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Executive Summary
In this report, Hilton Hotels and Resorts is analysed, looking at the organisational structure, corporate culture, goals, and recent strategic initiatives. Hilton's culture of inclusivity and innovation drives every aspect of employee engagement, while their divisional structures support global operations. This has ensured that operational efficiency and customer satisfaction goals are given expression in the company's strategic goals, including global expansion, sustainability, and innovation in technology. Hilton can adapt to a competitive market through past initiatives, including digital transformation and sustainability efforts. There is further digital innovation, sustainability employee well-being and global expansion investments needed to solidify Hilton's position as an industry leader, according to recommendations.
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[bookmark: _8dbgktphj009][bookmark: _Toc188473433][bookmark: _Toc188474676]1.1 Overview of Hilton Hotels and Resorts
In 1919, Conrad Hilton established the first Hilton Hotel to build what would later become the worldwide leader in hotel chains. Across 119 national markets, Hilton operates 6,500 hotels under their distinct brands, from upscale Waldorf Astoria to budget-friendly Hampton by Hilton properties (Hilton, 2025). 
[image: ]
Figure 1: Number of Hilton Worldwide Holdings Hotels
(Source: Statista, 2025)
The above graph depicts the number of hotels owned by Hilton Worldwide Holdings. During 2023, Hilton Worldwide Holdings managed 759 hotels throughout the Asia Pacific region alongside its 5589 hotels operating in the United States. Hilton took first place among worldwide hotel brands last year and tapped $12.04 billion in market capitalisation through its successful brand line-up that includes Hilton Hotels and Resorts, Waldorf Astoria, and Hampton by Hilton (Statista, 2025). Through innovation and sustainable practices, Hilton remains the world's top hospitality company by providing extraordinary guest interactions.
[bookmark: _vmehq2a5eiv0][bookmark: _Toc188473434][bookmark: _Toc188474677]1.2 Aim of the Report
This report aims to analyse and critique the Hilton Hotels and Resorts’ organisational structure, corporate culture, and strategic direction. It will look at recent change initiatives, how these changes have been managed and how they have impacted the organisational performance. The report will also recommend how Hilton can improve its standing in a competitive hotel industry.
[bookmark: _oxu3o1hv2n9e][bookmark: _Toc188473435][bookmark: _Toc188474678]1.3 Key Topics
The report will cover the following key topics:
· Hilton’s organisational structure, culture, and goals
· Recent change initiatives and their impact
· Strategic direction and long-term objectives
· Recommendations for improving Hilton's competitive advantage
[bookmark: _heq9jm14uucj][bookmark: _Toc188473436][bookmark: _Toc188474679]2. Organisation Structure, Culture, and Goals
[bookmark: _s9qsdul6e02i][bookmark: _Toc188473437][bookmark: _Toc188474680]2.1 Organisation Structure
Hilton’s organisational structure is broken up by division, the company has separate divisions by each of its brands and spans geographic regions. It provides all Hilton divisions with the flexibility to develop operations according to local market demand while fulfilling Hilton's overarching corporate strategy (Hilton, 2025). However, Hilton's business operates through a centralised form of decision-making related to finance, marketing, and HR, thus ensuring uniformity across all properties. Hilton has at the individual hotel level, a functional structure where various departments like front desk, housekeeping, food and beverage, and sales are managed by managers reporting to a general manager (Buchanan and Huczynski, 2007). What it enables is smooth day-to-day operations and resources are efficiently allocated to improve guest services and keep guests satisfied.
[bookmark: _55np9a4vml73][bookmark: _Toc188473438][bookmark: _Toc188474681]2.2 Corporate Culture
Hilton's corporate culture, based on its philosophy of "Hospitality from the Heart," is consistent with Maslow's Hierarchy of Needs, particularly on self-esteem and self-actualisation, by creating a positive, inclusive work environment for employees to feel valued. Thus, Hilton embraces Schein's Organisational Culture Model, which has a relationship among artefacts, visible values, and basic assumptions and a collective culture that drives service excellence originating from the visible artefacts and collective values (Linxi, 2021). Aside from Edgar Schein's and Quinn and Rohrbaugh's Competing Values Framework, the company perseveres with a culture that values the innovation of change and flexibility.
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Figure 2: Herzberg’s Two-Factor Theory
(Source: MacPherson, 2021)
Herzberg’s Two Factor Theory supports Hilton’s claim to address both two hygiene and stimulus factors and motivators to enhance employee satisfaction and result in better performance. Hilton also incorporates the model of organisational health as outlined by Lencioni on training and each day’s operations (MacPherson, 2021). Lencioni’s model highlights the importance of integrity, accountability, teamwork, and excellence, thus bringing about teamwork and cohesion amongst offices, promoting exceptional guest experiences, and strong brand loyalty.
[bookmark: _xbufunfxagds][bookmark: _Toc188473439][bookmark: _Toc188474682]2.3 Goals at Corporate and Unit Levels
Hilton’s goals, such as global expansion, sustainability, and innovation, fit in the strategy of differentiation in the Generic Strategies by Porter. Hilton stands out in a competitive hospitality market through its expansion globally, its sustainability and unique customer experience focus. In addition, Corporate Social Responsibility (CSR) theory also supports sustainability initiatives because it stresses the role of businesses in meeting their social and environmental responsibilities while aiming for financial success (Diaz-Iglesias et al. 2021). The Balanced Scorecard approach allows a grasp of Hilton’s focus on operational efficiency, guest satisfaction and employee engagement at the individual hotel level. 
[bookmark: _gk2gmmln8s9h][bookmark: _Toc188473440][bookmark: _Toc188474683]3. Recent Change Initiatives
[bookmark: _lldkf035cf24][bookmark: _Toc188473441][bookmark: _Toc188474684]3.1 Identified Changes
In recent years, Hilton has turned to change initiatives aimed at changing to meet evolving market conditions and guest expectations. An important part of this, the digital transformation of their guest experience, is one key initiative. Guests can check in at hotels, select rooms and unlock their doors using their mobile phones, using a new app introduced by Hilton (Mullins and Dosser, 2013). The COVID-19 pandemic accelerated a shift to contactless technology, but it is a persistent part of Hilton's strategy going forward. Hilton, however, is also in the process of significantly improving sustainability and has introduced its Travel with Purpose program, which aims to mitigate operational environmental effects (Hayat and Afshari, 2022). This also includes things like reducing the amount of energy used, improving waste management, and becoming partners with local communities to drive positive social change.
[bookmark: _okj20655yvy4][bookmark: _Toc188473442][bookmark: _Toc188474685]3.2 Impact of Changes
Hilton’s digital transformation occurs at the “moving” phase of Lewin’s Change Management Model, merging technology to shift operations to more efficient and customer-friendly systems. Contactless check-ins, mobile apps and digital services all point to the stages of establishing a vision of success and successfully inspiring action (Youssofi et al. 2024). These innovations enhance both convenience and customer satisfaction in line with post-pandemic health and safety needs and operations efficiency.
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Figure 3: Triple Bottom Line Theory 
(Source: Dalibozhko and Krakovetskaya, 2018)
The Triple Bottom Line Theory developed by Elkington suggests that the social, economic, and environmental factors should be balanced. This is evident in Hilton’s efforts to support their sustainability initiatives (Dalibozhko and Krakovetskaya, 2018). Hilton is addressing energy efficiency, improving the company’s public image, especially about eco guests, while reducing its carbon footprint. Not only does this approach benefit Hilton in terms of increasing their reputation, but it also saves money because of the cost savings that result from integration into corporate strategy.
[bookmark: _iqcc9t7y3mni][bookmark: _Toc188473443][bookmark: _Toc188474686]3.3 Change Management
Kotter’s 8-Step Change model can be used to analyse Hilton’s successful management of change, specifically the stages of creating urgency and building a guiding coalition. Hilton did this by growing a culture of adaptability and continuous learning which set the right amount of momentum for his change (Laig and Abocejo, 2021). The organisation completed the process aided by leadership that helped the organisation go through the process in the light of Bass’s transformational leadership theory which emphasises the role of leaders in facilitating and inspiring employees to embrace change.
Hilton incorporates training programs, as well as clear internal communication, and uses an individual change model (ADKAR—Awareness, Desire, Knowledge, Ability, Reinforcement), which is not related to image and fits the task aim. The employees knew about the change, and the company wanted them to support it and gave them the means and the knowledge to do it (Mudjisusatyo et al. 2024). Hilton was able to use this approach to minimise resistance to change and create an enabling environment for mobile check-ins and sustainability practices.
[bookmark: _m39dp7paja6w][bookmark: _Toc188473444][bookmark: _Toc188474687]4. Strategic Direction
[bookmark: _wbo94d7b82vg][bookmark: _Toc188473445][bookmark: _Toc188474688]4.1 Strategic Objectives
Hilton’s strategic direction aligns with Porter’s Generic Strategies, particularly focusing on differentiation and cost leadership, enabling the company to maintain its competitive edge in the global hospitality industry. As part of its differentiation approach, Hilton offers distinct personalised stays across multiple brand choices, with Waldorf Astoria catering to luxury guests and Hampton by Hilton for mid-range consumers (Zhang, 2023). Hilton stays ahead in their industry by spending regularly to develop digital check-ins and update their smart services while using AI to make guest experiences tailored and memorable. Through its cost leadership strategy Hilton works to make operations run better and decrease expenses yet keep service levels high (Arnold, 2020). Hilton achieves lower expenses through its energy-saving technology and waste-reduction programs while keeping top-level service quality. Hilton's combined strategies let them give excellent value to customers who want luxury and those who watch their budget while keeping their dominance in all market sectors.
[bookmark: _t8ryds1eajhd][bookmark: _Toc188473446][bookmark: _Toc188474689]4.2 Strategy Implementation
Global Expansion
Hilton should continue its global expansion in main growth markets, in emerging countries such as Asia, Africa and Latin America. Given this, Hilton can leverage the growing demand for high-end hotels and flavours by developing specific luxurious and upscale brands such as Waldorf Astoria and Conrad (Lee and Legendre, 2023). The expansion into these markets will add to Hilton's global footprint and expose the company to affluent travellers in emerging economies, leading to long-term profitability.
Innovation
Hilton has invested heavily in technology to improve operational efficiency and the guest experience. With the launch of its mobile app and digital check-in process, guest interactions have been streamlined into a smoother, easily contactless experience (Zeng, 2021). Not only are these innovations making life convenient, but they allow designers to offer personalised services by leveraging data to understand guest needs. Hilton will continue to build on these digital solutions to stay competitive, giving guests more flexibility and making hotel operations even stronger to ensure maximised performance and guest satisfaction.
Sustainability
Hilton is on a mission to achieve net-zero carbon emissions by 2050 and is steadfast in its commitment to environmental sustainability. However, it has already had success in cutting the amounts of energy consumed and water used in all its properties around the world, installing energy-efficient systems and using renewable energy where possible (Gössling et al. 2024). Hilton is also trying to cut waste through environmentally friendly practices and strengthen its environmental reporting. Additionally, these efforts support Hilton's sustainability goals and are appealing to eco-based travellers who are concentrated on a greener future.
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Invest in Further Digital Innovation
Hilton needs to invest in digital innovation further to improve its map through which one can have a more personalised guest experience. By integrating AI and machine learning, recommendations can be tailored, customer service can be streamlined, and room assignments can be optimised with guest preferences in mind (McAdam-Otto, 2023). Besides, the launching of AI-driven chatbots for 24*7 support and improved data analytics on operational decisions enhance efficiency, lower costs, and improve overall guest reconciliation. Hilton believes these technologies will assist in helping the hotel stay competitive in the rapidly changing digital hospitality world.
Expand Sustainability Initiatives
Hilton should invest more in installing waste reduction programs such as zero waste practices and improved recycling systems at properties around the world. Furthermore, the company may also decide to shift its attention towards sourcing local and sustainable products to lessen the environmental footprint (Alberton et al. 2022). The company should also start making its community engagement stronger with local organisations and sponsoring eco-friendly movements. These sustainability practices strengthen not only Hilton's environmental footprint but will also draw eco-conscious travellers as they strengthen brand loyalty and even reputation.
Focus On Employee Well-Being
Hilton needs to train and develop employees in a way that promotes growth and skill development if employee well-being is a priority. In this way, Hilton can offer clear pathways for advancement that will improve employee retention and engagement (Mullins, 2019). Together, these will further increase employee satisfaction and performance by creating a supportive work environment focused on work-life balance and mental health. It will not only increase staff morale but also come in positive in terms of guest service which will as well support the long-term overall success and competitiveness of Hilton.
[bookmark: _qj7glzwzcpyu][bookmark: _Toc188473448][bookmark: _Toc188474691]6. Conclusion
In Conclusion, with a corporate culture and strategic initiatives, Hilton Hotels and Resorts has become a leader in the hospitality industry on a global scale by applying a different organisational structure. However, its divisional structure gives the company flexibility on an individual basis and the ability to make better decisions, while its strong culture of inclusiveness and innovation motivates prominent levels of employee engagement and guest satisfaction. Technological innovations, including mobile check-ins and digital services, improved Hilton’s technology to engage customers, while Hilton’s efforts at sustainability play a key role in the company’s place in the market by catering to environmentally responsible travellers. Looking ahead, Hilton will have to keep innovating, expand its footprint around the globe and keep the company’s focus on sustainability to stay ahead. Hilton's investment in technology and focus on employee wellbeing places it in an advantageous position to adapt to future market challenges and become a long-term success in an increasingly takeover market.
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