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Executive Summary 
The report is based on Hilton Hotel’s strategic management approaches and reflects on some future recommendations for them. The organisation has been observed to follow the tall organisation structure and role-based business culture, delivering the best hospitality services and meeting or exceeding customer expectations to retain them which is in line with the key organisational goals. Technology driven business aspects have been proven as the best business approach where customers are offered a personalised service. Strong CSR initiatives are also a required business focus in terms of establishing an ethical image. It is also important to address the fact that a leadership development program is required to be focused by management to make the business efficient enough to offer the required support to staff as well as to empower innovative ideas amongst the employees. This way, overall innovative business practices can be managed in the organisation ensuring better strategic management application for its future growth and sustainability. 
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[bookmark: _Toc192268465]Introduction 
Hilton Hotel is a global hospitality company that provides luxury services to their target customers. Established in 1919, this American multinational organisation has grown to 22 brands across different market segments. As of December 31st, 2023, their portfolio includes 7530 properties (Hilton, 2025). By continuously innovating its product and services, the hotel can maintain its business sustainability and growth.
Figure 1: Revenue of Hilton from 2009 to 2024
[image: ]
Source: (Statista, 2025)
Post pandemic, Hilton has shown consistent growth by leveraging its innovative approaches and improving its customer care services (Statista, 2025). Based on this growth prospect, the present report has focused on analysing organisational structure, culture and goals along with the recent business changes. 
Based on these changes, suitable strategic directions following different theories has added substantial value. Specifically, Mintzberg’s 5 Ps was used as the strategic direction and Handy’s 4 types of culture model were used to determine the cultural dimensions of the hotel. Furthermore, multiple business growth recommendations have been included to add even more value to the report. 
Therefore, the overall aim of the report is to define a suitable evaluation of change initiatives taken by the business and to offer several important recommendations to Hilton management to help their effective operational processes. 
[bookmark: _Toc192268466]Organisation structure, culture and Goals 
Organisation structure
Hilton operates a tall organisational structure due to its complex business processes. Here there are several layers of management between the front-line employees and top-level management. Usually, only a few employees at the top of the organisation report to the senior manager, thus, the manager can provide great insights for business decisions to be taken. 
Figure 2: Hilton organisation structure
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Source: (Hilton, 2025)
The overall divisional organisational structure observed in Hilton is divided into four global regions being the UK and Ireland, Europe, Middle East and Africa, Asia Pacific and America. This regional division allows the company to personalise its operations to meet the needs of specific markets, but it is worth mentioning that the tall structure with multiple layers of management means that there could be reduced agility within the business. This can lead to delay in decisions as they take time to filter down to the bottom layers of management (Lynch, 2006). But, irrespective of the disadvantages, Hilton still maintained effective decision making and control, which played a major role in its ability to achieve its goals. 
Organisation culture
The Hilton hotel culture is based on the aspect of “We are diverse by nature and inclusive by choice”. This basic culture of the organisation underlines the concept of understanding and integrating the team members’ unique perceptions and voices. Using Handy’s cultural dimensions, Hilton’s organisational culture can be outlined like so: 
Figure 3: Handy's organisation culture
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Source: (Mullins, 2007)
Role culture is strongly respected in the Hilton Hotel as it places strong emphasis on understanding the perspectives of its own employees and integrates them when striving to achieve shared goals. String team culture can also be observed where the cultural influences act as fuel for the organisation’s growth. Based on this role culture, Hilton’s performance can be seen as in a leading position in the hospitality industry (Peek, 2023). 
Organisation goals
The brand’s mission statement says “to be the most hospitable company in the world by creating heartfelt experiences for guests, meaningful opportunities for the team members and high value for the owners offering positive impact t on the community around”. 
Some important goals are shown below:
· Global footprint expansion of the business into new emerging markets (Corporate level goal). 
· Delivering the best hospitality services to target customers and making the brand different from others. (Corporate level goal) (Henry, 2021). 
· Maximising revenue. (Corporate level goal)
· Perfect resource allocation among staff and operational processes to ensure better management of the business’ operational effectiveness. (Individual level goal)
· Establishing operational excellence to ensure better customer satisfaction in  their products and services. (Individual level goal) (Lasserre & Monteiro, 2022)
· Driving responsible travel and tourism in the global market by managing their environmental and social impact. ( Corporate level goal)
[bookmark: _Toc192268467]Recent change initiatives 
In recent years, Hilton has initiated several changes in their business operations to meet the preference level of their customers. 

Acquisition of Sydell group 
In 2024, Hilton acquired a majority controlling interest in the Sydell Group (Sydell). The aimed to expand the NoMad hotel brand into high-demand markets globally. By incorporating NoMad hotels into their portfolio, Hilton was able to hold a strong foothold in the rapidly growing luxury lifestyle hotel market (Hilton, 2025). This allowed them to capitalise on a key demand. As part of the initiative, Hilton plans to develop up to 100 NoMad properties across the key markets worldwide. 
Figure 4: Acquisition of Sydell group
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Source: (Hilton, 2025).  
This partnership with Sydell will also help NoMad expand. In exchange for which, NoMad will also be available for booking to Hilton guests and will offer additional business to the brand. This partnership based on strong collaboration and effective communication management, which are features of Hilton’s usual operations. 
Sustainability and Corporate Social Responsibility (CSR) Initiatives
Furthermore, Hilton has been striving to achieve a reduction in food waste, increased recycling and the removal of single plastic use to reach its 2030 goals of becoming even more sustainable. Hilton is the first company to set science-based targets to reduce their greenhouse gas emissions. In 2022, the company implemented SBTi (Science Based Targets initiative) with an evaluation of their targets and assessing the projected greenhouse gas inventory. The brand also plans to drive water stewardship across its operations, using strategies to reduce water wastage (Hilton, 2025). During 2023, Hilton hotel launched the “Green breakfast” initiative which aimed to reduce food waste across breakfast operations by 62%. Simultaneously, it launched the “Travel with purpose Training“ for its global team members. This was designed to equip staff with the skills and knowledge to take care of their daily tasks in assisting customers and community members. 
Hilton’s strong environmental impact can be observed below as follows: 
Figure 5: Environment impact by Hilton hotel
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Source: (Hilton, 2025)
Effective management support, strong collaboration with suppliers and stakeholders, and better CSR approaches can be managed in the organisation. 
[bookmark: _Toc192268468]Strategic direction 
The strategic direction of Hilton is based on the concept of making the brand a leader in the hospitality industry. Excellent organisational growth, loyalty program development and the application of advanced technology to better the overall experience development of customers helps address this suitable strategic direction (Olurin et al., 2024). 
Growth strategy: Merger and acquisition are the important aspects to ensure a  better growth strategy for Hilton. One important example of the growth strategy adaptation by Hilton can be seen as in the acquisition of Sydell group to promote the NoMad hotels and gain mutual benefit as described above. This collaboration also managed to ensure overall resource capability. The adaptation of this growth strategy by Hilton also ensured an added competitive advantage (Lubis, 2022). 
In this discussion, Mintzberg’s 5 Ps are relevant as follows:
Figure 6: Mintzberg’s 5 Ps
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Source: (Sinnaiah et al., 2023) 
Plan: Hilton is required to develop the strategy in advance with a clear purpose for meeting the mission statement, corporate and individual goals. 
Ploy: Using innovation in the business can make them get ahead of other competitors in the market adding to their competitive advantage. This means, Hilton can differentiate itself from others (Sinnaiah et al., 2023). Developing its operational efficiency and overall product/ service portfolio using innovative approaches can be shown here. 
Pattern: Suitable growth strategy planning can be executed by analysing organisational and customer behaviour and acceptance. 
Position: Based on market analysis, it has been recorded that Hilton is operating in a very challenging business environment where CSR management is essential in strengthening the brand’s name (Sinnaiah et al., 2023). Therefore, Hilton is deeply required to look after the CSR initiatives to contribute to the well-being of the community and environment. 
Perspective: A unique viewpoint of the market based on predicting future trends should be ensured by the organisation’s management. This involves collaboration, acquisition, and strategic partnerships as key growth strategies and helps Hilton stay ahead of industry disruptions (Wood et al., 2024). 
Based on the application of this model, a suitable leading position of the brand in the market can be ensured in a sustainable manner. 
Loyalty program development: Hilton offers its own loyalty program, “Hilton Honours”, which is a key customer engagement strategy, designed to improve guest satisfaction and encourage their long-term engagement. A strong focus on the loyalty program, along with consistent business operations is essential to keep customers engaged and loyal. Currently, a welcome bonus is offered to the customers as 500 points on the first day, 100 points after two days stay and 1500 bonus after three days stay (Hilton, 2025).  
Figure 7: Hilton bonus system
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Source: (Hilton, 2025)
As a future strategy, Hilton should look into offering rewards to the employees as well as the customers as this will not only enhance operational efficiency but improve guest and employee satisfaction. 
Technological advancement: One of the great technological advancements can be addressed as a mobile check in and digital keys through the Hilton Honors app. This initiative has allowed for streamlining the check in process and eliminating room service issues. With the help of the Mobile check in, guests can now bypass the traditional front desk experience by directly checking in using their mobile device. 
Figure 8: Digital keys
[image: ]
Source: (Hilton, 2025) 
Therefore, Hilton’s customer-centric tech innovations are effectively helping to deliver a frictionless travel experience. “Confirmed connecting rooms” by Hilton is another important strategic direction with innovation that has become a hit amongst gusts. Using this technology, guests are allowed to reserve adjacent rooms for their family and friends (Pasaribu et al., 2021). 
Figure 9: Confirmed connecting rooms
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Source: (Hilton, 2025)
Such initiatives have thus proven Hilton’s ability of anticipating and meeting the needs of their customers effectively. 
[bookmark: _Toc192268469]Recommendation 
To maintain a leadership position in the hospitality industry, Hilton should focus on the following strategic recommendations below: 
Developing acquisition partnership level: Hilton should continue to look into acquisition-based collaborations to improve their operations and competitive advantage. This will allow Hilton to expand its portfolio, access new markets and differentiate its offers to its customer base (Alnamrouti et al., 2022). Hilton demonstrated this in 2017, by acquiring Loews hotels, in 2019 with Embassy suites and in 2024 when they acquired Sydell. These acquisitions have allowed the business to grow up to this point and therefore maintaining this is highly recommended to maintain innovation in the business’ operations. 
Focusing over technology driven customer care service: It is a key requirement for the management at Hilton to differentiate the brand from other competitors to remain sustainable and competitive in the market. Therefore, prioritising technology-driven customer care services, integrating technology like AI can significantly enhance their operational efficiency and help deliver a personalised guest experience (Höglund et al., 2021). Investing in this will help lead a further competitive advantage especially with Hilton’s current leading position in the market making it easier for them to incorporate this than most of their competition. 
Developing CSR aspects: Developing on CSR activities will lead to a better ethical image for the brand which will also lead to increased brand value in the eyes of consumers. Some key areas to focus on are offering employment opportunities to the local community, educational programs, job-related training services, and supporting local businesses and those in need (Iastremska et al., 2023). This combined effort means their CSR portfolio will be better leading to greater trust and customer loyalty and mainly even more long-term sustainable growth. 
Developing leadership development program: Leadership support development is crucial in enhancing the overall operational efficiency and brand value of Hilton (Wu et al., 2021). To achieve this, the top layer management must design and incorporate effective leadership development initiatives that encourages transformational leadership in the organisation. This will lead to stronger internal capabilities and ensures a larger sustainable competitive advantage development to place Hilton in a position for long-term success in the future. 
[bookmark: _Toc192268470]Conclusion 
To conclude, Hilton is a strong and well-positioned brand in the global market which is known and admired for its innovative approaches. Even though the pandemic caused a decline in revenue, the brand was able to steadily recover. As a technology-driven organisation, Hilton should focus on using technology to provide personalised guest experiences and digitised services to its customers. This will lead to a boost in its brand value. Furthermore, the management should prioritise the development of leadership programs and strong CSR initiatives as this helps develop a sustainable and competitive brand in the long-term. Following this, Hilton can maintain its leading market position and continue to grow. 
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Jump-start your rewards with up to 3,000 Points

Asanew Hiton Honors member, you'll earn a Welcome Bonus of 500 Bonus Points on your first stay, 1,000 Bonus Points after two
stays,plus another 1,500 Bonus Points after three stays. The perks start the moment youoin, 5o plan your next unforgettable:
stay today.

View FAQs and Offer Terms

Let's get to the Points

AllHilton Honors members get access to these exclusive offers and ways to earn and use Points.
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