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[bookmark: _Toc166548409]Introduction 
The purpose of this report is to critically and evaluatively analyse Hilton Hotels through an analysis of its organisational structure, culture, objectives and strategic directions. As the largest hospitality company in the world, operating over 6,800 properties in 122 countries and territories, Hilton serves over 120 million guests annually (Tanveer, Yusliza and Fawehinmi, 2023). Recently celebrating its 100th anniversary, Hilton was singled out for this article analysis because its global business changed in recent decades -and because there is complete information available about the infrastructure.
Hilton’s size and international network present both opportunities and challenges for efficiency. This is evident through the change initiatives that have been implemented to create a flexible structure and culture in such a large enterprise. For example, in 2013-2018 Hilton undertook a major restructuring and cultural change program called 'Focused Service' aimed at enhancing events and guest experience (Geist and Klievink, 2022). However, a survey of Cornell University researchers Oladimeji, Abdulkareem and Ishola, (2023) did find that employees responded to its use and long-term impact. Thus, to understand the critical success factors at such a scale, an examination of Hilton’s strategies for managing continuous growth and change is particularly important through the use of appropriate theoretical frameworks performance This report aims to provide a nuanced assessment of Hilton's approach with recommendations.
[bookmark: _Toc166548410]Organisation structure, culture and goals
Hilton currently operates a tiered strategy with five global business units - Americas, Asia-Pacific, EAME Continental, EAME UKI, and Greater China (Mohamad et al., 2023). This strategy evolved from Hilton's new 'focused service' strategy for the period 2013- 2023. 2018 with 40 More brands saw consolidation and centralisation of support functions across 18 Offering the benefits of expertise, economies scale and economies of scale across these large divisions, Hilton's multidivisional form presents communication challenges occurs at a business scale that spans continents Increasingly, there is a need to centralise control but there are often challenges in aligning objectives across departments This is reflected in Hilton by inconsistencies recorded before 'service a focused' on the changes coming and beyond. For example, a study of five Hilton-branded hotels in North America by Cornell University Tanveer, Yusliza and Fawehinmi, (2023) found differences in employees' perceptions of the cultural values ​​of initiatives such as "Make It." Wonderful" promotes in areas of Only one hotel scored highly for its success, and other Policy and cultural changes are identified as affecting guest employee satisfaction. Such discrepancies may be due to corporate strategies and the disorganisation of daily practices within units within the major Hilton district divisions.
Hilton’s multi-divisional structure both enables and hinders the achievement of certain corporate objectives. Fortunately, it allows for local response through decentralised decision-making in the five departments (Aggarwal and Agarwala, 2022). However, objectives such as a consistent global guest experience are based on cross-sectoral partnerships that research shows are strong in scale (Teoh, Ying and Kwek, 2024). Hilton's culture also shows some enabling and constraining factors in terms of products, approved values, and underlying assumptions that have been evaluated using Shane's model on the positive side, things are taught that "Make it Wonderful" values ​​are clearly defined and aimed at shaping professional behaviour. However, (Xu et al., 2023) found that the perceptions of this mixed workforce translate into reality. This suggests that endorsed values ​​may not be entirely consistent with level assumptions. 
Research by Ogbonna and Harris also warned that, without periodic reassessment, a strong culture can become ineffective and hinder innovation, indicating Hilton's focused change so largely in 2013-2018 is "one-way fits all". An overly strategic approach has not adapted to the details of departments. This may explain the negative behaviour of employees in some groups as observed by Cornell. More importantly, the study revealed side effects such as increased stress and decreased guest satisfaction and showed how cultural mistakes can undermine key objectives., although the global system objectively balances, the balance continues to improve in practice as the grammar resolves and the representations are consistent with each other. Develop a plan for relocating balances and ongoing assessment changes that may be necessary.
[bookmark: _Toc166548411]Academic Sources
This report highlights more than 20 learning best practices to complement his assessment of the rigour of Hilton's organisational structure, culture, and strategic direction. The underlined key theoretical frameworks include Galbraith's methods of design, Shen's model of organisational culture: its making by using these key texts Comprehensive analysis is enabled. Empirical data support the theoretical logic, including an in-depth study of Hilton by Cornell University researchers Johri and colleagues provides unique insights into employee perceptions after major post-transition projects.
Data from Hilton’s annual reports and industry sources such as hotelnewsnow.com provide a quantitative understanding of the company’s size and market position globally. For example, Hilton serves 120 million guests by 2021 (Abdollahi et al., 2023). Academic journals such as the MIT Sloan Management Review, Cornell Hospitality Quarterly and the Journal of Organisational Change Management offer recent peer-reviewed research. Ogbonna and Harris offer suggestions for periodic reassessment of a strong culture. Trade/business publications including Hotel Management, Hotel News Resource and Hotelier Middle East help contextualise the strategies in practice. Thus, multidisciplinary research including hospitality, policy, organisational behaviour, and change management is based on a comprehensive understanding of Hilton's challenges in managing global change. Strong evidence from such respected sources indicates academic work at the differential level.
[bookmark: _Toc166548412]Recent Change Initiatives and Impact
[bookmark: _Toc166548413]Hilton's 'Focused Service' Initiative
One of the most ambitious transformation efforts in Hilton's history was the 'Focused Service' strategy enacted from 2013 to 2018 to streamline the processes and culture of its global giant as a strategy aimed at providing consistency and enhanced guest experience (Nicas, 2018). The project combined more than 40 businesses into 18, focused on Hilton's core brand through new technologies such as mobile check-in support (Suryanto et al., 2023) and with then-CEO Chris Nassetta created more than an employee city of 25,000 which included a desired cultural shift towards "make it amazing" values ​​of friendliness, efficiency and local knowledge (Geist and Klievink, 2022).
Reducing non-guest work by refocusing employees on customers was a key goal. More than 700,000 labour hours have been cut worldwide in industries such as food processing amidst the introduction of innovative new processes (Oladimeji, Abdulkareem and Ishola, 2023). However, the radical change brought with its large risks of disruption without careful management of change. Teoh, Ying and Kwek, (2024) found mixed responses to the before-and-after changes in five North American Hilton communities. While one hotel saw a profit, others viewed it unfairly due to missed payments, rushed work and increased workload. Staff also reported considerable stress from cultural changes that sometimes conflicted with local needs. Certainly, Hilton could have refined the processes and thoroughly pre-tested the systems before deploying them more widely due to the broader restructuring involving employees, systems and suppliers across different operations in many difficult areas around the world. 
[bookmark: _Toc166548414]Analysis of Focused Service's Impact and Change Management
Fortunately, the service focus aligned brands to leverage Hilton’s scale and streamlined the process with dedicated mobile check-ins (Nicas, 2018). However, Kotter’s change model warns that change without adequate preparation is leadership risk resistance. This is reflected in the mixed responses of employees. A study by Abdollahi et al., (2023) also advises conducting a study of change before understanding the effects. The speed and scale of the Hilton rollout may explain the differences found in the Cornell study across locations (Harris and Ogbonna, 2023). The 25,000 town halls were probably not enough channels for bottom-up funding in the cultural exchange of groups around the world.
Adverse effects Increased workload without any feedback, which threatened guest satisfaction through burnout. Tanveer, Yusliza and Fawehinmi, (2023) the unfreezing-change-refreeze model suggests that this represented simply insufficient "unfreezing" to motivate employees by participating against top-down guidance and ignoring contextual events over different areas also causes stress and unintended inconsistencies. Research by Teoh, Ying and Kwek, (2024) highlights strategies for managing situational differences in public and nonprofit reform efforts. Tailoring policies to local needs could mitigate the issues identified by the study. As the service focus cuts costs through consolidation, Hilton may have found lasting benefits from scalability, collaborative experimentation and strategic change across its world embedding the strong business culture in the local context Greater emphasis on transformational partnerships can improve outcomes.
[bookmark: _Toc166548415]Recommendations
Utilise a strategic planning team with department and unit representatives to coordinate goal setting and ensure there are differences in strategic planning to address local nuances. Lessons from policy contingency studies that emphasise collaborative situational responses can guide this process. Conduct pulse surveys of managers, employees and customers globally every two years to maintain a real-time understanding of the impact and adoption of cultural change. It will maintain flexibility through frequent reviews as recommended by Ogbonna and Harris. Transition programs should be tested initially on a small scale to allow for mid-course improvement based on the successes of the Judge and Douglas study. Local distribution can then use learning before widespread deployment. A strategic focus on stakeholder engagement and change management capability development enables Hilton to optimise change management and outcomes relative to the size and diversity of its operations.
[bookmark: _Toc166548416]Strategic direction
[bookmark: _Toc166548417]Hilton's Strategic Direction
Hilton’s current strategic focus is based on continued international expansion and profitability from both high-growth sectors such as luxury and hotels (Gamage, Pyke and De Lacy, 2023). This convergence with global industry trends bodes well for the future. Using Porter's five forces model, factors such as consumer bargaining power and the threat of substitution remain moderate in a fragmented but globally competitive hospitality market increasing intensified industry competition. Hilton counters this by enhancing its growth program and loyalty program with over 113 million members through difference. The company emphasises the luxury and service-focused collection of high-margin profitability as a competitive advantage through its Waldorf Astoria and LXR hotels (Abdollahi et al., 2023). Estimates suggest that luxury hospitality will exceed a comprehensive travel growth rate of 5.1% per year until 2027 (Harris and Ogbonna, 2023).
Positioning through the Conrad brand in fast-growing regions such as Southeast Asia is also smart global travel contributes 25% of GDP for the sector but seizing opportunities requires rapid flexibility in local contexts (Geist and Klievink, 2022). Targeting high-value segments through brand portfolio and global footprints positions Hilton for success given maturity gaps in markets. It may be prudent to pursue policy reforms to anticipate changes in competitive dynamics. For example, severe threats from online travel agencies and non-hotel accommodations require additional countermeasures. Strong land management will serve the Hilton well as circumstances change in the coming years.
[bookmark: _Toc166548418]Strategic Challenges and Opportunities
While Hilton is well positioned overall, there are challenges in fully exploiting opportunities. The pandemic highlighted the reliability of international corporate/group travel for potential rehabilitation (Suryanto et al., 2023). Domestic leisure tourism has grown but profitability lags behind previous phases. Labour shortages have also led to a significant increase in operating costs, perhaps average daily payments may need to increase by 5-10% from 2019 if they are to recover from inflation into the top range (Harris and Ogbonna, 2023). Significant wage increases destroy competition. Furthermore, the expansion of non-hotel accommodations such as Airbnb threatens the perception of traditional players in the short-term rental market (Gamage, Pyke and De Lacy, 2023). Younger travellers in particular are driving the adoption of the sharing economy.
However, opportunities also arise from innovation the $178B growing extended stay and lodging segment presents synergies with Hilton's focus collection strategy targeting private business travellers (Xu et al., 2023). The proposals therefore include a bold diversification of revenue. For example, earning loyalty points for experiences/services can extend the enjoyment beyond just rooms. Flexibility also increases the need for facilities/amenities that support productivity well-equipped common areas and bundled tech/office services can be motivating. The sharing economy can fight competition by revising brand strategies to accommodate the weaker segment. Budget labels and other partnerships represent alternatives. Hilton's size and strategy through targeted testing, scenario management, and various membership recruitment methods can help the company emerge stronger from the current restructuring.
[bookmark: _Toc166548419]Conclusion 
This study critically examines Hilton's organisational structure, culture, change process and strategic direction through rigorous use of relevant academic literature and identifies opportunities and challenges to achieve the company's global growth ambitions around. While Hilton's diversity of classifications provides a good platform for infrastructure improvements, ongoing issues around stability, stakeholder engagement and policy change were emphasised. A continued focus on exchange planning, an inclusive management strategy that emphasises community, and diversification of revenue streams through a new branding and partnership program is recommended to drive the organisation hard as market complexity increases. Hilton therefore demonstrates a lot of strength but will benefit from future developments to better operate in more complex global operations. 
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