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1. Executive Summary

In this report, the organisational structure, culture, and strategic direction of Hilton Hotel Group are thoroughly assessed, with a specific focus on recent change initiatives and their effects. The evaluation incorporates pertinent theories such as Schein's model of organisational culture and Handy's model to comprehend Hilton's operations comprehensively. Furthermore, recommendations based on Dobson's guide to changing culture are suggested to improve Hilton's organisational culture.

Overview of Hilton Hotels

With over 6,500 properties worldwide, Hilton Hotels has a hierarchical organisational structure that promotes transparent decision-making and accountability. The company's culture, centred on values of hospitality, integrity, leadership, teamwork, and ownership, aligns with Schein’s Model of Organisational Culture. These values foster a positive work environment, increasing employee engagement and customer satisfaction (Hilton, 2023).

Organisational Structure

The Hilton Hotel Group uses a hierarchical structure. It is based on numerous management levels and allows clear lines of authority and responsibility. It supports features related to decision-making and communication, which are obligatory under the title of operational excellence at these hotels worldwide. For all their strengths, though still a bit rigid, perhaps, to beat response and innovation, the Hilton Hotel Group stresses the need for more flexible and adaptive elements in the cultural perspective.

Organisational Culture

Hilton's organisational culture relies on its vision of being the most hospitable company in the world and incorporating values such as hospitality, integrity, leadership, teamwork, and sustainability. Hilton Organisational Culture using the Schein model Hilton's culture is based on artifacts, espoused values, and basic assumptions using the Schein model. (Saunders, Altinay, and Riordan, 2009).

Strategic Goals
Hilton’s strategic goals include achieving net-zero emissions by 2050, boosting room occupancy rates, and expanding the Hilton Honors loyalty programme. These objectives highlight the company’s dedication to sustainability and customer loyalty, which are essential for long-term success in the hospitality sector.

The Boston Matrix: How to Use Strategically
Hilton Hotels applies the Boston Matrix to develop strategy and resource allocation, diversifying its brand portfolios.
Strategic Recommendations
Implementing AI for Personalised Customer Experience: Integrating advanced AI technologies can enhance guest personalisation, improve operational efficiency, and provide a competitive advantage. AI-driven insights can tailor services to individual preferences, enhancing customer satisfaction and loyalty.

Sustainability Initiatives with Renewable Energy Investments: Increasing investments in renewable energy can reduce Hilton’s environmental impact and operational costs. This initiative aligns with global sustainability objectives and enhances the brand’s reputation among environmentally conscious travellers.

Conclusion
Hilton Hotels has shown strong change management capabilities, maintaining its leadership in the hospitality industry. By focusing on strategic recommendations like leveraging AI and investing in renewable energy, Hilton can continue to innovate and lead. These strategies will ensure Hilton remains agile, competitive, and responsive to market changes, securing long-term growth and sustainability. The comprehensive analysis in this report highlights Hilton’s ability to navigate the complexities of the hospitality industry while maintaining a competitive edge through effective change management and leadership.
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[bookmark: _heading=h.gjdgxs]2. Introduction

Hilton Hotels, a well-established leader in the global hospitality industry, has built an extensive network of over 6,500 properties worldwide since its founding in 1919 by Conrad Hilton. Known for its dedication to providing high-quality service, innovation, and sustainability, Hilton has adjusted its strategies to navigate the ever-changing landscape influenced by technological advancements, evolving consumer behaviours, and increased competition (Hilton, 2023). 
This Report examines Hilton's corporate framework and unit dynamics, exploring essential aspects such as organisational structure, corporate culture, strategic goals, recent change initiatives, and future direction. It underscores Hilton's hierarchical organisational structure as a catalyst for employee engagement and customer satisfaction, and its customer-focused culture based on values of hospitality, integrity, and teamwork. Additionally, it evaluates Hilton's strategic priorities, including achieving net zero emissions by 2050 (Hilton Food Group plc -Climate Change 2023, n.d.), increasing room occupancy rates, and expanding the Hilton Honors loyalty programme, which supports sustainability efforts and enhances customer loyalty. Hilton effectively navigates environmental changes and market trends through a multifaceted approach to change management that includes adaptability, re-creation, fine-tuning, and re-orientation. 









3. Organisational Structure
An organisational structure is an official formal relationship system that advises lines of control, coordination, and members' motivation to attain organisational goals (Cooks-Campbell, 2022).
The hierarchical organisational structure of Hilton Hotels offers several advantages, including an unambiguous chain of command, fast decision-making, and communication at all levels—defined career paths along the hierarchy foster commitment and motivation among the employees. However, the same system that promotes operational effectiveness and accountability may also pose challenges, such as potential delays in decision-making and, in some cases, acting as a barrier to information flow (Parker and Chung, 2018).

4. Organisational Culture
An organisational culture is a standard set of values, assumptions, and norms that guide the behaviour of all organisation members and their relationships in achieving organisational goals (Wong, 2023). Hilton's organisational culture is based on hospitality, integrity, leadership, teamwork, and ownership. This culture can be incorporated into Schein's Model of Organisational Culture, which comprises three levels: artifacts, espoused values, and underlying assumptions. Hilton's culture builds a positive workplace that enhances engagement and customer satisfaction (Lamo, 2019).








5. Goals, Visions, and Strategic Aims at Hilton
5.1. Expansion and Growth

Hilton's strategic course lies in geographical expansion and growth to be in a good market position and expand its revenue sources. The form has prioritised the growing markets, primarily in the Asian, African, and Latin American countries, which are targeted due to massive potential regarding growing disposable incomes and rising travel demand. This enables Hilton to tap new customer bases, thereby mitigating the risk associated with the saturation of markets in developed regions. In addition, for Hilton to penetrate these markets effectively, it must engage in intensive market research to identify growing areas and work with local developers and government bodies to streamline the entry process. This further expands Hilton on the global platform and spreads the risk so that an economic downturn would not harshly hit the company in one specific market. However, such business expansions call for significant capital investments and tremendous knowledge about local market conditions, which Hilton Group overcomes through business strategies presence, strategic alliances, and customisation (Jones, and Comfort, 2019).

5.2. Digital Transformation

Digital technology represents a new way for Hilton to bring more significant experience and continue to have a competitive advantage according to changing customer expectations. The Hilton Honors app features digital check-ins and check-outs, keyless room entry, and other customisable digital services. Through data analysis and AI, Hilton can better personalise experiences that go into guest satisfaction. Digital transformation will bring effectiveness to the operation of the chain and make Hilton a step ahead of the competition. Innovations these days will also have to be complemented by sound cyber security to take care of the sensitive customer data generated. This very proactive approach taken by Hilton puts it on the leading path for measures adopted by the hospitality industry toward digitalisation and beyond, meeting the expectations of the modern traveller (Liasidou, 2018).


5.3. Sustainability and Corporate Responsibility

Hilton is driven by consumer pressures and regulations to commit to sustainability and corporate responsibility. The "Travel with Purpose" programme aims to accomplish zero emissions by 2050. It is, therefore, characteristic of significant investments applied to renewable energy sources, sustainable building, and, regarding the two features, reduction of its carbon footprint. With these steps, Hilton creates a much better brand image for itself in the eyes of eco-conscious travellers and seeks to meet new environmental laws. Though these practices are costly at the initial stages of implementation, they are understood to be operationally effective and efficient with time. (Madrid, 2020).

5.4. Innovation and Differentiation
Innovation is among Hilton's main strategic moves, differentiating the hospitality market. The company constantly innovates, creating new, different, and custom guest experiences. An example is the Hilton Connected Room, which targeted tech-savvy guests to drive better guest loyalty. This also involves reinvesting in research and development that cuts across continued competitiveness. This is also why the brand becomes distinctive to the customers, and the leadership status for the company solidifies because Hilton has been advancing in its innovative moves in the hospitality sector (Singh et al., 2024).








6. Change Management and Change Leadership
6.1. Change Management
For Hilton Hotels to successfully pass through the challenges in the industry and any opportunity that comes its way, effective change management and efficiency in leadership will be required (Kotter, 2012). This should start with stakeholder engagement and clear communication on change programmes by Hilton, which would build trust and support for it. At the same time, robust project management frameworks and continuous monitoring will ensure the change process remains on track. Additionally, the company brings in financial discipline with an eye on meticulous budgeting, allocating resources to obtain maximum returns on cost-effective initiatives. The multi-dimensional nature helps Hilton move with the changing market dynamics and remain innovative and competitive in the hospitality industry (Sakovska et al., 2022).

6.2. Change leadership!
Change leadership in Hilton Hotels involves articulating a clear vision for change: transformative digital innovation in how guests experience the hotel, effectively communicated within the organisation, and aligned with broader strategic objectives. At Hilton, everyone is engaged from the top to the bottom through consistent communication over town hall meetings and digital platforms. Through targeted training programmes, this alignment should help employees understand their role in realising the vision, are motivated to foster it, and enable effective implementation of the change. Building resistance will also involve building trust; thus, if there is any ambiguity on issues related to job security with the rollout of digital check-in, for instance, those are reasons for assurance and training to mitigate resistance, creation of an open and collaborative culture that is important in successful change management (Akl et al., 2017).



7. Evaluation of Change Triggers at Hilton Hotels
Organisational change refers to how a company adjusts its structures, strategies, methods, or culture in response to internal and external pressures to improve performance or achieve new goals (Live.com, 2024).
Hilton Hotels encounters various triggers, both internal and external, that drive organisational change. Internally, changes in leadership, performance concerns, innovation, and cultural shifts all play significant roles. For instance, when Chris Nassetta became CEO in 2007, there was a renewed focus on operational efficiency and global expansion. This resulted in substantial strategic changes like implementing the "Hilton 2010" plan and relocating the company's headquarters. To address performance issues, Hilton improved its "Hilton Honors" programme to enhance customer satisfaction and loyalty. The introduction of digital check-in and keyless entry exemplifies Hilton's commitment to staying ahead in a technology-driven industry. Cultural shifts, such as implementing the "Travel with Purpose" programme, highlight Hilton's dedication to sustainability and social impact, reinforcing its core values (Griffin, 2022).
Externally, market dynamics, economic factors, technological advancements, regulatory changes, and shifts in consumer behaviour all influence Hilton's strategies. The emergence of competitors like Airbnb prompted Hilton to innovate by introducing new brands like Tru by Hilton and Canopy by Hilton. Economic downturns, such as the COVID-19 pandemic, necessitated initiatives like the "Clean Stay" programme to ensure guest safety and maintain operations (Linxi, 2021). Technological advancements led to the adoption of the Hilton Honors app, providing guests seamless experiences. Regulatory changes, such as the need for GDPR compliance, required updates to Hilton's data handling policies. The shift in consumer behaviour towards sustainability drove Hilton to implement the "Light Stay" programme, which tracks sustainability metrics across its properties (Leroi-Werelds et al., 2021).




8. The Boston Matrix: How to Use Strategically
Hilton Hotels applies the Boston Matrix to develop strategy and resource allocation, diversifying its brand portfolios.
8.1. Stars: Hilton Honors and Innovation Digital
Stars in the Hilton brand's portfolio include Hilton Honors, its brand loyalty programme, and connected room digital innovation. These are high-growth markets where digital technology penetration is significantly high, and guest personalisation is in demand. Hilton Honors has a massive base of loyal customers, hence ensuring high room occupancy levels and repeat business. That is why Hilton invests heavily in these Stars and remains at the forefront of innovation to cater to tech-savvy, loyalty-driven guests. This not only keeps them satisfied but also ensures that they come back again, fostering long-term loyalty that is important to a business's sustained revenue growth (Griffin, 2022).

8.2. Cash Cows: Traditional Full-Service Hotels
Traditional full-service hotel brands are part of Hilton's Cash Cow portfolio. They have settled into a mature market with a high market share but low growth. Steady and reliable, they generate revenues that call for low investment compared to other emerging segments. They are placed under Cash Cow because they represent the needed financial stability for Hilton's other growth initiatives to be grounded in strategy (Fachada, 2023).







8.3. Question Marks: 
The Question Marks are products that have the potential to grow but can go either way. The market share of the Question Marks is small, while the category ideally refers to the new brand entries by Hilton. For example, the millennials and the market trends of these segments are boutique and lifestyle hotels. If Hilton could improve the conditions of these markets, they could become stars. The boutique and lifestyle hotels that Hilton is diversifying with would be considered a future bet with the corresponding trend. The industry succumbs more and more to personal experience, not only among younger people but also among all generation groups. An investment in building these brands would position Hilton well to capitalise on that growing market. Though high risk, the payoff from these investments may be huge. Turning them into Stars would mean effectively tapping a profitable Hilton market, diversifying its portfolio, and guaranteeing long-term growth (Liasidou, 2018).

8.4. Dogs: Underperforming Brands
These are Hilton's underperforming or weak brands. They have a low market share in low-growth markets, depress resources, and are generally low revenue generators. Dogs are identified and divested to be realistic and help Hilton derive the most out of its resource allocation.
Once these non-performing assets are out of the way, Hilton can put that money into other more profitable avenues on the list. These cuts and eliminations contribute to overall profitability and ensure the money is slowed back into those areas providing the most returns. Getting the Dogs out of the portfolio reduced operational inefficiencies. It channelled the company's focus toward new growth and high-yielding investments that now can make Hilton's strategic game plan a reality (Kim, 2009).





9. Conclusion: 
Hilton Hotels has shown impressive adaptability and strategic foresight in the ever-changing hospitality industry. With a robust hierarchical structure and a deeply ingrained culture of hospitality and integrity, Hilton has effectively managed change while staying competitive. The company's strategic goals, including sustainability and customer loyalty, highlight its vision of being a top global hospitality provider. Through a comprehensive approach to change management, Hilton has remained agile in response to market demands and technological advancements. Leadership has played a crucial role in driving these changes, setting clear visions, mobilising resources, and promoting organisational alignment (Maxwell and Watson, 2006). While the SWOT analysis identifies Hilton's strengths, it also acknowledges ongoing challenges, such as high operational costs and market dependency, requiring sustained strategic focus. However, Hilton's proactive approach and focus on innovation position it well for continued success and growth. By blending tradition with innovation, adapting to customer preferences, and embracing sustainability initiatives, Hilton ensures its resilience and relevance in a constantly evolving industry. As Hilton faces future challenges and opportunities, its commitment to excellence and strategic vision will continue to shape its success in the global hospitality market (DIVA, n.d.).











10. Recommendations:
1. Utilise Artificial Intelligence (AI) for Customised Customer Experiences**: Hilton should incorporate cutting-edge AI technology to create personalised guest interactions through customised marketing, real-time chatbots, and data-driven insights. By implementing this strategy, Hilton can enhance guest satisfaction and loyalty and improve operational efficiency. By embracing AI early on, Hilton can gain a competitive edge, like Marriott International's success in enhancing guest satisfaction through personalised recommendations and efficient customer service (Ku et al., n.d.).

2. Hilton Hotels should prioritise sustainability by investing in renewable energy sources such as solar and wind power as part of an enhanced "Travel with Purpose" initiative. By switching to renewable energy, Hilton can support global sustainability objectives, meet customer demands, and improve its brand image among environmentally conscious travellers and corporate partners. Drawing inspiration from the success of InterContinental Hotels Group in implementing renewable energy initiatives, Hilton can establish itself as a frontrunner in sustainability within the industry (Abdou, Hassan, and Dief, 2020).
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