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[bookmark: _Toc167815727]Introduction
The report is about Hilton Hotels, a well-known hotel business around the world. It shows how Hilton works, what problems it faces, and what its future holds by studying its corporate culture, strategy, change programmes, and financial results. By discussing important parts of Hilton's operations and management, stakeholders can gain a better understanding of the company's strategic positioning and success in the competitive hotel industry. Conrad Hilton opened the first Hilton Hotel in 1919. Since then, its dedication to sustainability, new ideas, and top-notch customer service has helped it become a major global hotel brand. Since Hilton has rooms and spas in more than 100 countries and places, the company can meet the needs of a wide group of people (Hilton Hotel, 2024). Whether people are there for work or vacations, well-known hotel brands like Halfmarathon, Hilton, Waldorf Astoria, Conrad, and Hampton by Hilton all offer something unique to their guests. Hilton Hotels wants to be the most welcoming company in the world, so it puts customer satisfaction, organized processes, and making moral decisions at the top of its list of priorities. The group's Travel with Purpose 2030 plans aim to lower carbon pollution, protect natural resources, and encourage community growth as proof of its commitment to sustainability (Hilton Hotel, 2024). Hilton is presenting itself as a global growth engine by focusing on the customer, coming up with new digital ideas, and forming smart partnerships. 
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(Source: Hilton Hotel, 2024)
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Structure
The Hilton Hotel Group is set up in a hierarchy, like most big businesses. In this company, there is a clear chain of command that goes from the chief executive officer (CEO) at the top to the lowest-level employees (Reidhead, 2020). The method for reporting works well and is well-organized because everyone knows what their job is at every level. This set-up works well for businesses like Hilton that have areas like front desk, marketing, cleaning, food and beverage, and so on. Because of the organizational structure, which makes sure that each level has an expert manager, operations can be simplified and control can be done well. But if employees have to answer to more than one level of management, they cannot get as much direct control and cannot be able to make decisions as quickly (Mishurova et al., 2020). 
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Figure 1: Hilton’s Organizational Structure
Cultures 
In line with most hierarchical cultures, the Hilton Hotel Group has a standard corporate structure with a clear chain of command and clear roles and duties at every level. Companies with a lot of different areas, like Hilton, which is in charge of marketing, cleaning, food and drink, and the front desk, need to put this culture first (Whitely et al., 2020). In managerial cultures, stability, regularity, and slow change are highly valued as ways to keep service levels high and make sure customers are satisfied. Charles Handy's model of corporate culture shows that the company works based on clear roles and responsibilities, with a focus on rules, laws, and specific job titles. It is important to provide great service and keep things going smoothly in the hotel business. This organisational structure helps with both of these goals. In Hilton's rigid system, there are clear ways for employees to upgrade. When jobs and responsibilities are clear and ways to get better in the company are easy to see, employees are more involved in their work and tend to stay longer. Focusing too much on following set processes can make it difficult for the business to respond to changing market conditions and put new plans into action (Maclean et al., 2020). 
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Figure 2: Handy's Organizational Culture 
(Source: Maclean et al., 2020)
Goals
As part of its Travel with Purpose 2030 campaign, Hilton set high goals for environmental, social, and governance (ESG) issues (Lee and Legendre, 2023). These goals will help the hotel giant reduce its damage to the environment while also helping communities around the world. These goals, which are in line with the UN's Sustainable Development Goals, show that Hilton wants to run a business that is both moral and good for the environment. As of 2008, one of the main goals is to cut in half the amount of carbon emissions from managed hotels in Scopes 1 and 2. It is expected that Hilton will cut by 45.1% by the end of 2023. They have already made a lot of progress towards this goal. The hard work of the company to cut down on energy waste and use more renewable electricity has paid off, as they reached their goal. Also, starting in 2008, Hilton plans to cut the amount of Scope 3 carbon emissions from franchised hotels by 56%. To reach this goal, the business will work closely with their franchisees to make sure they reduce their waste and do things that are good for the environment (Russen et al., 2024). If carbon emissions are cut to this level, it will set off a chain reaction in the hospitality industry as a whole. Hilton is making a positive difference in communities all over the world by putting these projects into action. These projects not only help the earth but also create economic and social chances. By focusing on ESG goals, the company is making sure that its growth is good for people and the environment. 
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Sustainability Initiatives
The goals of Hilton's Travel with Purpose 2030 program are to make the biggest difference in the world while also leaving the minimum carbon footprint. The fact that Hilton cares about the environment has done great things for the company's image and customer satisfaction (Matteucci, 2020). Attracting eco-conscious tourists and reducing resource use have both added to cost saves. In addition, Hilton has been recognized and praised by both sustainable organizations and its peers in the hotel sector for its commitment to sustainability, placing it as a pioneer in CSR. Hilton was able to successfully handle these efforts because it blended sustainability into its business plan, engaged partners, and set clear goals (Nicolau et al., 2021; Ashton et al., 2020). The unshakable commitment of the company‘s leadership to sustainability shone through in every one of its assets. To further ensure that all employees were matched with the company's eco-friendly efforts, Hilton spent in training and development programs. Furthermore, by creating relationships with sustainable groups and suppliers, Hilton was able to successfully achieve its sustainability goals while also driving innovation. 
Digital Transformation
Hilton invested in digital transformation efforts to improve speed and better guest service. Some of these improvements are digital check-in, secure room entry through the Hilton Honours app, and personalized guest services that are driven by data analytics (Achmad and Yulianah, 2022). The simplified processes have increased employee output and cut down on wait times at the check-in desk. These projects have helped Hilton stay competitive in the hotel business, which is always changing. They have also made people more loyal to the brand and brought in tech-savvy tourists. Hilton spent in IT systems, trained staff, and kept guests interested in order to handle the digital shift well. One amazing thing about the company is that it can quickly and artistically adapt to changes in technology while still protecting customer data and keeping it private (Guix and Font, 2020). Using customer comments and data analytics, Hilton also made digital services and personalised offers better, which made guests satisfied and more faithful. 
Expansion and Diversification
Hilton actively sought out opportunities for growth and diversification so that it can reach new markets and make more money (Zeng, 2021). As part of this plan, new hotel brands were created to cater to specific types of customers, like those planning luxury or lifestyle vacations. Hilton has made more money and a bigger presence around the world because of its attempts to diversify and grow. The company has seen an increase in both brand trust and market share since it has moved into new areas and started serving a wider range of customers (Figueira et al., 2023). Hilton's diverse business makes it easier for the company to handle economic downturns and changes in the industry. It also makes the company less reliant on any one source of income. Under the leadership of Hilton, growth and development were successful because of careful market study, strategic planning, and relationships. Using the worth of its name and putting out new, unique products, the company showed it can change with the times and meet customer needs (Deng, 2022). Hilton also put a lot of emphasis on strategy and brand uniqueness to make sure that each new brand connected with its intended audience and brought in new customers. 
Organizational Restructuring
Hilton changed its work procedures internally to improve customer service, make things run more smoothly, and save time. Part of the process was redefining jobs and duties, making processes more efficient, and setting up new success measures (Reidhead, 2020). Because of the reorganisation, processes are now more efficient, costs are lower, and the standard of service is higher. Hilton has also shown that it can adapt more quickly to changes in the market and in what customers want by improving its processes. Hilton put a lot of effort into making sure the organisational change went smoothly (Madilo et al., 2021). They did this by keeping lines of communication open, getting employees involved, and giving them training and support. The company's leaders did a great job of making the change go smoothly and making sure that each employee's goals were in line with the company's goals. While the company was reorganising, Hilton also tried to boost employee involvement by showing gratitude and praising employees for their hard work. 
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Hilton Hotels, a well-known hotel chain, aims to make more money by giving customers unforgettable experiences (Arkorful et al., 2021). The report will discuss the Hilton's current business success, predict what it will do in the future, and analyze its strategic situation. Hilton's purpose, vision, and principles are based on three main ideas; encouraging innovation, pushing eco-friendly practices, and providing great guest experiences. These ideas shape the way the company's plan moves forward (Bharwani and Mathews, 2021). The goal is to become the most welcoming company in the world, and the mission is to make a good difference in the lives of tourists, employees, and communities. Hilton makes choices and runs its business based on values like honesty, kindness, leadership, teamwork, and ownership. 
One of Hilton's main goals has been to make customers satisfied and more faithful by giving personalised service, cutting-edge facilities, and easy digital links. Its impact is growing around the world by building sites in developing countries and making important relationships. In order to make its business more sustainable, it works to involve local communities, lower its effect on the environment, and support fair sources, among other things. The company relies on its wide range of brands to meet the different needs of its customers and adapt to their changing tastes. There are several reasons why Hilton Hotels has become the leader in the hotel business. Customers trust and stay at Hilton hotels because of their unique designs and great image, which has helped them become the best hotel chain in the world (Liu et al., 2020). Hilton can serve a wide range of tourists in more than 100 countries and territories because of its large property network, which includes high-end vacations, budget hotels, and lifestyle brands.
Hilton's investment in digital technologies like the Hilton Honours app and cashless check-in shows its dedication to new ideas and making the guest experience better (Shin and Jeong, 2022). Because of its Travel with Purpose programs, Hilton is a great investment for tourists and people who care about the environment. These programs have put Hilton at the top of sustainable hospitality standards (Duric and Potočnik Topler, 2021). Hilton Hotels has shown that it can handle changes in the market and problems like the COVID-19 pandemic. By being strategic, Hilton was able to keep its market share and financial performance strong even when trip demand temporarily dropped. Room rates, food and drink sales, and other services are some of the ways Hilton gets money (Kim et al., 2022). This has helped them better deal with changes in the number of people who want to travel. Hilton has kept profits high and spending low during difficult times by lowering costs and making operations more efficient. 
[bookmark: _Toc167815731]Conclusion
From the above report, it has been concluded that the Hilton Hotels' formal structure, strong culture, and goals show how well the company can handle its resources strategically. The company has become a global hotel giant by always going the extra mile for customers in terms of new ideas, safety, and service. Hilton has recently made changes that have improved the company's image, made guests satisfied, and increased profits. These projects have done a good job of running sustainable plans, digital transformations, growth, and reorganizations. 
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