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Introduction and Background of Hilton Hotel
The construction of this report is based on significant subjects to audit, examine, and critically analyse a selected organisation at both the corporate and individual unit levels. The organisation chosen for the present study is the Hilton Hotel Group. The report indicates to study of the link between organisational performance and structure, culture, and people in a cogent and critical manner, in addition also to expressing the role of leadership and additionally, to explain the variables that define good management and leadership as well as critically grasping the essential character of managerial work (in terms of both functions and processes). Furthermore, the study will critically assess the behavioural approach to management by comprehending the variables that influence individual behavioural variations. However, the company chosen to carry out the assignment is Hilton Hotel, which employs 360 000 people across all of its international offices, including at properties they manage, own, and franchise. Hilton has 6,100 hotels under 18 brands in 118 countries (Hilton, 2023). More than 40% of Hilton's American employees have been with the company for ten years, according to Gretchen Stroud, senior vice president of people and inclusion (Skift, 2022). This supports the business's existing outstanding retention rate.
[bookmark: _Toc137830647]Organisation structure, culture and goals 
Like Hilton's, most corporate cultures are founded on a statement of purpose, goal, and culture. Hilton is the organisation that actively employs them in its daily operations. Hilton strives to "be the most hospitable organisation in the world" by creating memorable moments for guests, valuable chances for employees, exceptional value for Business owners, and a beneficial effect across Communities. The abbreviation HILTON, which stands for hospitality, integrity, leadership, teamwork, ownership, and today, encapsulates Hilton's organisational structure and key principles (Lamo, 2019). In this scenario, Hilton develops a Code of Conduct to support the organization's accountability and honesty requirements. This collection of guidelines is intended to coordinate and manage all team members' attitudes and conduct. Integrity is emphasised, with management and personnel conforming to all corporate rules, regulations, and policies while adhering to the most vital moral ideals. People are encouraged to come out and report moral or ethical breaches using a hotline, which collects complaints anonymously and transmits them to their Legal Compliance Team (Lamo, 2019). Hilton also supports a "no retaliation" policy that promotes an atmosphere where staff members feel comfortable asking for advice and support and speaking out about problems in public without worrying about facing the consequences (Dardeer, 2017).
On the other hand, the Hilton Travel with Purpose project helps the business realise its goal of spreading hospitality's light and warmth worldwide. This corporate social responsibility approach aims to encourage CEO engagement in civic issues. For example, the Global Give Programme for Travel with Purpose enables team members to contribute their time and expertise to the Global Week of Service platforms. Hilton strives to show the utmost respect to its employees and customers. For example, after examining a cleaning uniform and finding it heavy, inflexible and uncomfortable, Hilton President and CEO Christopher Nassetta collaborated with Under Armour to develop loose-fitting, functional workwear (Hudson and Hudson, 2017). The "17 Heart of House" project, introduced in 2016 and sought to improve the back-of-house experience for personnel, consisted of six components (Hudson and Hudson, 2017). The Heart of House programme is only one way Hilton demonstrates how much it loves and cares for each employee.
In order to promote employee welfare and nutrition, these initiatives vary from providing wholesome meals (including free lunches for shift employees) to updating and modernising break rooms, eating spaces, and staff facilities. Hilton employs a dynamic management approach to achieve its goal, vision, and values. Hilton's structure, goals and values are reflected in every facet of the company's culture.
[bookmark: _Toc137830648]Recent change initiatives, their impact and how well these were managed 
In order to ensure standard compliance and operational effectiveness, Hilton's senior management built centralised, organised procedures and processes that were routinely followed at all levels (Kádár, 2018). However, by prioritising potential in people and strong work history, their success standards revealed an ethnic culture. Hilton workers reflect these beliefs, convictions, and aspirations in contrast to Griffin's (2021) statement that tribe cultures are effective at ensuring that employees share the same values, viewpoints, and objectives.
In addition, Hilton provides benefit packages that go above and beyond what is typical in the sector, illustrating Hilton's sincere concern for the well-being of its staff. According to Burnett and Lisk (2019), human resource practices that show a genuine commitment to people boost employee engagement. Currently, Hilton offers the most thorough training programme in the sector. According to Buil et al. (2019), one of the hospitality industry's best practices is fostering a learning culture because it produces a setting where employees feel empowered to be proactive and productive. The incentive, recognition, and training programmes offered by Hilton serve as a constant reminder of the importance and productivity of the company's team members (Hilton, 2022). Organisations must recognise and acknowledge the crucial role that team members play in preserving guests' satisfaction and loyalty in a market where outstanding service is essential. In order to keep, inspire, and recruit exceptional employees, Hilton continues to provide reward, incentive, and training programmes. The training packages at Hilton are often updated to reflect changes in the industry. Hilton has a substantial competitive edge in the hotel industry due to its employee-first, people-first corporate culture, which is integrated with its corporate vision and strategy. More talent is attracted and maintained as a result of Hilton's strong work culture, productivity rises, customers are delighted, and revenues rise. This study supports Graham et al.'s (2022) conclusion that there is a significant correlation between organisational culture and financial performance.
[bookmark: _GoBack]Hilton executives are expected to lead by example, uphold high moral standards, and act as positive role models in all aspects of their jobs. The mission of the "For All" leaders, "hospitality for all," requires that every member of the team get the same first-rate care as their visitors. According to the training, a leader must possess the following five qualities: relationships, objectives, progress, recognition, and trust. Hilton management is responsible for providing a positive work environment where employees may voice their concerns and feel heard (Hilton, 2023). Leaders must create appealing, attainable, and clear goals, and followers must help leaders achieve those goals. Leaders must assist and teach their team members to promote personal development. Leaders must appropriately recognise team members' efforts when they do well. Last but not least, leaders need to encourage genuine relationships and open communication among their team members (Dardeer et al., 2017).
Researchers Buchanan and Huczynski (2019) discovered that by linking individual aspirations with organisational objectives, the ideal future might be created, much like Hilton accomplished with its Balanced Scorecard (BSC). Hilton adopted the BSC to establish a positive and strong relationship between personal accomplishment and business success, enabling employees to concurrently strive towards their own goals and those of the firm. In order to preserve its great market performance and esteemed brand name, Hilton continues to put its employees and culture ahead of other financial considerations (Dardeer et al., 2017). In addition to these, Hilton's Balanced Scorecard (BSC) of Hilton includes the following five drivers: operational success, revenue maximisation, customer loyalty, brand management, and learning and growth. Each driver receives a score out of 100 based on their primary performance criteria. The scorecard tracks a variety of indicators, such as the performance of the diversity policy, staff happiness and retention, and client loyalty. Furthermore, the BSC establishes a close link between team member performance and business goals. By routinely and thoroughly sharing BSC outcomes at the regional, hotel, and department levels, a strong performance culture is formed in which team members collaborate rather than compete. As a result, best practices are spread across the organisation. Managers may utilise automatic updates on BSC performance to maximise strategic planning and decision-making, and each member can see how their specific contributions help the organisation achieve its goals (Khan et al., 2019). As a result, team members show autonomy by taking responsibility for their actions and behaviour.
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Hilton demonstrates the traits of a high-trust organisation as a business with a philosophy of values and integrity. According to Ogunfowora et al. (2021), participatory management fosters collaboration in the service of a compelling vision and purpose, with leaders acting as role models for proper behaviour and motivators for a motivated and involved workforce. Likewise, Maslow's Hierarchy of Needs is emphasised in order to comprehend human motivation. The notion suggests that a hierarchical organisation of human wants is possible (Fallatah et al., 2018). The most basic need in this hierarchy is for food and water, while the highest aspirations are for self-fulfilment. 
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Figure 1: Maslow's Hierarchy of Needs (Fallatah et al., 2018)
According to Maslow, the next need in the hierarchy takes its place when a lower need is met. Hilton has earned a reputation as one of the world's top brands due to its dependability. They set an example for industrial cultures in the hotel industry with their hybrid hierarchical structure. As to Hilton's award-winning recognition, incentive, and training programmes, its corporate culture has grown, garnering it the titles of "Best Company to Work for" and "Best Workplace." Hilton takes innovative actions to demonstrate to its members that they matter rather than merely telling them that they do. Given Thibault Landry et al. (2017) findings that effective recognition programmes boost morale, happiness, and loyalty, these programmes produce engaged, motivated, and inspired workers. By experimenting with linking company profits to client loyalty, Hilton increasingly promotes culture as a very real economic value. Culture is a strategic asset that develops a long-term competitive advantage (Joseph and Kibera, 2019). The Hilton workforce is the key differentiator in terms of cultural competence. In consideration of this, The Ansoff matrix is a strategic tool designed to assist and direct firms as they decide how to proceed with their corporate growth (Daft, 2016). Market expansion, product innovation, and market development and diversity are four forms that organisations can select from using the Ansoff matrix.
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Figure 2: Ansoff's Matrix (Daft, 2016)
The Hilton has had success in its international businesses and company because of its strategic growth decisions and initiatives. Different sectors and historical eras have selected different growth pathways for different times based on internal and external organisational concerns. The Ansoff matrix, on the other hand, has constantly benefitted The Hilton, which has developed into one of the largest beverage firms in the world. Some of Hilton's most effective Ansoff matrix and classification strategies are included in the list that follows below.
Market penetration
When a company sees a potential to enhance its market share in its existing industry, it will implement a market penetration strategy. It employs a sales-driven strategy that is fit for the present market conditions. Companies may use extra sales contact points, direct customer engagement, an enhanced dealer network, an increase in customer lifetime value, a bigger basket share of overall consumer spending, and other techniques to boost market penetration. The Ansoff Matrix is a tool for studying competitive strategy. Leaders in customer relationship management at Hilton want to use the Ansoff Matrix to examine efforts for market penetration, market development, product innovation, and product diversification in order to create more sustainable profitability (Matteucci, 2020).
Market development
According to Hilton's market growth strategy, new markets as well as distribution channels for the company's current products must be established (Matteucci, 2020). This might include entering new local or foreign markets, cooperating with complementary enterprises to increase sales of present items, and so on. One noteworthy example of market expansion is Tesla's creation of charging stations at specific distances to allow users in new locations to use their automobiles.
Product development
Product development at Hilton either generates whole new items for the global market or adds new functionality to current ones. Microsoft is a well-known firm that employs product development procedures, since it constantly upgrades its Windows Office suite after a specific length of time. Despite the company's continued efforts to produce updated versions of the items to fulfil market demands, users and marketplaces for the goods remain mostly impacted.
Diversification
Hilton employs diversification strategies while introducing both an innovative item and a new market (Chang et al., 2019). When a company sees an opportunity in a related or completely unrelated industry, it will diversify its business. Consider how Microsoft entered the video gaming market with the Xbox. Because the product and consumer market were both new to the firm, it had to develop a whole new distribution and revenue model than the one it was utilising for its Enterprise Performance division.
Hilton's tried-and-true expansion strategy and the network effect continue to provide outcomes that improve the company's position going forward. In order to accommodate every traveller for every stay occasion, wherever they may be in the globe, it expands the geographic scope of the hotel chain, diversifies its size, and broaden the demographics of its customers.
[bookmark: _Toc137830650]Conclusion 
Hilton's business environment is built on its goals, vision, and values. Hilton has received several awards for its efforts in the areas of employee advantages, training, and recognition. The hotel industry has established itself as a well-known example of a social structure with a hierarchy as a result of Hilton's commercial practices. Hilton's company practices have provided it with a competitive edge by enhancing hiring, retention, customer service, productivity in operations, and overall profitability.
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