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[bookmark: _heading=h.amdaqxnoh92m]Executive summary
The following report has covered Hilton Hotels & Resorts’ organisational design, values and mission, changes in the past year, and the company’s vision and strategy. Hilton acts as an example of decentralisation at the hotel levels and simultaneous centralization of valuable activities, offering flexibility and uniformity in operations. Due to the strong and highly effective values of hospitality, innovation and inclusion, the morale of the employees is high, and the customer satisfaction is outstanding. Such steps as digital cheque-ins, mobile keys, and sustainability initiatives meet new-generation customers’ expectations. The strategic outlook of Hilton’s management includes global expansion as well as diversification and commitment to sustainability as key areas through which the company can post higher growth. Some of the recommendations include increasing digitization efforts, increasing the focus on sustainability, and leadership development in order to sustain competitiveness and market dominance.
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[bookmark: _Toc192064539]Introduction 
Hilton Hotels & Resorts, a global network of over 6,500 properties in participating properties located in 119 countries and nearly all major markets around the world, through participating companies (Hilton, 2024).  The brand was founded in 1919 by Conrad Hilton launched on the quest of glamour, luxury, quality and service, as well as innovation. The purpose of this report is to assess Hilton’s organisational structure, culture, goals, recent change initiatives and strategic direction. This analysis will provide an in-depth understanding of Hilton’s operation at a corporate and individual hotel level by reference of appropriate management and organisational behaviour theories.



[bookmark: _Toc192064540]Organisation Structure, Culture, and Goals
Organisation Structure: Hilton operates within a decentralised organisational structure at the hotel level, meaning that decentralised decisions are made at the property level and facilities are able to implement their operations in a manner that matches local market requirements (Wieczorek et al., 2024). A relevant theory in this regard is known as the Mintzberg’s Organisational Structure Theory. Mintzberg (1979) outlines five structural configurations, one of which the Divisional zed Form aligns closely with Hilton’s hybrid structure. Hilton’s decision making at the hotel level may be regarded as the divisionalized structure that is similar to Mintzberg’s structure with semi-autonomous business units within a large corporation. Every Hilton builds an individual business that has its own opportunities and challenges acting on a local market but also cannot be a free riding element for a corporate management (Mullins, 2019).  Similarly, a number of key activities in marketing, personnel and financial management at Hard Rock are centralised, thus resembling the techno structural and strategic apex stated in Mintzberg’s model to maintain a uniform code throughout all the properties (Madruga et al., 2024). The regional management teams provide that buffer between the global levels and local working activities as the middle line of Mintzberg’s organisational structure. This paper will illustrate that using Mintzberg ’s Divisionalized Form, it is clear that Hilton enjoys organisational autonomy and cohesion at the hotel level as well as the corporate level that leads to better operational functionality and recognised brand.
Corporate Culture: Hilton’s corporate culture is founded on the 3 overarching values of hospitality, innovation and inclusivity in employee and guest experience. Hilton’s core values observe the company’s staff well passionately. In practice, it consists of the efforts of Hilton to make it a family kind of place where staff are recognised for their efforts and empowered to deliver exceptional service (Boddy, 2017). In turn, it translates into superior customer service. Per Schein’s Organisational Culture Model, Hilton’s involvement in shaping the culture of this company is very active since Hilton’s devotion to these values impacts the behaviours, decision making, and organisational experiences of this company in a network across the globe (Alankarage et al., 2024).  
Goals: Several strategic objectives that Hilton has set for itself include internationalisation, profitability, and the introduction of new improvements for clientele. It also plans to double the hotel numbers in three strategic emerging markets, having a focus on having a number of new hotels opening by 2027 and continue to be a leader in the luxury and mid-scale brands.
Environmental concerns are another crucial aspect with Hilton seeking to be among the world’s friendliest hotels to the natural environment. Currently, the company has long-term goals to reach a 50% decrease in carbon footprint by 2030 and to make its operations fully zero-carbon by 2050; at the same time, it expects a 30% decrease in water usage in the similar timeframe (Hudson, 2025). All of these are implemented as a part of Hilton’s operations both at the corporate and property levels to enhance the use of resources optimally and minimise harm to the environment.
Also, there are long-term strategic objectives of the company such as improvement of satisfaction and loyalty among the Hilton’s clients through Hilton Honours programme. The identified areas of improvement for the hotel include member personalization, partners, and AI-Enhanced Guest Experience to enhance and retain the members (Kalgi & Hire, 2024).

[bookmark: _Toc192064541]Recent Change Initiatives
Change initiatives
Hilton has also instituted a number of big strategic modifications in recent years to respond to various market demands and improve its total service. It will pursue key initiatives like digital check-ins and mobile keys, as well as strengthening its sustainability programmes, expanding lifestyle and luxury brands, including Canopy by Hilton (Gupta, 2024). The changes reflect Hilton’s response to the changing needs of its customer base, which increasingly values personalised and tech enabled services and eco conscious practices. As a recent example, it has introduced digital check in and mobile key technologies to give guests a more seamless contactless experience, whereby they can check in remotely with a mobile app and open their room with their own smartphone (Srivastava and Tyagi, 2024).   Such an innovation not only makes life convenient but also keeps in line with the increasing trend of digital, contactless interaction. 
Indeed, Hilton has also been increasing its commitments to sustainability, from reducing its carbon footprint, to conserving water, and adopting energy efficient technologies in parallel. Such actions perfectly respond to the demand for sustainable travel experience. Finally, Hilton’s expansion into lifestyle and luxury brands provides its existing portfolio diversification and the chance to attract younger, trend-savvy travellers who seek different, premium and personalised offerings (Giousmpasoglou and Marinakis, 2024). Hilton’s strategic diversification in this way helps make their service more competitive in an area that is growing more crowded.
Impact of Initiatives
Hilton’s change initiatives have impacted in so many ways. The use of digital cheque ins and mobile key technology has made big improvements in the guest experience providing more convenience and control. Now guests can do things like choose a room, check in and out more effortlessly through the Hilton Honours app. Hilton’s properties have not only been given more customer satisfaction with this digital transformation, but it has also streamlined operational efficiency. Also, Hilton’s pro-environment efforts of creating less of an environmental footprint have led to both Hilton to resemble travellers that are environmentally conscious (Adeel et al., 2024).   Hilton was able to make significant advances in green credentials by concentrating on energy efficiency, waste reduction and sustainable sourcing, all of which are now and increasingly matter to modern consumers. Aside from the expansion of Hilton’s luxury and lifestyle brands, the company has also been able to tap into new customer demographics through hotels which feature distinctive, boutique style accommodations and attract younger travellers. 

Change Management
Hilton takes a top-down leadership and bottom-up employee engagement approach to managing change, so initiatives get tackled holistically. The first purpose of leadership is to set clear strategic goals and create a direction for it, while simultaneously creating a culture of collaboration by seeking feedback from all employees (Adeniyi et al., 2024).  This helps staff feel involved, feel empowered which is critical for adoption of change. Hilton’s ability to use points on Kotter’s 8 step Change Model is demonstrated by creating the urgency towards something new, forming a guiding coalition of key stakeholders and setting a clear vision for the future (Carreño, 2024).  Hilton trains its employees, keeps them updated and informs them routinely about all the benefits of each initiative, that they may actively engage and provide feedback during the process. 




[bookmark: _Toc192064542]Strategic Direction
The main defining elements of Hilton's strategic direction are growing, sustainability, and innovation on technology. Sir Richard Branson’s company is focused on expanding his company’s global footprint with a strong emphasis on emerging markets in Asia and Latin America (Wright et al., 2024). They present big growth opportunities due to growing incomes and rising tourism, which demand better hospitality services. Apart from organic growth, Hilton is pursuing acquisitions to add more inventory and subsequently accelerate their presence across high potential regions. Located beyond the geographic expansion are Hilton’s sustainability responsibilities which are now at the core of its strategic direction. The timing is right to meet the heightened consumer demand for sustainable travel options with ambitious goals to reduce carbon footprint, improve water usage efficiency, and reduce food waste (Manaaki, 2025).  Hilton knows that people want to take environmental responsibilities into account when they are buying travel, and that its sustainability piece of the puzzle helps it respond to these requests. Hilton is also dedicated to integrating technological advances that boost the customer experience and reduce operational costs, ensuring that the organisation remains cutting edge in a fast-shifting corporate culture (Mullins, 2023). 

Strategies for Achieving Long-Term Objectives
Several key pillars defined Hilton’s strategies to help it reach its long-term objectives supported by the market trends and operational efficiencies. Global expansion is one of the company’s key strategies, which focus notably on emerging markets (Mullins and Dosser, 2013). With travel and tourism continuing to expand not only in Asia and other parts of Latin America, but around the world, Hilton is taking its chance to gain more of that business and build its brand in these regions (Dasgupta and Jamadars, 2024). All of which enables Hilton to capture new business, expand brand recognition and meet different types of consumer demands. 
The other crucial strategy for Hilton’s long-term growth is brand diversification. In addition to luxury and lifestyle brands, the company expands its portfolio offering Canopy by Hilton and Curio Collection and so meeting different market segment needs. Hilton taps into a broader demographic by attracting travellers looking for unique, personalised, high-end experiences (Rockett, 2024). 
Hilton is also at the forefront of the drive towards technological leadership. The company knows that today’s modern travellers want seamless digital experiences and are becoming more and more tech savvy. Innovation is something Hilton is keen to demonstrate and a perfect example of this is Hilton’s implementation of mobile check-ins and mobile key technology (El-Said et al., 2024). 
Sustainability efforts are also a big part of Hilton’s long-term strategy. The company is working to reduce its environmental footprint through energy efficient technologies and water conservation, and through initiatives on sustainable sourcing (Rockett, 2024). 
[bookmark: _Toc192064543]Conclusion 
Summarising the overall report here it can be said that Hilton Hotels & Resorts has positioned itself as a brand resilient and agile in the evolving hospitality industry in its ability to merge innovation, sustainability with customer focus. The fact that the company features a decentralised organisational structure means that individual hotels can adjust somehow to fit the market needs in place locally whilst maintaining global standards. The reason why employee morale remains high, and customer satisfaction is high in Hilton’s global network is the corporate culture of Hilton which emphasises hospitality, inclusivity and innovation. After its recent change initiatives, its concentration and focus on digital transformation and sustainability have placed Hilton at the front of the modern hospitality business. 
[bookmark: _Toc192064544]Recommendations
Enhancing Digital Engagement
In addition, Hilton can also use slots on the mobile app to implement the use of natural language processing such as the AI-powered chatbot and virtual concierge technologies to improve guests experience and efficiency (Shen, 2024). Some of these can offer customers constant support through customer service, help to book, and make recommendations for the customers, which results in better guest satisfaction and more customer retention. If implemented across these large hotels, many of which have seen high daily occupancy of guests, these solutions have the potential of cutting down on staff labour hours and enhancing productivity while at the same time increasing customer usage, hence increasing the Hilton RevPAR.

Sustainability Leadership
Fortunately, Hilton can merely enhance its measures of sustainability by going for the solar power projects, wasting materials, energy, and water conservation measures projects. These efforts will rationalise operating expenses by tapping energy and waste management costs from the operations of the firm while improving Hilton’s image as an environmentally friendly company. Therefore, introducing these measures slowly in these hotels would act as a pilot for its expansion across all brands around the world. This will appeal to the environmentally friendly tourist and enhance Hilton’s ESG rating while also possibly exploring green funds.

Employee Training and Development
Thus, Hilton should enhance the leadership development programmes and create a clear succession plan (Gopalakrishna et al., 2024) that would continue its inclusiveness and hospitality policy. This will also create favourable reports for managerial employment so that leadership gaps may not be felt and attrition rates kept minimal. Increasing the skill levels of the human capital will improve service delivery, satisfaction of the guests, and opportunities for internal promotions hence retaining human capital will reduce cost and increase loyalty.

Global Expansion
Hilton should carry on with its growth plan to highly potential new markets and adjust its services to the local population’s tastes (Degirmenci and Lape Åsemyr, 2024). Therefore, localised marketing promotions and culturally sensitive service delivery will enhance the targeted visitor’s satisfaction and enhance brand loyalty in these areas. It will make occupancy rates high and increase market share; Hilton will be able to outcompete its rivals in those countries. 
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