The Hilton name is often associated with various levels of luxury and quality. IHG has more brands, from luxury hotels like InterContinental, Six Senses to mainstream hotels as Holiday Inn, Crowne Plaza, and budget hotels as Holiday Inn Express (Aiste, 2023).

(IHG Hotel&Resorts, 2024)
The company strategic direction is to expand its presence in other markets, including starting operations in Mexico after signing its first contract in February 2024 and moving to Japan later. In 2023, 141 hotels signed contracts with 7 brands. In terms of geographic expansion, the InterContinental Hotels Group, which operates in more than 100 countries, plans to open 31 hotels. They support this through local and global advertising, exclusive brand promotions, including the world's biggest campaigns to date for Holiday Inn Express and InterContinental and the Hotel Indigo. However, this includes implementing a new service culture plan to encourage business and growth at InterContinental Hotels, renovating the galleries and offering breakfast service at Holiday Inn hotels across the country (Richard, 2017).
Operation system is shaped by a strong management culture, clear policies and a series of important commitments outlined in official business plan for the Journey to the Future 2030. The approach to responsible business shapes works and strategic investments to improve performance and strengthen business, knowing that this is the way to grow and create positive change for the better is more important than ever. The key to realizing strategic priorities for people, communities and planet is planning the journey to tomorrow (Elliot, 2021). 
The Board of Directors is supported by its key committees in overseeing the implementation of strategic objectives and creating sustainable value for shareholders (Jefferson, M. 2022). The Board's business committee reviews IHG's objectives and strategies, considering environmental, social, community, and human rights impacts. IHG plans to launch the Garne brand in Japan, its first luxury brand exposure outside the US. The move follows a letter of intent with Ax Management Partners to build Garner in Japan in 2024, renovating three Osaka hotels and adding 500 rooms to IHG's Japanese hotel portfolio (Sakaguchi, 2024). This aspect reflects the company strategy to expand the geographic sector and to access new costumer profile. 

Conclusion
As a conclusion, IHG is a sustainable company with a large hotels brand which offers quality to the guests and promote a healthy culture. However, there are multiple hotel chain, and the competition is tide, most of them are offering the same services and packages bun wrapped differently. The culture and company structure are having a significant impact to the employers because they are the ones which contribute to expanding the company mission and goals. IHG's competitor are Marriott International Inc Headquarters with 148,000 no of employers and $23.7B revenue follow by Hilton Worldwide Holdings Inc Headquarters with 178,000 no of employers and $10.2B revenue, Hyatt Hotels Corp Headquarters with 50,000 no employees and $5.9B revenue, Accor SA Headquarters, France with 186,084 no employees and $4.4B revenue (Global data, 2024). IHG Hotel Group is a popular hotel loyalty program for families and business travellers, ranking first in overall categories. Marriott Bonvoy offers Marriott elite status benefits worldwide, while Hilton Honors Diamond offers free breakfast and executive-floor lounge access, making it a top choice for travellers.
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Key performance indicators (KPlIs) continued

KPIs 2022 status and 2023 priorities
Guest Love 2022 status.
IHG's guest satisfaction - Guest satisfaction of 78.6% dropped slightly compared to 2021 reflecting

measurement indicator. challenges such as labour shortages as the industry continues to recover
from Covid-19 impacts.

+ Externally measured Guest Satisfaction Index (GS|) achieved scores above
100 in 2022 (meaning we outperformed our competitors) on improvements
in our online social ratings from guests and the travel community.

Guest satisfaction is fundamental to
our continued success and is a key
measure to monitor our ability to
deliver an experience that meets
and exceeds guests’ expectations

ind exceeds guests b - Continued efforts to ensure a consistent high-quality experience for each

of our brands, including improvements in food & beverage, hotel condition
and service.

+ Launched a new mobile app to support guests with desired
digital experiences.

+ Rolled out the new loyalty programme, IHG One Rewards, with extensive
in-hotel training to deliver upgraded loyalty experience.

2023 priorities

+ Maintain a high focus on guest satisfaction across our entire portfolio with
particular emphasis on quality and service standards.

+ Continue to invest in brands, including service, brand hallmarks and food
&beverage.

« Continue to invest in digital experiences to enhance the guest journey from
booking through check-out.
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