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Introduction 
According to Tien et al. (2019), strategic management is central to enhancing business growth and profitability in the wake of dynamics in a business environment. The hotel and tourism industry has faced significant challenges, especially during the coronavirus pandemic. Corporate leaders and managers are keen on promoting green and sustainable business practices to drive growth and profitability. The success of Hilton Hotel Group is a transnational business which has attained exponential growth over the years (Reidhead, 2020). The Company was founded in 1919 by its founder, Conrad Hilton, who bought the Mowbray Inn in Texas. This report will explore various aspects of strategic management of the chosen business organisation. 

Organisation Structure, Culture and Goals
According to Pathiranage et al. (2020), effective organisational structure and supportive corporate culture are crucial in attaining short-term and long-term goals. Hilton was established about a century ago and has become a major player in the tourism and hospitality sector. The business manages a portfolio of world-class brands, including the Embassy Suites Hotels, Hilton Garden Inn, and Hampton Inn Hotel (Andersson et al., 2019). Other important ventures include Waldorf Astoria and DoubleTree by Hilton. Currently, the Company has about 4322 hotels, timeshare properties, and resorts in 94 countries globally. Hilton Hotel Group is one of the major employers in the hospitality industry, with about 157000 employees in its various properties and corporate offices across the globe. According to Zeng (2021), approximately 50 million customers enjoy various customer loyalty programs. The business organisation prides itself on excellent leadership and management based on effective corporate culture—at the heart of seamless processes in change implementation (Spina, 2020). Evaluating organisational structure concerning the organisational culture is imperative to determine opportunities and challenges for its future growth and profitability. 

Organisational Structure
Hilton Hotel Group’s organisational structure is divisional. Divisional organisational structure describes a system where the business organisation segments its team members based on the products or market rather than their assigned roles and responsibilities (Hilton.Com, 2023). Divisional units include sales, communication, and marketing. The choice of organisational structure largely depends on the business strategy and corporate culture. The organisation's C-suite is largely responsible for managing various functional units and geographic divisions, including the business itself divides its properties and operational activities into three main categories—ownership, management and franchise, and Timeshare. The ownership, management and franchise are under the management of Hilton Hotels and Resorts, while the Timeshare is under the Grand Vacation. The Grand Vacations has been a separate unit since 2008 when the Hilton Hotels and Resorts traded publicly. The current chief executive officer of the business company is Christopher J. Nassetta (2007-23). The top leadership and management of the organisation have made significant contributions in providing direction and guidance to team members to achieve the organisational goals. 
Corporate Culture 
Supportive corporate cultures are crucial in establishing a productive workplace environment for all employees, irrespective of their cultural backgrounds. It entails the shared values, traditions, and acceptable behaviours that guide the actions of various stakeholders, including the employees. The Company's corporate culture is based on the concept of the "business of people serving people" It entails providing conducive and supportive work environments for all employees to facilitate the attainment of desired experiences among the guests. The management provides regular rewards, awards, and events to recognise and acknowledge employees with exceptional skills and competencies. The overarching values include integrity, leadership, ownership, and teamwork. 
Since the advent of rapid technological advancement and globalisation, most companies have culturally multifaceted workplace settings. Managing cultural diversity and inherent challenges can be problematic, especially without effective leadership and management. The management is committed to promoting diversity and inclusivity at the Hilton Hotel Group. It entails understanding and integrating employees' unique perspectives and voices from diverse cultural backgrounds to promote the organisation's growth. 
Goals 
Effective management entails creating goals and objectives to serve and direct team members towards achieving the mission and vision of the organisation. Hilton Hotel Group is anchored on creating value for its constituents where the hotels are established. Key constituents include strategic partners, host communities, customers, shareholders, and owners. 

Recent Change Initiatives
Practice changes are inevitable as far as managing business organisations is concerned. Tourism and hospitality businesses tend to witness insurmountable dynamics that affect various business operations. The management and leadership of the business organisations must create effective approaches to dealing with the change implementation-related feedback. Change management models are useful in ensuring seamless processes when implementing organisational changes. Passive and active resistance from the team members can lead to change implementation errors or non-attainment of the desired organisational outcomes. It is imperative to evaluate opportunities for change implementation, including potential setbacks that can impede the processes associated with the adoption of recommended changes. Corporate cultures are central as far as change implementation processes are concerned. Hilton Hotel Group has experienced significant changes in the past—which have greatly impacted the operations of the business company.
The outbreak of COVID-19 had far-reaching implications on the operations of business activities. For instance, the Company had faced the need to deal with the fallout from increased cancellations due to travel bans to contain the spread of the novel virus. Although the impacts of the pandemic have been devastating across the board, the travel and hospitality industry experienced the brunt of the outbreak of COVID-19. However, the management of Hilton Hotel Group adopted unique strategies to deal with significant changes occasioned by uncertainties in the industry. Product innovation, marketing creativity and customer connection were useful approaches to restoring trust and confidence among the targeted customers. The management adopted renewed diligence and care in improving the cleaning of hotel rooms by forming a partnership with a trusted household cleaning brand—Lysol. The cleaning brand has been engaged in various hotel rooms to enhance customers' safety in the wake of the coronavirus pandemic.
Secondly, the management leveraged social media to collect views and inputs from the targeted customers. It entails collecting the views on the cleaning brands most households trust the most based on the information gathered from social listening. Thirdly, the Company adopted marketing creativity to address the challenges arising from increased cancellations. The management announced the introduction of a global marketing campaign (2020). The initiative aimed at collecting the views of the customers by conducting surveys. The proposed campaign became an effective tool for reigniting customers' passion for travel by popularising various offers and promotional programs. The announcements appealed to the people, especially in the wake of increased implementation of containment measures which denied people the opportunity to travel. 
Other significant change initiatives include broadening marketing strategy to promote the Company's brands. The Company has continued to face stiff competition from rival companies, making it challenging to popularise its new brands in the market. The management of the Company increased financial allocation of over $100 million to enhance advertisement (2019). Hilton Hotel Group enhanced its marketing strategy by leveraging all media channels to reach its customers. The management engages in brand and whole company marketing to achieve the set goals and objectives. The most notable brands include Waldorf Astoria and Hampton Inn. Enterprise marketing is crucial in popularising a broad base of clients and esteemed customers who are members. Therefore, the identified change initiatives have been instrumental in revamping the business growth and profitability of the Hilton Hotel Group—which are crucial in countering stiff competition in the travel and hospitality industry. 

Strategic Direction and Current Business Performance
            Effective strategic direction is crucial in promoting sustainability while enhancing business performance. The management of business organisations must find excellent and sustainable ways of managing scarce resources to protect the environment and enhance business growth (Achmad & Yulianah, 2022; Al‐Ghussain, 2019). Excellent leadership and management at Hilton Hotel Group have been responsible for sustained business growth and profitability. 

Strategic Direction
Hilton Hotel Group is committed to sustainable business practices in response to three pillars of sustainability—social, economic, and environmental. The business exists to provide employment opportunities and corporate social responsibility (CSR) programs to benefit host communities (Bianchi & de Man, 2021; Johann, 2022). The business organisation is committed to reducing waste and driving forward  to a circular economy. Other interventions include preventing waste, recycling, and food upcycling and donation, all key management strategy components to create a greener hospitality industry. The management pledged to reduce waste by approximately 50% by 2030 (Hilton.Com, 2023; Bianchi & de Man, 2021). Innovative solutions have been crucial in addressing the concerns associated with global warming. 
The business is also implementing outsourcing housekeeping services to cut costs and improve efficiencies. According to Johnson and Jaehrling (2021), cost savings are the primary reason for outsourcing. Due to the pandemic outbreak, the business renewed its commitment to cost-cutting measures to improve the sustainability of business operations in the long run. Successful implementation of outsourcing is crucial in relieving the management from the escalating costs of providing essential services to its guests, especially during off-peak. The housekeeping department tends to experience higher turnover rates than other departments (Pesonen, 2015). According to Mori and Mori (2020), the strategy entails engaging in a contract and providing fixed monthly costs to eliminate or reduce potential fluctuations in operating costs. The management has realised about a 25% reduction in the expenses of human resources. 
In 2021, the management of Hilton Hotel Group announced the changes associated with the use of daily housekeeping services when needed, especially in the US. (Sharma & Kaushik, 2021) The cleaning services will be automated on a specific day of a stay to reduce operating expenses. However, the Hilton luxury brands are exempted from the new directive (Chan et al., 2021). The Company has demonstrated commitment to enhancing socioeconomic impact while reducing the environmental footprint due to productive activities.

Current Business Performance
Hilton Hotel Group has continued to experience significant improvement in its overall business performance. The Company's annual revenue in 2022 was $ 8.773B, representing a 51.57% increase from the previous year (Macrotrends.Net, 2022). The annual gross profit was $ 5.109B (2022), representing a 38.57% increase from 2020 (Macrotrends.Net, 2022). The annual gross profit for 2020 was $3.687B, representing approximately a 55.03% decline from the previous year. 
More critically, the Company has attained significant growth in sales volume due to the adoption of loyalty programs to improve customer satisfaction. Hilton Honors represent the program. Under the program, customers are rewarded with points when they utilise services provided by the Hilton hotels and resorts located in various countries across the globe (Fu, 2023). The points are redeemed for hotel nights accommodation and other exciting services (Jones & Wynn, 2023). Implementing the loyalty program has enabled the Company to attract and retain customers by enhancing it is market penetration and size (Lee et al., 2023). The Hilton Honors members represent about 56% of system-wide occupancy and account for $17.0B in hotel-level revenues (2016). However, the decline in occupancy was largely associated with the coronavirus outbreak (2019-2020). 
Conclusion 
            Therefore, it is imperative to note the Hilton Hotel Group's exponential business growth and profitability. The supportive corporate culture of the Company has contributed to creating a productive workplace environment for all employees, irrespective of their cultural backgrounds. Hilton Hotel Group's organisational structure is divisional—which has been crucial for the success of the business organisation. The choice of organisational structure depends on the business strategy and corporate culture. Although the outbreak of COVID-19 had negative implications on the operations of the business activities, Hilton Hotel Group has navigated such challenges through strategic management and leadership. The Company is committed to sustainable business practices in response to three pillars of sustainability—social, economic, and environmental.
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