2


Module name: Managing & Organizational Behavior
Module code: BMIH5004
Assignment title: writing report 
Organizational Analysis of Hilton Hotel Group
Student Name:Andreea Catalina Mecic 
Student ID: 2215573
Lecturer: Maggie Lan Zang 


Table of Contents
Introduction	3
Organisational Structure	3
Description of the Organizational Structure	3
Analysis of Centralization vs. Decentralization	4
Organisational Culture	4
Description of Organizational Culture	4
Application of Handy’s Model	5
Organisational Goals	5
Current Goals and Objectives	5
Alignment with Strategic Asset Direction	5
Recent Change Initiatives	6
Overview of Major Changes in the Last 10-15 Years	6
Evaluation of Change Management Effectiveness	6
Strategic Direction and Business Performance	7
Definition and Current Strategic Direction	7
Critical Analysis of Current Business Performance	7
Conclusion	7
References	8




[bookmark: _Toc167797098]Introduction
Hilton Hotel Group was established in 1919 by Conrad Hilton and has now become one of the most significant hospitality solutions providing companies in the world, with over 6,500 hotels across the globe falling under 18 different Hilton brands. As a company that only operates in this industry, Hilton has always strived to remain true to its mission of being “to light and warm the world with hospitality (Yang et al., 2023).” This vision has been the guiding light of the company through generations of changes and economic uncertainties for almost a century now.
The primary concern of this report is the Hilton Hotel Group, where the research work primarily concentrates on the Organizational structure, culture, goals and strategy. Thus, at this stage of the analysis, the report seeks to understand how these factors influence the company’s effectiveness and stability in the global hospitality industry. It’s hoped that the conclusions made will shed light on the efficacy of the management practices employed by Hilton and point to some potential ways that improvements can be made to solidify further the company’s position within the field of hospitality.
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[bookmark: _Toc167797100]Description of the Organizational Structure
Currently, the Hilton Hotel Group operates under an effective and highly unmistakable organisational structure, which has facilitated its expansion around the globe and increased operational performance (Wang, Hu and Zhang, 2020). This structure is characterised by a clear separation of authority and accountability where organisational decision-making and operational responsibilities are centralised at the corporate office and sub-centralized to the hotels’ regional and functional management. At the first level, management structures like the head office and corporate executive committee, usually consisting of the CEO and other managers, establish broad corporate regulations and corporate objectives. Given beneath them, regional managers are assigned duties of managing operations in specific geographical areas while conforming to the standards and goals of the corporate world.
This traditional hierarchical structure is supported by functional structures within individual hotels. These are the Operating Department, Financials, Personnel and human resources, marketing, etc., reporting to the General manager of the hotel (Shin et al., 2021). They also help to manage a hotel effectively while ensuring guest needs are well catered for through the division of responsibility among departments.
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From the above observations, it can be seen that the Hilton Hotel Group is in the middle of implementing centralisation and decentralisation in which the company has established strong corporate policies and then makes the final decision with the flexibility of the hotels individually. This idea is manifested in the fact that fundamental managerial decisions concerning large corporations, as well as brand norms, are set at the company’s main office (Reidhead, 2020). This helps to ensure strict adherence to specifications, thus ensuring that any Hilton property meets the expected standards for its clientele in terms of quality and efficiency.
On the same note, the third and final core competency that has been highlighted within Hilton is decentralisation, especially in the operational decisions of individual hotels. On the operational level, local managers have the authority to make quick and often routine decisions about operations at the facility, guest satisfaction, and control of employees. This degree of freedom is vital for meeting a wide range of guest requirements and for considering the particularities of specific markets. These decentralised functions can help Hilton deliver an individualised experience to guests and effectively address threats or new opportunities in such regions.
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Over the years, Hilton Hotel Group has had its organisational culture principles in the provision of service delivery, its staff, and business partners entrenched in hospitality, integrity, and leadership (Manoharan, Madera and Singal, 2021). Currently, Hilton runs a culture that champions customer satisfaction, and to achieve this, Hilton trains employees, organises for them, and creates organisational policies that will support the junior staff in their decision-making processes. The organisational culture fosters a family-oriented atmosphere in which employees are empowered to act on their ideas and even think out of the box. This is captured under Hilton’s mission statement, which is that the company aims to be the most hospitable in the world by offering outstanding services to people from all over the world.
Hilton’s culture also values sustainability and citizenship as a company and as individuals, as they focus on environmental issues and concerns. The above cultural measures are not only focused on increasing efficiency and effectiveness in tackling service delivery challenges but also on strengthening Hilton’s brand image and management across the globe and its long-term solvency (Maclean, Harvey and Suddaby, 2022).
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From Charles Handy’s classification of organisational cultures, Hilton came out as a better match for the “Person Culture” – an organisational structure that exists to cater to the people within an organisation. In such cultures, employee autonomy to access self-organising work and productivity is encouraged by personal goals that merge with the organisational planned goals. This is well illustrated at Hilton as the team members are valued as a part of the company and are encouraged to consider aspects of how they can be of more importance to the company. 
Additionally, Hilton demonstrates the aspect of the “Task Culture,” where there is a preoccupation with issues such as improving guest satisfaction and increasing efficiency, which are practically tackled with collective actions. Many workers in hotels around the world in the Hilton are invited to propose ideas and solutions that enhance the delivery of services and management techniques (Kim et al., 2021). This work culture combination of Person and Task really fosters a sophisticated, accommodative organisational culture that meets people’s and organisational goals through collective effort and powers of personal discretion.
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[bookmark: _Toc167797106]Current Goals and Objectives
Particular emphasis is given to the realisation of Hilton Hotel Group’s strategic objectives in terms of growth and sustainability, innovation, and community. These are growth in the market portfolio by increasing the number of properties worldwide, improvement of guests' experience by incorporating technology, and being at the forefront in realising sustainable hospitality. It is currently on its changed ambition to be the very first full-service hospitality company to attempt to cut its environmental impact by fifty per cent and double its social impact investment by the year 2030 (Jiddi and Ibenrissoul, 2020). Moreover, Hilton seeks to improve guest loyalty by providing ever-anticipated services and excellent hospitality services.
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The Hilton Hotel Group's strategic development is consistent with Hilton’s operational objectives and organisational culture. Thus, growth through expansion not only widens Hilton's geographical coverage base but also ensures that the company spreads its exposure across different markets, therefore reducing its vulnerability to downtimes in various territories. Propending this outlook, Hilton improves its performance (Griffin, 2022). He innovates the functions of technologies that focus not only on the objectives of becoming the most hospitable company in the world but also on customer care.
The significance of sustainability in managing the environmental impact is an encompassing concept that is currently on the rise in the global hotel industry, and it is also characteristic of Hilton as part of its strategic development. This way, it not only complies with the ecological responsibility of its operations but also responds to the growing community of people who are interested in environmentally friendly options for travelling. Additionally, upward communication directly contributes positively to the Hilton organisation because community engagement initiatives foster community relations and improve its brand, which leads to sustainable business development (Ertuna, Gu and Yu, 2022).
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[bookmark: _Toc167797109]Overview of Major Changes in the Last 10-15 Years
Hilton Hotel Group has made changes over the last decade whereby it has adapted to this modern world and innovation. One of the central strategies of the 2017 roadmap was the digitalisation priority, stemming from the digital key concept and guest mobile applications. With such technologies, it is now possible to register, select a room, and even open a door with a smartphone, thereby providing convenience to guests and improving organisational measures (Ahmed et al., 2021). Further, continued growth through the acquisition and organic development of new brand extensions to reach customers at different segments of the travel spectrum, such as Canopy by Hilton.
There has also been a noble cause related to environmental concerns, given that Hilton has an objective of cutting carbon footprints and waste by half and doubling social value investment by the year 2030 (Bibi et al., 2021). This course corresponds with the current world outlooks on sustainability and the tendency to promote more environmentally sustainable practices concerning the products consumers are using.
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The general management of change at Hilton has been relatively successful, as reflected in the excellent integration of new technology and positive customer/staff responses. For instance, the move towards using Digital Key technology was supported by extensive staff familiarisation as well as guest sensitisation so as to enhance their understanding of the change and help them adapt to it. With respect to Hilton's acquisitions and expansion of brands, it is notable that all investments have been strategic, meaning that Hilton has aimed at ensuring brand synergy and maintaining high standards across its brands, where acquisitions of new properties and brands have been carried out (Beydilli and Kurt, 2020).
[bookmark: _Toc167797111]Strategic Direction and Business Performance
[bookmark: _Toc167797112]Definition and Current Strategic Direction
Hilton Hotel Group’s current strategic plan has strategic goals and objectives oriented towards growth, innovation, and diversification and the company’s expansion plans also have sustainability as a critical component. Hilton’s strategies explored in this paper involve deepening its market penetration in existing categories while diversifying global markets, primarily in emerging economies. Innovation is achieved through the digitisation of the guest experience and the optimisation of the services offered to provide the best value for the dollar (Astuty et al., 2021). Sustainability lends a core focus to Hilton’s strategy, where the organisation applies a company-wide approach to the environmental impact of its operations and a social approach to the influence of its actions on society.
[bookmark: _Toc167797113]Critical Analysis of Current Business Performance
Using the case of Hilton, the following shows how the strategy has impacted its performance over five years. However, Hilton has enjoyed good financial health over the years due to its consistent performance in terms of increased revenue that’s as a result of expansion and high occupancy by guests in its properties worldwide, not forgetting the challenges posed by the global economic downturn and the pandemic. The commitment to technology has helped Hilton to place the company ahead of its competitors in the digital disruption of the hospitality industry while boosting the value that the company delivers to its guests (Alreahi et al., 2022).
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By evaluating the information in the case of the Hilton Hotel Group, this study explains how this firm’s characteristics and actions are closely linked and help maintain the company’s dominant position in the international hospitality industry. The bilateral structure of Hilton, which is relatively centralised but somewhat decentralised, is beneficial for the company because it maintains uniformity in regard to services and the brand while allowing the particular establishments to be independent and reply to certain market factors. Hilton’s culture aligns with its work processes and corporate aims, including shared objectives of embracing innovation and sustainability, boosting employee morale, and creating high levels of satisfaction among guests.
Recent strategic moves acquired in the past years, primarily related to digitalisation and sustainability strategies, demonstrate that Hilton remains a key strategic player in the hospitality industry in responding to macro trends and market preferences. These initiatives have been effectively managed, usually manifested in its smooth transition of management to integrate new technologies and favourable responses towards environmental initiatives. However, the task of incorporating these changes and maintaining consistency across all the groups’ offices worldwide is not easy. 
To sustain competitive advantage and strong growth, Hilton ought to improve international sustainability strategies and enhance localised strategies relating to specific environmental contexts. It is necessary to invest in technological advancements such as Artificial intelligence and virtual reality to enhance personalisation and improve the delivery of services. Incorporating information on the global presence across growing markets, particularly in the emergent economies where the income levels are seeing incremental improvements, hence creating new destinations for hospitality operations, will serve as the areas of growth. Also, promoting a culture that is sensitive to diversity can help create a more relaxed environment in the organisation’s activities, which in turn can boost creativity and innovation all over the organisation.
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