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Executive Summary
The following audit examines key aspects of Hilton’s operations, strategy, culture, and ability to manage change in a dynamic hotel industry environment. Hilton operates a global matrix structure that balances brand focus and regional flexibility but requires efforts to cover potential divides. Its culture shows hospitality and drives results yet necessitates more collaboration. Hilton has undertaken major change initiatives to modernize brands, sales channels, technology, and operations. These were executed using Lewin’s model but faced adoption challenges. Strategically, Hilton focuses on growth, differentiation, and digital leadership. Moreover, performance rebounded well post-COVID but faces staffing, supply chain, and inflation headwinds. In addition, the proposed audit has proposed some recommendations that comprise leveraging cross-functional teams, allowing regions more customization authority, involving regional leaders more in change management, injecting collaboration incentives into the culture, targeting growth in Asia Pacific, driving cost discipline to counter inflationary pressures, further differentiating through customization, countering staffing creatively, accelerating technology modernization, and communicating strategic pillars internally. 
Similarly, key areas for future analysis comprise evaluating brand health, diagnosing employee engagement, assessing expansion opportunities, determining technology investments required, and modeling potential loyalty program changes. 
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For the following report, Hilton has been selected as an organisation. Hilton is one of the world’s largest and most recognisable hotel chains, with over 5,800 properties across six continents (Reidhead, 2020). Founded in 1919, it has grown to include 14 brands ranging from luxury to focused service hotels. The hotel industry has faced major upheaval in recent years due to economic conditions, new competition, and shifting consumer preferences. While the industry contracted during the pandemic, recovery is underway (Reidhead, 2020). 
As a result, the following report will analyze key aspects of Hilton’s operations, strategy, culture, and change management practices. The purpose is to evaluate Hilton’s current performance and ability to compete in a dynamic hotel landscape. It will identify strengths to leverage and weaknesses to improve. Similarly, the report will focus on Hilton’s organizational structure culture using Hofstede’s framework, recent change initiatives through Lewin’s lens, and strategic direction benchmarked against competitors. The goal is to offer data-driven, objective recommendations to improve Hilton’s operations and competitiveness. Moreover, this report provides an in-depth perspective into the inner workings of a complex multinational corporation managing brands, franchises, and properties worldwide. The insights gained will be valuable for Hilton’s executive team and add to the academic understanding of managing large hotel chains.
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Hilton operates a global matrix organizational structure combining brand divisional structures with regional geographic divisions. It builds a dual reporting system for properties, which reports to both a brand head and a regional head (Paraskevas et al. 2019). The brand divisions include Hilton Hotels & Resorts, Conrad Hotels & Resorts, Canopy by Hilton, Tempo by Hilton, Motto by Hilton, LXR Hotels & Resorts, and the different focused service brands. This divisional grouping allows concentrated focus on the positioning and development of each brand portfolio. Likewise, regional divisions include the Americas, Europe/Middle East/Africa (EMEA), and Asia Pacific. This geographic structure recognizes regional variations and needs (Ma, 2021).
The matrix structure interlinks well with Hilton’s goals of driving global brand growth while responding to local market conditions. The dual reporting system leverages global scale and brand coordination while allowing regional flexibility. However, matrix structures also lead to ambiguity and conflicts, given the multiple channels of authority (Ma, 2021). A key strength of Hilton’s structure is the focus and accountability it offers for brand management. The centralized brand groups set standards and effectively position brands from luxury to midscale segments. It facilitates new property development under the strongest brands. The regional divisions also capture operational efficiencies across properties in proximity while understanding local cultures and customer nuances (Ma, 2021).
However, a potential weakness in Hilton’s matrix structure is the increased complexity of coordinating dual reporting relationships across brands and regions. It leads to tensions between corporate brand groups and regional teams with overlapping authority lines, causing unclear priorities (Tien, 2019). There is an inherent risk of regional or brand silos forming without adequate lateral collaboration across the matrix (Tien, 2019).
To optimize Hilton’s structure, concerted efforts must be made to actively strengthen communication, cooperation, and integration across matrixed dimensions. More cross-functional teams with members from brands, regions, and functions can improve collaboration and bridge potential divides (Soliman et al., 2020). Hilton’s culture, emphasizing hospitality and excellence, must be leveraged as a unifying force. Furthermore, regional leaders are required to be granted more delegated authority over region-specific decisions to balance centralized brand control and local flexibility (Lu et al. 2019). 
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Hilton cultivates a culture focused on hospitality, relationships, innovation, and corporate responsibility. In addition, employees speak of family spirit and pride in offering excellent service. Hilton invests heavily in training to create a knowledgeable, motivated workforce. The culture emphasizes flexibility, collaboration, and open communication. There is a sense of legacy and heritage as an industry pioneer (Arghode et al., 2022).
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(Fig 1: Cultural Dimensions at Hilton, Source: Google Images)
Likewise, analyzing Hilton’s culture through Hofstede’s framework with the effective application of Figure 1 provides further insights. On power distance, Hilton leans towards the lower end of the scale, emphasizing approachable relationships between staff and guests (Jacobs et al. 2021). Leadership is accessible and inclusive, echoed by (Awaah et al. 2023). However, the multi-layer hierarchy indicates some power centralization. Similarly, regarding individualism versus collectivism, Hilton exhibits a blend. There is a collective spirit and emphasis on teamwork. However, individuals have the autonomy to resolve guest issues using judgment (Puni et al., 2020). Likewise, rewards are based on individual performance indicators. It balances group cohesion with accountability.
Moreover, for masculinity versus femininity, Hilton skews slightly feminine based on its people focus, care for communities, and promotion of work-life balance (Jacobs et al. 2021). However, the culture is also driven and achievement-oriented, with rewards tied to ambitious targets. So, a mix of both masculine and feminine traits is present.
With uncertainty avoidance, Hilton prefers lower uncertainty avoidance with its flexibility, innovation efforts, and empowerment of employees to exercise discretion, also discussed in (Ruiz-Equihua et al. 2020). However, Hilton also sets detailed brand standards and provides extensive training to reduce uncertainty (Tien, 2019). As for long-term versus short-term orientation, Hilton takes a long view given its 100-year history and investment in developing future leaders. In contrast, quarterly earnings pressures in a public company inject some short-term thinking. From the analysis, it can be articulated that the proposed culture generally interlinks well with Hilton’s goals of offering excellent guest experiences and driving growth (Williams, 2023). The service ethos fuels hospitality, while the drive for results spurs innovation and brand expansion. Weaknesses could be tendencies toward too much standardization versus local customization or individual performance focus versus team cohesion (Williams, 2023).
Recommendations to improve Hilton’s culture include allowing regional flexibility within brand standards to allow local responsiveness, building cross-functional communities of practice to share best practices globally, and adding team indicators and rewards to balance individual performance metrics (Awaah et al., 2023). More empowerment of frontline employees will also develop innovation. While Hilton’s culture is fundamentally strong, these initiatives will allow them to improve their alignment with strategic objectives (Gerlach et al. 2021).
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Hilton has undertaken detailed and comprehensive change initiatives across its global operations to evolve its brand portfolio, enhance digital capabilities, streamline operations, and meet changing customer expectations in a dynamic hospitality landscape. Major initiatives have added refreshing brand identities across its portfolio, optimizing sales and distribution channels, consolidating back-office systems, implementing new technology platforms, and restructuring operations to drive efficiencies (Spiridonova, 2021). In addition, several factors have driven the need for these inclusive changes. The competitive environment has intensified dramatically, with new lifestyle brands and consolidation creating larger rivals. Moreover, consumer preferences have massively shifted towards more experiential, authentic, and local hotel stays (Tarkang et al. 2019). Digital disruption has transformed distribution, engagement, and service delivery models through new platforms and apps. Hilton has needed to respond to these forces by reinventing brand positioning, pivoting sales and marketing channels, creating operational efficiencies, and leveraging data analytics across the enterprise (Spiridonova, 2021).
Moreover, applying Hilton’s major change initiatives through the lens of Lewin’s three-stage model offers insights into how the changes were managed. In the unfreezing stage, Hilton prepared for change by clearly and persuasively communicating the rationales for change, including external pressures and evolving guest expectations (Mbi, 2019). Similarly, extensive training was conducted on new initiatives across brands, regions, and functions to equip employees with needed skills. Likewise, changes were tied to Hilton’s vision of delivering outstanding guest experiences (Mbi, 2019). 
Moreover, unfreezing was facilitated through inspirational leadership messaging that motivated and united people. In the changing phase, Hilton managed the challenging task of actually transitioning systems, processes, and mindsets through rigorous testing and piloting of new initiatives (Tarkang Mary et al. 2019). For the brand refresh, new identities were quantitatively and qualitatively vetted. Strong user support was offered during technology platform implementations to help employees adopt new tools. Moreover, remote and on-site training reinforced new best practices. Similarly, resources were allocated to support the complex initiatives required to reorient sales channels, centralize operations, and improve digital capabilities globally (Tarkang Mary et al. 2019). 
In refreezing, Hilton interlinked incentives around change goals, developed KPI dashboards to monitor progress, and frequently solicited user feedback to improve rollouts. Despite thoughtfulness, some changes faced adoption hurdles. The extensive brand revamp required winning over attached franchise owners. In addition, optimizing sales channels prompted internal mindset shifts (Spiridonova, 2021). Back-office centralization initially hindered regional agility. New mobile platforms mandated training to utilize capabilities. 
Overall, the changes have modernized Hilton’s brands, lowered distribution costs, enabled scalability, and elevated personalization. Guest satisfaction scores have climbed. At the same time, managing such immense simultaneous change across global operations has been highly complex. In the future, Hilton has recommended in the following report to focus change efforts on a targeted set of key initiatives with a simple vision to rally the organization (Tarkang et al. 2019). Likewise, cross-functional agile teams can drive faster execution. Therefore, regional change leaders are recommended to be empowered to address local nuances.
Similarly, pilot programs are necessary to test and refine planned changes. Hilton is required to analyze previous changes to identify lessons learned. With careful planning and stakeholder engagement, Hilton will continue evolving successfully (Tarkang et al. 2019).
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Hilton aims to deliver exceptional guest experiences, drive net unit growth, capture market share, increase revenue, and improve enterprise value. Hence, Hilton’s objectives comprise growing to over 1 million rooms globally, innovating brands and digital capabilities, optimizing commercial strategies, protecting loyalty program value, and accelerating growth in emerging markets. Moreover, Hilton has rebounded well from the pandemic, with RevPAR nearly reaching 2019 levels (Jeong et al., 2023). Occupancy rates have recovered to pre-COVID levels across most regions. The pipeline of new rooms remains strong, with over 415,000 approved. However, labor shortages have pressured operations. In addition, supply chain and inflation concerns persist. Financial health is solid, with adequate liquidity and reasonable leverage. Hilton has outperformed competitors in RevPAR growth over the past two years. Profitability lags pre-pandemic levels but is improving (Bekbulatova et al. 2022).
Compared to competitors, Hilton trails Accor in global rooms but leads in high-end luxury, with its Waldorf Astoria brand competing with Ritz London. Hilton’s loyalty program has over 113 million members, surpassing Marriott and IHG. In guest satisfaction, Hilton is rated high for dependability and consistency yet lags boutique brands in uniqueness. Hilton’s margins are lower than Accor but improved in 2021 (Vinod, 2022). Its net unit growth outpaced Accor in the past decade. Hilton’s digital capabilities and mobile app are leaders. Geographically, it has a solid presence across continents, though a lighter footprint in Asia compared to Accor (Vinod, 2022).
Hilton’s matrix structure supports its strategy by enabling brand focus while allowing regional flexibility. The culture of hospitality and service aligns with its goal to deliver outstanding guest experiences (Vinod, 2022). The performance focus fosters growth, market share gains, and strong revenue execution. The innovative culture facilitates the development of new brands and digital platforms. Hilton could further align its culture with strategy by promoting more collaboration across regions and brands to share best practices. More decentralization could also help properties differentiate while maintaining brand standards (Bekbulatova et al. 2022).
As demand normalizes post-pandemic, Hilton has been recommended to focus on growth in Asia Pacific. Tight cost controls will be needed to counter inflationary pressures and augment margins. Furthermore, ongoing brand differentiation can target shifting customer demographics. Further personalization and customisation will counter independents’ uniqueness (Valenzi, 2019). With this, Hilton will leverage its scale to counter staffing challenges with the effective implementation of expanded hiring, training, and retention programs.
Moreover, partnerships will hedge supply chain risks. Hence, accelerating tech modernization will be required to lead digitally. As a result, Hilton should also communicate its strategic pillars and objectives internally to align the organization (Valenzi, 2019).
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The following report has generated key insights into Hilton’s organizational structure, culture, change management, strategy, and performance. A core takeaway is that Hilton’s matrix structure, while complex, enables brand focus and regional flexibility. Its culture of hospitality and excellence drives growth but needs more collaboration. Recent major changes modernized operations yet required meticulous implementation. Strategically, Hilton is focused on growth, differentiation, and technology leadership. Key recommendations are to leverage cross-functional teams to bridge matrix divides, allow regions more customization authority within brand standards, involve regional leaders in change initiatives, inject more collaboration incentives into the culture, focus growth in Asia Pacific, counter inflation through cost discipline, augment margins through differentiation and personalization, address staffing creatively, accelerate digital platforms to lead disruption, and communicate strategic pillars internally. 
Similarly, areas warranting further analysis include evaluating brand health through guest satisfaction benchmarks, diagnosing employee engagement levels by region and function, assessing pipeline expansion opportunities in target cities, determining needed investments to achieve technology goals, and modelling potential impacts of loyalty program changes. Overall, Hilton has been recommended to continue evolving its structure, culture, approach to change, and strategy execution to maintain its premier position in global hospitality.
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