




Executive Summary
This is an audit report on Hilton hotel Groups regarding their organisational structure, culture and goals. The repost analyses impact of the recent change that hotel had to go through and the manner they cope up with the change. Finally Hilton’s strategic direction and current business performance is also evaluated.
The report identified due to massive operational size of the business they structured their business in divisional structure. So every establishment maintains its standard. The report also identified that due to change in external environment especially the global pandemic, hotel faced its biggest obstacles in 101 years. The pandemic made management change view point for this business. Currently they are more emphasising on customer relation and employee welfare. Furthermore, they became also aware that they need to change their business practise in more sustainable method. Finally, with their intelligent franchise method they expanded their business in a profitable manner.
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Introduction
Hilton Hotel Group is an American multinational hospitality business that incorporates with hotel and resorts, founded by Conrad Hilton in May 1919 (Hilton, 2022). Hotel Tech Report (2022) reported that this company is consisting of 18 brands with more than 6800 properties across 122 countries and territories. Ward (2022) added by saying that Hilton ranked number one in the US on Forbes’ list of America’s Large Employers. Furthermore, this brand has contributed over $1 trillion dollars in global economy.
As of 2021, Hilton Hotel Group generate $0.60 billion slightly increase from the previous year’s total of $0.42 billion (Lock, 2022). In 2020 due to Covid- 19 pandemic Hilton Group’s number of employees declined by 18.5% (141,000 employees). However, in 2021 the hotel group managed to bounce back, thus their workforce is increased by 0.7% compared against previous year (Macro Trends, 2022).   
This is an audit report of the Hilton Group Hotel to identify its organisational structure, culture and goals. Furthermore, hotel groups recent change initiatives, impact of change and how well they managed these changes will be analysed and evaluated. Finally, company’s strategic directions and current business performance will also be analysed to get clear view of Hilton Hotel Group present status in the hospitality industry.

Hilton’s organisational structure, culture and goals
Hilton Hotel Groups goal is to ‘fill the earth with the light and warmth of hospitality by delivering exceptional experiences– every hotel, every guest, and every time’ (Hilton, 2022). Furthermore they Hilton hotel group also wants to increase their involvement in social impact and would like to substantially reduce environmental footprint through sustainable hospitality across value chain (Hilton, 2022). 
To achieve goals and company objectives, organisational structure relates and aligns workforce of an organisation (Ali & Varoğlu, 2022). Närman et al (2012) suggested that there are five elements in an organisational structure- job designating, hierarchical levels, departmentalisation, span of control and chain of command. 
Organisational structure keeps everything in order for the organisation to deliver value to the market. Furthermore, structure provides a tight connection among ideas of competitive strategy and value chain. Maintains chain of command and decentralise the authoritative power, therefore employees feel motivated and enthusiastic. Whereas, this structure increase bureaucratic burden and slow down the operation (Kiruba et al, 2020).
Due to massive size of the business Hilton organisational structure can be described as divisional structure. According to Fairfield (2016), divisional organisational structure is a system by which company segment employees based on market or product or nature of their jobs. The author also suggested that companies that offer services to both business and customers are more likely to use divisional structure. Such structure also helps businesses to operate in global market with distinct geographical locations.  
Heath (2014) identified that Hilton has three divisional structure- ownership division, management and franchise division and timeshare division. The first two divisions’ falls under Hilton Hotels & Resorts leadership and the third- timeshare falls under Hilton Grand Vacations. 
Since Christopher J. Nassetta introduced restructuring and new initiatives in 2007, communicating and cooperation between individual business units and Hilton worldwide has seen an improvement in its organisational culture (Hilton, 2022). 
Moreover, they enhanced organisational culture to promote the spirit of unity and decision making speed has been reduced in every level to improve stakeholder satisfaction. Improving the integration of timeshare unit Hilton Worldwide saw a 44% rise in timeshare unit revenue in last six years (Business Wire, 2021). 
Over the last century, Hilton Hotel Group lead with culture and committed to making world’s best working environment. Employees were given industry-leading benefits to empower to become their best version. Employees of Hilton brand loves working for the brand as they take pride in the brand. They maintain a meaningful and fun working environment. And finally this enables them to work and connect with people (Hilton, 2021). 
Hilton brand has been recognised for the commitment to diversity, equity and inclusion, made its place in DiversityInc, placing first in 2021 (Hilton, 2020). In addition, they also placed as top business on a record 12 speciality categories, counting Board of Directors, Executive Diversity Councils, Latino Executives, Native American/Pacific Islander Executives, Asian American Executives, veterans, philanthropy, mentoring, people with Disabilities, Employee Resource Groups, Sponsorship and ESG (McLean, 2021).

Impact of change on Hilton Hotel Group
Covid- 19 had a large impact on global economy as well as the global tourism business, which had to adjust due to the lockdowns and health concerns among clients. Accordingly to the president and CEO of Hilton Christopher J. Nassetta, Covid- 19 did not have significant impact on the Hilton group till first quarter of 2020. Moreover, the president added by saying that their main priority during the pandemic is to safeguard the guests and employees. Furthermore, they already took precautionary measures to protect the business by securing liquidity position (Simon, 2020). 
McLean (2020) identified that the pandemic is the biggest test in Hilton’s 101 years of history. It resilient capital light business model helped the company to reach its 12 million room milestone in the fourth quarter of 2020. He also identified that three of the hotels helped the business cross this threshold paint a picture of Hilton’s global expansion story- company’s expansion into Africa illustrated by the Hilton Garden Inn Umhlanga Arch in South Africa; showcasing the fastest growing new brands in Hilton’s portfolio Tru by Hilton Savannah Airport and Hilton Garden Inn Guizhou Maotai Town in China help delivering Hilton’s ambitious growth goals in the APAC market. 
During the pandemic, Hilton launched Hilton CleanStay™, revolutionary standard of hygiene and disinfection in association with RB, maker of Lysol and Dettol and in consultation with Mayo Clinic (Stories from Hilton, 2021). Furthermore, Hospitalitynet (2020) found that 18 brands of Hilton offer opportunity to tailor made their housekeeping service to individual comfort level. In addition to that, Hilton Honors app user customers can avail contactless arrival experience. In app Check-In and digital key allow guests to check-in, choose their room and evade the front desk and unlock over 100 million of Hilton doors with smart phone.Hiloton   
Shillinglaw (2020) found that Hilton management created opportunity to Hilton Honors members to donate their points that will convert into cash to respond to the pandemic organisations like Clean the World, Direct Relief, World Central Kitchen etc. 
During the lockdown, to keep customers excited and engaged with the brand, Hilton reveals DoubleTree Chocolate Chip Cookie recipe so enthusiastic guests and bakers can bake-at-home. More than 30 million DoubleTree cookies are consumed at Hilton every year. According to the senior vice president and global head Shawn McAteer said, this cookie cannot solve the problems of the pandemic however, this might bring a moment of relieve and delight (Stories from Hilton, 2020).
In response to the communities, Hilton partnered with American Express to donate to the frontline medical personnel’s up to 1 million of hotel room nights. Extended alliance with American Express through a $1 million donation to World Central Kitchen, to provide healthy, freshly cooked meals to the forefront medical personnel’s who stayed at Hilton properties in the USA through the pandemic (Business Wire, 2020). 
In order to promote sustainable tourism, Hilton committed with Travel with Purpose 2030 Goals to minimise its carbon footprints and impact on the environment. Hilton has achieved significant reduction in CO2 emissions; energy and water waste, and established the industry leading soap recycling initiative in more than 5300 establishments. For these reasons, Hilton has been awarded the global industry leader in sustainability (Stories from Hilton, 2020).
To support employees they launched Hilton’s Team Member Assistance Fund. This helps employees or family members those are directly impacted by Covid- 19. Furthermore, its recruitment policy has been reversed to aid employees affected by furloughs and layoffs through Hilton’s Workforce Resource Centre (Dobrosielski, 2020). 

Hilton’s strategic direction and current business performance
While the impact of Covid- 19 has been overwhelming and hospitality industry is one of the hardest hit industries. But as time went on, the challenge still remains. In addition of carrying out over 101 years of legacy, Hilton also needed to stand out among others. Hilton’s approach to motivate renewed expectation and assurance in their brand appears to comprise three pillars: product innovation, marketing creative and customer connection.   
Due to the pandemic, people’s priorities changed. Previously they cared less about the service and amenities. However, while searching for room they do emphasise on services like cleanliness, protection etc. to compete with comfort and safety of guests own homes, Hilton introduced CleanStay in partnership with RB, trusted cleaning brand. To endorse the plan Hilton shared the statement on its social media, as well as a video presentation the cleaning protocols in practise. Judging by Hilton’s revenue in first quarter of 2020, this initiative had a positive impact on revenue and customer loyalty (Grano, 2021).
In final quarter of 2020, Hilton announced it’s ‘to new memories’. This was driven by a customer survey that reported nearly nine out of ten travellers travel memories are happiest memory in their life (Smith, 2022). The programme was launched to reignite traveller’s passion for travelling vacations, getaways and adventures. They launched the programme when its audience were missing travelling for the pandemic. Hilton used FOMO to arouse aspiration and action.  
During the pandemic working from home became very normal and Hilton recognised an opening to offer its guests with an interruption-free surroundings for more productive working environment. The programme was called WorkSpace, providing day-use rooms that include a sizeable desk, adjustable chair and enhanced internet connection. Jeleski (2021) found that WorkSpace by Hilton generated $1.4 million in the US and UK in 2020 alone. 
To promote WorkSpaces on social platform, Hilton requested followers to send them regular workspace using a hash tag. In return they did upgrade by editing, which were highly shareable and gave Hilton the opportunity to engage with audience.  
According to Gay (2016) from Forbes magazine, many companies talk about their mission, vision and values but they do not apply those in their everyday business. On the other hand Hilton brand intentionally integrate their general work with their mission, vision and values. To uplift same standard they hire employees those value hospitality, integrity, leadership, teamwork, ownership and a sense of urgency. Their current success does not come from one time training but an ongoing commitment of recruiting talent aligned with the values. Birch (2022) reported that despite of ongoing pandemic Hilton hotel has added 67,100 rooms in 414 new establishments in 2021. Sanchez (2019) also added by saying that Hilton’s strategy of driving demand by encouraging loyalty is their key of success. Furthermore, it’s global advertising and marketing team has hit both online and traditional marketing channels. Hilton has promoted its loyalty programme with offers and best price deal with loyalty reward points. Due to the promotion their loyalty members jump from 36 million to 94 million in only 04 years. 
The financial model of Hilton also ensures that the growth is coming through in a profitable manner. Franchise Direct (2021) reported that due to its franchise based method, they don’t have to invest a great deal in the development of new establishments. Developers usually invest in the infrastructures and Hilton start collecting franchise and management fees once the hotels open.  

Conclusion
To sum up, in first 100 years Hilton brand has contributed over $1 trillion dollars in world economy while creating 10 million of jobs over 122 country and region. Due to its huge size, it has been structured in divisions. As a result individual establishments are run according to its market and product basis. 
At present goal of this huge brand is sustainable hospitality and to minimise its environmental footprints. In order to achieve sustainable hospitality they introduced CleanStay™, clean the world, Direct Relief, World Central Kitchen programme. 
In response to Covid- 19, they launched CleanStay in partnership with RB to keep their premises clean and hygiene. Furthermore, to assist employees those are affected by the pandemic directly or indirectly, they introduced Hilton’s Team Member Assistance Fund. This fund will help employees and their families to survive during this tough period. 
Business is still under rebuilding stage after getting used to with the pandemic. Thus Hilton changed its strategic direction of the business. Now they are more focused about the customers rather than making profits. Therefore, they are emphasising on innovation, creative marketing and customer engagement. Despite of the pandemic the growth of Hilton is impressive. This is due to cleaver franchise model of the business, where they expanded the business and remained profitable.   
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