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[bookmark: _Toc167267695]Executive Summary
Hilton Hotel Group as one of the world’s leading companies in the sphere of hospitality currently manages 6300 properties in 118 countries including both luxury hotel chains and mid-scale ones. This paper aims to analyse Hilton’s organizational design, cultural sensitivity and understanding, and business strategies as well as its performance using Mintzberg’s theory and the SWOT matrix assessment. A critical evaluation of the business and its operational environment shows that Hilton has the ability to offer global brand recognition and has a vast network and that franchises on which the company relies greatly, and high fixed costs are its main vulnerability points. Strengths are the potential to enter new growth markets and improve sustainability strategies, while weaknesses include fluctuating in economic environment and high levels of competition encountered. The last section provides recommendations that can be useful to Hilton to maintain competitive leadership in the industry.
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[bookmark: _Toc167267696]Introduction 
Hilton Hotel Group was established in the year 1919 by Conrad Hilton, and ever since then, it has expanded to the extent of being among the largest facility operations and hospitality businesses across the globe. First established in Virginia, McLean, Hilton Company is involved in the management and franchising of hotels under different brands, Hilton Hotels & Resorts, the Waldorf Astoria, and DoubleTree by Hilton. Indeed, this business organisation established a hierarchical structure that focuses on the clear distinction of the divergent divisions and responsibilities, as well as dedication to customer satisfaction and organisational efficiency. This paper aims to identify diverse aspects of Hilton as an organization, including its organizational culture, strategic vision, and business outcomes, which will clarify Hilton’s current state and future development.
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Source: (Winzar, Baumann, and Chu, 2018).
Hilton Hotel Group is a chain of hotels and resorts company that is well-known internationally and with many establishments all over the world. The company with a humble origin starting in 1919 by Conrad Hilton in Cisco, Texas continues to expand and is today one of the biggest and popular hotel chains in the world (Ivanova, Ivanov and Magnini, 2016). Hilton, based in McLean, Virginia, operates and franchises worldwide, offering a broad range of hotel brands for multiple segments, including upscale, upper-upscale, and mid-priced hotels. Currently, the company operates Hilton, the Hilton Hotels & Resorts brand with other reputable brands like The Waldorf Astoria, The Conrad Hotels & Resorts, DoubleTree by Hilton, and Hampton by Hilton (Swarbrooke and Horner, 2012). This framework of organization shows clear thinking in the management of Hilton and must aim to deliver improved operational efficiency and customer satisfaction through proper branding and regional management. During over a century of its existence, Hilton has managed to grow and develop a plethora of properties worldwide, all the while remaining loyal to its technological, environmental, and customer-centric approaches.
[bookmark: _Toc167267698]Organisational Structure of the Hilton Hotel Group
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Source: (Olsen and Zhao, 2018).
Hilton Hotel Group relies mostly on the structure with a clear separation of ranks and job responsibilities to control and coordinate numerous operations and brands. There is much evidence that this hierarchy is appropriate given Hilton’s operations on the international level and lets the company providing strong management and overseeing of its extensive divisions and locations.
Hierarchical Structure Overview
The highest level in Hilton’s business hierarchy is the position of the Chief Executive Officer who is elected to be fully responsible for Hilton’s strategic development and management. The following members report to the CEO, and they are a part of the Executive Committee who manages different functional areas within the firm which are operation, finance, marketing, and human resources (Mullins and Dossor, 2013). This clear hierarchy also means that the responsibility and authority for decision-making are well defined, and each functional area has a designated head to report to responsible for shepherding the area’s performance and growth.
Divisional Structure:
A vertical structure is a traditional being a part of Hilton where every division works as a semi-for having different brands and geographical locations. The organizational structure is based on geographic location and consists of the following geographical areas: the Americas, Europe, the Middle East, Africa and Asia Pacific All these geographical areas have Regional Presidents who oversee managing and overseeing the operations and development of the company at regional levels (Neelankavil, 2015). Hilton employs divisional structures that give every division autonomy, thus making it easier for them to adopt national strategies that befit their specific region while ensuring that they retain a unified global brand.
Benefits of Hierarchical Structure
In the case of Hilton Management Limited, a hierarchical structure has several advantages as highlighted in this paper. One of its benefits is that it offers clear roles and responsibilities, and hence, reduces the time, effort, and confusion involved in decision-making and the handling of liabilities in an organization (Reitzig, 2022). The centralization of traditional functions like brand policies, operations and financial others offers Hilton a way to be standard and consistent with operations around the world. Finally, it also promotes information sharing and synergism between the company’s central office and other units resulting in the proper execution of standardized strategies and programs worldwide.
[bookmark: _Toc167267699]Evaluate the cultural understanding within the organisation following Handy’s Model 
Hilton Hotel Group exhibits a diverse cultural understanding within the organization, which can be evaluated through Handy's four cultural models: The four distinctive organizational cultures include power culture, role culture, task culture, and person culture.
[image: Handy Model of Organisational Culture - Toolshero]
Source: (Institute, 2012).
Power Culture: Concerning the power elements in Hilton, this organizational culture factor is well evident at the Hilton Company, especially at the executive level where most of the decisions are made. It is noted that the CEO as well as the members of the Executive Committee possesses major decision-making power and supervises crucial processes within the organization including the determination of its strategic direction and specific large-scale endeavours (Schabracq, 2019). This policy makes sense as it centralizes decision-making to ensure coherence with the key goals of Hilton and improves the delivery of strategic priorities. At the same time, it can have the following weaknesses like sure brief Empowerment at lower levels of the organization.
Role Culture: Hilton has incorporated role culture throughout its operations at all levels to a greater extent. All these divisions and departments work with the purposeful organizational structure and chain of command, defined by roles and responsibilities, The solidity of the organizational structure and precise division of responsibilities and duties ensures the company’s high operational efficiency and effectively mitigated risks (Mullins, 2020). This means that the placement of each employee at a given level is strategic and employees are always able to understand their responsibilities and or duties of their post and they are provided with tools to enable them to carry out the tasks as expected. 
Task Culture: This communication structure can also be viewed as one of task culture, particularly in operational teams with specialisation on discrete projects such as new hotel openings or technology implementation. There is coordination of groups of employees in various organizational departments with the aim of attaining organizational objectives through the use of the various strengths which are personal as well as team (Armstrong, 2012). Despite the lack of a clear structure, this culture is both highly adaptable and productive because the teams are mostly independent in their decision-making processes.
Person Culture: The cultural features of an individual workplace are not as distinctive at Hilton, especially concerning the regard for people. Otherwise, the company focuses on the personal growth and career enhancement of the employees by providing training and development provisions (Li, Pike and Haniffa, 2018). These characteristics engender satisfaction and a sense of commitment among the employees and guarantee a motivated and loyal staff, which is essential for the achievement of excellent guest satisfaction.
[bookmark: _Toc167267700]Goals, visions, or aims of the Hilton Hotel Group
Business Aim
The corporate vision of Hilton Hotel Group is to become the world’s most hospitable company by demonstrably enhancing guests’ experience, team members’ value, owners’ worth and the value of the community.
Specific Goals
Guest Experience Excellence: It is their strategy for improving guest satisfaction by ensuring that their guests get personalized attention and eye-popping service (Mullins, 2016). Such objectives imply a high percentage of positive customer responses on online questionnaires and preserve the leading position of the Hilton company in the market.
Brand Expansion: Hilton’s immediate strategy involves the growth of the Hilton Worldwide brands either locally or globally (Pereyra, 2011). This includes establishing new hotels and resorts mainly in new and selected markets, as well as introducing new brands to capture different segments and needs.
Sustainability Initiatives: The chosen company has put a strong focus on changing for the better its impact on the environment and increasing eco-friendly initiatives throughout the organization. Best practices are also identified aimed at the reduction of carbon emissions, water, and energy conservation and general responsible sourcing.
[bookmark: _Toc167267701]Applying Mintzberg’s theory to identify changes the organisation planning to implement. 
These following strategies considering Mintzberg’s theory of organizational configurations are under consideration by the Hilton Hotel Group to position the hotel better against its competitors and improve its functions and services.
[image: Mintzberg's Model of Organizational Structure - MBA Knowledge Base]
Source: (Mintzberg, 2011).
Technostructure: Similarly, Hilton is trying to cope with the fluctuating environments and clientele demands by diversifying the number of brands. This involves establishing new brands targeting specific consumer niches including the luxury, style, and select-service and upscale, predominately extended-stay hotels (Boddy, 2014). It shows that Hilton is still able to stay relevant in the hospitality market and be able to accommodate the ever-evolving needs of travellers around the world.
Strategic Apex: At the strategic apex of Hilton, the firm modified its leadership framework with the objective of improving its sources of decision-making and strategic coherence (Rollinson, 2008). This entails the decentralization of some decisions and giving the regional directors and divisional directors the autonomy to act on local situations to adapt to local conditions.
Operating Core: In the operating core, Hilton Still vies at optimizing the operations and providing services. This relates to the adoption of advanced technologies that can cut on costs and time; improve guest satisfaction, and the overall provision of services in its chain of hotels around the globe.
Support Staff: Now let me explain one of the strategies that Hilton is currently implementing; one of the critical strategic organizational operational changes is support staff restructuring to enhance productivity and economies of scale (Peeters, Jan De Jonge and Taris, 2014). Also, focusing on undertaking some administrative and logistical service activities in a more centralised manner to realize synergy effects and to support the brands and regions more efficiently.
Middle Line: Hilton must enhance middle management because there are communication and coordination issues between the corporate-level and the operational-level employees. This ensures that strategic directions are well communicated and can easily channel to the lower end of the organization (Eisenhardt, 2020).
[bookmark: _Toc167267702]Evaluate the hotel group business performance and strategic direction through SWOT Analysis 
The Hilton Hotel Group continues to be a dominant player in the global hospitality industry, leveraging its strong brand presence, extensive international network, and commitment to service excellence. A SWOT analysis provides insight into the company's current business performance and strategic direction.
[image: Important Questions to Ask in Your SWOT Analysis | SCORE]
Source: (Pahl and Richter, 2018).
Strengths: Hilton's global presence is a significant strength, operating over 6,300 hotels across 118 countries, which enhances its brand recognition and market penetration. The company's diverse portfolio of brands, including Hilton Hotels & Resorts, Waldorf Astoria, Conrad Hotels and Resorts, and Hampton by Hilton, caters to various market segments, from luxury to budget-conscious travellers. Hilton's loyalty program, is one of the most extensive in the industry, fostering customer retention and repeat business. 
Weaknesses: Despite its strong brand presence, Hilton faces challenges related to the dependence on franchise and management contracts, which can sometimes limit control over service quality and consistency (Senyucel, 2019). High fixed costs associated with maintaining and upgrading its extensive portfolio of hotels can also pose a financial strain, particularly during economic downturns or periods of low demand.
Opportunities: Hilton has opportunities to expand further into emerging markets in Asia, Latin America, and Africa, where the demand for hospitality services is growing rapidly. The rise of the digital economy presents opportunities to enhance guest experiences through personalized services and digital innovation. Additionally, increasing consumer awareness and demand for sustainable travel practices provide opportunities for Hilton to further develop its sustainability initiatives and attract environmentally conscious guests.
Threats: The factors prevalent in its operation include economic risks in the sense that there are key indicators that may affect the industry negatively, this includes economic downturns, geopolitical instabilities and fluctuations in currency exchange rates that affect travel internationally. Hilton faces strong threats of market share loss and reduced ability to influence room prices due to competition from global hotel franchises and upcoming online accommodation-sharing services such as Airbnb (Olander, Hurmelinna-Laukkanen and Heilmann, 2015). 



[bookmark: _Toc167267703]Conclusion 
In conclusion, the Hilton Hotel group of companies is a force to reckon in the hospitality industry, thus continues to hold market dominance due to international recognition and covering all four corners of the world. This places the company in a strategic hierarchical configuration, which enhances decision-making and operational management; the assessment of Handy’s cultural models reveals that this organisation embraces the concepts of power, staff support and empowered teamwork. The largest strategic objectives are centred on elevating guests’ satisfaction, increasing brand recognition, and integrating environmental responsibility programs. There are several threats present in the current market: economic instabilities, intense competition, and others; however, Hilton has all the prerequisites for experiencing new opportunities and building an even stronger tradition of successful hotel business.
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