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[bookmark: _Toc150600598]Introduction
This report will conduct an in-depth assessment of Hilton Hotel Group, looking into its organisational structure, as well as culture and aims at the top and lower ranks. It will focus on recent change initiatives and their effects, as well as management effectiveness. Furthermore, the report will analyse the organisation’s strategic direction and evaluate its current business performance. This analysis is based upon relevant theories of organisational behaviour, change management, and strategic management to critically and holistically evaluate Hilton’s overall operational landscape.
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Organisation structure, culture and goals

Organisational Structure:
Organisational structure is defined as a framework that outlines the hierarchy, roles, and relationships within a particular entity. It explains the division of duties and the distribution of responsibilities and authority to make task coordination and communication efficient. Structure, through it affects the information flow and decision-making processes within the company (Owen et. al., 2021).
Hilton organisational structure is a matrix whereby elements of division and functional structures are blended in. In terms of key functions such as finance, marketing, and human resources, the corporate functions operate independently while the divisions are oriented towards respective regions or brands (Rodrigues, M and Franco, M., 2019). This elaborate design is based on the contingency theory which highlights the necessity of adjusting the organisation to the ever-changing external environment. Hilton’s matrix design provides the flexibility to adjust to different markets and changing customer preferences, thereby promoting innovation and responsiveness.
Still, the matrix structure has problems that arise mainly from the dual reporting lines that may confuse the employees. This challenge is consistent with Mintzberg’s organisational configurations theory and it underscores the role of coordination mechanisms in complex structures. Hilton uses technology and centralized systems to solve coordination challenges and ensure the running of its units in an orderly manner (Hilton, 2023). 
This organisational structure demonstrates how Hilton remains versatile in the face of changes. Despite such challenges, the strategic implementation of technology coupled with the centralized system that Hilton has embraced shows its proactive approach to dealing with the structural complexities and efficiency in global operations.
Organisational Culture:
The organisational culture, that is, the shared values, beliefs, and behaviours that contribute to the organisational identity, is at the core of the organisation. It impacts on member-member relations, decision-making, and how members perceive the work environment. The unity, the guidance of actions, and the identity of an organisation depend upon its strong organisational culture (Roscoe et. al., 2019).
The organisational culture of Hilton is a representation of founder Conrad Hilton’s values focusing on hospitality and integrity. This culture is inspired by Schein’s model and acts as a guide to employee behaviour. This commitment to customer-centricity is consistent with the Service-Profit Chain theory, which implies that satisfied employees translate into loyal customers, and ultimately, profitability.
Hilton acknowledges that employees are important and thus it heavily invests in training programs which are directed at cultivating a service-oriented mind set. Investing strategically helps to improve customers’ experience and it also helps the organisation to be financially successful (Oriade et. al., 2021).
However, sustaining a uniform culture across different regions is not easy. This diversity can be understood and managed using George Hofstede’s cultural dimensions theory. However, in tailoring its approach Hilton needs to consider variations in cultural values and expectations and strike a delicate balance between maintaining a cohesive organisational culture and being adaptive to regional nuances (Steyn, 2020).
Essentially, Hilton’s organisational culture is the key success factor because it connects employee behaviour to customer satisfaction and financial results. However, the cultural diversity challenges call for a sophisticated approach, whereby the organisation remains true to its values while acknowledging and respecting the distinct cultural milieu in which it operates.
Organisational Goals:
Organisational goals are desired outcomes and achievements an organisation aims to attain within a specific timeframe. These are tactical, giving direction to the decisions and the efforts of the whole organisation (Shone, A. and Parry, B., 2019).
Hilton’s organisational goals are manifold, encompassing financial success, customer satisfaction and sustainability. Strategic objectives at the corporate level are balanced on the financial, customer, internal processes, and learning & growth perspectives. It entails a comprehensive assessment of performance, which is in line with strategy execution theory, proposed by Kaplan and Norton, for a sustainable business model (Köseoglu et. al., 2020).
Corporate goals serve as the unity but the unit goals show flexibility depending on market conditions and brand placement. Hilton’s approach is based on differentiation by luxury brands and cost leadership in mid-scale offerings, which are evident in Michael Porter’s generic strategies. The dual strategy shows that Hilton is agile and therefore able to serve different market segments.
[bookmark: _Toc150600600]Hilton’s sustainability within the overall goals is in line with current business requirements, acknowledging the necessity of environmental and social responsibility. The financial success in the ever-changing market is integrated through a diversity of objectives and strategies, to make value for the customers in Hilton (Grainger-Brown and Malekpour, 2019).

Recent change initiatives, their impact and how well these were managed
As a result, Hilton Hotel Group, a global leader in the hospitality industry, has recently adapted to changing industry dynamics and implemented various change initiatives. Such initiatives have not only affected the organisation from the inside out but also formed the guest experience and the market positioning.
Initiative 1: Enhanced Guest Experience through Technological Integration
Impact: The use of modern technologies, for instance, mobile check-ins and virtual room keys, has greatly improved the guest’s experience. It made the processes seamless, reduced the waiting period, and gave a more private stay (Jacobs and Manzi, 2020). The effect was visible in increased guest satisfaction scores and loyalty, which resulted in a higher volume of repeat business.
Management: Hilton appropriately handled this initiative through the investment in employee training programs to ensure the smooth running of the transition. Effective communication with guests concerning the new features was another vital issue. Hilton’s commitment to continuous improvement was demonstrated through regular feedback loops that ensured that the issues were addressed promptly and any necessary adjustments were quickly made.
Initiative 2: Sustainability Practices and Green Initiatives
Impact: The efforts of Hilton to be sustainable have not only done good to the environment but the consumers have liked them. Green practices, from energy-efficient lighting to waste reduction strategies, have helped create a positive brand image and market share among eco-conscious travellers.
Management: Sustainability initiatives are cross-departmental management. The task force was set up by Hilton to ensure its implementation, monitoring, and reporting (Badi, et. al., 2021). Hilton has demonstrated its commitment to corporate responsibility by carrying out regular audits and transparent communication on progress towards sustainability goals.
Initiative 3: Employee Well-being Programs
Impact: To appreciate the well-being of the employees, Hilton came up with programs that included mental health, work-life balance and career development. Motivated employees were able to deliver better guest experience leading to increased employee satisfaction, reduced turnover, and improved service quality (Prossack, A, 2029).
Management: Hilton employed extensive training of the staff, open communication channels and established a favourable work environment for this initiative (Senek, et. al., 2020). Regular surveys and feedback sessions made the programs responsive to the changing needs of the workforce.
The current changes within the Hilton Hotel Group show dedication, innovation, sustainability, and the well-being of employees. The effects have been extensive, contributing favourably in the realm of guest satisfaction, market positioning, and corporate social responsibility. However, successful management, characterized by proper communication, the education and training of the personnel, and continuous improvement processes, has been vital in ensuring the implementation programs contribute to Hilton’s long-term success in the evolving hospitality industry (Boulden, P. et al, 2002).
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[bookmark: _Toc150600601]The focal point of Hilton's advancement strategy has been changed from a vertical course of composed friendliness and property leader's association to an accentuation on cheerfulness. In 2017, Hilton strayed away from its time-share business to make Hilton Impressive Excursions, and a colossal chunk of its genuine hotel properties went to Stop Lodgings and Resorts. By and by, the weakened substance delivers most of its pay from remunerating foundation costs and benevolence the board gets that provides it with a cut of its enhanced and managed hotels' month-to-month pay. Hilton By and large will see its pay continue to create as it adds new motels to its structure, then again current lodgings work on their objectives through higher inhabitancy or day to day rates. The two-stay indivisible on the grounds that it's more direct to add new lodgings expecting existing lodgings are getting along pleasantly. To help guests booking process and make it clearly, Hilton has progressed its dedication program and offers to match the best expense introduced on any site giving them both the best expense and dependability rewards centres. The response has been engaging (Erickson, et. al., 2021). Hilton has seen its commitment program bounce from 36 million people in 2012 to 94 million in 2023. The improvement of this work is especially uplifting as dedication program people tended to over 60% of the hotel organisation's occupants in 2019.

The organisation’s strategic direction and current business performance
Porter’s five forces framework gives an in-depth perspective of the competitive forces in an industry guiding an organisation's strategy. Adapting this model to the Hilton Hotel Group provides insights into the factors determining its competitive position.
1. Threat of New Entrants:
In general, the hotel industry has a high barrier to entry, and Hilton’s established brand reputation provides extra protection. The capital needs for constructing and maintaining a world array of hotels, as well as the competence in hospitality management serve as substantial barriers for new entrants (Ahrens and Ferry, 2021). Further, potential competitors are discouraged by Hilton’s well-established presence and loyalty programs.
2. Bargaining Power of Buyers:
Customers have moderate to high bargaining power in the hospitality industry. Despite the strength of Hilton’s diverse portfolio of brands and loyalty programs, customers can easily compare prices and services through OTAs. Hilton has to come up with innovations and offerings so that customers remain loyal and resist price-sensitive people who will look out for the cheapest options.
3. Bargaining Power of Suppliers:
Hotel industry suppliers encompass those who deliver goods and services such as food and beverages, linens, and amenities. Although individual hotels may have several suppliers, Hilton’s global scope could afford to negotiate advantages which may lower the bargaining power of suppliers (Cartwright, et. al., 2020). Nevertheless, the quality and distinctiveness of other suppliers’ products might affect the whole guest experience.
4. Threat of Substitute Products or Services:
Alternative lodging in the hotel industry includes Airbnb, vacation rentals and even staying with friends and family (Van der Broeck, N., 2023). Hilton counteracts this by constantly investing in the customer experience, loyalty programs, and providing numerous types of hotels. These efforts are meant to enhance brand loyalty and in turn, counter the threat of substitutes.
5. Intensity of Competitive Rivalry:
The hotel industry faces intense competitiveness with many global and local players striving to outcompete each other. Hilton’s key competitors include other leading hotel chains, boutique hotels, and alternative forms of accommodation. It is important to differentiate through the brand reputation, service quality, and innovation. Rivalry within the industry is high due to the constant need to renovate facilities and improve services to remain competitive (Buchanan, D.A. and Huczynski, A., 2019).
Competitor of the company:
[bookmark: _Toc150600602]Marriott International is one of the largest competitors of the Hilton Hotel Group, which operates numerous hotels and resorts all over the world. In like manner, Marriott has a variety of brands targeted at different market segments including luxury, premium, and budget hotels (Jacobs, and Manzi, 2020). Hilton and Marriott are fierce competitors, as both companies continue to improve customer experiences, expand their global presence, and innovate in hospitality. The competition between these two giant companies is indicative of the changing market, with each of them trying to get a large portion of the growing hospitality sector.

Recommendation
[bookmark: _Toc150600603]Hilton can also improve business by creating a more unified interface for its diverse organisational entities. Streamlined communication channels, use of advanced technologies for effective coordination, and overcoming the matrix structure challenges are ways to enhance overall organisational efficiency. Moreover, persistent investment in employee training programs aimed at strengthening the customer-centric culture will strengthen Hilton’s competitive advantage. Adopting eco-friendly procedures and a balance between differentiation and cost leadership in the different markets will see the group maintain its competitive edge in the increasingly dynamic hospitality sector.

Conclusion
In conclusion, the comprehensive investigation carried out on the Hilton Hotel Group demonstrates a dynamic operational landscape that is influenced by its organization structure, culture, and goals. The analysis of recent change initiatives emphasizes the significance of effective management in successfully navigating transformations. The examination of strategic direction and business performance highlights the necessity for strategic agility. By drawing upon theories in organizational behaviour, change management, and strategic management, this intricate evaluation provides valuable insights for Hilton to enhance its structures, foster its culture, and strategically align its goals. This comprehensive approach enables Hilton to proactively adapt, thereby ensuring long-lasting success and resilience in the constantly evolving hospitality industry.
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