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“To accomplish big things I am convinced you must first dream big dreams. True, it must be in line with progress, human and divine, or you are wasting your prayer. It has to be backed by work and faith, or it has no hands and feet. Maybe there’s even an element of luck mixed in. But I am sure now that, without this master plan, you have nothing.” 
(Hilton, 1984)





Introduction

Customer service may be defined as the support and guidance offered by a company to those who buy or use its product. From my point of view though, guest service is about the experience, the details, going above and beyond for the customer and most of all, it is about providing a customized experience. For me, one of the most relevant figures that highlight the importance of paying attention de details is probably Conrad Hilton. This essay’s purpose is to discuss the way in which Hilton impacted the hospitality industry and what type of strategic thinking lies behind his recipe for prosperous guest service.

Firstly, one would need to understand the founder’s background and beginnings. Conrad Nicholson Hilton was born in San Antonio, New Mexico on Christmas day in 1887; he was the second of eight siblings. From early on he showed signs that he had an amazing sense of business; by the time he was 18, he had worked as a salesman, a clerk, a bellboy and a pianist. At only 21 years of age he took over his father’s business, a simple general store and by the age of 32 he managed to put the basis of a future hotel empire. What is quite interesting in his choice of business is the fact that at some point, one of his father’s friends had advised him to invest his money into buying a bank. Even though he found it would be a good business idea, he soon changed over his mind to buying a hotel, Mobley Hotel from Cisco, Texas. (Editors, 2014) 



An Emotionomical Approach on Hospitality
Be that as it may, it was not until he turned 50 years of age that he started buying hotels outside of Texas. With years in the hospitality business he had learned how to meet traveller’s needs and he did that one more time when he decided to build a hotel close to an airport.  This proves that he was an amazing businessman, no doubt about it. Even Times magazine took notice on his eye for detail and noted that “one of the ironies is that although it now takes less than five hours to get from New York to San Francisco, it still takes an hour or more to get from an airport to the centre of most American cities. Capitalizing on this fact, hotel builders across the nation are busy putting up hotels and motels adjacent to airports.” (Walsh, 1960)  
The Hilton brand is generally known to be attentive and has always been a brand based on emotional economics as it has always leveraged emotions for business success.  On those grounds, the key to offering unique customer experiences is based on the use of the use of the intellectual alibi. (Gross, 2007) As some say, the devil is in the details. The tricky part in hospitality is identifying your guests’ need as people tend to say one thing and actually think and feel in another way. In other words, a man makes a decision for two reasons- the good reason (rationalized arguments) and the real reason (based on emotions). (Hill, 2010)
What is more, as businesses are forced to forge emotional connections in this age of commodization, emotions are front and centre. That is why each and every Hilton Hotel has a unique, authentic design, a personality that cannot be reproduced, a sophisticated style with custom-made guest experiences. 
According to Langhorn (2004), in the hospitality business, the provider of service is “part of the product itself”.  As a consequence, in order for clients to be satisfied, they should feel that they spent their money on valuable service and are at the same time appreciated and esteemed by the workers supplying the service. This is an idea that Conrad Hilton based his business on from the very beginning. That is why his awareness of the importance of tailored guest service in hospitality, led to the business model adapting to each country’s culture.
The tailored experiences define Hilton and set the hotel apart from other hospitality brands.  Therefore, the company’s employees are its greatest asset. Staff members are people who do not lack passion for guest services in hospitality business. Not only are the employees passionate, but also specially trained to relate and efficiently communicate with guests from all around the world. Hilton’s 160000 employees are a key element of its prodigious customer experience as they succeed in making each and every person passing the hotel threshold to feel honoured and respectfully appreciated.  Staff members are surprising their guest by offering them personalized attention that creates unforgettable experiences and extraordinary memories. 
Today the business encompasses more than 550 hotels in 105 countries across 6 continents and without ever slowing down, this continuous expansion helped make the brand almost synonymous with travelling in style.   With Hilton Worldwide now managing the Hilton Hotel from their headquarters in McLean, Virginia, United States the business now generates a whopping $9.14 billion revenue in 2017.
 The profit and the brand’s expansion only seem to indicate that Hilton is generally recognised as a leader in hospitality and the top of the mind choice when one thinks of the word HOTEL.  (Nickson, 1997)
At the moment, the Hilton hotel chain hosts guests in more countries than any other hotel brand in the world (from Australia to Ireland, to Belgium, Japan and even Romania) with more than 85600 rooms and counting. (Corporate Report, 2017). It is therefore highly evident that Conrad Hilton is the perfect exemplification that memorable guest experiences lead to high revenues.
The key seems to lay in novelty: from first introducing to the market the concept of room service in 1930, to being the first hotel to have installed TVs in guests’ rooms, to pioneering concepts such airport hotels, the minibar, pina colada (Caribe Hilton in Puerto Rico, 1954). In 2019, by the press of a button clients can see what they order and orders are notified through their smart phones (Hilton Malta).
The devil is in the details
One of the most significant arguments for the Hilton success is probably the fact that each and every single hotel offers excellent comfort and an out of the ordinary experience as all staff members are trained to observe and when it is opportune to act on. For example, if one wants to make a reservation and you happen to mention that fact that it is for somebody’s birthday, the hotel’s manager will come by to the dinner table to send his birthday wishes to the right person. If a staff member happens to overhear a conversation and one of the guest mentions that they like or dislike something, each member of the staff will be soon after be aware of that fact and will adjust their food correspondingly.
People who decide to go to Hilton will not buy the quality of service, but will buy memorable memories, they will not buy food and drink, but they will buy experiences (Cambel Smith 1967). As a consumer, feeling valued and respected is vital for the service provider that is why each detail matters. From greeting guests by their name, to having a warm smile and approachable attitude, to having a professional appearance (posh uniform, name tag, proper physical appearance etc.), each aspect contributes to the staff acting as the best rewarding brand ambassadors.
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Besides personalized experiences, Hilton Hotel makes sure that both the hotel facilities and the employees are the top of the line.  This is where technology comes in to play a meaningful role in the whole experience and fit the missing piece of the puzzle. In order to permanently manage to deliver according to everyone’s expectations of high quality hospitality standards, Hilton has made technology their ally for customizable experiences. They succeeded in doing that by calibrating their Digital Key technology to 350,000 rooms in over 2,500 properties around the world. Guests now have full control on their stay through the Connected Room service; not to mention the fact that you are able to control lighting, heating and entertainment from the palm of your hand by accessing Hilton Honours App. (Annual Reports, 2017)
Furthermore, the company has adapted their official websites to the cultural diverse environment of present day by being differentiated for each country in which the hotel is present. That entitles the guest to make reservations easily and also have a sense of exclusivity if registering for any of the company’s exclusive membership clubs such as: Hilton Grand Vacations, Living Well Health Club, Beach Club in Barcelona, Cricket Club, Spa & Retreat Club, Breakfast Club & Afterschool, Hilton Head Rugby Club, Golf Club, Cycling Club, Kids Club etc.
In addition to that, to mark the 100 years Hilton anniversary, the company wanted to do something that would commemorate the company’s founder who believed that there is no greater purpose than dreaming big. That meant putting in the effort, see the pieces of the puzzle, never forgetting to be one step ahead of your competitors and seeing the bigger picture.
Hilton- A Global Citizen
In this day and age, trust is a thing that can make or break any business and Hilton is no exception to that. Being environmentally friendly and dedicated to the community shows that the company is not only interested in generating revenue but also in creating valuable and lasting connections to its guests while having an impact on the environment. Charity events, volunteering, the company’s involment in earning environmental certifications such as LEED and Green Seal are only a couple of examples that prove Hilton’s corporate responsibility. What is more, while Hilton Honours members may convert points into assistance for those in need, staff members are also involved in a variety of charitable efforts.
Keeping that in mind, as a constantly innovative company, as of this year their mission has become to redefine and advance sustainable travel by reducing their environmental footprint.

Conclusions
[bookmark: _GoBack]If you one thinks about it, over a course of 100 years Hilton has redefined the business of hospitality as we know it by permanently challenging both their stakeholders and their competition to push boundaries, to explore, to cater to the guest’s needs. The main approach is to offer the comforts and the conveniences that make the traveller feel at ease. To conclude with, Hilton proves over and over again that guest service means more than offering guidance to the customer to pay for a product or service. It is about team effort, attention to detail, keeping up with the ever-changing market trends, about innovation, about creating memorable experiences. The vision on the company says it all: “fill the earth with the light and warmth of hospitality by delivering exceptional experiences – every hotel, every guest, and every time.” (Hilton, 2019)
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