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     This report proposes to analyse and evaluate the key aspects of the Hilton Hotel Group, focusing on the organisational structure, culture, recent initiatives, and strategic direction of both corporate and individual. Understanding how these elements interact can offer a valuable perspective on Hilton’s organisational success and adaptability in the hospitality industry. The study explores how these components contribute to the group's performance and identify potential improvement opportunities. Analysing the organisational structure, culture, and strategic direction of the Hilton Hotel Group using Schein’s model level of culture and evaluating the influence of Handy’s four classes of culture highlighting how these elements contribute to its overall success. Hilton excels due to an effective hierarchy structure and a corporate culture focused on innovation and service excellence. Focusing on following Mintzberg’s theory on organisation and common features people, objectives, and structure along with factors such as political, economic, sociological and technological influencing the organisation. Mintzberg’s view of the structure focuses on the analysis of organisational culture and how the culture analysed relates to the Hilton Hotel Group.
Recommendations include increased investments in technology, extension in emergent markets and employee training program improvement. Implementing these suggestions will consolidate Hilton’s position as a hospitality industry leader and ensure its continuous adaptability in a competitive environment.
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1. [bookmark: _Toc167361018]Introduction

           Hilton's culture is consistently recognised as one of the best in the hospitality industry, reflected in numerous awards and high rankings as a desirable workplace.
Hilton Hotel Group is one of the greatest and known hotel operators globally. With a rich history coming back to the beginning of the 19th century, Hilton has grown to become a symbol of innovation and excellence in hotel services, handling thousands of properties around the world. Founded by Conrad Hilton, the group started with one hotel in Texas and extended rapidly, becoming a global leader in the industry of hospitality, offering a wide range of services, from luxurious hotels to units based on budget, satisfying the diverse needs of the travellers from everywhere (Hilton, 2024a).
The report provides a comprehensive analysis of Hilton, examining its organisational structure, corporate culture, recent initiatives, and strategic direction. It compares Hilton's actions with competitors and offers recommendations for improvement. The report also presents the group's current situation and suggests future development directions.

2. [bookmark: _Toc167361019] Organisational Structure

          Organisational structure is one of numerous critical characteristics that influence how effectively an organisation works in comparison to competitors, as well as employee actions and behaviour. To meet the organisation's goals and objectives it needs a structure, differing from how it is designed to make it successful (Brooks, 2018, p. 214). 
The study of the structure and organisational management, the environment and the action and interaction, of both individual and group members, form the organisational behaviour (Buchanan and Huczynski, 2019, p. 3).
[bookmark: _Toc167361020]2.1. Hilton Hotel Group Organisational Structure and Design
       Hilton Hotel Group adopt a hierarchical organisational structure at a corporate level (see Appendix 1), following a clear ‘chain of command’ from top to regular employees, designed to ensure effective management and operational efficiency: 
· Board of Directors 
· CEO and executive team 
· Corporate support team
· Hotel Operation team
· Franchisees and Property Owners 
This hierarchical structure promotes clear lines of communication and accountability, allowing Hilton to respond effectively to market changes and customer needs. It also supports Hilton’s extensive brand portfolio, which includes well-known brands such as Waldorf Astoria, Conrad, DoubleTree, Hampton by Hilton and many more (Hilton, 2024b).
The organisational structure of the Hilton Hotel Group is a crucial element which sustains operational efficiency and growth at a global level. 
 At the individual level, Hilton’s hotels operate with a decentralised structure. Each hotel is managed by a General Manager who oversees daily operations and reports to regional or area managers. This allows for flexibility and responsiveness to local market conditions while maintaining consistency with corporate standards​ (Helm, 2024). 
Decentralisation provides potential for motivating employees allowing organisations to react fast and smartly (Brooks, 2018, p.215). 
[bookmark: _Hlk167356845] From different perspectives, Henry Mintzberg categorises organisational types and managerial roles to leverage strengths, resolve conflicts and prioritise workflow (Buchanan and Huczynski, 2019).
 Adopting one of the theories on organisations by Mintzberg's (1983) organisational analysis set out to achieve the best way for an organisation to function by breaking down workplace organisation, management roles and management responsibilities. 
Mintzberg’s (1983), understanding of different types of organisational structure theory, identifies five configurations: Simple Structure, Machine Bureaucracy, Professional Bureaucracy, Divisional Form, and Adhocracy. Apling to Hilton’s structure can be classified as a divisional form, where semi-autonomous units operate under the central headquarters' guidance. This structure allows for specialisation and focuses on specific markets or brands, enhancing efficiency and responsiveness (Mind Tools, 2024).
According to Mintzberg, every organisation has six components:
Strategic apex, Operating core, Middle line, Technostructure, Support Staff.
Comprised semi-autonomous units or divisions, each with its own structure, coordinated by a central headquarters. The middle line (managers who connect the operating core to the strategic apex) is crucial (ACCA, 2024).

3. [bookmark: _Toc167361021]Organisational culture

           A key element of a successful organisation is its ability to diagnose its culture and adapt to change (Mullins, 2019, p. 560), (see Appendix 2,3).
Organisational culture refers to the collective values, policies, principles, and beliefs of organisational members. Culture includes the organisation's vision, values, and norms (Brooks, 2018, p. 290).
[bookmark: _Toc167361022]3.1. Hilton’s culture, vision, mission, and values
       Hilton's culture emphasises hospitality, diversity, and employee development. The company fosters a welcoming and inclusive environment, reflecting its mission to be the most hospitable company globally. This culture is supported by initiatives such as the “Heart of House” program, which enhances employee welfare and engagement (HospitalityOn, 2024).
Hilton’s organisational culture is also oriented to sustainability and social responsibility, reflecting an increased awareness of the importance of ethical and durable business practices. Through initiatives of corporate social responsibility, Hilton proposes to reduce the ecological impact of its operations and contribute positively to the communities where it activates (Hilton, 2022).
This integration of social responsibility in the corporate culture of the hotel improves the brand’s image and consolidates employee and customer loyalty. Currently more aware and preoccupied with the social and environmental impact of commercial activity, Hilton responds not only to its stakeholders’ expectations but also sets high standards in the industry for ethics in business and sustainability (Martínez, Pérez and del Bosque, 2014).
The organisational culture of the Hilton Hotel Group is powerfully influenced by hospitality values, vision, mission, excellence, and integrity (see Appendix 4). The company's culture promotes innovation and excellence in client services, encouraging employees to overcome the guests’ expectations and improve continuously their experience. This is a culture which gives value and recompensates performance and dedication, being oriented toward clients’ satisfaction and achieving the strategic objectives of the organisation (Elsie Lamo, 2019).
Hilton’s objectives are clear and well-defined, based on the continuous increase and consolidation its position as a leader in the hospitality global market. The objectives include expansion through opening new hotels in strategic markets and continuous improvement of services to satisfy and overcome clients’ expectations. The organisational culture sustains these objectives by promoting an environment which values innovation and excellence (Fachada, 2023).
[bookmark: _Toc167361023]3.2. Shein’s level of culture and Handy’s classes of culture
       Shaping organisational culture, understanding different levels of culture in applying Shein’s model in the organisation as a tool, to ally with vision, values, and goals. 
Schein’s organisational culture model highlights three levels: artefacts, espoused values, and basic underlying assumptions (Fripp, 2024).
Hilton’s artefacts include visible elements like employee uniforms and hotel decor. Espoused values are evident in their commitment to diversity and hospitality while underlying assumptions are seen in their dedication to service excellence and community impact (Stories from Hilton, 2024a).
Another organisational culture model is Handy’s model which identified four types of organisational culture: Power Culture, Role Culture, Task Culture, and Person Culture (Mullins and Dossor, 2013, p. 437).
Handy’s model provides a robust framework for understanding the multifaceted organisational culture at Hilton Hotel Group. By integrating elements of power, role, task, and person cultures, Hilton can effectively navigate the complexities of the global hospitality industry, ensuring operational excellence, strategic growth, and employee engagement. At the corporate level ‘power and role culture’, strategic decisions are centralised, while operational consistency is maintained through defined roles and responsibilities across the organisation, at individual hotels ‘role culture’ ensures standardised operations, while ‘task culture’ comes into play for specific projects and problem-solving initiatives, enhancing flexibility and responsiveness​ (Helm, 2024).
Hilton’s project-based initiatives, such as the implementation of the "Travel with Purpose 2030 Goals" and digital transformation projects, reflect a ‘task culture’. Cross-functional teams are often created to address specific challenges, leveraging expertise from different areas to achieve sustainability and technological goals (Hilton, 2023).
Aspects of ‘person culture’ are evident in Hilton’s commitment to employee development and well-being. Programs like "Thrive Sabbatical" and continuous professional development opportunities highlight the importance placed on individual growth and satisfaction​ (Stories from Hilton, 2024a).
The perceived organisational culture of the Hilton Hotel Group is characterised by a strong emphasis on hospitality, diversity, and career development. 
Hilton's culture revolves around their mission to be the most hospitable company in the world, creating a positive impact for their employees called “team members”, guests, and communities. This strong, positive culture contributes to the company's ability to attract and retain top talent, driving its success in the global market (Hilton, 2024d).
 This alignment between structure, culture and objectives is essential for the long-term success of the Hilton Hotel Group in the global scene of hospitality. 
4. [bookmark: _Toc167361024]Hilton's Recent Change Initiatives and Their Impact

           One of Hilton's key initiatives is the "Travel with Purpose 2030 Goals," which align with the United Nations’ Sustainable Development Goals (SDGs). These goals include reducing their carbon intensity by 61%, water use intensity by 50%, and overall waste by 50% by 2030​​. Hilton aims to lead the hospitality industry toward a net zero and has established science-based carbon targets to meet this objective​ (Hilton, 2022).
Additionally, Hilton's efforts in sustainability are supported by programs such as LightStay, their ESG management system, and partnerships with organisations like the World Wildlife Fund. These initiatives help Hilton track, analyse, and reduce their environmental and social impacts​ (Travel with Purpose, 2023).
Incorporating AI into its offerings with creations like "Connie," a robotic concierge that uses IBM's Watson to assist visitors with information and getting around the hotel (Javelosa, 2016).
Through these efforts, Hilton not only strives to innovate and excel in hospitality but also seeks to make a positive and lasting impact on the environment and the communities they serve, creating career development and diversity: 
· Hilton has committed to building five million learning and career growth opportunities by 2030, focusing strongly on underrepresented groups. They aim to achieve gender parity and increase ethnic diversity in leadership roles by 2027​,
·  Community Support: Through the Hilton Global Foundation, the company supports various community projects and disaster relief efforts. Hilton encourages volunteerism and has committed to contributing 10 million volunteer hours by 2030​,
(Hilton, 2024d).
In recent years, Hilton Hotel Group has implemented more change strategy initiatives to remain competitive in the global hospitality industry. These changes had as a principal purpose adapting to the new technologies, client experience improvement and operational optimisation. 
5. [bookmark: _Toc167361025]Strategic Direction of the Hilton Hotel Group Organisation
           Hilton Hotel Group's strategic direction focuses on expansion, sustainability, and enhancing the guest experience. 
· Global Expansion: Hilton continues to expand into new markets, including emerging regions like Laos and Timor-Leste, while strengthening its presence in established areas such as the Middle East and Africa, Upscale Expansion: Acquiring NoMad,
· Sustainability Goals: Hilton's "Travel with Purpose 2030 Goals" aim to cut carbon emissions, reduce water use, and eliminate waste by 2030, aligning with global sustainability trends,
· Technological Innovation: The company leverages technology to enhance guest experiences through initiatives like Digital Key and advanced online booking systems (Stories from Hilton, 2024b).
Hilton Hotel Group, known for its innovative approach in the hospitality industry, continues to adopt a strategic direction based on global expansion, technology improvement and sustainability. This direction refers to the consolidation of leadership positions in the international market, optimising at the same time customer expertise and minimising the ecological impact of its operations (Standley, 2024).
Comparing the Hiton strategy with its main competitors, like Marriott and InterContinental, noticing that Hilton distinguishes itself through its investments in technology and sustainability. While all major players concentrate on global expansion, Hilton remarks through rapid adoption of technological solutions which improve client’s experience and make efficient property handling (Hollander, 2020).
 Hilton could improve by diversifying offers and services to cater to diverse client needs and intensifying market efforts in emerging markets for a larger market share, in addition, increased attention to training and developing employees could amplify Hilton’s capacity to offer exceptional services, a decisive factor in differentiating itself from other competitors. Through training programs adapted to new technologies and top hospitality standards, Hilton can ensure that each employee is equipped to excel in their role (Mireille, 2023).
6. [bookmark: _Toc167361026]Recommendations:

[bookmark: _Hlk167299562][bookmark: _Hlk167299632]Numerous suggestions that could help in the hotel group's ongoing improvement are made possible by the thorough examination of the Hilton Hotel Group's structure, culture, and strategic direction. Furthermore, Hilton has already shown that it can successfully incorporate AI into its offerings with creations like "Connie", recommended that Hilton keeps making investments in digitalisation and technology. Customer loyalty could increase if more sophisticated artificial intelligence-based CRM systems are put in place and offer visitors a more tailored and interesting experience (Javelosa, 2016).
Second, enhancing the culture of the company by continued offering employees training and opportunities for ongoing development, could increase their dedication and raise the standard of services. Top talent must be attracted and retained for an organisation to succeed over the long run. This can be achieved by encouraging an innovative, transparent, and socially conscious culture (Heinz, 2024).
7. [bookmark: _Toc167361027]Conclusion 

In summary, the Hilton Hotel Group's dominant position in the hospitality sector is supported by a robust corporate culture and an effective organisational structure. With an emphasis on sustainability and innovation, the company's current strategic direction positions it for long-term success. Consequently, by implementing the previous mentioned suggestions, Hilton will be able to sustain its position as a leader in the sector and successfully negotiate the ever-changing global hospitality market.
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