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Introduction 
Hilton has a hierarchical organisational structure because of its enormous scale 13 brands served 140 million callers in 2015 alone and its vast customer base. This assignment necessitates a discussion of Hilton Hotels' organisational structure, culture, and objectives in addition to the impact and management quality of recent transformation projects. The organization's present business performance and strategic direction should also be discussed. The Hilton Hotels case study, "Brand Focus: Customer Relationship Management." The firm itself splits its properties, and hence its operations and the C-suite of Hilton is in charge of overseeing a variety of functional and geographic divisions. Hilton's executive provides information on how the business uses innovation to enhance customer care.
Organisational overview
The owning division of Hilton Worldwide consists of 146 hotels with 59,463 rooms that are either owned or leased. In the ownership and franchising classification, 4,419 hotels comprise 6, 91,887 rooms. The demands, location of the room, select foods, and general stay of new clients are all gathered via the OnQ system. The management can take proactive measures to guarantee that the rooms are set up to the client's tastes and likes when they return (Moliner et al. 2019). Hilton may also use the technology to track customer information and provide guests with individualised experiences. Hilton Hotels ensures a seamless and satisfying stay for guests and staff by streamlining and automating the workflow activities that take place between booking guests and check-out by utilising the OnQ system.






Figure 1: Organisational structure of Hilton hotel group
(Source: Hilton, 2022)
Organisational culture and goals 
Organization Structure
 Hilton's organizational structure is typified by a divisional model, which is logically arranged into regional divisions and international business units. The regional divisions cover the Americas, Europe, the Middle East, Africa, and Asia Pacific while the worldwide business units comprise timeshare, real estate, and brand management. Hilton's dual-layered structure enables it to strike a compromise between the benefits of a globally cohesive brand and the adaptability required to meet the specific needs of various local markets (Mishurova et al. 2020). Every geographical division and business unit functions as a somewhat independent entity, which adds to the organizations overall flexibility and efficiency.
Culture
 A strong dedication to hospitality is at the core of Hilton's corporate culture, mirroring the inspirational goal of founder Conrad Hilton to "fill the earth with the light and warmth of hospitality". This emphasis on culture pervades every part of the company, including how staff members engage with visitors, work together internally, and handle difficulties (Foris, Crihalmean and Foris 2020). Strong relationships are cultivated with both customers and staff due to the hospitality-centric culture, which fosters a warm and accepting environment. It acts as the compass that directs people's actions and decision-making processes across the board for the organization.
Goals
Hilton's main objectives are diverse and show a calculated commitment to innovation, brand management, and international development. The company is committed to growing its already remarkable portfolio of 18 brands and carefully placing them in 120 different countries. This broad reach recognizes the various demands and preferences of many markets and seeks to use the size while maintaining local relevance. A fundamental element of Hilton's approach is leveraging size, which enables the business to take advantage of economies of scale while customizing its products to local preferences. One of Hilton's objectives is to promote innovation in all aspects of company operations. This dedication to innovation is a proactive tactic to keep ahead of new trends as well as a reaction to the dynamic character of the hospitality sector. Through an innovative culture, the firm aims to consistently improve its guest experiences, operational procedures, and environmental policies.
Hilton's organizational structure is made to maximize the advantages of regional flexibility as well as global uniformity. Its enduring values of hospitality are important to its culture, and its objectives are wide-ranging, including international growth, brand management, and a dedication to innovation in all facets of operations. Hilton is now positioned as a dynamic and progressive participant in the international hospitality sector thanks to this strategic alignment.
Evaluation of change initiatives 
Under the inspirational direction of CEO Christopher Nassetta, who took over the position in 2007 (Reidhead 2020) Hilton has started a path of transformation highlighted by a number of important projects.
Good IPO and Significant Growth: In 2013, Hilton carried out a successful IPO, a calculated decision that not only brought in money for the business but also signaled a critical turning point in its financial development. Hilton thereafter saw rapid expansion, growing its portfolio to include more than 6500 hotels worldwide (Dixit, Lee and Loo 2021). The company's dedication to sustaining a strong worldwide presence and its strategic response to the changing needs of the hospitality industry are both evident in this expansion.
Digital Innovation and Brand Identity Refresh: Hilton has been aggressively promoting digital innovation because it understands how important it is to be on the cutting edge of technology breakthroughs. This involves embracing the digital era of hospitality and implementing state-of-the-art technology to improve the visitor experience and operational efficiency. Hilton also completely redesigned its brand identities to ensure that they appealed to a wide range of modern consumers and were in line with current trends.
Hilton's Direct Booking Platform: The creation of the Direct Booking platform in 2015 was a key step in the company's most recent endeavors. By reducing reliance on online travel agents (OTAs) and the fees they charge, this strategic strategy aims to increase Hilton's profitability. It's crucial to remember that this change wasn't without difficulties, as some consumers who were used to the ease of OTAs reacted negatively (Ertuna, Karatas-Ozkan and Yamak 2019). This action deliberately positioned Hilton to have more control over its distribution networks and client connections, even in the face of initial pushback.
Sustainability Initiatives: Hilton has put in place sustainability initiatives to lessen its environmental effect in response to the increasing emphasis on environmental responsibility throughout the world (Iansiti and Lakhani 2020). A dedication to corporate social responsibility is demonstrated by these activities, which address issues with resource usage, waste production, and carbon emissions. Hilton demonstrates its commitment to environmental conservation and caters to the growing eco-conscious consumer base by incorporating sustainable practices into its operations.
Safety and Health Procedures When the COVID-19 Pandemic struck: Hilton implemented enhanced health and safety policies in response to the exceptional problems presented by the Covid-19 epidemic. These actions were intended to emphasize the visitors' well-being and provide reassurance amidst the public health emergency (Krupskyi et al. 2019). This flexibility demonstrated Hilton's tenacity and dedication to visitor happiness, even in the face of unanticipated difficulties.
Even while these changes have created some disruptions, taken as a whole, they show a proactive commitment to upgrading operations, maintaining competitiveness in a field that is changing quickly, and setting Hilton up for long-term success in the vibrant global hospitality market. Hilton exhibits a dedication to not just fulfilling present industry norms but also influencing the direction of the hotel sector with these endeavors.
Effect of change management on the organization 
Hilton has carefully developed its strategy plan to create value and accelerate growth in a number of areas. A dedication to brand distinctiveness, which makes each of its eighteen brands stand out in a congested market, is at the heart of this ambition. Hilton wants to increase its worldwide footprint by using marketing scale and connecting with a wide range of audiences. A key component that keeps Hilton at the forefront of innovation and improves operational effectiveness is proprietary technology. Hilton proactively raises brand exposure by focusing on direct bookings and nurturing high-value visitors through loyalty programs, all informed by data from consumer behavior. Geographically, the emphasis is on fast-growing markets in Latin America, Africa, and Asia; strategic alliances with China and India help to bolster its position in these regions. Hilton has demonstrated a forward-thinking strategy with its astute targeting of lifestyle brands and alignment with up-and-coming travel trends, such wellness tourism. Hilton is investing heavily in digital platforms and data analytics to support its growth trajectory. This will enable personalized marketing and seamless customer experiences, which will position the brand as a leader in the constantly changing global hospitality landscape (Roy 2021).
Current business performance of the organisation
Hilton has exhibited tremendous resilience in the face of the enormous hurdles presented by the Covid-19 epidemic, as seen by its continued global expansion. With the launch of 418 new properties, 2021 saw a net unit growth of more than 5%. Following a significant 56% decline in Q2 2020, revenues increased gradually to $7.6 billion in 2021. Despite challenges during the crisis, profitability is on the rise, with adjusted EBITDA expected to reach $1.6 billion in 2021 from $2.3 billion in 2019. In 2021, occupancy rates were close to 60%, although they were still below the 2019 criteria. Hilton's brand strength, scalability, diversity, and concentration on direct bookings have all worked together to protect the company from the effects of the Covid-19 epidemic. As confirmed by Fitch Ratings in 2021, Hilton's balance sheet and liquidity are still strong (Eschenbrenner et al. 2021). With its strategy focus on digital innovation and growing areas, Hilton is well-positioned for a long-term, steady recovery.
Competitive Angle and Market Position
 In the worldwide hospitality market Hilton's main competitors are France's Accor and American rival Marriott. Marriott and Hilton both run multi-brand portfolios that cover different market niches. Thanks to the acquisition of Starwood, Marriott surpassed Hilton to become the largest hotel group in the world during the pandemic, with over 7800 properties. Compared to Hilton, Marriott's Bonvoy rewards program has a bigger membership base. Hilton has, nonetheless, consistently attained greater revenue per available room (RevPAR) and occupancy rates. With more than 5300 properties under its luxury, premium, economy, and budget brand portfolios Accor distinguishes itself with a strong portfolio of lifestyle brands after acquiring FRHI and SBE.Accor's remarkable profitability is explained by its larger percentage of franchised properties compared to managed hotels, with net earnings in 2021 above $1 billion. However, its earnings are lower than those of Marriott and Hilton are. 
Hilton continues to be a major participant in the market by utilizing its strong direct booking platform, a diversified brand portfolio, and its growing worldwide footprint. With constantly increased revenue per available room (RevPAR) and occupancy rates, Hilton retains its competitive edge against Marriott, which has risen to become the largest hotel group in the world (Reyes-Menendez et al. 2020). Although Hilton's Bonvoy rewards program has a stronger membership base than Marriott's, its ability to provide value to guests is demonstrated by its strong performance in key metrics. With more than 5300 properties and a wide range of brands under its belt, Accor distinguishes itself by concentrating on lifestyle brands after making smart acquisitions. A larger proportion of franchised hotels fuels Accor’s profitability, which is better than that of Marriott and Hilton but still falls short of $1 billion. Hilton's continuous market dominance is based on its strong direct booking platform, a broad range of brands, and an ever-expanding worldwide reach, all of which support the company's relevance in the cutthroat hotel industry.
Conclusion and Recommendation
Hilton is a prominent player in the worldwide hotel industry, exhibiting strengths in corporate culture, organizational structure, strategic direction, and a remarkable recovery during the pandemic. Nonetheless, continual difficulties with controlling the disruptions caused by continuous change projects and regaining profitability call for strategic advice. It is recommended that the introduction of new brands be accelerated in order to seize growing lifestyle categories, therefore strengthening Hilton's position. Enhancing and broadening customer experiences may achieved by extending loyalty ties beyond airlines to include retail outlets or attractions. Increasing self-service choices and mobile applications satisfies the needs of tech-savvy visitors. A wide and efficient reach is ensured by optimizing sales channels and finding a balance between direct reservations and a presence on online travel agency platforms. Hilton's incorporation of sustainability issues into supplier relations and operations is in line with the growing demands of environmentally conscientious consumers. Furthermore, by carrying out comprehensive examinations of customer information, Hilton is able to identify and successfully target new travel trends. Hilton is well-positioned to sustain its leading position in the global hospitality industry by using its strong skills and constant emphasis on innovation. The company will be able to navigate continued turbulence with agility and a consistent dedication to customer centricity.
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