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Executive Summary
 This report provides an overview of Hilton Hotel Group's organisational structure, culture, goals, recent change initiatives, and strategic direction. The divisional structure of Hilton facilitates efficient decision-making and coordination across its global operations. While it accommodates cultural differences, it can lead to duplication of functions and challenges in coordination and integration. The organisation's culture emphasizes hospitality, integrity, leadership, teamwork, and ownership, which drive employee engagement and guest satisfaction.
Hilton Hotel Group has set strategic goals aligned with its vision of becoming the most hospitable company globally. These goals include guest satisfaction, sustainable growth, quality standards, and maximizing shareholder value. The organisation aims to exceed guest expectations, expand globally, differentiate its brands, undergo digital transformation, and prioritize sustainability.
During the COVID-19 pandemic, Hilton Group demonstrated responsiveness, flexibility, and support for its employees and customers. It implemented health and safety protocols, adjusted operations, provided employee benefits, and engaged customers through personalized experiences and digital platforms. These initiatives showcased the organisation's agility and commitment to stakeholder well-being.
The report also evaluates Hilton Group's business performance, market position, and customer satisfaction. The organisation has demonstrated solid financial performance, a strong market position, and a focus on enhancing guest experiences. Hilton’s strategies and operational execution validate the effectiveness of its strategic direction.
Based on the analysis, recommendations are provided to address potential drawbacks of the divisional structure, reinforce the organisational culture, align goals with market trends, and develop a comprehensive roadmap for strategic direction. Implementing these recommendations will optimize Hilton Hotel Group's organisational structure, culture, goals, initiatives, and strategic direction, ensuring sustained success in the competitive hospitality industry.
Introduction
Hilton Hotel Group, a renowned player in the global hospitality industry, it has established itself as a leading brand with a strong organisational structure, a distinct culture, and strategic goals. This report provides an overview of Hilton's divisional organisational structure, emphasizing its benefits and potential drawbacks. Furthermore, the report explores Hilton's strategic goals, focusing on guest satisfaction, sustainable growth, quality standards, and shareholder value. It also examines recent change initiatives and evaluates their effectiveness in managing challenges and positioning Hilton for future success. Finally, the report assesses Hilton's current business performance, market position, and customer satisfaction metrics. Based on the analysis, recommendations are provided to enhance the organisational structure, culture, goals, initiatives, and strategic direction of the Hilton Hotel Group.













Structure, culture, goals 
According to Newborough (1999), ‘an organisation’s structure, plan and concept are crucial to its effectiveness. Hilton Hotel Group follows a Divisional organisational structure that facilitates efficient decision-making and coordination across its global operations. The divisional organisational structure is commonly seen in enterprises that engage in diverse activities across multiple market segments and locations. This type of structure is prevalent in multinational or interregional companies that offer a wide range of products or services (Ramosaj B., 2013). Hilton Worldwide’s management structure is like that of most multinational corporations. At the top is the Board of Directors as seen in Figure 1, responsible for safeguarding the company's interests and those of the shareholders. The board is nominated by stakeholders to ensure long-term interests are served. The company is led by the President and CEO, currently Christopher J. Nassetta (ir.hilton.com, 2023). 
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                                                        Figure 1        (Organimi, 2023)
The success of any hospitality organisation heavily relies on the crucial role of management (Mullins and Dossor, 2013). The divisional structure provides autonomy to different divisions within an organisation, allowing them to focus on specific markets and product lines. To operate efficiently, organizations need a balance between conformity and the integration of diverse activities. The role of control within the organization is to ensure adherence to organizational requirements and to facilitate the achievement of the organization's ultimate goals (Tannenbaum, 1968). It decentralizes decision-making, improves accountability, and enhances coordination. This structure facilitates flexibility in adjusting operations and strategies according to market conditions. It also promotes collaboration, specialization, and a supportive work environment, leading to employee recognition and productivity (Kovaci et al., 2022).
The divisional structure accommodates cultural differences in management, service delivery, and product strategies, particularly for international subsidiaries. However, this structure can result in duplication of functions and resources, affecting economies of scale and overall resource capabilities. It may also lead to poor coordination and integration across divisions, potentially causing a loss of control over management and operations for the parent entity (Lazzari, 2019).
An alternative to the divisional structure is the functional structure, where different product lines share common departments (Ahmady, Mehrpour and Nikooravesh, 2016), such as marketing, HR, and IT. This allows for centralized monitoring and brand management but may limit divisional autonomy and require coordination with shared departments.

Organisational Culture: According to Schein (2009), an organisation possesses multiple cultures rather than a singular one. It comprises a comprehensive culture encompassing the entire organization and an endless array of sub-cultures. These sub-cultures have developed based on distinct functions, beliefs, or practices. Hilton Hotel Group places significant emphasis on its organisational culture (Hilton, 2019), which serves as a guiding force for its employees and shapes the overall guest experience. The organisation's culture is centred around its core values, including hospitality, integrity, leadership, teamwork, and ownership.
Hospitality is at the core of Hilton's culture (Gay, 2016), where employees are trained to provide exceptional service and create memorable experiences for guests. The value of integrity is ingrained in the organization, ensuring ethical conduct, and building trust among guests, employees, and stakeholders. Leadership is encouraged at all levels, promoting innovative thinking and accountability.
Teamwork is fostered within Hilton, encouraging collaboration and communication among employees, departments, and locations (Code of Conduct HILTON, 2017). Ownership is instilled in employees, encouraging them to take responsibility for their actions and go above and beyond to meet guests' needs.

Organisational Goals: Hilton Hotel Group has set strategic goals that align with its vision of becoming the most hospitable company globally (Hilton, 2023). These goals encompass various dimensions, including guest satisfaction, sustainable growth, quality standards, and shareholder value.
Guest satisfaction is a key goal for Hilton, aiming to provide exceptional experiences that exceed guests' expectations. By prioritizing guest satisfaction, the organisation fosters customer loyalty and enhances its reputation in the highly competitive hospitality industry.
Sustainable growth is another important goal for Hilton (Hilton Foundation, 2023), as it seeks to expand its global footprint and revenue streams. The organisation achieves this by continuously evaluating opportunities for expansion into emerging markets, investing in new hotel developments, and exploring strategic partnerships.
Maintaining high-quality standards is a priority for the Hilton Hotel Group, ensuring consistency across its properties worldwide (Hilton, 2019). The organisation sets rigorous quality control processes, regularly conducts audits, and provides training to ensure that its brand promise of excellence is upheld.
Lastly, Hilton Hotel Group strives to maximize shareholder value through strong financial performance and returns on investment (Chapman, 2023). The organization maintains a disciplined financial management approach, focusing on profitability, cash flow, and shareholder dividends.
Overall, Hilton Hotel Group's organisational structure, culture, and goals form a strong foundation for its success in the hospitality industry. The divisional structure enables efficient decision-making and coordination, while the culture of hospitality, integrity, leadership, teamwork, and ownership drives employees. All though Operating without structure, regardless of the scale, poses significant risks of waste and inefficiency. Paradoxically, the current approach to managing organizations has led to precisely such wastage, resulting in tangible negative impacts on individuals (Atkinson, Loftus and Jarvis, 2015).












Impact of recent change initiatives 
The change initiatives undertaken by Hilton Group during the COVID-19 pandemic had a significant impact on its operations and stakeholders. However, their success and effectiveness can be evaluated based on the following factors:
· Responsiveness: Hilton Group demonstrated swift responsiveness in implementing health and safety protocols and operational adjustments (CBI, 2020). This enabled the organization to adapt to changing circumstances and reassure guests and employees of their well-being. The proactive approach helped mitigate potential risks and maintain trust in the brand.
· Flexibility: The organization's ability to adjust its operations and policies based on evolving guidelines and customer expectations showcased its flexibility. Hilton Group's implementation of flexible cancellation policies and modified services allowed guests to navigate uncertainties, enhancing customer satisfaction and loyalty.
· Employee Support and Communication: Hilton Group's focus on supporting employees during the crisis positively impacted workforce morale and productivity. The comprehensive employee support measures, including health benefits and effective communication channels, demonstrated the organization's commitment to its workforce and contributed to employee retention and satisfaction (Frauenheim, 2020).
· Customer Engagement and Satisfaction: The innovative customer engagement strategies employed by Hilton Group helped to sustain customer relationships during travel restrictions. By offering personalized experiences and leveraging digital platforms, the organization ensured that customers felt connected and valued, thereby enhancing customer satisfaction and the potential for future bookings.
Overall: Hilton Group's recent change initiatives in response to the COVID-19 pandemic have been effective in managing the challenges faced by the organization. The swift implementation of health and safety protocols, operational adjustments, employee support measures, and customer engagement strategies showcase the organization's agility and commitment to stakeholder well-being. It follows Lewin's change process, also known as the three-step model of change and provides a structured approach to navigating and managing change effectively. The process consists of three stages: unfreeze, transition, and refreeze (Lewin, 1951). While the full impact of these initiatives may continue to unfold, their proactive nature and successful execution have positioned Hilton Group to emerge stronger in the post-pandemic hospitality industry.
























Strategic direction and current business performance

Hilton Group's strategic direction encompasses several key elements that guide its operations and growth initiatives. These elements include global expansion, brand differentiation, digital transformation, and sustainability.
· Global Expansion: Hilton Group continues to focus on global expansion as a key pillar of its strategic direction. The organization aims to increase its presence in emerging markets, where there is significant potential for growth in the hospitality industry. By expanding its footprint in new destinations, Hilton can tap into new customer segments and diversify its revenue streams.
· Brand Differentiation: To maintain a competitive advantage, Hilton Group emphasizes brand differentiation. The organization offers a diverse portfolio of brands catering to various market segments, including luxury, upscale, and midscale. By offering unique experiences and tailored services under different brands, Hilton aims to meet the diverse needs and preferences of its guests, enhancing customer loyalty and market positioning.
· Digital Transformation: Hilton Group recognizes the importance of digital transformation in the modern hospitality landscape. The organization is investing in advanced technologies and digital platforms to enhance guest experiences, streamline operations, and improve efficiency. By leveraging technology, Hilton seeks to provide seamless and personalized services to its guests, while also optimizing internal processes to drive productivity and cost-effectiveness.
· Sustainability: Hilton Group is committed to sustainability and responsible business practices. The organization aims to minimize its environmental footprint, reduce waste, conserve energy, and support local communities. By integrating sustainability into its operations, Hilton enhances its reputation as a socially and environmentally responsible company, appealing to socially conscious travellers and investors.

Current Business Performance: Hilton Group's current business performance reflects its ability to execute its strategic direction effectively. Hilton Group has demonstrated a solid financial performance, with consistent revenue growth and profitability as seen in Figure 2. The organization's financial indicators, such as revenue per available room (RevPAR) and average daily rate (ADR), have shown positive trends. These results indicate the organization's ability to generate revenue and effectively manage costs.
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                                                                                            Figure 2           (Statista, 2023)

Market Position: Hilton Group maintains a strong market position in the global hospitality industry, as seen in Figure 3. The organization's brand portfolio and global presence contribute to its market competitiveness. Hilton's well-established brands, such as Hilton Hotels & Resorts, Waldorf Astoria, and DoubleTree by Hilton, enjoy widespread recognition and customer loyalty, further solidifying the organization's market position.
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                                                                         Figure 3         (Brand Finance, 2022)
Customer Satisfaction: Customer satisfaction is a crucial aspect of Hilton Group's business performance. The organization consistently invests in enhancing guest experiences and maintaining high service standards. Hilton Group's customer satisfaction ratings, guest feedback, and brand loyalty metrics reflect its success in delivering exceptional hospitality and meeting guest expectations.
Overall Hilton Group's strategic direction, focused on global expansion, brand differentiation, digital transformation, and sustainability, provides a roadmap for its continued success in the hospitality industry. The organization's strong financial performance, market position, and customer satisfaction metrics validate the effectiveness of its strategies and operational execution. By aligning its strategic direction with evolving market trends and customer preferences, Hilton Group is poised to thrive in a dynamic and competitive business environment.







Conclusion

Hilton Hotel Group follows a divisional organisational structure that facilitates efficient decision-making and coordination across its global operations. It is important to consider the potential drawbacks of the divisional structure, such as duplication of functions and resources and potential challenges in coordination and integration across divisions. However, this report has shown that the Hilton Group is doing well both financially and in terms of brand recognition.
From the perspective of shareholders and customers, its management has been doing a good job. Regarding recent changes in initiatives due to the Covid 19, we can see that the management had engaged with their employees to keep them safe and look after them in their time of need as well as look after the business to keep it up and running and implement safety protocols to keep customers safe and keep them informed about the ongoing safety implementation in their hotels. 
Hilton Hotel Group places a significant emphasis on its organisational culture, centred around core values such as hospitality, integrity, leadership, teamwork, and ownership. This culture guides employees and shapes the overall guest experience. The organization's divisional structure, coupled with its strong culture and goals, forms a solid foundation for success in the hospitality industry











Recommendation
Based on the analysis of Hilton Hotel Group's organisational audit, the following recommendations can be made:
Organisational Structure: While the divisional structure has provided benefits in terms of decision-making and coordination, it is important for the Hilton Hotel Group to address the potential drawbacks associated with the duplication of functions and poor coordination. They should consider exploring opportunities to streamline processes, improve communication and collaboration across divisions, and enhance integration efforts. Additionally, they should periodically evaluate the effectiveness of the divisional structure and assess if a functional structure or a hybrid approach could provide advantages in certain areas.
Organisational Culture: Continue to prioritize and reinforce the strong organisational culture centred around core values such as hospitality, integrity, leadership, teamwork, and ownership. They should continue to foster a supportive work environment that encourages employee recognition and productivity. And continue to invest in ongoing training and development programs to ensure that employees embody the culture and are equipped with the skills and knowledge needed to deliver exceptional service and create memorable guest experiences.
Organisational Goals and Initiatives: Regularly assess market trends and customer preferences to ensure alignment with evolving demands. Continuously innovate and adapt to changing industry landscapes, leveraging technology and data-driven insights to enhance operational efficiency and customer satisfaction.
Strategic Direction: Develop a comprehensive roadmap that integrates the various elements of Hilton Hotel Group's strategic direction. Ensure clear communication of the strategic goals and initiatives across the organisation, allowing for buy-in and alignment at all levels. Establish key performance indicators (KPIs) to track progress and regularly evaluate the effectiveness of the strategies and operational execution. Foster a culture of continuous improvement, where feedback and lessons learned are incorporated into future strategic decisions.
By implementing these recommendations, Hilton Hotel Group can further optimize its organisational structure, culture, goals, initiatives, and strategic directions, positioning itself for sustained success in the competitive hospitality industry.
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