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Executive summary
 This business report analyses the organisational structure of Hilton worldwide, examining its organisational culture, strategic direction, and recent organisational changes. The findings indicate that Hilton operates a complex but efficient structure that combines a range of functional and geographic divisions which has played a significant role in supporting the company’s global expansion. In this regard, also the business itself divides its properties, and thus its operations, into three areas: 
1. Ownership
2. Management and Franchise
3. Timeshare

The analysis shows that in 2020, Hilton worldwide was recognised by fortune magazine as a number one workplace on employee satisfaction surveys. As a result, the analysis also highlights a strong organisational culture characterised by high employee engagement and service excellence, reinforced by Hilton’s global reputation as one of the leading employers in the hospitality industry. 
However, like other leading global companies Hilton worldwide faces increasing recession) increasing inflation rate, and etc…) as well as growing expectations. Regarding Sustainability and digital transformation. Overall, the report concludes that Hilton remains upmarket brand due to its strong brand reputation, extensive global presence, and strategic focus.
Meanwhile, the company must continue to adapt to ongoing industry changes in order to maintain a long-term growth.






Organisational Audit of Hilton worldwide
1. INTRODUCTION
When Conrad Hilton opened the first hotel to bear the Hilton name in 1925, he was determined to create nothing less than the best hotel in Texas. This unwavering commitment to excellence and brand identity,  together with his leadership, innovation, and creative strategies, helped to establish Hilton as one of the world’s most prestigious hospitality brands today. 
Afterwards, in 1943, Hilton became the first coast-to coast hotel chain in the United States, expanding with properties such as Roosevelt Hotel and the Palaza Hotel, it expanded its presence in New York City and strengthened its position as a growing hotel chain in the United States. 
Today, Hilton Hotels & Resorts has built a strong global presence, operating more than 6,500 hotels in 119 countries and territories worldwide.
According to the 2025 Annual report, Hilton Worldwide manages a broad portfolio of luxury, business and lifestyle hotel brands. In recent years, the company has experienced significant growth through market expansion, digital innovation, environmental sustainability initiatives and the continuous development of its global brand portfolio. 
An audit report for large companies such as Hilton worldwide is essential as it provides an independent review and evaluation of organisational performance at different levels.
It examines financial and operational standards, as well as the organisation’s level of commitment to Social and environmental responsibilities including  ESG  (Environmental, social and Governance) Criteria. The aim of this report is to assess the extent to which companies achieve their standards regulations, and organisational objectives. 
Hilton operates in a highly competitive global hospitality industry, where major competitors such as Marriott International, Hagat Hotels corporation, and Airbnb significantly influence global marketplace and customer satisfaction. As a result, a strategic analysis is really necessary to recognise that how well Hilton worldwide performs in competitive markets ,respond effectively to external industry pressures, and ensure long-term growth in rapidly changing environment. 

According to ( Buchanan, Huczynski,2023). The human relations group at Harvard later developed into the (Organisational Behaviour) group and organisational behaviour was officially recognised as an academic discipline at Harvard in 1962.”Understanding Organisational behaviour requires the analysis of behaviour at individual, group, and organisational levels, together with the influence of the external environment.”(Mullins& Rees,2023)
In this report, concepts from organisational behaviour and management theories are applied to analyse the structure, culture and performance of Hilton worldwide. 
Mintzberg’s organisational structure model is used to examine the company organisational design, while Schein’s cultural model is applied to analyse workplace culture and organisational values. In addition, Swot is used to monitor and evaluate Hilton’s strategic direction (growth strategies) and business performances. The analysis is supported by academic literature, management textbooks, official company reports, and authoritative business sources.
2. Organisational structure, culture , and goals
 Indeed, Hilton Hotels and Resorts is the flagship brand and American international hospitality and probably the most recognisable hotel chain in the world.
“According to the Mullins and Rees”
Organisational structure is the formal system of division, duties, and authority relationships within an organisation that specifies how individuals should work together  effectively in groups and use the organisations resources to achieve organisational goals. This structure is a systematic and recognised framework based on management and strategic principles that regulates coordination in all parts of an organisation and directly effects employee motivation, behaviour and overall organisational performance. 
A review of management and organisational behaviour literature indicates that organisational structure exist in various forms. These will be briefly outlined in this audit report in a systematic manner. Although organisations may adopt various structure such as: flat, matrix or functional models, Hilton primarily operates through a hierarchical and divisional structure due to its global operations. This organisational approach will be discussed in greater date in the following section. Hilton Hotels & Resorts manages a diverse portfolio of approximately 24 hotel brands, and thousands of properties worldwide, spanning the luxury segment, such as (Waldorf Astoria) Hotels & Resorts, to budget brands such as ( Tru by Hilton). This brand diversity allows the organisation to target different customer segments and maintain a strong competitive advantage in the global hospitality industry.
Given the large scale, global presence, and operational complexity of Hilton Hotels & Resorts, the organisation cannot effectively operate under a flat organisational structure, which is characterised by fewer managerial layers and higher workload for managers. Therefore, Hilton primarily adopts a hierarchical and divisional structure ( that is the organisation should be divided based on brands, product, and geographical region market ) .All of these structural elements work together to ensure effective control, coordination, and consistency integration across Hilton’s international operations. However, at the operational level such as: individual hotels, a relatively flatter structure may exist in order to improve communication, enhance flexibility, and enable responses to customer needs.
2.1 Organisational culture:
Organisational culture can be defined as a set of shared values, beliefs, and norms that shape how employees think, feel, and behave while also influencing both internal interactions and external relationships within an organisation. It is considered as the “personality” of the organisation and is reflected not only in observable behaviours but also in deeper employee assumptions and beliefs. As Canliffe (2008) emphasised organisational culture is important because it shapes the image of the  organisation in the public mind, finally, enhances organisational effectiveness provides strategic direction, and plays a crucial role in attracting, retaining, and motivating employees. Indeed, Hilton’s corporate culture is strongly aligned with its corporate mission of “hospitality everywhere” and is reinforced by specific values such as integrity, teamwork and customer focus. According to Buchanan and Huczynski (2019), organisational culture can be illustrated through Schein’s three-layer model of artifacts, nominated values and underlying assumptions.  At Hilton, artifacts include observable systems such as the bonus program and extensive employee recognition schemes, while the stated value are reflected in the company’s commitment to employee well-being and excellent service. These cultural elements of shared beliefs about service quality and employee engagement.
In addition, research shows that recognition systems and supportive policies constructively improve work-life balance and organisational citizenship behaviour . This is also consistent with Herzberg’s motivation theory, where internal motivation factors such as recognition and achievement enhance employee commitment. In sum, Hilton’s decentralised organisational structure allows local managers to make customer-centric decisions while maintaining global brand standards, this reinforces Hilton’s corporate culture of quality service, positive employee motivation, teamwork, and focus on customer demands and satisfaction. This is further supported by strong leadership development training, and human resources systems that embed Hilton’s core values throughout its global operations. As a result, this structure helps achieve key strategic objectives such as global expansion, brand consistency, and high service quality. However, decentralisation can create significant challenges like ( when local managers) make decisions that are not aligned with the organisation’s strategies.) in maintaining uniform implementation of organisational culture and service standards across regions which may weaken global brand coherence if not effectively controlled. Although, Hilton attempts to mitigate this through robust performance management and (HR) systems, tensions between local autonomy and global standardisation remain a persistent strategic issue. This reflects Kotter’s view that management and leadership operate as complementary systems of action, balancing stability and control with flexibility and cultural alignment.












2.2 Strengths: 
One of Hilton worldwide Holding’s key strengths is its hierarchical , divisional organisational structure, which establishes a clear and strategic chain command across its international operations. This structure enhances coordination, improve responsiveness, and maintains consistent service quality across brands and regions around the world. It also enables the organisation to effectively target and improve customer relationships while maintaining accurate strategic control at the global level. 
In addition, Hilton commands strong brand recognition and high levels of customer loyalty and satisfaction which have led to repeat customer retention , business, and strengthened its long-term competitive position in global marketplaces. 
The organisation is also recognised for its strong commitments to environmental sustainability and for a aligning its hotels with the Paris agreement climate goals. Which strengthen its brand credibility. Hilton also invests significantly in the newest digital innovations, sustainability technologies, and employee training, incentive programmes. Sustainability- related educational initiatives ( sometimes referred to as sustainability universities), which improve service quality and increase employee motivation. Ultimately, this strong combination has led to a long-term presence in the hospitality industry and company being recognised globally as a premium luxury hotel brand. 
Furthermore, the divisional organisational structure of Hilton worldwide Holdings also supports operational efficiency by assigning specialised management teams to different functional and regional markets. This improves decision- making processes helps Hilton organisation respond more effectively to diverse customer expectations across international markets. According to David Buchanan and Andrzej Huczynski, a pure matrix structure is based on dual reporting relationships in which employees report to only  two managers ( their project team manager and their functional (department) manager), However, Hilton worldwide cannot operate fully under a pure matrix structure due to its large global scale and extensive managerial hierarchy.
The company has multiple layers of  management levels, which can sometimes become a structural weakness because it increases bureaucratic complexity, creates ambiguity in roles, and slows down decision-making processes. As a result, the organisation’s operational agility and speed of response to rapid market changes maybe decreased.


2.3 Weaknesses: 
Intensive competition in the Hospitality industry:
One of Hilton’s key weaknesses is operating in a highly competitive hospitality industry competing with big brands like Marriott International, IHG Hotels & Resorts, as well as alternative accommodation platforms like Airbnb, has intensified market pressure. As customer expectations continue to change. This global brand is required to continuously invest in brand development, innovation, and customer experience to remain competitive in marketplace. This constant demand for differentiation increases operational costs and puts significant pressure on the company long-term profitability.

· High level of debt
Operating Hilton’s brands across International countries exposes the company to diverse law frameworks, regulations, and government policies. These differences can create the process of standardising services and maintaining consistent brand quality a little more complicated. 
Hilton had approximately $10.6 billion in long-term debt as of June 30, 2020. This high level of debt increases the company’s financial risk and limit it’s financial flexibility and investment capacity during economic downturn of declining travel demand.
2.4 Comparison of  Hilton’s structure and culture with at least one major competitor to contextualise your analysis 
To better understand Hilton’s organisational structure and culture, it is useful to compare with Marriott International, one of the Hilton’s well-known competitors in the global hotel industry. Both organisation operate in a highly competitive and global environmental challenges such as: climate change, technological change, and increasing workforce diversity. In this context, strategy and management development become more interrelated, because organisations require managers who can effectively deal with complex and changing conditions, and briefly, are well-trained in the culture of adaptation. In this situation, Hilton emphasises a relatively integrated structure and a customer-focused culture in which the development of managers is shaped through practical experience and adaptability to change. In contrast, Marriott has a more diversified structure comprising multiple brands, which is more systematic and closely aligned with predetermined strategies of the organisation.
Hilton has a relatively centralised but flexible franchise-based structure in which most hotels are either managed or franchised. This structure allows for rapid global growth while maintain brand coherence under the unified by “Hilton Moniker”. The company emphasis on employee engagement, service consistency, and customer experience, as well as supporting digital innovation and a strong loyalty program( Hilton Honors). This reflection relatively cohesive, people- centric culture that encourages managers to learn through hands-on experience while aligning with strategic goals. 
In contrast Marriott operates with a more decentralised house of brands “ structure and manages a large portfolio of independent brands such as Ritz-Carlton and Sheraton. This allows for greater market segmentation and flexibility, but requires more complex coordination. Marriott’s culture is more formal, systems-oriented with a strong emphasis on operation standards, process consistency, and aligning with organisational strategi goals. Therefore, management development at Marriott is more tied to dop-down strategic planning.
· Standardisation across its global brand portfolio: 
Marriott’s culture is further shaped by a set of core values that emphasis people, excellence, adaptability, integrity and global responsibility. These values reflect to high service standards and adaptability in a competitive environment.  Overall, the company position itself as a customer-oriented global brand focused on service excellence and long-term recognition. In terms of global reach, as mentioned above, both Hilton and Marriott have strong international presence, although their focus differs slightly. Marriott has a wider global footprint with operations across more countries, while Hilton demonstrates faster pipeline growth. Particularly outside the United States. Hilton is especially expanding in emerging markets such as Asia-pacific and the Middle East, whereas Marriott maintains a more established and diversified global distribution. However, both companies still rely heavily on the North-American market, with Marriott showing a relatively higher concentration in the United States compared to its international operations.
Overall, Hilton emphasise cultural integrity and customer experience , while Marriott focuses on complex structure and strategy.







3. Recent change initiatives: impact and management 
3.1 Identification and examination of recent change initiatives undertaken by Hilton (e.g. digital transformation, sustainable initiatives, restructuring).  
Organisational change is the process by which organisations change their structural strategy, and operations in response to internal and external environmental pressure to increase their effectiveness and competitiveness. Hersey’s situational leadership theory also states that management effectiveness depends on the ability of managers to adapt their leadership styles to the readiness and development levels of employees as well as changing organisational conditions ( Hersey and Blanchard, 1969). Within this framework, Hilton has implemented a series of change initiatives in the areas of digital transformation, sustainability, stakeholder engagement, and experience- based hospitality.
In the area of digital transformation, Hilton has introduced several technology-based initiatives- these include “Hilton for business “to simplify corporate travel management ,
“Hilton Honors “ digital loyalty programme, as well as the (PEP) cloud platform in partnership with Hotel key to increase operational efficiency and improve service quality. In addition, the Hilton organisation is increasingly adopting artificial intelligence to personalise booking services and support data-driven decision-making across its operations.
Sustainability is a key pillar of Hilton’s ESG strategy, “ Travel with purpose.” This approach integrates environmental and social goals across operations, supply chains and local communities. Light stay tools are used to monitor environmental performance and support implantation of energy-saving  initiatives such as LED lighting projects, which aim to reduce carbon emissions and being align with the United Nations Sustainable Development Goals. (SDGs).
Hilton also emphasises ethical governance and stakeholder engagement. “It is responsible sourcing policy” , supplier risk management, and its “Human Rights Programme” guided by the UNGPs. The Hilton Hotline reporting system further strengthens transparency and accountability across the organisation and it’s supply chain.  Hilton is increasingly moving towards experiential hospitality by offering diverse cultural and social experiences for guests . These developments reflect the broader evolution of Hilton’s business model towards as digital, sustainable and experience- driven organisation.
3.2 Explanation of the rationale behind these changes and assess their outcomes
Recent changes in Hilton hotels & Resorts are due to environmental pressures to conserve natural resources, such as rainwater harvesting systems, solar panels, and advanced  technologies for regulating energy and temperature efficiency in hotel operations ( HAVC systems).
These development are also supported by rapid technology advancement and the increasing integration of digital systems, alongside changing customer expectation in the global hospitality industry. According to organisational behaviour theory, organisations must constantly adapt to changing market and environmental conditions aligned with eco-friendly customer expectations in order to remain competitive in marketplace. (Buchanan & Huczynski).
In this case , indeed Hilton’s transformation reflects a strategic response to both sustainability demands and technological change. Hiltons core rational for digital transformation is to improve operational efficiency enhance customer experience and strengthen direct booking channels. The utilisation of artificial AI intelligence and digital platforms enables the company to deliver more personalised services (predict customer demands and favourite) improve service quality, and reduce reliance on online travel agents. In addition, Hilton’s (ESG) strategy under the “ Travel with purpose” initiative responds to growing global concerns regarding climate change, increasing regulatory pressures, and rising stakeholder expectations for greater environmental and social responsibility. Furthermore, the development of the “experience based hospitality reflects the expansion of the experience economy”, where customers are increasingly seeking personalised and memorable experiences rather than standardised hotel services.
In combination, these changes, driven by AI enabled digital transformation and ( ESG) focused initiatives, have enhanced customer satisfaction and in turn, increased profitability and revenue, and strengthened brand loyalty and awareness through the Hilton Honors programme, and ultimately contributed to improved overall business performance, and increased operational efficiency. Hilton has also strengthened its competitive position in the global hospitality market compared to major competitors such as Marriott and IHG ( International Continental Hotels Group). Also, it has been successful to reinforced its image and profile as a digitally advanced, sustainable, and experience- driven brand.
3.3 Analysis of  how effectively the changes were managed 
Hilton’s strategic direction reflects an integrated approach to digital transformation (ESG) implementation, and customer- centred innovation. From a change management perspective, the organisation strategic decisions combine a well-structured planning,  adaptive leadership, and technological innovation to maintain a competitive advantage within the rapidly changing hospitality industry. This long-term strategic direction can be seen through Hilton’s strong focus on digitalisation, AI integration, ESG development, and continuous improvement of customer experience through latest initiatives and changes such as digital key technology data driven services, and “Travel with purpose” ESG strategy, Hilton has made successfully aligned its organisational goals with changing market expectations and global sustainability trends.
As discussed earlier, the ESG strategy titled “ Travel with purpose” emphasises environmental, social, and governance commitments, in the environmental dimension, the focus is on reducing water, energy, and waste consumption to achieve net-zero carbon goals. In the social dimension, Hilton invest in employee development, diversity, inclusion, and community support, and the governance sector emphasises transparency, organisational ethic, and responsible decision-making. 
In this reason, Hilton’s management has implemented changes in a gradual and well- planned manner in order to reduce employee resistance, minimise operational disruption, and improve overall organisational performance. At the same time, digital transformation and the use of artificial intelligence have improved decision-making, demand forecasting, personalised customer experiences and operational efficiency. As a result, Due to Hilton’s effective leadership and strategic management approach, these developments have reduced the company’s dependence on intermediaries while strengthening direct booking channels and improving service quality. According to Hodges, the success of organisational change depends not only on technology but also on employee engagement, effective communication and organisational culture. Hilton has implemented  this principle through employee training, implementation of change, and active employee involvement in the transformation process.( Hilton established sustainability universities in some countries ). In conclusion, these strategies have resulted in increased customer satisfaction, stronger brand loyalty, higher productivity and a famous competitive position compared to Marriott International , and IHG Hotels ,demonstrating effective change management and transformational leadership.

3.4 Discussion of specific examples to illustrate the impact of these initiatives on operations or strategy
Hilton worldwide has implemented significantly transformational initiatives to improve its operational efficiency  strategic and market position in the global hospitality industry. Through its “Hilton Honors” programme, which is available across 9,000 properties in 142 countries, the company has introduced digital check- in and mobile key systems. This innovation has managed guest waiting times at reception, lowered employee workloads, and improved customer service delivery speed, directly enhancing customer satisfaction, strengthening Hilton’s popular and leading position as a technology-driven brand. (Hilton 2026). Similarly, “ connected room” technology has empowered remote control of lightening temperature, and entertainment systems, automating routine operations and reduces the need for manual service requests, and creates a clear competitive advantage compared to the Marriott International.
Furthermore, “the travel with purpose” sustainability programme has optimised energy and water consumption, reduced waste, and trained employees in eco-friendly practices, aligning operations with global ESG standards, supported by a 4% rise in international tourist arrivals to 1.52 billion in 2025, these changes allow Hilton to respond effectively to economic shifts and competitive pressures ( UNWTO, 2025). 
However, equipping and upgrading hotels with the latest digital systems and aligning infrastructure with global technological innovations involves sustainable investment and high implementation costs. This type of financial requirement directly influences capital allocation decisions, budgeting strategies, and overall financial management, requiring careful planning to balance long-term technological benefits against short- term expenditure pressures. As mentioned above, adapting advanced digital infrastructure demands substantially financial resources, shaping Hilton budgeting and capital management decision. To fund these upgrades,  the company secured $1 billion through senior hotels in may 2026, illustrating how strategic financing supports large-scale technological and operational transformation.  Furthermore, “the travel with purpose” sustainability programme has optimised energy and water consumption, reduced waste, and trained employees in eco-friendly practices, aligning operations with global ESG standards, supported by a 4% rise in international tourist arrivals to 1.52 billion in 2025, these changes allow Hilton to respond effectively to economic shifts and competitive pressures ( UNWTO, 2025). 


4. Strategic Direction and current Business performance
4.1 Analysis of Hilton’s current strategic direction and long-term objectives.
Chapter 4 strategic management and competitive advantage emphasises that the external environment of an industry, including intense competition, customer bargaining power, and the availability of substitute products- plays an important role in shaping a company’s strategic decisions. In the hospitality industry, these factors create both opportunities and threats, that require companies  such as Hilton to continually adapt their strategies to external factors in order to maintain competitive advantage. 
Hilton worldwide current strategic direction is defined by a clear, integrated framework and is centred on a brand-led, digital transformation innovation, and capital-light growth model designed to deliver long-term sustainable expansion and strong financial performance. 
The company positions itself as a global hospitality leader to maximise returns and minimise direct ownership risks across its portfolio, with an important mission to “fill the earth with the light and warmth of hospitality”. This core philosophy directly shapes its long-term objectives and operational priorities.
4.2 Analysis of Hilton’s current strategic direction and long-term objectives
Hilton worldwide Holdings follow a clearly defined asset-light strategy, which forms the core of its direction and objectives. This means the company focuses more on franchising and management contracts rather than owning hotel properties directly. In this model, actually, other investors own the physical hotels and assets, while Hilton provides branding, operation standards, quality control, and professional management expertise. By following with this well-designed structure has considerably helped to prevent financial risks, lower capital requirements, increase profitability, and improves overall cashflows, and permit the company to scale much faster than competitors who rely on real estate ownership. Based on this foundation, Hilton’s long-term objectives are built around five main areas. First rapid global expansion: is a priority. Hilton is expanding worldwide, by March 2025, the company had a development pipelines of 3,600 hotels and 503,400 rooms, with agreements signed for more than 1,430 additional hotels. In 2024 alone, Hilton successfully entered 5 new countries expanding its presence in key regions such as Africa, South Asia, and the Middle East. The gold is to build a truly global network that increases brand visibility and reach. Second, brand diversification:
Targets every type of traveller. With over 22 distinct brands, Hilton covers luxury, lifestyle, midscale, budget and extended-stay segments. Recent strategic additions include spark by Hilton, created specifically for the economy and budget market, and Livsmart studios, a new brand focused entirely on the fast- growing extended-stay customer base. This portfolio allows Hilton to adapt to the growing “experience economy” and serve different customer demands effectively. Third, technology and innovation: are central to growth. As previously mentioned, the company invests heavily to enhance guest experiences and improve operational efficiency. Beyond current digital services such as: mobile check-in and digital keys, Hilton is exploring advanced technologies including AI intelligence based on personalisation full digital transformation across operations, and research into quantum computing to power future versions of its loyalty programme. The main reason behind these constructive effort is to be recognised as the most innovative and also as a technology -driven global hospitality brand. Forth, customer loyalty and business travel: are key objectives. The “ Hilton Honors” programme, with over 180 million members globally, is a strategic asset driven retention and data insights. In this order, “Hilton for business” initiative supports small businesses by making travel management easier, offering discounts, and providing rewards reinforcing Hilton’s position within the business travel sector. Fifth, sustainability and responsible growth: 
As noted earlier, Hilton fifth focus is environmental, social and governance ( ESG) leadership through its “Travel with purpose” programme. Overall, Hilton’s strategy reflects organisation growth and competitiveness, which can be understood through Mullins and Rees (2023) discussion of organisational performance management processes, and effectiveness in achieving organisational goals. This suggests that Hilton’s strategy is well aligned with its long-term objectives.(combine rapid expansion, technology leadership, to secure future growth).
4.3 Evaluation of how well these strategies align with recent business performance
Assessing the alignment between Hilton’s strategic direction and its recent financial and operational performance reveals strong coherence and effective execution. The company’s Q1 2026 results, driven by rising global travel demand, clearly reflect to positive outcomes of its strategic decisions. The asset- light strategy which focuses on franchise and management contracts rather than owning hotels, continues to be a key driver of the company’s financial performance. Revenue data supports this approach with franchise and license revenue increasing from $625 million in 2025 to $696 million in 2026 along with growth in management revenues. These recurring, low-risk revenue streams suggest that the reduction in heavy investment in real increased profitability and cash flow. Total revenue increased from $2.695 billion to $2.937 billion, while operating income rose from $536 million to $678 million. This reflects improved scaling of global operation across more than 9,200 hotels worldwide. Furthermore, net income and earning per share have also increased, indicating greater returns for shareholders and confirming that the company’s growth is sustainable and profitable. Hence, Hilton’s diversified portfolio of global hospitality brands and loyalty programme support strong customer retention and demand generation. 
This performance alignment can also be interpreted from a work-based learning perspective, “in fact, managerial effectiveness depends not only on formal theoretical knowledge but also on experiential learning reflection, and tacit knowledge developed through practice”
 ( Gold and Thorpe page 176).
4.4 Discussion of key performance metrics (financial& non-financial performance and market positioning)
Hiltons performance is measured through financial and non-financial indicators, as well as its position in the global hospitality market, to assess how effectively the company achieves strategic objectives such as: growth,  profitability, and competitive advantage the organisation business model is based on an asset-light strategy and network effect, operating Hilton’s brands at all price points and a presence in more than 140 countries, it  provides broad customer reach and personalised services. Financially, Hilton’s revenue is largely generated from franchise and management fees, which account for approximately 95% of adjusted EBI TDA. In the first quarter of 2026, the company’s revenue reached $2.937 billion and operating profit reached
 $ 678 million indicating high profitability and operational efficiency. Also, a REVPAR premium of approximately 15% compared to competitors ( STR, 2025) reflects strong brand equity and a high pricing power. The Hilton organisation’s stable capital structure with a net leverage of 3.1x, further indicates financial stability and investor confidence. From a non-financial perspective, brand strength and customer engagement play a significant role in Hilton’s performance with over 243 million members, the Hilton Honors programme drives higher occupancy rates and repeat bookings. Also, the Hilton’s global presence of approximately 9,200 hotels and 1.35 million rooms demonstrates strong market reach and penetration. According to sharp (2010), the two important key factors in market share are mental availability and physical availability, both of which Hilton is strong in (its strong brand presence and extensive global network).
Sharp also argues in (how brands grow) book, customers are light of infrequent buyers, meaning that broad market presence and availability are more important than traditional loyalty. Hilton’s multi-brand strategy allows to this organisation to serve different customer segments effectively, strengthening its competitive position in the global marketplace. Ultimately, with all these interpretations and employing a great- management- structure, a reinforcing cycle has formed in Hilton’s business: strong brands attract more customers, leading to higher revenue and profitability. This subject, in turn, encourages hotel owner’s to invest further in the expansion of Hilton’s network. Compared to competitors such as: Marriott International, IHG Hotels & Resorts, and Airbnb, Hilton key competitive advantages rely on its global scale, the strength of its brand and the consistency of its performance, which empower its place as a leading and an upmarket company within the global hospitality industry. 
4.5 Evaluation of Hilton’s response to External Environment 
Hilton has responded effectively to external factors such as economic uncertainty, changing consumer habits, technological progress, and intense competition from global hotel chains and alternative accommodation provides such as Airbnb. During the Covid-19 pandemic, the company focused on resilience, digital innovation, and employee well-being. As highlighted in the video how Hilton creates a Human Experience in the workplace,(You Tube), Hilton has been able to foster employee engagement and customer trust during times of crisis through a human- Centred approach to management. From an economic perspective, Hilton’s asset-light model has reduced financial risk, as the company relies more on revenues from management and franchise agreements than from owning hotels. This has helped Hilton maintain profitability and maintain a RevPAR advantage over its competitors despite inflation and rising costs from economic aspect Hilton also aligned with industry trends by investing in sustainability and strengthening direct digital booking channels through its Hilton Honors programme and technology platforms. According to Sharp(2010), brands grow through mental and physical reach, not just relying on customer loyalty. 
Hilton has strengthened its mental availability through consistent global branding and digital marketing including collaborations with content creators and digital travel platforms combined with its extensive physical presence across multiple marketing segments worldwide, this has enabled Hilton to maintain a strong competitive position against competitors such as Marriott international, Airbnb, and etc…. As a result, Hilton demonstrated strong resilience and strategic adaptability aligning its business model, brand range and customer approach with external changes, turning challenges into long-term competitive strength. 
5. Conclusion:
This research highlights how Hilton has been successfully able to develop and sustain a strong competitive position within global hospitality industry through the effective integration of strategic management, marketing, and adaptability over the years.
Hilton organisation has repeatedly demonstrated its commitment to employee wellbeing and organisational culture through the recognition and awards it has received for promoting a supportive work environment and fostering a strong sense of belonging among employees across its global operations. 
The analysis indicates that the “asset-light” strategy has been an important key role in Hilton’s financial success, empowering the organisation to generate stable and profitable revenue streams through franchise and management agreements, while significantly reducing capital investment risk.
Strong financial indicators such as: revenue growth, operating profit, and superiority in RevPAR (revenue for available room) with ( RevPAR= total room revenue/ available rooms or (RevPAR=ADR X Occupancy rate) formula, over competitors, which we discussed extensively in previous sections, also indicate the company’s operational efficiency and market strength. This review also highlights the importance of non-financial performance and in maintaining service standards across hotel brand’s ( luxury to economy) Through the “ Hilton Honors” programme digital innovation, and a diverse portfolio of brands across market segments, Hilton has been successfully able to enhance its customer engagement and a well- established global presence. The company’s strong mental and physical availability as explained by sharp ( 2010), has played a significant role in maintaining brand visibility and attracting diverse customer base worldwide. Furthermore, the analysis shows that Hilton has developed successful leaders and managers with a mindset of “leaving the world a better  place”, and  also with the Hilton slogan “filling the earth with the light and warmth of hospitality”. In fact, over the past decade, effective responses have been made to external pressures such as: the Covid-19 pandemic, inflation fluctuations, technological changes, and intense competition by this large, global organisation. A focus on employee wellbeing, customer trust, sustainability practices, and digital strategy has helped company reach to stability and continue to grow. As a result, Hilton’s long-term success is the result of a combination of strategic leadership, customer-centric marketing, global expansion, and operational flexibility compared to competitors such as: Marriott International, IHG Hotels & Resorts, and Airbnb, Hilton has maintained a strong competitive position due to its global scale, brand consistency, and ability to adapt to changing external circumstances. Another important factor is Hilton’s focus on creating human experiences, promoting sustainability for eco- conscious traveller, delivering memorable customer experiences, and approach that has placed the company on a path to sustainable growth and long-term competitiveness in the global hospitality industry.
6. Recommendations: 
Hilton Hotels & Resorts needs to implement a set of targeted strategic actions to strengthen service consistency and enhance the long-term competitiveness of its brand portfolio.
In the first stage, Hilton should reduce its over-reliance on the franchise model. Although this model has rapidly supported global expansion and reduced investment costs, it can lead the organisation to operational challenges such as inconsistency in service quality. Based on Agency Theory, franchises may prioritise short-term profit over long-term brand standards. Hence, Hilton should empower quality measuring systems and retain direct management of key flagship properties in strategic locations to protect brand reputation, hence, as discussed in Hospitality Net under “Brand Recognition”, poor franchise performance in even one branch  can  have a negative effect on the overall brand profile and customer trust.
Secondly, Hilton should develop its strategic partnerships with technology companies. Through Joint ventures or long-term agreements, and collaboration with selected suppliers, the organisation can gain access to innovations such as newest artificial intelligence, smart room systems, automation technologies  in the field of hospitality. Hence, it would be highly beneficial for Hilton organisation  to allocate a portion of its excess revenue to targeted investments in famous global technology providers specialising in hospitality innovation. By leveraging equity participation in technology companies, as well as developing professional relationships through conferences, trade shows and corporate events hosted within Hilton properties. Hilton organisation will be able to gain faster access to emerging technologies while simultaneously creating additional revenue opportunities. This approach will encourage continuous innovation, reduce Long-term capital investment pressure and enhance Hilton’s technology competitive advantage in the global hospitality industry. Hilton Hotels & Resorts should strengthen its corporate social responsibility ( CSR) strategy, particularly through integrating local businesses into hotel operations, such as dedicated space to local brands and supporting the economic development of host communities-In addition, the development of sustainable transportation systems, such as partnerships with electric vehicle providers and the introduction of electric taxi services within hotel operations, would contribute to improve environmental performance. These initiatives will also enhance customer satisfaction by offering more sustainable and convenient mobility options. 
Hilton should expand its offerings into experience-based hospitality by hosting more international events such as festivals, sporting competitions like(FIFA World Cup in Qatar) , business conferences, and wellness retreats. This approach based on the concept of the experience economy, will increase room occupancy, generate additional revenue, and create competitive differentiation in the global hotel market. This is a smart proposition for a major brand like Hilton to make.
It is evident that Hilton Hotels & Resort’s commitments are not merely symbolic slogan or formal statement displayed in the hotel environment, but is actually reflected in the daily operation’s of the organisation and the way that organisation serves its customers. These commitments are embedded in employees day-to day activities through strong leadership, alongside a clear emphasis on teamwork and customer satisfaction, which together support consistence service quality and organisational effectiveness.
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