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[bookmark: _heading=h.gjdgxs]Introduction 
Employees and managers within an organisation, being fully committed to collective customs, morals and principles results in fostering a positive environmental culture. Thus, it has been tightly said that there exists a relationship between organisational profit or performance and a strong corporate culture. Moreover, when a common culture is shared among both the employees and the management, it becomes easier to achieve the common goals and objectives of the business (brightonsbm, 2018). Collaboration and collectivism within the corporate culture also elevates the motivation level of employees. Implementation of a suitable organisational structure depends on how the organisation expects its employees to act and achieve. Therefore, it can be said that increased organisational performance and capabilities are the result of an enhanced organisational culture and structure. 
[bookmark: _heading=h.30j0zll]Organisation structure, culture, and goals 
Originally founded in 1919 by Conrad Hilton, the Hilton Hotels and Resorts is one of the fastest growing hospitality companies and the world’s largest hotel brands. The company has more than 6800 properties across 94 territories and countries. The Hilton Hotel Group was ranked number among other 100 companies, based on an employee satisfaction survey, by the Fortune Magazine in 2020. Hilton as the first global hotel group has positively impacted thousands of communities and billions of lives across the world and have brought culture and people together while expanding opportunities and horizons. Hilton is a “business of people serving people”. The hotel has welcomed over three billion guests over the last century with the goal of offering them extraordinary stays, exceptional experiences, and memories to cherish for a lifetime (Hilton, 2022).  Creating the world's best work environment is the fierce commitment of this hotel brand. To empower the team members, Hilton Hotel Group offers industry-leading benefits that help the employees grow both personally and professionally both in and out of the work environment. An inclusive and diverse culture is maintained within the Hilton Hotel and Resorts. Integrating and understanding the perspectives and voices of the company Team Members, as well as those of the suppliers, guests, partners, and owners form the basis of this organisational culture (Reidhead, 2020). The Mix-and-match style of apparels of the employees combines comfort and function with contemporary style at work. To make the working environment lively and inviting, the areas at the back of the house where the team members work are designed with vibrant colours, eye-catching images, and attractive finishes. The premise on which this company was founded is that “travel can make the world a better place”. In line with this vision, Hilton Hotel Group in 2018 launched its 2030 goals towards reaching a more redefined sustainable travel experience for the customers. Across the value chain, the travel company is committed to increase their investment to reduce environmental footprint (Hilton, 2022). 
[bookmark: _heading=h.1fob9te]Hilton hotels at corporate and individual unit levels
At the Corporate level, the CEO and the President are responsible to look after the corporate-level issues. The decisions are made by the Board of Directors at Hilton. The organisation’s corporate responsibility lies on its overseas Corporate Responsibility Department, Executive Vice President of Hilton, and the Communications & External Affairs Department. The reports related to corporate decisions and problems are submitted directly to the CEO and President (Hilton, 2021). The organisational structure that Hilton follows is a divisional structure because the C-suite of this hotel brand is responsible for handling a series of geographic and functional divisions (Abukhalifeh,and Pratt, 2022). Also business operations and the properties of Hilton are itself divided into three areas: Management and Franchise, Timeshare and Ownership. The division of ownership, management and franchise are managed by the leadership of Hilton Hotel Group. However, Timeshare falls under a separate entity that is Hilton Grand Vacations. Apart from these, there are various individual departments or units of Hilton hotels. The individual units at Hilton Hotel include Architecture and Design, Communications and PR, Marketing and Commerce, and so on (Figure 1). 
[image: ]
Figure 1: Individual units at Hilton 
(Source: Hilton, 2022)
It can be critically stated that at the corporate unit, the Hilton Hotels maintain a bureaucratic operational system. It is advantageous in terms of maintaining a highly systematic and organised culture at the corporate level; however, its cons include the lack of motivation due to extreme formalism and lack of scope to the staff of lower strata to participate in the decision-making process at the corporate level. On the other hand, the individual units are separated in terms of their functions and operations, such as the HR department recruits and trains the employees, the sales department pitches sales to the customers and so on. Its pros include the separation of the functions; on the contrary, its drawback is the widely distributed network is tough to be managed with a low manpower (Lea, 2021). 
[bookmark: _heading=h.jkctbl105zlu]Recent change initiatives, their impact and how well these were managed 
According to the ESG (Environmental, Social and Governance) Report 2020 of the Hilton Hotel and Resorts the company has come up with many change initiatives to conserve the natural resources and enhance its environmental performance. The company is proudly taking a leadership position in fighting climate change. Also, Hilton is the first major hotel company who is using science-based targets in line with the Paris Agreement for reducing greenhouse emissions. Through the Watts, Water and Waste programs the company is also committed to reducing its environmental carbon footprint (Hilton, 2022). From inspiring a sea change through sustainable dining in Japan, Korea, and Singapore to adopting a coral “baby” in the Maldives, the guests at Hilton experience some eco-friendly and sustainable tourism options. Clean eating and wellness are highly appreciated by travellers all over the world and they are making conscious efforts to find food that is locally farmed, sourced, organic, and fresh. Thus, Hilton Hotels and Resorts encourages responsible suppliers by integrating the materials that are sustainably sourced in their dining menus.  
Hilton’s hotels in Singapore were the first in Asia to be awarded MSC (Marine Stewardship Council) and ASC (Aquaculture Stewardship Council) certifications in 2015.  Even in the present times, the team members are continually raising awareness about sustainable seafood and thereby, inspiring a change in the business that speaks beyond hospitality. Another major change initiative taken by this company is that in Indonesian and Philippines, Hilton thought of going local to reduce the environmental footprint. At the Hilton Bali Resort the food and beverage team started a project called “Know Thy Neighbour” (hospitalitynet, 2021). Under this project the hotel will be working with the local producers and vendors to bestow more of the culinary offerings of Hilton, at the same time supporting sustainable procurement and small business enterprises. Guests can sip tea with honey from local farmers, take home a collection of organic salts from the islands, enjoy the locally caught seafood platters or snack on an organic fruit. 
Hilton being a company that introduced the world to some superior travel standards such as central reservations system, room service and minibar, was pretty quick to innovate themselves and adapt to the changing business environment brought about by the pandemic. As predicted by the experts of Hilton the temporary adjustments will turn into the permanent ones to ensure better service and customer satisfaction in the long-run (Hilton, 2021).
Evolving hotel designs
The first impression of the guests entering the hotel lobby is very critical. Apart from being the heart of the Hilton Hotels, lobbies are the places where the customers are greeted that assures them of selecting the right accommodation. Although historically the design of the lobbies encouraged social interactions, the pandemic has completely changed the expectations. Today a crowded place seeks to bring about a sense of anxiety among the guests. Thus, the public places in Hilton hotels have been designed in a way that enables contactless guest journeys, social distancing and came up with certain innovative ideas that will blur the lines between outdoors and indoors. Moreover, the design of the lobby will provide a choice to the people whether to socialise or not, a chance of curating a landscape of their own and thereby feel safe as they move out of the home cocoons (cnbc, 2020). 
For instance, a place with dense occupancy and people anticipating is the lobby bar, which acts as the centrepiece of energy within Hilton hotels. Hence an introduction of the adaptable and flexible spaces and amenities, the guests can personalise the environment according to their choices or may seek to remain protected and comfortable. To match the evolving guest needs creative sitting designs are used for creating a more customizable space along with architectural screens activated with biophilia. 
From Check-In to Check-Out, Contactless Guest Experience
With the rapidly changing expectations of the consumers, the approaches of the Hilton hotels in offering the best guest experiences are also shifting accordingly. This suggests more digitally enhanced services across the hotel premises are some of the changes that the guests are going to witness. By just using the “Hilton Hours App” from the palm of their hand, the guests can opt for a contactless experience to check-in and choose their choice of rooms, even before they step inside the property. Also using this mobile app, a guest can request for a Digital Key on their smartphones to get an easy access to the fitness centre, pool or their hotel rooms (cnbc, 2020).  
Greater Emphasis on Cleanliness
[bookmark: _heading=h.3znysh7][image: Image]
Figure 1: Emphasis on Cleanliness
(Source: sproutsocial, 2021)
Few years back cleaning was sometime that happened behind-the-scenes in presence of a very few guests who would see what was being done. However, currently in the hotel and tourism sectors, more transparency is maintained regarding the cleaning routines and activities in and around the hotel premises. Moreover, as a part of the Hilton Clean Stay, guests will be witnessing the house keeping staff carrying out the cleaning regimes more meticulously (cbi, 2020). A prominent example of the cleaning initiatives taken by the Hilton Hotels is their partnership with Reckitt, who are the makers of Dettol and Lysol. These are some brands that people trust greatly and even use in their homes. Hilton therefore tries to offer their guests a homely experience as well as elevating their standards of housekeeping and cleanliness across their global properties. 
[bookmark: _heading=h.2et92p0]The organisation’s strategic direction and current business performance
Hilton’s Worldwide Holdings and its brand of hotels are very popular among most people. However, most of the investors are not aware of the fact that this business has been continuously and briskly growing, which proves to be highly profitable for the shareholders. The shift from a property management company and a vertically-integrated hospitality company to a focus on hospitality has been the core of Hilton’s business strategy. The Timeshare business being a separate entity after being spun off in 2017, generates most of the revenues from the hospitality management contracts and lucrative franchise fees (Nasdaq, 2019).  As a global franchisor of its brand, a major responsibility of Hilton is production of some compelling marketing and advertising. The “Expect Better, Expect Hilton '' marketing campaign featuring the actress Anna Kendrick hit hard the online marketing channels. The company’s focus has been to convince the young travellers to stay in a traditional hotel instead of staying at Airbnb or booking through Expedia which is an online travel website. Therefore, to match the best prices offered on any travel website, the company promotes its loyalty programs and offers. The guests are rewarded with best prices and loyalty bonus points when they book directly with Hilton. 
The response of this loyalty program has been encouraging as the company witnessed a jump from 36 million members in 2012 to 94 million in 2019. 60% of the Hilton Hotel chain’s occupancy were represented by the loyalty program members. Also, the occupancy level remaining consistently above 75% has helped the company generate powerful customer demand (Nasdaq, 2019).  Although the company is no longer investing in real estates, the outrageous performance of Hilton has attracted many franchisees for opening new hotels that will in turn maintain the company growth. 
[image: ]Figure 2:  A Strong Financial Performance
(Source: Nasdaq, 2019)
The robust financial model of this company ensures a profitable growth. The company makes an investment to develop new properties, due to its franchise-based business. The upfront costs are paid by the developers, as after the hotels open, Hilton starts collecting their management and franchise fees. Therefore, this model of operation yields lucrative growth opportunities and as long as Hilton Hotel and Resorts can attract hotel operators and travellers, good times are to be continued for the investors.  
The strategy that Hilton uses to inspire confidence and reviewed trust both in the brand name and travel, is believed to include “three insight-driven pillars”, creative marketing, product innovation and customer connection. Even during the pandemic with so many folks working from their home, an opportunity was identified by the Hilton group to offer their guests a distraction-free environment and help the employees with a more productive remote working. The newly designed Workspaces offered a spacious desk, enhanced Wi-Fi, and day-use rooms (sproutsocial, 2021). 
[bookmark: _heading=h.tyjcwt]Conclusion 
Therefore, it can be said that the divisional structure of Hilton enables the company to maintain an inclusive and collaborative culture as well as sustain in the competitive market of tourism and hospitality. Also, the company gets an opportunity of gaining the local competitive advantage and can increase its product and service offerings. The company valuing the perspectives and opinion of their Team Members greatly enhances their motivation that directly impacts the organisational performance and increases business profitability. This makes the interconnectedness between organisational culture, structure, people, and performance more evident. 
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