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Executive Summary 
This report offers an in-depth organisational audit of Hilton Worldwide, evaluating its structure, culture, objectives, recent transformation efforts, and strategic orientation. The analysis identifies Hilton as a highly impactful global hospitality company with a structure that is both decentralised and standardised, enabling consistency in operations and brand representation. Its cultural structure is influenced by a commitment to outstanding service, diversity, and innovative practices, although challenges remain in balancing global standardisation with local responsiveness. Recent initiatives for change, such as digital upgrades, sustainability projects, and restructuring after the pandemic, have bolstered Hilton’s competitive edge, even though the execution has differed across various divisions. By employing change management models like Kotter’s 8-step Model and Lewin's Change Framework, this report reviews how effective these efforts have been and their effects on overall performance. The strategic evolution underscores Hilton’s substantial financial recovery, brand growth, and alignment with overarching industry movements, while also pinpointing potential risk associated with economic fluctuations, workforce shortages, and competitive pressures. The report wraps up with specific suggestions aimed at improving adaptability, enhancing sustainability practices, and boosting employee retention.
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1. Introduction

The purpose of this report is to deliver a thorough professional organisational audit of Hilton Worldwide Holdings Inc., with a critical review of its structure, culture, objectives, recent transformation efforts, and strategic direction. The analysis applied relevant management and business theories to assess Hilton’s effectiveness at both corporate and business-unit levels. 
Hilton Worldwide stands as one of the largest hospitality enterprises globally, managing over 7,500 properties in 126 nations under 22 distinct brands, such as Hilton Hotels and Resorts, Waldorf Astoria, DoubleTree, and Hampton by Hilton (Hilton Annual Report, 2024). Established in 1919 by Conrad Hilton, the company has progressed into an international leader recognised for its outstanding service, innovation, and consistent branding. The vast reach and esteemed reputation of Hilton set it as a standard for operational effectiveness and customer experience within the global hospitality industry. 
This report is divided into three primary analytical sections. The initial section analyses Hilton’s organisational structure, culture, and objectives, evaluating how these factors facilitate strategic alignment while comparing them against a significant rival, Marriott International. The second section investigates contemporary change efforts, including digital transformations and sustainability initiatives, assessing their effects using change-management models like Kotter’s 8-Step Model and Lewin’s Change Theory. The final section reviews Hilton’s strategic course and present business performance, emphasising financial recovery, market positioning, and responses to outside challenges. 
The results aim to offer an impartial audit of Hilton’s organisational efficiency and strategic resilience. The report culminates with actionable suggestions to enhance adaptability, incorporate sustainability, and improve talent management, ensuring Hilton retains its leadership role in a competitive and environmentally aware hospitality sector. Furthermore, the audit underscores how Hilton’s extensive global presence, diverse branding, and dedication to digital innovation equip the firm to tackle emerging challenges, such as evolving consumer demands, workforce shortages, and increasing environmental regulations. These findings serve as a basis for spotting opportunities to boost long-term organisational success.


2. Organisational Structure, Culture, and Goals

2.1 Organisational Structure

Hilton Worldwide functions with a multi-divisional structure that merges centralised strategic oversight with decentralised operational freedom. The main office located in McLean, Virginia, directs global strategies, brand management, and relations with investors, whereas regional divisions handle the everyday activities in the Americas, EMEA, and Asia-Pacific. This arrangement illustrates Mintzberg’s (1979) divisonalised structure, which allows Hilton to achieve a balance between worldwide standardisation and local adaptability. Each brand, like Hilton Garden Inn, and Hampton by Hilton, operates as a semi-independent business entity with its own management, marketing approach, and performance indicators.

Hilton’s organisational design promotes growth and innovation through its franchise and management agreement model, which makes up more than 80 percent of its properties as noted in the Hilton Annual Report (2024). This model decreases capital investment while broadening market presence, in line with transaction cost economics theory proposed by Williamson (1985), which supports the outsourcing of non-essential tasks to boost efficiency. Nonetheless, depending heavily on franchisees may pose difficulties in upholding consistent service quality and cultural unity across various markets.

In comparison to Marriott International, Hilton exhibits a somewhat more centralised strategy in terms of brand management. Marriott employs a matrix organisation that enhances collaboration between brands and digital synergies, especially through the Bonvoy loyalty program. While Hilton’s structure is strong, it could improve further by enhancing cross-brand collaboration to utilise shared data analysis and sustainability practices throughout its range offerings.


2.2 Organisational Culture

Hilton’s corporate culture is fundamentally based on its original principle of “hospitality with heart.” The company’s mission, which is “to fill the earth with the light and warmth of hospitality,” summarises its dedication to outstanding service and interpersonal relationships. By applying Schein’s (2010) three-tier model of organisational culture, one can audit Hilton’s cultural components in the following manner:

	Cultural Level
	Hilton Example
	Interpretation

	Artifacts
	Employee recognition programmes (Catch Me at My Best), sustainability campaigns (Travel with Purpose), and digital guest‑experience platforms
	Visible manifestations of Hilton’s service ethos and innovation orientation

	Espoused Values
	Integrity, teamwork, leadership, ownership, and “now”, Hilton’s five core values
	Reflect commitment to ethical conduct, collaboration, and agility

	Underlying Assumptions
	Belief that empowered employees create exceptional guest experiences
	Reinforces the service‑profit chain concept (Heskett et al., 1994)



Hilton’s organisational culture prioritises the empowerment and acknowledgement of its employees, bolstered by the Thrive @ Hilton wellbeing initiative and the Leadership Development Structure. These programs resonate with Maslow’s (1943) hierarchy of needs, fulfilling both basic and self-fulfilment needs through opportunities for professional advancement and support for well-being. The company’s placement on Fortune’s (2023) World’s Best Workplaces highlights its achievements in enhancing employee engagement and retention. 

Viewed through the lens of the Competing Values Framework (Cameron & Quinn, 2011), Hilton demonstrates a blend of Clan and Adhocracy cultures; it is both cooperative and inventive. The clan aspect promotes dedication and collaboration, while the adhocracy aspect encourages innovation through advancements in digital technology and sustainable practices. This equilibrium in culture has been critical for Hilton’s ability to withstand challenges in the industry, including the impact of the COVID-19 pandemic and the increasing demand for environmentally friendly travel options.


2.3 Goals and Strategic Alignment

Hilton's overall objectives focus on expansion, environmental responsibility, and leadership in digital innovation. Its Travel with Purpose 2030 initiative establishes quantifiable goals to cut carbon emissions by 75 percent and decrease water usage by 50 percent per square meter (Hilton ESG Report, 2024). These aims correspond with the Triple Bottom Line framework (Elkington, 1997), which combines social, environmental, and economic factors. Hilton incorporates its sustainability targets into its operational key performance indicators, ensuring that each business division is held responsible.

At the level of individual business units, Hilton's objectives differ based on brand identity. Waldorf Astoria emphasises unique luxury experiences, while Hampton by Hilton focuses on affordability and uniformity. This approach illustrates Porter’s (1980) generic strategies, merging differentiation with cost leadership among various market segments. The coherence between corporate and unit objectives is enhanced through Hilton’s Balanced Scorecard method (Kaplan & Norton, 1992), which merges financial, customer, internal process, and learning dimensions.

Hilton's performance management framework, known as Hilton Performance Advantage, guarantees that strategic objectives effectively translate from the corporate tier to the property level. Continuous feedback mechanisms and analytics-based dashboards provide real-time monitoring of performance, supporting systems theory (Katz & Kahn, 1978) by perceiving the organisation as a cohesive network of processes and individuals.


2.4 Strengths and Weaknesses

	Strengths
	Weaknesses

	Clear alignment between structure, culture and strategic goals.
	Limited cross-brand integration compared with competitors.

	Strong employee engagement and recognition culture.
	Potential inconsistency in service quality among franchise properties.

	Effective decentralisation enabling global scalability
	Cultural uniformity may challenge adaptation in emerging markets with differing social norms.

	Robust sustainability and digital transformation structures.
	




2.5 Comparative Context

When compared to Marriott International, Hilton places greater focus on core values within its culture, whereas Marriott is more focused on performance outcomes. Marriott’s organisational layout supports quicker innovation processes, especially regarding the integration of loyalty programs and AI-based guest analysis. On the other hand, Hilton stands out in its commitment to employee wellness and leadership in sustainability, establishing itself as a brand that prioritises social responsibility. Both organisations exhibit significant strategic coherence, yet Hilton’s concentration on a human-focused culture offers it a unique edge in achieving guest satisfaction and fostering brand loyalty.

2.6 Summary

Hilton Worldwide’s organisational structure and culture are mutually reinforcing, promoting operational efficiency and service excellence. Its divisional model supports global expansion, while its values-based culture fosters engagement and innovation. Although opportunities exist to enhance cross‑brand collaboration and franchise consistency, Hilton’s strategic alignment between corporate goals and business‑unit objectives remains a cornerstone of its sustained success.


3. Recent Change Initiatives: Impact and Management


3.1 Overview of Hilton’s Change Landscape

In the past five years, Hilton Worldwide has experienced considerable change propelled by advancements in digital technology, the need for sustainable practices, and strategies for recovery following the pandemic. These efforts showcase the company’s dedication to preserving its competitive edge in a fast-changing hospitality market. Notable transformations encompass the modernisation of guest services through digital means, the implementation of the Travel with Purpose 2030 sustainability initiative, and a reorganisation aimed at enhancing operational flexibility. Each of these efforts highlights Hilton’s forward-thinking stance on managing change, aligning with Lewin’s (1951) model that consists of unfreeze, change, and refreeze, as well as Kotter’s (19996) eight-step structure for effecting change.


3.2 Digital Transformation

Hilton’s shift towards digital innovation has ranked among its most significant efforts. The organisation launched the Hilton Connected Room system, which allows visitors to customise aspects of their accommodations, such as lighting, temperature, and entertainment, using the Hiton Honors mobile application. This development corresponds with Kotter’s concept of establishing a vision for transformation, as Hilton defines a straightforward objective of increasing guest independence and comfort with the help of technology. The implementation of an AI-enhanced pricing and forecasting system also boosted the efficiency of revenue management, facilitating various locations.

The reasons for this change were two-fold:

To address growing consumer demands for digital ease and individualisation.

To optimise operations and lessen reliance on human resources during global staffing crises.

The results have been favourable. Hilton announced a 15 percent rise in mobile check-ins and a 20 percent increase in operational efficiency within properties equipped with digital functionalities (Hilton Annual Report, 2024). Theoretically, this aligns with Burnes’ (2017) continuous-change view, where organisations adapt gradually instead of making drastic transformations. Hilton’s strategy illustrates adaptive change, integrating technology into its service structure while maintaining its fundamental hospitality principles.

Nevertheless, obstacles persist. The digital transformation demanded significant training for employees and a shift in company culture. Initial resistance from experienced service personnel slowed the adoption process, reflecting Lewin’s “unfreezing” phase, where existing habits must be confronted prior to embracing new methods. Hilton addressed this challenge through its Digital Hospitality Academy, promoting digital skills and emphasising the role of technology in enhancing, rather than substituting, human interaction.


3.3 Sustainability and ESG Initiatives
Hilton’s Travel with Purpose 2030 framework represents a strategic shift toward environmental and social responsibility. The initiative aims to cut carbon emissions by 75 percent and halve water usage per square metre by 2030, while promoting inclusive employment and community engagement. This change aligns with institutional theory, which posits that organisations adapt to societal expectations to maintain legitimacy (DiMaggio & Powell, 1983).
The rationale for this initiative stems from increasing stakeholder pressure for sustainable operations and the hospitality industry’s growing environmental footprint. Hilton’s sustainability strategy integrates circular economy principles, focusing on waste reduction, renewable energy adoption, and sustainable sourcing. The company’s partnership with World Wildlife Fund and Clean the World exemplifies collaborative change management, leveraging external expertise to achieve internal transformation.
The impact has been substantial. Hilton achieved a 44 percent reduction in carbon intensity and diverted over 50 million soap bars from landfill through recycling programmes (Hilton ESG Report, 2024). These outcomes demonstrate effective implementation of Kotter’s steps 6–8, generating short-term wins, consolidating gains, and anchoring new approaches in corporate culture. Sustainability has become embedded in Hilton’s brand identity, influencing both employee engagement and customer perception.
Nevertheless, the initiative faced operational challenges, particularly in aligning franchise properties with corporate sustainability standards. Franchisees in emerging markets often lacked resources for green retrofitting, highlighting the tension between global goals and local capabilities. Hilton addressed this through incentive schemes and shared funding models, reflecting McKinsey’s 7‑S Framework, ensuring alignment between strategy, structure, systems, and shared values.


3.4 Post-Pandemic Restructuring and Workforce Adaptation
The COVID‑19 outbreak compelled Hilton to reevaluate its organisational durability.  Between 2020 and 2022, the firm executed a strategic overhaul aimed at optimising operations, cutting expenses, and boosting adaptability. This involved merging regional management tiers and adopting hybrid work arrangements for office employees. The restructuring aligned with Lewin’s “change” phase, marked by swift adjustments to external disturbances.

The logic was evident: to protect financial liquidity and ensure service delivery amidst unprecedented travel limitations. Hilton’s management exhibited transformational leadership (Bass, 1985), motivating staff through clear communication and a collective vision. CEO Chris Nassetta’s focus on “building back stronger” fostered a sense of psychological safety and trust, essential factors in navigating change during a crisis.

The results were varied but primarily favourable. Hilton’s RevPAR (Revenue per Available Room) increased by 35 percent in 2023, exceeding pre-pandemic figures in multiple areas (Hilton Investor Presentation, 2024). Employee engagement metrics also rose, indicating successful cultural reinforcement during the recovery phase. Nonetheless, workforce reductions and role mergers caused brief decreases in morale, highlighting the significance of Kotter’s step 4, articulating the vision for buy-in. Hilton’s open communication approach helped to alleviate prolonged disengagement, exemplifying exemplary practice in change management during crises.


3.5 Evaluation of Change Management Effectiveness
Hilton’s initiatives for transformation reflect a well-planned, theory-based method for organisational change. The corporation successfully utilised Kotter’s eight-step framework, guaranteeing a distinctive vision, involvement from stakeholders, and the melding of culture. Its focus on empowering employees and promoting sustainability resonates with humanistic management principles, which emphasise ethical and people-centric changes.
Critical elements for success include:
A strong dedication from leadership, along with effective communication.
Incorporation of digital initiatives and sustainability objectives within the overall business strategy.
Ongoing education and feedback systems supported by employee development and performance metrics.
Potential enhancements include improving alignment with franchises and speeding up the adoption of digital technologies among lower-tier brands. Additionally, Hilton might consider bolstering its process for evaluating change readiness to better prepare for potential pushback and resource limitations.

3.6 Comparative Insight: Hilton vs Marriott
In comparison, Marriott International, Hilton’s approach to change management places a higher priority on transformation guided by values, whereas Marriott is centred on efficiency through technology. The Bonvoy system of Marriott and its analytics for loyalty, powered by artificial intelligence, symbolises quicker digital integration, but Hilton’s leadership in sustainability and culture focused on employees generates trust among stakeholders. Both companies showcase the ability to adapt, yet Hilton’s comprehensive method, integrating digital, ecological, and cultural shifts, establishes it as a standard for responsible change in the worldwide hospitality sector.

3.7 Summary
Hilton Worldwide’s recent change initiatives reflect a strategic commitment to innovation, sustainability, and resilience. Through effective application of change management theories, the company has successfully navigated digital transformation, environmental responsibility, and post‑pandemic recovery. While challenges persist in franchise alignment and resource allocation, Hilton’s integrated approach to change positions it for sustained competitive advantage and long‑term organisational health.


4. Strategic Direction and Current Business Performance

4.1 Strategic Direction and Long-Term Objectives
Hilton Worldwide’s strategic approach is grounded in its mission “to fill the earth with the light and warmth of hospitality.” The firm’s long-range goals are centred on sustainable development, technological advancement, and a diverse brand offering. Hilton’s corporate tactics encompass Porter’s (1980) generic strategies—melding superior service differentiation with cost-effectiveness through enhanced operational processes. Its extensive brand collection facilitates market segmentation across the luxury, upscale, and budget categories, providing stability against shifts in demand cycles.

Hilton’s growth plan prioritises expansion with minimal asset investment through franchises and management agreements. This strategy aligns with Ansoff’s (1957) growth matrix and illustrates a market development approach that utilises current brands in new geographical areas. By the year 2025, Hilton aspires to surpass 8,000 locations worldwide, buoyed by robust growth prospects in Asia-Pacific and the Middle East (Hilton Annual Report, 2024). The company’s entry into emerging markets like India and Vietnam demonstrates its strategic insight into tapping into the increasing travel demand from the burgeoning middle class.

The drive for digital transformation is pivotal to Hilton’s strategic goals. The adoption of AI-driven analytics, mobile-first guest interactions, and cloud-enhanced property management systems boosts operational responsiveness and enhances guest satisfaction. This is consistent with Barney’s (1991) Resource-Based View (RBV), which argues that a lasting competitive edge is derived from distinctive and hard-to-replicate resources—examples of which include Hilton’s innovative technology and brand strength.


4.2 Strategic Frameworks and Alignments
Hilton’s strategic alignment can be analysed through the PESTLE framework, highlighting external factors shaping its direction:
	Factor
	Key Influence on Hilton’s Strategy

	Political
	Global regulatory shifts on sustainability and labour standards; Hilton’s compliance through ESG governance.

	Economic
	Post pandemic recovery and inflationary pressures, focus on cost optimisation and dynamic pricing.

	Social
	Rising demand for experiential and sustainable travel; Hilton’s Travel with Purpose initiative responds directly.

	Technological
	Rapid digitalisation; investment in AI, IoT, and mobile platforms for personalised guest experiences.

	Legal
	Data-privacy regulations (GDPR, CCPA); Hilton’s robust cybersecurity and compliance frameworks.

	Environmental
	Climate-change mitigation; commitment to carbon‑neutral operations by 2030.


This analysis demonstrates Hilton’s proactive adaptation to macro-environmental forces, consistent with Johnson, Scholes & Whittington’s (2017) strategic-positioning model, which emphasises environmental scanning and stakeholder alignment. 

4.3 Current Business Performance 
Hilton’s recent performance reflects strong recovery and growth momentum. According to its 2024 Annual Report, the company achieved record revenues of $10.2 billion, a 12 percent increase year-over-year, driven by robust leisure and business travel demand. Net income rose to $1.3 billion, supported by disciplined cost management and franchise expansion. Key performance metrics include:
	Metric (2024)
	Result
	Interpretation

	RevPAR (Revenue Per Available Room)
	$104 (+18 % YoY)
	Strong occupancy recovery and pricing power.

	EBITDA Margin
	46%
	Operational efficiency and asset-light model success.

	Hilton Honors Membership
	180 million (+15 % YoY)
	Enhanced customer loyalty and data driven marketing.

	Carbon Intensity Reduction
	44 % vs 2019 baseline
	Progress toward sustainability goals.


Nonfinancial performance indicators also highlight Hilton’s leadership in employee engagement and corporate responsibility. The company ranked among Fortune’s 100 Best Companies to Work For (2024) and maintained top scores in Dow Jones Sustainability Index. These achievements reinforce Hilton’s Balanced Scorecard approach (Kaplan & Norton, 1992), integrating financial, customer, internal process, and learning perspectives.

4.4 Market Positioning and Competitive Landscape
 Hilton’s market positioning is defined by premium service consistency and global brand recognition. The company competes primarily with Marriott International, IHG Hotels & Resorts, and Accor Group. Hilton’s differentiation lies in its Hilton Honors loyalty ecosystem and its emphasis on human-centred hospitality. Marriott’s Bonvoy programme offers broader brand integration, but Hilton’s streamlined digital experience and sustainability leadership provide distinctive value. Using Porter’s Five Forces analysis:
	Force
	Impact on Hilton
	Strategic Response

	Competitive Rivalry
	High — intense global competition
	Brand diversification and loyalty programmes.

	Threat of New Entrants
	Low — high capital and brand barriers
	Franchise model and global scale deter entrants.

	Supplier Power
	Moderate — dependence on technology and energy suppliers
	Longterm contracts and sustainability partnerships.

	Buyer Power
	High — price sensitive consumers
	Dynamic pricing and personalised offers.

	Substitute Threat
	Moderate — rise of Airbnb and boutique hotels
	Focus on experience-driven stays and digital convenience.


Hilton’s strategic response to these forces demonstrates agility and innovation, ensuring sustained market leadership.

4.5 Response to External Influences 
Hilton’s strategic resilience is evident in its response to global economic and industry trends. The company navigated inflationary pressures through cost-control measures and energy-efficiency investments, mitigating margin erosion. Its expansion into midscale and extended-stay segments, such as Home2 Suites and Spark by Hilton, addresses shifting consumer preferences for affordability and flexibility. This diversification aligns with Bowman’s (1995) strategic clock model, positioning Hilton between hybrid and differentiation strategies.
 The hospitality industry’s increasing focus on sustainability and digitalisation has further influenced Hilton’s direction. The company’s investment in carbon-neutral technologies, renewable energy sourcing, and AI-enhanced guest analytics exemplifies strategic foresight. Hilton’s collaboration with Tesla Destination Charging and Google Cloud underscores its commitment to technological and environmental leadership.

4.6 Comparative Performance: Hilton vs Marriott 
A comparative analysis reveals nuanced differences between Hilton and Marriott:
	Aspect
	Hilton Worldwide
	Marriott International

	Revenue (2024)
	$10.2 billion
	$23.7 billion

	EBITA Margin
	46%
	43%

	Sustainability Commitment
	Travel with Purpose 2030 targets
	Serve 360 programme

	Digital Innovation
	Connected Room and AI Pricing
	Bonvoy integration and Mobile Check-in

	Employee Engagement
	Thrive @ Hilton programme
	TakeCare initiative

	Brand Portfolio
	22 Brands across 126 Countries
	31 Brands across 138 Countries


While Marriott leads in scale, Hilton’s superior margins and sustainability integration highlight operational excellence and strategic coherence. Hilton’s focus on employee wellbeing and guest personalisation provides a qualitative edge that strengthens brand loyalty and long-term profitability.

4.7 Summary
Hilton Worldwide’s strategic direction demonstrates a balanced pursuit of growth, innovation, and sustainability. Its asset-light model, digital transformation, and ESG leadership underpin strong financial and nonfinancial performance. Despite intense competition, Hilton’s differentiated culture, technological investment, and adaptive strategy position it as a resilient global leader in hospitality. Continued emphasis on cross-brand integration and emerging market expansion will be key to sustaining momentum in the next strategic cycle.


5. Conclusion

The organisational assessment of Hilton Worldwide Holdings Inc. indicates a company distinguished by intricate structure, coherent culture, and nimble strategy. The divisional format of Hilton is supported by its lightweight franchising approach facilitates global expansion while ensuring brand uniformity. This structure effectively nurtures its corporate ethos of exemplary service and creativity, although there exist chances to improve integration across brands and ensure franchise quality. The connection between its structure, culture, and strategic objectives illustrates Hilton’s ability to manage global oversight along with local adaptability, an essential skill in the fast-changing hospitality industry.

In terms of culture, Hilton’s principles of honesty, collaboration, and leadership have created a highly engaged atmosphere that directly enhances guest satisfaction and operational success. The firm’s focus on the well-being and empowerment of employees strengthens the service-profit connection, confirming the relationship between internal culture and external achievements. In contrast, Hilton’s human-focused philosophy sets it apart from other players like Marriott, whose culture tends to prioritise performance indicators over emotional engagement.

Hilton’s recent transformation efforts, embracing digital advancements, integrating sustainability, and restructuring after the pandemic, demonstrate the effective use of change management frameworks from Kotter (1996) and Lewin (1951). These changes have bolstered organisational resilience, increased efficiency, and woven sustainability into the company’s core identity. Despite facing issues with franchise alignment and differences in resources, Hilton’s resilient leadership and open communication have resulted in successful execution.

On a strategic level, Hilton's approach showcases a harmonious balance in pursuing growth, innovation, and accountability. Its robust financial recovery, leaps in technology, and leadership in environmental, social, and governance issues place it as a standard for sustainable hospitality. In summary, Hilton Worldwide exhibits a well-coordinated organisational framework capable of maintaining a competitive edge through cultural integrity, clear strategy, and ongoing innovation, qualities essential for its enduring success in an increasingly intricate global market.


6. Recommendations
Based on the organisational audit, Hilton Worldwide demonstrates strong structural alignment and cultural integrity but faces opportunities to enhance cross brand synergy, franchise consistency, and innovation scalability. The following recommendations aim to consolidate Hilton’s competitive advantage and ensure sustained growth.
• Enhance Cross-Brand Integration through Digital Synergy
Hilton ought to create a centralised digital innovation centre to bring together data analysis, customer insights, and sustainability measurements for all its brands. This plan would utilise systems theory (Katz & Kahn, 1978) by enhancing the flow of information and the learning within the organisation. Incorporating AI-driven analytics among brands will allow for targeted marketing and performance comparisons, promoting teamwork akin to the Marriott Bonvoy framework.
•  Strengthen Franchise Quality and Cultural Consistency
To reduce inconsistencies in service levels across franchise locations, Hilton needs to establish a Global Service Excellence Framework that integrates uniform training, digital oversight, and compliance driven by incentives. Employing the principles of Total Quality Management [TQM] as outlined by Deming in 1986 will promote ongoing advancement and strengthen Hilton’s core cultural values of integrity and collaboration. Improved franchise evaluations and collaborative sustainability financing will connect worldwide objectives with local implementations.
• Accelerate Sustainability Innovation
Hilton needs to broaden its Travel with Purpose 2030 initiative by putting resources into eco-friendly construction technologies and partnerships for carbon offsetting. By applying stakeholder theory (Freeman, 1984), Hilton can enhance cooperation with suppliers and local communities to jointly develop sustainable value. Clear environmental, social, and governance reporting along with sustainability dashboards visible to guests will enhance brand trust and set it apart in the market.
• Develop Adaptive Leadership and Change Readiness
Hilton’s approach to developing leadership ought to integrate the frameworks of Kotter (1996) and Lewin (1951) to foster a readiness for proactive change. By including scenario planning and resilience training in Thrive @ Hilton, managers will be equipped for upcoming challenges and will sustain involvement throughout the process of transformation.
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