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Executive summary
This report highlights Hilton Hotel Group’s organisational structure, culture and goals by linking the recent change of initiatives and their impact towards the business including the strategic direction and recommendations following the management theories and models needed to embrace diversity and communication. It concludes to the fact that ensuring transparency, proper training, and measurable outcomes are vital for the long-term success of the organisation.
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[bookmark: _52e04purznmz]1. Introduction 
[bookmark: _83ojz7hu6wtc]Management and Organisational Behaviour seek to comprehend whether people, organisations, and processes impact organisational behaviour. It covers subjects that involve administration, encouragement, interaction, driving and making decisions (Reidhead, 2020). The Hilton Hotel Group constitutes a multinational hospitality corporation known for providing lavish lodgings as well as outstanding customer service (Hilton, 2024). Throughout the roughly century-long years, Hilton has been known for its dedication to tourism superiority, creative methods to providing customer encounters, plus environmentally conscious corporate procedures. By doing successful leadership while enduring an organisational environment, Hilton has solidified the reputation of an accommodation sector president, constantly exceeding consumer demands while establishing industry benchmarks (Hilton, 2024). 
2. Hilton hotel group organisation’s structure, culture and goals
An Organisational Structure basically refers to how a company or the organisation makes necessary arrangements for their workforce as well as resources to be able to achieve their objectives in a more productive and efficient approach (Valeri, 2021). Not only this, but it also takes a step forward and defines the hierarchy, roles, responsibilities, and communication channels operating within the organisation. Culture, on the other hand, primarily focuses on the values, beliefs, norms, and behaviours that the employees share among themselves (Szydło and Grześ-Bukłaho, 2020). This attribute enables them to shape the organisation's identity and even possess a nature to influence the decisions and actions. Taking into account both, the structure and culture play a significant part in shaping an organisation's performance-based initiatives and success.

Structure 
Hilton Hotels Group is a renowned name in the hospitality sector, the organisational structure consists of a Hierarchical Model, with proper departments such as corporate, regional, and hotel-level management (Valeri, 2021). This structure gives a clear view that the firm facilitates a centralised decision-making and standardisation process across their properties while allowing a flexible approach for local adaptation. 
Culture
Like their centralised structure, Hilton Hotels follows a culture that specifically emphasises achieving customer service excellence, indulging in innovation, and most importantly accepting diversity, while fostering a very supportive and inclusive work environment for their employees (Szydło and Grześ-Bukłaho, 2020. The firm also follows various other management theories and models, such as Total Quality Management （TQM in order to achieve greater service excellence and focus on Continuous Improvement processes (Permana et al.,2021).  These approaches help the Hotel to enhance the satisfaction of their most valued and respected customers and operational efficiency. However, relying too much on hierarchical structures often leads to hindering agility and innovation programs, while on the other hand holding up a strong corporate culture could inadvertently lead to gossip or groupthink and resistance to transformation. 
Hilton Hotel Group’s Goals
Hilton Hotel Group is a reputable and well-known name in the international hospitality industry with ambitious goals for skyscraping (Russo et al., 2023). Their vision is “To fill the earth with the light and warmth of hospitality –by delivering exceptional experiences – every hotel, every guest, every time”. Their core Mission is “To be the preeminent global hospitality company - the first choice of guests, team members, and owners alike.” They also established an ambitious Travel plan with the purpose of 2030 Goals to rethink environmentally friendly travelling in accordance with their existing goal (Russo et al., 2023). Being the giant leader of the present day, the undisputed leader in the international tourism industry is their main goal. In order to do this, they picture a future in which almost every one of their hotels is distinguished by their relentless commitment to providing their guests with outstanding guest experiences. Their core principles of hospitality, ethics, direction, collaboration, possession, and a feeling of immediacy that is "now", are all in line with this emphasis on excellent workmanship (Matteucci, 2020). Hilton is aware that, in order to be genuinely profitable, they must add something of value to all parties involved in it, including guests, stockholders, property owners, committed staff, and investors, along with the surrounding areas in which the properties they own are located. In order to assess the effectiveness of its initiatives, the firm monitors key performance indicators for the industry of hospitality. According to Statista (2024) their passenger capacity rate of 72.8, a mean daily price of around $158.62, and revenue per room available of about $114.9 are just a few of the key performance indicators (KPIs) that they use to measure how well they are doing in reaching their objectives.
[bookmark: _nw34725lesm2]3. Change initiatives by the company and their impact on business
Change initiatives are deliberate attempts throughout an organisation to shift from a particular situation towards a different nation usually to increase productivity, and effectiveness, and perhaps accommodate outside events (Spiridonova, 2021). There are several change management or initiative frameworks, but the ADKAR model
best suits the explanation. Hilton has recently launched various projects concentrating upon ecological impact ("Travel with Purpose") along with customer experience, such as technological developments. Through the ADKAR model, the recent change initiatives of the Hilton hotel group can be understood (Spiridonova, 2021). Their change initiatives aim is to create hotels like Net-Zero Hotels, building and operating hotels with minimal carbon emissions.
Awareness: Public relations campaign initiatives along with conversations with workers could have increased public knowledge regarding the programmes (Radwan, 2022). The organisation tries to manage towards lowering the release of carbon dioxide along with consumption. These might strengthen the company's image by up to 45.34% along with encouraging environmentally concerned tourists, however, accomplishment will depend upon tangible enhancements (Radwan, 2022). 
Desire: Sustainability along with guest-centric agendas initiatives may heighten employees' passion to promote initiatives around 34-38% that are beneficial (Dollins and Stemmle, 2021). This is managed by improving customer service up to 15% with technological innovations such as electronic door locks along with improvements to rooms may enhance contentment along with engagement up to 12-16% (Dollins and Stemmle, 2021). 
Knowledge: Education regarding contemporary technology along with environmentally friendly methods initiatives will prove necessary to acquire around 24-28% (Jaaron et al., 2022). Hilton managed this by implementing online resources including scheduling, checking in, as well as upgrading rooms. They have additionally broadened their all-inclusive hotels.

Ability: Delivering tools along with encouragement to bring about modification initiatives seems critical to competence. The capacity they have to reduce trash to a maximum of 50-55% before 2020-2030 using waste disposal, recycled materials, plus donating programmes (Jaaron et al., 2022). Although managing through water conservation has resulted in a 5-10% decrease in water expenditure throughout households (Sulistiyani et al., 2020).
Results: Hilton hotel group tracking advance towards environmental goals including visitor comments indicates outcomes, which encourages additional effort (Sulistiyani et al., 2020).
[bookmark: _hnx72uatpku7]4. The organisation’s strategic direction 
The program that aids businesses in thinking through various strategies for expanding through both emerging as well as current markets for their goods is the Ansoff Matrix. Hilton's strategic direction can be thoroughly examined using the Ansoff Matrix.
Market Penetration: 
Hilton is able to reach a wider audience in the comparable market because of their heightened manufacturing capability. More effectiveness and productivity were also achieved, particularly in the area of operational cost reduction (Fachada, 2023). Since Hilton Hotels and Resorts has been involved in these specific services for many generations and is not a young company, the market penetration force is unlikely to influence the business's economic status or strategic viability going forward. Although it could do better, Hilton has a respectable occupancy rate of 72.8%. Overemphasising Revenue Per Available Room (RevPAR) at $114.9 may cause businesses to prioritise more expensive rates over customer fulfilment. As per Talbot (2019) Using more sophisticated and effective online advertising strategies could bring in prospective consumers in already-established sectors.
Market Development: 
This particular section of this structure deals with expanding market opportunities for products that are already available. Increasing the firms' arrangements for the existing products surely raises its ultimate overall effectiveness level. In order to find intriguing fresh markets and buyer categories for the goods it manufactures, Hilton makes investments in scientific research and development. The R&D is centered on recognising and comprehending various commercial traditions, patterns, as well as and customer behaviours, and to understand how these diverge from established economic tendencies (Cleveland et al., 2022). This will entail regional growth into fresh settlements or into neighbouring regions. Although Hilton has firmly established a strong global presence, the corporation is about to explore new avenues for market saturation. Hilton has a large international footprint, but according to the Ansoff Matrix's "Market Development" section, expanding towards unfamiliar regions, especially developing nations with expanding tourism, might be profitable as well as a risky factor.
Product Development: This portion focuses on improving the ability to use new products and services in the existing business. Current organisations make use of this particular connection trick to increase the financial performance in general of the company in question. Hilton Group uses a successful method of renewing its services and meeting the needs of the guests by regularly conducting research and looking to develop products that may improve the profitability. Revenue and utilisation of goods went up as a result (Hilton, 2018). By constantly doing this, the business creates an NPD cycle where they introduce these new services to the market for their guests. In addition to expanding the firm's accessibility, this enables Hilton to enter novel markets. Hilton consistently allocates resources regarding research and development, with a particular focus on comprehending current market conditions and the buying habits of consumers. Hilton has a wide range of brands, however new products including health spas with extended-stay hotels may fulfill the constant requirement of change of the visitors. The accomplishment associated with the Motto by Hilton brand, which caters to younger travellers, is highlighted in a report by GUPTA (2024). It can be difficult to maintain quality that is uniform throughout a large brand's assets, and evaluations on travel-related sites frequently draw attention to inconsistent experiences for clients.
Diversification: Hilton launched new products using the vertical diversification in order to expand and enhance the business (Gallino and Rooderkerk, 2020). This implies the fact that Hilton's upcoming new offerings and enhancements will fit into the same current offerings classifications and groups and be classified accordingly. When the Hilton chooses to launch and encourage innovative offerings that are unrelated to the company's current lineup, it engages in horizontal diversification (Roberts, 2023).
Hilton reportedly used the Ansoff model to determine which course of action was the riskiest for the company's activities in China (Clegg et al., 2022). Hilton looks to be using three insight-driven pillars as part of their strategy to rekindle trust within their company's name and in travel: client association, promotional creativity, and breakthrough innovations in products. The Ansoff Matrix and Hilton's emphasis on market saturation and economic growth are a good fit. But more sophisticated RevPAR analysis and more stringent brand-wide ensuring the quality is essential. Diversification ought to be done gradually while building on current advantages.

[bookmark: _ej5x0sxv52lw]5. Recommendations 
Implement leadership development programs: Hilton ought to put up sophisticated management development programmes to educate as well as strengthen the people they manage (Zientara et al., 2020). Through investment into the managers' development, Hilton will guarantee a uniform level of administration amongst all of its properties, establishing an appropriate organisational climate along with increasing satisfaction with guests.
Promote diversity and inclusion: Hilton may improve its organisational behaviour by cultivating an atmosphere promoting inclusiveness and diversity (Ahmed et al., 2022). Employing steps to attract and maintain staff from various backgrounds, in addition to giving education about subconscious prejudice along with understanding other cultures. 
Embrace technology for efficiency: Integrating organisational structures for the allocation of resources, and managing stocks, along with input from guests may assist in enhancing interaction and choice-making procedures. Furthermore, making investments in educational opportunities that make sure that employees are proficient in using cutting-edge technology will maximise the potential advantages of these advancements (Shin et al., 2021). Through implementing information technology, Hilton may maximise assets, increase its customer service, and retain its competitiveness in the ever-changing hospitality industry.
[bookmark: _81r8zpyk0lon]6. Conclusion 
In simple terms, Hilton Hotel Group's performance stems from its perfect combination of a hierarchical framework with a customer-centric, progressive environment. Although centralised decision-making allows for standardisation,
promoting variety overall and encouraging perpetual enhancement assures consumer fulfilment and overall efficient operations. Achieving the right balance is critical in preserving industry leadership along with adapting to changing circumstances in the marketplace. Hilton's initiatives appear well-aligned with guest needs and environmental responsibility. However, ensuring clear communication, proper training, and measurable outcomes is vital for the long-term success for this organisation.
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