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Executive Summary
This report is structured in a simple and easy to follow manner, is based on relevant, credible, and numerous sources with the goal to deliver a fair and critical insight for Hotel Hilton Group. Across the work practical examples are given to support the ideas expressed and the paragraphs are ordered in a logical way. This work is nonbiased and reflect both positive and negative aspects that Hilton features. The rationality of the report is to present Hilton past, present, future, alongside competitors in order to extract recommendations that are practical and proven to be successful for other major hotelier chains such as Marriott and Hyatt. All the data presented is supported by statistics, theorists, and can be found in more detail in the Appendix section. 
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1. Hilton Hotel Group overview
1.1 Hilton Hotel description, awards, and vision
According to Caulfield (2024) Hilton Hotel is a leading global group with a portfolio of 23 luxury brands, that operates in 126 countries (LinkedIn, 2024), also a group that won prestigious awards such as ‘Number 1 World’s Best Workplace by Great Place to Work’ awarded by Fortune magazine in 2020 (Hilton, 2024) or ‘global leader recognition on the Dow Jones Sustainability Indices for seven consecutive years ’ (Appendix 1). Furthermore, Hilton Hotel prides itself with being the first hospitality brand to introduce technology enhancements that were then an inspiration for other competitors, thus Hotel Hilton has ensured to be a brand that showed dedication to fulfilling its vision “to fill the earth with the light and warmth of hospitality” (Caulfield, 2024)
1.2 Hilton Hotel culture
As stated on Hotel Hilton official website, their culture can be described as “a business of people serving people”, focusing on diversity, equity and inclusion. Hilton recognises variety and diversity of associates, guests, partners, stakeholders, and promotes an environment that is inclusive to all the groups existing and collaborating. There are proofs that Hilton actioned the values expressed in their culture, firstly the fact that Hilton won ‘Number 1 world’s workplace’ highlights that it is in reality a great working place, where associates feel validated, appreciated, included, and motivated show commitment towards the brand. Hilton has an approach to invest in its staff and considers that by doing so, guests will gain the benefit of exceptional hospitality, and this principle is also one that has physical evidence that consists in the large number of guests that Hilton registered over the last century, the figure being higher than 3 billion (Hilton, 2024). 
1.3 Hilton Hotel Organisational Structure
1.3.1 Organisational structure brief definition and importance 
“An organization structure is the formal system of task and reporting relationships that control, coordinate and motivate employees to work together to achieve organisational goals” (Buchanan and Huczynski 2019, p. 493). 
Researchers suggest that planning a business map, plan, and strategy is useless if the focus does not fall at the same time on the path that the business will follow in order to achieve all the goals set when planning, and one critical component of this path is the structure of a business, as its organisational structure has a direct impact on its performance. Therefore, each business has a challenge in successfully creating a chain between strategy, organisation, and performance (Boddi, 2016). 
1.3.2 Hilton Hotel organisational structure insight
As described so far, Hotel Hilton is managing various properties across the entire globe, therefore, due to its immensity, the structure adopted is hierarchical, furthermore its organisational structure had to be partitioned into separate areas, thus its structure can be described as divisional (Appendix 2). As Nassetta (2007), Hotel Hilton CEO stated, there are three areas of operations: ownership, management and franchise, and timeshare. Ownership area together with Management and Franchise area are both managed by Hotel Hilton and Resorts leadership team, while Timeshare area is separate company initiated by CEO Christopher J. Nassetta (Heath, 2014), thus Hilton Hotel proves that it takes into consideration theory (point 1.2.1) and took a strategic and organisational decision with the purpose to enhance business performance. 
1.3.3 Hilton Hotel organisational structure analysis
Theory suggests that a good organisational structure automatically brings along two benefits, and these are effectiveness and quality of working life (Appendix 3), nevertheless there are also disadvantages for this type of structure. Firstly, the hierarchical structure illustrates which roles are considered as the most important due to its top-down approach within the many layers of management (Appendix 4) which can lead to centralisation of power (Johnson, 2019), however Hilton has actioned this issue by emphasizing its concern to inclusion, and associates are empowered to express their opinions, are rewarded for their efforts, are given career growth opportunities, alongside other advantages (Hilton, 2024) all of which reduce the negative impact that hierarchical structure might have.  
2. Hilton Hotel recent change initiatives and their impact
2.1. Digital Key
Hospitality industry is one that faces continuous changes, such as customers purchasing habits, trends, legislation, competition, and so on, and in order to maintain its market leader position, Hilton Hotel always kept up with the changes and innovated. For example, one of the main changes, an ‘industry- leading one’ (Hilton, 2021), and one that registered high success is the one when Hilton launched its technology innovation ‘Digital key Share’ , which was successful for one main reason, and that is the fact that nowadays guests seek efficiency and convenience, and prefer contactless check-in or checkout, digital keys, online room reservations, or online changes to a booking (Lane, 2021). Figures prove its success, since its launch, Digital key has been used to open more than 135 million guests and has reduced plastic waste by 125 tons (Hilton, 2021) thus having more than the advantage of effectiveness.  
2.2 Hilton Honors 
Another change that Hilton made in the past few years is empowering its loyalty programme by launching ‘Hilton Honors’, a programme which proved to be not just a successful one, but also an award-winning guest loyalty programme, and its main characteristic was to offer loyal guests enriched experience, instant benefits, flexible payment, exclusive member discounts, complimentary room upgrades (Hilton, 2021).
“Our approach to technology always starts with the guest experience, and as travel returns, we are pleased to provide Hilton guests with enhancements to their stay that are seamless, flexible and allow them to focus on what matters most – creating new memories”, declares Chris Silock, Executive Vice President and Chief commercial Officer (Hilton, 2021), and from this statement can be extracted that the enhancement made have the main goal to increase customer satisfaction and to exceed expectations, by fulfilling guests needs. 
2.3 Light Stay
Lockdown is an event that has increased attention to sustainability, and Hilton Hotel understood the importance of delivering to guests’ sustainable practices. “The world — and the hospitality industry — went through so much in the last two years,” said CEO Chris Nassetta. “As we look to the future, I am optimistic about what lies ahead — travel is certainly returning, and we’re excited to build on that momentum” (Hilton, 2021). Nassetta declaration is one that was continued by several actions that prove again the fact that Hilton Hotel is a brand that keeps its promises, and the programme that stands as proof is ‘Light Stay’, that was designed to monitor environmental impact. The results showed massive reductions in water- enough to fill more than 650 Olympic size pools, also in energy use- enough to power 5700 homes for a year, and ultimately in carbon footprint- equivalent to taking 34,865 cars off the road. Apart from the positive impact on the environment resulted, Hilton also gained another important benefit, which consisted in cost saving, more exactly, $29 million were saved in utility costs (Noonan, 2017). 
3. Hilton Hotel challenges and their impact on the business strategy
So far, the work has illustrated that Hilton Hotel has launched successful programmes, gained prestigious awards, maintained its global leader position within the hospitality industry market, had commendable sustainable approaches, made efforts to enhance its technology system, nevertheless, the brand faced serious issues across the years, and in order to gain a fair overall picture, these will be addressed in the following paragraph.
3.1 Allegations against Hilton Hotel
In 2010 there were reports that showed concerns of child trafficking and prostitution that seemingly happened in several Hilton Hotels. In China and Ireland, reportedly, police found brothel operating in Hilton Hotels. Also, Hilton refused to sign the ‘End Child Prostitution, Child Pornography, and The Trafficking of Children for Sexual Purposes, which attracted activists’ protests, although the reason was the fact that Hilton had its own code of conduct, refusing to sign ECPAT and joining thus with other hoteliers caused negative publicity and therefore image and public perception had to suffer from it.


3.2 Hilton Hotel strategy and goals
The serious issues revealed above did not remain unaddressed by Hilton, which proves the brands integrity, and what the business had done more specifically was to revise its goals and strategies for future. In 2018 Hilton Hotel presented its goals for 2030 via its ambitious programme ‘Travel with Purpose’ (Hilton, 2023) that enumerates goals such as improving environmental and social impact, encouraging sustainable practices such as reducing water usage and carbon emissions, increasing career growth opportunities for Team Members, participating actively in food donations programs, providing mandatory training to address important global issues such as human trafficking, focusing on enhancing strong partnerships with organisations that can support Hilton achieve its goals (Appendix 5).
3.3 Hotel Hilton and competitor’s antithesis 
In order to gain a fair insight, there is always a need to balance the example of the market player chosen with other players within the same market, and within this work, this specific part was left towards the end with the wish to get an understanding of Hilton Hotel’s business concept prior to compare it with its competitors. Statistics (Market Beat, 2023) show that Hilton first competitors in the United Kingdom are Marriott and Hyatt, and each will be treated separately.
3.3.1 Marriott versus Hilton, and recommendation followed by the comparison
The first resemblance between Marriott and Hilton is the fact that both brands provide luxury and up scale services, however Marriott is more powerful, as it is ‘largest hotel chain globally’ (Parker, 2024) thus being worth to balance the two in order to extract findings of good practices. Apart from being a global leader within the hospitality industry, Marriott has other strengths, first one being  represented by its excellent reputation- the brand received awards for diversity, top regarded companies, or best employers for women. Second strength is represented by the strategic partnerships- Marriott has several partnerships with reputable players from various sectors, for example Alibaba, which is a tool for customers to book directly without paying deposits. Thirdly, Marriott detains ‘one of the world largest loyalty programmes’, moreover, surveys show that loyal guests would not even consider leaving Marriott for a different brand. Then, fourthly, Marriott features another strength inn its strict code of conduct, being known for its outstanding services provided without exception, for example cleanliness of the rooms, etiquette of all staff, and punctuality in delivering the services (Parker, 2024).
Within the first two aspects, Hilton and Marriott do not differ, both being global leaders and offering loyalty programs, however Hilton does not feature same strict code of conduct, which can represent a weakness for Hilton, and, at the same time, one the first recommendations. Hilton would enhance its image, brand reputation, and public perception if would demonstrate a similar approach, based on the idea that guests appreciate all these aspects, making them feel welcomed and appreciated (West, 2023). However, this measure needs careful consideration as strictness can have a negative impact towards staff, their morale can be brought down, alongside their efficiency or motivation, which is not desirable, especially considering the fact that Hilton has shown care towards its staff when winning ‘Number 1 best place to work’ (point 1.1). 



3.3.2 Hyatt versus Hilton, and the recommendation followed by the comparison
Hyatt, same as Marriott and Hilton provides luxury and upscale services to its guests, rewards its loyal customers same as the other two brands, however it differentiates itself from Hilton from its organisational structure point of view, meaning that Hyatt adopts a hybrid type, combining elements of functional organisation with elements of divisional structure, which ensures that Hyatt can manage its diverse companies efficiently while also displaying clear lines of responsibility and accountability (Hyatt, 2024).
The recommendation that evolves from this comparison is based on the fact that the organisational structure that Hilton already approaches has its risks and disadvantages (1.3.3) therefore a different approach is recommendable, and Hyatt hybrid approach could represent an inspiration. 
4. Conclusion
This report focused on offering critical research of Hilton Hotel by combining theorist suggestions and findings with practical examples, to then evaluating competitors examples in order to point out opportunities for Hilton that can be further explored to gain more customers, thus increase success.
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