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[bookmark: _Toc159696168]Introduction
The Hilton Hotels Group is a global hotel giant. There are many locations worldwide, high-end hotels, and superb service. This research will audit, examine, and critique the Hilton Hotel Group. It will evaluate each unit and the firm (Abass et al., 2022). This report will examine significant subjects using relevant ideas and current materials to understand how the firm functions and how well it is performing. The report will evaluate the organization's structure and thinking to assess how well they fit together (Bandola-Gill & Smith, 2022). Any recent adjustments by the Hilton Hotels Group will be examined to evaluate how effectively they functioned and were handled. The report also discusses the company's long-term strategy and accomplishments. This will assist them assess the company's market position and future. The study provides Hilton Hotel Group with information and suggestions on how to develop its company and get an advantage in the hotel sector (Zientara et al., 2020).

[bookmark: _Toc159696169]Organisation structure, culture and goals
In the Hilton Hotel Group, there is a structured management system that handles an immense number of hotels and spas all over the world. The company is organised into levels. Different parts of the company make it up, such as management, advertising and marketing, accounting, personnel, and growth (Baxter & Srisaeng, 2020). Each area has a top manager whose job is to make sure that all products are the same and improve performance. Setting things up this way makes it easy to decide what to do, divide assets, as well as make sure that everyone uses the same methods. This helps the group be more efficient and consistent with its brand.
A customer-centred attitude is clear throughout the Hilton Hotel Group organisation when looking at its business culture (Chan, 2021). The focus is on giving guests amazing experiences and encouraging a culture of kindness and service quality among workers. A lot of training, programmes to recognise employees, and a strong focus on teamwork and partnership all help to keep this culture alive. Also, the group's core values—honesty, respect, teamwork, and ownership—are deeply ingrained in its corporate culture and affect how all employees act and make decisions (Demetriou, 2022). 
It's interesting how well Hilton Hotel Group's corporate culture fits with its goals since the company's main goal is to make guests happy and loyal while also promoting long-term growth and making money. This is clear from the fact that the group is always looking for new ideas, ways to make things better, and ways to adapt to changing customer tastes and market trends (Dhandhania & O'Higgins, 2022). Hilton Hotel Group is still able to take advantage of new possibilities and deal with challenges in the fast-changing hotel industry because it encourages a culture of innovation and flexibility.
[bookmark: _Toc159696170]When compared to its competitors in the hotel business, Hilton Hotel Group's organisational structure and attitude set it apart. Some competitors may use similar organisational structures, but Hilton's corporate culture is what makes it stand out in the market. For example, the business wants its guests to be pleased and gives its workers the freedom to choose what they want to do (Duric & Potočnik Topler, 2021). It's clear that the group is ahead of the curve and can stay ahead of the curve in a market that is getting more and more competitive because it cares about the environment and new ideas. The research shows that the way Hilton Hotel Group is organised, how they think, and their goals are all connected. This is the major reason for its success and edge in the hotel business around the world (Mechri & Amara, 2021). Because it keeps these things in check and is always adapting to meet market needs, Hilton Hotel Group is still set up for long-term growth and survival.
Recent Change Initiatives, Impact and How it Managed
The Hilton Hotels Group is beginning some new projects to make all of its properties around the world more sustainable, guest-friendly, and good for business. (Filimonau et al., 2021) These projects include a lot of different things, like using technology, being good to the earth, and getting more people to work.
Going digital is a big change for the Hilton Hotel Group. They are doing this to make activities run more easily and get people more involved. As part of this, new technologies like private entry and mobile check-in are used to make it easy for guests to get into their lodgings and make their stays special. The business has also spent revenue on data analytics and AI to find out more about its guests' preferences and aversions and how they act (Ruiz Molina et al., 2022). This makes their marketing work better and helps them give better service. Additionally, the Hilton Hotel Group has shown a strong dedication to sustainability through several programmes designed to lessen the damage done to the environment and encourage responsible tourists (Flynn, 2020). Some of these programmes are ways to save energy and water, programmes to cut down on trash, and relationships with local groups to help with conservation efforts. By making its operations more sustainable, Hilton Hotel Group hopes to reduce the damage it does to the environment while also improving its brand's image and appealing to travellers who care about the environment (Flynn & Walker, 2021).
These efforts to change have had a big effect on different parts of the organisation. Operationally, using digital technologies has made things run more smoothly and saved money, so employees can spend more time giving guests personalised experiences and less time on boring administrative tasks. By using sustainable practices, Hilton Hotel Group has not only lessened its impact on the environment but has also gotten good press and made eco-conscious travellers more loyal to the brand (Francis & Livingstone, 2020). Even though these efforts to bring about change have had some good results, there are some ways that they could be better managed. One criticism is that there should be stronger change management methods to make sure that all sites easily accept and use new tools and ways of doing things. This includes good training, communication, and support systems to deal with any pushback or problems that come up during the change.
[bookmark: _Toc159696171]When it looks at the best practices in the industry and how other companies handle change, Hilton Hotel Group stands out for the way it is proactive about innovation and sustainability (Guix & Font, 2020). The group's focus on using technology to improve the guest experience and the ease of operations is in line with the movement in the industry towards automation and digitalization. Because it cares so much about the environment, the Hilton Hotel Group is also a leader in eco-friendly tourism. This is due to more and more people wanting to travel in eco-friendly ways. Recently, the Hilton Hotel Group made some changes that have had a big impact on the business. These changes have made processes better, guests happier, and the company more focused on sustainability (Hegazy et al., 2022). Many ways that these initiatives could be run more efficiently, but the group stands out in the competitive world of hospitality because it is committed to new ideas and sustainability.
Strategic Direction and Current Business Performance
To stay on top of the hotel business around the world, Hilton Hotel Group's strategic plan is based on growth, market positioning, and being different (Rodríguez-Antón & Alonso-Almeida, 2020). As the group grows, they want to reach more places and add new names and ideas to the ones they already have.
In terms of geography, Hilton Hotel Group is still looking for business chances in developing markets like China, India, and the Middle East (Jones & Comfort, 2021). These markets have a lot of growth potential because more and more people want to travel and become rich. The group is also carefully building its position in key entry towns and vacation spots around the world to take advantage of rising travel trends and increase its market share (Robina-Ramírez et al., 2021). When it comes to market placement, Hilton Hotel Group uses its wide range of names, which serve all types of travellers (from high-end to budget), to attract a lot of different types of travellers. Hilton Hotels & Resorts, the group's main brand, is aimed at high-end and business travellers. Other names, like Hampton by Hilton and Hilton Garden Inn, are aimed at mid-range and budget-conscious travellers (Kend & Nguyen, 2022). This division helps the Hilton Hotel Group get into different groups of people and get a bigger share of the market at all price points. Hilton Hotel Group also stands out from other hotel chains by giving unique guest experiences, personalised services, and reward programmes like Hilton Honours. The goal of these projects is to keep a competitive edge in the market, make guests more loyal, and get them to come back.
Based on current business success measures, Hilton Hotel Group has had good financial results, with steady sales growth and profits over the past few years (McLaughlin et al., 2021). Availability rates, RevPAR (revenue per available room), and RevPAR (revenue per available room) are still good, which indicates that the group can grow either its top or bottom lines. Because it has so many sites and a well-known name, Hilton Hotel Group has also kept a big part of the market in key around the world. Customer feedback and online evaluations also show that a lot of people are still happy, which indicates the group wants to give guests the most enjoyable time possible. There are better tactics and ways to measure success at Hilton Hotel Group than at other hotel companies (Minutti-Meza, 2021). They may also be trying to grow and stand out, but Hilton is the market leader because it has an outstanding collection of brands, a global reach, and an emphasis on customer experience. The group's ability to control the market and do well financially also shows that it can meet its strategic goals and do better than the competition in key performance measures. That is because the hotel business changes so quickly. Hilton Hotel Group sees potential as well as challenges in the years to come. There are chances to keep growing in new countries, improve the guest experience with technology, and benefit from new travel trends like healthcare tourism and participatory travel (Mohamed et al., 2021). Also, more and more people want to travel in ways that are good for the environment. This gives Hilton Hotel Group a chance to stand out even more through its eco-friendly efforts. But the tourism sector also has to deal with issues like the uncertainty of the world, changes in rules, and new tools that make things unique. There's a chance that these issues will hurt Hilton Hotel Group's success and development. Online travel companies and other places to stay are also becoming bigger risks to traditional hotels (Ng & Tavitiyaman, 2020). Since the market is always changing, Hilton Hotel Group needs to keep coming up with new ideas. Right now, Hilton Hotel Group is doing well in business and its plan shows that it wants to grow, try new things, and make guests happy. Hilton Hotel Group can still stay at the top of the hotel business around the world and grow in the long term by developing its strengths, fixing its issues, and taking advantage of new chances (Pham et al., 202 ).

[bookmark: _Toc159696172]Conclusion
This study and audit of the Hilton Hotels Group shows that it is a strong company with a clear business plan that does well in many areas (Phi & Waldesten, 2021). The group is a world leader in the hotel business thanks to its powerful organisational structure, focus on customers, and great change efforts, demonstrated by key results. The company does things that are good for the earth, carries a lot of different brands, and comes up with new ways to connect with people. Some things that could be done better are improving the way change is managed and dealing with new business challenges. To stay ahead of the competition and take advantage of future possibilities, Hilton Hotel Group should put more money into technology, developing talent, and environmental efforts (Pennington et al., 2023). Overall, Hilton Hotel Group's future in the hotel industry looks good as long as it continues to change, come up with new ideas, and put guest happiness first in a market that is always changing.
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