BMIH5004
Management and Organisational Behaviour (Assignment 2)
                                         Name: Flavia Nanu
                                         Student Number: 2239004
                                         Lecturer: Antoinette Milne
























I confirm that I have not used any AI tools in the research and creation of this assignment. I confirm that I have not presented any AI generated materials as my own work. I confirm I have copies of my drafts, notes, and other resources I used, which I may be asked to provide in evidence.






Executive summary 
Hilton Hotels & Resorts has become a successful business entity in the hospitality sector with its unique innovation and business practices. The report incorporated a positive glance at the organisation's hierarchical, divisional organisational structure followed by a corporate culture evaluation based on the balance of individualism and collectivism. From Lewin’s change management model application, the recent change initiative of sustainable food waste management in the organisation has been discussed developing possible outcomes in its value chain. From Porter’s generic model, Hilton’s differentiation strategy has been analysed with probable recommendations for business development. 
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[bookmark: _heading=h.gjdgxs]Introduction 
One of the giants in the hospitality sector, Hilton Hotels & Resorts has an interesting story starting in 1925 by visionary businessman Conrad Hilton (Hilton, 2025b). With a great vision of innovation, commitment, and leadership, the company inherited global exposure and brand development comprehensively. With the assertive vision of building a great hospitality company based on the principles of service-centric, hospitality provider, and luxury offerings, the brand incorporated huge potential for brand expansion. With enormous holdings of 23 prestigious brands, more than 7,500 locations, and almost 1.2 million accommodations distributed spanning 126 different nations and regions, Hilton represents a clear leader in the worldwide hospitality industry (Hilton, 2025a). Boasting an extensive legacy that spans more than a century, Hilton has attracted more than three billion visitors with its dedication to its original mission: to transmit a welcoming atmosphere of hospitality. With strategic relationship management, the brand is successful in driving value and excellence. 
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Figure 1: Brands by Hilton Hotels & Resorts 
(Source: Hilton, 2025e)
In this report, the main aim will be to evaluate and analyse the organisational structure of Hilton Hotels & Resorts along with deriving the corporate culture of the organisation. Current change initiatives taken by the organisation will be discussed based on the brand's innovation and management. The strategic direction will be evaluated and fostered by Hilton’s long-term objectives. Recommendations will be included based on the industry standards for the organisation. 
[bookmark: _heading=h.30j0zll]Main body
[bookmark: _heading=h.1fob9te]Organisation structure, culture, and goal of Hilton Hotels & Resorts
Structure of the organisation 
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Figure 2: Hilton’s Travel with Purpose report 
(Source: Hilton, 2023)
One of the important factors deriving an organisation's development is its structure. Hence, in developing organisational goals and achieving them, it is essential to structure the organisation based on its operations. According to Akpa et al. (2021), having administration and leadership processes and individuals that are reliable and effective towards guaranteeing business alignment, along with therefore business responsibility and long-term viability is crucial for the efficacy and accordance of employees with the organisation's goal. Since the majority of organisational structures are permanent procedures, changing them takes a long time, therefore, cannot be adjusted to accommodate all organisational changes, particularly short-term or transitory ones. With the divisional and functional aspects, Hilton Hotels & Resorts has a varied organisational structure. According to the objectives, the organisation has a hierarchical and divisional structure, Hilton is applicable in providing innovative insights and operation management aspects throughout its units (Hilton, 2025c and TheOrg, 2025). There are three structural units associated with the company leveraged by owned, managed, and timeshare attributes (Hilton, 2025c). With forward-moving and meticulous thinking, Hilton owns and manages units that are integrated by the consideration of its managing teams and executives on a regional and geographical basis. While the timeshare attributes are a completely different entity comprehended by the Grand Vacations locations of the hotel chain. 
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Figure 3: Organisational structure of Hilton Hotels and Resorts 
(Source: TheOrg, 2025)
Corporate culture at Hilton Hotels & Resorts 
Leaders’ inspiration alongside charismatic leadership creates the culture that defines the organisation (Wang et al. 2021). This indicates that the organisational culture and management have a close link. Consequently, it is possible to claim that an organisation's culture directly affects the organisation across all levels (Armstrong, 2021). In developing employee experience better, the organisations work precisely in developing their corporate culture. It is essential to work on a diverse and functional working culture fostering good relationships and performance management for all employees (Graham et al. 2022). In Hilton, the corporate culture is widely influenced by placing the employee first, diversity at its core, and inclusion for all. The principles, convictions, behaviours, and standards that define a company's brand are referred to as its organisational culture (Hilton, 2025d). Hilton has a significant impact on how guests are treated, how engaged employees are, and how successful the company is as a whole working in the hospitality sector. In terms of delivering collaboration with their motto of “people serving people”, the corporate culture at Hilton is highly influenced by inclusive actions (Hilton, 2025d). 
As the brand has operations in different cultural regions, it tries to strive for cultural diversity through inclusive actions. They develop major goodwill among the locations to derive potential business growth and success. According to Hofstede’s cultural dimension, consideration of individual activities and collective activities as a team is responsible for developing a brand’s portfolio (Żemojtel-Piotrowska and Piotrowski, 2023). In this context, Hilton corroborates a healthy balance between individualism and collectivism for the promotion of a healthy work environment fostered by business innovation. 
Goals of the organisation
The corporate goal provides a purpose to an organisation to improve operation management and business performance (Mullins, 2023). The goal of Hilton Hotels & Resorts is to become the only hospitable company in terms of developing sustainable attributes towards tourism and travel. With the ESG approach, Travelling with Objectives, Hilton, becoming the biggest hospitality organisation throughout the hospitality sector, is dedicated to promoting conscientious tourism and travelling worldwide while advancing sound corporate governance and positive implications on society and the ecology all across its business activities and regions. With their environmental objectives, Hilton is focused on reducing its environmental impact by reducing water usage, waste, and carbon emissions. The social objective of the organisation is centred on the development of career opportunities and community improvement, catering to support activities towards communities and human rights, supporting.  The governance objective of the brand is based on the transmission of effective transparency in business and operation management. 
[bookmark: _heading=h.3znysh7]Recent change initiative 
In terms of remaining viable, companies need to adapt to many changes. Change practitioners must take into account a variety of tactics that boost acceptability and lower obstacles because there are several ways to influence change (Phillips and Klein, 2023). In the context of Hilton, the aim of reducing food wastage from their supply chain operation has been leveraged by the adoption of the Green Ramadan Initiative in 2024. Employee acceptance of new organisational changes is aided by organisational change management. Organisational change management is leveraged by the consideration of effective leadership attributed to the development of a coherent need for the change application. The change management model developed by Kurt Lewin is associated with developing and formulating changes in the operation of an organisation to derive effective development in the business processes (Memon, 2021). It offers an orientation for businesses starting the transformation alignment, highlighting the necessity of careful planning, action, and collaboration for guaranteeing not only the execution of change but its long-term effects. A recent change initiative in the form of the Green Ramadan Initiative has developed the company's objective of reducing food waste, which can be mentioned here.  
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Figure 4: Green Ramadan Initiative 2024
(Source: Hilton, 2024)
Unfreeze 
Food waste has been a prominent issue in the context of the hotel and hospitality sector, causing significant harm to the industry and the environment. Therefore, Hilton is considering the issue and making changes in its business to tackle food waste by eliminating GHG emissions. Approximately 17% of worldwide food output is wasted, with the food distribution service sector accounting for 5% of this, concerning the "United Nations Environment Programme's (UNEP)" in the year 2021 "Food Waste Index Report." According to estimations, food waste accounts for 8–10% of the overall greenhouse gas (GHG) emissions worldwide (The Sustainable Restaurant Action, 2024). 
Change 
In this stage, the actual change happened, followed by interlinked initiatives for tackling a bigger issue. The entire operation management of Hilton has been incorporated with new change initiatives to tackle the issue requiring change (Hospitality Net, 2024). Hilton is dedicated to achieving a 50% reduction in waste throughout their worldwide operations before 2030 within the framework of the "Travel with Purpose ESG Goals." In addition, they are attempting to implement these solutions throughout the entire operation and collaborate with several digital associates to assist advance scientific knowledge of the wastage created by them (The Sustainable Restaurant Action, 2024). 
Refreeze 
The changes are reinforced and stabilised in this stage through the change management initiative. In the context of food waste reduction, Hilton has fostered the change by considering meaningful changes throughout its management team. Consumer-centric approach for the aspect has provided potential results to the business. Proactive change has been envisioned with the extensive training of the employees followed by sustainable strategy development. With an informative and engaging approach, this initiative succeeded in helping to overcome the hurdles to food wastage awareness. This has helped the firm to bring affirmative changes. 
[bookmark: _heading=h.2et92p0]Strategic direction
The position of a company is essentially the determining factor of its industry viability based on the company’s profitability and overall performance (Lee et al. 2021). According to Porter’s generic model of strategic direction, a sustainable edge in competition is an essential component of long-term profitable operations (Ali et al. 2021). Hilton Hotels & Resorts incorporates a differentiation strategy in its strategic direction objectives. With a focus on diversified high-quality accommodation facilities, the brand integrates a unique amalgamation of sustainable business practices and guest experience. A range of activities integrates the organisation to be effective in its differentiation objective (Gupta, 2022). The company provides its services to worldwide customers with a premium price point, which is quite different from the industry players maintaining low-cost leadership attributes. 
Customer service: To develop tourism and travel-friendly consumers, Hilton, throughout its brand practices, provides exclusive and unique experiences for the customers by providing unique customisation for the service and customisation for the accommodation. They uniquely feature luxury accommodations by incorporating different amenities such as a spa, fitness centre, and dining experiences based on geographical and cultural exhibitions.  
Brand objective: Hilton as an organisation operating in different segments of travel and tourism attributes develops luxury, family-driven, and unique accommodation opportunities. They cater to the different requirements and preferences of the customers through their different brands like Conrad, DoubleTree, Waldorf Astoria, Hampton Inn, and many more (Hilton, 2025e).  
Location: Hilton has operations in different locations. With its owning, managing, and franchising activities, Hilton is successful in developing its facilities in prime locations where tourism and travel are important factors for the economy. Their differentiation strategy needs to be able to provide a guest experience for the development of a competitive edge over its competitors.  
Loyalty programmes: The development of customer satisfaction leveraged by brand exposure improvement is fostered by the loyalty programmes of the organisation for its customers. By registering at the hotel, loyalty points get collected by the customer, which uniquely provides future opportunities to the customers in terms of discounts.  
[bookmark: _heading=h.tyjcwt]Conclusion
Considering all the aspects, it has been evaluated that Hilton Hotels & Resorts has developed its unique features with their exclusive operation and management initiatives. With planned objectives and purpose to develop the travel and tourism business to a great extent, the organisation has significantly incorporated innovation and offerings. The individualism and collectivism balance in its cultural expansion has provided relevant output, developing its sustainable attributes. The recent change initiative of the organisation fostered by a green initiative has provided assertive results to its operation, developing a sustainable business operation. The differentiation strategy leading to its ESG sustainability direction has improved the overall resilience of the company in the hospitality sector. 
[bookmark: _heading=h.3dy6vkm]Recommendation 
· Based on the industry standards, Hilton falls under the premium category hotel business, which causes potential disadvantages to the organisation by creating a large loophole limiting low-budget customer service. The development of cost leadership attributes in the value chain of the organisation, then the development of business exposure and customer orientation can be developed. Therefore, Hilton must integrate cost reduction for better customer orientation. 
· To develop its long-term viability in the hospitality sector and to reach the target of being a great hospitable organisation, Hilton must decrease the franchising facilities from its operation. Due to the managed and franchised sections in its facilities, risks caused by the disintegration of the business in the third-party facilities can cause damage to its reputation. Therefore, to serve its exceptional offerings to the customer, reducing collaboration is important. 
· 
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