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Introduction
 
Hilton Hotel Group UK, a worldwide hospitality leader, is committed to continual
development and sustainable growth. This detailed examination covered the
Organization & structure, culture, goals, strategic management, recent transformation
initiatives, and business performance. In the concluding stages of this analysis, we offer
suggestions to improve Hilton & UK market position and global image. This analysis of
Hilton & strengths, weaknesses, and strategy underpins these suggestions.
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Organizational Overview of Hilton Hotel Group
Hilton Worldwide Holdings Inc. is headquartered in McLean, Virginia. Hilton was
founded in 1919. It is the world&#39;s largest hospitality firm and contains more than 6,800
hotels in 123 countries and territories all over the world. The company owns and
operates Hilton Hotels &amp; Resorts, Waldorf Astoria Hotels &amp; Resorts, Conrad Hotels &amp;
Resorts, Canopy by Hilton, Curio Collection by Hilton, Tempo by Hilton, Motto by Hilton,
DoubleTree by Hilton, Hilton Garden Inn, Hampton by Hilton, Tru by Hilton, Homewood
Suites, Home2 Suites, Hilton Grand Vacations, and LXR Hotels &amp; Resorts (Herrera and
Schultz, 2017). The company has a long goodwill of CSR activities as well.
 
Figure: Hilton Hotel Group Logo
Source: (Lin et al., 2020)
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Organization Structure, Culture, and Goals
Overview of the Hilton Hotel Group&#39;s Organizational Structure
Corporate Level: At the corporate level the structure is decentralised and the business
units are one of the semi-autonomous units of the organization. At this organizational
level, the individual level manager is only judged by their unit performance under a
certain core guideline. Different organizations under the hotel Hilton groups have
different KPIs and they are of different standards as well (Wallmine, 2023). For those
reasons in the market, it is not rare that two organizations from the same Hotel Hilton
groups compete with each other.
Individual Unit Level: In the individual unit level the organizations mostly follow the
traditional hierarchical organization structure. Under this system, each hotel of the Hotel
Hilton group can demonstrate a structured relationship between the employees and
define who to report to (Ntounis, 2022). This is one of the outstanding ways to
understand how the hotel is performing in all divisions and departments. That’s how the
balance is kept within the organization.
Analysis of the Organizational Culture
The culture of the organization is one of the core elements in the organization that
shapes the behaviour of the employees. As per many different cultural models, Hotel
Hilton Groups contains many of the types. The culture of the company can be described
according to many models.
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Figure: Handy’s Four Types of Culture.
Source: (Dewnarain et al., 2019)
First of all, the organization is more organic than mechanistic. For such reason, the
people here are mostly judged by the tasks instead of the role. So, for a problem, the
team leader sometimes gives the responsibility of the organization and then clears tasks
of the organization with a team of individuals. The tasks of the Hotel Hilton Groups also
fall under task organization from the perspective of Handy’s Four types of culture
(Khatri, 2019). Thus, the organization will be more future-proof. Apart from that, for the
employees, the company roles promote the quality of the working life culture.
Examination of Organizational Goals and Objectives
To be successful in the organization the action of the people in the organization should
follow a unique goal or objectives so that the actions drive towards a unified
achievement. Hilton Hotel Groups are also an organization that has specific goals and
objectives to achieve,
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First of all, they are to increase brand awareness among the organizational actions. So,
the organizations can have a greater and more suitable positioning in the market. The
group sometimes gives different hotels to have different positioning to cover all the
market segments as per the demand. The groups also want to expand the number of
hotels to avail the maximum market share in the UK and then all across the world (Lin et
al., 2020). The organization is also committed to providing the best experience to the
guests along with being environmentally aware of sustainable tourism.
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Strategic Management and Hilton Hotel Group
Understanding Strategic Management
In essence, strategy means action. The strategy of an organization is the stance of the
organization that creates the skeleton of the organization which is one of the most
important bases for deciding the actions of the organization and defines the fate of the
organization (Dewnarain et al., 2019). So, strategy is the set of organizational factors
that provides the competitive advantages for the organizations sustainably in the long
run (Evans, 2019). Hotel Hilton groups have a unique stance that made them the
industry leader in the UK and a strong candidate for being the most attractive option in
the world arena. So, the management of those resources i.e., nurturing the resources
and finding out the best possible way to get the most outcome from those resources.
Application of Strategic Management in the Hilton Hotel Group
The strategic actions of the Hotel Hilton Groups consist of some analysis of the strategic
stances that are shaped by the internal and external environment along with the
parameter of the industry attractiveness. For this reason, here some of the strategic
analysis is presented from the perspective of the Hotel Hilton Groups.
 
SWOT Analysis:
SWOT
Strengths Weaknesses
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 Global brand recognition
 Diverse portfolio to capture all
customer segments.
 Sticky loyal customer base.
 Strong financial backup.
 
 High Operating Costs
 Dependence on Economic
Conditions
 Cultural Diversity is insufficient
 
Opportunities
 International Expansion
 Sustainability Initiatives
 Digital Transformation
 Partnerships and Alliances
 
Threats
 Intense Competition
 Environmental Impact
 Economic Uncertainty
 Regulatory Changes
 
Porter’s Five Forces Model
Bargaining Power of Buyer: High
Firstly, customers have many lodging options available in the market, giving them
negotiating power. Hilton Honors aims to boost customer loyalty and minimize
bargaining power creating themselves as competition rivals.
Bargaining Power of Supplier: Low
Hilton can negotiate materials and services with suppliers due to its scale and global
reach. To maintain service quality, it must maintain strong supplier connections (Le and
Phi, 2021). Thus, the suppliers are the ones who take the initiative to maintain the
relationship with Hilton Hotel Groups.
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Threat of New Entrant: Low
The hefty capital requirements and Hilton & brand presence make the hotel industry
difficult to enter. Even the big names are not certain that they will surpass Hilton Hotel
Groups by the number of shares (Li et al., 2021). Apart from that new hotel permits and
regulations are difficult to get.
Risk of Substitution: Moderate
Vacation rentals and home-sharing websites pose a threat to Hotel Hilton Groups as
they offer a homely environment at a reasonable price. However, the unique customer
experiences and loyalty rewards help the Hilton Hotel Group compete in the industry.
Rivalry among the existing brands: High
Fierce competition among global and local hotel brands has always existed in the
tourism and hospitality industry (Önder and Gunter, 2022). Competition seeks
differentiation through pricing, location, and service quality in comparison to other
organizations.
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Analysis of Recent Change Initiatives
Identification of Recent Change Initiatives
In the Hilton Hotel Groups, some of the change initiatives have been undertaken
recently. Among them, the new technological adoption is one of the most important
aspects. The adoption of a new customer relationship management (CRM) system is
the most beneficial change. Apart from that the launch of a new digital marketing
campaign, and the renovation of several hotels are noteworthy as well for that
organization.
Impact of Change Initiatives
These changes have brought some of the important purchases for Hotel Hilton Groups.
Among them, some of the points are described.
Increased customer satisfaction: Due to the CRM and digital payment the customers
are now enjoying the versatile options within their choice (Sakshi et al., 2020). So, the
tourists are getting what they want from the organization increasing customer
satisfaction.
Increased revenue: Due to an increase in customer satisfaction and more flexible
options the visitors are now experiencing more ease in the hotels. Thus, the revenue of
the Hilton Hotel Groups has risen than previous years.
Improved operational efficiency: The operational efficiency of the organization has
also improved by the utilization of the CRM system (Lai and Wong, 2020). Now the
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promotional campaigns are more optimized and to the point. This way efficiency has
been achieved in all the actions of the organization.
Evaluation of Change Management
The change management actions of the Hilton Hotel Groups are outstanding. Their
change management was participative and the workforce of the organizations was also
involved in the change process. The acceptance from the group was one of the strong
parameters as they were also demanding the changes.
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Assessment of Hilton Hotel Group & Strategic Direction
The Hilton Hotel Group & Strategic Direction
Hilton Hotel Group UK has a comprehensive strategy to sustain and grow its market
presence. This strategy covers several essential areas:
Portfolio Expansion: Hilton Hotel Group UK understands the necessity of expanding
its UK hotel portfolio. It actively seeks to buy or build homes in significant cities and
areas. Hilton wants to serve everyone from premium travellers to budget travellers by
strategically increasing its reach (Köseoglu et al., 2020). This boosts market share and
customer choice, giving the group a competitive edge.
Visitor Experience: Hilton Hotel Group strives to improve the visitor experience. The
company knows that customer loyalty requires excellent service and creative products.
To enhance guest experiences, Hilton is investing in modern amenities, room designs,
and digital technologies (Elshaer et al., 2023). These upgrades include digital check-in
and smart room features for a smooth and personalized stay.
Sustainability Initiatives: The Hilton Hotel Group prioritizes sustainability. The
company accepts environmental responsibility. Hilton is using energy-efficient
technologies, waste minimization, and eco-friendly facilities (Buhalis, 2020). Hilton
hopes to attract eco-conscious guests and help the environment by committing to
sustainability.
Analysis of the Current Business Performance
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Financial Strength: The company performs well. Hilton Hotel Group UK consistently
reports high revenue and profitability. The group & diverse portfolio, from luxury brands
like Waldorf Astoria to mid-range brands like Hilton Garden Inn, allows it to earn
revenue from different consumer categories (Sakas et al., 2022)
Strong Brand Reputation: Customer service and hospitality are its hallmarks. The
Hilton Honors loyalty program helps maintain and attract consumers. The program gives
discounts and prizes and builds community and brand loyalty among guests.
New Hotel Projects: The group has a promising UK hotel pipeline. These
developments comprise new and renovated homes (Li et al., 2021). This shows Hilton &
confidence in the UK hospitality industry & future and its commitment to extending its
portfolio.
Recommendations
 
1. Market Diversification: Hilton should target distant workers seeking extended
stay lodgings. Hilton can meet rising demand and grow its customer base by
targeting this segment.
2. Enhanced Digital Engagement: Hilton can use technology to engage guests.
Use modern data analytics and personalization to enhance guest experiences
and brand loyalty.
3. Community Partnerships: Work with local companies and communities to give
guests culturally rich experiences. These alliances can generate unique culinary
and tour experiences that improve guest satisfaction.
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4. Innovation in Sustainability: Explore eco-friendly technology and practises to
lead sustainability. It can lessen environmental impact and attract guests seeking
green accommodations.
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Conclusion
In conclusion, Hilton Hotel Group UK epitomizes hospitality excellence. Strategically, it
prioritizes portfolio expansion, visitor experiences, operational efficiency, and
sustainability. Strong financial success, a strong brand, and a promising pipeline of new
projects reinforce the company & market position. Hilton can build on its success by
adopting the suggested tactics, giving guests a memorable stay and a commitment to a
sustainable and inventive future. Hilton & expansion is promising, setting the benchmark
for hospitality excellence.
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