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This essay offers an examination of Hilton Hotels, a global leader in the hospitality sector. With a presence in over 6,500 locations worldwide, Hilton Hotels has positioned itself as the preferred choice for travelers seeking luxury, comfort, and exceptional service. The fiscal results of 2020 reflected Hilton's robust market performance, with reported revenue reaching $4.31 billion. With a diverse portfolio catering to various traveler preferences, Hilton is continually expanding, providing unmatched experiences to guests globally. This essay explores Hilton's success narrative, strategic initiatives, and future prospects.

The focus of this essay is to introduce a novel concept for Hilton Hotels and Resorts by incorporating innovation in the realm of catering food menus through digital assistance. The key idea proposes the inclusion of a tablet in every room at Hilton Hotels, allowing guests to place orders conveniently by clicking on their preferences. Simultaneously, this digital integration facilitates scheduling orders at the guests' preferred times. Drawing from the insights of Amoako et al. (2023), the importance of digital tools is highlighted, emphasizing their role in understanding user needs, and simplifying service provision for employees in the hospitality sector.


This comprehensive analysis scrutinizes the multifaceted impact of integrating digital tools for menu ordering within Hilton Resorts and Hotels, utilizing the Business Model Canvas as a strategic roadmap. The proposed strategy, characterized by the placement of iPads in every room, represents a forward-thinking approach, providing guests with an intuitive platform to place food orders, specify delivery schedules, and opt for packed orders as needed.

Delving into the core of any business model, the importance of key activities becomes evident, playing a pivotal role in shaping revenue streams and fostering overall growth (Cosenza and Bivona, 2021). Within the realm of Hilton Hotels and Resorts, primary activities revolve around serving customers, maintaining guest rooms, and ensuring timely services. The integration of franchise options stands out as a significant contributor to revenue generation, fostering diversity, and promoting overall growth (Jia et al., 2022). The critical facet of brand management, intrinsically tied to consistently delivering quality services, aligns seamlessly with the proposed digital initiative. The shift towards managing online customer orders becomes central, and the integration of iPads in every room not only augments the guest experience but also streamlines the ordering process, potentially resulting in a surge in bookings with enhanced ease and efficiency. Central to the success of the proposed digital initiative are key partners, instrumental collaborators or entities working closely with the organization to enhance service effectiveness (Gatignon and Capron, 2023). For Hilton Hotels, strategic alliances with travel agencies, featuring the brand in their offerings, play a crucial role in facilitating seamless arrangements for guests. This collaborative effort contributes significantly to the overall service ecosystem, augmenting the success trajectory of the digital initiative. The examination of the customer segment underscores Hilton's strategic emphasis on both behavioral and demographic aspects. Demographically, the brand strategically targets a diverse spectrum of customers frequenting their hotels, while behaviorally, the emphasis lies in delivering sought-after benefits or values (Zhao et al., 2021). This strategic alignment resonates with the broader business objective of fostering a sense of love and belonging within the organization, akin to successful hotel chains like Premier Inn (Chalup et al., 2019). The meticulously designed digital ordering system is calibrated to cater to the specific benefits sought by customers, offering unparalleled convenience and prompt service. Aligned with Maslow's Hierarchy of Needs, the initiative seeks to fulfill customers' fundamental needs, thereby fostering a profound sense of love and belonging within the organization (Vithayaporn et al., 2022).

In a geographical context, Hilton strategically targets global destinations, boasting an extensive portfolio of approximately 5895 properties. As competitiveness in the industry intensifies, the strategic imperative of cultivating a profound sense of love and belonging becomes paramount to retaining customers amidst potential external influences. The value proposition emerges as a critical factor in this endeavor, not only enhancing the brand's image but also adding substantial value to its offerings (Key et al., 2020). Hilton's value proposition centers around its established reputation and unwavering commitment to building customer loyalty through technology-driven innovations. The proposed digital tools, designed to extend services beyond the horizon, not only showcase innovation but also align with eco-friendly practices, further enhancing the brand's appeal. The multifaceted benefits of the proposed digital initiative encompass not only enhanced customer experiences and operational efficiency but also a resolute commitment to environmental sustainability. The strategic integration of digital tools serves as a proactive response to evolving customer expectations, positioning Hilton as a pioneer in adopting eco-friendly practices within the hospitality sector. In a rapidly changing market, Hilton's embrace of digital transformation underscores its resilience and adaptability, charting a course towards a future where innovation and sustainability are integral to its brand identity. As the hospitality landscape continues to evolve, Hilton's strategic foresight positions it at the forefront of industry trends, poised to redefine guest experiences and set new standards for environmental responsibility.
 Additionally, key resources stand as an undeniable cornerstone for meeting organizational needs and objectives, and within the context of Hilton Hotels, the adept utilization of digital features for contactless payments and a customer-centric tech approach exemplify a judicious allocation of resources (Hilton, 2024). The proposed digital initiative, seeking to enhance guest experiences through the strategic placement of iPads in each room, demands financial resources for the installation of requisite systems. As digital advancements continue to evolve, the potential for diversified revenue streams for the brand becomes increasingly promising. Central to Hilton's strategy is the primacy of revenue streams, fundamental for business efficiency and growth. The brand endeavors to diversify revenue channels by capitalizing on online bookings for accommodations and facilitating online orders for food and beverages, thereby providing customers with a seamless online payment experience. This strategic move aligns seamlessly with broader industry trends, reinforcing Hilton's commitment to innovation and enhancing overall business efficiency. The imperative role of cost structure in the proposed digital initiative takes on heightened importance. Financial considerations encompass the installation of digital systems in each room, an essential investment for the seamless execution of the ordering platform. Moreover, collaboration with travel agencies and local vendors introduces additional cost elements that necessitate careful evaluation. Balancing these cost considerations against the potential benefits of enhanced customer experiences, operational efficiency, and environmental sustainability becomes a critical aspect determining the initiative's success.
As a result of these findings, the proposed digital initiative holds immense potential to redefine the very fabric of Hilton Hotels and Resorts' business model. Beyond the immediate benefits of heightened customer experiences and operational efficiency, the initiative strategically aligns with broader industry trends, positioning Hilton as a trailblazer in adopting eco-friendly practices. The strategic integration of digital tools serves as not only a response to evolving customer expectations but also a testament to Hilton's unwavering commitment to innovation and sustainability. In navigating the evolving hospitality landscape, Hilton's proactive embrace of digital transformation underscores its resilience and adaptability, marking its place as an industry leader in the face of a rapidly changing market. The proposed initiative is not merely a technological upgrade but a strategic move that encapsulates Hilton's dedication to enhancing customer satisfaction, optimizing operations, and contributing to a more sustainable and technologically advanced future for the hospitality sector.
[bookmark: _Toc156734196]In conclusion, this comprehensive analysis has illuminated the transformative potential of integrating digital tools for menu ordering within Hilton Resorts and Hotels. Leveraging the Business Model Canvas, the proposed initiative strategically places iPads in every room, promising a seamless platform for guests to place orders, specify delivery schedules, and opt for packed meals. A thorough examination of Hilton's key activities revealed the alignment of the digital initiative with core functions, such as serving customers, maintaining guest rooms, and ensuring timely services. The inclusion of franchise options and robust brand management further fortifies Hilton's revenue streams and growth prospects. Strategic partnerships, notably with travel agencies, emerge as pivotal in enhancing service effectiveness, while a nuanced focus on both behavioral and demographic aspects within the customer segment mirrors Hilton's commitment to creating a sense of love and belonging. The digital ordering system, designed with precision, not only meets customer benefits but aligns with Maslow's Hierarchy of Needs, fostering a profound connection with the brand. Furthermore, geographically, with global targets of around 5895 properties, Hilton strategically positions itself to cultivate a sense of love and belonging amidst intensifying industry competition. The value proposition, rooted in innovation and eco-friendly practices, adds substantial value to the brand's image. Crucially, key resources are judiciously allocated, incorporating digital advancements for contactless payments and necessitating financial resources for the proposed digital systems. Diversified revenue streams through online bookings and digital orders enhance Hilton's business efficiency, aligning with industry trends. Additionally, cost considerations, including the installation of digital systems and collaborations, underscore the need for balanced decision-making. The proposed digital initiative not only promises enhanced customer experiences and operational efficiency but positions Hilton as a pioneer in eco-friendly practices. This strategic integration is not merely a technological upgrade but a testament to Hilton's commitment to innovation and sustainability, showcasing adaptability and resilience in the dynamic hospitality landscape. As the industry evolves, Hilton's proactive embrace of digital transformation positions it at the forefront, ready to shape the future of hospitality with customer-centric, tech-driven, and sustainable practices.















Part 2: Reflective Essay
This essay aims to reflect on the outcomes of recent entrepreneurial tests, delving into a critical evaluation of both entrepreneurial and management motivations and characteristics. Utilizing relevant academic models, it explores the connections between theory and personal experiences, providing a comprehensive analysis of my entrepreneurial journey. The focus is not only on test results but also on understanding gained through the application of theoretical constructs.

When I think about how I felt, I remember being really excited and curious about the tasks. I wanted to know more about what I could do better to reach my dreams and learn more about different business things. I felt that the tasks weren't just something to finish; they were a way for me to gain knowledge and get closer to my goals. The in-class test did result in showing me my strengths as an entrepreneur, such as my high motivation levels is high. However, there are certain areas which I do need to improve on, such as that I still need to focus on business management tactics and create a good evaluation for myself. In the evaluation matrix, I feel that I do need to have more knowledge of certain business management areas and then build a good position for myself. I feel as if my determination and risk-taking attitude have been my core source of motivation. From my academic career, I do feel that I have the ability to challenge myself and even take risks. Moreover, in line with the application of the Big Five Model of entrepreneur, I do feel that openness to experience, and low neuroticism have acted as strategic factors for delivering better results. I do even feel that from the model, I could reflect on the areas that I still need to improve, such as my stress management skills, which will enable me to ensure that I am able to handle situations at any point in time and adapt and learn from challenges that I may face. The entrepreneurial skills and characteristics present an individual drive to achieve objectives (Ndofirepi, 2020). As a result, I have analyzed that I may be able to reach my objectives and future goals due to my risk-taking attitude which has helped me a lot. I believe that I can work with peers to develop my stress management skills and perform in different situations on time. Furthermore, I believe that my ambitions and motivation of being a leader in the next 3-4 years can propel me to accomplish my aims and fulfil my dreams as well as improve my performance. 

Conclusively, the utilization of key resources not only facilitated the fulfillment of my requirements but also played a crucial role in achieving project objectives. Consequently, it can be inferred that the motivations driving my work may have contributed significantly to the outcomes of my assignments, as well as propelling me to think about and reflect on how I can improve academically and professionally in the future in order to help me realize my entrepreneurial goals.
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Appendix:
Appendix A:
Business Model Canvas of Hilton Hotel for the proposed idea
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