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[bookmark: _Toc167995047]Introduction 
This assessment focuses on Hilton Hotel Group, a global hospitality company. This evaluation will assess Hilton's organizational structure, culture, and goals and how these factors influence its performance. Some of the recent change initiatives will be analyzed to determine their effects and how they were managed. Also, the strategic direction of Hilton is going to be evaluated to understand the position of the company in the market and its plans. Moreover, to achieve this, this analysis seeks to apply various management theories to provide a comprehensive analysis of Hilton at both the corporate and the Hilton unit levels, to identify the factors that have influenced its performance in the volatile hospitality industry.
[bookmark: _Toc167995048]Overview of Hilton Hotel 
Hilton Hotels is a subsidiary of Hilton Worldwide Holdings Inc, and it is an international hospitality company that offers luxurious accommodation and services. By the year 2023, the company was able to generate revenue of approximately 10. It was 24 billion U. S. dollars which is quite higher than the last year’s total of 8. 77 billion. However, the hospitality industry including Hilton hotel faced a great setback in the year 2020 due to the covid-19 outbreak. Many Hilton hotels across the globe were closed as part of the comprehensive measures that were taken to prevent the virus from spreading. Nonetheless, Hilton Hotels is still a force to reckon in the industry, and it still strives to invent new ways of ensuring that guests have the best experience of the hospitality services (Hilton, 2022). 
[image: ]
Figure 1: Revenue of Hilton Worldwide Holdings 2009-2023 
(Statista, 2024)
[bookmark: _Toc167995049]Organizational structure of Hilton Hotel 
Organizational structure aims at establishing the way through which a group should perform its tasks to achieve the set objectives. It also identifies who has the power and the responsibility to make certain decisions. Organizational structure allows for fast decision-making and improved cooperation and communication between workers thus increasing performance (Lewis, 2019). Hilton Hotel Group has a structure that is a mix of functional and divisional structure. This structure enables the company to effectively coordinate its numerous hotels and services without having to compromise accountability. Hilton holds a functional structure at the corporate level of its organization. Different business activities like finance, marketing, personnel, legal and administrative are grouped into departments. Each department has certain roles, responsibilities, and specializations within an organization (Organimi, 2024).
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Figure 2: Hilton’s Organisational Structure
(Hilton, 2024a)
In the divisional structure, Hilton's hotels and resorts are usually grouped based on brands or regions. For instance, Hilton has clear business units for each of its brands such as Alila, Grand Hilton, and Hilton Regency among others. Each brand unit works as a semi-independent unit and the leadership of the unit controls the day-to-day running of the area. Hilton is also geographically split into three areas: Americas, Asia Pacific, and EMEA, meaning that employees could direct their efforts toward satisfying the needs of customers within those regions (Tariq et al. 2024). 
[bookmark: _Toc167995050]Organizational culture 
Organizational culture defines values, beliefs, and behaviours that every member of the organization should adhere to. Thus, by developing a strong culture, organizations can create stability and meaning, set direction and define right actions, motivate people and achieve organizational goals. Although organizational culture is a significant component of business, it can be unseen to the employees, especially those working for a long time (Chatman and O'Reilly, 2016). 
Clan culture focuses on the family like relations and values cooperation, supporting and developing employees. Firms with this culture place high emphasis on the value of coaching, collaboration and inclusiveness in the workforce. Decision-making is not centralized, and there is a lot of emphasis on the internal environment and team coherence (Huang et al. 2022). Values like trust, communication, and mutual objectives prevail to ensure that the work environment is welcoming and helpful.
Market culture can be described as a competitive and performance-oriented culture. The major emphasis is on performance results and tangible results. These organizations have a culture that is more focus on efficiency, productivity and attainment of targets. Managers are usually ambitious and assertive people who expect high results and performance from their subordinates and pay attention to the results achieved (Friedland and Robertson, 2019). The organizational culture of the organization is competitive, customer focused and profit oriented.
Adhocracy culture encourages innovation, creativity, and risk-taking, which are absent in bureaucracy culture. This culture characterizes organizations that are dynamic and entrepreneurial where employees are encouraged to come up with new ideas. This means that the environment has to be very fluid and one has to be as fluid as the environment (Njagi et al. 2020). This culture encourages innovation, independence and the development of new and innovative ideas in order to remain competitive in a competitive market environment.
A hierarchy culture is a highly organized culture, where there are rules and procedures, clearly defined ranks, and clear lines of authority. Reliability, predictability and effectiveness are esteemed greatly. Such companies have a strong focus on formality, rules and procedures and decision making is highly centralized. Leadership involves ensuring that organizations run effectively, products and services are of high quality, and events are foreseeable (Lee et al. 2017). This culture is particularly appropriate for organizations operating in contexts that require high levels of dependability and consistency.
Hilton Hotel Group is most likely to belong to Clan Culture based on the characteristics of the company. Such culture is more on the inward side with a lot of focus on the relations as the organization tries to foster a family culture. This is evident in Hilton's focus on its colleagues and the promotion of diversity in the workplace and therefore, reflects the characteristics of a clan culture. The company's focus on empathy, listening, and building a collective feeling of inclusion also contributes to this classification. Hilton's values include Respect, Integrity, Creativity, Humility, Empathy, and Fun which reflect the company's commitment to building strong bonds with its employees, guests, and society (Hilton, 2024b).
Furthermore, the career development opportunities offered by Hilton and the organization’s focus on internal mobility, which ensures that employees are promoted from within, is another aspect that defines clan culture. This environment aims at making people feel that they are part of the big Hilton family and this is done by promoting their welfare and growth as personnel in the organization, which are key aspects that sustain the clan culture (Hilton, 2024a). Hilton’s approach of togetherness and investment in employees’ careers as they grow is in keeping with the clan culture as opposed to other cultures that may adopt competition, creativity or bureaucracy as their culture (Insberga, 2016).
[bookmark: _Toc167995051]Hotel Goals, vision, and aims 
Hilton Hotels Group plans to achieve significant environmental and social objectives by the year 2030. These are water conservation, increased utilization of renewable energy, and reduction of Possibility 1 and 2 pollutions by 27. 5% from a baseline that was established for 2019. Hilton aims to reduce the amount of food that ends up in landfills or being burnt to half. Hilton (2021a) observed that the organization is keen on moral purchasing, preserving the diversity of species, and supporting the community. Hilton also focuses on DE&I, creating comfort for employees and guests and integrating diverse opinions and opinions to enhance the organization (Hilton, 2021a).
[bookmark: _Toc167995052]Change strategies or initiatives of Hilton Hotel 
Hilton Hotel Group has implemented two significant initiatives that reflect its commitment to positive change: the Change Starts Here Grant Program and the purchase of Dream Hotel Group.
This is evident in the Change Starts Here Grant Program, which is a focused DE&I initiative by Hilton targeting racial equality and injustice in the Black community in America. Hilton has committed £1 million over three years to community-based organizations in Chicago, Atlanta, and Minneapolis with the aim of funding initiatives that will enable young Black people to become employed and enhance the resilience of communities (Hilton, 2023). This program is an embodiment of Hilton’s culture of care and inclusion and a positive step towards contributing to social change for the better.
However, the achievement of Dream Hotel Group is measured to be strategic development for Hilton and the company’s focus on the expansion of lifestyle hotels. In this case, Hilton not only raises its pipeline with Dream Hotel Group’s portfolio but also strengthens its offer in markets with high demand and focus on food and entertainment. This acquisition is in line with Hilton’s asset-light growth strategy; the company can take benefit of Dream Hotel Group’s brand portfolio without compromising the different brand identities of each brand (Wasiolek, 2022). Furthermore, the presence of Dream Hotel Group’s properties in the World of Hilton loyalty program is beneficial to the guests and improves customer loyalty.
These activities show that Hilton is both socially responsible and forward-thoughtful in its approach to development. Through its DE&I initiatives and strategic acquisition, Hilton remains to diversify its contributions and foster an inclusive culture for its employees and visitors in its proposal to compete successfully in the hospitality industry.
[bookmark: _Toc167995053]Current business performance and strategic direction of Hilton Hotel 
The Company has been able to maintain its strong performance and effectively manage the changing market environment, which is in line with its overall strategic plan. In recent years, the company has continued to have sound financial health and has been implementing various strategies to expand its market position.
It is significant to note that, Hilton is currently following the asset-light approach for growth in its business model. The acquisition of Dream Hotel Group is reliable with Hilton’s strategy of growing its lifestyle detachment and increasing its footprint across the globe. This was a strategic decision for Hilton as it permits the company to bind the benefits of Dream Hotel Group's brands with minimal capital investment in line with its goal to increase shareholders' value.
Moreover, sustainability and social responsibility are still critical to Hilton's strategic management at present. Thus, the goals such as reducing greenhouse gas emissions and waste management are quite ambitious and prove the company's commitment to environmental safety and preservation. Other programs like the Change Starts Here Grant Program prove that Hilton is not only focused on social justice and equality of minorities and other oppressed communities but also desires change within the organization and the society. However, from the financial perspective, Hilton has been able to stand firm despite the market challenges due to its diversified business model and presence in various countries. Hilton has continued to deliver quality service to its guests and enhance its operation performance despite the turbulence in the travel industry.
In the future, Hilton’s strategic plan includes expanding the brands, expanding the number of hotels globally, and exceeding the expectations of the guests. The continuous improvement of technology, research, and development alongside the focus on the customer will help propel Hilton into a position of continued leadership within the hospitality industry in the future. In sum, the contemporary situation with Hilton Hotel Group can be described by financial strength, strategic development, and environmental and social responsibility. Therefore, Hilton has been established as a company with clear values that can adapt to the changing environment and the trends of the hospitality industry in the future.
[bookmark: _Toc167995054]Conclusion 
In conclusion, it can be seen that Hilton Hotel Group has a strong organizational structure as well as a clan culture that supports the growth of employees and inclusion. This is evidenced by the strategic business objectives that IHG has set for itself, which include environmental stewardship, social responsiveness, and growth through acquisition, such as the Dream Hotel Group. Recent actions like Change Starts Here grant program demonstrate the company’s focus on DE&I. Hilton is financially healthy, and it has had good steady growth even in the times of market fluctuations. Hilton has maintained an asset-light strategy, embraced technology, and focused on customers, making it ready to sustain its leadership in the hotel industry to achieve its mission of sustainable and inclusive growth.
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