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Executive Summary 
This is a report of an organisational audit of Hilton Worldwide which has been restricted to its operations in the UK hospitality industry. The primary goal was to assess the organisational structure, culture, new change efforts, and the overall strategic direction and performance of the company. The results indicate that Hilton has robust international framework that sustains its massive business and brand uniformity. This structure, however, makes flexibility a bit lower at times, particularly in responding to local issues in the UK market. The culture of the company is also evidently customer-service-oriented, and employee-engagement-focused, which facilitates the quality of service, yet not consistently implemented in all locations. The report also observed that the recent change initiatives undertaken by Hilton such as digital transformation and sustainability have enhanced efficiency and customer experience. Nevertheless, there are still some challenges like high cost and resistance by the employees. Hilton is clear on growth, innovation and sustainability in terms of strategy, and its performance has been enhanced following the pandemic. Nonetheless, the UK economic pressures of inflation and shortages of labour still impact operations. The report concludes that Hilton is generally doing well, but that it could use some work in the areas of flexibility, change management and local responsiveness. To stay competitive, Hilton is advised to decentralise more in the UK, enhance communication in change and keep investing in digital and sustainable practices.
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[bookmark: _Toc228517566]Introduction
This report seeks to conduct organisational audit of Hilton Worldwide with the aim of establishing how the company functions and performs in the present-day hospitality industry, specifically in the UK. One can conceive an organisational audit as an organised scrutiny of the organisational arrangement, management and the efficiency with which an organisation meets its targets. It also examines essential areas including structure, culture and management processes to comprehend the overall performance. The primary goal of this report is to assess Hilton both on the corporate level and on the level of individual business units. It will address three key areas that include organisational structure, culture and goals, recent change initiatives and strategic direction and current performance. The significance of these areas is that they assist in clarifying the way management functions are performed, and how organisations react to internal and external issues. Hilton Worldwide is a major hospitality corporation that is well established and recognised across the globe. It was established in 1919 and has expanded to a worldwide organisation with thousands of hotels under various brands. The company has more than 100 countries of operation and is well established in Europe including the UK which is a significant market with a high rate of tourism and business travel. The presence of Hilton in the UK is also important, as the hospitality sector is an important contributor to the UK economy in terms of employment and international tourists. This report is organised into a number of key sections. It will initially examine the organisational structure, culture and objectives of Hilton and then it will examine its recent change initiatives and the manner in which it has handled them. It then looks at the strategic orientation of the company and its business performance. Lastly, the report presents a conclusion and recommendations to be put into practice based on the findings.



[bookmark: _Toc228517567]Organisational Structure, Culture, and Goals
[bookmark: _Toc228517568]Organisational Structure of Hilton
The global structure adopted by Hilton Worldwide can be termed as a combination of both a matrix and a divisional structure. The company plans its operations according to the geographical locations as well as brand types. As an illustration, Hilton divides its hotels into various categories like luxury brands, full-service hotels and focused- service hotels. This enables the company to focus on various customer segments and price points simultaneously (Armstrong, 2016). Simultaneously, Hilton also has operations, by region, with a powerful Europe, Middle East and Africa division, in which the UK ranks. This area-based approach assists Hilton to react to local market dynamics, including fluctuations in demand of tourism and labour shortage in UK hospitality industry.
[image: Hilton Worldwide - Wikipedia]
Figure 1: Hilton Hotel (Huczynski and Buchanan, 2023)
Such a structure assists in enhancing coordination among various departments and localities since managers are able to concentrate on the brand standards and local demands. It is also efficient as the workload and duties are well-defined within business units. Partially, it is centralised at the corporate level, particularly in branding and strategy but decentralised at the regional level to enable flexibility in decision-making. As Huczynski and Buchanan (2023) say, organisation design should strike a balance between control and flexibility, which is reflected in the Hilton structure. Here, centralisation and decentralisation are an issue because the Hilton continues to control standards of global operation but gives the local managers in the UK the opportunity to make operational decisions. In certain regions, the span of control is also extensive, with managers managing several hotels, which can minimise expenses, but can impact on the quality of supervision (Robbins and Judge, 2024). 
[bookmark: _Toc228517569]Organisational Culture at Hilton
Hilton is highly customer oriented in its organisational culture and is sometimes called a hospitality-first organisation. The corporation values the development of positive experience among the guests as one of the priorities in the UK hospitality industry where the expectations of customers are rather high (Huczynski and Buchanan, 2023). Hilton has also been reputed to encourage employee involvement, and it has been ranked as a good employer in various countries. 
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Figure 2: Organisational Culture (Mullins, 2019)
Analysing cultural dimensions, Hilton is oriented on service quality and encourages diversity and inclusion. This is particularly critical in the UK where the labour force is comprised of individuals in various cultural backgrounds. Mullins (2019) states that organisational culture determines the behaviour and interactions of employees, and this is evident in the emphasis of teamwork and customer satisfaction in Hilton. With the help of the Schein model, the visible practices of Hilton are training programmes and service standards, and its hidden values are respect and guest satisfaction. 
Nevertheless, it may be challenging to have a homogeneous culture in all locations. Some of the challenges that may be encountered by the hotels in the UK include staff shortages and high employee turnover hence affecting the success with which the culture is implemented. According to Robbins and Judge (2024), culture is a factor that can be different in different places, and it can result in a difference in the quality of services. 
[bookmark: _Toc228517570]Alignment of Structure, Culture, and Goals
Hilton’s core strategic objectives are to grow the business, ensure high customer satisfaction and become more sustainable. Its organisational structure enhances growth by ensuring that it can expand to other markets, such as UK without losing control due to the divisional system. The customer service culture also aids in achieving the objective of ensuring high guest satisfaction since the employees are trained to consider customer experience. Boddy (2017) notes that structure, culture and strategy are aligned as a requisite of organisational success.
Nevertheless, this alignment has some gaps. Such a big and complicated organisation has the potential to slow down decision-making processes, and this will influence the ability to respond to the rapidly evolving markets such as the UK. Another problem is the maintenance of the cultural consistency in the various regions since not every hotel can be subject to the same standards. 
[bookmark: _Toc228517571]Comparison with Competitor (Marriott International)
Comparing Hilton and Marriott International, both brands employ the similar model of global structure with various brands and regional divisions (Robbins and Judge, 2024). Nevertheless, Marriott can be viewed as a little more decentralised with more decision-making authority being vested in local managers. This can enable Marriott to be more flexible in the local markets like UK, where the needs of customers and the economic conditions may vary rapidly. 
Marriott is more culture-oriented and is people-first, whereas Hilton is more hospitality-first. It implies that Marriott can pay a little more attention to employee wellbeing whereas Hilton is more inclined to pay attention to customer experience. The two are equally beneficial but considering the fact that retention of employees is a challenge in the UK market, the approach adopted by Marriott can be of benefit. As Mullins and Dosser (2013) emphasise, service quality is a vital aspect of competitive markets and is directly influenced by organisational practices in the hospitality sector. 

[bookmark: _Toc228517572]Recent Change Initiatives: Impact and Management
[bookmark: _Toc228517573]Identification of Key Change Initiatives
Over the last few years, Hilton has implemented a number of significant changes to optimise its operations and remain competitive in the hotel industry on a global scale. Digital transformation is one of the primary transformations. Hilton has also launched mobile check-in and digital room keys, meaning that customers can access their smartphones to check-in and even get their room keys without coming to the check-in desk. This has been very handy in the UK with customers demanding quick and convenient services. Better decision-making is also facilitated by the use of digital systems based on the analysis of customer behaviour using data (Jusman et al., 2023). Moreover, more technology like artificial intelligence is also being deployed in business to enhance efficiency and customer experience.
The other important change is associated with sustainability. Hilton has established goals of cutting carbon emissions and enhancing energy efficiency of its hotels. In the UK, particularly, this is critical, as environmental standards are getting increasingly tighter, and consumers are increasingly conscious of sustainability concerns. Ahmad et al. (2023) explain that the environmental responsibility has become a more prominent aspect expected of businesses.
[bookmark: _Toc228517574]Rationale Behind Changes
The internal and external factors are the key drivers of the changes that have been undertaken by Hilton. Technological advancement is one of the key reasons since new digital tools are becoming important in the hospitality industry. The customers are increasingly demanding quicker and more individualised services, and this has compelled Hilton to invest in digital solutions. Meanwhile, the level of competition in the hotel sector is extremely high, particularly in the UK where numerous international brands are present (Pallathadka et al., 2023). This puts Hilton under pressure to ensure it services and stay appealing to the customers.
The UK economic conditions have contributed as well. The growing inflation and labour shortages have contributed to higher operating costs, and Hilton has had to seek more efficient methods of operation. Boddy (2017) argues that organisations need to react to the environmental changes in the external environment to survive and expand. Moreover, due to the abundance of information today, businesses need to take more and faster decisions, which is why having digital systems can be justified (Roetzel, 2019). All these reasons explain why Hilton has been focusing on digital transformation, sustainability and restructuring. 
[bookmark: _Toc228517575]Evaluation of Outcomes
These changes that Hilton has brought about have come with both good and bad effects. On the bright side, digital transformation has brought efficiency in most of the hotels. As an example, mobile check-in will help decrease waiting times and enable staff to be engaged in more significant activities. 
Nevertheless, some challenges exist as well. Implementation of new technology might be expensive and not every hotel can afford to implement these systems in a short period. Also, not all employees are going to embrace change, particularly those who feel that technology might end up taking their jobs. Mullins (2019) expounds that the behaviour of employees can have a powerful influence on the success of a change. Psychologically, an introduction of changes can make the workers uncertain or stressful, thus decreasing performance (Arnold, 2016).
[bookmark: _Toc228517576]Change Management Analysis
As a way of evaluating how effectively Hilton handled these changes it would be beneficial to apply change management theories. The Change Model by Lewin consists of three phases, namely, unfreeze, change and refreeze. It seems that Hilton has adhered to this pattern by initially identifying the necessity of change following COVID-19, then rolling out new systems and, lastly, attempting to normalise such changes.
[image: Kotter's 8-step change model | Frameworks explained [with diagram] —  BiteSize Learning]
Figure 3: Kotter's 8-Step Change Model (Thompson, 2018)
The 8-Step Model by Kotter is also an effective means to analyse the approach adopted by Hilton. The pandemic and economic pressure provided the company with a sense of urgency, and it implemented new tactics, like digital services. Nonetheless, in this process, communication is quite essential. Thompson (2018) emphasises that effective communication can contribute to less confusion and resistance. Without proper information to employees, they may not be in full support of the changes.
Leadership is another important factor in change management. As Adair (2009) puts it, leaders need to inspire and mentor the employees in hard times. Hilton leadership has been partially successful in not shutting down during challenging times, but it might not have done everything to engage employees. According to Huczynski and Buchanan (2023), effective change should have a powerful leadership and engagement of employees, which might not be always the same at all Hilton hotels.
[bookmark: _Toc228517577]Examples of Operational Impact
A good illustration of operational influence is the adoption of digital check-in that has made waiting time to be shortened and service delivery to be faster in the hotels in the UK. The other one is sustainability efforts, e.g., energy-efficient systems, which have assisted in both reducing the expenses and environmental requirements.

[bookmark: _Toc228517578]Strategic Direction and Current Business Performance
[bookmark: _Toc228517579]Strategic Direction and Objectives
The current strategic direction of Hilton is primarily aimed at growth, innovation and long-term sustainability. The firm is still growing on an international level as well as in major markets like UK. Over the last few years Hilton has expanded its number of hotels both in the main cities of the UK such as London, Manchester and Birmingham and also in regional areas with an increasing number of tourists visiting. This growth plan will enable Hilton to win over more business and leisure travellers, who are key sectors of the UK economy. Boddy (2017) further notes that an effective strategy aids organisations to succeed in the long term by directing their decisions and resource allocation.
Digital innovation is another aspect of Hilton’s strategy. The company is also investing in technology to enhance customer experience like mobile app, digital keys and online booking systems. This is significant in the UK market that requires customers to get quick and convenient services. Another goal is sustainability as Hilton plans to minimise its impact on the environment by being energy-efficient and minimising waste. This is in line with the UK government policies and customer expectation regarding environmental responsibility.
[bookmark: _Toc228517580]Evaluation of Business Performance
The COVID-19 pandemic has positively impacted Hilton business performance, particularly financial outcomes. This growth in revenue has come at a time when travel demand has been on a revival in the UK where tourism has been on the mend. Occupancy rates in hotels in major cities have improved thus contributing to an increment in profits. Nonetheless, other increases in the cost such as energy prices and salaries have also influenced the overall profitability. According to Mullins and Dosser (2013), economic conditions and customer demand are some of the external factors that have a strong impact on performance in the hospitality industry.
Hilton has had a high customer satisfaction in its non-financial performance. Digital services and emphasis on customer experience have assisted in enhancing customer feedback. Another key factor is employee engagement; motivated employees will deliver better service. But in the UK, labour shortage is a problem, and this means that some hotels may not be able to provide services of the same quality as they do not have staff.
According to Robbins and Judge (2024), the measurement of performance must be done through the use of both financial and non-financial indicators. Although Hilton has been doing well regarding recovery of its revenues and customer satisfaction, the company is pressurised by the increase in cost and staffing problem in the UK market. This indicates that there is improvement in performance but not without challenges.
[bookmark: _Toc228517581]Market Position and Competition
Hilton is a reputable company in the hospitality sector worldwide and is among the biggest hotel brands with operation in the UK. It is a direct competitor of other companies like the Marriott International and InterContinental Hotels Group (IHG). The market is very competitive with these competitors also possessing strong brand portfolios and world-wide presence. The strength of Hilton is that it has a large number of brands, which enables it to cater to various classes of customers such as luxury travellers and low-end customers.
Hilton loyalty programme is another strength, as it attracts repeat customers to the company and develops long-term relationships. This is particularly significant in the UK where rewards and benefits are one of the main reasons why business travellers decide on the hotel. According to Mullins (2019), the organisational performance is intimately connected with the ability of the company to satisfy customer needs and secure a competitive edge. Although Hilton is doing well, the competition has been on the rise, and the company has to keep innovating to keep up.
[bookmark: _Toc228517582]Response to External Influences
Hilton is a business that is highly dynamic and the external environment influences its performance greatly. The economic problems in UK like inflation have raised the cost of operation which includes the energy bill and wages of the staff. Hotels have also been finding it hard to sustain service levels due to labour shortages. Such issues demand Hilton to change the way it operates and seek more effective working methods.
Meanwhile, sustainability and digitalisation are some of the industry trends that are defining the future of the hospitality industry. Hilton has reacted with investing in sustainable practices and technologies. Ahmad et al. (2023) emphasise that sustainability is becoming one of the primary priorities among businesses, and Roetzel (2019) clarifies the fact that the availability of information and technology helps in making better decisions.
All in all, it is evident that Hilton has demonstrated an adequate degree of flexibility in responding to these external forces. Nevertheless, the effectiveness of these responses is determined by their execution in the local level particularly in the UK where economic conditions are not yet certain.

[bookmark: _Toc228517583]Conclusion
In general, the results of this report indicate that Hilton possesses an effective organisational structure, which assists the company to work on the global market, including the UK market. This structure is, however, at times too complicated and this can make it less flexible in cases where quick decisions are required. The customer service and employee engagement-based culture of the company is evidently oriented to the UK hospitality industry, though not always implemented in the same way and in all its locations. The new change initiatives, particularly in digital technology and sustainability have had success in most cases in enhancing efficiency and customer experience. Concurrently, the Hiltons strategy is usually well thought and contributes to long run expansion, however, it is influenced by the economic forces in the UK, including increased cost and labour supply. Among the key lessons of this analysis is that there should be an improved balance between structure, culture and strategy in order that the organisation is able to perform optimally. When these factors are not perfectly aligned, they may cause operation and service delivery issues. The other important fact is that leadership and communication play a crucial role in managing change as the employees must learn and embrace new modes of operation. Lastly, the external environment particularly in the UK is a very influential factor in performance and therefore Hilton still needs to change in order to keep up with competition.



[bookmark: _Toc228517584]Recommendations
Hilton needs to enhance its organisational structure by granting increased decentralisation in its operations in the UK. Currently, most decisions are made at a more elevated level and thus it may take longer to respond to local market transformations. With more power to local managers in the UK, hotels would be in a position to respond to customer needs, pricing fluctuations and staffing challenges quicker. This would particularly apply in cities such as London which are often busy and the demand may fluctuate very fast. A more adaptable structure would also assist in enhancing efficiency and quality of service.
The other suggestion is to enhance change management. Hilton needs to pay more attention to effective communication with workers to implement new systems or policies. Employees must be made aware of the reasons behind the changes and its implications on their jobs. Besides this, the employees ought to be more engaged in the change process, such as by providing feedback or attending training. This can assist in getting resistance down and changes will be more successful particularly in UK hotels where there is already pressure due to staff shortage.
Lastly, Hilton must remain sustainable and digital. This involves adopting more developed systems like artificial intelligence to enhance operations and customer services. Concurrently, the company ought to make sure that every hotel is UK environmental regulation compliant. This will assist Hilton to stay competitive and satisfy the expectations of the customers in the long term.
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