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Executive Summary
The core purpose of the paper was to conduct a business audit based on a hospitality business. For this, the case study of Hilton Hotel Group has been selected. The following paper offers an overview of the organisational structure, goals, and culture, along with the strategic direction of Hilton based on its current market position. The change initiatives taken by Hilton to improve sustainability, such as minimising emissions, reducing water and food wastage, improving career opportunities, and using tech-driven approaches, have been critically discussed, as well as their impact on the business performance of Hilton Hotel Groups. 
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[bookmark: _Toc165464915]Introduction
Managing organisational behaviour is important for meeting organisational goals. The foremost aim of this report is to conduct an audit to understand the strategic direction and current performance of firms. The following report aims to critically analyse the current change initiatives taken by the company and their impact on the overall operation of the Hotel Group. The case study of the Hilton Hotel Group has been selected to have a critical discussion on organisational structure, goals and culture. Porter’s five force analysis model has been selected to consider the strategic direction along with the competitive advantages of Hilton Hotels in the current competitive and ever-changing hospitality industry. 
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Organisational Structure of Hilton Hotel Group
Hilton Hotel Group is a global brand, which was founded in 1919 by Conrad Hilton. Hilton currently has more than 6,800 properties and 216.,380 rooms across 94 countries. Therefore, Hilton has become one of the largest hotel brands in the world. 
[image: ]
Figure 1: Employee Numbers of Hilton
(Source: Statista, 2024)
As per the recent statistics, the total number of employees in 2022 was 159,000, which increased 11% from 2021. Therefore, managing this huge number of employees has become a crucial task for their leaders (Graziano, 2021). A hierarchical organisational structure is followed by Hilton groups, which support dividing employees into small departments and groups. The C-suite of Hilton is responsible for managing a wide range of geographical and functional divisions. The recent COVID-19 pandemic and the recession influence Hilton to take sustainable initiatives. Due to increased customer awareness, Hilton started to offer several eco-friendly programs and holiday packages to its customers to enhance community engagement. 
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Figure 2: Organisational Chart of Hilton Hotels
(Source: Ir.hilton, 2024)
The current CEO of Hilton Hotels is Christopher Nassetta, who is responsible for cultivating an environment where the guests can take delight in services and have memorable experiences. A “Divisional Organisational structure” is generally followed by Hilton Hotels, which helps divide tasks and groups (Ir.hilton, 2024). Allocating tasks to groups with experienced and skilled employees can help improve work productivity and efficiency. The divisional structure helps offer adequate advantages to the large organisation. Each division can be specialised focusing on the expertise of the team members. Considering the organisational chart of Hilton Hotels, the CEO remains at the top of all the divisional managers (Calisto et.al., 2021). All the global presidents from different countries have been selected, which ensures the success of the global operation of Hilton Hotels despite increasing competition. 
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Organisational Culture of Hilton Hotels 
The organisational leaders of Hilton are committed to creating a great work environment with huge opportunities for growth, which helps team members excited to work. Hilton is committed to developing an inclusive and diversified organisational culture that offers equal opportunities for employees from different backgrounds to achieve the same growth and career opportunities. More than 57% of the employees are hired globally from 114 different countries and territories (Ir.hilton, 2024). Employees of Hilton can speak more than 40+ languages, which helps to offer the necessary support to the customer from different backgrounds and languages. Leaders and managers at Hilton are committed to designing an inclusive and diversified work culture. The leaders of Hilton are highly committed to offering empathy and care to the workers (Paais and Pattiruhu, 2020). The organisational culture of Hilton offers adequate respect and flexibility to employees, which helps to create a sense of value. Hilton not only offers job opportunities to people but also offers the opportunity to build their careers. Therefore, career development opportunities at Hilton help in attracting global talents.
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Figure 3: Diversity at Hilton Hotels
(Source: Reidhead, 2020)
The Hilton is a leading global hospitality company, which offers job opportunities to more than 178,000 people. A recent employee survey at Hilton discovered that 95% of the employees at Hilton say it's a great place to work compared to other hotel industries. Hilton operates in more than 94 countries, which encourages locals to do their jobs (Reidhead, 2020). The huge number of global employees influences to development of sub-cultures for each division. On the other hand, diversity and inclusion help to engage talents from all over the world with different beliefs, knowledge, skills and expertise. 
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Organisational Goal of Hilton Hotels 
Being the world’s largest hospitality company, Hilton is accountable for driving a sustainable and responsible travel and tourism business globally. Therefore, Hilton is committed to minimising its negative impact on the environment and society. Hilton has adopted an ESG strategy, which helps to demonstrate the special, environmental, and governance factors that are important for improving Hilton's future and current business operations. Considering the negative impacts of the travel and tourism industry on the environment and society, Hilton is committed to reducing its emissions and becoming sustainable by 2030 (Esg. Hilton, 2024). His Hotel group aimed to reduce scope 1 and 2 carbon emissions from the management of the hotel by 75%. By 2030, Hilton aimed to reduce scope three emissions by 56% by working collaboratively with environmental groups and communities. Hilton started with a noble premise: to make the world a better place. Therefore, Hilton aimed to drive responsible and sustainable tourism globally with positive social and environmental impact through the ESG strategy. 
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Recent Change Initiates by Hilton and Their Impacts
The ever-changing and rapidly growing tourism industry influences Hilton Hotels to implement change initiatives. Change has become one of the key factors to achieving success in the highly competitive business landscape (Chung, 2020). Considering the negative effects of the travel and tourism industry, Hilton has taken several initiatives to implement adequate strategies to protect water resources, minimise emissions, create careers and reduce waste. The following sections list the change initiatives implemented by Hilton Hotels and their impacts on the company's operation. 
Reducing emissions and improving sustainability 
Hilton Hotel is committed to improving its sustainability practices through missing emissions and the use of natural resources. Hilton is committed to reducing 44% of the carbon from all hotels by 2030, which will help to achieve “Net Zero” by 2050. Hilton is working collaboratively with “Schneider Electrics” to develop a robust plan for minimising the use of natural energy by 2030 (Kuo et al., 2022). Hilton started to replace all the lights with LED bulbs, and the ESG innovation funds support investing in innovative ESG technologies that will help decarbonise and tackle climate change. The sustainable initiatives taken by Hilton Hotels positively affect sales and demand. Improving sustainable practices helps to grab the attention of socially aware customers who are concerned about their carbon footprints. However, poor change management practices and lack of employee training can negatively impact staff performance. 
Reduce Water use and waste.
Hilton is committed to reducing 50% of its water usage by 2030 and a 38.1% reduction in the water intensity from all hotels. Hilton Hotel is also committed to mapping 100% of the hotel's giants the “Water Risk Indices.” The energy and water efficiency designs help hotels to improve their design decisions, which improve the water and energy efficiency. In addition to this, Hilton is committed to reducing landfilled waste by 50% and reducing food waste across the global operation of Hilton Hotels through food waste reduction programs (Rubio-Mozos et.al., 2020). These initiatives taken by Hilton Hotels impact positively international operations as they reduce operation costs by minimising water and food wastage. On the other hand, reducing water and food waste helps to improve the quality of life of the local communities. 
Initiatives for Creating Careers
In 2022, Hilton has created more than 677,350 learning and career growth opportunities. More than 40% of the women in global corporations are at the leadership level. More than 19% of the employees at Hilton are from ethnic backgrounds and are in corporate leadership positions (Floričić, 2020). The training and development initiatives taken by Hilton help to create a “Harassment-free workplace.” Therefore, the initiatives taken by Hilton positively impact the economy and help to generate job opportunities for locals. Hilton's career initiatives motivate locals to engage in sustainable practices, which improve their income level and quality of life. 
Tech-Enabled Global Program
Hilton has recently launched the “Tech-enabled Global Program”, which aims to simplify travel, and this program offers a comprehensive set of tools to improve travel booking and management. Thai tech-driven initiative taken by Hilton helps to increase online sales (Dimitrios et al., 2020). On the other hand, facial recognition, mobile check-in and robotic lagged delivery help to add convenience to the customer experience. After the recent pandemic, tech-driven tools and technologies have helped to offer contactless deliveries to customers (dos Santos et al., 2020). On the other hand, AI has been used to offer personalised services and help analyse guest behaviour, preferences, and needs to offer high-quality services, which ensures customer satisfaction. Therefore, tech-driven initiatives taken by Hilton improve customer satisfaction and improve retention, which positively impacts the profitability of the company. 
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Strategic Direction of Hilton Hotels
Strategic direction can be defined as the process of firms making decisions to achieve their goals and targets. The competitive analysis framework of Porter’s five forces has been selected and applied to recognise the actions Hilton should take to achieve goals and targets (Acampora et al., 2022). Porter’s five forces help to recognise the power of important business entities such as customers, suppliers, rivals, new entrants and substitutes. 
Bargaining Power of Customers
The bargaining power of customers at Hilton is relatively high due to increased competitors. The majority of travellers made their travelling decisions based on the price poignant, which forces Hilton to offer services at competitive pricing points (Moise et al., 2021). However, customers with high incomes make their travelling decisions based on the location, luxury and comfort of the hotel rooms. 
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Figure 4: Five Porter Forces of Hilton Hotel Group
(Source: Wu, 2020)
Barging power of Suppliers 
The Bargaining power of suppliers is relatively low as Hilton purchase its services and products from more than 4000 suppliers globally. Due to the lack of uniqueness of the services and products at Hilton, the bragging power of suppliers is low (Wu, 2020). On the other hand, the high availability of the suppliers and low supplier switching costs reduce the power of suppliers. 
Threat of New Entry
Threat of the new entry is relatively low due to the high investment cost and capital required for entering into the global hotel industry. Hilton has a strong and loyal base of customers, which also helps to minimise the threat of new entry (Moise et.al., 2021). Complex legislation and licensing procedures create huge entry barriers for new hotels leading to the lower threat of new entry. 
Threat of Rivals
The hospitality industry of the UK is highly competitive, which makes the threat of Rivals high. The main competitors of Hilton include IHG, Marriott, Hyatt, IHG and Premier In. However, competitors offer services and products at different price points, which can help to enjoy advantages over the competitors. 
The threat of substitutes 
Direct substitutes for Hilton include hotels that offer services at an affordable price point (dos Santos et al., 2020). There are no switching costs and differences in services within the hotel industry, which influence customers to choose low-price services, especially after inflation rates and rising living costs. 
The strategic objective of Hilton is to become the sustainable global leader in the hospitality industry and make the world the best place to travel. To achieve this aim, Hilton needs to differentiate its products and services to help it enjoy advantages over its rivals and attract the best global talents. 
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Figure 5: Market Shre of Hilton Hotel Group
(Source: Ir.hilton, 2024)
Hilton Hotel holds a market share of 13.0% in the current hospitality and tourism market. In 2023, Hilton ranked as the leading hotel company by its sales worldwide (Ir.hilton, 2024). Hilton has become the fourth largest hotel service provider in the world, which will help it become the global leader in the hospitality industry. 
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Figure 6: Revenue of Hilton Worldwide
(Source: Statista, 2024)
According to recent statistics, Hilton Hotel Group generated a revenue of 10.24 million in 2023, which was 8.77 billion in 2022. The global COVID-19 pandemic had an adverse impact on the worldwide hotel industry (Statista, 2024). However, Hilton has successfully coped with the adverse impact of the pandemic and travel restrictions.
Recommendation 
Considering the results of the competitor analysis, Hilton should focus on developing a culture that values the people. Marriott has implemented an employee-oriented company culture, which harmonises with corporate strategy and vision. Other competitors, such as Hyatt and IHG, have taken initiatives to become carbon neutral by 2050. Therefore, improving corporate social responsibility and sustainable practices would help Hilton to grant a unique competitive advantage in the hospitality industry. 

[bookmark: _Toc165464922]Conclusion 
It can be concluded from the above strategic report of Hilton that the firm is trying to improve its business operation after the recent pandemic and aims to become the global sustainable leader in the competitive hospitality industry. The current sustainability trends and increased customer awareness influence Hilton to take adequate initiatives to improve its business operation and generate adequate profit to run the business successfully in future. Initiatives taken by Hilton improve sustainability, customer stratification, quality of services and minimum competition. 
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