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An extensive analysis of every aspect of a hotel's organisational structure, procedures, and performance is called a hotel organisational audit. It includes a careful look at the hotel's processes, policies, procedures, and staff to see how well they work and where they can be improved (Chakravarti, 2018). This report will formulate an extensive organisational audit of Hilton Hotel Group by evaluating its goals, culture, and structure as well as recent change projects, their effect and management, and strategic direction.
Overview of Hilton Hotel Group: Conrad Hilton established Hilton in 1919 when the Mobley Hotel in Texas, United States, opened its doors. The company increased its footprint and became recognised as a top hotel brand over time.  Hilton owns hotels and resorts in more than 100 nations and territories, giving them a considerable worldwide presence. 
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The concept of a hierarchical structure, more especially the functional organisational structure, can be used to define the Hilton Hotel Group's organisational structure. This kind of structure is often used in big organisations where jobs are divided by roles or departments (Spengler and Klein, 2020). Because of its wide range of brands and extensive international activities, the Hilton Hotel Group has a hierarchical organisational structure. 
Corporate Level: The corporate level, which comprises the senior leadership team and support services like finance, human resources, marketing, and operations, is at the top of the organisational structure (Groschl and Doherty, 2021). The corporate level determines the organisation's overarching strategic direction and offers direction and assistance to the various brands and assets.
Brand Level: The Hilton Hotel Group maintains several brands below the corporate level, each having its management group and organisational structure. Each of these brands, including Hilton Hotels & Resorts, Waldorf Astoria, and Hampton by Hilton, has unique objectives and plans (Duric, 2022). Operations, marketing, and brand development are managed by brand-level teams.
Property Level: Each brand's hotels and resorts are included at the property level. For daily operations, guest services, and staff management, each resort employs a general manager and an on-site team.
Similar hierarchical organisational structures with corporate, brand, and property levels are used by both Hilton and IHG. Both organisations have their management team and organisational structure for each of their different brands.
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Through the perspective of Edgar Schein's Theory of Organisational Culture, it is possible to comprehend the organisational culture of the Hilton Hotel Group. According to Schein, organisational culture is made up of common assumptions, beliefs, values, and behaviours that influence how people behave in an organisation (Alveson, 2016).
Artefacts: The visible and tangible components of culture, such as symbols, rituals, and architectural elements, are referred to as artefacts (Spengler and Klein, 2020). There are several objects that Hilton uses to illustrate its organisational culture. This includes the recognizable Hilton logo, the employees’ attire and uniform, the architecture and layout of hotel facilities, and the distinctive service customs that define the Hilton experience similar to IHG. These elements contribute to the organisation's development of a distinctive character and support its cultural norms.
Values: The Hilton Hotel Group makes its values clear to all parties involved, including employees, guests, and shareholders. These include values like commitment to the guest, honesty, cooperation, and constant progress. The company highlights how crucial these values are in influencing employees’ behaviour and decision-making (Williams, 2020). For example, Hilton's "Hospitality with Heart" program demonstrates its dedication to offering customers individualized and emotional service.
Basic Assumptions: This component of culture is the underlying, frequently unstated presumptions and attitudes that direct behaviour inside an organisation. At Hilton, there are prevailing beliefs on the significance of customer satisfaction, the requirement of providing excellent service, and the realization that cooperation and teamwork are necessary for success. The way that employees interact and approach their job is shaped by this implicit knowledge and common presumptions (Schein, 2021). Employees are encouraged to welcome customers warmly, anticipate and meet their requirements, and handle concerns quickly similar to IHG. Hilton wants its workers to feel respected, supported and inspired and it fosters high performance and work satisfaction via open communication, cooperation, and a sense of belonging.
Comparison with Intercontinental Hotels Group
Hilton values customer attention, honesty, teamwork, and continual progress, while IHG values guest satisfaction, integrity, and respect.  Within their workplaces, Hilton and IHG each have certain behavioural norms. These norms include personnel interactions with visitors, service expectations, and problem-solving and decision-making (Rutherford, 2019). Hilton and IHG differ in management style, communication, and employee empowerment.
Goals
Hilton Hotel Group's strategic goals correspond with its aim to be the most welcoming organisation. Hilton strives to exceed guest expectations, ensuring brand loyalty and pleasure. The organisation concentrates on growing its presence worldwide in both developed and developing areas, looking for chances for expansion and growth (Fox, 2023). Hilton aims to decrease its environmental effect, save resources, and encourage ethical business practices similar to Intercontinental Hotels Group.
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· Digital Transformation
Hilton has made investments in digital technologies to increase operational effectiveness and the visitor experience. With the help of new technologies like mobile keys and digital check-in, guests can now skip the front desk and get right to their rooms. Digital transformation demands system and data integration to offer a seamless experience and Hilton has successfully integrated property management, CRM, and mobile applications (Barry et al., 2020).  By streamlining procedures, these digital efforts strive to provide guests with a more seamless experience. 
· Impact
 The digital transformation initiatives taken by Hilton have typically been highly welcomed since they have boosted customer satisfaction and optimised processes. The use of mobile keys and digital check-in has given visitors convenience and flexibility, decreasing wait times and raising overall satisfaction (Alrawadih and Cetin, 2022). These advancements have shortened wait times, streamlined check-in procedures, and improved guest convenience. They have invented the idea of digital check-in and the mobile key, which let visitors enter their rooms without going through the front desk using their smartphones.
· Management
The majority of Hilton's initiatives for digital transformation have been well-managed, producing advantageous results for both the organisation and its guests. Hilton has focused on utilizing technology to offer convenience, personalisation, and seamless interactions for guests by taking a guest-centric strategy (Duric, 2022). They always assess performance indicators, solicit guest feedback, and develop digital solutions to improve functionality and solve problem areas for ensuring successful management (Marques, 2023). With a customer-centric approach, Hilton has been able to better match its digital transformation initiatives with the changing wants and demands of its guests. They've trained their personnel to use digital tools and technology successfully. Hilton has successfully managed digital initiatives by training employees and promoting adoption.
· Sustainability Efforts
Hilton has taken the initiative to decrease its negative effects on the environment by adopting sustainable practices. "Travel with Purpose 2030" is one of its biggest goals, aiming to minimize its environmental impact in half and increase its social effect by 2030. This effort aims to reduce carbon emissions, water use, waste, and utilisation of renewable energy. To power its properties, Hilton has made active investments in renewable energy sources. Forbes has recognized Hilton as one of the “World's Most Sustainable Companies” due to the company's dedication to sustainability (Forbes, 2022).
· Impact
The environmental effect of Hilton's operations has also decreased because of the company's sustainability efforts. Hilton has significantly decreased its energy use, water usage, and waste production through programs including energy-efficient lighting, water-saving techniques, and waste reduction initiatives (Wei et al., 2022). Hilton has reduced its carbon emissions by switching to renewable energy and energy-efficient technology. These measures have reduced greenhouse gas emissions and conserved precious natural resources. Their dedication to sustainable methods has not only benefitted the planet but has also connected with guests who are concerned about environmental issues, increasing the likelihood that they will attract more customers. Hilton's programmes, such as "Global Week of Service," encourage workers to volunteer for local organisations and causes.
· Management
 Hilton's sustainability initiatives are led by defined and obtainable goals to minimize carbon emissions, water use, trash, and energy consumption. Hilton has aligned its worldwide operations with a strategic sustainability plan. They have collaborated with suppliers to favour sustainable seafood, cleaning goods, and building materials (Melaver and Muller, 2022). Hilton has promoted sustainable supply chain strategies to promote industry-wide sustainability. Hilton has made sustainability a core component of its business strategy by incorporating sustainability practices into daily operations. To inform and empower staff at all levels about sustainable practices, they have provided training programmes and tools and fostered a culture of sustainability and prepares workers with the skills and expertise to adopt and promote sustainable practices.

· Comparison with IHG
The "Travel with Purpose 2030" programme from Hilton stands out for its all-encompassing strategy that incorporates social responsibility and the reduction of environmental effects. Reducing resource usage is the main goal of IHG's "IHG Green Engage" programme. While both Hilton and IHG have a strong emphasis on lowering energy, water, and garbage creation, they have many distinctive initiatives. For the convenience of its guests, Hilton has made investments in digital advancements and sustainable energy sources. IHG has placed a focus on eco-friendly design and building techniques for new buildings.
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The strategic directions of Hilton Hotel Group include upholding its position as a leader in global hospitality and expanding its product line-up to better serve customers' changing demands.
Guest-Centric Approach: Understanding and addressing the changing requirements and preferences of its guests is a top priority for Hilton. They concentrate on providing unique experiences, first-rate service, and a welcoming atmosphere across all of their different brands (Okumus and Altinay, 2022). Through constant innovation and outstanding service, Hilton strives to go above and beyond its guests' expectations.
Innovation and Technology: To improve the guest experience, increase operational effectiveness, and foster customer loyalty, Hilton places a strong emphasis on innovation and technology. This covers projects like keyless entry, digital check-in, and personalised experiences utilising data analytics and mobile technology (Rutherford, 2019).
Sustainability: Through several programmes, Hilton hopes to lessen its environmental impact and is dedicated to sustainability. These include practices for ethical sourcing, waste reduction, water conservation, and energy efficiency measures.
Portfolio Growth: In both developed and developing areas, Hilton aspires to keep growing its portfolio of brands and properties. This expansion strategy comprises collaborating with franchisees and developers, building new hotels, and buying existing properties (Gee, 2021).
The core elements of IHG's strategy include asset-light growth, worldwide reach, brand uniqueness, and a robust loyalty programme. Although both organisations are focused on the development and providing outstanding customer experiences, their exact strategies and areas of focus differ.
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Figure 01: Revenue of Hilton, Source: (Statista, 2023)
Hilton Hotel Group an international hotel chain, made around £6.97 billion in revenue in 2022, up significantly from the £4.60 billion it made in 2021. In contrast, compared to £2.31 billion in 2021, revenue was £3.09 billion in 2022 (Investing, 2023) which was significantly less than Hilton. The primary cause of the overall decline in revenue compared to 2019 is the worldwide coronavirus pandemic, which forced certain Hilton Worldwide facilities to lock their doors to limit the virus's spread. Hilton Worldwide is worth £30.47 billion as of June 2023 which makes Hilton Worldwide the 448th most valuable firm in the world.
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Figure: 2022 Performance, Source: (Fox, 2023)
Hilton's comparable revenue per available room climbed by 24.8 per cent and 42.5 per cent in the fourth quarter and full year of 2022, respectively, compared to the same periods in 2021. This growth was driven by higher occupancy and average daily rate. Fourth-quarter net income was £264.58 million, and adjusted profits before interest, taxes, depreciation, and amortisation were £588 million, compared to net income of £117.59 million and adjusted EBITDA of £406.80 million in Q4 2021 (Fox, 2023). Net income and adjusted EBITDA for 2022 were £1 billion and £2.07 billion, respectively, up from £323.38 million and £1.30 billion for 2021. In contrast, compared to 2021, net income increased to £298 million from £211 million in 2022 (Business Wire, 2023) which is much less than Hilton
Comparison Table of Business Performance of Hilton and IHG
	Year
	Hotel
	Revenue
	Net Income

	
2021

	Hilton

IHG
	£4.60 billion

£2.31 billion
	£323.38

£211 million

	
2022

	Hilton

IHG
	£6.97 billion

£3.09 billion
	£1 billion

£298


Table 01: Comparison, Source: (Own)
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The Hilton Hotel Group is a well-known international hospitality firm with a wide range of brands. Hilton has established a strategic direction with an emphasis on hospitality innovation, quality, and sustainability to preserve its leadership position in the travel sector. The success of Hilton has been greatly influenced by its dedication to customer satisfaction, portfolio expansion, technical innovation, sustainability, and customer loyalty.
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