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[bookmark: _Toc167809648]1. Executive Summary
This paper assesses and analyses Hilton Hotel Group’s company structure, culture, objectives, recent change and developmental activities and the envisioned strategic direction based on diverse theoretical approaches to management and organisations. Well, to start with, the structure of Hilton is in a hierarchical model; moreover, Hilton has a strong and healthy organisational culture and its goals match most of its strategies. Sustaining change in the last few years and years prior to that offer examples of how change management is done at the successful rate as long as constant improvements are required. Strategise such as improving communication, increasing the company’s investment on sustainability, embracing technological improvement, and encouraging the employees to remain loyal to Hilton to sustain this competitive advantage.
[bookmark: _Toc167809649]2. Introduction
Hilton hotel group was established by Conrad Hilton in 1919 and today it is one of the largest chain hotels with more than 6,400 facilities in 119 countries (Maxwell & Lyle, 2002). Hilton which has being in operation for more than a century has been able to incorporate high standards, creativity, and quality to the various services it provides in the hospitality industry. The purpose of this report is to discuss Hilton’s organisation structure, culture, objectives, recent alteration activities, and further development plan. This report seeks to analyse Hilton by applying certain principles of theories in management such as Mintzberg’s Organisational Configurations, Weber’s Theory of Bureaucracy, Schein’s Model of Organisational Culture and Hofstede’s Cultural Dimensions Theory, in order to comprehend the complexity of factors that lead to the success of Hilton. Moreover, the report will discuss the use of the Goal-Setting Theory and Balanced Scorecard approach in integrating Hilton’s strategic objectives and outcomes with organisational performance (Locke and Latham, 1990; Kaplan and Norton, 1992). The analysis will also look at recent change initiatives carried out by using Lewin’s Change Management Model and Kotter’s 8-Step Change Model. The SWOT analysis will help readers to understand more about how Hilton sustains competitive advantage and responds to the growing internationalised hotel industry environment.
[bookmark: _Toc167809650]3. Organisation Structure, Culture, and Goals
[bookmark: _Toc167809651]Structure
The organisational structure of Hilton can therefore be discussed by applying both Mintzberg’s Organisational Configurations as well as Weber’s Theory of Bureaucracy. Thus, Hilton is an example of divisional organisation structure, within which semi-autonomous subsidiaries (individual hotels) are subordinated to the strategic management by the corporate headquarters (Mintzberg, 1980). This structure means that some decisions are made at the subsidiary level to bring about efficiency because they are close to the market and act as centralisation for fulfilling corporate objectives as a way of controlling and ensuring conformity to predetermined standards in global operations (Maxwell & Lyle, 2002).
There is formulation of rules, the establishment of offices that have hierarchical authority, and differentiation of authority that are the principles of Weber’s bureaucracy at Hilton. This bureaucratic approach is important in maintaining order in the delivery of the service and operations since it is dealing with large number of properties in its network (Boddy, 2014). This also implicates a formalised structure that assists in the penetration of standard in to different cultural and geographic locations, thus providing uniformity in the customer relations (Mullins & Dosser, 2013).
[bookmark: _Toc167809652]Culture
Organisational culture will be analysed in Hilton using Schein’s Model of Organisational Culture and Hofstede’s Cultural Dimensions Theory. Schein’s model identifies three levels of culture: Espoused Values, Artifacts, and Basic Underlying Assumptions (Schein, 1985). The artifacts that Hilton has are its brand symbols, workers’ garments and accessories, and structures in its hotels embodying luxury and quality. Espoused values are described by Hilton’s corporate values that include hospitality, integrity, leadership, teamwork, and ownership.
Therefore, by applying Hofstede’s Cultural Dimensions Theory, the effects of national culture on Hilton’s operations worldwide can be evaluated (Hofstede, 1980). For instance, while one culture may be highly individualistic compared to another that is collectivistic, this clearly impacts on the overall organisational management as well as the relationship of the people at work. Prior studies highlighted that Hilton has a very effective strong organisational culture that improves performance and satisfaction that belongs to, and motivates employees (Asree, Zain & Razalli, 2010; Belias et al., 2019; Reidhead, 2020). Notably, Hilton’s culture focuses on the customer and more often, on the spirit of constant enhancement, which is fundamental in delivering great services and running efficient operations.
[bookmark: _Toc167809653]Goals
Hilton’s strategic goals are congruent with the Goal-Setting Theory proposed by Locke and Latham avowing that clear and difficult goals increase efficiency (Locke & Latham, 1990). The goals of Hilton can be summed up as follows: to achieve tangible and sustainable results for the business, to provide a high level of services for the guests and to occupy a dominant position in the market. These goals are stated and communicated leaving the employees to perform optimally with a clear direction. Another implementation that Hilton has set out as a strategic target encompasses impressive social plans, namely "Travel with Purpose", which is aimed at doubling the investment in the social impact by 2030 and decreasing the environmental impact by half by the same year (Reidhead, 2020).
The technique used by Kaplan and Norton to align these strategic objectives with the financial metrics is called the Balanced Scorecard It measures performance milestones in four spheres: financial performance, customer satisfaction, internal processes, and learning and growth (Kaplan & Norton, 1992). This framework’s application by Hilton guarantees compliance with individual unit goals and the corporation’s objectives to enhance the general achievement of goals (Mullins, 2020). This all-round measurement system assists Hilton to balance on the financial and the non-financial measurement approaches enable organisational development encompassing all aspects of the business (Mullins, 2016).
[bookmark: _Toc167809654]4. Recent Change Initiatives
[bookmark: _Toc167809655]Description of Initiatives
Hilton has realised several key change initiatives, which are digital change and green change. In addition to the ideas of digital key technology, there are plans to advance the guest-welcoming and internal mobile app for a better customer experience and less wasted time (Lu & Zhu, 2019). Moreover, Hilton developed the “Travel with Purpose” framework the goal of which is to decrease the organisation’s impact on the environment by 50% by 2030 (Reidhead, 2020). It also demonstrates another step of Hilton’s adherence to the policy of environmentally friendly corporation and sustainable development, which puts Hilton in front of other competitors in terms of responsible hospitality business (Mullins, 2016). 
[bookmark: _Toc167809656]Impact Analysis
Lewin’s Change Management Model describes Hilton’s change process in three stages: the processes of unfreezing, changing, and refreezing as postulated by Lewin (1951). For the first, organisational training of the employees and management of staff and stakeholders’ expectations was conducted, second, new technologies and practices along with implementing strategies were introduced. And as a result, these changes contributed to the solidification of new operations as they became incorporated into practice. As stated by Reidhead (2020), this model focuses on the need to plan for change, to realise change and introduce change and finally to sustain change.
Kotter (1996) has expanded the initial steps Hilton took in the 8-Step Change Model and is as follows: establishing sense of urgency, developing strategies for change, communicating the vision, getting commitment, empowering others to act, reinforcing and anchoring new approaches in the corporate culture. These measures yielded better operation and guest experiences; however, issues concerning employees’ change acceptance and a firm’s ability to implement technology were reported (Mandal, Kavala, & Potlapally, 2020). 
[bookmark: _Toc167809657]Management Effectiveness
The outcomes of change in Hilton operation have shown a positive correlation from various performance measures. The changes were led by leadership which increased support and communication about the need for the changes (Nazarian et al., 2017). The feedback from employees, in general, is quite positive; however, some of the negative comments revealed a need for more constant communication and education (Kharchyshyna & Trushkina, 2021). There has also been an improvement to workforce satisfaction and organisational loyalty which are some of the determinants of change management success (Talaja, Podrug, & Brešković, 2023).
[bookmark: _Toc167809658]5. Strategic Direction
Current Strategy
Hilton’s current strategy is based on the expansion of the presence in world markets, the development and strengthening of digital skills, as well as the concern for the preservation of the environment. Some of the strategic initiatives are, expanding to new markets among them being emerging markets and enhancing guests’ experience through embracing technology besides increasing operational efficiency (Reidhead, 2020). Market research and customer understanding are the backbone of Hilton’s strategic direction and the provision of product to different markets (Maxwell & Lyle, 2002).
[bookmark: _Toc167809659]Competitive Analysis
Giving a head start to the competitive analysis, we apply the framework of Porter’s Five Forces (Porter, 1980). In regard to the threat of new entrants, the factor of high capital requirements act as a barrier as well as brand loyalty. The threat of supplier power is thus offset by factors such as the scale that Hilton holds where it has considerable leverage in negotiations in order to bargain for better deals. Indeed, customer power is considerable because customers nowadays have numerous options to choose from and, therefore, expect higher quality. Hilton used to face a serious threat from substitutes which included Airbnb but the company targets customers from the high-end business market. The industry is very competitive; other main rivals include InterContinental Hotels Group (Nazarian et al., 2021).
Analysing Hilton with SWOT analysis, strengths are identified in the areas of brand image/identity and network, while Hilton’s weakness is high operating expenses followed by opportunities in developing markets and threats that include unfavourable economic conditions and competitiveness (Kriemadis et al., 2008). The core competencies of Hilton include a well-established brand image and a vast loyalty base, which acts as a competitive advantage; in addition to this, Hilton’s vision issue and adaptability to changes within markets are promising for a successful business development.
[bookmark: _Toc167809660]Future Prospects
Being in the position of coping with a lot of opportunities and threats, Hilton looks ahead. The increase in the demand of sustainable tourism creates opportunities for the improvement of its “Travel with Purpose”. However, economic changes and rivalry remain existing issues till the present moment. The recommendations for the future development of the hospitality industry are expanding the use of renewable energy sources, increasing information and communication technology involvement, and paying attention to individual ways of traveling (Simović et al., 2023). In addition, increasing collaborations with locals and authorities will increase Hilton’s positive influence on communities as well as improve its image.
[bookmark: _Toc167809661]6. Conclusion
It can be concluded that compelling organisational imperatives, including culture and strong strategic orientation of Hilton Hotel group, are the major factors of the company’s success. The analysis of the Hilton company in relation to Mintzberg’s and Weber’s theories focuses on the sophisticated work categorised into divisions and bureaucracy integration that enables effective management and services delivery in worldwide businesses (Mintzberg, 1980; Weber, 1947). Both Schein’s and Hofstede’s models expounded on the fact that a clear or strong organisational culture enhances organisational measures of morale and productivity (Schein, 1985; Hofstede, 1980). The latest change processes related to digitisation and sustainability have improved Hilton’s advantage; however, there is always a need for change and improvement to respond to new shifts and advancements (Lu & Zhu, 2019; Hilton, 2021). Hilton’s strategic direction relating to the focus in the global, technology and sustainable development is quite consistent with the general tendencies in the industry; however, care should be taken to such outside forces as economic crises and competition. To be able to sustain the general competitive advantage it presently enjoys in the hospitality industry, Hilton must strive to effectively build on such strengths it holds and on the other hand, avoid or minimise the exploitation of such weaknesses it has, while at the same time, fully harness the potential of such opportunities which are available to Hilton ahead of it while at the same time fully dealing with such threats which are liable to affect it in future (Kriemadis et al., 2008; Simović et al., 2023).
[bookmark: _Toc167809662]7. Recommendations
1. Enhance Communication: Focuses on key enablers of internal communication that empowers each of the stakeholders of the organisation in embracing the change process (Clemons & Brown, 2018). One finds out that the issue of communication can assist in eliminating resistance to change and ensure that all the stakeholders are at par with the change that is required.
2. Invest in Sustainability: To ensure the maximum realisation of this change, the company must remain willing in the pushing of green policies and the effecting of green strategies. Such strategies are conservation of energy, waste, environmental managing, and using eco-friendly products in its production processes (Gebril Taha & Espino-Rodríguez, 2020).
3. Leverage Technology: There is also some sense in the fact that the company has the option to use better technology in relation to the strengthening of the concept of improving the experience of the guests during their stay experience and staying, as well as the strengthening of the overall performance of the company. Big data analysis can support the improvement of customer choice recognition and the improvement of the level of services provided (Lu & Zhu, 2019).
4. Focus on Employee Engagement: Frequent and effective attempts at training and communicating with the workers can help minimise the resistance to change to enhance on the service quality (Talaja et al., 2023). It is evident that workers who are engaged are more productive and likely to produce excellent service during working while enhancing an organisation’s culture.
5. Expand Market Research: Market research implies performing research activities on the market from time to time in order to see changes in the industry, as well as to perceive preferences of a customer (You, 2001). This will enable Hilton to identify new trends that are upcoming and coming up with the right strategies.
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