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Executive Summary 
This report provides a thorough analysis of the Hilton Hotel Group, looking closely at its organizational structure, culture, goals, recent change initiatives, and strategic direction at both the corporate and individual unit levels. By incorporating relevant management and organizational behaviour theories, the evaluation offers a critical assessment of Hilton's strategies. Through this detailed examination, the report aims to give a comprehensive understanding of how Hilton operates and manoeuvres strategically within the hospitality industry.
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[bookmark: _Toc166186940]Introduction
It has been seen that organisational goals are quite critical for businesses, as they can define the perfect sense for direction and overall purpose identification. That is why this report has been designed to evaluate the corporate and individual unit-level goals of the Hilton Hotel Group. This way, it will be possible to identify the current approaches, while addressing the gaps for recommendation. 
[bookmark: _Toc166186941]Organisation structure, culture and goals 
Corporate 
Structure: As for the corporate level, Hilton Hotel Group has been identified to convey the accurate purpose of travelling. Therefore, to attract a larger number of consumers, this brand has been seen to implicate diversified social governance for emphasising environmental aspects (Hilton ESG, 2024). The undertaken managerial structure has been quite effective for Hilton to carry the responsibilities at the global level. The organisational structure has been quite effective in understanding the necessities regarding supply chain management and the surrounding communities. 
Culture: Diversity has been an effective component for business organisations to gain advantages at the corporate level. Therefore, it has been identified that organisational culture is quite crucial for businesses, as it helps in managing the required positivity. As for this segment, Hilton Hotel Group can be seen offering an accurate amount of attention towards diversity and inclusion (Hilton, 2023). The hotel group has established an organisational culture that supports inclusiveness, providing equal treatment for people of different age groups, racial identities, disabilities, and others. 
Goals: Sustainability can be considered to be one of the most effective components for Hilton Hotel Group to implicate within the corporate goals. Different aspects regarding environmental responsibilities can be identified to exist with the targeted objectives. As an example, the Hilton Hotel Group has effectively prioritised the carbon emission policy. Therefore, the undertaken approaches have led this brand to reduce carbon emissions by 75% (Hilton ESG, 2024). Further details have reflected the fact that this accomplishment has been obtained, only through the reduced scope 1 and 2. 
Individual Unit 
Structure: The organisational structure of Hilton Hotel Group can be identified to be segmented into certain major sections, management, ownership and franchise. Furthermore, the organisational structure has also clarified that all these divisions are being monitored and supervised by the organisational leadership. Christopher J. Nassetta has been identified as be president and chief executive officer of this hotel group (Hilton corporate-governance, 2024). His guidance has been considered to be quite efficient, as he has the former experience in different higher posts. In previous times, he has been posted at the World Travel and Tourism Council, as a chairman. 
Culture: As it has been mentioned earlier Hilton Hotel Group is accurately following the ethical practices for supporting diversity and inclusiveness. The adequate leadership approach of this hotel brand has led the management to establish a proper working environment for employees at every level (Education. Bloisi et al. 2007). Strategically justified leadership has led the brand to create equal opportunity for every individual to perform, based on their capabilities. At the same time, it also has been identified that Hilton Hotel Group has set diverse practices as the core goal, vision and mission for the brand portfolio. Therefore, it has been possible for this organisation to design the organisational culture to be an appropriate support system for the workforce. 
Goals 
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Figure 1: Market Occupancy Rate of Hilton Hotel
Source: (Statista, 2024)
Through understanding the market, it has been possible to understand that Hilton Hotel Group has been able to establish its reputation as a multinational brand. Therefore, the market occupancy rate has been effective for this hotel group in managing its competitive position in the international market while dealing with potential threats. In this case, a recent market survey has forecasted the fact that the Hilton Hotel Group has effectively obtained a market occupancy rate of 71.8% in 2023 (Statista, 2024). Even though this rate can be identified to be greater than last year’s performance, it is still quite lower than the pre-pandemic period. Therefore, in recent times, Hilton has been identified as having the goal of regaining the market occupancy rate and increasing it further. 
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Corporate 
Hilton Hotel group has been seen to have the potential based on the efficient workforce of 465,000 passionate employees, across 126the  nations (Hilton ESG, 2024). Therefore, it has been quite efficient for this organisation to target the best strategic approaches. A major strategy that Hilton Hotel Group has implicated in recent times, is the ESG strategic framework. This strategy is leading this brand to manage its responsibility towards the global tourism sector. Furthermore, this strategy has also been identified to be the blueprint for the organisation to achieve any targets regarding sustainability. The undertaken strategy has been segmented into different portions, such as Environment, Social and Governance. Sustainable developments for the tourism industry have been identified to be capable of offering multiple opportunities, such as contribution towards communities, satisfaction for stakeholders, governmental benefits and many more (Tien et al. 2021). Therefore, the modern environmental aspect has clarified the necessity regarding sustainability for Hilton Hotel. Therefore, the strategic implication has been effective for Hilton Hotel Group to consider waste management. The result has been found to be efficient as portfolio emission will be possible to reduce by 56% by the end of 2030 (Hilton ESG, 2024). A more important accomplishment that this strategy has offered to Hilton Hotel is the capability to reach net zero. At the same time, it also has been identified that the strategic implications will be efficient to create 5 million learning and career opportunities for both the communities and team members (Hilton ESG, 2024). On the other hand, different developmental initiatives have been taken under consideration. Therefore, it is possible for the group to create a positive impact on the lifestyle of over 20 million community members. Additionally, the governance phase of this strategy is quite accurate for enhancing public policies. The hospitality industry is dependable on the behavioural mindset of the stakeholders, such as investors, employees, consumers and others (Mullins, 2001). Therefore, as governance manages the ethical aspects by covering privacy, profitability, and other factors, stakeholders are gaining more trust.
Individual unit 
In recent times, the overall hospitality industry has been seen to achieve a rapid growth rate, which has opened many opportunities for businesses, while creating challenges for some of them. That is why the high competitiveness has caused certain limitations for the Hilton Hotel Group to be positioned on the sideline As a result, in recent times, a strategic change has been undertaken by this market giant. The acquisition strategy depicts the plan to take control of the boutique brand Graduate Hotel, by overruling the control of Adventurous Journeys Capital Partners. The estimated transactional value for the ownership has been identified as 210 million dollars (Hilton embraces, 2024). According to market experts, this strategy has been needed by this organisation as Hilton Hotel Group has the necessity to impress the stakeholders, even the investors and owners. In this present time, it has been seen that the role of stakeholders has become quite crucial for the hospitality industry, whether internal or external stakeholders (Buchanan and Huczynski, 2019). Both of these stakeholders can be seen to have an adequate position to determine the efficiency of promotional activities (De las Heras-Pedrosa et al. 2020). Especially the rise of social media within this industry has been efficient in enhancing the expectation level of the stakeholders. Therefore, based on this strategy, it has been understood that Hilton Hotel Group has gained the efficiency to offer innovativeness for the stakeholders. 
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Corporate 
Over time, it has become clear that the Hilton Hotel Group is committed to achieving long-term success and impact. (Hilton, 2023). Therefore, it can also be identified that the corporate strategies of this organisation are designed to offer accurate value propositions to potential stakeholders. Sustainability is one of the main aspects that has been long prioritised within the corporate strategy segment of this organisation. The goals have been developed by considering promotional and developmental practices. Therefore, this hotel group can be identified as targeting certain communities and consumers at the same time to experience the sustainable approach. Another effective strategy that the organisation has offered for a long period is the responsible meeting. Detailed insight regarding internal matters has adequately shed light on the concept of this responsible meeting. Outcomes have portrayed that Hilton Hotel Group is not just managing the sustainable approach, but also that the offered meetings and events are carrying responsibilities to educate the consumers (Hilton, 2023). This strategy of this hotel group has succeeded in enhancing the environmental awareness among consumers, regarding the negative impact of carbon. Another major effective corporate strategy of the Hilton Hotel Group can be identified to be LightStay (Zientara et al. 2020). LightStay is a proprietary platform of this hotel group, which is being used as a corporate responsibility measurement platform. This implementation has allowed the organisation to access a socio-technical system. Over time, various usages have made it possible to identify what this platform has offered. For instance, LightStay has offered suitability regarding knowledge accumulation. In the longer run, the gathered knowledge has been effective for Hilton Hotel to get the learning, while managing sustainability according to the demand of the current market. At the same time, LightStay has been effective in elaborately addressing the internal documentation. This way, specific information is being accessed by this organisation to find the correlation between current progress and potential gaps.
Individual unit
One of the most effective segments for the individual strategy of Hilton Hotel Group can be identified to be the organisation’s marketing strategy. Brand marketing is being effectively prioritised by the Hilton Hotel group, as well as managing individualism (Talbot, 2019). Therefore, this brand has consistently been able to reach a greater number of consumers and satisfy their needs. The establishment of the brand portfolio has proven effective for this hotel group. As it has been seen in this present time many consumers complete their shopping by using 17 brands, controlled by Hilton Hotel (Talbot, 2019). On the other hand, brand campaigning has been effective for the Hilton Hotel Group to establish a most suitable and justified interaction with the consumers. This organisational strategy has offered many opportunities to promote clarification, which has led Hilton Group to its current business position. On the other hand, the employee satisfaction strategy of Hilton Hotel has been identified to be a key factor for gaining competitive advantages and success. This organisation has offered accurate policies and approaches to the gathered workforce to ensure long-term survival within this industry (Reidhead, 2020). 
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Based on the current circumstances, it can be recommended that 
· Amplifying positive feedback is one of the most effective recommendations for the hospitality industry. Generally, in the hospitality industry, it has been seen that consumers prefer the consumers’ feedback and previous experience, more than the organisational advertising (Brooks, 2009). At the same time, it also has been seen that brands that are effectively promoting corporate social responsibilities and fulfilling the duties, accordingly, receive a positive amount of feedback (Rhou and Singal, 2020). This factor refers to the fact that the consumers are already trusting the brand and the services they are providing. In this case, Hilton Hotel Group can be identified as having a global presence and offering accurate social responsibilities for communities. Both these aspects have leveraged the potential to gain positive feedback. Therefore, the more accurately the brand can use and portray this positive feedback, the more consumers will portray their reliability. 
· Optimisation of the social media presence can be recommended as a modern solution and an effective method for gaining more customers’ attention and competitive advantages. In this present time, social media can be recognised not just as a communication tool. The majority of large-scale tourism business organisations have adopted platforms as business tools to interact and enhance engagement with consumers (Pateli, Mylonas and Spyrou, 2020). Being a multinational company, the majority of the information of Hilton Hotel Group can be identified to be present on the official websites. However, through social media, it will be easier to promote the activities via posts and stories. 
[bookmark: _Toc166186945]Conclusion
Following the above discussion, it can be concluded that Hilton Hotel Group’s corporate and individual unit-level strategy has offered the efficiency to maintain a balance for brand reputation and financial growth at the same time. Therefore, gaining a constant competitive position, while finding better possibilities for future growth has been possible.  
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