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The growing economy and the market often prioritise in developing competitive organisational strategies that not only differ the organisational behaviour but also influences their organisation. In this context, as stated by Boddy (2019), the management within the organisation is a key aspect that not only adds value to the resources available but also influences other business environment areas.
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Figure 1: “Hilton brand profile in the UK 2023”
(Source: Statista, 2024)
The Hilton hotel has been a significantly popular name in the UK hospitality segment operating both in the National and international market. As highlighted in the above figure, the Hilton brand has a total awareness of around 89% with a popularity of around 43% (Statista, 2024). Financially speaking, the Hilton hotel globally has generated around $1.25 billion (Statista, 2024). The primary aim of this report, will focus on Hilton hotel chain organisation to analyse their organisation structure, corporate governance, strategies and its areas of implementation to gain the competitive edge. This report separately discusses the structure, culture and goals of the organisation. In light of specific theories, it also discusses the change initiative undertaken by the organisation. Lastly, it focuses on the strategic directions of the organisation and the process through which they have implemented so. 
[bookmark: _Toc192173182]Organisation Structure, Culture, and Goals.
As stated by Tahir (2023), the organisation structure can be defined as the key framework that defines the glow of the organisational activities and apso responsible for organising, establishing coordination and directing the tasks with the organisation. Specifically, the organisational structure with reference to this competitive market, enables in managing and directing the organisational workings and also impacts the moral beliefs and motivation of the staff. Furthermore, as explained by Jerab and Mabrouk (2021), the structure of the organisation often involves the particular path that the leaders and executives can follow to guide their subordinates. Likewise, the organisational structure with reference to the Hilton can also be assessed as an important organisational element that guides, motivates the staff. There were multiple types of organisational structure, such as divisional, hierarchical, functional, flat and matrix organisational structure. In this context, based on the overall workflow of the Hilton hospitality brand in the UK, it can be fair to assume that the brand follows, “Hierarchical organisational structure”. Hierarchical structure can be defined as the particular framework that prioritises in organising the workings of the brand based on levels of authority and importance. The organisation maintains the hierarchical structure with a centralised corporate governance model. The executive committee of the organisation is led by the CEO who takes the strategic decisions (Hilton, 2025). The regional managers supervise individual operations at the hotels. The governance framework of the organisation maintains nominating an ESG committee. 
In the opinion of Graham et al. (2022), the corporate culture can be defined as the collection of beliefs, values, and combinations of behaviour that states the workings of people together to satisfy the brand's objectives. The core values and beliefs of the Hilton need to be aligned with their staff’s behaviour that initially develops a feeling of trust that satisfies the hospitality brand’s objectives. Hilton Hotel maintains an inclusive performance driven culture that strongly focuses on employed development, sustainability and diversity. One of the most considerable relationships can be evident in the “decision makings” approaches of the Hilton brand. As mentioned by Wright et al. (2022), a collaborative corporate culture can often encourage open discussion that fosters a sense of responsibility within the employees making the decisions more practical. Similarly, in the case of Hilton hotel brand, the involvement of the positive corporate culture can foster collaborative decisions that satisfies the higher-level authorities as well as satisfies the employees. The Organisational Culture Model of Edgar Shein can be explained which focuses on shared values, employee engagement as well as leadership driven behaviour that reinforces the philosophy of customer first services (Assoratgoon and Kantabutra, 2023). 
Lastly, any organisation irrespective of their scale of operations and their size, needs to be associated with certain goals. For example, in the case of Hilton, in terms of both corporate and individual levels, the brand aims to “create opportunity for the teams”, “helping the guests to travel more sustainably”, “enabling our communities to develop” (Hilton, 2024). These are some of the goals that the CEO of the Hilton has aimed to fulfil through their dedicated operations. The long-term strategy of Hilton focuses on sustainable growth, customer satisfaction and development of the workforce. By the end of 2030, the organisation intends to make significant reduction in carbon footprint and increase inclusion and diversity (Tapley, 2021). The company also wishes to train the employees in ethical and sustainable business practices. To improve guest experience, Hilton uses technological innovation as well as its excellent services that can ensure continuous expansion on a global scale (Bova, 2020). Maintaining a critical balance of corporate governance, sustainability driven goals and employee’s entry culture enables Hilton to maintain competitive position in the UK hospitality sector. 
[bookmark: _Toc192173183]Recent Change Initiatives
1st change initiative: Digital transformation 
In the opinion of Roy and Pagaldiviti (2023), adapting to the digital or advanced technology to offer seamless or contact free services has become a trend among the luxurious hospitality brands. The Hilton hotel brand has introduced their “digital Key” or “mobile check-ins”. In which, the customers or the travellers could book the hotel using mobile devices and also can use those devices to access their room. As stated by Patov (2024), the mobile check-ins services allows the guests to bypass the traditional manual check-ins and accommodate on their own using verified mobile devices. Furthermore, as a part of the Hilton’s honour application one can freely choose one’s hotel and room and check-in (Hilton, 2024). 
Its impact
The impact of these innovative digital changes within the operations of the Hilton can often portray positive results among the customers. As stated by Bag et al. (2022), advanced and digital technologies often can impact in having positive responses from the customers. Similarly, the introduction of these mobile application and digital key features within the Hilton hotel chain states a positive response from their customers. 
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Figure 2: “Connected Room Experience and the Hilton Honours app”
(Source: Hilton, 2023)
For example, according to Hotel Technology News, 80% of the Hilton guests have stated that they have reported yo be preferring this digital key features (Patov, 2024). Also, from the reports of Hilton, the digital key features were the most downloaded applications having around 12.3 million customers usage. Apart from this, the report also stated that the popularity of the Digital Key can be measured among the customers based on their share of around 800,000 with travel companions in 2023 (Hilton, 2023). 
Change management
Employee training has been the only important element helping Hilton to manage the digital changes. A combination of digital tools as well as artificial intelligence-driven platforms are used by the company. They have trained the staff to provide personalised guest service through the use of automation and digital tools. The staff members have received smart sensor training as well as digital housekeeping management tool training to improve the efficiency (Zientara et al., 2020). 
2nd Change initiative: Sustainability measures
As the UK customers and travellers are mostly preferring sustainability staying and accommodation solutions, the Hilton has also initiatives to revolutionise their operations. In this context, the Hilton Hotels have initiated to reduce their carbon emissions rates by 2030, through their respective roadmap towards emission. 
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Figure 3: “ROADMAP TO EMISSIONS INTENSITY REDUCTION”
(Source: Hilton, 2023)
Hilton has made informed decisions to help reduce the emission rate by 75% for managed properties, and 56% of reduced emission rate by their franchises by the year 2030 (Hilton, 2023). As per the successful incorporation of the “Green Ramadan 2023” program, Hilton has already achieved a food reduction by over 60% that is also scaled across their 32 individual Hilton hotels in 7 countries and also served around 239,000 guests in Dubai provinces (Hilton, 2024). Furthermore, in Thailand and Indonesia, the Hilton hotels have saved around 28,000 kg of surplus food and prevented it from going into landfills (Hilton, 2021). Also in Jakarta, around 1200 lunch boxes for two hospitals and 180 dinner boxes were served as a prevention of food wastage. 
Its impact
In the opinion of Khandai et al. (2023), brands offering sustainability practices and measures often can lead to higher customer and employee loyalty. Thus, the customers and the employees often develop a positive brand persona, causing higher employee and customer loyalty. One of the significant challenges has been making the employees adapt to the eco-friendly protocols. The employees experience difficulties to digital track energy consumption and manage the artificial intelligence driven food waste management system (Hilton, 2022). 
Change management 
Hilton has incorporated an integrated cost offset strategy (Hilton, 2023). The organisation has introduced gamified learning platforms, and they have promoted internal incentives for encouraging continuous participation of the employees to learn the utility and management of digital energy consumption tracking. 
[bookmark: _Toc192173184]Strategic Direction
In this context, the Hilton hotels have also evidently been taking certain real-life initiatives to achieve their set goals. Furthermore, the strategic direction of the Hilton brand is to offer the customers with suitable accommodation proposals and allow them to gain higher sustainability measures. As per their program of “Travel with Purpose” the ESG strategy of the Hilton has several evident approaches to be taken to achieve sustainable practices. As per the road map to emission intensity reduction, the hotel aims to reduce 75% of their carbon emission from their properties and 56% from their franchise brands (Hilton, 2024). Based on their targets of sustainability the Hilton has aimed to use methods approved by the SBTi. For example, the Hilton brand has aimed to “drive water stewardship throughout their operations” to reduce the water wastage and consumption. Along with this, the sustainability initiative of the Hilton also fosters the “Green Building initiatives” where the brand will convert the energy consumption of the overall properties through non-renewable sources. 
Lastly, the Hilton brand has also had a strategic direction that emphasises “diversification”. For example, the Hilton brand has initiated to double their Morocco portfolio, exceeding 20 hotels and signing around 9 new properties, having across 1300 rooms in Morocco (Hilton, 2023). These are some of the strategic directions that the Hilton brand is prioritising. The strategic direction of the organisation also focuses on sustainable growth combined with digital transformation that helps to increase consumer experience significantly (Tapley, 2021). The use of multi brand strategy helps the organisation to offer luxury and improve accommodation economy that meet diverse requirements of the consumer segment. Through the use of economies of scale and franchise model the organisation has ensured they can continuously receive steady revenue and maintain consistency of the service across different brands. 
To achieve a long-term objective, the organisation has applied the Resource-Based-View theory. This theory enables them to highlight the importance of leveraging the internal capacity of the organisation. Using brand reputation, technology innovation and operational efficiency has enabled them to achieve the required competitive advantage. One of the main examples can be observed as the connected room technology and (Hilton Hotel Technology, 2019). It has enhanced the guest experience to a personalised level by allowing the settings of the room through mobile applications. In addition, the organisation focuses on sustainability using “travel and purpose” programs. This has enabled them to aim for net zero emission rate as well as a status of sustainable procurement which indicates the long term objective (Tapley, 2021). This initiative uses data analytics for price strategy optimisation and considers improved consumer engagement through the loyalty program. With the expansion of emerging markets and establishment of strategic partnership, the organisation has ensured long term profitability and acquired a competitive position in the UK hospitality industry (Washington, 2023). 
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In conclusion, it can be considered that the involvement of the systemic organisational structure can be of great importance in managing the behaviour within the Hilton hotels. As per the findings, the Hilton is predicted to use the hierarchical structure to manage the diverse scaled operations. Along with, it can also be considered that the corporate governance and culture is also a key element that ensures collaborative behaviour within the concerned hotel chain brand. Lastly, the Hilton aims to have prioritise in digital transformation and Sustainability measures as their key strategic initiatives to obtain the necessary competitive edge. 
[bookmark: _Toc192173186]Recommendations 
Some of the key recommendations are as follows.
· It is suggested that the Hilton’s leaders may use Maslow's hierarchical motivation theory to encourage and divert the beliefs of the individual existing staff to gain higher employee engagement and productivity.
· It is also suggested to the Hilton brand to invest on their Research and Development with context to offer more technologically advanced equipment to feasible the room services and bookings. 
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As digital innovations - like the Connected Room Experience and the Hilton
Honors app - advance, the importance of connectivity between these on-

property technology solutions will be paramount, especially with younger
generations.
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