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[bookmark: _Toc107916451]Executive summary

This report intends to analyse the Hilton Hotel Group's organisational structure, culture, and goals. It will also show how the group manages its business and show how recent changes have affected it. The strategic direction of the organisation and the business's success will be determined through this audit.
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[bookmark: _Toc107916453]Introduction 

The main purpose of the following report is to deal with the organisational culture, structure change initiatives, strategic direction, and current organisational performance of an organisation. For completing the requirements of this report, Hilton Hotel Group has been selected which is a multinational hospitality company that owns a wide portfolio of hotels and resorts. This organisation was established in 1919 and it has many subsidiaries including Hilton Garden Inn, and Hilton Hotels & Resorts, (Hilton,2022). Currently, 173000 employees are working under this group and according to the report for 2020, they have earned £4.307 billion (Hilton, 2022). 

[bookmark: _Toc107916454]Organisation structure, culture, and goals 

The organisational structure can be defined as the systematic process outlining the activities like how task allocation, supervision, and coordination. It will be directed towards achieving the objectives of the organisation (Kinicki, 2014). There are different types of organisational structures such as functional, divisional, flat, and matrix (James, 2017). After conducting an internal audit of Hilton Hotel Group, it has come up that, the divisional organisational structure is followed in the hotels and resorts of this parent company. Under a divisional organisational structure, the employees are assigned duties based on the products and services they provide instead of their job roles. Generally, large organisations use this type of structure to manage routine activities. By using a divisional structure, each division of Hilton Hotel Group can work as an independent unit so that they can get adequate freedom. Moreover, the divisional managers can become experts in their respective fields, thus effective decisions can be taken (McLachlan, Yellowley, Smith, 2020). In the following section, the organisational structure of the New Hilton Group will be presented.
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Figure 1 Divisional Organisational Structure (Butler and Rose, 2011)
Organisational culture is interrelated with organisational structure because it is the combination of attitude, behaviour, values, expectations, and practices inherited in all the employees and guides their actions (Mullins and McLean, 2019). It contains the shared values and beliefs of the employees generally established by the leaders and managers, reinforced by different methods. There are mainly four types of culture clans, adhocracy, market, and hierarchy (Griffin et al., 2020). 
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Figure 2 Types of organisational culture (Odor, 2018)
The organisational culture of Hilton can be defined as the set of core values which are followed by the team members (Serpa, 2016). The main focus of clan culture is on teamwork and mentorship which means this type of culture is highly concentrated on the welfare of the employees. On the other hand, the main motive of adhocracy culture is to drive innovation through risk-taking strategies (Odor, 2018). Then, the market culture focuses on competition and growth which means prioritising profitability (Whelan, 2016). Finally, structure and stability are the primary focus of a hierarchy culture. According to the internal audit report of Hilton Group, it has been found that they are following a mixture of clan culture and market culture (Mathur and Nair, 2016). That means they are providing the utmost flexibility and motivation to the employees in order to boost their performance (Kummerow and Kirby, 2013). Hence, they can achieve a competitive edge in the market.
The organisational goals mean the strategic objectives pursued by the management of a company in order to outline the expected outcomes and guide employees' efforts (Wood et al., 2019). While auditing the financial statements of Hilton Group Hotel, there are key goals that have been found which are expected to achieve within 2030. However, the goals of this company have been segregated into different sectors like environmental, social, governance, etc. (Rutherford, 2007). The environmental goal that has been set by Hilton Group is paving the way to net-zero where they have decided to reduce the usage of water and landfilled wastage in operations by 50% (Hilton, 2022). For instance, they will send zero soap to the landfill as they will recycle the used soap bars of the guests. Their social goal is to create an engine of opportunity. More precisely, they are targeting to double their investments in the youth opportunity programs in those countries that have the lowest youth development programs. In the governance segment, the main goal set by Hilton Group is to advocate the policies made by the government in terms of diversity, inclusion, climate, and human rights. 

[bookmark: _Toc107916455]Recent change initiatives, their impact and how well these were managed 

At different times, organisations take change initiatives for restructuring the operational activities and for better organisational performance. In this era of globalization and increased competition, organisations are prone to bring new change initiatives so that they can perform better and cope with the competition. Hilton Group Hotel is one of the largest hotel chains in the world and this organisation strongly believes that innovation is a must for growing the competency level. Moreover, in times of economic recession and pandemics like Covid-19, there is hardly any organisation that has not to restructure the overall operational process and human resources. So, Hilton Hotel is not an exception to this, and they have made several changing initiatives in the last two years. In the following section, some of the change initiatives will be discussed along with their impacts. 
Evolving hotel design: It is a very well-known fact that first impression is very important for the organisations operating in the hotel industry. In the case of the Hilton Hotel, lobbies are not only the heart of them but the first place where the guests are welcomed. Previously, the lobbies were designed in such a way so that social interactions can be encouraged but the global pandemic has changed the scenario entirely (Kim et al., 2021). So, Hilton Hotel has made changes in the design of the lobbies that embrace social distancing and contactless guest journeys. Furthermore, the spaces will be restructured in a way so that people get the choice to socialize or not, thus they will be feeling safe at home. 
Contactless guest experience: Another important initiative that has been taken by Hilton Hotel Group is to ensure contact guest experiences from check-in to check-out. Due to the Covid-19 pandemic, the expectations of the guests have shifted and Hilton Hotel has also shifted its approach to provide the best guest experience (Miller, 2013). In this regard, they have developed Hilton Honours app through which the hotels have been equipped for contactless arrival. In the upcoming years, the impact of this change initiative on the guests of Hilton Hotel will be that they will experience a digital transformation. 
Emphasise cleanliness: In the hospitality sector, ensuring the safety and cleanliness of the guests is one of the significant factors for organisations (Lockyer, 2013). However, the recent global pandemic has increased the safety precautions for this industry to make the guests comfortable visiting the hotel premises. Hilton Hotel has also emphasized this issue so that they have developed a Clean Stay Program which will continue to evolve over the years. Throughout this program, the travel experiences of the customers will become transparent, especially in terms of cleaning standards (Han and Back, 2017). Moreover, the customer’s choices and preferences will be considered here so that they can select which cleaning materials should be used. Undoubtedly, it can be said that the impact of this initiative will bring positive feedback from the customers. 
Exclusive perks: As we all know that during the pandemic era, there were a lot of restrictions imposed by the government in most countries, particularly on the tourism and hospitality sector (Allaberganov, Preko and Mohammed, 2021). However, Hilton Hotel wanted to introduce exclusive perks through the ongoing development of the Hilton Honours members. Hilton is one of the first organisations in this sector that provided reassurance to travellers who were not able to travel in this pandemic era. That means the members of the loyalty program will enjoy the benefits like special offers, elevated experience, access to exclusive benefits, etc. 

[bookmark: _Toc107916456]The organisation's strategic direction and current business performance

The global Covid-19 pandemic has created enormous challenges in the travel and tourism sector, as they did not earn the expected revenue and profit in that year (Dube et al., 2021). Hilton Hotel Group is not an exception to this as they also faced a lot of challenges. Looking at the financial performance of this organisation, we can observe that, in 2020 they have earned the lowest revenue of £4.31 billion but since 2017, the revenue of this organisation was rapidly increasing (Statista, 2022). This pandemic has impacted so greatly that, they could not make a profit. Moreover, many employees of Hilton lost their jobs which also impacted their brand image. However, through some strategic direction, they have been able to attain a revenue of £5.79 billion which means the net revenue has been improved at a slower rate. 
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Figure 3 Revenue of Hilton Hotel Group (Statista, 2022)
Since the establishment of Hilton Group Hotels, they have had a solid reputation in this industry because of their high standards of the guest experience. To cope with the losses incurred during the pandemic period, Hilton Hotel has decided to renew the trust and confidence of the travellers (Reidhead, 2020). They have adopted some strategies including three insight-driven pillars, which will be discussed in the following section. 
Product innovation: For the impact of Covid-19, the expectations, preferences, and priorities of the customers have been quite changed. Nowadays, travellers are more concerned about cleanliness and safety measures instead of amenities and services. To ensure the comfort and safety of the customers, they have launched a clean stay program in selected hotels that are associated with product innovation (Belay, 2020). They have made a partnership with the Lysol brand that featured a clean stay seal which is a product innovation to ensure that the premises are professionally deep cleaned. To increase brand awareness, Hilton Group has also used social media platforms about their new product innovation. 
Marketing creative: Boosting up the marketing efforts and creativity is one of the key strategic directions that has been taken by Hilton Group of Hotels. Under this strategy, they launched a new marketing campaign "To new memories" in October 2020 thinking the perception of the majority of the travellers that, the travel experiences are some of the greatest memories they want to stabilize (Górska-Warsewicz and Kulykovets, 2020). Mainly, the main purpose of this campaign is to reignite the passionate travellers by incorporating them with updated information about new vacations and adventures they might feel interested to experience. Hilton Hotel Group has uniquely designed the campaign through the help of digital marketing tools. 
Customer connection: During the pandemic period, a new concept was introduced in the corporate business world, which is enabling the work from home (WFH) context (Haji Sarbini and Mat Zin, 2021). As there are many customers of Hilton Group are from the corporate world, so they have been serving them for many years. However, to increase the customer connection in the era, Hilton Group has identified an opportunity to provide a distraction-free environment for the corporate guests to ensure productive remote working (Wulder et al., 2012). This strategic direction of Hilton is known as workspaces including amenities such as ergonomic chairs, spacious desk, stable Wi-Fi connections, etc. On the social media platforms, they used a hashtag like #upgrade your view so that people can easily recognize their unique initiative. 

[bookmark: _Toc107916457]Conclusion

The above report is mainly based on the internal organisational audit of one of the reputed organisations in the tourism and hospitality sector, Hilton Group Hotel. In this report, all the information that has been presented is based on the internal audit of the financial statements and workplaces. After analysing the culture and structure of Hilton, it has been found that they are following clan culture and divisional organisational structure. Moreover, the financial performance of this organisation was impacted negatively in 2020 for the Covid-19 pandemic, but they have taken some change initiatives and strategic directions for improving the overall performance which is effective enough to regain the performance (AlAli, 2020). 

[bookmark: _Toc107916458]Recommendations

The following suggestions are offered considering the audit's findings:
· Hilton should sustain its branding and strategy in recruiting and maintaining staff.
· The hybrid hierarchical clan culture adopted by the Hilton Group Hotel should be adopted as a standard for the hospitality sector.
· By including things that are in demand and using social media to promote its products, Hilton should put its attention on building relationships with its customers. 
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