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[bookmark: _Toc128752563][bookmark: _Toc137824616]Introduction
The flagship brand of the American multinational hospitality corporation Hilton, Hilton Hotels & Resorts is a chain of full-service hotels and resorts with locations all over the world with a portfolio of 19 top-tier brands, Hilton is a major global hospitality firm with more than 7,200 properties and 1.1 million rooms throughout 122 countries and territories. In addition, Hilton employs over 159,000 people in its hotels and corporate offices (Macrotrends, 2023), and about 158 million people are members of its Hilton Honours customer reward programs (Hilton Stories, 2021).
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                                 Source: (Go Belgrade, 2023)

The internal organisation of the Hilton hotel business can be divided into various sections. This is due to the fact that Hilton itself classifies its hotels—and, hence, its business—into three categories, and that the Hilton management group is in charge of numerous distinct divisions and locations.
Ownership: Hotels that Hilton owns and runs independently
Management and franchise: Properties that are managed or franchised by Hilton
Timeshare: Timeshare properties managed by Hilton's Grand Vacations brand
Hilton Grand Vacations is the corporation in charge of timeshare operations (ROCHA & CARDOSO, 2022). This company was spun off from Hilton Hotels & Resorts, another publicly traded firm, to specialise in the ownership, management, and franchising of timeshare properties.
[bookmark: _Toc128752565][bookmark: _Toc137824617]Organisation Culture
The purpose and vision statement for Hilton is quite straightforward and easy to understand. This suggests that the organisation has not engaged in in-depth conversation with its most important stakeholders and the broader public in order to explain its stance and ambitions. It is important that the vision statement be concise while also covering all bases in order for all interested parties to have a clear understanding of the underlying principles and long-term goals of the organisation.
[bookmark: _Toc137824618]Levels of organisational culture
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Artefacts
The artefacts of an organisation make up the most superficial layer of the culture circle that they inhabit. A warm and inviting working environment is one example of an artefact, as is the need that staff adhere to a dress code (Bailey et al., 2017). The cultural artefacts that are stored in the Hilton are not hard for tourists to find, but it's possible that they don't completely understand their worth. The outward and visible components of an organisation are called artefacts. Usually, they are things that even a stranger can notice, like office furniture placement, dress codes, and a friendly and helpful atmosphere inside. Free food, birthday parties, and yearly holidays are all examples of artefacts. The culture of the company is displayed in a gorgeously decorated reception area with artistic furniture and decorative accents. Artefacts can sometimes be simple to see but challenging to comprehend, particularly if you never delve deeper into a culture's analysis. 
Values 
It is difficult to find straightforward implementations of the core ideas. The shared beliefs, values, and behavioural norms among the members of an organisation form its culture. Culture has a big impact on how people act and work, and it's a big part of how an organisation succeeds (or fails) in executing its strategy. The Hilton is a unique place to work because of its shared goals, guiding principles, and high standards. Personal accountability, tolerance, clear communication, respect for one another, excitement, honesty, and leadership are a few examples of these guiding principles (Armstrong, M 2012). Upper management at Hilton is aware of the importance of sharing the company's guiding values with staff members so that they can internalise them and behave in accordance with them (Mullins, 2020). Additionally, whereas a strategy is simple to duplicate, establishing a culture is much more challenging. Employee interactions and what is deemed appropriate behaviour are influenced by culture. It affects how people, teams, and the organisation organise, carry out, and manage their work. This aids in determining how quickly and effectively work are completed. A company's culture influences how open or resistant it will be to change. As we see it, a company's culture can help it succeed in an era of escalating disruption and rising volatility.
Assumptions
[bookmark: _Toc128752567]Assumptions, or deeply held beliefs and values, are the bedrock upon which The Hilton is built. Despite their power to shape a company's values and the degree of autonomy its employees enjoy, these beliefs are rarely discussed or even acknowledged among staff. A culture that gives Hilton a distinct competitive advantage is also maintained and reinforced by award-winning reward, recognition, and training programmes. Hilton must maintain market leadership by updating metrics that link employee performance to organisational objectives and continuously enhancing internal programmes. It is advised that other hospitality businesses use Hilton as a benchmark for their cultural practises. (Sakdiyakorn et al., 2021). 
[bookmark: _Toc137824619]Organisation Goal
Organisationally, Hilton is focused on a wide range of business and strategic goals that support its larger purpose. Hilton's long-term objectives are the things the company hopes to have done by a certain time. This time frame is typically considered to be on the lengthy side. Hilton's goals affect the culture of the organisation by guiding employee conduct and management decisions. Responsible hospitality practices across the Hilton Hotel Group's value chain aim to boost social effects and reduce environmental impact (Jones et al., 2016). The Hilton Group's mission is "to spread the joy of hospitality around the world by creating memorable stays for each and every visitor, at each and every Hilton hotel, resort, and around the world." (Lukanova, 2019).
[bookmark: _Toc128752568][bookmark: _Toc137824620]Initiatives of Hilton Group
Since Hilton was the first hotel chain to implement modern amenities like room service, minibars, and a centralised reservations system, it was in a prime position to respond quickly to the pandemic with innovative solutions. In the following piece, hotel industry professionals from Hilton discuss their perspectives on how the pandemic may impact future hotel bookings and which interim adjustments are most likely to be maintained in the long run.
· Hotel Architecture: What You'll See Upon Arrival, they intend to offer cutting-edge options for seamlessly fusing indoor and outdoor areas in hotels, as well as gently accepting social distance in the architecture of public spaces of the future. More than ever, it is crucial to develop public spaces that give people a sense of security as they renter the world outside of their houses, whether or not they choose to socialise there. 
Creative methods of erasing boundaries between indoors and outdoors, gracefully accepting social distance, and contactless guest journeys are all part of the next generation of hotel common areas (Bonfanti et al., 2021).
· Contactless Check-In/Out Process: Electronic check-in and the creation of a Digital Key, which may be used to get access to guest rooms, fitness centres (swimming pools, and other key-access sections of the hotel, are both possible using the Hilton Honours app on a guest's mobile device. Honours members can bypass the front desk entirely after a long flight by using the electronic check-in and corresponding smart key.
You can ask for a digital key while checking in on the Hilton Honours website or mobile app. With just your smartphone and Digital Key, you can gain access to your hotel room, the gym, the pool, and other key-required facilities (Lukanova & Ilieva, 2019).
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· Maintain Order Specifically When Away from Home: Future visitors will observe that there is greater candour regarding the cleanliness of the hotel. Cleaning used to be done covertly during off-peak times when few customers were around to see it. A significant change is that guests now find it comfortable to observe housekeeping employees working throughout the property and following Hilton CleanStay's more rigorous cleaning procedures (Sharma & Kaushik, 2021). This approach will not change. Future hotel stays may see more transparency on the cleaning practices because to Hilton's CleanStay (Chan et al., 2021).  Even potential customers looking to book with an organisation  may be negatively impacted by unfavourable comments about cleanliness. But if organisation  respond politely to the review and assist the visitors in bringing their complaints to the attention of a person in a position of authority who will listen to them, it  can still win the match and turn the tide in your favour. 
· "Comfort Travel": Hilton prioritises Digital Key and digital check-in, flexible scheduling, Team Member health and safety education, and innovative exercise and nutrition. To New Experiences is a marketing campaign to revitalise good vacations and reassure customers that Hilton is ready for them. The pandemic altered global dynamics. After a year, residents in Shanghai and New York had changed their regular exercise routines and imaginatively remodeled their homes to fit stationary bikes, yoga mats, and even a place to take a deep breath (Ding et al., 2021).
· Meeting or a Function: As part of their Hilton EventReady with CleanStay project, Hilton has released a suite of hybrid solutions they are calling EventReady to enhance the cleanliness and guest experience at meetings and events (Hilton Stories, 2021). This new package of offerings includes a more comprehensive version of the Hilton EventReady Playbook as well as the ability to create individualised customer offers, allowing meeting and event planners to easily identify all Hilton hotels equipped to host hybrid events. Where are we currently at in terms of results? Early adopters report greater attendance, participation, and enjoyment from attendees even if the contemporary era is characterised by unparalleled complexity even as these tools are still under development. 

· Loyal guests are offered members-only benefits and help at every step of the booking process and beyond: Loyalty programs had the opportunity to demonstrate their concern for their members during the outbreak. During travel interruptions, Hilton was typically among the first to reassure customers that the company was behind them. Along with automatically extending Point expiration dates and status, the 2021 program revisions will provide Hilton Honors members greater alternatives (Belli et al., 2021).
[image: ]
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As part of Travel with purpose objective, they intend to significantly reduce their environmental footprint while also increasing their social impact by the year 2030. Recently, the Hilton organisation made headlines by declaring new, more challenging goals for reducing its carbon impact. By the year 2030, they hope to have reduced the intensity of emissions in the portfolio they oversee by 75% (Gaede & Haley, 2023).
[bookmark: _Toc128752569][bookmark: _Toc137824621]Organisation’s strategic direction and current business performance
Even though it dominates the hospitality industry, Hilton nonetheless confronts a number of challenges. Our analysis of this important element of Hilton's strategy leads us to the conclusion that the corporation has successfully exploited technological developments to broaden the reach of its brand and differentiate itself from rivals. With the help of its IT infrastructure, Hilton was able to better manage its tangible and intangible resources, reallocate them to take advantage of new growth opportunities, and increase its market share by reducing its time to market while maintaining or improving service quality (Gürlek, 2020).
Hilton's responsiveness to guest comments and desires has evolved alongside the company's use of modern technologies. To ensure that all of its employees receive consistent, superior training, Hilton has also been working with esteemed universities (Hilton et al., 2020). The strategic choices that have been made to make sure the business has all it needs to accomplish its goals have contributed significantly to Hilton's quick expansion and dedication to providing exceptional customer service. Because of its commitment to and execution of consistent strategic goals and strategic decisions, Hilton is able to dominate the hotel industry. Hilton's ESG strategy, Travel with Purpose, aims to rethink and improve sustainable travel on a worldwide scale (Johann, 2022).
When corrected for currency movements, Hilton projects a comparable RevPAR growth of 23.0% to 27.0% year over year for the first quarter of 2023. According to Hilton Worldwide Holding's forecast for 2023, adjusted EBITDA will be between $590 and $610 million and net income will be between $271 and $287 million (Hilton, 2023).
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Hilton leads the global hospitality sector with a portfolio of 19 top-tier brands, Hilton is a major global hospitality firm with more than 7,200 properties and 1.1 million rooms throughout 122 countries and territories. The Hilton Honours loyalty program has 158 million participants, and the corporation employs 159,000 people. Its internal structure is supported by three pillars: ownership, management, and franchising. It has a distinct mission and objective, and the cultural artefacts it produces are tangible examples of the norms and values it defends. Its guiding ideals are accountability, inclusivity, excellence, teamwork, zeal, honesty, and foresight. meeting the company's larger vision involves meeting all of Hilton's business and strategic goals. The Hilton Hotel Group aims to do "ethical hospitality," or hospitality with a conscience, to decrease its impact on the environment and aid more people. Last but not least, Hilton has been working with esteemed organisations to give all of its staff standardised, superior training.
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