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Executive Summary
The hospitality tourism sector is wide and encompasses avoid range of competitors who are competing for the best place as the hospitality organisation while providing exclusive customer service to maintain a unique approach. The report has delved into understanding the Hilton Hotel Group while analysing the organisation's management and behaviour in leadership and innovation contests. The report has shown the company's strong global presence with a diverse range of portfolios. The customer-centric approach and brand acquisition initiatives of the business have been highlighted in the report to focus on organisational change management initiatives. However, recommendations for focusing on empowering teams for selling, learning, organisation, environment and embracing containment security have been provided for the organisation to access success while creating a competitive age in the dynamic hospitality market.
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[bookmark: _Toc164713665]Introduction 
Management and organisational behaviour is the study of how individuals, groups and organisations interact and influence each other. This concept plays a vital role for any organisation in any sector helping them to understand their goals while aligning their initiatives with their objectives. The tourism sector encompasses many competitors within which Hilton Hotel Group serves a vital role. The report will delve into discussing the case study on the Hotel while conducting an organisational analysis and highlighting the enterprise’s leadership and innovation (Bashor et al., 2022). Hilton’s approach an innovation and adaptability to management and leadership shows accountability and serves as a benchmark for effective management practices. The report will aim to discuss its management excellence while highlighting the relationship of its culture, structure and goals for better understanding. Mullins said: “the goals of an organisations are the reason for its existence” (Mullins, 2008). A thorough strategic direction and comparative analysis will be conducted while leveraging critical theories of management to justify the recommendation.


[bookmark: _Toc164713666]Overview of the Organisation 
Hilton Worldwide Holdings Inc (HWHI) or Hilton Hotel Group is a global hospitality company which manages and franchises hotels, resorts and timeshare properties. The company was founded in the year 1919 by its founder Conrad Hilton and headquartered in Tysons Virginia. The organisation has operations in more than 126 countries and territories including Latin America, Europe, The Caribbean, the Middle East, Africa, and the United States (Hilton, 2024). Their global portfolio contains more than 7500 properties within 22 brands with a room number of over 1.2 million, showing their industrial presence. Their services of luxury and full-service hotels and resorts, extended-stay suits and services hotels are under the 22 brands like Hilton, Conrad, Embassy Suites, Hampton Inn, Doubletree and Homewood Suites. The organisation has nearly 178,000 employees employed in their organisations under the leadership of its CEO Christopher J. Nassetta. This helps the organisation to generate a revenue of 1,020 crores USD according to the year 2023 (Rockett, 2023).


[bookmark: _Toc164713667]Relationship between the Organisational culture, structure and goals of Hilton Hotel Group
The relationship between organisational culture, structure and goals within the well-reputed Hotel groups of Hilton Hotel, plays a vital role in shaping organisational operations. The Hilton Hotel Group is renowned globally for its excellent hospitality services and has exhibited a robust interplay between its cultural structure and goals. The organisation aims to create a positive impact on society and its culture and promotes collaboration and equity in creating livelihood and lives better for people. 
[bookmark: _Toc164713668]Organisational culture
Hilton’s organisational culture has represented the organisation's deeply rooted beliefs and visions to provide exceptional hospitality services. Their organisational culture encompasses integrity, respect, relentless pursuit and teamwork which provide exceptional guest satisfaction. They focus on innovation and continued improvement to help them enhance tier guest experience and drive operational efficiency while staying competitive and achieving their guest-centric approach (Dal Corso et al., 2022).
Edgar Schein's model
Edgar Schein's model encompasses the idea of organisational culture which is a management theory that describes the Hilton Hotel groups’ behaviour and culture of their corporations. This also defines how their behaviour affects their actions and helps in navigating complexities while achieving success. This theory can analyse the organisation’s behaviour through artifacts which are the service standards, employee uniforms and other physical presence of Hilton. The exposed value of the luxury hospitality brand can be recognised through their Hilton Honors loyalty program while the assumptions are their guest-generic mindset and customer-centric approach (Hilton et al., 2023).
[bookmark: _Toc164713669]Organisational Structure
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Source: (Nakano et al., 2021)
Figure 1: Hilton’s Organisational chart
Hilton’s organisational structure encompasses a hierarchal nature aligned with their global and diverse operations. This employs a clear line of reporting and authority for the organisation as a multinational hospitality organisation. Their structure also combines the elements of functional departments like marketing, finance, operations and customer service. The executive team overshares various functional and geographical divisions while the business has been divided into ownership management and timeshare in the organisation. 
Henry Mintzberg's configurations
According to the theory of Henry Mintzberg's configurations, Hilton’s structure resembles a hybrid form of combining elements creating a proper functional department. These include their marketing, finance, operations and sales departments. They also have tier geographical divisions including America, Europe and Asia Pacific. Their hierarchical structure allows them to arrange appropriate decision-making, efficient resource allocation and standardised processes across the organisation. This hybrid structural combination of Hilton allows them to leverage the best efficiency in customer service, geographical segmentation and operations. Their organisational structure promotes innovation by providing channels for idea generation, and cross-functional collaboration which aligns with their growth objectives (Nakano et al., 2021).


[bookmark: _Toc164713670]Recent change initiatives of the Organisation 
[bookmark: _Toc164713671]Recent changes in Hilton
The Hilton group has recently undergone significant changes in its operation which has created a significant impact on the organisation in enhancing their business strategies and models. Their adoption has made a critical opportunity for the organisation.
Digital check-in/check-out: The organisation has invested in its technological infrastructure. They have implemented a new digital check-in system which helped to make the user interface more autonomous and less complex for the customers (Zeng, 2021). 
Brand acquisition: Expansion into a new market is the other step Hilton has taken in recent changes. Their acquisition of NoMad Hotels has helped them to expand their luxury portfolio. This has helped the organisation improve guest loyalty
Loyalty Program and Revamp: they have revamped their loyalty programs while restructuring the issues. Their loyalty programs can cover a wide range of customer bases and several competitive benefits (Matteucci, 2020).
[bookmark: _Toc164713672]Change management strategies
Change management process: Hilton’s change management strategies have created a significant impact on the organisation’s operations by navigating complexities smoothly. They have built up clear communication channels which helped the organisation to effectively improve their operations (Rockett, 2023).
Training and incentives: The organisation has provided a proper training program with a consistent communication opportunity. Hilton has established effective feedback mechanisms to help their authority's concerns and challenges faced by employees. They have introduced incentives for encouraging their employees to early digital-check-in employees (Matteucci, 2020).


[bookmark: _Toc164713673]Strategic direction 
[bookmark: _Toc164713674]Vision and Mission Analysis
Vision: The vision of Hilton Hotel Groups in their operations is to provide light and warmth of hospitality services to fill the earth with exceptional customer service and affiliation. This is for their every, hotel, every guest and every operational location in every situation. Their visionary statement makes it clear that the organisation commits to making hospitality service positive and exclusive for their guests. while promoting sustainability through their actions in all their operational locations by supporting communities (Hilton, 2024).
Mission: The mission of Hilton Hotel Group as a renowned hospitality organisation is to be the best global hospitality enterprise with excellent customer service and other accommodations and amenities. Their mission is to become the first choice of the travellers, guests and their team members. Their mission strategy highlights their aim to be the leading hospitality organisation worldwide preferred by the guests as their first choice (Hilton, 2024).
[bookmark: _heading=h.4xz13i9p7v7j][bookmark: _Toc164713675]Competitive positioning and market strategies
Strengths:  Hilton has a diverse range of well-recognised brands in their portfolio and luxury brand presence. They also have a global presence with footprints in over 100 countries (Zientara et al., 2020). The enterprise encompasses loyalty programs and exclusive services by its skilled workforce across different locations. The organisation has collaboration with well-known travel companies, credit card providers and airlines which attracts customers through co-branded promotions (Byrne et al., 2020). The organisation has an effective opportunity to emerge their business in the growing tourism sector. However, they can aim to cater to particular travel segments to attract a new customer base. Although their global presence and loyalty programs also effectively work as the company’s strengths.


Competitive landscapes:  The organisation encompasses a competitive plan, which includes its luxurious segments. companies like Ritz-Carlton, Four Seasons and Marriott International are some luxury bands with whom Hilton's high-end offerings usually compete. Mitskel brands like Courtyard by Marriott and Hyatt, offer competition with Hilton. Lastly, Hilton Group Hotel have to compete with organisations like ISG Holiday Inn Express, Fairfield Inn and other brands due to their budget-friendly presence.
Market strategies of the organisation: Hilton's effective marketing strategies have helped the organisation to create its overall brand presence. Their specific customer segmentation through their brand portfolio has effectively ensured to creation of tailored experiences for different needs and budgets. On the other hand, the continuous technological investment and innovations have helped them to create mobile room keys, stream and streamline in 9 guest experiences. Partnerships with organisations like Livemenation and Amazon have enhanced the opportunity for Hilton to improve their guest experiences and the effectiveness of their brand loyalty. For example, Hilton has started to honour their members and regular customers with points towards Amazon purchases (Zientara et al., 2020).
[bookmark: _heading=h.yefbsu3lduwa][bookmark: _Toc164713676]Hilton's Long-Term Strategic Goals
Sustainable leadership: Hilton's science-based emission reduction process targets to reduce their ecological footprints responsibly, while potentially attracting eco-conscious travellers. They are committed to their sustainability leadership process, where they have quantifiable goals like a 40% reduction in carbon emission, showcasing data-driven transparency. However, in this context LightStay, which is their ESG measurement platform, allows them to create a presence of leader in sustainability practise in the hostility sector (Byrne et al., 2020).
Social impact and integration: Organisations' sustainability goals are prominent. However, they are required to create appropriate social impact integration. Social impact goals like labour practice and implementing community engagement can help them to create more social strategies. The organisation's long-term aim is to create franchises in network consistency and effective social impact.
Long-term financial consideration: By implementing effective sustainable actions and different factors? organisational aims to create costs. Potential factors like reduced energy and consumption are aimed to be achieved by the organisation to create a more comprehensive evaluation (Byrne et al., 2020).

[bookmark: _Toc164713677]Recommendations 
Empower local teams: The organisation can implement better autonomy for their local regional teams. This can help them adapt service offerings and marketing strategies according to customer preferences. In this process, they can invest bitterly in developing leadership skills and fostering open communication and employee engagement without avoiding brand standards (Scanlon, 2023). Marriott International has its Serve 365 initiative, which focuses on community engagement and local team empowerment. Which helped them to attract sufficiently conscious travellers (Gregersen and Black, 2020).
Knowledge sharing pair platform: This kind of initiative can help Hilton Hotel groups to implement a better learning environment inside their organisation. creating a platform for learning can help facilitate knowledge sharing between different departments colleagues including regions and brand teams. This can also help to break down information and encourage collaboration among the organisations.
Emphasising Long-term financial benefits: The organisation can implement public focus on their long-term gossiping associations. They can reduce their eligibility and invest in seeking environmental concerns companies. Just like Unilever. The organisation also can adopt a sustainability, focused business model, which can help them to get environmental and stakeholder benefits (Bashor et al., 2022).
Enhance Franchisee sustainability: IKEA's franchising model helps them to achieve special beauty throughout their supply chain. These allow them to provide training and resources to promote consistent practices across every location. Pull shop. This model can be implemented and promoted by Hilton through their training programs and financial initiatives to encourage their franchises and workplaces (Al-Zghool, 2020).


[bookmark: _Toc164713678]Conclusion 
Hilton Hotel Group simply highlights its strong organisational culture, which aligns with its goals while demonstrating continuous innovation and effective leadership processes. The organisation's effective organisational structure which simply highlights hierarchy and combination of matrix structure the ability to create change resistance. However, Hilton's strategic initiative, such as digital transformation and brand acquisition has showcased their adaptability and resilience in the context of organisational changes. The organisation has taken several initiatives to improve its change management processes, competitive market industry and competition-evolving market can harm their businesses. The organisation can empower their local teams, and foster knowledge, environment, and supportive organisational culture while applying contingency theory to create initiative according to the situation, which can help Hilton to achieve a competitive edge.
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