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[bookmark: _Toc168004011]1. Introduction
Hilton Hotel Group is one of the largest and most well-established hospitality companies in the world. Founded in 1919 by Conrad Hilton in Texas, the group currently owns, manages or franchises over 6,200 properties across 118 countries and territories (Young, 2024). Hilton operates across market segments including luxury, upscale, midscale and economy hotel tiers, and owns popular brands such as Hilton, Waldorf Astoria, Conrad and Hampton by Hilton. The company employs over 400,000 team members globally and maintains an asset value of over $29 billion (Hilton, 2023). Over the past decade, Hilton has continuously expanded its presence internationally through strategic acquisitions, most notably the acquisition of Hilton Garden Inn and DoubleTree brands in the early 2000s (Fachada, 2023). More recently, the company acquired the Park Hotels and Resorts portfolio in 2021, nearly doubling its luxury footprint in the United States (Hilton, 2023). 
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Figure 1: Hilton Hotels Logo (Source: Hilton, 2023)
The purpose of this report is to conduct an in-depth assessment of Hilton Hotel Group at both the corporate level and individual hotel unit levels. Key areas that will be analysed include the company's organisational structure, culture, goals, recent change initiatives and strategic direction. Relevant organisational theories will be applied to critically evaluate each topic. The structure of the report is as follows. Following this introduction, Section 2 will examine Hilton's organisational structure and culture. Section 3 will then analyse the company's goals and recent change programs. Hilton's strategic direction and business performance will be assessed in Section 4. Finally, conclusions and recommendations will be presented.
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[bookmark: _Toc168004013]2.1. Organisational Structure
Hilton has a multi-divisional structure typically seen in large, multi-domestic corporations (Reidhead, 2020). At the corporate level, the structure is decentralised with regions operating autonomously under the executive leadership (Hilton, 2023). The group is organised into three main business segments - Americas, Europe, Middle East and Africa (EMEA), and Asia Pacific (Bhanji, 2022). Each segment encompasses a portfolio of hotel brands and is overseen by an executive vice president who reports directly to the CEO. At the individual hotel level, Hilton follows a functional structure with distinct departments for front office, housekeeping, food and beverage etc. This facilitates specialisation of roles and accountability (SÖNMEZ et al., 2022). However, work is also departmentalised by-product as each brand within the portfolio caters to a specific market segment e.g. Hampton focuses on economy travellers while Waldorf Astoria targets luxury clients. This dual departmentalisation balances functional efficiency with market responsiveness (DeYeso, 2019).
Hilton's structure scores high on differentiation with roles narrowly defined. However, the span of control is moderate with general managers overseeing around 100-200 staff on average. This moderate span allows close supervision yet risks overload. Hilton mitigates this through regional heads who provide support, coordinate activities and ensure integration (Paraskevas and Quek, 2019). While centralised decision-making exists at the corporate level, individual hotels enjoy significant autonomy reflecting decentralisation. Hilton's structure is suitable given its global scale and multi-brand portfolio. The regional structure facilitates adaptation to local markets and conditions (Maclean et al., 2024). However, the multiplicity of layers means longer communication channels. Hilton mitigates this through its intranet technology platform 'Hilton Link' which fosters connectivity and coordination across the sizable structure (Zientara et al., 2020). Overall, Hilton's structure achieves functional efficiency, market responsiveness, coordination and control befitting its size and strategic needs.
Hilton's multi-divisional structure with dual functional-market departments allows focus on individual brand segments and specialised operations, balanced with coordination. The moderate spans of control risk overload but regional heads provide support. While long channels exist, technology mitigates this. Overall, the design suitably supports Hilton's global, multi-brand strategy.

[bookmark: _Toc168004014]2.2. Organisational Culture
Hilton's culture can be categorised as a task culture based on Handy's framework (MindTools, 2024). While supporting individual brands, there is a strong emphasis on teamwork to deliver an outstanding guest experience through coherent offerings and consistent service globally. Hilton's culture statement revolves around the cultural mantras of "hospitableness", "forgiving" spirit and "performance with purpose", indicating core values of providing caring service, learning through mistakes and achieving goals through responsible means.
An analysis of Hilton's cultural manifestations indicates a strong cultural core based on Schein's model (Rakic, 2019). Artefacts include a friendly and casual workplace ambiance along with programs like Hilton University focusing on continuous learning. Espoused values centre around respect, integrity and excellence evident through Hilton's Code of Conduct policy. Underlying assumptions that guide behaviour stem from founder Conrad Hilton's emphasis on warm hospitality and quality service that remain deeply ingrained (Hultman et al., 2021). Hilton's cultural persona resembles a clan culture based on Cameron and Quinn's framework due to high teamwork, staff motivation and morale (Lamo, 2019). An inclusive, learning-oriented and socially responsible culture is fostered through benefits like healthcare, education support and volunteer work (Hilton, 2023). While hierarchies exist to coordinate operations, managers lead through inspiration and commitment rather than control reflecting an adhocracy-like aspect. Overall, Hilton's culture balances task focus with care for employees and communities, contributing to staff retention, commitment and energy for achieving brand goals.
Hilton's strong, focused culture has helped it expand while maintaining consistent standards. For example, cultural espousals around integrity and responsibility guided Hilton's response to COVID-19 through safety-first policies, community support and flexible travel programs (Sharma et al., 2021). Cultural influence is seen in Hilton attaining its target of halving environmental impact by 2030 (Hilton, 2023). However, the global, collaborative culture also risks standardised thinking limiting innovation. Hilton mitigates this through initiatives like the Hilton Effect Foundation promoting entrepreneurship among employees. In summary, Hilton's supportive yet achievement-driven culture significantly bolsters staff performance and goal achievement in line with its strategy.

[bookmark: _Toc168004015]2.3. Organisational Goals
Hilton articulates clear short, medium and long-term goals across economic, environmental and social dimensions aligned with its mission to be the most hospitable company in the world (Hilton, 2023). In the short-term, key quantitative goals include surpassing 2019 adjusted EBITDA by 2024 and achieving net room growth of 3-5% annually (Hilton, 2023). 
Long-term goals established in line with stakeholder theory (Freeman et al., 2018), include halving its environmental footprint and doubling its community investment by 2030 as well as achieving net zero emissions by 2030 (Hilton ESG, 2024). Such ambitious environmental goals demonstrate a long-term strategic focus on sustainability. Hilton's goals are interconnected and mutually reinforcing. For example, community investment aligns with its purpose of being the most hospitable company, helping build strong, resilient communities that indirectly support its business through loyal customers and employees. Environmental initiatives concurrently reduce costs through energy efficiencies while strengthening the brand's positioning as a sustainability leader, attracting conscious customers.
Goal-setting processes involve inputs from varying stakeholder groups including investors, employees and partners through mechanisms like an annual materiality assessment, and support creating a shared value approach (Guix and Font, 2020). Regular tracking and reporting on non-financial goals through its ESG report enhances transparency and accountability. Ultimately, Hilton's monetary and non-monetary goals mutually support long-term value creation for all stakeholders, by its mission and strategic focus (Freeman et al., 2018).

[bookmark: _Toc168004016]2.4. Change Initiatives at Hilton
Over the past decade, Hilton has undertaken several large-scale change initiatives to adapt to shifts in consumer demand and technological advances. 
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Figure 2: Kotter 8-Step Model (Source: Author)
In line with John Kotter's renowned 8-step process model for leading change (Bedard, 2023), Hilton first established a sense of urgency by analysing internal reports and competitor benchmarking. These reports noted signs of weakness compared to competitors on technological offerings and the need to strengthen the guest experience (Hilton, 2024), fulfilling the first step of Kotter's model to "increase urgency".
To address this, a guiding team was formed consisting of C-suite executives and division heads tasked with devising the Hilton 2020 Transformation Plan focusing on digitally innovating and redesigning processes to enhance the guest experience (Stories From Hilton, 2023). This aligns with Kotter's second step of building a "powerful guiding coalition". The coalition developed a clear vision and strategy through initiatives like the relaunch of the Hilton Honours loyalty program in 2015 (de Boer and de Boer, 2018). This provided a unified platform across all brands with an improved mobile app and personalised offerings (Hilton, 2019), demonstrating the third step of developing a suitable "change vision" (Kotter, 1996).
To communicate this vision and empower broad-based action, Hilton appointed dedicated brand experience officers while also investing $500 million annually in digital tools and training for the associates (Hughes and Christensen, 2021). This supported large-scale implementation by harnessing associates at all levels, as the fourth step outlines. Short-term wins were achieved relatively quickly, including increased direct bookings and repeat visits that generated higher revenues (Hilton, 2023). These victories helped sustain enthusiasm and momentum, as recommended in the fifth step of "consolidating improvements".
Continued momentum was fostered through innovations like the Hilton Connect launch, which leveraged IoT devices to integrate enhanced room amenities and enable concierge services through guests' devices (Perepelytsia and Yurchenko, 2019). Pilot hotels demonstrated improved service levels and satisfaction, representing success in the sixth step of generating additional "short-term wins". More recently, initiatives have focused on addressing challenges from the COVID-19 pandemic through programs improving cleanliness, flexibility and virtual event options (Hilton, 2023). Ongoing evaluations also aimed to cement adaptations as an "ongoing change system", fulfilling Kotter's seventh step. Performance metrics evidence the positive impact, with Hilton surpassing pre-pandemic occupancy rates as of 2022 (Hilton, 2032). This affirms Kotter's final step of anchoring innovations in the organisational culture through tangible results.

[bookmark: _Toc168004017]2.5. Strategic Direction and Business Performance
Hilton's current strategic direction focuses on innovation, sustainability and community partnerships to strengthen its positioning as a global industry leader (Hilton, 2023). Its 'Travel with Purpose' framework acts as an overarching environmental, social and governance (ESG) strategy to establish a competitive advantage through responsible growth (Tark and Oh, 2021).
Table 1: SWOT Analysis Table (Source: Author)
	STRENGTHS
	WEAKNESSES

	Global workforce, management talent
	Talent shortages impacting service

	Strong cash flows from scale and loyalty program membership
	Rising operating costs due to inflation

	Global portfolio of 6,800+ properties
	Ageing assets requiring reinvestment

	Established brand and operational systems
	Dated technology in some areas

	OPPORTUNITIES
	THREATS

	Expanding luxury/lifestyle segments, experience economy
	Non-traditional accommodation competition

	Diversify through partnerships
	Aggressive strategies from Marriott, IHG etc.

	Innovate guest experience through IoT, digital tools
	Economic downturns hurting demand

	Demographic and travel trends supporting growth
	Regulatory changes raising compliance costs

	Sustainability efforts enhance the reputation
	Changing customer expectations
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Hilton's key strengths include its global scale with over 6,800 properties worldwide, strong brand recognition, and loyalty program membership of over 100 million (Hilton, 2024). As one of the largest hotel companies, Hilton leverages economies of scale in areas like marketing and supply chain management. With 99 years of experience, the Hilton legacy brand is also highly valued among leisure and business travellers.

[bookmark: _Toc168004019]2.5.2. Weaknesses
Hilton faces weaknesses such as rising operating costs. Inflationary pressures on labour, food and energy have tightened margins industry-wide (Zeng, 2021). Additionally, an ageing portfolio requires ongoing reinvestment to maintain quality standards. Talent shortages also impact service levels at certain properties if positions cannot be quickly filled.

[bookmark: _Toc168004020]2.5.3. Opportunities
Opportunities exist in expanding the luxury and lifestyle segments which are growing faster than the economy (Yeoman and McMahon-Beattie, 2018). Hilton is well-positioned to tap into these markets with brands like Conrad and LXR Hotels and Resorts. The growing experience economy moreover presents chances to innovate amenities and event offerings. Partnerships with sports leagues and theme parks also diversify revenue streams.

[bookmark: _Toc168004021]2.5.4. Threats
Threats include non-traditional accommodations like home-sharing grabbing market share due to lower rates and perceived value (Malcheva, 2018). Remote work flexibility could curb business travel volumes, a major demand driver. Cybersecurity vulnerabilities and data privacy regulations also pose compliance challenges if not properly addressed. Competitive actions from Marriott, IHG and new digital entrants require continuous monitoring as well.
Leveraging strengths and opportunities while mitigating weaknesses and threats, Hilton is focused on innovating the guest experience through technological upgrades and continuing to boost asset management returns. Prudent capital allocation and a disciplined expansion strategy into complementary areas also aim to diversify Hilton's portfolio and market reach over the long term.

[bookmark: _Toc168004022]3. Conclusion
In conclusion, Hilton has adopted a multi-divisional structure, a powerful task environment, and well-defined objectives in financial and non-financial performance measures to become a leading global hospitality company. Organisational change management strategies based on Kotter's model have underpinned the transformation of guest experience and competitive differentiation. Recommendations include improving operational efficiency through implementing standard operating procedures and data-driven asset management across different regions. Entering new and developing real estate sectors may help Hilton to tap into new markets. Collaborating with schools may assist in creating specific hospitality courses to overcome talent deficits. Further improvements in the products, talents, and transformation strategy will be critical for maintaining leadership as the industry continues to shift.
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