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Introduction
An American international hospitality firm, Hilton Worldwide Holdings Inc., formerly Hilton Hotels Company, functions and permits a sizable collection of guesthouses and resorts. Conrad Hilton established the company in May 1919; Christopher J. Nassetta is the current CEO. Leading hospitality corporation Hilton owns, maintains, and franchises more than 2,000 hotels nationwide under 18 brands in various market sectors. It has established its sites in significant urban hubs, near to airports, convention hubs, and important tourist spots around the world. The brand provides to both commercial and vacation travelers (Noonan, 2017). This research aims to assess the Hilton Hotel Group at both the corporate and individual unit levels. The organization's strategic directions, present business performance, organizational structure, culture, and goals will be explained. Additionally, it will examine the most recent initiatives for change, their results, and how well they were handled.
The Organization Structure, Culture, and Goals of Hilton Hotel Groups
Divisional would be the best way to characterize Hilton's organizational arrangement. Due to the company's enormous scope—13 products and 140 million visitors served in 2015—the Hilton structural organization is hierarchical. The following divisions make up Hilton's organizational structure, which can alternatively be characterized as divisional:
· Hilton Universal possesses or charters 146 hotels with 59,463 lodgings under its division.
· There are 4,419 hotels in the organization and permit fragment, totaling 691,887 accommodations.
· There are 7,152 units and 45 properties in the timeshare category.
Ownership, management, and franchising are the first two divisions governed by Hilton Hotels & Resorts. At the same time, timeshare is managed by Hilton Grand Vacations, a completely independent corporation that was spun off from Hilton Hotels & Resorts in 2008. The restructuring strategies happened soon after CEO Christopher J. Nassetta took over the company in 2007, which involved spinning off Hilton's timeshares into a different company (Jones, 2019).
This study discovered that the mission, vision, and value statements that guide every organizational component at the corporate level also define the culture of Hilton. A culture that gives Hilton a distinct competitive advantage is also maintained and reinforced by award-winning incentives, recognition, and training programs. Hilton must continuously update measurements that link employee productivity with corporate objectives at the individual level to maintain market leadership (Matteucci, 2020). It is advised that other hospitality businesses adopt its cultural customs as a standard. Team members at Hilton Worldwide live by a set of critical values that form their business culture. They provide outstanding guest experiences in the hospitality industry. Integrity: They consistently act morally upright. Leadership: they take the lead in their communities and their sector (Reidhead & 2020).
The Hilton Guesthouse's primary objectives are to turn a profit by marketing several services like room facility, dinnertimes, or even commercial expansion to intensify deals and patronage. Additionally, they hope for company expansion and achievement. At the corporate level, Hilton's commitment to redefining sustainable travel is known as Travel with Purpose. Hilton promotes positive environmental and social change through its operations, supply chain, and community involvement. Hilton is dedicated to generating good social and environmental impact in every market in which it competes through Travel with Purpose. Hilton unveiled its Travel with Purpose 2030 objectives in May 2018 (Okumus  et al, 2019). Hilton announced plans to lessen its ecological influence by half and rise its investment in public influence. With the introduction of its 2030 goals, Hilton may now set specific objectives to help it advance the UN's 2030 Sustainable Development Agenda (Zeng, 2021).
Recent change initiatives in Hilton Hotel Groups
At its American properties, Hilton is doing away with daily housekeeping. Before the epidemic, most hotels practiced daily housekeeping. However, according to a story in USA Today, Hilton has decided to discontinue its automatic daily housekeeping services. Instead, the business will only provide the service upon request from visitors. The pandemic caused these changes, but even after that, Hilton did not change this strategy and made it a companywide policy (Nelson et al, 2017). The industry's move away from daily housekeeping has become a contentious issue, with some union organizations representing the hospitality sector claiming that less frequent room cleanings jeopardize housekeepers by making their jobs more difficult. However, this was managed well because, on the fifth day of an extended stay, comprehensive cleaning of the guest room is done automatically. On request, daily housekeeping is provided at American homes.
Another initiative is the rewarding of employees in this company. Hilton wants to inspire its workers with motivations. This method increases worker inspiration and determination. They therefore work more efficiently. The first is a program offered by Hilton called "Catch Me at My Best." The best-performing employees can be nominated for awards by customers. This is well managed because the management ensures that employees have a pleasant environment to work in. Resources provide its employees with attractive furnishings, delicious food, and free Wi-Fi, in addition to fostering a sense of community among its personnel. Keeping the workforce content is an essential and crucial component of the company's strategy. To do this, the company has strived to ensure that all its team members have access to attractive and valuable Hilton employee benefits (Tien, 2019). 
These benefits run the gamut and include everything from health and welfare to income and retirement. As a result, with these in place, it has become clear that workers who receive the best assistance and perks perform better and are more engaged (Bibi et al, 2022). To accomplish corporate goals, reward systems serve to improve employee performance through boosting staff skills, knowledge, and capacities. Employee engagement and performance can be enhanced via recognition and rewards. According to investigation, businesses with actual acknowledgement and occupation expansion plans outperformed those without them in terms of output, income, client retention, and employee preservation. Employee engagement rises due to rewards and recognition, improving retention and fostering a happier workplace environment (Thomas, 2021).
The strategic direction of the organization and current business performance
Hilton's ESG policy, Travel with Purpose, objects to redefine and develop maintainable travel globally. By 2030, they intend to drastically reduce their environmental footprint while substantially boosting the social effect as part of this approach. Senior management is in charge of managing the organization strategically. Rather than being a one-time occasion, strategic administration is a frequent action (Rahman & Reynolds 2019). To change the organization's culture, top leaders must develop into strategic thinkers and leaders. Without solid leadership, developing and implementing a strategy would not be possible. Hilton has the following values: 
H stands for Hospitality. The company takes great pride in providing outstanding guest experiences. 
             I- integrity means that they always act morally upright. 
L- leadership in our communities and within the industry, they are leaders.
T is for teamwork; they work together in whatever they do. 
O for ownership, the choices and actions made belong to them. 
N is, for now, meaning that whatever they plan to do, they do it at that particular time.  
Hilton Hotel mainly emphasizes on developing guesthouses where the target market is well-liked. The brand targets middle-aged and senior professionals between the ages of 26 and 60 who make a high revenue and come from the higher social class. Creating an organization's strategic plan is the first stage in strategic management (Huckestein & Duboff, 1999). Staff members in Hilton Resorts' management roles must comprehend the goals and objectives set forth and the methods they will take to achieve them. The company has an organized group that is governed and structured to achieve its overall purpose.
Three divisions make up Hilton's business: timeshare, ownership, management, and franchise. These business sectors complement the corporation and allow it to use its powerful brands and large operational footprint. According to a study, the mission, vision, and value statements that guide every part of the company influence the ethos at Hilton. A culture that gives Hilton a distinct competitive advantage is also maintained and reinforced by award-winning incentives, recognition, and training programs. For the nine months completed September 30, 2021, net income (loss) and accustomed EBITDA were $259 million and $1,117 million, correspondingly, as opposed to $(495) million and $638 million, individually, for the period ended September 30, 2020. This is a recovery compared to 2019, showing that the current business performance is doing well (Chang, Ku, & Chen 2019). 
While the COVID-19 pandemic according to (Sharma, 2021) continued to have a detrimental impact on Hilton's commercial and hotel operational figures for the three months and year ended December 31, 2021, Hilton's outcomes significantly upgraded related to 2020, which can be attributed to an increase in travel and tourism. Due to the pandemic, some hotels temporarily ceased operations throughout 2020, although most of those hotels had resumed operations by the start of 2021. It is incredible how this hotel manages to stay at the top despite being hit by Covid-19, which affected this sector mainly (Nain, 2018). Hilton added 94 new hotels with a combined 16,100 rooms in the fourth quarter of 2021, achieving net unit growth of 13,100. Hilton added 414 unique hotels with a combined 67,100 rooms over 2021, achieving net unit growth of 55,100. Its specialized service brands continue to expand, with Hampton by Hilton adding more than 30 hotels during the fourth quarter, totaling 4,300 rooms.


Challenges brought by covid-19 at Hilton group hotels
Shares of the American hotel operator fell more than 1% before the bell as an increase in COVID-19 cases and tighter travel restrictions in several regions of Europe, and Asia caused quarterly profitability to fall short of expectations. In the first quarter, Hilton reported that it shut down 275 properties—mainly in the US and Europe—due to the epidemic, down from around 730 a year earlier (Scarantino, 2018). As more individuals feel comfortable flying again as coronavirus vaccination rates rise, the business reported: a "significant improvement" in reservations in March and April. However, the group has managed the group impact by keeping the demands of its clients at the top. This is how Hilton has remained at the top despite the challenges brought by the pandemic. 
Nassetta says, "our top goal continues to be ensuring the safety and security of our visitors, staff, and owners even though we are now going through unheard-of circumstances due to the COVID-19 outbreak. "We have also taken preventative steps to safeguard our company, such as our cash situation (Shin, 2021). We feel that we are in a good position to navigate this crisis and ultimately emerge stronger because of the resilience of our system and the commitment of our people”. With a 92 percent completion rate for the annual global team member survey, Hilton's robust people initiatives frequently come directly from Team Member feedback. Unlike many businesses, Hilton offers hourly and salaried Team Members the same competitive benefits (Ertuna, 2022). The way Hilton treats its staff is one of the reasons it has managed to stay at the top. Hilton has uncovered the secret that content employees produce high-quality work. Customer satisfaction is gauging how well the services live up to the guests' expectations. As a result, the attributes that tend to satisfy customers at Hilton Hotels will be the focus of the data gathered. This has managed to impact the business positively.
Product invention, advertising vision, and client linking seem to be the three insight-driven supports of Hilton's strategy to stimulate new trust and assurance in travel and its product. The Hilton Corporation's headquarters are in Tysons Corner, Virginia. It employs a transformative leader's leadership style. Conrad Hilton created these methods and utilized his charisma to inspire workers so they could give guests a high-quality experience (Czyzewska & Roper, 2017). He had a reputation for inspiring, energizing, and inspiring others to follow his ideas. Hilton doesn't have to participate in creating new guesthouses since of its franchise-based business model. When the hotels open, Hilton can begin charging franchise and management fees after developers have covered the first costs (Zhu, 2019). Hilton's vast array of hotel brands includes luxury, higher upscale, upscale, upper midscale, midscale, and timeshare properties. Internationally, Hilton Hotels Corporation is acknowledged as a leading provider of hospitality services.
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