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This business report critically evaluates Hilton Hotels and Resorts at both corporate and individual hotel levels, analysing its organisational structure, values, culture, and strategic initiatives. Through Hilton’s strong leadership, customer-focused approach, and sustainability efforts, the company has solidified its position as a global hospitality leader. With additional key change initiatives by the brand, alongside digital transformation and eco-friendly practices, Hilton enhances efficiency and guest satisfaction to an outstanding level. Recommendations for the international hospitality brand include expansions into Asian markets, in order to increase its market share in the hospitality industry and accelerate growth in specific key regions. 
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Introduction

Hilton Hotels and Resorts, formerly known as Hilton Hotels, is a global brand of complete-package services and resorts, currently under Hilton Worldwide. In 2024, Hilton Hotels and Resorts owned 617 properties in a number of 97 countries, totalling to 226,659 rooms. Today, Hilton Hotels and Resorts is Hilton’s flagship brand and recognised as one of the largest hotel brands in the globe. To help the brand even more, services are provided with much thought, targeting both business and leisure travellers, with locations in nearly every major city centre in the world. Even to this current day, Hilton Hotels and Resorts employs approximately 180,000 individuals globally, but this varies as the numbers are constantly changing depending on human resources changes and other developments and expansions.
The aim of this report is to critically evaluate Hilton Hotels and Resorts at both corporate and individual hotel level, in order to assess its performance and success over different changes and initiatives implemented by the brand. Throughout this report, the brand will be analysed thoroughly, looking into culture, structure, and values, including recent change initiatives and strategic directions that work towards long-term objectives. This will eventually support a set of recommendations for the brand on its near future endeavours, and the best way to proceed in order to succeed in its hospitality business.
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Hilton Hotels and Resorts is a subsidiary brand, part of Hilton Worldwide. This operates through a franchising model. It’s main leadership structure, however, is formal and common, with the chief executive officer and board of directors to maintain any executive decision making, broken down into district, regional, and individual hotel managers to lead and support any operations. Furthermore, Hilton Hotels and Resorts primarily earns any revenue from hotel stays, as they are able to provide various services in that way, including loyalty programs, called Hilton Honors. Finally, Hilton Hotels and Resorts works alongside luxury brands like Waldorf Astoria and budget brands like Hampton, all within Hilton Worldwide’s portfolio (Hilton, 2025a).
Hilton’s culture focuses on the slogan “A business of people serving people”. With Hilton having welcomed more than 3 billion guests up until now, curating outstanding stays and exceptional experiences as a minimum standard. Through this culture and values, Hilton Hotels and Resorts are able to expand operations into charitable actions, including international projects to support minority groups, supporting employees every step of the way with unique benefits, and even providing engaging work for employees to remain motivated (Hilton, 2025b). Overall, this provides a supportive and inclusive workplace culture, being able to create continuous positive impacts and produces opportunities for career growth for each individual employee (Reidhead, 2020).
By 2030, Hilton Hotels and Resorts have prepared a clear set of goals, aiming for further expansion and developments in the business, allowing them to strengthen their position within the hospitality industry. Within their 2030 goal tracking report, they clarified on goals such as adopting a global standard for responsible travel and tourism, offering monetary compensation for employees impacted by disasters, enhancing Hilton’s diversity and inclusion targets, and even adopting training programmes to keep employees up to date with relevant environmental and social issues (Hilton, 2020). 
Alongside personnel changes and improvements, Hilton also aims for higher goals when it comes to the environmental footprint, focusing on becoming a more sustainable and eco-friendly business, making changes to energy, water and waste management. To track their commitment and progress, in comparison with the 2008 baseline, they managed to reduce a total 73% of waste going to landfill (Hilton, 2020). Overall, the sustainable development introduced by Hilton, aimed at 2030, provides a clear set of goals and structure for both corporate and individual hotels to follow, assisting (Soubbotina, 2004).
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Hilton Hotels and Resorts has a long list of change initiatives for the brand, many of which include becoming more sustainable, in its impacts with the environment and opportunities it provides for employees. As part of these goals, the brand created a ‘Travel with Purpose’ project, planning for major changes by 2023. One of these initiatives include building a more sustainable future for both corporate and individual hotels, planning to cut down on CO2 emissions, focusing on water, food, and waste management, and strategizing for future obstacles (Hilton, 2025c; Hilton, 2025d; Prud’homme, 2013). As a result of this initiative, Hilton managed to involve 88% of its portfolio to participate in soap recycling, including 100% of North America hotels (Hilton, 2025d).
These changes aimed at 2030 can create significant impacts especially for the individual hotels across the globe, as they can create stronger connections with the public, and target more environmentally focused guests (Mbasera, et al., 2016). Hilton Hotels also plans to become a workforce of opportunities, creating 5 million learning and career growth positions for all team members and communities within the brand. (Hilton, 2025c; Hilton, 2025d; Bruns-Smith, et al., 2015). 
To support these changes for its employees, Hilton often uses Herzberg’s two-factor theory among many other organisational behaviour theories, to effectively implement these actions and strategies, and ensure employee satisfaction through motivation and “hygiene” needs including salary and effective supervision (Alshmemri, et al., 2017; Taylor, 2004).
In Hilton’s, ‘2023 Trends Report’, a lot of initiatives were clarified by the hotel company, giving a voice to the stakeholders (guests, customers, and investors) on their opinion of hotels and resorts’ operations, and how they could improve. As a result, a lot of feedback led to more personalised experiences, ensuring individual customers are recognised and that they recognise the specialised services provided by Hilton Hotels and Resorts (Hilton, 2022). 
In the recent changes made by Hilton, they are showcasing a “frictionless” experience at their hotels and resorts, providing information and video advertisements, with digital check-ins, upgrades, service requests, and other opportunities for guests to access from their phone, tablet, or even their laptop (Hilton, 2022). This most likely would be managed by the corporate level, with individual hotels having access to this technology, allowing guests to access their room without the need for extensive documentation or social interactions. Also, with digital check ins, Hilton should expect a significant increase in efficiency and customer satisfaction, with their introduction into their hotel being more personal and less exhausting (Štilić, et al., 2023; Bruns-Smith, et al., 2015).
In addition, Hilton Hotels and Resorts expanded further into providing more inclusive hotel destinations, with dogs, cats, and other pets to be allowed to accompany the human guests inside certain hotel facilities, being a big difference compared to the past where such luxuries were restricted or limited (Hilton, 2022). In order to effectively promote these pet-friendly policies, Hilton had even entered an agreement or so-called partnership with Mars Petcare, in order to create a more personalised and exclusive stay for the pets accompanying the human guests. 
This also allows Hilton Hotels and Resorts to not only remove limitations for pets around certain hotels, but also introduce services specific for the pets, to entice the human guests into visiting more and choosing Hilton over its competitors (Brock, 2021). Through this partnership, the new initiative is also easily managed in terms of its effectiveness, efficiency, profitability, and ethics, ensuring that the stay of both pets and human guests at the specialised hotels are as intended, and extensively welcoming.
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Currently, Hilton Hotels and Resorts faces heavy competition in the international hospitality industry, with key players such as Marriott International, Hyatt, and Four Seasons creating heavy tension and motivation for it to grow and continue expanding in order to maintain its market position (Gazzoli, et al., 2008). Therefore, in order to do so, Hilton has begun strategic directions into expanding its portfolio, with a number of 26 additional hotels, which would be “poised for 100 per cent growth” within the next two to four years (Khanna, 2024). 
Hence, this would be targeting the Asian hospitality market, due to the fact that in comparison with its competitors, Hilton has a lot more room for improvement in terms of the resources and hotels in-use within countries like India, where they could build potentially over 50 more, and then expand into other countries like Japan, Thailand, and others that would create significant profits (Khanna, 2024). Ultimately, Hilton could see itself competing with other renowned hospitality companies at an even level, with more room for profitability and improvement as a result of its expansion into Asian markets and targeting a wider variety of guests to use their services (Gazzoli, et al., 2008).
Aside from operational expansion, there is a significant strategy ran by Hilton currently, which aims to make it significantly more sustainable in the hospitality industry. As discussed earlier in the report, Hilton have many plans for 2030, regarding human resources improvement and environmental sustainability. In their 2030 progress tracking, they specify their strategic direction that they take in order to achieve these main goals. In terms of reducing energy consumption, Hilton intends to align with global environmental certification with third-party verification, and reduction of scope 3 carbon emissions intensity from franchised hotels by 56% (Hilton, 2025d). 
Likewise, to reduce water use, they intend to active 20 community water projects to increase access and resilience, with any recyclable soap used by guests to avoid sending to landfill and reuse when and where possible (Bruns-Smith, et al., 2015). In addition, to provide further opportunities for its employees, they intend to award 300+ action grants for hotel-led social and environmental impact projects, alongside food donation programs, and disaster relief programs to provide as much support for their employees as possible (Hilton, 2025d; Alshmemri, et al., 2017).  
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In conclusion, Hilton Hotels and Resorts continues to solidify its position as an international leader within the hospitality industry, through its strategic initiatives, commitment to innovation, and sustainability efforts. By maintaining its robust corporate structure, fostering a people-focused culture, and implementing forward-thinking goals and projects, Hilton proves its preparedness to navigate an evolving demand in the hospitality sector. With the company’s focus on sustainability, focusing on the ‘Travel with Purpose’ initiative, and expansion into Asian markets, Hilton positions itself for long-term success, as it enters into a high-demand market. Moving forward, by continuously refining its strategies and embracing new market opportunities, Hilton is set to maintain its competitive edge in the hospitality industry and achieve even more of its ambitious goals by 2030 and beyond.
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Hilton Hotels and Resorts should take further action into the constantly evolving industry and join with going fully digital in its hotels and facilities. By doing so, Hilton can expand the use of artificial intelligence and data analytics to help personalise guest experiences, offering tailored services based on past experiences and chosen preferences. Also, increasing the use of smart hotel technology such as voice-activated room controls, enhanced door security and limited CCTV around the hotel, can provide reassurance to guests’ security and their privacy, improving their convenience and satisfaction (Shumakova, 2021). Furthermore, by leveraging these advancements, Hilton is able to differentiate itself from competitors further, improving customer loyalty and significantly increasing overall efficiency across its global hotels and resorts network (Buer, 2019).
Hilton Hotels and Resorts should also prioritise their focus of expansion into Asian markets, strengthening their global presence. Asia, particularly countries like India, Japan, and Thailand, with extensive populations, are in high demand of hotels such as the ones provided by Hilton. Therefore, adding 20 more hotels or going steady and going for 10 as a baseline goal would be perfect for Hilton, as it would allow it to target multiple locations within these specific countries (Tien, 2019; Bharwani, 2012). This would present significant growth opportunities to the countries, resulting from tourism and increasing demands for luxury and mid-range accommodations. This long-term expansion strategy will be boosting market share for Hilton, increasing revenue streams, and position the brand as a dominant global hospitality leader (Tien, 2019; Bharwani, 2012).
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