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Executive Summary
The primary objective of this audit report is to center on the Hilton Hotel Groups, investigating a range of elements such as their structure, culture, and objectives. It additionally assesses the hotel's response to recent modifications, evaluates Hilton's strategic path, and appraises its present business accomplishments.
The report emphasizes that Hilton Hotel implemented a divisional framework to effectively manage its extensive operations and maintain uniform standards across its various establishments. It also notes that the hotel faced the most significant obstacles in its 101-year history, primarily attributable to the evolving external circumstances, specifically the global pandemic. This unparalleled event compelled a change in the management's outlook toward the business.
At present, Hilton has prioritized customer relationships and the well-being of its employees to a greater extent, acknowledging their significance. Moreover, the report recognizes that Hilton has recognized the necessity of implementing more environmentally friendly business practices.
Lastly, the report observes that Hilton achieved successful business expansion by employing a strategic franchise approach, leading to profitable growth.












[image: ]















Introduction
Hilton Hotel Group is a globally renowned American hospitality corporation established in May 1919 by Conrad Hilton (Hilton, 2022). According to Hotel Tech Report (2022), the company incorporates 18 brands and works with over 6,800 possessions in 122 countries and regions. Ward (2022) highlights that Hilton holds the top position on Forbes' list of America's Large Employers, further underlining its distinction. Additionally, the brand's noteworthy contribution to the global economy exceeds $1 trillion dollars.
According to Lock (2022), Hilton Hotel Group generated a revenue of $0.60 billion in 2021, indicating a slight increase from the previous year's total of $0.42 billion. The impact of the Covid-19 pandemic was evident in 2020, with Hilton Group experiencing an 18.5% reduction in staff, resulting in 141,000 personnel. However, in 2021, the hotel group managed to recover and witnessed a 0.7% growth in staff compared to the previous year (Macro Trends, 2022).
This audit report has a specific focus on evaluating the Hilton Group Hotel's organisational structure, culture, and goals. It aims to assess the effectiveness of the hotel group's ongoing change initiatives, analyzing the impact of these changes and evaluating the efficiency of their management. Additionally, the report will delve into the company's strategic directions and current business performance, providing insights into the present status of the Hilton Hotel Group within the hospitality sector.
Top of Form

The organisational structure, culture, and goals of Hilton
Hilton Hotel Group's aim is to provide unique experiences and build a warm and welcoming atmosphere in each hotel, for every client, in each circumstance, in line with their mission to "fill the earth with the light and warmth of hospitality" (Hilton, 2022). Furthermore, Hilton aims to improve their commitment to social influence initiatives and make substantial steps in plummeting their ecological footmark by executing ecological practices in their value chain (Hilton, 2022).
To fulfill their goals and objectives, the group implemented an organisational structure that establishes connections and provides support to their employees (Ali & Varoğlu, 2022). Närman et al (2012) outline five key elements of an administrative structure, which include job descriptions, hierarchical levels, departmentalization, a span of control, and a chain of command.
The organisational structure is crucial in ensuring the efficient operation of an organisation and its ability to deliver value to the market. It establishes a strong connection between competitive strategy and the value chain, facilitating effective coordination and collaboration (Kiruba et al., 2020). By maintaining a clear chain of command and decentralizing management, the structure promotes employee motivation and engagement. However, it is important to acknowledge that this type of structure can also result in an increased bureaucratic burden and potentially slow down operational processes (Kiruba et al., 2020).
Considering the extensive scope of Hilton's business activities, its organisational structure can be characterized as a divisional structure. Fairfield (2016) defines a divisional organisational structure as a coordination mechanism wherein a company divides its workforce based on products, markets, or job characteristics. The author also suggests that companies that serve both businesses and customers are more inclined to adopt a divisional structure. This type of structure also enables hotels to operate in the global market with distinct geographical locations.
As per Heath (2014), Hilton employs a divisional structure comprising of three divisions: ownership division, management and franchise division, and timeshare division. Hilton Hotels & Resorts oversees the first two divisions, while Hilton Grand Vacations manages the timeshare division.
Following the execution of reformation and new initiatives by Christopher J. Nassetta in 2007, Hilton has observed an augmentation in its organisational culture with better communication and collaboration between individual hotel units and the wider Hilton worldwide (Hilton, 2022).
Furthermore, Hilton has concentrated on increasing its organisational culture to nurture unity and has executed methods to accelerate decision-making procedures at all levels, aiming to improve stakeholder fulfillment. This emphasis on incorporation has yielded positive results, with Hilton Worldwide experiencing a 44% surge in income from its timeshare unit over the past six years (Business Wire, 2021).
Over the course of more than a hundred years, the Hilton Hotel Group has consistently prioritized fostering a robust organisational culture and is dedicated to creating a superior work environment. The company places high value on its employees and provides them with exceptional benefits, empowering them to achieve their utmost potential. Employees of the Hilton brand hold a deep appreciation for their work and take pride in being associated with the brand. The company maintains a meaningful and enjoyable work environment that encourages interpersonal connections and enables employees to engage with others (Hilton, 2021).
The Hilton brand has received notable recognition for its strong commitment to diversity, equity, and inclusion, securing the top position in the DiversityInc rankings in 2021 (Hilton, 2020). Additionally, Hilton has been acknowledged as a leader in various specialized categories, including Board of Directors, Executive Diversity Councils, Latino Executives, Native American/Pacific Islander Executives, Asian American Executives, mentoring, veteran's philanthropy and people with disabilities, Employee Resource Groups, Sponsorship, and ESG (McLean, 2021). This highlights the brand's outstanding performance and dedication across multiple facets of diversity and inclusivity.

The Effects of Change on the Hilton Hotel Group
The global economy and the tourism sector were severely affected by the Covid-19 pandemic, leading to essential modifications in operations and distress regarding the security of customers. Hilton's President and CEO, Christopher J. Nassetta, the Hilton Group did not experience a substantial effect from Covid-19 until the first part of 2020. Nassetta highlighted that their main focus during the pandemic was guaranteeing the well-being of guests and staff. Furthermore, proactive actions were taken to defend the business by obtaining a strong liquidity position (Simon, 2020).
As stated by McLean (2020), the Covid-19 pandemic presented Hilton with its greatest challenge in the company's 101-year history. Nevertheless, Hilton's resilient capital-light business model enabled them to achieve a significant milestone of 12 million rooms in the fourth quarter of 2020. Three specific hotels serve as examples of Hilton's global expansion: the Hilton Garden Inn Umhlanga Arch in South Africa, showcasing the company's growth in Africa; the Tru by Hilton Savannah Airport in the United States, representing one of Hilton's fastest-growing new brands; and the Hilton Garden Inn Guizhou Maotai Town in China, supporting Hilton's ambitious growth plans in the Asia-Pacific (APAC) market. These hotels exemplify Hilton's history of growth (McLean, 2020).
During the pandemic, Hilton introduced Hilton CleanStay™, an innovative standard of hygiene and disinfection developed in collaboration with RB, the manufacturer of Lysol and Dettol, and in consultation with Mayo Clinic (Stories from Hilton, 2021). Furthermore, Hospitalitynet (2020) noted that Hilton's 18 brands offer guests the flexibility to customize their housekeeping preferences based on their individual comfort levels. Additionally, customers utilizing the Hilton Honors app can experience a contactless check-in process, as features like in-app check-in and digital keys allow guests to check in, choose their room, bypass the front desk, and unlock over 100 million Hilton doors using their smartphones.
According to Shillinglaw (2020), the Hilton administration announced a program that allowed Hilton Honors members to contribute their points, which would then be converted into cash and directed towards pandemic response organisations such as Clean the World, Direct Relief, and World Central Kitchen. This initiative delivered a prospect for Hilton Honors members to aid and support these organisations through the pandemic.
During the lockdown, Hilton took proactive measures to maintain customer engagement and excitement by sharing the recipe for their renowned DoubleTree Chocolate Chip Cookies. This allowed passionate guests and baking enthusiasts to recreate the cookies within the familiarity of their own homes. With more than 30 million DoubleTree cookies enjoyed at Hilton annually, Shawn McAteer, the Senior Vice President and Global Head, acknowledged that although the cookies couldn't resolve the challenges presented by the pandemic, they could offer a moment of solace and enjoyment for individuals (Stories from Hilton, 2020).
In an effort to show solidarity with communities, Hilton joined forces with American Express to cover the costs of up to 1 million hotel room nights for frontline medical personnel. As part of a broad partnership with American Express, Hilton also contributed a donation of $1 million to World Central Kitchen. This donation was intended to provide nutritious and freshly prepared meals to frontline medical workers staying at Hilton properties across the United States during the pandemic (Business Wire, 2020).
In pursuit of fostering sustainable tourism, Hilton has made a commitment through its Travel with Purpose 2030 Goals to minimize its carbon footprint and environmental impact. Hilton has achieved noteworthy reductions in CO2 emissions, energy consumption, and water waste, while also implementing an industry-leading program for recycling soap across more than 5,300 properties. These endeavors have earned Hilton recognition as a global leader in sustainability within the industry (Stories from Hilton, 2020).
To extend assistance to its employees, Hilton introduced the Hilton's Team Member Assistance Fund, which provides support to staff members and their families who have been directly impacted by the Covid-19 pandemic. Furthermore, Hilton restructured its recruitment process to prioritize aiding employees affected by furloughs and layoffs by establishing Hilton's Workforce Resource Centre (Dobrosielski, 2020).

Current business performance and strategic direction of Hilton Hotel Group
Despite the noteworthy and continuing impact of the Covid-19 pandemic on the hospitality industry, Hilton has sustained to face the challenge head-on. As a company with a rich legacy straddling over 101 years, Hilton distinguishes the need to differentiate itself in a competitive market. To accomplish this, Hilton has adopted a three-pronged method concentrated on product innovation, creative marketing strategies, and fostering meaningful relations with customers. By embracing these pillars, Hilton aims to introduce renewed confidence and excitement in its brand among the developing landscape of the hospitality industry.
The urgencies of individuals have moved considerably due to the pandemic. Formerly, less importance was placed on service and conveniences when selecting accommodations. However, in the current situation, people prioritize services such as cleanliness and safety when searching for a hotel room. Identifying the need to compete with the ease and safety of guests' own homes, Hilton introduced the CleanStay program in partnership with RB, a trusted cleaning brand. Hilton endorsed this initiative through social media platforms and shared a video presentation showcasing the executed cleaning protocols. The optimistic impact of this initiative on revenue and customer loyalty can be observed in Hilton's first-quarter revenue in 2020 (Grano, 2021).
Hilton introduced its "to new memories" campaign in the last quarter of 2020. The motivation for this campaign came from a customer analysis, which discovered that almost nine out of ten travelers believe their travel memories to be the happiest moments of their lives (Smith, 2022). The purpose of the program was to reignite travelers' passion for holidays, getaways, and adventures. Hilton launched the campaign at a time when many people were craving for travel experiences due to the limitations imposed by the pandemic. By leveraging the idea of FOMO (fear of missing out), Hilton aimed to create a sense of ambition and motivate action among its audience.
Amidst the pandemic, remote work became progressively common, and Hilton recognized an opportunity to offer its guests a favorable and uninterrupted environment for improved productivity. This initiative, known as WorkSpace, presented day-use rooms equipped with spacious desks, adjustable chairs, and high-speed internet connectivity. According to Jeleski (2021), WorkSpace by Hilton generated $1.4 million in income in the United States and the United Kingdom in 2020 alone.
Hilton executed a social media campaign to endorse WorkSpaces by encouraging followers to share their own workspaces using a specific hashtag. As a sign of gratitude, Hilton would then edit and enrich these workspace photos, making them more visually engaging and shareable. This approach not only allowed Hilton to create engaging content but also provided them with an opportunity to interact and connect with their audience.
Despite the continued presence of the pandemic in 2021, Hilton Hotels managed to expand its portfolio by adding 67,100 rooms across 414 new properties, as reported by Birch (2022). This growth demonstrates Hilton's commitment to stimulating demand through its loyalty program. Additionally, Hilton's global advertising and marketing team effectively utilized various online and traditional marketing channels. The brand actively promoted its loyalty program, enticing customers with attractive offers, best price guarantees, and the opportunity to earn loyalty reward points. As a result, their loyalty membership saw a significant increase from 36 million to 94 million within a span of four years, as stated by Sanchez (2019).
Hilton's financial model is designed to guarantee profitable growth. As highlighted by Franchise Direct (2021), Hilton's franchise-based approach allows them to minimize their investment in the development of new possessions. Instead, developers endure the cost of infrastructure development, while Hilton begins to generate revenue through franchise and administration fees once the hotels are operational. 

Conclusion
In its first century of operation, the Hilton brand has made a noteworthy influence on the global economy, contributing over $1 trillion dollars and generating 10 million jobs across 122 countries and regions. Given its enormous size, the brand has embraced a divisional structure, allowing individual establishments to operate based on market and product considerations.
Currently, Hilton's main goal is to promote sustainable hospitality and decrease its ecological impact. To achieve this, they have applied various initiatives such as CleanStay™, partnerships with organisations like Clean the World, Direct Relief, and World Central Kitchen, all aimed at confirming cleanliness, hygiene, and social responsibility.
In response to the challenges posed by the COVID-19 pandemic, Hilton has taken steps to help its employees by the Hilton Team Member Assistance Fund, providing help to those directly or indirectly affected by the crisis.
As the business accepts the new normal, Hilton has moved its strategic focus to highlight customer fulfillment over profit-making. This includes a strong emphasis on innovation, creative marketing, and customer engagement. Despite the ongoing challenges, Hilton's growth has continued to be impressive. This can be accredited to their clever franchise model, which has allowed them to grow the business while maintaining profitability.
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