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Executive Summary
The report here deals with the discussion of Hilton Hotels & Resorts as one of the leading global companies in the hospitality industry, the organisational structure that is being followed by the company is a hierarchical strategy in maintaining the satisfaction of the consumers and sustainability. The change initiatives observed with the introduction of a zero-waste food menu scheme in the hotels and changing with menu and reducing carbon emission. The strategic vision observed with Hilton’s local sourcing, testing practically with the change initiates, reducing the carbon emission and waste for environmental responsibility. The critical evaluation of the strategic vision of Hilton showed the mostly their strategies are effective and progressed on the right track to achieve the long-term objectives of environmental responsibility, operational efficiency and customer engagement. The recommendation that has been provided is the implementation of AI personalisation and the fostering of community engagement.












Table of Contents
Introduction	5
Organisation Structure, Culture, and Goals	5
Recent Change Initiatives	7
Strategic Direction	8
Conclusion	10
Recommendation	11
References	12









[bookmark: _Toc192173540]Introduction 
The Hilton Hotels and Resorts group is one of the leading global hospitality companies that has built a reputation based on the integration of innovation and excellence to maintain consumer satisfaction . It has been observed that the organisation is a customer-centric brand which helps workers evaluate the changing needs of the travellers. The brand has been known for being one of the brands that look into maintaining the satisfaction of the consumers along with that of the employees of the organisation so that they can maintain a good place for the travellers based on the creation of a welcoming environment for the consumers (Hilton, 2025b). Therefore, the report aims to analyse the organisational structure, culture and goals of Hilton Hotels and Resorts Groups. It will also explore some of the recent initiatives that have been implemented by the company while assessing the strategic decisions of the company. Lastly, the report will end with recommendations for enhancing the competitive edge and market standing of the company. 
[bookmark: _ffzf3bnhrgt3][bookmark: _Toc190441869][bookmark: _Toc192173541]Organisation Structure, Culture, and Goals
Organisational Structure 
The organisational structure that is being followed by the company in the management of the operations of the company is the hierarchical organisational structure with a strong emphasis on the regional; management of the hotels (Hilton, 2025a). The management of the company works towards the management of the organisation so that the organisation can maintain the satisfaction of the consumers while allowing the company to maintain its competitive advantage. The mission and vision of the company is to serve as a hospitable company while maintaining, entirety, leadership, teamwork, and ownership (Hilton, 2025c). Thus, the organisational structure that is being followed by the company allows it to maintain efficient decision-making while maintaining flexibility in the adaptation to the recent changes in the market. 
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Figure 1: Organisational Structure of the Hilton Hotel and Resorts Groups 
(Source: Hilton, 2025a)
The corporate culture of Hilton Hotel and Resorts Groups 
The corporate culture of the company is deeply rooted in factors like hospitality, inclusivity, diversity, and the well-being of the employees. Hilton Hotels and Resorts Groups fosters hospitality, integrity, leadership, teamwork and ownership in their corporate culture to enhance the bonds between employees and management (Hilton, 2025e). These are considered to be some of the key values which are maintained by the company in making operational decisions and service delivery while ensuring consistency across all departments of the organisation. On the other hand, it has been observed that the organisation has concentrated on the development of the career and upskilling of the employees so that they can ensure that the employees of the company can maintain the changing needs and preferences of the travellers (Medium, 2020). Based on various aspects of the company, it has been observed that the company has been focusing on maintaining the awareness and the visibility of the brand on the market and among its target customers. The theory that can be mentioned in this context is the stakeholder theory, as this allows the organisation to maintain the various expectations of the organisation (Mahajan et al. 2023). This will help them maintain the satisfaction of the consumers and the employees who are engaged with the operations of the organisation. 
Organisational goals at both corporate and individual unit levels
Considering the mission and the vision of the organisation and the core values that are maintained by the organisation, it can be said that it aims to maintain its leadership in the global market based on the implementation of innovation and maintenance of the satisfaction of the consumers (Hilton, 2025d). The organisation aims to increase its footprint in the global market based on the implementation of sustainable goals and maintaining the satisfaction of consumers by delivering outstanding customer service.
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 Identify recent change initiatives undertaken by the organisation
The Hilton Hotels and Resorts in the UK has recently taken the initiative of reducing the climate change factors with high waste and carbon emissions with “zero waste menus” (Hilton, 2024a). The initiatives have been taken based on the current issues of high waste generation and carbon emission with the company operations. Tark and Oh (2021) have viewed that Hilton Hotels and Resorts properties have been carbon neutral and reduced the emission from the properties by 61%. The commitment created a negative sentiment as the company faced backlashes against greenwashing activities. In this context, Hilton Hotels and Resorts has decided to make a pilot scheme to stop the food waste challenges at the corporate level. They have a plan to introduce a low food state menu across 20 properties majorly with 4 flagship hotels of Hilton Hotels and Resorts (Hilton, 2024a). The scheme has taken a step ahead to consider zero-waste cuisine towards customers through some unique menus using ox hearts, salmon cheeks, vegetable sticks to make sauce and pickles.      
 Analyse the impact of these initiatives on the organisation
The impact of the green initiative with the effort of zero-waste menus and the use of food waste in unique and tasty cuisines. The initiative by Hilton Hotels and Resorts UK has created major awareness among customers and many hotels are already cutting food waste (Green Queen, 2024). This initiative has compelled over 200 hotels who are seeking to address the issue and in the Middle Eastern area, Hilton Hotels and Resorts  proved towards 61% cutting in food waste. “Theory of planned behaviour” focuses on consumer perception based on the consequences happening around them (Djafarova and Foots 2022). Human behaviour can be predicted by social norms, perceived attitude and a person’s behavioural change. The theory can relate to the change initiative by Hilton Hotels and Resorts which can influence the choice and perception of their consumers. The impact of the change initiative has been noticed among the consumers as well as in the environment. The impact has been observed in lowering environmental concerns and pollution by reducing the landfills by 50% (Hilton, 2024a). The current brand valuation and reputation showed that Hilton Hotels and Resorts has still managed to be termed a “Valuable brand of the year” for the 9th consecutive year with a reduction of 45.1% in carbon emissions (Hilton, 2024b). 
 Evaluate how well these changes were managed
Current statistics show that the use of AI-enabled food-waste trackers helps detect the range of food waste in the UK and helps to lower 61% of food waste across the country (Hilton, 2024a). It showed that the practical provision to test the initiative has been implemented within four hotels, creating an individual-level evaluation to show its effectiveness. Hilton Hotels and Resorts has managed the change with the initiative to create a zero-waste menu with the engagement of local suppliers where the seasonal materials and food supplies were observed to lower the risks of high food miles (Green Queen, 2024). It showed that their initiatives were tackled with unique and knowledge management creating effectiveness to effectively apply the change. 
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Examine the strategic direction of the organisation
The change initiated with the zero-waste menus by Hilton Hotels and Resorts UK has taken the strategic direction of changing the menu with zero-waste items and reducing the production rate to avoid overproduction waste generation. Hilton’s Green Ramadan is one of the strategic movements that makes a reduction to 61% of food waste (The Sustainable Restaurant Association, 2024). They have their strategic decision in partnering with associations and institutes to deliver 75000 miles for those who are in poverty. It showed that the initiative has met the “Triple Bottom line” aspect where the focus is to meet the environment and planet's responsibility along with the responsibility to meet people’s demands (Jum'a et al. 2022). The initiative has a strategic direction of reducing environmental impact and creating trust among the customers by preventing “4.8 tonnes of waste and over 14 tonnes of CO2” emissions (Jum’a et al. 2022). The food trial by Hilton Hotels and Resorts has created value for their customers (Lets Recycle, 2024). On the other hand, in the case of Marriott in the green initiatives, their strategic direction to achieve net zero and zero waste has already achieved 25% in the year 2024 and focused on achieving 50% in 2025 (ESG News, 2024). Also, they have practically tested their initiates to identify the faults in the change aspect to ensure the success has contrasted with Hilton’s initiatives. It can be said that the strategic direction of Hilton Hotels and Resorts is quite progressive and effective to achieve the perceived goals. The strategic decision to rely on local suppliers can help Hilton Hotels and Resorts UK reduce the issues with long food miles. However, the practical testing with the initiative must be as effective as that of the other competitors with feedback, changing or altering menus with suitable ones able to reduce food waste.
 Analyse the strategies implemented to achieve their long-term objectives
Their strategies for reducing the impact on the environment with “4.8 tonnes of waste and over 14 tonnes of CO2” are effective in creating Environmental responsibility (Jum’a et al. 2022). Their long-term objective is to create sustainable approaches to meet consumer requirements (Hilton, 2025d). It can be said that the strategic direction with AI-enabled tracking of food waste, pilot schemes and local sourcing can help to retain their goals and achieve a sustainable approach. Hilton has been tracking their progress with their 2030 goal of “Travel with Purpose” (Hilton, 2025f). This goal can be further met by the strategies implemented by Hilton Hotels and Resorts.  
Customer engagement is the long-term objective that can be achieved by Hilton Hotels and Resorts with their sustainable approach. However, Hilton’s strategic vision does not create a social participation and promotional aspect for customers to understand the scheme and changes. According to Ahmad et al. (2023) “social exchange theory” focuses on the exchange of the behaviours of the two persons or organisations to create an ideation. It showed that engaging consumers can be possible by understanding their requirements and the perceived value can help to initiate a success path for Hilton Hotels and Resorts. 
Another area is to gain Operational efficiency through the changes and initiatives taken by Hilton Hotels and Resorts by testing the initiative in the flagship hotels before mass implementation. The changes in the menu and making decisions regarding the partnerships with NGOs help in gaining their long-term objective with operational efficiency to successfully draw the attention of customers with their zero-waste menus. 
[bookmark: _Toc192173544]Conclusion
Based on the above discussion, it can be said that Hilton Hotels and Resorts is considered to be one of the leading hospitality companies, which is based on core values like hospitality, innovation, employee engagement and maintenance of customer satisfaction. The change initiative that has been observed in the company includes a reduction in the climate change factors so that they can work on waste management with ʻʻZero Waste Menusʼʼ. The impact of the change has been observed. It has created an awareness in the minds of the people so that they can concentrate on lowering waste generation in terms of low food, which has been explained with the theory of planned behaviour. In this context, the recommendations that have been provided for maintaining their market position and competitive advantage include the implementation of AI personalisation and fostering community engagement.
[bookmark: _Toc192173545]Recommendation
Leveraging AI personalisation: The implementation of AI personalisation in the hotel industry leads to the leveraging of machine language for the analysis of the data of the guests, thus allowing the hotels to tailor the experiences of the customers based on the specific requirements of the consumers (Medium, 2024). The implementation will further allow the business to create a deeper and more meaningful connection with the customers, thus allowing the organisation to foster loyalty and satisfaction. It also helps in understanding the current competition in the business and tracks the changing trends and preferences of the consumers in the case of their expectations from luxury hotel brands (Vinnakota et al. 2022). In the case of the Hilton Hotels and Resorts, it can be said that the implementation of this form of change initiative will help in gaining the experiences of the consumers, thus allowing the organisation to maintain its competitive advantage based on innovation and customer satisfaction. 
[bookmark: _zd0u2t8az82z]Fostering Community Engagement: In this aspect, the organisation can implement various strategies like locally sourcing the requirements of the business along with maintaining positive relationships with the local business and supporting them. The importance of fostering community engagement is that it helps strengthen the bond of the business with that of the local communities around which it is functioning. It also helps the business maintain a positive image in the industry while maintaining brand awareness and visibility among the consumers of the organisation (Shin and Perdue, 2022). In the case of the implementation of this strategy on the part of Hilton Hotels and Resorts, it can be said that this will help in maintaining low-cost spending on raw materials and maintaining the satisfaction of the consumers (Nangpiire et al. 2022). Additionally, it will help in maintaining positive brand awareness and visibility of the brand on the market so that it can maintain a competitive advantage and its position in the market.
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