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Introduction
In 1919, Conrad Hilton started the famous Hilton Hotel Group. Hilton is the parent company of many hotel names, such as Hilton Hotels & Resorts, Hampton by Hilton, Conrad, and Waldorf Astoria. The company runs more than 6,500 hotels in 119 countries and regions, so guests can pick from a wide range of options. (Hilton, 2022) It is known for putting people first and coming up with new ideas. It has always been a star in the hotel business. The point of this study is to look at the whole Hilton Hotel Group, not just certain parts of it. The report will mostly talk about three things: the organization's long-term goals, how recent projects to make changes were handled, and the organization's structure, attitude, and goals. With useful examples, a full look at how Hilton runs its business and makes plans for the future will be given. This study will first look at how Hilton is organised, what its society is like, and what its goals are. After that, it will look at the results of recent efforts to make changes. Part II of the study will look at Hilton's business plan and explain where the company stands in the market and how it can grow. (Hilton, 2023) With up-to-date facts and research to back them up, the study will be able to give an honest and complete review of Hilton Hotel Group.
Organisation Structure, Culture, and Goals
Organisational Structure
A structure is used to run the Hilton Hotel Group, but management is also spread out. The leaders make the rules and choose the strategies. Hotels and regional offices can run their businesses in a number of different ways to meet the needs of their customers and the market as a whole. (Grant, 2016) Hilton is better able to adapt to changes in the market and the way people live in different areas because it has a dual method that lets operations be flexible while still upholding brand standards. This makes it clear who is in charge, from the CEO to the executives to the building managers. (Hilton, 2023a) This framework makes it easy to communicate and make decisions because it makes sure that all assets follow the rules set by the company. Because they are in charge of different things, each level of leader can keep an eye on others and make them responsible. (World Economic Forum, 2023)
Culture
"Hilton Hospitality" means that Hilton does what it says it will do. This company's values are being friendly, being honest, being a leader, working as a team, and taking responsibility for people’s actions. The culture of the company is based on staff pride, customer happiness, and people who help. At Hilton, "Catch Me at My Best" is a big part of how they reward and recognise workers who go above and beyond. People who work at Hilton have a lot of opportunities to learn new skills and advance in their careers. (Thompson et al., 2020) For this group, being a leader means getting everyone to work together and giving them the tools they need to be creative and helpful on their own. People who are led in this way have high spirit, success, and loyalty. Hilton's culture is better because they have programmes that push people to accept and value differences. (Schein, 2010) At work, "Team Member Resource Groups" (TMRGs) help make the place more friendly by giving employees a chance to meet new people, talk about ideas, and help each other.
Goals
The goal is "to be the most hospitable company in the world by creating heartfelt experiences for Guests, meaningful opportunities for Team Members, high value for Owners, and a positive impact in the communities." The business cares a great deal about good customer service, staff development, and giving back to the community. Hilton aims "to fill the earth with the light and warmth of hospitality – by delivering exceptional experiences – every hotel, every guest, every time." Hilton wants all of its rooms around the world to have the best quality and service. Hilton wants to be a star in sustainability, expand around the world, and use technology more. The business wants to grow so it's going to make smart purchases, start franchises, and move into market-rich new areas. (Hilton, 2023b) This app from Hilton Honours will make people’s stay more up-to-date. No more check-ins that are a pain. Say hello to services and digital room keys that work for people.
Theories
Richard Henry Mintzberg's theory of organisational setups can be used to look at how Hilton is set up. Based on this idea, there are five different types of businesses: adhocracy, machine bureaucracies, professional bureaucracies, and simple structures. When Hilton is in its Divisionalized Form, it gives its brands and regions some freedom while still following the strategies of the centralised company. A book called Organisational Culture Model by Edgar Schein can help people learn about the way people work at Hilton. In his study of business culture, Schein makes a difference between things that are artefacts, ideals, and assumptions. Hilton owns ways to deal with customers and ways to show appreciation for workers. (Mintzberg, 1980) The organization's core values and goal statement, which spell out what it stands for, are what make it believe in hospitality and service excellence so strongly. (Ritala & Ellonen, 2010) Transformational Leadership Theory says that employees will do a better job if their personal goals are aligned with the company's. Hilton could use this idea to make its leaders and workers more engaged. Hilton is an example of transformational leadership because it pushes and supports workers to reach their goals by focusing on giving them power and including everyone.
Recent Change Initiatives
Description of Recent Changes
In the past few years, Hilton Hotel Group has made a lot of changes to stay ahead of the competition and work more efficiently. It worked well with COVID-19, went digital, and was good for the earth. As part of their digital shift, the company are making changes to the Hilton Honours app for smartphones. (McKinsey & Company, 2021) Digital check-in, key access, and room selection let guests customise their stay without having to touch anyone, which was very important during the COVID-19 outbreak. AI and smart data analytics help Hilton make processes and customer service better. Hilton has also done a great job of being environmentally friendly. The company's "Travel with Purpose" effort wants to cut environmental damage in half and give four times as much money to programmes that help people by 2030. To do this, all buildings must use less energy, water, and trash, and eco-friendly goods must be used. (InterContinental Hotels Group, 2022) During COVID-19, Hilton launched "Hilton CleanStay" with the Mayo Clinic and Reckitt, the company that makes Lysol. For the safety of both visitors and crew, this plan included strict rules about cleaning, contactless services, and social isolation.
Impact of the Changes
Making guest experiences more fun by personalising and streamlining them is what technology does. People like the Hilton Honours app because it is safe and easy to use. Thanks to digital progress, choices can now be based on data, costs for workers can go down, and processes can be streamlined. Hilton is a leader in business social responsibility, as shown by its "Travel with Purpose" programme. These changes have improved Hilton's image and given it an edge in the market. (Kaplan & Norton, 1992) They have also lessened Hilton's effect on the environment, which has won over guests and other stakeholders who care about the environment. During the outbreak, "Hilton CleanStay" made people feel better about their own self-worth. Strong health and safety rules at Hilton kept everything running easily and kept occupancy rates higher than those of its competitors. Hilton's work has made hotels cleaner, showing that it cares about its customers' safety and happiness.
Management of the Changes
Thanks to good planning, communication, and direction, Hilton was able to handle these transitions well. These changes were made by Hilton's leaders to make them more in line with the company's long-term goals and values. Using Kotter's 8-step plan, the company did a good job of handling change. To stay competitive, Hilton put technology and environmental sustainability first. (Kotter, 1996) Safety and health steps had to be taken because of the spread. The "Hilton CleanStay" project was planned and carried out by Hilton leaders with help from Reckitt, the Mayo Clinic, and the company. Any plan to go digital aims to make things better for visitors, protect people during pandemics, and be better for the environment. (Grant, 2016) Everyone knew about and agreed with the changes thanks to training, internal communications, and public statements. Hilton was able to give employees tools, teach them, and help them with technology. Things got going when environmental rules were taken into account and the digital key function was made public. Hilton kept an eye on their progress and made changes to stay on track. The new rules and methods became part of Hilton's culture. Hilton did these things to change and get better.
The Organisation’s Strategic Direction
Analysis
The Hilton Hotel Group puts progress, new ideas, and quality first. Hilton's goal of development is very important. The company is going global to grow in businesses and markets that are growing quickly. This business can grow on its own, through managing contracts, and by franchising. Hilton wants to keep people happy by giving them great service and new technologies. The Hilton Honours app is an example. It gives digital room keys and personalised services to guests. Hilton's "Travel with Purpose" programme wants to make a bigger difference in people's lives and the environment by 2030.
Objectives
Hilton wants to do big things in the future. Part of a plan to grow the global market is to build homes in places that aren't well served or that tourist like. By balancing owned, controlled, and franchised assets, the company can improve brand recognition and market share. Another goal is to make sure clients are happy. Hilton puts a lot of money into new services and technology to make sure that stays are smooth and to people’s needs. This kind of care is shown by the digital key system, which lets guests use their phones to check in and get into their rooms. Hilton needs fresh thoughts. Technology and data analysis help the business improve how it works and how it treats customers. Some goals for sustainability are responsible tourism and less damage to the earth.
Comparison
Hilton's method is similar to that of Marriott International and InterContinental Hotels Group (IHG), but it's also different. (InterContinental Hotels Group, 2022) Marriott International wants to expand around the world and use technology and awards to give better customer service. (Marriott International, 2022) Marriott is proud of purchases like Starwood Hotels & Resorts, which helped it add brands and grow abroad. But IHG puts a lot of emphasis on making each brand special and dividing the market into different groups. IHG runs several brands of boutique luxury hotels and extended-stay hotels. Hilton has many names, but its main goal is to build its brand and make guests happy by using technology.
Theories
Hilton's plan can be explained by a number of strategic management ideas. Porter's Five Forces study shows how hotels are affected by competition. Customers and suppliers have a lot of power in negotiations, new competitors are a threat, and the market is very competitive. The Hilton Honours programme and new technology make things run more smoothly, but it costs more to switch locations. Hilton has a huge number of properties, a strong global brand, the potential to grow into developing countries, and a dedication to sustainability. These are its SWOT strengths and opportunities. One problem is that it has high running costs. Also, it is afraid of decline and competition. (Porter, 2008) A PESTLE study shows how factors outside of Hilton's control affect its plans. New rules for foreign trade are a political issue. Foreign travel and currency exchange rates are examples of economic forces. Eco-friendly and personal travel are both affected by social factors. Remember that digital services and data analytics are becoming more and more important in the tech world. Because people care about the earth, sustainability is becoming more important in hotels. International rules have an effect on employment and hotel laws. Finally, Hilton Hotel Group's plan encourages long-term progress, sustainability, and new ideas. Hilton runs the hotel business and deals with problems like technology, making customers happy, and globalisation that happen outside of hotels.
Conclusion and Recommendations
It talked about how Hilton Hotel Group works, its values, its long-term plans, its transformation programmes, and its business structure. The structure of Hilton is both strict and flexible, which lets it adapt to local needs and work well. Long-term goals for the company include going global, coming up with new ideas, and being good to the earth. Diversity, employee input, and being friendly are all important parts of the company atmosphere. The company were very careful with everything that had to do with going digital, being environmentally friendly, and following health and safety rules. Everything the company did was in line with their long-term goals. As part of its move to digital, Hilton needs to keep spending money on new technology that will make the company run better and make guests happier with their stays. You can offer services that are based on data and make them fit the wants of people’s customers and stay ahead of the competition. To move its "Travel with Purpose" plan forward, Hilton could be more open about how its choices affect the environment and make its sustainability goals tougher. Finally, quickly moving into new areas with a lot of growth can help people get more customers and different kinds of income. By stepping up its digital change, Hilton could make better use of its new technologies and follow the trend towards more personalised guest service. This trend is supported by both Porter's Five Forces and SWOT analyses. Hilton can meet customer demand for ethical travel and become more competitive by stepping up its efforts to be more environmentally friendly, according to the PESTLE study. Hilton wants to be a star and grow, so it is focusing on countries that are growing. This can boost growth in existing places and make it less likely that the market will become full.
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