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Hilton Organisational Audit

Executive summary
This report evaluates the Hilton hotel group as a case study in destination management. It assesses the organisation's corporate and unit levels, including its structure, culture, goals, recent changes, strategic direction, and business performance. The objective is to provide insights into the organisation's strengths, weaknesses, and competitiveness. Relevant theories and materials are used to compare the Hilton hotel group to its competitors.

The analysis shows that the Hilton hotel group has a well-established organisational structure to support its operations and strategic objectives. The organisation's culture values innovation, guest satisfaction, and sustainability. Evaluating its goals indicates a strong alignment with its overall mission and vision.

The Hilton Hotel group has demonstrated its ability to manage organisational changes effectively. However, areas for improvement include enhancing communication, stakeholder involvement, and planning to minimise potential disruptions.

The evaluation of the Hilton hotel group's strategic direction shows its competitive positioning within the market. The organisation has aligned its strategies with market trends and customer demands, resulting in favourable business performance. However, there are opportunities for further growth and differentiation, suggesting the need for continued refinement of the strategic direction.

Throughout the report, direct comparisons with competitors provide valuable insights into the Hilton hotel group's competitiveness within the market. These comparisons identify areas where the organisation excels and areas that require attention to maintain its competitive edge.
1. Introduction
The hospitality industry is a competitive and ever-changing field that requires strong management and organisational skills. The Hilton Hotel Group is a top global hotel chain with a presence in over 100 countries, boasting more than 1 million rooms (Statista, 2023). The purpose of this report is to evaluate the Hilton hotel group as a case study in destination management. It will examine the organisation at both the corporate and individual unit levels to assess its organisational structure, culture, goals, recent change initiatives, strategic direction, and current business performance. The report will apply relevant theories and use up-to-date materials to provide insights into the strengths, weaknesses, and competitiveness of the Hilton hotel group within the market. Additionally, the report will offer valuable insights into the destination management practices of the Hilton hotel group by making direct and relevant comparisons with competitors.

2. Organisational structure, culture and goals
a. Organisational structure
The term "organisational structure" refers to how a company organises its workers and resources to accomplish its objectives. There are three main types of structures: hierarchical, flat, and matrix (Organ, 2023). Hilton Hotel Group uses a hierarchical structure, which means that decision-making authority flows from the top to the bottom. For example, The CEO of Hilton oversees the entire organisation, and the flow of communication is generally from the top-down (Hilton Worldwide, 2021). The organisation's structure allows for quick decision-making and effective responses to market changes. However, other hotels in the same market have different structures. For instance, Marriott International uses a decentralised matrix structure with regional executives overseeing their regions and hotels having their own divisions, allowing them to concentrate on distinct global markets with a degree of independence (Hnkroll, 2017). This structure enables Marriott to be more responsive to local market conditions, but it can also result in inconsistencies in quality across different hotels.

b. Organisation culture 
Organisational culture refers to the values, beliefs, and practices that guide the behaviour of employees within an organisation. Hilton has a strong culture of hospitality and customer service. For example, the organisation reinforces through training programs, employee recognition programs, and customer feedback. Hilton's culture emphasises teamwork and collaboration, and employees are encouraged to work together to achieve the organisation’s goals (Robbins et al., 2019). Hilton’s culture emphasises teamwork and collaboration, and employees are encouraged to work together to achieve the organisation’s goals. For example, Hilton has a program called "Catch me at my best”, where employees recognise and reward each other for excellent work and collaboration. (Hilton Worldwide, 2021).  Other hotel organisations in the same market have different cultures. For example, Accor Hotels has a culture emphasising efficiency and cost control. This culture is reflected in the company’s management practices, which focus on reducing costs and increasing profitability (AccorHotels, 2018).

c. Organisation Goals
The Hilton Hotel Group's corporate goals are centred around growth and expansion. For example, the organisation aims to expand its global footprint by opening new hotels in key locations worldwide (Hilton Worldwide, 2021).  
At the individual level, Hilton’s goals are focused on providing excellent customer service and creating memorable experiences for guests. For example, Hilton has a program called “Hilton Honours”, where guests can earn points and rewards for loyalty, which incentivises employees to provide excellent service. (Hilton Worldwide, 2021).  
Other hotel organisations in the same market have different goals. For example, IHG (InterContinental Hotels Group) has made a significant change in their L&D strategy with the goal of fostering employee development and achieving organizational objectives. They introduced various programs like senior leadership training, coaching, and a worldwide performance management system. The progress is measured annually through an employee engagement survey with high satisfaction rates, and a subsequent survey track changes in employee perceptions (Site Staff, 2012).

d. Related Theories
One relevant theory is the contingency theory, which suggests that there is no one best way to organise a company and that the most effective organisational structure depends on the situation (Donaldson, 2001). The Hilton Hotel Group has a hierarchical structure that enables it to respond to changes in the market effectively. The organisation's structure is designed to ensure that decisions are made quickly and efficiently, which is essential in the highly competitive hospitality industry.
The goal-setting theory (Locke & Latham, 2002) is also relevant to the Hilton Group’s management practices. This theory suggests that setting specific and challenging goals can motivate employees and enhance their performance. The Hilton Hotel Group’s corporate goals are clear, specific, and challenging, which motivates employees to work towards achieving them. The organisation’s goals are also reviewed regularly to ensure they remain relevant and aligned with its mission and vision.

3. [bookmark: _Hlk137583995]Hilton Hotel Group’s recent change initiatives, their impacts and how well they were managed at both a corporate and individual level.

a. [bookmark: _Hlk137584055]Importance of adaptation of hotels to changes in their market
Several theories can infirm Hilton's approach to adapting to market changes. One relevant theory is the dynamic capabilities view (DCV), which emphasises a firm’s ability to adapt to changing market conditions by continuously developing new resources and capabilities (Teece et al., 1997). This theory suggests that organisations should be able to identify and respond to changing customer needs and preferences, as well as emerging technologies and market trends. For Hilton, this could mean investing in new technologies, such as mobile check-in and digital key systems, and developing new hotel concepts that cater to changing customer demands, such as wellness-focused hotels or sustainable hotels, especially after COVID-19.
Additionally, the institutional theory suggests that firms are influenced by the norms, values, and expectations of their institutional environment (DiMaggio and Powell, 1983). This theory suggests that firms should be aware of the institutional pressures they face and adapt their strategies accordingly. For Hilton, this could mean responding to changing consumer preferences for sustainable and socially responsible businesses, as well as complying with regulatory requirements related to Labo practices, data privacy, and environmental sustainability.

b. Recent change initiatives
In recent years, the company has implemented several change initiatives aimed at improving its operations and enhancing the customer experience. Some recent change initiatives by Hilton were:
· The introduction of its "connected Room" concept. The Connected Room allows guests to control various features of their Room, such as lighting, temperature, and entertainment, using their smartphone or other mobile device. The initiative was designed to enhance the guest experience by providing greater convenience and personalisation. According to Hilton, the Connected Room has been well-received by guests, with positive feedback on its ease of use and ability to customise the guest experience (Hilton Corporate, 2023). The company also partnered with technology providers such as Amazon and Google to integrate their voice-activated assistants into the Connected Room system (Hotel Technology News, 2019).
· At the corporate level, the Connected Room initiative was well-managed, with Hilton investing significant resources in research and development to create a seamless, user-friendly experience for guests. 
· At the individual Hotel level, the success of the initiative may be dependent on factors such as the quality of in Room Wi-Fi and the availability of compatible devices, which could limit the number of guests who can take advantage of the Connected Room system.

· Implementation of its “Stop Clicking Around” campaign in 2016. The campaign aimed to encourage guests to book directly with Hilton rather than through third-party online travel agencies (OTAs) such as Expedia and Booking.com. The initiative was motivated by the desire to increase direct bookings, which are generally more profitable for hotels than bookings through OTAs, which charge commissions of up to 30% (Bhattacharjee, 2021).
· At a corporate level, the Stop Clicking Around campaign was well-managed, with Hilton investing heavily in marketing and advertising to promote direct bookings. The campaign also included incentives such as discounted rates and loyalty program benefits for guests who booked directly with Hilton (Bhattacharjee, 2021).
· Whether the initiative succeeds at the individual hotel level is contingent on various factors such as the hotel's location, brand reputation, and pricing compared to competitors. Hotels situated in tourist hotspots may have the luxury of relying on third-party bookings, whereas those in less popular areas may need to put in extra effort to secure direct bookings.

c. [bookmark: _Hlk137584153]Comparison of Hilton with another competitor
Both Hilton and Marriott have demonstrated effective management in response to the COVID-19 pandemic, implementing similar measures such as enhanced cleaning protocols and contactless experiences. However, Hilton's approach, specifically through their CleanStay and EventReady programs. EventReady creates safe and socially responsible event experiences with curated solutions, including food, technology, and redesigned spaces (Hilton, 2022). displayed a more proactive and comprehensive response to the crisis. These efforts have contributed to their success in managing the situation and maintaining guest trust and confidence. Although Marriott's approach was also practical, Hilton's response was more comprehensive. 

4. [bookmark: _Hlk137584323]Organisation’s strategic direction and current business performance
Johnson et al. (2017) state that an organisation’s strategic direction is a long-term plan that outlines the company’s vision, mission, goals, and objectives. The strategic direction determines the company’s focus and guides its decision-making processes. It includes the organisation’s values, culture, and competitive advantage. The strategic direction is crucial for the company's success and must align with the company’s core competencies, resources, and capabilities. 

a. [bookmark: _Hlk137584383]How hotels should choose their strategic direction 
There are several theories on how hotels should choose their strategic direction. One theory by Kim and Mauborgne (2005) proposes the Blue Ocean Strategy, which suggests that companies should create an uncontested market space by developing new products or services that do not compete with existing ones. This strategy involves identifying new customer segments and creating value for them. Hilton’s unique resources and capabilities that give it a competitive advantage are:
· Their unique value innovation: “Hilton Garden Inn” creates new market space for mid-scale business travellers (Hospitality Net, 2022).
· Ability to attract noncustomers: for example, “True by Hilton” caters to and targets the needs of millennials (Hospitality Net, 2022).
· Strategic pricing.

b. Hilton Hotel Group strategic direction: key elements
MarketLine Company Profiles (2019) suggest that Hilton’s strategic direction overall centres around growth, innovation, brand differentiation, customer loyalty, and strategic partnerships to maintain its position as the leading player in the global hospitality industry. Also, Al-Swidi and Al-Hosam (2018) analyse and emphasise the company’s commitment to innovation and sustainability, as well as its partnership with other companies to enhance its offerings and reach new customers.
· Expansion: Hilton’s growth strategy is to expand its global footprint by adding new properties in strategic locations worldwide (Hospitality Net, 2022). 
· Innovation: The Hilton hotel group is committed to innovating and enhancing the guest experience using technology and design (Johnson & Azad, 2015)
· Brand differentiation: Hilton has a diverse portfolio of brands, each with a unique identity and target audience (Schultz & Johnson, 2014). Hilton introduced Spark by Hilton in January 2023, a top-notch economy brand focused on providing dependable service, genuine comfort, surprising extras, and reliable quality. (Nicholls, 2023).
· Loyalty: Hilton’s loyalty program, Hilton Honors, is a key component of its strategic direction. The company aims to deepen customer engagement and loyalty by offering personalised experiences, exclusive benefits, and rewards for frequent guests (Paluszek & Fields, 2014).
· Partnership: the Hilton hotel group has formed strategic partnerships with companies in various industries to enhance its offering and reach new customers. For example, Hilton has parted with the ride-sharing service Lyft to offer Hilton Honors members points for every ride they take with Lyft (Al-Swidi & Al-Hosam, 2018).

c. [bookmark: _Hlk137584521]Hilton's current business performance in the market
According to Fox (2023), the full year of 2022, Hilton’s systemwide comparable revenue per available room increased (RevPAR) by 42.5%, in comparison to the same periods in 2021, with the increases being caused by an increase in average daily occupancy rate. Over the course of 2022, Hilton managed to open nearly a hotel per day, totalling up to 355 new hotels. For the full year of 2023, RevPAR is expected to increase up to 8% compared to 2022. During an earnings call with investors, the President and CEO Chris Nassetta said, "We expect net unit growth of 5 to 5.5 per cent for the year and remain confident in our ability to return to 6 to 7 per cent net unit growth over the next couple of years." (Fox, 2023).

5. Recommendations
Hilton Hotel Group should continue to focus on expanding its global presence while maintaining a consistent standard of quality across all its properties. The company should also continue to invest in digital technology and sustainability practices to enhance its competitive advantage.
Effective change management is crucial for the success of any change initiatives, and Hilton must ensure that all stakeholders are involved in the process and that the benefits of initiatives are communicated clearly. 

6. Conclusion
In conclusion, the Hilton hotel group has a well-structured organisation with a strong organisational structure, culture and goals that align with strategic direction. The company’s recent change initiatives have had a positive impact on its business performance, but effective change management is crucial for the success of future initiatives. Hilton’s strategic direction is focused on expanding its global footprint, increasing its market share, and enhancing its digital capabilities while maintaining its commitment to sustainability and social responsibility.
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