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Executive Summary
The report conducted a critical evaluation of the Hilton Hotel Group concerning its organisational structure, culture and goals. It was revealed that the company had adopted a divisional structure based on its geographical locations allowing it to cater to consumer expectations and needs. The culture of the company was analysed using Handy's model of organisational culture. Different change initiatives of the company have also been discussed. This report further engages in a conversation about the strategic direction and business performance of the organisation with adequate supporting evidence. Lastly, the report provides relevant recommendations in order to improve the company's performance. 
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[bookmark: _Toc151128862]Introduction
Organisational behaviour comprises of the study of individual activities and involves understanding, predicting and controlling the behaviour of persons in the organisation (Mullins, 2020).  Understanding how people behave in an organisational setting can provide the management with significant insights into developing the workplace culture. The following report will critically evaluate the Hilton Hotel Group and its several business activities. There will be an evaluation of the organisational structure, culture and goals of the company. Additionally, recent initiatives to change at Hilton will be evaluated with their impact and mitigation approaches. Strategic direction and business performance will also be discussed critically.


[bookmark: _Toc151128863]Company Overview
Hilton Hotel Group was established in 1919 when Conrad Hilton joined the hotel industry in Cisco, Texas and the first hotel opened in 1925 in Dallas (Hilton, 2023). Headquartered in Virginia, with Conrad’s dedication, innovation and leadership capabilities, the hospitality company has achieved success and gained respect worldwide. The group operates in 123 countries and territories with 22 brands and 7,295 properties across the world (Hilton, 2023). In 2022, the Hilton group had a workforce of approximately 159 thousand which has declined from 170 thousand in 2019 due to the COVID-19 pandemic (Statista, 2023). In 2022, the group generated around $8.77 billion in revenue (Statista, 2023).


[bookmark: _Toc151128864]Organisation structure, culture and goals
Hilton has employed a divisional organisational structure concerning its geographic locations. The organisation operates in three regions, the Americas, Asia Pacific and Europe, the Middle East and Africa (Hilton, 2022). Using a geographical structure provides opportunities for organisations with an international operation since they could collaborate better with suppliers and customers. This organisational structure facilitates the organisation to align its structures with those of the regional culture, professional processes and language (Organ, 2023). Hilton possesses numerous business functions in various locations across the world which adopt the operational strategies used in the local environment, thereby, offering better service, efficiency and information exchange. However, this structure has several drawbacks such as high expenses due to duplicated functions and resources in all locations (Nasrudin, 2022). Adapting to local preferences indicates offering unique services specific to the regions indicating low economies of scale. There could be management conflict additionally due to the autonomy of each unit. 
Being one of the most popular hotel brands worldwide, the company offers a wide range of luxury services at its properties aimed at meeting customer expectations. This is achieved through the positive workplace culture offered by Hilton raising the productivity of people. The organisation believes in being the most hospitable brand worldwide and emphasises attracting, improving and retaining talented individuals. Thrive at Hilton is the value proposition of the hospitality organisation which facilitates the growth and development of all team members in their professional and personal lives (Hilton, 2021). The company offers various programmes such as the Employee Assistance Programme which offers counselling and resources for services including legal advice childcare and eldercare to the workforce. Handy posited that organisational culture was associated with the cultural patterns which were capable of influencing the efficiency of a firm (Klimecka-Tatar and Niciejewska, 2021). Based on Handy’s model of organisational culture, Hilton has adopted a role culture which provides clarity to the workforce regarding their responsibilities. Employees’ skills and qualifications indicate the role they would be assigned and there is a clear hierarchy in the organisation. The role culture offers employees the opportunity to progress in their careers and gain higher positions in the workplace.
Multinational organisations such as the Hilton Group need to adopt cross-cultural strategies to avoid any cultural issues. Communication is a major challenge which could be encountered by international companies due to operations in diverse locations, The Hilton Hotel in China had implemented language training, however, it was inadequate leading to communication issues (Lu and Zhu, 2019). These challenges could result in a tarnished reputation of the company as a result of increased conflicts from miscommunication. The vision of the Hilton Hotel Group is to deliver exceptional experiences to the guests at every property (Hilton, 2023). Its goals involve the development of the team members and generating premium returns for the shareholders and the hotel owners. According to Travel with Purpose, the strategic framework for sustainability, emissions will be reduced to net zero, water usage will be lowered by 50% and waste generation will be decreased by 50% (Hilton, 2023). The Hilton Group has established these sustainable goals which it will attempt to achieve by 2030.



[bookmark: _Toc151128865]Recent change initiatives, their impact and how well these were managed
Owing to the COVID-19 pandemic, there was a major shift in consumer demand which raised concerns for the hospitality industry to move towards digitalisation and adopt various technologies to enhance customer satisfaction. 92% of hotel managers were found to indicate that the pandemic aggravated the digitalisation processes of their organisations (António and Rita, 2021). Digitalisation has become an essential aspect of all service industries, including hospitality since it elevates the level of consumer experience and can facilitate firms to exceed their expectations. With this, hotels would be capable of enhancing their performance and improving their growth. The Hilton Group developed the Hilton Honors mobile application enabling guests to check in online and receive a digital key on their phones (Hilton, 2021). This has enhanced the performance at the hotel and the contactless experience has allowed guests to avoid the queue during checking-in, thereby, saving their time.
Training is positively associated with customer satisfaction and their intention to return which could be developed through a rounded experience promoting staff service (Bilsland, Nagy and Smith, 2020). The impact of the pandemic on the hospitality industry was massive and swift which resulted in the need for training of individuals to use digital technologies. With the integration of HotelKey, a software solution, by Hilton, the time required by team members to obtain training in property management systems has lowered from 40 to 4 hours (Hilton, 2023). However, there could be resistance to change in adopting new technologies which might have been mitigated using Lewin’s change management model. This has allowed organisations to analyse the expectations of workers in the first stage (Mansaray, 2019). Through the transition and refreeze stage, the Hilton Hotel has implemented the changes in the workplace and helped the team members transition to the digitalised work environment.
Another change that Hilton has made, is a shifting focus on employee wellbeing. This includes a number of programmes and initiatives launched across its global network of hotels. For one, the company recently unveiled a global mental well-being programme to support its vast 4,50,000-strong global workforce and reduce mental health-associated stigma in the workplace. This initiative aims to simplify access to flexible, effective, and inclusive mental well-being tools that target various issues like financial well-being, grief and loss, burnout, and stress management. The company has managed this change by providing on-demand tools, live-learning webinars, manager tools and leadership support to guide and address challenges faced alongside designing multi-modal resources and offering around-the-hour assistance to monitor well-being over time (Dabo, 2023). 
Other than that, there is also the 'It's Okay' campaign which aims to tackle the immense change in employee mindset following the pandemic. With many organisations forced to embrace remote work arrangements, there has been a greater focus on flexibility in work. However, achieving flexibility in the hospitality sector is a tough task, considering that most roles are customer-facing, thus requiring physical presence. In spite of these barriers, Hilton has proposed a change in its culture to promote flexibility through this campaign. The campaign is aimed at allowing its workers to be flexible, but not by changing the nature of their work. It focuses more on enabling a greater work-life balance allowing time to care about loved ones and giving time to personal interests and hobbies. To achieve this, the company has taken measures to ensure that its employees are able to get these advantages. These measures include changing workplace arrangements like offering work-timing flexibility and short breaks (Kashyap, 2022).


[bookmark: _Toc151128866]The organisation’s strategic direction and current business performance 
Hilton has an extensive portfolio of world-class hospitality brands in more than 100 countries globally. The company's values highlight the strategic focus on delivering exceptional guest experience; integrity; leadership; teamwork; ownership of actions/decisions; and a focus on the present. Moreover, it can be inferred from the company's annual report, that global growth and expansion of business is a central strategic focus of the business. The company has built its business through geographic growth and brand expansion across the globe, which is evident from its expansive network of global businesses. Furthermore, the company’s marketing strategy serves to indicate that it also focuses a lot on expanding brand awareness and consumer base. To this end, it makes extensive use of its large brand portfolio to cater to a number of consumer segments constructed on variables like age, lifestyle, occasion, and so on, essentially adopting a multi-segment targeting strategy. 
It also has a number of strategies aimed at enhancing its digital presence including social media engagement, websites, and email marketing, and has leveraged collaborative partnerships with various other businesses to further its brand awareness and value. In light of this, by making parallels with Ansoff’s Growth Matrix, it can be argued that the company has adopted a mix of market penetration and market development strategic directions. Market penetration involves making use of innovative ways to sell existing products/services in existing markets, while market development entails selling existing products/services in new markets (Loredana, 2016). 
Other than this, sustainable growth is another aspect of the company’s strategy, in which context, the company has made efforts to ensure responsible travel and tourism across its global destinations through sound governance and adoption of the ESG theory. This theory focuses on the growing risks in economic, social, and environmental contexts and takes an integrated systems/community approach to sustainability. In this regard, the company focuses on reducing energy and water consumption, and reducing waste; helping the community; and developing relevant partnerships, policies, and reporting (Hilton, 2022).  Lastly, innovation is also a large part of the company's strategy, which includes a number of technologies adopted across its portfolio, such as Hilton Honors Digital Key, Confirmed Rooms, digital check-ins, electric vehicle charging stations, and pet-friendly hotels to meet specific customer needs. 
Looking at Hilton's current business performance in the context of the identified strategic directions and influencing factors, it has more than 7,000 properties globally (7,165 specifically) and 19 global brands, alongside 2,821 properties currently in the pipeline (Hilton, 2022). This performance signifies the success of its market development strategy. Similarly, Hilton recently achieved No.1 rankings in customer satisfaction in three segments according to the 2023 North America Hotel Guest Satisfaction Index (NAGSI) Study by J.D. Power (Hilton, 2023). In the UK, it is liked by 47% of the people who are aware of the brand (Statista, 2023). This indicates successful market penetration and retention. In regard to its sustainability performance, the company has achieved considerable progress as of 2022, with a 47.1% reduction in emissions, a 33.4% reduction in water consumption, and a 65.4% reduction in landfill waste contribution (Hilton, 2022). Innovation-wise, the company has achieved massive results, with EV charging rooms installed in more than 1,600 hotels; 183 tonnes of plastic saved with Digital Key since 2020; and more than 2,400 hotels with hydration stations (Hilton, 2022). 
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In conclusion, the report has provided a comprehensive analysis of business management, organisational culture, structure, and goals and how they affect different aspects of business practices and functions in regard to the business of the Hilton Hotel Group. The report has discussed different theories and concepts related to these topics. Different change initiatives in regard to structure and culture taken by the company have also been identified and discussed in terms of management approach and execution. Lastly, the strategic direction and business performance of the company have been analysed alongside providing relevant recommendations. 


[bookmark: _Toc151128868]Recommendations
Here are some recommendations for Hilton Hotel Group to improve its business outcomes:
· Improving leadership and management structure to ensure greater interactions between senior management and low-level employees, will allow for an increase in employee engagement (Great Place to Work, 2018). 
· Improving its consumer base by implementing greater product diversification to target consumers at lower income levels, allowing for greater revenue generation.
· Developing a more robust and consistent brand message and image across its portfolio of hotels to generate greater loyalty and brand value. 
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