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Introduction                               
Hilton Hotels Group is a brand of resorts and hotels known worldwide, founded in 1919 by Conrad Hilton. In 2019 it had more than 6,800 hotels in almost 94 countries and territories, having about 216,379 total rooms has recognized it one as largest hotel brands worldwide. Hilton franchises worldwide include Hilton Garden Inn, Conrad Hotels, Hilton Grand Vacations, Hilton Hotels and Resorts and DoubleTree. For 2020, Fortune magazine ranked Hilton Hotels Group #1 on its list of the 100 Best Companies, based on satisfaction of employee (Lock, 2022). Most of the properties of Hilton are managed, owned, or franchised by different managers in the name of tiered brand names.
Hilton’s organizational structure
Hilton's organizational structure is divisional structure. Indeed, Hilton's senior management is accountable for dealing its various geographic and functional divisions, and the company itself owned its operations and assets in three ways.
· Ownership is property directly owned by the Hilton.
· Franchise are assets accomplished by Hilton or made available to third parties in the form of a franchise.
· Timeshare is Hilton’s ownership in vacation properties as grand vacations.
The former two, ownerships, and franchise comes under management of the Hilton Hotel Group, and the latter, timeshare is a completely separate entity after being spun off from Hilton Hotels & Resorts. Hilton's timeshare split into a separate company was part of a restructuring plan introduced shortly after CEO Christopher J. Nassetta manages the company in 2007. Nassetta started a number of initiatives during his time notably:
· Progressive reformation of the senior management.
· Improved communication between individual business units and Hilton Hotels.
· Headquarters moved from Beverly Hills, CA to McLean, Virginia. 
· Improve culture of organization to foster unity and accelerate decision-making at all levels.
Hilton’s culture and people
Hilton's corporate culture was developed by the founders of Conrad Hilton and is governed by the principles continuing to delight guests, investing in team members, protecting the environment, providing service and innovative products, serve the community, expand family brands, provide a healthy and safe environment for customers, guests and employees, create a culture of pride, and build loyalty among company members (Pratap, 2017). Corporate employees are categorized in into four groups: Silver VIP, Diamond VIP, Gold VIP, and Blue. All employees enjoy a warm and welcoming environment similar to that offered to guests. Company invest heavily in making their employees feel at home and feeling a sense of belonging. Employees also form family-like relationships, helping and encouraging each other when they experience difficulties. The company also rewards its employees with free hotel stays, dream vacations, experiential vacations and premium products. During their stay at Hilton hotels, employees receive points that is redeemed for standard rooms at Hilton Hotels. Beyond that, employees receive bonus points, hotel room upgrades, health club benefits, and many other additional perks (Sorbello, 2020).  
Hilton’s organizational performance
With Over 6800 hotels across six contents in over 94 countries, Hilton Hotels Group is definitely one of the world's principal hospitality company. Although hotel has its chains starting from US, it has efficiently utilized franchise concept to expand to other parts worldwide, involving famous locations like Paris, London, New York, Beijing, and Toronto Sao Paulo.  The expansion shows that the Hilton runs in the different culturally geographic prospects and engages a progressively diverse cultural employee to supervise its services and aid its guests around the world. 
Recent change initiatives
Steady growth perspective for Hilton
In 2020, Hilton planned 200 new openings, to add 35,326 keys in group's collection. About half of the projects are in pre-launching stage already. 276 properties will be released next year, with an additional 57,737 keys available. In 2022, 28,505 rooms and 131 hotels will be added. Moreover 174 hotels are expected after 2023, and it is said that more projects more are also in pipeline over next few years. The commitment of Hilton to provide luxury facilities of hospitality can be seen that about 541 of 781 new hotels have 4-star rating and rest 240 fall in 5-star ranking.
Hilton's regional growth plans
North America, home to Hilton, will have more growth with 55,360 rooms and 309 properties and APAC with new 53,329 keys and 206 hotels. Europe will be in 3rd place with 21,953 rooms and 132 projects. The Middle East will have 19,432 rooms and 73 hotels. It means that European hotels will generally surpass newer European hotels in the context of height and size. Considering the fastest growing domestic market of Hilton, US and China will lead with 272 and 132 hotels, respectively. The United Kingdom will be ranked third with the 44 new hotels, tailed by UAE and Saudi Arabia with 17 and 24 hotels respectively (Hahn, 2021).
One of the Hilton's largest current project is Virgin Hotels Las Vegas, Curio Collection by the Hilton. The 1,504-room hotel has undergone extensive renovations since the days of the Hard Rock Hotel and is scheduled to launch in the third quarter of 2022. This is located on the famous Strip of the city and offers visitors well-appointed suites and guest rooms and facilities as 5,500 m² casino multiple pools, meeting space, bars, restaurants, lounges and club.
Impact of initiatives
It has a positive impact with increased customer loyalty and now Hilton has top five hotel brands. Hilton Hotels & Resorts is company's flagship brand has experienced the quickest growth with 45,463 rooms and 152 new hotels. Hampton by Hilton ranks second with 18,388 keys and 126 properties, followed by the Hilton Garden Inn with 22,254 rooms and 125 projects as DoubleTree and Home 2 Suites by the Hilton Hotel Group round out a list with 67 and 102 planned openings, respectively (Cfa, 2019).
Management of initiatives
The structure of Hilton Hotel Group is vast and primarily managed by the board of directors, and the decisions made are communicated to the general manager. For managing initiatives in the organization, there is only one general manager who gives orders to other departments, is responsible for the board of directors and is accountable for what happens in his area. Within the Hilton Group, senior management is accountable for the long-term and short-term goals of the situation. The board of each area manager and operations area manager is mainly responsible for setting of goals. The Hilton Group CEO follows a democratic leadership style. This method involves managers having one or more employees in the method of generating results. However; administrators retain the power to create final decisions. By providing decisive leadership on key issues, Hilton can limit the possibility of making bad decisions. CEOs and managers can influence the culture of an organization. 
Behavioral approach to management 
The Hilton Hotel Group focuses on the Maslow’s hierarchical theory of motivation as this operates as a pyramid and starts from an individual's basic needs. Indeed, when an employee is satisfied, it is a security need that involves an individual who does not need any motivation and can move to the next level. After the needs of physical security, resources, employment, and finances, income and security, when working in a group, it moves on to social needs, including the affection and love that other members of the group must accept. These are called social needs, then when the previous needs are met, they move on to the next stage called esteem needs. Finally, it moves on to the need for self-actualization and this is the most significant need of the hierarchical theory.
Organizational strategic direction 
According to the CEO of Hilton Hotels Group, Christopher J. Nassetta, the strategic direction is more focused on the leadership challenges in future and increasing its share of market in the hospitality market. The company's strategy focused on transformation and achieving organizational objectives. According to Nassetta, the future strategy is to achieve corporate goals and increase Hilton's market share globally in the hospitality market. Nasetta said it is streamlining its description of value as it makes it difficult for customers to comprehend the added value. The brand continues to drive shareholder profitability with a focus on hospitality as Hilton Worldwide Holdings (HLT 1.39%) along with its brand. The Hilton Hotel Group name dates back hundred years and has more than 6400 hotels worldwide. Hilton Hotel Group continues to expand vigorously, offering superior results for its stakeholders. The main Hilton's growth strategy focuses on the hospitality while shifting from vertically integrated hospitality and property management company. In 2017, Hilton has spun off its timeshare business to develop Hilton Grand Vacations, and a significant portion of its hotel properties transferred to park resorts & hotels physically. Hilton Hotel now generate most of their income from profitable franchise commissions and hotel management contracts that offer a portion of revenue monthly from managed and franchised hotels. It has built strong bonds around vision, values, mission, and main strategic primacies which is accomplished by creating the fair corporate culture. The track of the Hilton's corporate strategy is to become the leading premium hotel service worldwide and enhance travel experience by providing the best service to guests.
Corporate Level Strategy
Hilton Hotel Group has adopted a corporate-level value-added strategy that mainly focuses on the growing guest numbers by enhancing value to corporate operations. Companies use their competitive advantage to diversify their activities. It is already registered as a complete service brand, intensive service brand, luxury hotel brand and timeshare brand. The company is opening a new Restaurant to provide its customers with an upscale dining experience. Hilton Worldwide is focusing on opening new hotels in emerging markets to increase its market share in international markets. By using the latest technology and guest-specific facilities, Hilton is able to maintain an advantage over time. The company has a professional effective management and legal team personnel to frame strategic guidelines to prepare for the risks in future. Consequently, Hilton with other high-end hotel brand, is suing the company for violating various local housing laws but a team of experts adds value to Hilton hotels and helps them face future threats.
Current business performance
The global hotel industry operated by Hilton Worldwide is highly competitive. In 2020, the global hotel industry market size was nearly $3.49 trillion. Hilton Worldwide is a strong competitor in this industry, with Hilton ranking second in the ranking of the top hotel companies by revenue worldwide, followed by Marriott International at number one. Instead, on a per-hotel basis, Hilton ranks fourth in the world's ranking of leading hotel companies by number of Hotels. Meanwhile, Hilton's Global market share remained relatively stable at 71-76% through 2019. In 2020, Hilton's global share was just over 40% due to the coronavirus (COVID-19) pandemic and occupancy increased to 57.2% in 2021, but did not reach pre-pandemic levels. As a US-based company, most of Hilton's assets is located in the U.S. in 2021. However, it also operated hundreds of hotels across the rest of America, from Europe, Asia-Pacific, Africa and Middle East. A regional analysis of Hilton hotel rooms globally has more than 700,000 in US, followed by more than 120,000 in region of Asia-Pacific. In US, the company is ranked by the American Customer Satisfaction Index (ACSI) for greater than a decade. The U.S. Customer Satisfaction Index is rated on the scale of 0-100 nationally, with 100 being the highest and best. Hilton earned an ACSI score of 79 for 2021, 6 points higher than the average US Guest Satisfaction Index score of 73 for the United State hotels in 2021.
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