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[bookmark: _Toc167928420]Executive Summary
This report looks at the Hilton Hotel Group, which is the biggest multinational hotel company. Hilton wants to help 5 million people grow and change the lives of 20 million people in the community by 2030. It also wants to reduce carbon emissions by 75%, which is the same goal set by the United Nations. When Mintzberg's framework is used to look at organisational structure, it shows a mixed model with machine bureaucracy and adhocracy in company level and professional bureaucracy and divisionalized form to unit level. Hilton's dedication to putting the customer first, diversity and inclusion is shown by Schein's plan. The recent changes that were made because of the COVID-19 pandemic were put into place effectively using Kotter's eight-step change model. These changes include better digital services, booking flexibility and improvements to the health and wellness of staff. Even though Marriott International makes more money, Hilton is successful because it uses IT and AI to set itself apart from competitors. Hilton should put more money into green technologies, simplify its complicated organisational structure so that service quality and speed are the same everywhere, and use personalization and technology even more. This will help the environment and make Hilton's strategy for standing out stronger. These important steps must be taken by Hilton in order to grow its market share and become more competitive.
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[bookmark: _Toc167928421]Introduction 
Organisations in the hospitality industry have various performances based on their strategic directions and organisational settings (Mullins and Dossor, 2013). The Hilton Hotel group has been chosen for the report to analyse different organisational aspects. It is a USA-based multinational company that operates in the hospitality industry. The company was established in 1925. It is headquartered in McLean, Virginia, USA. Currently, the company has operations in more than 126 countries around the world (Hilton, 2024). In this report, the company's organisational goals, structure, culture, change management, and strategic directions will be analysed. Finally, recommendations will be provided to enhance the market position better than the competitor.
[bookmark: _Toc167928422]Organisational Goals, Structure and Culture
[bookmark: _Toc167928423]Organisational Goals 
Organisational goals are crucial drivers that influence organisational activities and make strategic initiatives (Armstrong, 2012). Applying SMART framework, Hilton’s goals can be analysed by specific, measurable, attainable, relevant, and time-bound aspects (Bjerke and Renger, 2017). Hilton's environmental goal is to reduce the carbon emissions from its hotel operations by 75% by 2030. The goal is highly relevant to the UN's proposed sustainability goals. The social goal of the hotel is to create learning and growth opportunities for 5 million people by 2030. It aligns with the commitment of the hotel to offer meaningful opportunities to the employees. The governance goal of the hotel is to impact 20 million community members by 2030. The company might undertake community support initiatives such as local support, disaster relief, and creation of jobs.
[bookmark: _Toc167928424]Organisational Structure
Henry Mintzberg’s framework for organisational configuration provides a clear understanding of the organisational structure and the framework is well known to analyse the company from both unit level and corporate level (Oliveira, 2011). The framework can analyse organisational structure from different perspectives and consider various factors. It may consider factors such as centralisation of authority, complexity, and formal processes to accomplish tasks (Bennett, 2019). If the framework is applied to the Hilton Hotel Group, the following two outcomes can be observed at the corporate level and unit level: 
· Unit Level: At the unit level, the hotel group will get a simple structure and professional bureaucracy configurations. Because Hilton is a large company and has several units operating in different parts of the world, the simple structure may not be seen in the Hilton group (Organimi, 2024). However, some hotel units where employees get high levels of autonomy might function as a simple structure. The unit level of the hotel group has different specialised personnel such as general managers, HR managers, and chefs. These people are concerned with their assigned responsibilities. They make decisions based on their expertise and experiences. Hence, professional bureaucracy is highly relevant to the hotel’s unit functioning. 
· [bookmark: _Hlk167927846]Corporate Level: At the corporate level, the Hilton Hotel Group has a divisionalised form, machine bureaucracy, and adhocracy. The hotel group has different hotel brands (Hilton Group, 2019). These hotel brands are serving specific market segments. It indicates a divisionalised form. To ensure that the guests get consistent service quality across all its hotel brands, the company has standardised its processes. Such an aspect of standardisation indicates machine bureaucracy within the organisation (Muslih, 2021). Moreover, the adhocracy configuration can be found in the hotel group’s commitment to facilitating continuous innovation and adopting digital services (Parikh, 2016). The overall corporate structure of the company is hybrid which is essential to operate its vast organisation effectively across different parts of the world. 

Figure 1:Corporate Level Structure /Source: (Author)
[bookmark: _Toc167928425]Organisational Culture
Organisational culture is a mixture of beliefs, values, assumptions, and other factors that influence the employee's and employers' interactions and shape the systems to achieve the organisational goals and objectives. Every company has its unique culture (Mullins, 2019). Companies gain their success due to their different cultural values and practices. Edgar Schein's model explains that organisations have three levels of culture (Schein, 1983). These levels are artefacts, espoused values, and basic underlying assumptions. Artefacts are the visible elements of the organisation that can explain how the organisation's physical environment is. Espoused values explain the rules of behaviour which are essential to explain organisational goals, philosophies, and strategies. Basic underlying assumptions are not visible and they are the beliefs that shape the organisational culture (Pathiranage et al., 2020). Hilton Hotel Group has a global presence. The company's branding of various hotel chains, designs and layout of the hotel, and customer service practices at different hotels are the visible elements. These elements can be considered as Hilton's artefacts (Hilton, 2024). The company's commitment to diversity, inclusion, and equity creates a favourable environment for the employees that they feel valued working under such values. The commitment is Hilton's espoused values. The basic underlying assumptions stay at the deepest level of the organisation and they are not visible to Hilton's organisation. These beliefs have shaped Hilton into a welcoming place for all (Hilton Group, 2019). 

Figure 2: Hilton's Culture / Source: (Author)
[bookmark: _Toc167928426]Recent Change Initiatives 
Change is a continuous process in the organisations. Leadership must be capable of identifying the needs when and what changes should be introduced to achieve a competitive edge in the industry (Vuković et al., 2018). 
[bookmark: _Toc167928427]Overview of Recent Change 
Kurt Lewin's change management model is a three-stage framework for change. The three stages are unfreeze, change, and refreeze. During the COVID-19 pandemic, the Hilton Hotel group has recognised the importance of change. At the unfreeze stage, the company emphasised booking flexibility, digital service process, and employee well-being. The change has been implemented by arranging programmes and expansion of new hotel brands or products. Hilton has made its changes into organisational culture and institutionalised the change initiatives (Hussain et al., 2018). For example, Resorts World Las Vegas opening was celebrated to demonstrate the company's achievement of success and strengthen the leading position in the industry. 
[bookmark: _Toc167928428]Change Management 
Hilton's change management was successful in handling crucial change initiatives in recent years. Applying Kotter's 8-step change model, the effectiveness of the hotel group's change initiatives can be analysed. The 8 steps of the model are analysed below: 
1. Create Urgency: The COVID-19 pandemic has brought significant changes in the hospitality industry. The pandemic has shifted customer preferences and needs. The hotel group has shown urgency to adopt changes to address the COVID-19 pandemic challenges. 
2. Build a Guiding Coalition: The hotel group's partnership with various leading companies such as American Express has supported its hotel operations and change initiatives (Hilton, 2022). The company could build a successful coalition with these companies to support the change initiative. 
3. Form a Strategic Vision: The company has the vision to make travel sustainable and contribute to the industry positively (Mullins, 2016). This vision has directed the overall activities of the change plan. Hilton’s employees and the management performed their responsibilities aiming to achieve the common strategic vision. 
4. Enlist a Volunteer Army: The employees and the community have been actively supporting the hotel group to implement its change initiatives. They performed voluntarily without expecting any rewards. Hilton has been successful in motivating these people. 
5. Enable Action by Eliminating Barriers: The hotel group has undertaken various programmes and initiatives such as CleanStay to remove barriers to the change (hilton.com, 2020). Removing barriers has helped the company to provide a better guest experience (Caulfield and Brenner, 2019). It was also necessary to acheive the change goal and eliminate the resistance. 
6. Celebrate Short-term Wins: The achievement of ESG targets of the company can be considered its short-term wins (Hilton, 2022). These wins are important to drive the long term wins. 
7. Sustain Acceleration: Hilton focuses on continuous innovation and expansion to sustain its change initiatives. As a result, the company could gain consistent wins and acheive short term goals. 
8. Institute Change: The change initiatives of the company have embedded in the core hotel operations (Boddy, 2017). For example, digital innovation and sustainable hotel practices. The overall change needs to embed with the organisational culture so that the change is institutionalised. 
[bookmark: _Toc167928429]Comparison With the Competitor 
Marriott International is a competitor of the Hilton Hotel Group. Although Hilton Hotel Group operates globally, Marriott International has a greater market presence worldwide. Hilton has 23 brands by which it serves various markets while Marriott has 30 brands to offer (Hilton, 2024; Marriott International, 2024).  The two companies have emphasised technological innovations and adoption to enhance their service quality. Marriott and Hilton both hotel companies implement loyalty programmes for repeated businesses. They have undertaken different CSR activities to enhance the organisational performance. Based on the revenue management, Marriott International has a greater revenue than the Hilton Hotel Group. Marriott's revenue in 2023 was $23.71 billion while Hilton's revenue in 2023 was $10.23 billion (Marriott International, 2024; Hilton, 2024). Therefore, it can be said that Hilton has a strong position in the hospitality industry. Yet the company needs to improve its hotel operations and adopt effective business strategies to enhance its position compared to the competitors.
[bookmark: _Toc167928430]Analysis of the Current Strategies 
Strategies are a set of actions or activities that aim to achieve certain goals and objectives. Organisations make strategies so that they can accomplish tasks and gain a competitive advantage in the market (Campbell, 2021). Porter's generic strategies are cost leadership, differentiation, and focus. These three strategies can be related to any business including hospitality organisations. The cost leadership strategy implies that companies should produce or make the service available at the lowest cost in the industry. Because they can produce the products and services at the lowest cost, they can make a substantial amount of profit by offering those products and services at competitive prices (Köseoglu et al., 2013). The differentiation strategy explains that organisations should develop products and services that have unique characteristics and features. Hence, competitors cannot offer similar products and services. Focus strategy explains that businesses should focus on a certain market niche and serve the market in the best possible ways to strengthen their position (Campbell, 2021). Hilton Hotel Group applies a differentiation strategy to create a strong market position in the hospitality industry. The company aims to offer unique and personalised services to its guests so that the guests are satisfied and the business can retain those customers strengthening the market position. Hilton's hospitality services are differentiated based on quality and standards. It has integrated IT systems into the services and digitalised the processes so that it can provide better services conveniently. Data-driven personalisation, the use of AI, and digital services have created a competitive advantage in the industry in that the company can meet guests' preferences and expectations better than other companies. 
For future directions of the company, the management may consider applying the Ansoff Matrix. The matrix provides four strategies based on the market and product perspectives. The strategies are market penetration, market development, product development, and diversification (Koks and Kilika, 2016). Hilton has implemented a market penetration strategy at its unit levels. The Hotel Group offers a loyalty programme and competitive pricing so that it can attract customers from the existing market. The company increases the market share in the existing market by market penetration. The company might consider exploring new markets in different geographical areas as a part of its market development strategy. It will provide guidelines for the future direction of the company. Hilton has applied a product development strategy by integrating IT systems into its services (Hilton, 2024). Technological innovation and customisation have helped it to gain a competitive advantage. However, it can strengthen its market position better by diversifying its business. It will require the hotel group to offer other products or services that are not within the hospitality industry. 
[bookmark: _Toc167928431]Conclusion 
Hilton Hotel Group has a worldwide market presence. The company applies a hybrid organisational structure in different markets. A favourable organisational culture ensures that its employees get fair treatment in the workplace. Hilton has adopted various changes recently such as integrating IT systems into its hotel services. Its change management initiatives were effective. However, the company’s competitor Merritt International is in a better place. To perform better than the competitor, Hilton should focus on its organisational structure to make it efficient and organisational culture to make the hotel high performing.
[bookmark: _Toc167928432]Recommendations
· Hilton faces intense competition and it needs to improve its competitive position in the market. The hotel should enhance its differentiation strategy. It may consider focusing on personalisation and technological transformation aspects to increase the revenue and attract more customers (Mullins, 2016). Moreover, the hotel should consider expanding to emerging countries to increase its market shares. 
· The reduction of 75% carbon emissions by 2030 is a significant step yet very challenging to achieve for the company. To achieve the goal, the hotel needs to invest a significant amount of resources to support the sustainability initiatives. Hilton should invest in green technologies and partner with various environmental organisations (Boddy, 2017). 
· Hilton's complex organisational structure may raise inefficiency in different areas of the business such as conflicting directions. To eliminate the inefficiencies, the company should streamline its processes. The company must ensure that its service quality and brand standards remain the same in all regions (Bennett, 2019).
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Hilton's artefacts: branding of various hotel chains, designs and layout of the hotel, and customer service


Hilton's espoused values: commitment to diversity, inclusion, and equity.
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