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Executive Summary
Hilton's organizational structure is multifaceted, comprising corporate and property levels. The CEO oversees the business, with area heads managing hotels across different nations. Each hotel's General Manager is supported by department heads for engineering, food and beverage, front desk, and cleaning. Despite the efficiency this structure brings, it can hinder adaptability and innovation. 
Hilton's culture prioritizes warm, personalized hospitality, reflected in professional uniforms and courteous service. The company fosters a culture of empowerment, giving frontline employees autonomy to address issues, which strengthens customer interactions. Hilton scores high on Hofstede's 'power distance' dimension, emphasizing respect and clear communication across hierarchies. Regular training reinforces a service philosophy that aims to make a significant impact through small acts of kindness.
Key strategic goals for Hilton include expanding its portfolio to 2,000 hotels by 2025, enhancing job opportunities in the UK post-COVID, and reducing its environmental footprint and food waste by 50% by 2030. These goals align with broader efforts towards a greener economy in the post-Brexit UK. Hilton also aims to achieve industry-leading customer satisfaction and employee engagement, supporting its profitability and long-term vision of being the most hospitable company worldwide.
Hilton has introduced several initiatives to maintain its competitive edge. These include implementing smart room technologies, forming strategic partnerships with American Express and Uber, and accelerating the growth of lifestyle brands like Conrad and Canopy. Sustainability remains a strategic focus, with commitments to reduce environmental impact and eliminate single-use plastics by 2030. These changes have enhanced guest experiences, particularly through contactless services, and strengthened loyalty programs.
The changes have positively impacted Hilton's UK operations, improving guest experiences and safety during the pandemic through technological advancements. Strategic expansions and partnerships have helped retain and attract new members. Hilton's change management, guided by Kotter's 8-step model and Lewin's three-step model, involved comprehensive internal communication and stakeholder engagement to ensure smooth transitions and sustainability.
Hilton is diversifying its portfolio to cater to varied travel needs with lifestyle brands like Tru, Tempo, and Motto. Emphasis on new technologies, such as augmented and virtual reality, and enhanced customer service through programs like "Hilton Event Ready," aligns with Porter's strategies of differentiation and integrated cost leadership. These strategies aim to provide superior experiences and efficient operations.

















Introduction 
Hilton Hotel Group has more than 7,500 location throughout the world, comprised in 23 distinct hotel brands (Hilton, 2024). Hilton has led the hospitality business for almost a century and is a household name worldwide. This report critiques Hilton corporate and hotel performance in major categories.
Organisational structure, culture, and strategic goals will be examined at Hilton (Dauber, et al., 2012). Hilton's recent reform initiatives and how they were executed and managed will also be examined. Finally, Hilton's strategic approach will be compared to the UK economy. Hilton has around 200 hotels in the UK, a key market. This analysis will examine how Hilton's structure, culture, change management, and strategic ambitions match the UK hospitality business.
Hilton's UK operations will be analysed internally and externally using Mintzberg's organizational models, Kotter's change model, and Porter's tactics. Hilton's positioning and future performance in the UK market will be assessed in this comprehensive review (Mullins & Dosser, 2013).











Organisation Structure, Culture and Goals
Organisation Structure
There are several levels in Hilton's organisational structure, which encompasses both the corporate and property levels. This structure is quite complex. The Chief Executive Officer (CEO) is the person in charge of running the business and overseeing the several departments that are responsible for things like branding, human resources, and finances. Listed below this are the area heads who are in charge of groups of hotels located in various nations. At the individual level, the General Manager of each hotel establishment is helped by department heads who are responsible for engineering, food and beverage, front desk, and cleaning respectively.
This structure is comparable to Mintzberg's "machine bureaucracy" in that it places a significant amount of emphasis on making things official, standardising them, and ensuring that everything is compatible with one another throughout the organisation (Tierney, 2016). There is a concentration of power at the highest level, and roles are specialised at each level. The establishment of distinct positions and a distinct chain of command guarantees that everything will proceed without a hitch (Mullins, 2020). On the other hand, having a large number of layers may make it more difficult to be adaptable and to think of new concepts (Awadh & Saad, 2013).
In order to address this issue, Hilton employs a tiered matrix structure that is based on the type of property. Because of this, professionals are able to share their expertise and best practices across a variety of properties.
Organisation Culture
The culture of Hilton is centred on providing warm hospitality with a touch of personalization attached to it. This corresponds with Schein's artefact and the values layers that are proclaimed through the uniforms that are professional and the focus that is placed on courteous service (Petouhoff, et al., 2010). At a deeper assumption level, Hilton cultivates a culture of empowerment in which frontline employees are given the autonomy to resolve difficulties in a courteous manner. Customer interactions are fundamentally strengthened as a result of this.
In addition, Hilton achieves a high score on Hofstede's 'power distance' dimension because of the importance it places on respect and clear communication between different hierarchies (Chen & Guo, 2014). Regular trainings contribute to the advancement of Hilton's very straightforward service philosophy, which aims to make a genuine difference in the experience of each and every guest by doing tiny acts of kindness (Mullins, 2016).
Organisation Goals
Expanding its portfolio is one of the most important strategic goals for Hilton. This market expansion directly promotes job prospects within the hospitality business in the United Kingdom, which is recuperating after the Covid incident.
By the year 2030, Hilton strives to reduce its environmental footprint by fifty percent and cut food waste by fifty percent. These kinds of sustainability goals have a lot in common with the efforts that Britain is making to transition to a greener economic system in the post-Brexit period.
In addition, Hilton's profitability goals and long-term aim of becoming the most hospitable company in the world are intimately connected to the achievement of industry-leading customer happiness and colleague engagement scores (Vannoy & Palvia, 2010).
Recent Changes Initiatives
Overview of Recent Changes
In the past few years, Hilton has made a lot of changes to improve its place in the global hospitality market, which is always changing (Foster & Rosenzweig, 2010). One important thing they worked on was bringing new smart room technologies to all of their buildings to improve the guest experience and bring in more money. They added new strategic partnerships with companies like American Express and Uber to their popular Hilton Honors loyalty programs in order to get more high-value customers who will stick with them for a long time. Hilton also sped up the growth of their lifestyle brands, such as Conrad and Canopy, by focusing on entering new areas and groups. Sustainability has stayed a key strategic focus for Hilton, as shown by their historic public promises in 2017 to cut in half their impact on the environment and get rid of all single-use plastics from their business by 2030.
Impact of These Changes
These transformational projects have made a big difference in Hilton's business and processes in the UK division. Even though Brexit and the pandemic caused problems with the economy as a whole, the changes to technology like mobile keys, digital check-ins, and controls have made the overall experience better for guests at Hilton properties. During the busiest times of COVID-19, the contactless services that were put in place made things cleaner and safer generally.
At the same time, Hilton was able to keep their important British members and bring in new ones by strategically expanding their loyalty programmes through partnerships (Tierney, 2016).
As the demand for travel started to rise again, Hilton's strong focus on sustainability and measurable actions were well received by environmentally conscious UK customers. Hilton was able to handle these changes and the ever-evolving market conditions very well by following Kotter's well-known 8-step change management model very carefully (Boddy, 2014).
Management of These Changes
With these big changes, Hilton was a great example of change leadership because they saw disruption as a chance and jumped at it. Each step of Lewin's three-step change model was carefully planned and carried out. In the "unfreezing" stage, actively changing the way people thought about the organisation and getting buy-in from everyone in the business to support new, innovative ideas was done through a lot of internal communication. In the important "moving" stage, goals and targets were clearly laid out, with a strong focus on making sure the health, safety, and well-being of all stakeholders, both inside and outside the organisation (Awadh & Saad, 2013). In the "refreezing" stage, the changes were made permanent by reworking the structures, job titles, and key result areas to make them standard operating procedures. Every step of the way, their clear supporters in top leadership positions showed them how to adapt. Multiple levels of change management communications spread news and dealt with problems in a clear way for both corporate staff and property level workers around the world (Tierney, 2016). Continuous feedback routes helped shape the way forward and made changes that were both sustainable and flexible by taking team inputs into account. Overall, Hilton's strong guiding coalitions have led the company through transformative success in a good way, even though there have been macro difficulties (Awadh & Saad, 2013).
Strategic Direction 
Current Strategy
In the past few years, Hilton has made a strategic move towards a much more diverse portfolio approach. They want to grow beyond their standard full service and limited service hotel brands into new areas of the hospitality industry that can meet the needs of today's travellers with different types of travel goals (Tierney, 2016).
One of their main goals has been to speed up the growth of their successful lifestyle brands, like Tru by Hilton, Tempo by Hilton, and Motto by Hilton, which offer great deals and extras for all kinds of travel. These brands have had a lot of success breaking into new markets around the world because they appeal to both budget travellers and travellers who want to have an experience.
Hilton also continues to put a lot of effort into new technologies (Petouhoff, et al., 2010). They have big plans to use cutting-edge technologies like augmented and virtual reality apps throughout the whole guest experience, from viewing the website to their time on the property.
Still, providing excellent customer service is very important, and Hilton has started a number of new programmes to help with this. For example, their "Hilton Event Ready" programme is changing their MICE facilities and catering, as well as their food options and wellness programmes, to better suit the needs of today's event planners and delegates.
Differentiation, using cutting-edge technologies, and personalised service are all important parts of these multifaceted strategies. They are very similar to Porter's general strategies of differentiation and integrated cost leadership. Hilton wants to stand out from its competition by offering better experiences and more efficient operations that come from having a lot of rooms (Vannoy & Palvia, 2010).
Alignment with the UK Economy
The UK hospitality market has gone through a lot of big changes in the last few years, and Hilton's new strategy to focus on expanding their brands, investing in digital technologies, and making customer interactions more personalised couldn't have come at a better time (Ehtesham, et al., 2011).
First, their expanded collection of lifestyle hotel brands like Tru, Tempo, and Motto have done very well in the UK by catering to the growing travel needs of mixed-worker stays, trips to explore cities, and stays with family groups that include people of all ages. All of these needs became more popular because of Brexit's effects on business travel and the widespread acceptance of remote working due to the pandemic (Dauber, et al., 2012).
Also, Hilton's investments in cutting edge technologies like mobile keys and predictive upselling engines are completely in line with how quickly digitalization is growing and how much the UK workforce wants experiences to be smooth. In addition, they are always going the extra mile for their guests by providing excellent personalised service and a better wellness programme (Awadh & Saad, 2013). This meets the higher expectations for safety, health, and truly memorable experiences that UK travellers have now since COVID-19.
Problems in the UK market that are getting better, like a lack of workers and rising prices, can be lessened by Hilton's global reach and continued training programmes for employees all over the world. 




Conclusion 
This paper examined Hilton's UK organisational structure in detail and critically. The company's internal structures, culture, transformation programmes, and strategic direction were examined. 
Hilton has a clear organisational structure and a culture that values great service. This successfully aligns internal capacities behind goals including developing portfolios, improving sustainability, and providing best-in-class experiences. Change management has proven ideal for implementing revolutionary changes after rigorous piloting. Hilton's initiatives to diversify its businesses and execute tech-driven strategies coincide with the UK's economic realities, including Brexit, digitization, and a renewed focus on wellness.
Hilton can leverage on the UK hospitality industry's revival with its scale, quality service, and new strategic solutions. Further localization of brand communications to British demographics and collaboration with UK communities on customised sustainability projects should be prioritised. Additional market research on UK business visitors' needs may help refine future strategic strategies. Hilton may increase its UK leadership position by maintaining its customer-centric culture and pursuing such efficiency techniques.
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