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[bookmark: _Toc168076544]Executive Summary
Since 1919, The Hilton Hotel Group has been the world leader in hospitality. The study looks at their organizational structure, culture, strategic direction, and recent changes. Unlike Marriott and IHG, Hilton can change based on local needs because it is organized into divisions. The company cares about its customers, its employees, and new ideas. Long-term, Hilton wants to grow, be environmentally friendly, and use technology. Its goal is to have half as much of an effect on the environment by 2030.
A few of the most important new projects are going digital, growing the market, protecting the environment, growing the brand, and making health and safety better. According to Lewin's Change Management Model, these changes will make guests happier, the business more efficient, and it will stand out in the market. According to Porter's Generic Strategies and the VRIO framework, Hilton has an edge over its competitors because it can set itself apart and focus, and it has valuable, rare, and well-organized resources.
In order to stay ahead, Hilton should keep digitizing, add mobile services, and use AI to make experiences more personal. Aligning company culture with long-term strategic goals can be done by improving change management so that employees are involved and messages are clear.
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[bookmark: _Toc168076545]Introduction
Founded in 1919, Hilton is recognized as a leading company in the worldwide hospitality industry, being present on six continents of the globe (Hilton, 2024). The hospitality sector, to the world economy, is not only important regarding employment and revenue generation but also in culture exchange and cooperation at an international scale. Within this niche, the Hilton brand outpaces its competitors with its cutting-edge approach to hospitality management, priority on sustainability, and flexibility to adjust to shifts in market conditions (Rockett, 2023). The report delves into the organisational structure, culture, and strategic direction of the Hilton Hotel Group formerly known as the Hilton Group as well as recent change initiatives and their consequential aspects.
[bookmark: _Toc168076546]Organisation Structure, Culture, and Goals of Hilton Hotel Group
[bookmark: _Toc168076547]Organisational Structure 
Hilton Hotel Group implements a divisional organisational structure that allows hotels or brand units under its umbrella to operate as separate units with their own operations management, although the corporate standards and strategies apply. This system permits to be adaptable and dynamic to the local market circumstances and customer preferences (Chathoth, 2016). Through Mintzberg's Organisational Structure theory, Hilton can be defined as a 'Divisionalised Form' where semi-autonomous units are grouped by markets, geographic locations or services (Mullins, 2020). Thus, this structure maximizes Hilton’s adaptability regarding varying market preferences and facilitates selective strategic moves that exploit local possibilities and benefits (Lunenburg, 2012).
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Figure 1: Divisional organisational structure /Source: (Hilton, 2024)
Likewise, Marriott applies a divisional structure but emphasizes more centralized decision-making at the head office level to ensure global brand standardization (Flood, 2023). IHG General (IHG), however, is more similar to the Hilton, focusing on local autonomy (hilton.com, 2019). On the other hand, IHG may adopt a more franchised-based approach, which requires less direct intervention in the day-to-day operations of hotels compared to Hilton (IHG, 2022). This structural disparity is manifested in their faster reaction and market presence tactics.
[bookmark: _Toc168076548]Organisational Culture 
Hilton Hotel Group is proud of its corporate culture, which is made up of the spirit of hospitality, integrity and leadership. Being known for an 'Employee First' ideology, Hilton promotes a helping atmosphere that puts employees at the core of the customer's convenience and satisfaction. The culture here reinforces the value of innovation and is always looking for ways to provide superior services to customers (Reidhead, 2020). Using Schein’s Model of Organisational Culture, which emphasizes three levels: It can be perceived that Hilton uses artefacts, the espoused values and the underlying assumptions as good mediums for the analysis (Akpa et al., 2021). One can easily see that the visible artefacts are high-end amenities and top-notch factors of high service. Values expressed are demonstrated in Hilton's pledge to resort to excellence and community service while underlying assumptions are that a satisfied staff yields more pleased and satisfied customers (Schein, 2016).
Comparatively, the other rivals such as Marriott and IHG are also focussed on delivering a customer-centric culture which is, however, on different aspects. Marriott, in general, builds on global consistency and the execution of the best of the best in operations, while InterContinental tends to integrate the local cultures that host its hotels (Quek, 2011). The differentiating point of Hilton from its competitors comes from the fact that it is very intentional in this particular area, which results in more dedicated and competent employees.
[bookmark: _Toc168076549]Organisational Goals 
Hilton Hotel Group's strategic goals that emphasize development, sustainability, and technology are Hilton Hotel Group's strategic focus areas (Hilton, 2022). For instance, Hilton is looking to expand into more countries, to catch up to Airbnb, the market leader, to add value to the guests through innovative digital products, and to lead in environmental sustainability with reduced carbon emissions and waste (Hilton, 2024). SMART criteria are specific, measurable, achievable, relevant and timely, and Hilton's goals can be still distinctive. This is, presumably, why they established this commitment to doubling their social impact investment and cutting their environmental footprint in half by 2030 is just specific and measurable (businesswire.com, 2018). These goals are also practical and correlate with the current global movement toward sustainability with the facilities Hilton has been providing.
Hilton's goals are as ambitious and clear as those of its competitors such as Marriott and InterContinental Hotels. Nevertheless, Hilton stands out by giving more attention to the Technological part of guest services and it seems to be more strongly targeted at improvement of the guest experience (Orujzade, 2022). While Marriott continues to develop both expansion and sustainability, Hilton's distinct plan to integrate technology might serve as a more direct way to reach the matter. 
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[bookmark: _Toc168076551]Overview of Recent Changes 
In the last couple of years, the Hilton Hotel Group has had several strategic programs to cope with the changing dynamics of markets and the ever-changing consumer demands. Key initiatives include:
· Digital Transformation: Hilton made an incredible evolution in digital solutions and invested so much into users’ brand loyalty that has now resulted in digital check-in, room selection and Digital Key through the Hilton Honors app (Linxi, 2021). This brings about a change whose key implications are the convenience of the guests and operational efficiency.
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Figure 2: Hilton Honors app / Source: (Hilton, 2021)
· Expansion in Emerging Markets: Hilton has been intensely focused on geographic expansion, concentrating their efforts on gaining market share in Asia and Africa which are the ones to drive growth in tourism and business markets emerging in these regions. Among many is opening new projects with other countries and expanding its geographical operations (Hilton, 2024).
· Sustainability Initiatives: The brand introduced the "Travel with Purpose 2030," campaign (Hilton, 2022). The goal was to lower the environmental footprint by half and increase social impact investment twice. Also, the decrease in carbon emissions, energy consumption, water usage, and solid-waste production in all hotels is another essential for them (Matteucci, 2020).
· Brand Diversification: Hilton has sharpened its focus by introducing new brands, like Tempo and Motto, which also help reach out to different market segments to enhance customer value, such as the young ones not forgetting the local travellers who seek authentic kinds of experiences (TBH, 2023).
· Enhanced Health and Safety Measures: In light of the COVID-19 pandemic, the release of the "CleanStay" program by Hilton in of Lysol and the Mayo Clinic, with a focus on high-level cleaning procedures and guests’ safety was made (Otley, 2020).
[image: Hilton Defining New Standard of Cleanliness]
Figure 3: "CleanStay" program / Source: (Hilton, 2020)
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Using Lewin's Change Management Model, Hilton's approach to recent strategic changes can be examined through the stages of Unfreeze, Change, and Refreeze:
Unfreeze: When Hilton identified the need for change in the market as a consequence of shifting consumer tastes and new types of competition, he thought other hotel chains should have done the same. The process of communication with partners was the central point of the preparation in terms of showing them the benefits of digital transformations, sustainability goals, and new safety policies because of COVID-19 (Kim and Han, 2022). This phase was pivotal to gaining a positive stance and the readiness for change by the stakeholders.
Change: Hilton implemented several changes

Refreeze: Hilton has made this to be a more systematic process by using them both as daily operational and a corporate culture standard. Through the laborious training programs, they keep their staff updated on the new procedures and keep them communicated, to endorse the recent attitude. Thus, the changes are not only realisable but also subsequently lead to the emergence of new norms among the members of the organisation (Buchanan and Huczynski, 2019).
[bookmark: _Toc168076553]Impact of Changes
The strategic changes implemented by Hilton have had significant short-term and long-term effects on its operations and performance: With the advent of digital check-in and room selection tools, the process of customers has become much simpler. This results in higher guest satisfaction indices (Mullins and Dosser, 2013). CleanStay program assisted in the restoration of guest confidence pretty fast amid the COVID-19 pandemic despite other companies facing a decline in occupancy rates (Kim and Han, 2022). Through its sustainability initiatives the total operation costs are beginning to decline due to reduced instrumental outlay.
While in the long run, Hilton’s digitalization is predicted to lead to more process efficiency and stronger interconnectivity with the clients, the brand will be pushed forward as a leader in hospitality innovation (Hilton, 2023). The development into the growing markets will likely lead to the enhancement of the international Hilton's firmament and financial performance (Bardukova, 2023). Furthermore, ensuring that Hilton shares sustainable goals provides that organisation with the possibility of joining the global environmental targets. This might bring new ecologically oriented consumers and partially protect the business from stricter future regulations. Consequently, all these decisions taken for Hilton ultimately contribute to its brand image and help the hotel company compete successfully around the world (Jones and Comfort, 2019).
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[bookmark: _Toc168076555]Current Strategic Direction
The core strategic directions of the Hilton Hotel Group that the company recently has updated include growth, innovation, and environmental protection. Principal areas include global expansion, to the unrepresented markets as well, improving the guest's experience with digital innovations, and at the same time, being the leader in sustainability issues. Hilton is also devoted to improving performance levels through operational efficiency and job satisfaction which will guarantee and ensure long-term success (Zeng, 2021).
Applying Porter’s Generic Strategies, Hilton's market positioning can be analyzed as follows:
Differentiation Strategy: Hilton does not differ from the others entirely because it renders exceptional guest services, high-class amenities and cutting-edge technologies such as digital locks and smart rooms (Hilton, 2021). As a result, consumer satisfaction is reached while the brand image of luxury is internally acknowledged as well.
Focus Strategy: Hilton is a strong example of a focus strategy that has been successfully applied to the identification of particular market segments utilizing its multi-brand structure (Liu, 2022). Each of the brands is tailored to a particular section of the consumers, luxury and at the budget level, and this way they can achieve high standards in parity while still meeting everyone’s needs.
These strategies ensure Hilton has a competitive advantage in the hospitality sector by superlative client expectations and adjusting to the changes in the market. Besides emphasizing on sustainability and technology, Hilton acts like a cutting-edge leader at the front of the worldwide hospitality market.
[bookmark: _Toc168076556]Evaluation of Strategy Effectiveness
Using the VRIO Framework, Hilton's strategic effectiveness can be assessed based on the criteria of value, rarity, imitability, and organisation.

Figure 4: VRIO Framework / Source: (Pesic et al., 2013)
Value: Hilton's investments in digital technology and sustainability increase value through improving guest satisfaction and work efficiency. These strategies meet the current passengers’ needs for convenience as well as the environment. This is an additional value to Hilton’s brands (Fachada, 2023).
Rarity: Hilton’s digital innovation program which includes the components of contactless technology and personalization through their app, offers a unique and exquisite combination of convenience and luxury that few competitors at the same level can match (Mixson, 2021).
Imitability: While their efforts might include imitation of some technical advances and sustainable practices, what the competition cannot do overnight is to match Hilton’s level of advanced integration of these technologies as this would compete with the brand reputation that the company has built over time.
Organised: Hilton has strong management that systematically recognizes the assets, with a perfect strategic direction, and the operational model for continuous improvement supports the innovation (Pesic et al., 2013).
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There is a lot of information in this report about the Hilton Group Hotel's organisational structure, attitude, strategy, and more. Having a different functional structure than other hotel brands is one way that Hilton stand out from its rivals. Hilton should use these ideas to make its place in the market and its approach to life better. Adding more brands, working together on new technologies and getting employees involved in change initiatives are all strategic changes that needs to be made first. These plans will assist the business stay ahead of the rivals and adjust to changes in the hospitality business occurring around the world.
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[bookmark: _Toc168076559]Strategic Recommendation
Hilton should enhance its digital reforms to reign in the leader's position in the hospitality industry. An increased expansion the mobile-centered services and implementation of AI for personalized guest experiences could boost efficiency and client satisfaction to a higher level (Torres, 2018). In the cultural aspect, a stable and thriving environment must be nurtured and that allows innovation and resilience to flourish. This can be achieved through regular training and development sentiments focused on emerging technologies and sustainability practices.
[bookmark: _Toc168076560]Management Recommendation
To achieve further organisational improvements, Hilton should polish its change management process by closely linking changes with the organisational culture and long-term plans. This can be accomplished through increased employee participation in the planning process of the upcoming change, which leads to a feeling of ownership and helps the initiatives to be more in line with employees' values and expectations (Verhoef and Lemon, 2013). Hilton hotel should maintain communication open during the change. Both formal and informal channels may be used to conveying the strategic significance and objective of planned changes (Nazarian et al., 2019). Thus, Hilton could better assess changes with stronger feedback mechanism.
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Digital Initiatives: Provide digital key services and check-ins, which help in replacing physical interaction and increase customer convenience (Torres, 2018).


Sustainability Goals: Introduced measures to reduce environmental footprints, ensuring the plant meets international sustainability baselines.


Health Protocols: It unveiled a new system called CleanStay which was designed to instill confidence in guests amidst the pandemic (Hilton, 2022).
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SWITCHES & ELECTRONIC
CONTROLS

Lights, lamps, switches
and electronic controls.

Your Hilton
CleanStay Room

HANDLES & KNOBS
Doors, closets, drawers,
furniture knobs and
drapery pull handles.

MAJOR BATHROOM
SURFACES

Toilet handles and seats,
splash walls, shower/tub
controls and sink faucets,

CLIMATE CONTROL
PANELS

TELEPHONES, REMOTE
CONTROLS AND CLOCKS
Handsets dial pads and
function buttons.

Hilton

CleanStay

with ﬁ Protecton

BED & BEDDING

All bed linens including
duvet covers, pillowcases
and sheets.

BATH AMENITIES

Bulk dispensers, individual
amenities, tissue boxes,
soap dishes, amenity trays
and hair dryer.

OO O ®E O

HARD SURFACES
Tables, desks and nightstands.

()

CLOSET GOODS
i7on, safe handle and keypad.

®O®

IN-ROOM FOOD &
BEVERAGE
Cutlery glassware,

ice buckets, mini bars,
kettle and coffeemaker.
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