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Audit and Analysis of Hilton Hotel Group
[bookmark: _Toc150900617]Introduction
The Hilton Hotel Group, a global hospitality behemoth, is renowned in the industry for its luxurious accommodations and exceptional service. Hilton has a rich history that dates back to 1919, and it has grown into a diverse portfolio of brands that span continents and cater to a wide range of travelers (Rockett, 2023). This audit's goal is to conduct a thorough examination of Hilton Hotel Group at both the corporate and individual unit levels (Hilton, 2022). This assessment will look into the structure, culture, recent change initiatives, their impact, and the alignment of strategic direction with current business performance. To ensure a comprehensive understanding, the audit takes a multifaceted approach that includes document analysis, stakeholder interviews, and performance metrics. The scope includes Hilton's overall corporate strategies.
[bookmark: _Toc150900618]Organizational Structure Theory 

The organisational structure of the Hilton Hotel Group is characterised by a decentralised model that allows individual hotels and brands within the group to operate semi-autonomously while adhering to overarching corporate standards. A central corporate entity provides strategic direction, marketing, and support services at the apex. The diverse portfolio of brands, which includes Hilton, Waldorf Astoria, and Hampton Inn, each has its own identity and caters to different market segments (Deng, 2022).. This segmentation enables Hilton to reach a diverse range of customers, from high-end travellers to budget-conscious individuals. The decentralised structure allows for faster decision-making at the local level, which improves adaptability to regional preferences and market dynamics.
The effectiveness of Hilton's organisational structure is demonstrated by the company's continued global presence and market leadership. The decentralised approach encourages innovation and responsiveness, which aligns with the varied needs of the hospitality market. However, maintaining consistent service standards across different brands may pose difficulties (Boddy, 2014). The ability of the organisation to balance autonomy and centralised standards is critical for achieving overall strategic goals. Periodic reviews and adjustments may be required to ensure that Hilton's objectives are supported by the organisational structure in an ever-changing industry landscape (Górska-Warsewicz, and Kulykovets, 2020. The organisational structure reflects a strategic balance of centralised control and local flexibility, which contributes to the company's resilience and success in the competitive hospitality industry.
[bookmark: _Toc150900619]Organizational Culture
[bookmark: _Toc150900620] Examination of Hilton's Corporate Culture
The corporate goals of Hilton Hotel Group are multifaceted, reflecting a commitment to long-term growth, customer satisfaction, and ethical business practises. Hilton's primary goal is to broaden its global footprint by opening new properties and entering emerging markets. At the same time, the organisation prioritises improving guest experiences through continuous innovation in services and amenities. Hilton's commitment to environmental sustainability is evident in initiatives such as LightStay, a comprehensive sustainability measurement system, which aims to reduce the company's environmental impact. Furthermore, through diversity and inclusion initiatives, the company strives to foster a positive workplace culture.    Hilton's corporate objectives show a proactive response to current industry trends and challenges. The emphasis on innovation corresponds to the increasing demand for technology-driven and personalised guest experiences (Górska-Warsewicz, and Kulykovets, 2020. The commitment to sustainability aligns with the industry's growing emphasis on environmentally friendly practises. Furthermore, Hilton's global expansion objectives reflect an understanding of emerging market dynamics and opportunities. Hilton positions itself as a forward-thinking organisation capable of navigating the complexities of a dynamic and competitive global marketplace by aligning its goals with industry trends. 
[bookmark: _Toc150900621]Recent Change Initiatives and Their Impact 
[bookmark: _Toc150900622]Description 
Hilton Hotel Group has recently implemented significant changes to improve guest satisfaction and experience across all of its brands. One of the most significant changes is a complete overhaul of housekeeping practises, with a focus on cleanliness and guest preferences. The Hilton chain has communicated to its operators that all Hilton properties must prioritise cleanliness while also providing a hot breakfast and a superior shower experience. Notably, full-service Hiltons will provide daily housekeeping, whereas limited-service properties will allow guests to choose when their rooms are cleaned.
[bookmark: _Toc150900623]Explanation 
Hilton is also addressing specific customer concerns about towel quality in response to customer feedback. The new towel programme incorporates cutting-edge technology, resulting in plusher towels that feel more luxurious after washing. Furthermore, these towels are designed to last longer, which contributes to cost savings for operators. The reasoning behind these changes is to make small improvements that will have a big impact on guest satisfaction (Kim, Park & Hwang, 2021). Hilton aims to differentiate itself in an industry where many competitors have made cuts or introduced additional charges by prioritising cleanliness, comfort, and responsiveness to customer preferences (Deng, 2022).. These changes demonstrate Hilton's commitment to continuous improvement and guest-centricity, which is in line with the company's strategic goal of providing an exceptional and personalised hospitality experience.
[bookmark: _Toc150900624]Impact 
[bookmark: _Toc150900625]Employees
Changes in housekeeping practises affect hotel employees. Daily housekeeping services at full-service Hiltons and increased flexibility for limited-service properties may affect housekeeping staff workload and scheduling. While the emphasis on cleanliness aligns with employees' commitment to upholding high standards, effective communication and adequate training are critical to managing any changes to their roles.
[bookmark: _Toc150900626]Customers
These changes represent a positive shift in the overall guest experience for customers. The dedication to cleanliness, combined with the addition of high-quality towels, raises the perceived value of Hilton's services. Guests, particularly those staying at full-service Hiltons, will appreciate the return of daily housekeeping, which will make their stay more comfortable and satisfying (Kengatharan, and Puviraj, 2021). Improved amenities like bedside power outlets and night lights cater to changing customer expectations and may influence their decision to choose Hilton over competitors.
[bookmark: _Toc150900627]Stakeholders
 These changes are likely to be welcomed by stakeholders, including investors and franchise owners. The focus on guest satisfaction and the possibility of increased bookings aligns with stakeholders' interests in the brand's long-term success and profitability. Furthermore, the introduction of low-cost, high-quality towels demonstrates a commitment to operational efficiency, potentially saving franchise owners money (Górska-Warsewicz, and Kulykovets, 2020).
[bookmark: _Toc150900628]Alignment with Long-Term Objectives
The recent changes are consistent with Hilton's long-term objectives of maintaining a competitive edge in the hospitality industry. By addressing specific customer concerns, such as towel quality, Hilton demonstrates responsiveness to changing preferences, which is critical for sustaining brand loyalty. Hilton's dedication to cleanliness and providing a superior guest experience reflects the company's strategic focus on differentiation in an industry where competitors have cut corners (Górska-Warsewicz, and Kulykovets, 2020). These changes help to build a positive brand image, which may help to attract and retain customers in the long run.
[bookmark: _Toc150900629]Change Management
Through open communication and strategic planning, Hilton Hotel Group has demonstrated a proactive approach to change management. The organisation clearly communicated the upcoming changes to its employees, emphasising the rationale and benefits. The involvement of property owners in the decision-making process demonstrates an effort to balance guest satisfaction with operational concerns (Boddy, 2014). The positive reception of the changes among stakeholders and customers demonstrates the effectiveness of these strategies. The change management approach appears to be successful in fostering a positive perception of the modifications and maintaining overall stakeholder satisfaction by aligning adjustments with Hilton's commitment to guest-centricity.
[bookmark: _Toc150900630]Strategic Direction and Business Performance 
Travel with Purpose is Hilton's ESG strategy to redefine and advance sustainable travel globally. As part of this strategy, we have committed to increasing our social impact and significantly reducing our environmental footprint by 2030. Hilton's commitment to reducing its environmental impact fits in perfectly with the industry's current trend towards sustainable and eco-friendly practises. Travellers are increasingly seeking accommodations that prioritise sustainability, which has resulted in a growing emphasis on environmental responsibility in the hospitality industry (Deng, 2022). Hilton's pledge to reduce its environmental footprint by 2030 aligns with the broader industry trend towards greener operations, allowing the company to respond not only to customer preferences but also to position itself as a leader in responsible travel.
Incorporating increased social impact into Hilton's strategic direction is a timely response to the broader societal shift towards socially responsible business practises. Consumers are becoming more aware of the social consequences of their decisions, including travel decisions. Hilton's commitment to increasing its social impact, whether through community involvement, employment practises, or philanthropic efforts, is consistent with the industry trend of corporate social responsibility (Armitage, Mbatha, and Sowman, 2020). This not only meets societal expectations, but also positions Hilton as a socially conscious brand in an era when consumers are increasingly seeking purpose-driven experiences.
[bookmark: _Toc150900631]Business Performance 
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Figure 1: Balance Sheet (Hilton, 2022).
The balance sheet indicates a stable financial position of the company. It represents that the company is able to stand strong in the coming few years. However, looking closely, the book value and shareholders’ equity are negative and indicates that the company needs to change their strategy and work for a positive book value and shareholders’ equity. It will help gain investment in the future. 
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Figure 2: Income Statement (Hilton, 2022).
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Figure 3: FInancial Statement  (Day and Alavipour, 2023).
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Figure 4: Market stock price (Al-Hyari , Al-Smadi,  and Weshah, 2023).
The financial statement and the analysis explain that the strategy of the company has had a positive impact on the company.  The financial statement highlights the gross profit, net income and the share price increase which indicates that the company is performing well. The financial position of the company is very strong as it witnesses 8.65% growth in its revenue. The data indicates that the strategy Hilton is implementing is effective and working in their favor. 
[bookmark: _Toc150900632]Future Recommendations 
- Look for ways to diversify the brand portfolio, catering to changing market demands and attracting a larger customer base.
- Increase global partnerships and collaborations, fostering alliances that contribute to sustainable tourism and community development.
- Use advanced data analytics to gain insights into customer preferences, optimise marketing strategies, and improve operational efficiency (Song, 2023).
- Invest in extensive training programmes to ensure staff adaptability to industry changes, thereby improving service quality.
- Adopt agile marketing strategies to respond quickly to market trends while maintaining a competitive edge and brand relevance (Deng, 2022)..

[bookmark: _Toc150900633]Conclusion 
Hilton Hotel Group emerges as a dynamic industry leader, successfully navigating the complexities of the hospitality industry through strategic foresight and responsiveness. The ESG strategy "Travel with Purpose" reflects a commendable commitment to sustainable travel, seamlessly aligning with evolving industry trends and heightened consumer expectations. Recent operational changes, such as improvements to housekeeping and guest amenities, show a keen understanding of customer preferences as well as a commitment to continuous improvement. Suggestions for strategic improvements, such as deeper integration and diversification of innovation, supplement recommendations for improving business performance through data-driven decision-making and agile marketing. 
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