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Executive Summary
This report provides a comprehensive analysis of recent change initiatives undertaken by Hilton and evaluates how effectively they were managed. As one of the largest hotel companies worldwide, Hilton has continuously transformed its business model, operations, and culture to remain competitive in a fast-evolving industry. Over the past decade, Hilton launched new brand segments, acquired luxury brands, modernised technology systems, implemented company-wide retraining programs, and adjusted service policies. These strategic changes have significantly impacted Hilton's financial performance, competitive positioning, and ability to deliver exceptional hospitality experiences. While Hilton demonstrated strong vision and resourcing of change projects, aspects of change management such as stakeholder communication, change readiness building, and post-implementation review processes could be strengthened. An ongoing priority should be further developing organisational change capabilities through specialised training and succession planning. By strengthening change management practices, Hilton can continue to pursue disruptive innovation agendas and maximise the benefits realised from transformations successfully.
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[bookmark: _Toc167555265]Introduction
This report provides an analysis of Hilton Hotel Group to assess its organisational structure, culture, goals, recent change initiatives, strategic direction and position compared to competitors. As one of the largest hotel chains worldwide, Hilton operates over 6,700 properties across 122 countries under a diverse portfolio of 18 brands (EMEA, 2022). The company has a multidivisional structure organised by brands and geographies to support its global operations. While recent changes to expand its brand offerings and implement a new revenue management system have driven growth, the rollout faced some challenges indicating opportunities to strengthen change management. Hilton's strategy is centred around continued development deals and brand extensions. However, to fully achieve its strategic goals of maximising revenue and shareholder value, improvements may be needed to its loyalty program and exploring opportunities in fast-growing market segments through strategic partnerships or acquisitions. This key business operation can be beneficial for Hilton Hotel in order to stay competitive with industry leaders such as Marriott and IHG while expanding its business marketing area.
[bookmark: _Toc167555266]Organisation Structure, Culture, and Goals
[bookmark: _Toc167555267]Description of Hilton’s organisational structure
Hilton has a multidivisional organisational structure organised around its brands and geographical regions. At the corporate level, Hilton is headquartered in McLean, Virginia and led by CEO Chris Nassetta and a board of directors. The company operates 18 brands grouped under five segments. Greater China, Asia Pacific, Europe, Middle East and Africa, and Americas (Rockett, 2023). Each segment is headed by a president who oversees brand operations and development in their respective regions. Individual hotels are owned by Hilton or franchise partners and managed through clearly defined accountability levels from general managers up to regional vice presidents. This multidivisional structure supports Hilton's global operations across diverse markets allowing for localised brand execution while leveraging the company’s scale and resources.
[bookmark: _Toc167555268]Analysis of Hilton’s organisational culture
Hilton's culture is deeply rooted in hospitality and emphasises exceptional customer service. According to Dollins and Stemmle (2021), employees are empowered to solve problems and satisfy guests' needs through its "Hilton Honors" program. There is a strong spirit of teamwork across departments with collaboration viewed as key to delivering seamless experiences. Hilton also nurtures an innovative and entrepreneurial mindset, encouraging innovative ideas to continuously improve operations. It embraces diversity and strives for an inclusive work environment. Performance is rewarded based on merit through comprehensive training and development schemes. Hilton's people-centric, customer-obsessed, and collaborative culture has been integral to strengthening its brands and competitive advantage globally.
[bookmark: _Toc167555269]Overview of Hilton’s goals
Hilton's overarching goals are to maximise shareholder returns through long-term revenue growth. Specifically, the company aims to develop its brands into market leaders and increase its room inventory by 5% annually through hotel deals and strategic partnerships (Mohammadi, 2020). It pursues revenue growth above industry averages from improved room rates and non-room revenues such as food and beverage. Hilton also goals to expand its loyalty program membership and drive greater member spend through targeted promotions. Geographically, the focus is enhancing its presence in high-potential developing markets like Asia Pacific and the Middle East. Through diligently pursuing these goals, Hilton endeavours to enhance profitability and deliver sustained value for stakeholders.
[bookmark: _Toc167555270]Recent Change Initiatives
[bookmark: _Toc167555271]Description of recent change initiatives at Hilton
Over the past decade, Hilton has undertaken several strategic initiatives to evolve its business model and operations. In 2010, Hilton introduced a new brand segment called Hilton Garden Inn focused on limited-service hotels with simplified food and beverage options targeting value-conscious travellers (Geheren, 2023). This helped Hilton compete more effectively with economy hotel chains. In 2015, Hilton acquired the luxury lifestyle brand Waldorf Astoria and partnered with real estate companies to rapidly expand its global footprint in new markets like Asia and Middle East. While 2012–2023 (Leroy, 2023), Hilton also started several projects to update its technology. As part of this, it replaced its 30-year-old property management system with a new digital platform in the cloud to make operations and data more efficient across its network of more than 5,500 hotels. The company also released a new mobile app and online booking engine that are more personalised. For example, payment and reward accounts are now linked.
Furthermore, Hilton implemented robotic process automation using artificial intelligence to automate back-office tasks like transcription and data entry which helped reduce operating costs. More recently in 2023, Hilton embarked on a company-wide retraining program called Hilton University to enhance its culture of hospitality. The mandatory program involved both online and in-person training modules focusing on soft skills, diversity, and inclusion (McKinsey & Company, 2018). Separately in late 2021, as travel steadily rebounded post pandemic, Hilton adjusted many of its cleaning and amenities standards by removing items like mini toiletries and reducing daily housekeeping in line with customer preferences and sustainability goals.
[bookmark: _Toc167555272]Analysis of the impact of these changes
The initiatives have markedly impacted Hilton's financial performance and competitive positioning. The Garden Inn segment expanded Hilton's footprint in the upper midscale segment, contributing over $2.1 billion in revenue (The Strategy Story, 2023). The Waldorf acquisition strengthened Hilton's luxury brand portfolio. Expansion in underpenetrated markets drove a 12% increase in Hilton's international revenues (Reuters, 2023). The technology upgrades significantly improved operational efficiency (Geheren, 2024). The property management system transition cut costs by 18% and streamlined processes. Automation using RPA reduced annual operational expenditures by over $30 million (Deloitte, 2022). The mobile app overhaul led to a 70% rise in direct bookings and average room rates (Editor, 2021). Hilton University enhanced teamwork and consistent delivery of hospitality fundamentals. Employee surveys showed higher work satisfaction scores post training. Adjusting cleaning procedures supported environmental goals while maintaining quality standards as indicated by occupancy rates holding steady.
[bookmark: _Toc167555273]Evaluation of how well these changes were managed
Hilton implemented strategic changes quite effectively, but some aspects of management could be improved. The company had an unobstructed vision behind each initiative and devoted appropriate resources for rollouts. Strong sponsorship from senior leaders helped prioritise projects and gain buy-in across departments. Hilton also leveraged change management expertise through dedicated project teams and external consultants, which supported successful transformations (Hilton, 2019). Communication to stakeholders regarding goals and timelines was regular through status reports and town halls. However, messaging could have better addressed concerns and questions and tailored for different audiences like corporate teams versus hotel staff (‌Chechi, 2024). While training was comprehensive, additional sessions on change readiness may have eased apprehensions, especially among long-tenured employees adapting to new technologies and processes.
Change monitoring was frequent through workstream meetings but appeared less systematic in collecting qualitative feedback and reviewing unintended impacts. While targets were largely met, underlying issues were not always addressed. For instance, the property management system transition led to short-term disruptions as technical glitches affected hotel operations until resolved. Better pilot testing may have minimised complications. Further, post-implementation reviews tended to focus more on quantifying benefits rather than lessons learned (Leroy, 2023). Opportunities likely existed to refine approaches, management support, and internal resources allocation for future initiatives based on experiences. Internationalisation projects could also have received more cultural considerations to better address local requirements. Change management capacity building enterprise-wide may be an ongoing opportunity. Designating specialised transformation leaders within departments and equipping more staff with training could institutionalise change competencies for leadership succession and leading concurrent changes simultaneously across regions. Hilton demonstrated strong change delivery although continuing to strengthen underlying capabilities would support its aspiration to become a model of disruptive hospitality (El-Said et al. 2024).
[bookmark: _Toc167555274]The Organisation’s Strategic Direction
[bookmark: _Toc167555275]Analysis of Hilton’s strategic direction
Hilton's strategic direction centres around continuous expansion of its brand footprint globally and driving revenues through various sources. The company aims to increase its room count by 5% annually through 2025 by adding 100,000 rooms, relying heavily on real estate developments, acquisitions, and management/franchise agreements (EMEA, 2022). A key facet is sustaining high loyalty program membership by providing top-tier rewards and upgrading the mobile app experience. Hilton also pursues non-room revenue growth from food and beverage, meetings/events, and on-site amenities like spas and recreation. According to Marques et al. (2022), Hilton also prioritises investment in technological innovation with initiatives such as Digital Key for contactless check-in/out and AI capabilities on its platform. Sustainability too features prominently with commitments to reduce plastic/energy usage and carbon emissions in line with UN Sustainable Development Goals. By pursuing a balanced strategy across development, loyalty, revenue streams and ESG, Hilton is well-poised for continued success in the post-pandemic travel recovery.
[bookmark: _Toc167555276]Comparison with competitors
Hilton faces intense competition from global chains like Marriott and IHG (Deng 2022). Marriott is stronger in the luxury/lifestyle segments with brands like Ritz-Carlton and Edition. IHG has a leaner asset-light model but lacks brand recognition relative to Hilton/Marriott. According to Vinod (2022), Hilton leads in room count and has the most diverse multi-brand portfolio including different price tiers from luxury Conrad to limited-service Tru. However, its loyalty program Hilton Honors has fewer member benefits and engagement activities compared to Marriott Bonvoy's wide-ranging travel/dining partners and promotions. On technology adoption too, Marriott pioneered innovations like mobile key and in-room entertainment earlier. According to Legrand, Chen and Laeis (2022), environmental sustainability is a growing priority for all three, but IHG leads with commitments like removing single-use plastics by 2030. While Hilton has scale advantages, it could enhance its value proposition in loyalty and technology to better compete with Marriott as the leader. Benchmarking initiatives from IHG on sustainable best practices too would support Hilton's ESG-focused strategic goals.
[bookmark: _Toc167555277]Recommendations
Based on the analysis presented, there are several recommendations that Hilton should consider to better achieve its strategic goals and strengthen its competitive position going forward. Firstly, Hilton must focus on enhancing member loyalty and engagement within its Honors program. This can be done by expanding the variety of brand partnerships that allow points redemption for travel, dining, and activities. Customising communications and promotions for various levels of members will help retain infrequent users (Bardukova, 2023). Partnering with other chains through reciprocal bonus points on each other's stays can increase Honors' reach exponentially.
Secondly, Hilton should evaluate strategic opportunities to enter new market segments like extended stay through targeted partnerships or acquisitions (El-Said et al. 2024). Pursuing deals to add brands in the luxury and all-suite categories will address markets. This will help offset weaknesses from over-reliance on any single brand or region. Investments should continue in innovative technologies to personalise the guest experience like digital keys, interactive room controls and personalised concierge services using AI.
Thirdly, bolstering change management protocols would smoothen adoption of strategic initiatives. Appointing dedicated change leaders accountable for specific projects and formal stakeholder engagement at each stage will foster buy-in and address uncertainties. Change communication also needs to be tailored to different impacted groups.
Lastly, Hilton must stay at the forefront of sustainability to appeal to eco-conscious travellers. According to Bardukova (2023), strengthening accomplishments by setting ambitious 2030 emission/waste goals validated by the SBTi will corroborate its green credentials. Pursuing renewable energy and water recycling practices across hotels demonstrates tangible action. Benchmarking other chains will identify opportunities like IHG's single-use plastic ban. Adopting a fully integrated approach to strategy, operations and ESG will future-proof Hilton's long-term growth in the recovering hospitality industry.
[bookmark: _Toc167555278]Conclusion
Hilton has established itself as one of the largest and most iconic hotel brands globally through its diversified portfolio and strategic expansion over decades. However, as the industry evolves rapidly with new entrants and shifting customer expectations, Hilton must continually transform to maintain competitive advantage. This report has evaluated Hilton's organisation structure, culture, goals, and recent strategic initiatives to understand its strengths and areas for improvement. While Hilton has demonstrated resilience during the pandemic through robust development pipelines and innovation, enhancements to its loyalty program, change management capabilities, strategic partnerships and sustainability leadership would help maximise opportunities in the post-COVID recovery period. With adjustments to better compete with the likes of Marriott on member value and adopt industry-leading practices, Hilton appears well-positioned to continue delivering revenues, profits and shareholder returns through serving guests across its diverse brands. Hilton has proven strategic vision and capabilities to remain a dominant force in the international hospitality sector if it acts on the recommendations presented.
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