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[bookmark: _Toc106994448]Introduction 
Hilton is one of the most well-known hotel chains in the world. For both pleasure and business travellers, these hotels provide a wide range of locations across the globe. Tyson Corner, Virginia, is home to Hilton's corporate headquarters (Hilton et al., 2021). Hilton's properties are in 109 nations and territories, with a total of around 5500. Hilton Hotels is the umbrella company for 15 distinct businesses with various names. The organisation will generate an estimated $9.14 billion in revenue (Hilton et al., 2021). There are several elements that are influencing the Hilton hotel company at the present moment, and this research will examine them all. 

[bookmark: _Toc106994449]Hilton Hotel Structure, Culture, and Goals
In all aspects of the company's structure, culture, and goals, the vision and values of Hilton serve as a solid foundation. Hilton used a mix of hierarchical and clan culture frameworks to achieve this alignment. Hilton's senior management supplied codified and organised rules and processes that were routinely used at all levels to guarantee conformance to standards and efficiency in operations (Sabri et al., 2019). By putting employee potential and satisfaction at the top of their list of goals for success, Hilton is simulating their clan culture. Hilton's vision is to be the world's most hospitable corporation by providing memorable stays for guests, rewarding work environments for employees, and generating substantial returns for stockholders and the communities in which Hilton operates (Linxi, 2021).
Furthermore, Hilton's mission is to spread the warmth and light of hospitality worldwide by providing extraordinary experiences for every hotel, and every guest, every time they stay there. Hilton stands for hospitality, integrity, leadership, teamwork, and ownership, which sums up the company's core principles. The following are the details provided by each speaker. To be in the hospitality industry, one must desire to provide outstanding service to others (Paraskevas and Quek, 2019).
Hilton's workers exemplify the values, beliefs, and ambitions fostered by clan cultures. A high-trust company will have a culture of commitment, collaboration, and cooperation, exactly as Hilton does. Hilton has a “Code of Conduct in place to guarantee that company ideal of integrity and ownership are maintained (Abardeh, 2022). The purpose of this code is to organise and direct the conduct of everyone in the team. There is a strong focus on upholding the highest standards of honesty among workers and management, who are expected to follow all business rules, regulations, and policies to the letter (Mwiti, 2020). A hotline that collects anonymous allegations and transmits them to be handled by their Legal Compliance Team facilitates speaking out and reporting instances of compromised ethics or standards. A "no-punishment" policy at Hilton ensures that workers feel free to seek help and guidance or raise problems without fear of retaliation (Bans-Akutey, 2021).
When it comes to becoming the world's most welcoming corporation, Hilton is not only taking care of the visitors but also the staff. Hilton’s CEO built workwear that was both comfortable and functional (Ma, 2021).'Heart of House' was the name given to a six-part initiative started in 2016 to improve the back-of-house for staff. Hilton's Heart of House initiatives show how much it values and respects its workers by upgrading and modernising their locker rooms, restaurants, and break rooms, as well as by offering high-quality cuisine to boost their health and nutrition (Chang et al., 2019).  
Finally, Hilton uses a hands-on management approach to ensure its vision, purpose, and values are being carried out in the real world. Leaders at Hilton must foster a culture of openness and transparency in which workers may express themselves without fear of retribution (Rehman et al., 2019). As a result of Hilton's excellent work environment, towards attracting and retaining top-notch employees, increasing output, improving customer happiness, and boosting bottom-line profits. There is substantial evidence that a company's culture and bottom-line results are linked. In addition, Hilton establishes the value of company culture as an economic asset by statistically demonstrating a link between revenue and customer loyalty (Domi, 2020).

[bookmark: _Toc106994450]Change Initiatives in Hilton Hotel 
The deeply embedded fundamental values, purpose, and vision guide Hilton's diversity. The hotel is devoted to a stakeholder that encompasses a wide range of perspectives, cultures, and ethnicities, all at once. With the help of the global brand, and meeting place may become a friendly space for people from all walks of life (Bauder et al., 2020). In addition, the hotel is dedicated to gaining a thorough grasp of the many viewpoints of its guests and employees, as well as its partners, suppliers, and owners. "The Company will constantly try to represent the worldwide communities. The new head of Hilton's ethnic and diversity engagement, “Andréa Richardson”, has promised that every visitor to Hilton would get special treatment. In Richardson's view, It is well known that travel can alter one's perspective, and as such, the world is a vibrant mosaic of different cultures and colours. As a result, hotels like the Hilton aim to create a welcoming environment for guests from all walks of life and all walks of life's belief systems and races. The Hilton Hotel strives for inclusiveness and diversity in all aspects of its operations, from the way it cultivates and engages its clients to the way it sources its employees (Mardani et al., 2012).
As Hilton demonstrated with their “Balanced Scorecard”, creating the future together requires a relationship between individual and corporate goals (Ertuna et al., 2022). BSC helped Hilton build a mutually beneficial link between personal and business achievement, in which employee ambitions and company objectives are fulfilled. Hilton preserves its strong market position and brand name by focusing on its employees and treating culture as vital as other economic considerations (Chang and Tanford, 2018). Operational efficiency, brand management, loyalty, revenue maximisation, and learning and development are all part of Hilton's “Balanced Scorecard”. Using a perfect score of 100 per cent, each driver's key performance indicators are evaluated. There is a scorecard that tracks customer loyalty, employee engagement (including customer retention and general satisfaction), employee orientation programmes, skills training, and diversity plan performance (Chen et al., 2011).
It is vital to note that the BSC creates a solid link between company objectives and strategy and the execution of team members. Collaboration rather than rivalry flourishes in the workplace when BSC outcomes are consistently communicated at the regional, hotel, and departmental levels (Soliman and Hasanein, 2020). Therefore, best practices are disseminated across the company. Strategic planning and decision-making may be improved by real-time updates on BSC performance, allowing every employee to see their involvement in accomplishing company objectives. This leads to a more autonomous work environment, where team members take responsibility for their acts and behaviours (Chang and Tanford, 2018). Additional incentive programmes, including bonuses and merit raises, are tied to the scorecard. This leads to a more autonomous work environment, where team members take responsibility for their acts and behaviours (Reidhead, 2020).

[bookmark: _Toc106994451]Manager Behaviour at Hilton Hotel 
Hilton utilises the Vroom Expectation Theory, a process theory of motivation, to inspire its personnel. Decisions in an organisation are made to promote pleasure and minimise suffering, and hence their impact on employee behaviour is presumed to be influenced by these choices (Chang and Tanford, 2018). A key aspect of Vroom is that an employee's conduct is influenced by various personal characteristics, including abilities, knowledge, personality, and experience (ONOPREYCHUK, 2020). A relationship is believed to exist between a person's ability to perform and their degree of motivation. To verify the following connection, the theory uses variables like expectation, instrumentality, and Valence. Using Vroom’s methods, the Hilton Hotel's top brass can instil a sense of purpose and meaning in the work of its employees. Additionally, this idea may be used by the company to handle employee issues to keep the team engaged. Hilton Hotel dramatically benefits from the Vroom theory since it encourages employees to participate in the company's operations and motivates them by presenting them with prizes and presents because of their work (Bans-Akutey, 2021). 
Moreover, by working on Vroom's method, managers in Hilton help their employees grow and develop by investing in them and providing them with mentoring opportunities. In addition, leaders are supposed to recognise their team members when they achieve success (Chang and Tanford, 2018). Leaders are expected to build trusting relationships and meaningful ties with their employees. The primary role of a manager is to ensure that workers are not experiencing any troubles while on the job. For any difficulties that the employees may be having, their line manager is obligated to listen to their concerns and provide advice on how to enhance their productivity (Mwiti, 2020). Manager can only help their workers if the management takes the time to listen to their problems and then offers the necessary facilities or services. For the Hilton hotel management, self-rating and employee participation in decision-making is a powerful tool for energising the team (Paraskevas and Quek, 2019). Managers that follow Vroom's theory take advantage of this form of incentive to promote their employees' positions within the company. Moreover, they give employees possibilities for self-actualisation, which in turn encourages them to work harder.
 To improve operational efficiency and production, the corporation will benefit from using theories of organisational behaviour, such as “Path-Goal theory”. Path goal theory is a leadership theory that may be applied by Hilton Hotels' leaders and managers to improve the operational performance of the company's staff (Abardeh, 2022). When it comes to managing the personnel at Hilton Hotels, it allows a department head or manager to specify the anticipated outcomes from each employee, as well as the method by which those objectives should be achieved. As a result, the employee is presented with a specific objective to work toward over the course of their day. As a result, the company's workforce and personnel in various departments are more productive (Linxi, 2021).
The management of Hilton Hotels will be able to influence and improve the performance of the company's workers by better assessing the strengths and limitations of their workforce. This knowledge will help them split up responsibilities within the organisation (Chen et al., 2011). All personnel will be able to carry out their tasks more successfully and efficiently, which will boost the overall efficiency of the company's operations (Domi, 2020). An understanding of a workforce's strengths and shortcomings will guarantee that the workforce operates in a meaningful manner to accomplish operational objectives by using their abilities.

[bookmark: _Toc106994452]Hilton’s Strategic Direction on Current Business Performance
To keep its current consumers, Hilton Worldwide adopted various methods, including loyalty programmes (Chang and Tanford, 2018). To entice guests, Hilton offered a variety of packages tied to specific events, each of which included savings, freebies, and other perks. Additionally, Hilton has implemented several training programmes to guarantee that its service quality remains consistent at all its locations (Mardani et al., 2012).
In today's hotel information system, Hilton has reacted with innovation and understood the demand for rapid and accurate information (Bauder et al., 2020). While supporting operations for the entire chain of Hilton hotels, Hilton's “OnQ system” exemplifies creativity and a willingness to adapt to new technologies. The system also allowed Hilton consistent service regardless of the hotel's size or segment at any point of contact with a client (Chen et al., 2011). The three pillars of Hilton's approach to re-establish trust and confidence in travel and their brand are product innovation, creative marketing, and customer engagement. Travellers' priorities shift in the event of the pandemic. For them, cleanliness and safety are more important than the facilities and service clients want in a hotel. Programs like this one were put in place by Hilton so that they could compete with the level of comfort and security individuals get at home (Mardani et al., 2012).  
 As evident as the demand for clean rooms may have seemed during the epidemic, social listening may have provided information on which cleaning products Hilton's audience most trusted and their want for a visual clue. Hilton may have discovered the insight that people trust and do not always trust someone's word that something has been cleaned by listening to social conversations (Ertuna et al., 2022). 

[bookmark: _Toc106994453]Business Impact and Challenges for Hilton – COVID-19
The section now discusses how Hilton Group managed the business impact and challenges of the global pandemic of COVID-19.  The pandemic created unprecedented challenges for the group as travel activities were restricted and ceased. The management of Hilton Group took proactive measures to control the impact of COVID-19 on Hilton’s operations and activities until the crisis passed and business gradually started to resume.  The first-quarter results of the year 2020 for Hilton Group were not significantly impacted by the pandemic, however, with the increasing rise in a pandemic, the financial results of Hilton Group were adversely impacted during the last quarter of the year 2020 and this situation remained till the year 2021 for the business group.  Different strategies were proposed and implemented by the management of Hilton Group to mitigate the impact of COVID-19 and its challenges which are as follows:
1. Hilton upgraded customer connection by ensuring productive teamwork during remote working for the provision of a distraction-free environment for their clients and guests.
2. Marketing creatives were also being taken by Hilton Group as a part of the Global Marketing Campaign. This was done through the use of the FOMO technique to make customers reminded about vacations and adventures. 
3. Hilton Group launched CleanStay initiatives in some of its hotels to ensure the same level of care and diligence for its prospective clients and customers (Hilton, 2022).

[bookmark: _Toc106994454]Conclusion
Every firm has a distinct brand identity. However, more than most people understand, a company's success is heavily influenced by its culture. Internal measurements that relate performance to an ever-changing business environment provide a competitive edge in a company's culture, which is the consequence of consistent enforcement and internalisation of organisational values. This hitherto unexplored route to success has been blazed by Hilton. An award-winning corporate culture enables Hilton to deliver industry-leading service and excellent market success.
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