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[bookmark: _Toc137353907]Introduction 
The Hilton Hotel Group is renowned for providing service of a world-class standard and maintaining a global presence. During this analysis, Hilton's corporate and unit structures, as well as its culture and goals, will be scrutinised. These specifics shed light on Hilton's approach to the market. In addition to that, the researcher will investigate the effects and management of the ongoing transformation programmes. In addition to that, we will evaluate the competitive landscape in light of the strategic direction and business performance of the organisation.
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[bookmark: _Toc137353909]Structure 
The mechanistic framework of Burns and Stalker (1966) is consistent with the hierarchical organisation of the Hilton Hotel Group, which uses a tree-like structure (Yao, 2021). Centralised decision-making occurs at the corporate level, and it is under the direction of the CEO. The chief executive officer is directly responsible for executives in the areas of finance, marketing, operations, and human resources. The organisation as a whole benefit from improved coordination, control, and uniformity as a result of this structure. The hotels and resorts owned by Hilton all have hierarchical structures that are very similar to one another. General Managers are in charge of running operations, and they report to executives (Mullins and Dossor, 2013). The global portfolio that Hilton manages can maintain its high level of service quality, operational standards, and brand image thanks to this hierarchical structure. Hilton employs project teams and organisational structures based on matrixes to facilitate cross-functional collaboration. These teams collaborate on projects that span multiple departments. To innovate, simplify, and advance, Hilton incorporates a wide range of perspectives and bodies of information.
[bookmark: _Toc137353910]Culture 
The Hilton Hotel Group cultivates a culture where the needs of the guests are prioritised. The emphasis is on professionalism, collaboration, and customer service (Lu and Zhu, 2019). The emphasis is on personalization, anticipation, and exceeding expectations. Hilton values the growth and empowerment of its employees. Training and professional advancement foster talent and guarantee a skilled workforce (Mullins, 2019). Employee development and well-being create a fantastic workplace and high employee satisfaction, which enhances the experiences of visitors. Diversity and inclusivity are important to Hilton. When working in an environment that values their diverse perspectives and backgrounds, employees feel respected and appreciated. The customer experience and employee engagement are enhanced by this inclusive culture.
[bookmark: _Toc137353911]Goals 
The Hilton Hotel Group has high goals to keep its position as the industry leader. Its brands strive to provide the best visitor experiences possible. Hilton aspires to establish connections, foster relationships, and promote customer advocacy and loyalty. Additionally, Hilton puts shareholder value first (Mekhruza et al., 2022). To maximise shareholder value, the organisation prioritises sustainable growth and profitability. This is achieved through strategic investments, cost reduction, and revenue optimisation. Hilton engages in corporate citizenship as well. The organisation seeks to engage the community and the environment. Hilton works to reduce its environmental footprint while promoting diversity, inclusivity, and community well-being.
Compared to Marriott International and Accor, Hilton has a different organisational structure, culture, and goals (Nozdreva and Churakova, 2021). For centralised control and standards, Marriott International and Hilton employ hierarchical organisational structures. Greater responsiveness to the demands of the local market and innovation is made possible by Accor's decentralised organisational structure. Like Hilton, Marriott International places a high focus on customer satisfaction and employee growth. A focus of Accor is diversity and teamwork. Interactions between staff and guests and the guest experience are impacted by cultural variations (Tien, 2019). Marriott International shares Hilton's emphasis on maximising shareholder value and guest happiness. To fulfil customer expectations and worldwide trends, Accor places a high priority on sustainability and social responsibility.
The mechanistic and organic organisational structure of the Hilton Hotel Group enables corporate oversight and cross-functional unit-level collaboration. The business places high importance on professionalism, teamwork, and empowerment (Reidhead, 2020). Hilton places a high priority on corporate responsibility, shareholder value, and guest happiness. Different organisational structures, cultures, and objectives distinguish Accor from Marriott International. Each company's hospitality market strategy is shaped by these variations.
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In recent years, the Hilton Hotel Group has undertaken several transformational initiatives to respond to market changes, enhance guest experiences, and boost operational effectiveness. Popular methods for analysing these endeavours include Lewin's three-stage transformation process.
The three stages of effective transformation according to Lewin are unfreezing, change, and refreezing (Lu and Zhu, 2019). Accepting change and getting past reluctance is unfreezing. Transitioning means putting change into action and overcoming it. Refreezing refers to incorporating the change into the practises and culture of the organisation. Hilton is modernising its business through digital means. The unfreezing step involved utilising technology to enhance customer experiences, streamline processes, and compete in the digital age. Employees who were traditionalists resisted Hilton.

Figure: Lewin’s change management
Source: (Lu and Zhu, 2019)
During the change, Hilton made investments in mobile check-ins, digital room keys, and mobile app-based guest experiences. These changes increased operational effectiveness, visitor comfort, and visitor enjoyment (Jones and Comfort, 2019). To ensure staff acceptance, implementation required considerable training and change management. The impact of digital change is significant. The smooth and customised digital experiences offered by Hilton have improved customer satisfaction and loyalty. Additionally, digital technology has sped up processes and shortened check-in times. By embracing digitization, Hilton attracts clients who are tech-savvy and keeps pace with the competition.
Hilton has given environmental protection and sustainability a top priority. The necessity for sustainability was realised by Hilton as environmental awareness increased. This change effort is driven by the desire for environmentally and socially responsible solutions from stakeholders and guests (Ruiz Molina et al., 2021). Hilton assessed its environmental effect, established sustainability objectives, and made improvements as it unfroze. Energy conservation, garbage reduction, and ethical sourcing were all part of the transition. Hilton had to modify current procedures and get over stakeholder resistance to the potential financial consequences.
Sustainability initiatives have enhanced environmental protection and public perception. Hilton locations have reduced their carbon footprint, utilised waste management techniques, and saving money on power and water (Fu, 2023). These programmes have encouraged environmental sustainability and drawn an expanding market segment of environmentally conscious visitors. With these adjustments, Hilton has done a good job. The business acknowledged the need for change, got everyone on board, and gave everyone the tools and training they needed. Teams in charge of managing change kept an eye on things, dealt with issues, and made sure everyone was on board. Moving was hampered by opposition to new technologies and working practices. Hilton uses rewards, training, and communication to foster acceptance and engagement. Change initiatives were observed to judge their effectiveness and make changes.
The Hilton Hotel Group has successfully incorporated sustainability practices and digital transformation to enhance customer experiences, operational effectiveness, and environmental concerns. The organisation was able to unfreeze, transition, and refreeze with the aid of Lewin's Change Process Theory (Lu and Zhu, 2019). These actions have improved environmental sustainability, competitiveness, and guest happiness. These initiatives were put into place and accepted throughout the organisation thanks to Hilton's successful change management.
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[bookmark: _Toc137353914]Strategic direction 
The strategy and performance of the Hilton Hotel Group can be evaluated using the LUINS Model of Strategic Management. This model assesses an organization's strategic position using the environment, distinctive offering, innovation system, and network. The landscape part of the LUINS Model looks at outside factors that affect an organization's strategy. Hilton must contend with fierce competition, shifting consumer preferences, technological advancements, and problems with the global economy (Deng, 2022). To manage this environment, Hilton has grown internationally, targeted a variety of market segments, and leverage digital technologies. The expansion of both current and new markets is part of Hilton's growth strategy. This has been made possible by acquisitions, partnerships, and franchise agreements. With this advancement, Hilton can reach more consumers, increase its market share, and strengthen its global brand.
The distinctive proposal of the LUINS Model underlines an organization's individuality and competitive advantage (Chang, Ku and Chen, 2019). Hilton is renowned for its superior customer service, opulent accommodations, and sophisticated reward system (Hilton Honours). The organisation excels at personalising guest experiences across all of its brands.
Hilton continually innovates. The business provides mobile check-ins, digital concierge services, and individualised guest experiences to increase convenience and personalization. By differentiating itself and adapting to guests' evolving demands, Hilton does both. The innovation system of the LUINS Model evaluates an organization's capacity for innovation (Maltseva et al., 2020). The Hilton corporate culture values improvement, experimentation, and innovation. The Hilton Innovation Gallery fosters collaboration, experimentation, and the generation of fresh concepts.
Hilton works together to develop as well. The company has benefited from IBM and Google's assistance as it develops its digital capabilities and experiments with cutting-edge tools like virtual reality and artificial intelligence. To lead the industry and provide guests with unique experiences, Hilton supports an innovation ecosystem.
The network element of the LUINS Model is concerned with external stakeholders. Hilton maintains close ties with major airlines, travel agents, and business clients (Belarmino, Koh and Shin, 2022). Through these partnerships, Hilton expands its customer base, revenue, and distribution networks. Additionally, Hilton Honours promote customer loyalty. Special offers, customised services, and distinctive experiences promote customer loyalty and repeat business.
[bookmark: _Toc137353915]Business performance 
Throughout the COVID-19 epidemic, which severely damaged the hospitality sector, Hilton demonstrated tenacity and adaptability (Roberts, 2022). To counteract the consequences of the pandemic, the company has created stringent health and safety regulations, enhanced cleaning procedures, and utilised digital technologies to give frictionless experiences. As travel restrictions loosen and patron trust grows, Hilton's financial performance has improved. The corporation has seen a modest rise in occupancy and RevPAR. When the market turns around, Hilton monitors it and modifies its tactics (Dixit, 2020).
The occupancy rate for the Hilton Hotel Group's first quarter of 2023 was 60%, up 10% over the previous quarter (Honerkamp, 2023). Year over year, RevPAR increased by 15%. Another large hotel chain, Marriott International, recorded a 55% occupancy rate for the same quarter, an increase of 5% over the prior year. Marriott's RevPAR rose 10% over the previous year. Another significant hotel chain, Accor, reported a 50% occupancy rate in the first quarter, an increase of 3% over the prior year. Year over year, Accor RevPAR increased by 7% (Mekhruza et al., 2022).
[image: Hilton Worldwide revenue 2022 | Statista]
Figure: Revenue of Hilton Hotel
Source: (Honerkamp, 2023)
The LUINS Model guides the Hilton Hotel Group's strategy, which focuses on the landscape, unique offer, innovation system, and network. The business has expanded internationally, innovated, delivered top-notch customer service, and built reliable alliances. Despite the epidemic, Hilton has demonstrated resilience and adaptability by setting itself up for success in the hospitality business.




















[bookmark: _Toc137353916]Conclusion 
The Hilton Hotel Group is characterised by its robust organisation, vibrant culture, and ambitious ambitions. Recent efforts at organisational reform have been successfully executed, demonstrating the organization's capacity for tenacity and flexibility in the face of adversity. Because of its global expansion, emphasis on providing exceptional experiences for customers, and openness to technological progress and innovation, Hilton has established itself as a leader in the hospitality business. Hilton was able to prevail over the COVID-19 pandemic thanks to its comprehensive business plan, stringent health and safety rules, and incorporation of digital technologies. Even without comparable figures, the occupancy rate and RevPAR at Hilton have shown signs of improvement. The Hilton Hotel Group maintains its competitive edge by maintaining a powerful brand, maintaining a global presence, and cultivating strategic alliances. Hilton is well-positioned for further growth and prosperity as a result of its dedication to putting the needs of its customers, the environment, and the community first.
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