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						Structure
	The structure of the Hilton group serves as the model for all of the hotel chains that are part of the Hilton group. Because of the scope of the Hilton brand, the corporation was required to organize its operations hierarchically (it operates under 13 distinct brands and has more than 140 million clients in 2015 alone) (Achmad & Yulianah,2022). The following subparts of the company make up the business, and Hilton's management style can also be interpreted as a divisional organizational structure:

	The ownership portion of the company consists of 146 hotels with a total of 59,463 guest rooms (Achmad & Yulianah,2022). The corporation owns all these hotels outright or leases them all to itself. The franchising division manages 4,419 hotels with a total of 691,887 guest rooms. In the vicinity of the timeshares, there are a total of 45 properties comprising 7,152 individual timeshare units (Achmad & Yulianah,2022).
Since 2007, when he took over the company, Christopher J. Nassetta has served as President and Chief Executive Officer of Hilton Worldwide. Before that, he was the Chief Operating Officer. Since that time, he has engaged in the following activities and implemented the following changes (Achmad & Yulianah,2022):

	Because of the sluggish restructuring of senior management, as of the end of June 2014, the hotel had maintained only roughly 30 percent of the top 100 posts in the most senior management. It occurred directly because they implemented the adjustments gradually over time (Bibi, Khan, Hayat, Panniello, Alam, & Farid,2022). Hilton Worldwide's many business units and the corporate office can communicate and work together more effectively due to adjustments that have been made to the company's organizational culture.
The company's culture needs to shift so that employees feel like they are a part of a team, and decisions must be made more quickly across all levels of the organization. These objectives must be achieved (Bibi, Khan, Hayat, Panniello, Alam, & Farid,2022).
	Because of the increased level of integration between timeshare properties and Hilton Worldwide, the amount of money produced by timeshare properties increased by 44 percent over the six years. Although the company relocated its headquarters from Beverly Hills, California, to McLean, Virginia, only approximately 100 of its 500 employees made the trip with them (Bibi, Khan, Hayat, Panniello, Alam, & Farid,2022).


					Culture and goals
	Like most businesses, Hilton has a purpose, vision, and values. Hilton only works with these. Hilton strives to "be the most hospitable organization around the globe" by providing "sincere experiences and feelings for Guests, meaningful opportunities for Team Members, outstanding value for Owners, and a good effect in our communities (Bibi, Khan, Hayat,Panniello, Alam, & Farid,2022)." Ensuring every hotel guest has a good time, they intend to "flood the planet with hospitality." Hospitality, honesty, leadership, working together as a team and ownership are now are HILTON values. Each is explained below. Hospitality aims to please guests. Honesty requires moral behavior. Their leadership makes them prominent in their community and field (Bibi, Khan, Hayat, Panniello, Alam, & Farid,2022).
	Teamwork requires social skills. To own your behavior, you must accept responsibility. Now means quick and organized action. These comments offer advice on how to act; they're not useless platitudes. Hilton's purpose platform includes its mission, vision, and values (Bibi, Khan, Hayat, Panniello, Alam, & Farid,2022).
The Hilton Code of Conduct requires honesty. This code governs team behavior. Management and workers comply with all regulations, laws, and policies. Anonymous complaints to Legal Compliance Members should report ethics or standard violations. Hilton's "no retaliation" policy encourages employees to ask for help and address difficulties without fear (Bibi, Khan, Hayat, Panniello, Alam, & Farid,2022).
Travel with Purpose promotes Hilton's global hospitality purpose. Corporate citizenship promotes community leadership. Global Give allows Travel with Purpose team members to volunteer during Global Week of Service (Chi, Gursoy,& Chi,2022).
	Hilton wants the world's friendliest employees and guests. Hilton CEO Christopher Nassetta worked with Under Armor to design a comfortable, effective suit. The 2016 Heart of House campaign includes six activities, including this one. Heart of House is one way Hilton cares about, respects, and values its employees  (Maclean & Suddaby, 2022). This is done by offering high-quality food and updating amenities, eating spaces, and break rooms (including free meals for employees on shift) (Chi, Gursoy,& Chi,2022).
Hilton's management upholds its Purpose, vision, and values. Hilton's leaders must uphold moral standards. "For All" executives respect both employees and tourists. The program recommends leaders have relationships, goals, progress, and trust. Hilton's leaders must provide a comfortable environment for personnel with communication difficulties. Leaders must set clear, attainable, and compelling goals for followers (Chi, Gursoy,& Chi,2022). Leaders must invest in their team's development. Leaders must recognize good teamwork. Leaders must ensure strong team relationships and clear communication. Mission, vision, and values shape the company's culture (Ying-chang & Chien, 2011).
	Internal marketing at Hilton Hotel Company motivates and engages employees. The Hilton Apprenticeship Academy allows people to learn from licensed experts on the job, gain mentorship, and grow. To build a "giving back" culture, people must labor, network, and join groups.
It indicates that people will always respond the same way to a certain method. Everything in hospitality relies on worker and client relationships (Kim  & Jee, 2012). Hilton Hotels defies the typical approach. Since individuals make up companies, Elton Mayo's research suggests focusing on their wants and goals. Hilton's personnel is valued. Group membership affects a person's identity. Consider them as units, not as individuals. Hilton Hotels gives its worker's job progression chances such as "Elevator," "Finesse Finance," and "MDP" Hilton Hotels employs HRM to equip front-line employees.

			RECENT CHANGE INITIATIVES

				1. Hotel Design Evolution
	Renovating the hotel's entrance. The pandemic changed lobbyists' expectations. Congested areas might make leaving home uneasy. Reunions will happen. Travelers crave cultural interactions.
Our hotel public spaces encourage social distances, allow contactless guest trips, and remove interior-exterior borders. People will have safe places to socialize and leave their homes. Our hotels' lobby bars are busy places. Using flexible and movable portions, our guests can improve connections or comfort. Architectural screens activated by biophilia and art will be paired with movable dividers and innovative seating. Engineers and scientists clean the air and promote biophilia. More natural light and air make our venues safer, warmer, and more welcoming.
The epidemic has changed how we design hotel lobbies, but the modifications are consistent with our objective to provide warm, welcoming places where tourists may bond (Chi, Gursoy,& Chi,2022).
				2. Contactless Guest Experience
	Hilton's best-guest-experience strategy varies with customer expectations. Future hotel guests will be digital. Guests use the Hilton Honors app for contactless check-in. Visitors can get a Digital Key to their  rooms in the hotel, gym center, pool, and other key-required facilities using the Hilton Honors app to check-in and book online. Digital Key allows Honors members to skip the Front Desk.
Since 2015, Hilton's Digital Key has grown quickly. In 80% of Hilton's 6,400 hotels in 45 countries, it's opened 111 million doors. Continue contactless. Three years ago, Hilton unveiled a high-tech guest room that guests can customize on their mobile devices. Light switches, thermostats, and T.V. remotes are less accessible. Minimalist hotel rooms and public spaces. Hilton discontinued tossing pillows years ago. No notepads, pens, booklets, or room-service menus.
				3. Emphasis on Cleanliness
	Future travelers will see more transparency. Cleaning was done when few were around. Hilton CleanStay's tighter cleaning regimens reassure guests. This view lasts.
Hilton is teaming with Reckitt, creators of Lysol® and Dettol®, to improve housekeeping globally. Guests can choose cleaning services, soap, and towels.
These new standards will accommodate hotel customers (Gip, The Khoa, Guchait, Fernando Garcia, & Pasamehmetoglu, 2022).
				4. Creativity at Play
Pandemic or not, food and drink unite people. The hospitality and restaurant industries showed how far people would go despite constraints, especially in winter when families congregated in igloos or parkas around outside heaters. Hilton employees use creativity to provide exceptional food, drink, and service. Conrad Washington buffets. Elegantly portioned food is served during events. Hilton EventReady and CleanStay are included. Cocktail pouches and meal bundles are hotel add-ons (Gip, The Khoa, Guchait, Fernando Garcia, & Pasamehmetoglu, 2022).

				5. Flexibility
	People worldwide are more comfortable with online video meetings and home office visitors. In-person meetings are more effective than computer-based ones. Hybrid event delivery will become more important as the untethered workplace merges with in-person events (Ertuna, Gu, & Yu,2022). Event planners want locations with on-site, online, and skilled assistance. Hybrid Solutions from Hilton EventReady and CleanStay. This new suite offers customizable client incentives and connects event planners to Hilton's hybrid-ready properties. Results? First-time adopters report improved attendance, engagement, and guest pleasure. Members enjoy benefits. The pandemic boosted loyalty program enrollments. Hilton reassured stranded travelers. These upgrades prolong Hilton Honors Point expiration dates and incorporate 2021 program features. Hilton Honors members receive flexible perks, unique incentives, and unique experiences. Members enjoy the best deals on Hilton.com or the app (Ertuna, Gu, & Yu,2022). Members can earn Hilton Honors Points on qualified hotel spending and with relevant partners to redeem for free nights at more than 6,400 Hilton properties and with select partners. Hilton Honors analyzes its membership program. Hilton Honors eliminated the 2021 level, milestone, and Free Weekend Night Reward certificate expiration dates. We'll offer flexibility and value (Ertuna, Gu, & Yu,2022).

				CHANGE DIRECTION
				Growth
	The hospitality business grows as tourism increases in the U.S., China, Australia, and other countries. Hospitality and tourism are strongly linked. Hilton grew faster than rival Marriott, which grew 7.64 percent annually. Hilton's CAGR was 16.42% versus Marriott's 7.64%. While some advances didn't directly affect the hotel business, they did. Transportation, I.T., and communication technology will affect the hospitality industry  (Hsiao  & Chuang, 2016) Communication and information technology developments could reduce client demand. Clients can schedule excursions online, compare rates and services, and business talks won't be needed on the route (Raza & Khan, 2022). Fewer customers will buy. The growing hospitality industry would provide customers with more negotiating power (Iraldo, & Battaglia, 2017).

			The Rate of Change in Technology
	Discoveries and developments happen constantly. Therefore, technological progress is measured in minutes (Schwartz, 2022).  While technological advances may not directly affect one business or industry, they will affect others. As the digital economy grows and more people use the internet, businesses must find new ways to interact, market, promote, and sell their products 
(González-Rodríguez & Okumus, 2019). Hilton built a company website in 2010 since more people used cell phones. Hilton introduced mobile apps in 2012 that let smartphone users book rooms, research hotels, and more. Hilton can meet consumer needs and adapt to changes by offering online booking and mobile apps. Information systems and the balanced scorecard are driving Hilton's advancements. Hilton has worked hard to develop its clients and become the world's top hotel chain.
					Product Innovation
	Hilton dominates the industry because it always attempts to improve its amenities, services, and goods. Hilton was the first hotel to place T.V.s in guest rooms, the first hotel brand to adopt green construction, and the first to achieve LEED and Green Seal environmental certifications. Hilton was the first coast-to-coast hotel brand in the U.S. and embraced franchising to encourage expansion. In a continuously changing business environment, employee innovation and creativity are vital. This has helped Hilton generate intangible assets like its inventive culture (Darban  & Rezapouraghdam, 2022).

				Partnership and Learning
	Hilton Worldwide renamed itself Hilton in 2009 to encourage employee learning and development. Hilton Worldwide University (HWU) was created to help the corporation succeed. Hilton began training its staff as customer happiness became a primary goal (Irina, Liu, Yang, & Zeng,2022). Due to Hilton's 5,000 locations and 15 brands, it isn't easy to teach all employees the same way. Hilton must improve personnel management, leadership, and professional advancement (Reidhead, 2020). Hilton must work with Harvard Business Publishing, Cornell, Wharton, and IMD to receive content. Hilton developed staff skills and expertise using cash, cutting-edge I.T., brand awareness, customer understanding, and highly talented human resources (Cheng & Wang, 2016). Hilton's technique was in keeping with its goals, which included providing exceptional customer service and ensuring customer satisfaction.

			BUSINESS PERFORMANCE
	The most up-to-date commercial and financial information available for Hilton Hotel Group
Hilton (NYSE: HLT) is a well-known international hospitality corporation with more than 6,800 properties and more than 1 million guest rooms throughout 122 nations and territories  (Irina, Liu, Yang, & Zeng,2022). Over its more than 100 years in business, Hilton has catered to more than 3 billion clients, secured the number one spot on a list of the world's best workplaces for 2021, and been recognized as a global leader on the Dow Jones Sustainability Indices for the five years in a row running. The Hilton brand is committed to realizing the vision of its creator, which is to make hospitality an enjoyable and relaxing experience for people located all over the world (Grissemann & Brunner-Sperdin, 2013). Throughout the year 2021, Hilton opened several new hotels daily. He made several technological advancements that encouraged the industry to improve the level of service provided to guests (Kim & Han,2022). The option to reserve confirmed linked rooms, the capacity to share digital keys, and automatic free room upgrades are some enhancements that have developed due to these advancements (Chen & Chu,2011).  Those who book their accommodations directly with the hotel operator can accumulate points that may be exchanged for free stays at Hilton hotels and other experiences that money can't buy. The Hilton Honors program has more than 128 million members, and those who book their accommodations directly with the hotel operator are eligible to accumulate points. Guests can check in, choose their lodging and make reservations for their stay, all from the convenience of their mobile device if they have the free Hilton Honors app downloaded (Kim & Han,2022).
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