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In addition to the other information in this Annual Report on Form 10- K, the following risk factors should be considered
carefully in evaluating our company and our business. A summary of the principal factors that create risk in investing in our
securities and might cause actual results to differ from expectations is set forth below: « We are subject to the business, financial
and operating risks inherent to the hospitality industry, any of which could reduce our revenues and limit opportunities for
growth; « Macroeconomic conditions, public health concerns, geopolitical activity and other factors beyond our control can
adversely affect and reduce demand for our products and services; « Because we operate in a highly competitive industry, our
revenues or profits could be harmed if we are unable to compete effectively; « Our business is subject to risks related to doing
business with third- party property owners that could adversely affect our reputation, operational results or prospects for growth;
« Failure to keep pace with developments in technology could adversely affect our operations or competitive position; ¢
Failures in, material damage to or interruptions in our information technology systems, software or websites, including as a
result of cyber- attacks on our systems or systems operated by third parties that provide operational and technical services to us,
costs associated with protecting the integrity and security of personal data and other sensitive information and difficulties in
updating our existing software or developing or implementing new software could have a material adverse effect on our business
or results of operations; * The growth of internet reservation channels could adversely affect our business and profitability; ¢
Because we derive a portion of our revenues from operations outside the United States (" U. S."), the risks of doing business
internationally could lower our revenues, increase our costs, reduce our profits or disrupt our business; * The Eabershortages-or
the-loss of key senior management personnel or labor shortages could restrict our ability to grow our business or operate our
properties er-grow-otr-bustress-or result in increased labor costs that could adversely affect our results of operations; ® Our
business is subject to evolvrng corporate governance and pubhc disclosure regulations and expectations, including with respect
to sustainability = matters, that could increase costs or expose us to reputational
and other risks; and ¢ Our substantlal indebtedness and other contractual obligations could adversely affect our financial
condition, our ability to raise additional capital to fund our operations, our ability to operate our business, our ability to react to
changes in the economy or our industry and our ability to pay our debts, and could require us to divert our cash flows from
operations to make required debt or interest payments. These risk factors do not identify all risks that we face, and our business,
financial condition and results of operations could also be affected by factors, events or uncertainties that are not presently
known to us or that we currently do not consider to present material risks. Terms Used and Basis of Presentation in this Annual
Report on Form 10- K Except where the context requires otherwise, references in this Annual Report on Form 10- K to"
Hilton,"" the Company,"" we,"" us" and" our" refer to Hilton Worldwide Holdings Inc., together with all of its consolidated
subsidiaries. Except where the context requires otherwise, references to our" properties" refer to the hotels, resorts and timeshare
properties that are managed, franchised, owned or leased by us, as well as third- party hotels we do not manage or franchise
but that use our bookmg channels and related programs " strateg1c partner hotels"), Whrle references to" hotels" exclude
trmeshare propertles : B : as

atreh-a ; : Refer to" Part II — ltem 7. Management' s
Discussion and Analysrs of Financial Condmon and Results of Operations — Key Business and Financial Metrics Used by
Management" for additional information on our financial and performance metrics. Social Media We use our website at stories.
hilton. com, our Facebook page at facebook. com / hiltonnewsroom , our LinkedIn page at linkedin. com / company / hilton
and our corporate X {fermetlyTFwitterj-account at twitter-X . com / hiltonnewsroom as channels of distribution of company
information . We also use our website at cr. hilton. com to communicate our Travel with Purpose strategy . The
information we post through these channels may be deemed material. Accordingly, investors should monitor these channels, in
addition to following our press releases, our filings with the U. S. Securities and Exchange Commission (the" SEC") and our
webcasts. The contents of our website and social media channels are not, however, part of this report. Item 1. Business
Overview Hilton is one of the largest global hospitality companies rthe-werld-, with 7-8 , 530-447 properties comprising 1,
182268 , 937206 rooms in+26-140 countries and territories as of December 31, 2023-2024 . Founded in 1919, Hilton has been
an innovator in the industry for over 105 mere-than186-years, driven by the vision of founder Conrad Hilton" to fill the earth
with the light and warmth of hospitality." Our premier brand portfolio includes luxury, lifestyle, full service, focused service and
all- suites hotel brands, as well as eurtimeshare brands. As of December 31, 2623-2024 , we had 486-211 million members in
our award- winning guest loyalty program, Hilton Honors, a+9-an increase of 17 percent tterease-from December 31, 2622
2023 ; refer to" — Our Brand Portfolio" and" — Our Guest Loyalty Program" below for additional information on our brands,
including Hilton Honors. We operate our business through: (i) a management and franchise segment and (ii) an ownership
segment, each of which is reported as a segment based on (a) delivering a similar set of products and services and (b) being
managed separately given its distinct economic characteristics. The management and franchise segment includes all of the hotels
we manage for third- party owners, as well as all properties franehised-hotels-that license our intellectual property (" [P") 5
ineluding-and / et or use our booking channels brand--- and names-related programs , trademarks-and where serviee
marlesand-te-whteh-we provide other contracted services, but the day- to- day services of the hotels are operated or managed by



someone other than us. Revenues from this segment include: (i) management and franchise fees charged to third- party hotel
owners; (i) licensing fees from our strategic partners, including co- branded credit card providers, strategic partner hotels and
Hilton and-Grand Vacations Inc. (" HGV ") ; and (iii) fees for managing hotels in our ownership segment. The ownership
segment primarily derives revenues from nightly hotel room sales, food and beverage sales and other services at our
consolidated owned and leased hotels. For more information regarding our segments, refer to" — Our Business — Management
and Franchise" and" — Our Business — Ownership" below. In addition to our current hotel portfolio, we are focused on the
growth of our business by expanding our global hotel network through our development pipeline, which represents hotels that
we expect to add to our system in the future. The following table summarizes our development activity: As of or for the Year
Ended December 31, 2023HetelsReoms-2024HotelsRooms (1) Hotel systemOpenings395—-- systemOpenings 62-(2) 973 98 ,
960-400 Net additions (23 ) 353-53-904 83 . +66-000 Development pipelineAdditions994--- pipelineAdditions +36-(4) 1, 432
154 . 200 Count as of period end ( § 334-) 3, 274-462-578 498 , 466-600 (1) Rounded to the nearest hundred. (2)
Openings include 411 hotels and approximately 19, 500 rooms from strategic partner hotels. (3) Represents room
additions, net of rooms removed from our system . During 2024, 409 hotels and approximately 19, 400 rooms added were
from strategic partner hotels . Net unit growth for the year ended December 31, 2623-2024 was 7. 3 percent. ( 4 —S-pereent)
Additions include 423 hotels and approximately 20, 100 rooms from strategic partner hotels . (3-5 ) The hotels in our
development pipeline were under development throughout 118 countries and territories, including 36-25 countries and territories
where we had no existing hotels —4)-©f, with nearly half of the tetal-rooms irour-developmentpipeline; 24+6,600-were-under
construction and 259;-806-were-more than half of the rooms located outside of the U. S . Rooms under construction include
rooms for hotels under construction or operating hotels that are in the process of conversion to our system . Nearly all of
the rooms in our development pipeline will be in our management and franchise segment upon opening. We do not consider any
individual development project to be material to us. We continue to drive customer loyalty, including participation in our Hilton
Honors guest loyalty program, through: (i) our experience in the hospitality industry, which spans more than a century of
customer service and entrepreneurship, and continues to evolve to meet the tastes, preferences and demands of our guests; (ii)
our strong, well- defined brands that operate throughout the hospitality industry chain scales; (iii) our diversesinetasive
dedicated and collaborative workforce, built to focus on providing exceptional customer experiences; and (iv) our commercial
service offerings. We believe that satisfied customers will generate additional business at our properties, yielding strong overall
hotel performance for us and our hotel owners. Strong results at our existing properties will encourage further development of
additional hotels under our brands and conversions of existing hotels to our brands with both (i) owners who currently have
properties in our system and (ii) new owners who sign management or franchise contracts with us in the future, which further
supports our growth and future financial performance. We believe that our existing hotel system and development pipeline,
which will require minimal capital investment from us, positions us to further improve and grow our business, allocate capital
effectively and meet our customers' demands and preferences in the future. The goal of each of our brands is to deliver
exceptional customer experiences and superior operating performance. December 31, 2623-2024 (1) Brand (1) Countries /
TerritoriesPropertiesRoomsPercentage of Total RoomsSelected Competitors (2) +7359-17348 , $466-7960 . 8-7 % Four Seasons,
Mandarin Oriental, Peninsula, Ritz- Carlton, Rosewood Hotels & Resorts, St. Regis94+3+Regis244917 , 7746-1951 . +4 % JW
Marriott, Intercontinental, Sofitel, Grand Hyatt, Shangri- La, Fairmont7152, 6190. 2 % Leading Hotels of the World,
Legend Preferred Hotels & Resorts, Belmond, The Luxury Collection1191 — €eHeetton234716;-9504+—5-" Intereontinentat
Firmdale Hotels , EDITION Hotels, Rosewood Hotels, One Aldwych242, 7970. 2 % JW Marriott, Park-Grand Hyatt,
-Seﬁfel—l—l-‘l-@é—Falrmont 9406-Intercontinental, Omnil13437, 5810 . 6 % Kimpton, Thompson Hotels, W Hotels, Virgin
Hotels, The Hextent3+—-- Hoxton , SO / 98617227 7060133 W-Marriott, 46717 Grand-Hyat, FairmontIntereontinental;
Ommid7F613226;-04519- +9 % Hyatt Regency, Marriott, Omni, Sheraton, Westin381+643+Westin4418033 , 0662-7342 . 6-7 %
Autograph Collection, The Unbound Collection, Independent Hotels, MGallery, Kimpton55677+54-Kimpton2345 | 7681+3-7880
.45 % Le Meridien, Hyatt Centric, 25h, Hotel Indigo59695156, 94312. 4 %, Marriott, Crowne Plaza, Delta, Holiday Inn,
Radisson, Sheraton, Wyndhamt6+25+4--- Wyndham2115117 , 49+-7681 . 2-4 % Joie de Vivre, Tribute Portfolio, Graduate
Hetels;-Kimpton, Hotel Indigo, Ascend, Frademark72676+-Trademark826961 , 8445-9744 . 2-9 %, Hyatt Regency, Marriott,
Sheraton, Westinrt661+6----- Westinl41 , 2240 . 1 % AC Hotels, Aloft Hotels, Cambria, Hotel Indigo, Hyatt Centrie36+
Centric481 , 4946-7270 . 1 %Grt—rzeﬂM—Geﬂef&ter—”Phe—Hexteﬁ—Me*yﬁ‘etel—MAMA Shelter, POD-CitizenM , TRIBE-Ace
Hotels, YotelAee—Hete}sé%l— 61+6+49-Freehand641 ., +3642-060156, 47112 . 6-3 % Aloft, Courtyard by Marriott, Four Points,
Holiday Inn, Hyatt Plaee382-Place433 , 9H327072342 , 6962773727 . 70 % Comfort Suites, Courtyard by Marriott, Fairfield
Inn, Holiday Inn Express, Springhill Suites425324-Suites528327 , 7552-6052 . +-2 % Best Western, Comfort Inn, La Quinta,
Sleep Inn, Wingate, AvteH894+56-Avid4968, 7100 . +7 % Quality Inn, Baymont, Travelodge, Howard Johnson, Super 8, Days
nn45386+-Inn454462 , 6245-3194 . 2-9 9% Element, Hyatt House, Residence Inn, Staybridge Suites365276--- Suites375782 ,
4366-5156 . 6-5 % TownePlace Suites, Candleweood-Staybridge Suites, Hyatt Studios — — — — % StudioRes, Candlewood
Suites; Everhome-Suites, Stay Apt Suites, ECHO Suites, Extended Stay America Premiere Stites89246-Suites810518 , 169+
3921 . 4-5 % Disney Vacation Club, Holiday Inn Club Vacations, Marriott Vacations Worldwide, Travel & Leisure Co.

(1) Excludes 48-17 unbranded properties with 4, 633-392 rooms, representing approximately 0. 4-pereent-3 % of
total rooms and 409 strategic partner hotels with 19, 361 rooms, representing approximately 1. 5 % of total rooms. Hilton
Grand Vacations is inclusive of Hilton Club, Hilton Grand Vacations Club and Hilton Vacation Club. (2) These selected
competitors exclude lesser- known regional competitors. Waldorf Astoria Hotels & Resorts: Waldorf Astoria Hotels & Resorts
is a luxury brand with an award- winning portfolio of iconic properties with a relentless commitment to elegant service, one- of-
a- kind experiences and award-winning-culinary expertise in landmark destinations around the world. Waldorf Astoria hotels
deliver an effortless experience seamlessly, creating a true sense of place for guests through stunning architecture and design ,
the signature Pecacock Alley restaurant tuxury-bedding-, refined art collections, Michelin- starred dining eerteepts-restaurants



and chef partnerships and clevated in- room amenities . Conrad Hotels & Resorts: Conrad Hotels & Resorts is a luxury
brand that connects bold design, impactful experiences and curated contemporary art to inspire the conscientious
traveler. Found in major urban centers and resort destinations, Conrad is a place where guests are empowered to
explore through intuitive service and experiences that authentically connect them with local culture . LXR Hotels &
Resorts: LXR Hotels & Resorts is a hand- picked collection of independent and spirited luxury properties loeated-enfive
eontinents-celebrating the timeless pursuit of personal adventure. Found in alluring destinations and-etty-eenters-, LXR connects
legendary properties into an exclusive network of hotels that are set apart by individual design, an unrivaled commitment to
personalized service and elegant, yet locally immersive, experiences for guests. €enracd-NoMad Hotels &Reserts-: A-NoMad
Hotels is a luxury brand that spans—five-eontinents;Contad-brings guests sophisticated offerings in some of the world' s most
sought- after locatlons NoMad Hotels &—Resefts—efeates-are both grand and intimate, creating a unique blend of luxury

and lifestyle seam experiences and-eurated-eontemporary-throughout the stay

with special touches hke unlque local art collectlons featured to-tnspire-the-eonseientious-traveler—Found-in major-urban
eenters-each property. Signia by Hilton: Signia by Hilton is a luxury brand with a portfolio of exceptional hotels in

gateway cities and resort destinations around the world. Each Signia by Hilton property infuses sophistication into every
stay , €eﬁ1=ad—ts—offer1ng top- tier meetlngs and event spaces, a v1brant atmosphere, exceptional amenities and
personalized place-w rittive-service catered to and-experienees-that
aut-heﬂt-tea-l-lry—eeﬂﬂeet—t-hem» the wrt-h—leea-l—eul-tufe-needs of today s global traveler . Canopy by Hilton: Canopy by Hilton is
an upper upscale brand that delivers elevated, boutique hotel experiences that celebrate the best of the reighborhoed-locale .
Inv 1t1ng,, SOPlllSthdted deswn bespoke food dnd bev erage and crafted touchpomts deliver a locally 1nsp11ed high- end and

. Hilton Hotels & Resorts

pfepeﬁ-tes—afe—lee&ted-ls the trusted global leader in seught-—a—ftefdes-t-rnaﬁeﬂs-hospltahty An upper upscale and-brand offer
exeeptionat-travel-experienees-to-every-gaest—with more than 600 hotels and resorts in nearly 100 countries and territories,
Hilton Hotels & Resorts are-apper-apseale;-continues to set the standard for the industry and upholds Conrad Hilton’ s
vision to fulHfill serviee-properties-that-feature-advaneed-the earth with the light and warmth of hospitality by meeting--

elevating every celebration and event spaees-and-serviees-, award—winning restatrants-creating real human connections, and
mindfut-fitness-immersing guests in the best of global and weHnessfaetlities-local cultures in the world’ s most desired

destinations . Curio Collection by Hilton: Curio Collection by Hilton is an upper upscale brand with a global portfolio of
individually remarkable hotels hand- picked to immerse guests in one- of- a- kind moments in sought- after destinations. Each
hotel in the Curio Collection evokes a bespoke story through distinctive architecture and design, world- class food and beverage
and curated experiences. Graduate by Hilton: Graduate by Hilton is an upper upscale lifestyle brand of handcrafted
hotels in dynamic, university- anchored towns. Each Graduate hotel brings stories and traditions to life and offers the
perfect setting for game days, reunions, graduations, campus visits and more. DoubleTree by Hilton: DoubleTree by Hilton
is a fast- growing global pertfetie-efupscale brand hetels—Formere-than-that 50-years-continues to be a symbol of comfort
for business and leisure travelers around the world . offering contemporary accommodations and amenities. DoubleTree
by Hilton has-maintained-is renowned for its phrlesephy—ef—ma-kmg—guesfs—feel—warm, carlng serv1ce, beglnnlng w1th its
signature welcome that includes th MRpPota v

bever&ge—e*peﬂeﬂees—state-ef-—the hotel’ s famous orlglnal ;

i, NOW avallable in an allergy- frrendly optlon The 1nclus1ve service experlence offers upscale food and beverage
experiences and features a hallmatic-variety of the-brand-s-hospitableserviee-flexible meeting spaces for events of all sizes .
Tapestry Collection by Hilton: Tapestry Collection by Hilton is an upper upscale brand with a portfolio of original hotels that
offer guests unique style and vibrant personality, encouraging travelers to connect to their destination and enjoy authentic off-
the- beaten- path experiences. While each property is unique, every Tapestry Collection by Hilton property is united by the
reliability that comes with the Hilton name. Embassy Suites by Hilton: Embassy Suites by Hilton offers both leisure and
busmess travelers an approaehdble upper upscale expenenee with-dedieated-eustomer-. As a full- service hotel that-antieipates

v FEES—W viee-, every Embassy Suites provides upperupseate-brand
effers—bet-h—leta:tfe—aﬁd-bustﬂess—trﬁelefs—spdc1ous mo room suites with separate bedroom and living room spaee-spaces , free

made- to- order breakfast each morning, complimentary drinks and snacks during at-an-evening reception every night, flexible
meetings and events spaces and 24- hour fitness centers. Tempo by Hilton: Tempo by Hilton is an upscale, stylish and
contemporary lifestyle hotel brand designed for the ambitious traveler looking to maintain a sense of balance and momentum.
Tempo by Hilton offers re- imagined guest rooms designed with well- being in mind, dynamic communal spaces for
collaboration or focused work, healthy cafe- style dining, a leading- edge beverage program and next- level fitness facilities.
Motto by Hilton: Motto by Hilton is an upper midscale brand with an urban, lifestyle feel designed to help-connect guests to the
center of it all — buzz- worthy spaces and the pulse of the communlty Through its efﬁclent guest rooms, l-we—llvely

des*gn,—and locally mspned food and be\ erage optlons caterlng to mﬂke—eaeh—hetel-guests and locals ahke, Motto 1s a
launchpad to destinations around the globe and eity—Mette-byHitendelivers a flexible and innovative hospitality experience



through elements hke first- of- its- kind Connectrng rooms for up to nine rooms sHvely-eommunal-sp
: and-soctaluse-by-guests-andloealss . Hilton Garden Inn: Hilton Garden Inn is an award- winning, upscale
brand Where guests find an open, inviting atmosphere with warm, glowing service and simple, thoughtful touches that allow
them to socialize and unwind. As a recognized leader in food and beverage offerings, Hilton Garden Inn caters to guests' dining
needs by serving cooked- to- order breakfast and offering handcrafted cocktails, shareable small plates and full meals at its on-
site restaurants and bars. Flexible meeting space, free Wi- Fi, wireless printing and fitness centers are offered to help guests stay
productive. Hampton by Hilton: Hampton by Hilton is our largest brand and includes both Hampton Inn and Hampton Inn &
Suites hotels, with properties located on feur-five continents. Recognized as a leading upper midscale brand in the lodging
industry, Hampton has been ranked the # 1 lodging brand to franchise by Entrepreneur for +5-16 consecutive years. Hampton by
Hilton hotels around the world provide guests high- quality and thoughtfully designed accommodations, friendly and authentic
service and value- added amenities, like complimentary hot breakfast and free Wi- Fi, all backed by the 100 % Hampton
Guarantee. Tru by Hilton: Tru by Hilton is a game- changing, midscale hotel brand where guests don' t have to compromise
between a consistent, fun and affordable hotel stay. Spirited, simplified and grounded in value, Tru by Hilton is designed for
cross- generational appeal, with a large, reimagined public space where guests can work, play, lounge and eat. Effietently
Intuitively designed modern guest rooms feature a rolling desk, oversized windows for natural light and bright, spacious
bathrooms. Guests can enjoy complimentary amenities, including a-the build- your- own " Top It" breakfast bar featuring our
tasty pancakes , a multifunctional fitness center and fast Wi- Fi. Premium snacks, light meal options and single- serve wine and
beer are available for purchase at the 24 / 7 Eat. & Sip. market. Spark by Hilton: Spark by Hilton is a premium economy hotel
brand at the intersection of value and consistency. Spark by Hilton provides a reliable and comfortable stay at a hotel with
friendly service for every guest, all at an accessible price. Offering simple design with splashes of color and cheer, Spark by
Hilton hotels provide a welcoming sense of arrival with colorful exterior statement walls and inspiring artwork. The public
spaces provide multi- functional seating, from communal tables to rocking chairs, and guest rooms are comfortable and relaxing
Wrth s1rnple streamhned furnrture Travelers can enJoy Cornphmentary breakfast w1th premlurn coffee and a srgnature bagel bar.

pfepeft—tes—tﬂ-etuedeve}epment—pi-pehﬂe—ﬂomewood Surtes by Hrlton Homewood Sultes by Hllton is an upscale award—

winning, all- suites, extended- stay hotel brand that delivers the comforts of home. This brand offers home- like
accommodations for guests and their pets traveling for an extended stay or quick overnight trip. Guests enjoy inviting,
generous- srzed suites featurlng separate lrvrng and sleeprng areas and fully equlpped krtchens w1th full size refrrgerators as

driven amenities tne}ude-lncludmg eeﬁap{-nﬁeﬂtafy—WLt—Fr—aﬁd-free breakfast and comphmentary evenlng receptlons every
week . Home?2 Suites by Hilton: Home2 Suites by Hilton is an upper midscale, all- suites, award- winning extended- stay hotel
eoneept-brand offering stylish accommodations with flexible guest room configurations and home- like amenities for-eost-
eonsetons-gHests-. W1th a eeﬁﬁﬂt-men-t—te—focus on envrronmentally frrendly products and hotel operations, Home2 Suites by

Hilton offers € v g ens;-laundry and fitness areas, free
5v’vﬁt-—F—i—ma-l-t-rp-}e—outdoor spaces, e*paﬂsi-ve-eenﬁatmiw—spaees—and—pet frrendly environments and complimentary breakfast .
LivSmart Studios by Hilton: LivSmart Studios by Hilton is a midscale, long- stay hotel brand for guests lookmg for comfortable
apartment- style accommodations for 28-10 nights or more. Offering simplicity, consistency and convenience, LivSmart Studios
by Hilton will create a space where guests can seamlessly maintain their daily routines while also immersing themselves in the
local community. Fhe-In addition to studio suites with ample storage space and fully equipped kitchens, the hotel will
feature a streamlined public area filled with natural light that includes a simpte-retail market, a large guest laundry room and a

state- of- the- art fitness center. There will also be a spacious outdoor gathering area -whteh-inetades-a-fire-pit;grilts;-and
comfortable seatlng for guests lookmg to connect. G-uest—LlVSmart sfud-le-Studlos ploneering vision sui-tes—wﬂ-l—tﬁel-ude—a—ftd-l-y

ﬁpﬁeﬂs—for transformlng the J:(-)ﬂg—extended stay ’ffave}ersegment is credlted with Hllton s recognltlon as one of Fast
Company’ s 2024 Most Innovative Companies. We expect to open our first LivSmart hotel in 2025 and as of December
31, 2024 had over 75 hotels in our development pipeline . Hilton Grand Vacations: Our timeshare brands, including Hilton
Club, Hilton Grand Vacations Club and Hilton Vacation Club, are premier vacation ownership brands known for delivering a
consistently exceptional standard of service, maximum flexibility for members and guests and elegant, family- friendly resorts
in desirable locations around the world. Signature elements include spacious, well- appointed accommodations and resorts with
extensive on- site amenities. A special points- based reservation system gives owners the flexibility to vacation when, where and
how they prefer. HGV has the exclusive right to use our timeshare brands, subject to the terms of a long- term license agreement
with us. Hilton Honors is our award- winning guest loyalty program that supports our portfolio of brands. The program generates
significant repeat business by rewarding guests with points for each stay at our owned, leased, managed, franchised and
timeshare properties , as well as each stay at strategic partner hotels when the stay is reserved through our booking
channels , which are then redeemable for free or discounted room nights at our properties and other goods and services. Hilton
Honors members can also use points earned to transact with strategic partner hotels as well as many strategic partners,
including credit card providers, such as American Express, airlines, rail and car rental companies, Amazon, Lyft and others.
Hilton Honors members who book through preferred Hilton channels also have access to instant benefits, including a flexible
payment slider that allows members to choose nearly any combination of points and money to book a stay, an exclusive member
discount and free standard Wi- Fi. Members also have access to contactless technology exclusively through the Hilton Honors
app, where members can check in, choose their room and access their room using Digital Key. The program provides targeted
marketing, promotions and customized guest experiences to +86-211 million members. Affiliation with our loyalty program
encourages members to allocate more of their travel spend to our hotels. The percentage of travel spend we capture from loyalty



members increases as they move up the tiers of our program. The program is funded by contributions from eligible revenues
generated by Hilton Honors members and collected from properties in our system, as well as our strategic partnerships. The
funds collected by the Hilton Honors program are subsequently applied to reimburse hetels-properties and strategic partners for
Hilton Honors points redemptions by loyalty members and to pay for administrative expenses and marketing initiatives that
support the program. As of December 31, 2623-2024 , our existing system included the following properties and rooms, by type,
brand and 1'00ion' Owned / Lcascd (D) ManagedFranchlsed/

LlcensedTotalPropertlesRoomsPropertlesRoomsPropertlesRoomsPropertlesRoomsWaldorf Aslona Hotels & Resertst
ResortsZ —S—463 328, 333 —— -1%34 8, 796 Conrad Hotels & Resorts2 779 43 13 920 4 %9-8—1—2—4%9-8%1&%&&&3

a Afriea 82,496 49 17 266
—8—2— 195 %Gev*ﬁa—Paerﬁe—é—Hé9—6—H§9—LXR Holc S &ReseﬁsU—~ Resorts —S——71,15581, 464 15

2,619 NoMad — —1 91 — — 1 91 Signia by Hilton — — 4 2, 797 — — 4 2, 797 Canopy by Hilton — — 11 1, 850 32 5,
731 43 7, 581 Hilton Hotels & Resorts46 15, 896 298 127, 317 273 84, 254 617 227, 467 Curio Collection by Hilton — —
276, 055 153 27, 679 180 33, 734 Graduate by Hilton — — — — 34 5, 788 34 5, 788 DoubleTree by Hilton 3-522-3-522

Amerteas{exeliding bS5 — ——+76-+76-Earope———176-170 46 13672377 Middle Eastand-Afrtea——2331+3
%Bﬁ*ﬁa—Paerﬁe—Hé—HH%—h%reeﬂ&d—Hﬁehh&—ResefBU—S—é—Z— 227214265 525 110 , 736-83-678 695

156 , 943 Tapestry Collection by Hilton
51262 Middle East-and-Afrieat-614-41+-689-— — 52-694 146 17 , 074 151 17 363-AsiaPaeifte - +6424-7-, 768 Embassy

Suites -8—1—8—1—659%6—8,—64—1—6&&0py—by Hrl-teﬁU—~ Hllton —Sk %&4—499%6—4—499—&&}&&&8—&*&&&@—9—8—)—2

Amerieas(exehading b-—S)——5-574-5574-Spark by Hittenb-5—— — — — 8 9—16—1 727 8 9451, 727 Hilton
Garden Inn — — 126 24, 736 934 131, 735 1, 060 156, 471 Hampton by Hilton — — 53 8, 549 3, 019 334, 188 3, 072 342,
737 Tru by Hilton — — — — 283 27, 605 283 27, 605 Spark by Hilton — — ——96 8, 710 96 8, 710 Homewood Suites
by Hitten-- Hilton —S—— — 8 1 999-563-57-, 53+5+H1-58-020 536 61 , 299 544 62 530-Americas(exeluding b—S9)——3
496—24—2— 319 6-8-8—2—7—3—994—H0mu Sunus by Hittern- Hllton —Sk —2210 593—62—755 82, %69%95—62—305 757 82, 47-9

+5-515 Strategic partner 3,1”—1-9—1-8—4—63-3—"130’éal—he’fels§-1—~— hotels 4—7,—494—899—259—47—2—6%84—89-8—865—7—43-8—1—}66—8%8
Hiltonr-Grand-Vaeations<(2) — — — — 409 9216;109— 19 9216-, 361 409 +69-- 19, 361 Other (3) — — 3 1, 087 14 3, 305
17 4, 392 Total systemS+hotelsS0 17, 49+-860-256-138 831 255 | 291 472-6;-679-944;-974-7. 530-461 977, 385 8, 342 1, 249,
814 Hilton Grand Vacations (4) —— — — 105 +82-- 18 , 392 105 18, 392 Total system50 17, 138 831 2585, 291 7, 566 995,
777 8,447 1, 268, 206 Owned / Leased (1) ManagedFranchised /
LicensedTotalPropertiesRoomsPropertiesRoomsPropertiesRoomsPropertiesRoomsU. S. — — 187 81, 173 5, 700 735,
705 S, 887 816, 878 Americas (excluding U. S.) 1405 70 17, 819 393 54, 446 464 72, 670 Europe39 11, 579 111 27, 920 665
83, 727 815 123, 226 Middle East & Africa4 1,991 112 31, 153 36 5, 796 152 38, 940 Asia Pacific6 3, 163 351 937 97

, 226 667 97, 711 1, 024 198, 100 Total hotels50 17, 138 831 255, 291 7, 461 977, 385 8, 342 1, 249, 814
Hilton Grand Vacations (4) — — — — 105 18, 392 105 18, 392 Total systemS0 17, 138 831 255, 291 7, 566 995, 777 8, 447
1, 268, 206 (1) Includes hotels owned or leased by entities in which we own a noncontrolling financial interest. (2) Includes
hotels that are included in our booking channels and participate in the Hilton Honors guest loyalty program through
strategic partnership arrangements. (3) Includes other hotels in our system that are not distinguished by a specific
Hilton brand. (4) Includes properties under ear-timeshare brands including Hilton Club, Hilton Grand Vacations Club and
Hilton Vacation Club. We manage hotels and license our brands through our management and franchise segment. This segment
generates its revenue primarily from fees charged to hotel owners under management and franchise contracts, as well as from
fees associated with license agreements , which include arrangements with strategic partner hotels . We grow our
management and franchise business by attracting owners to become a part of our system and participate in our commercial



services to support their properties. Our management and franchise contracts provide significant return on investment for us as
we earn and collect fees. Hotel Management Our core management services consist of operating hotels under management
contracts for the benefit of third parties who either own or lease the hotels and the associated personal property. Often,
particularly in the U. S., we employ the individuals working at these locations. Terms of our management contracts vary, but
our fees generally consist of a base management fee, which is generally based on a percentage of the hotel’ s monthly gross
operating revenue, and, when applicable, an incentive management fee, which is generally based on a percentage of the hotel' s
operating profits, normally over a one calendar year period, and, in some cases, may be subject to a stated return threshold to the
hotel owner. In general, the owner pays all operating and other expenses and reimburses any of our out- of- pocket expenses. In
turn, our managerial discretion typieally-is subject to approval by the owner in certain major areas, including the approval of
annual operating and capital expenditure budgets and , in most instances, the appointment of certain key personnel.
Additionally, the owners generally pay monthly program fees based on the underlying hotel' s sales or usage, as reimbursement
for the costs related to our: (i) advertising and marketing programs; (ii) internet, technology and reservation systems; and (iii)
quality assurance programs. Owners are also responsible for various other fees and charges, including payments for
participation in our Hilton Honors guest loyalty program, training, consultation and procurement of certain goods and services.
As of December 31, 2023-2024 , we managed $86-831 hotels with 256-255 , 472-291 rooms, which does not include hotels in
our ownership segment. The initial terms of our management contracts are typically 20 to 30 years. In certain cases, we are both
the franchisor and manager of the hotel, when we enter into a franchise contract in addition to the management contract, and, in
these cases, we classify the hotel as managed in our system. Extension options for our management contracts are negotiated and
vary, but typically are more prevalent in full service hotels. Generally, these contracts contain one or two extension options that
are for either five or 10 years and can be exercised at our or the hotel owner' s option or by mutual agreement, as specified by
the contract. Some of our management contracts provide early termination rights to hotel owners upon certain events, including
the failure to meet certain financial or performance criteria. Performance test measures typically are based upon the hotel’ s
performance individually and / or in comparison to specified competitive hotels. We often have an optional cure right to pay an
amount equal to the performance shortfall over a specified period, although in some cases our cure rights are limited.
Franchising We license our IP, including our brand names, trademarks and service marks, and our operating systems to hotel
owners under franchise contracts. We do not own, manage or operate franchised properties, do not employ the individuals
working at these properties and do not have any legal responsibility for the employees or the liabilities associated with operating
these properties. We conduct periodic inspections of our franchised hotels to ensure that brand standards that we establish are
maintained. For newly franchised hotels, including both new construction and conversions of existing hotels outside of our
system, we approve the location, as well as the plans for the facilities, to ensure the hotels meet our brand standards. For
existing franchised hotels, we provide franchisees with property improvement plans that must be completed to keep the hotels in
compliance with our brand standards, so that they can remain in our hotel system. Each franchisee pays us an application,
initiation or other fee in conjunction with the inception of a franchise contract. Franchisees also pay a royalty fee, generally
based on a percentage of the hotel’ s monthly gross room revenue and, in some cases, may also include a percentage of gross
food and beverage revenues and other revenues, as applicable. Additionally, franchised properties generally pay monthly
program fees based on the underlying property' s sales or usage, as reimbursement for the costs related to our: (i) advertising and
marketing programs; (ii) internet, technology and reservation systems; and (iii) quality assurance programs. They are also
responsible for various other fees and charges, including payments for participation in our Hilton Honors guest loyalty program,
training, consultation and procurement of certain goods and services. We also earn license fees from license agreements with
strategic partners, including co- branded credit card providers and strategic partner hotels , and HGV. As of December 31,
2623-2024 we-franehised-6;-679-hotels-and-resorts-, including timeshare properties and strategic partner hotels , we
franchised or licensed 7, 566 hotels and resorts with 9+4-995 | 974-777 rooms. Our franchise contracts typically have initial
terms of approximately 20 years for new hotels and approximately 10 to 20 years for hotels converting from hotels outside of
our system. At the expiration of the initial term, we may have-a-eontraetual-righter-ebligatienrte-rclicense the hotel to the
franchisee , at our or the hotel owner' s option or by mutual agreement, for an additional term generally ranging from 10 to
15 years. We have the right to terminate a franchise contract upon specified events of default, including nonpayment of fees or
noncompliance with brand standards. If a franchise contract is terminated by us because of a franchisee’ s default, the franchisee
is contractually required to pay us liquidated damages. As a hotel owner and lessee, we focus on maximizing cost efficiency and
profitability of the portfolio by, among other things, maximizing hotel revenues, implementing cost- effective labor
management practices and systems and reducing fixed costs. Through our disciplined approach to hotel and asset management,
we develop and execute on strategic plans for each of our hotels to enhance their competitive position and we invest in
renovating guest rooms and public spaces and adding or enhancing meeting and retail space for properties where we believe
such investments will improve profitability. As of December 31, 2023-2024 , the ownership segment included 5450 hotels
totaling 17, 49+138 rooms, comprising 44-43 hotels that we leased, two hotels that were each leased by a consolidated variable
interest entity (" VIE") and five hotels owned or leased by unconsolidated affiliates. Corporate Responsibility Environmental;
Seetatand-Governanee-Hilton strives to create long- term value for all efour stakeholders and strengthen the resilience of our
business while also advancing responsible travel and tourism globally through ourE-SG-sfr&tegy—Whteh—ts—gfetmded-m-eﬂf
Travel with Purpose geals-strategy . As one of the world’ s largest hospitality companies, Hilton recognizes its responsibility to
create positive environmental and social impaet-impacts across our operations, supply chain and communities to ensure our
hetelproperties and surrounding communities remain vibrant and resilient for generations of travelers to come. We have
established and maintain a governance structure that supports our strategy by overseeing the management of the
business in a manner consistent with the best interests of Hilton and our stakeholders. We continue to make progress
towards our Travel With-with Purpose 2036-Geals-goals , including: (i) building envirenmental—aiming-toward-a net-zero



more sustainable future with-through destination stewardship and well- defined targets for emissions watts(earbon-and

energy)-, water and waste; (ii) supporting positive social impact by —supperting-and-advancing careers, communities and
1espons1ble Conduct and (111) geveﬂa&nee—dd\ dnung dnd measuring our goals w it 1a—feeus—eﬁ—mteultv and tlanspdlency

supported by a governance structure that is designed to ensure the objectives are an nnpondnt part of our business dnd strategic
priorities as-we-worktowards-eur2030-Goals- Our executive committee receives at least quarterly updates on our ESG-Travel
with Purpose programs and progress eneur2030-Geals—The Nominating-&ESG-Committee-, and one of the three standing
committees of Hilton' s board of directors s-also receives quarterly reports on this progress, reviews and assesses our related
strategy and makes recommendations to the board and management as appropriate. The board of directors also receives annual

updates on pregress—tew&rds—om Travel %G%G-Gea-}s—We-eﬁgage—\x ith h Purpose s’fakehe-}ders—te—hel-p—ahgn—etu*E—SG—pregr&rﬁs

strategy p-}&nm-ng—and 1mpact LwhtStav Fis our

plopnetdw and—w&rd—wmn-mg—E—SG—maﬁagemeﬂt—system for—ahgns—wrth—&te—erﬁerta—e—ﬁ&te—@%ebal—&tsf&m&b%e%uﬂsm

Geuneﬁ-%—ST&)—and—ts—used—te—measure—measurlng —manage—and fepert—reportlng manfy'—eﬂ-l-r}ten—s—keyhen-\ﬂrefnﬁeﬁtal-and
-- our ,—rn-—krnd-e}enaﬁeﬁs—&né

progress tow ard aeh-teﬂng—om %939—Travel w1th Purpose G-ea-}s-goals Whi-l-e—deh—b‘eﬂng—me&mﬂgftﬂ—data— Our propertles track

energy, water, waste and associated utility cost reduction projects under way, as well as community volunteerism and
charitable donations. Robust reperting-reports te-inform our eastomers-properties of their progress on a regular basis .
The Hilton Global Foundation supports nonprofits and local community organizations that serve as partners to amplify our
positive environmental and social impact around the world. The Hilton Global Foundation , ereated in 2019, is our primary
international philanthropic arm and is registered as a U. S.- based 501 (c) (3) charitable organization. In 2024, the Hilton
Global Foundation announced $ 5. 3 million in grants to support environmental sustainability, hospitality career
development, and community resilience. More details about our Travel with Purpose goals and our progress toward
them are reported annually in our Travel with Purpose Report, available at cr. hilton. com. Environmental Impact We
remain eemmrtted—te—focused on our goal ofleducms_ greeiﬂaeuse—gas—emlmons tn—l-rne—wrt-krel-rna&te—setenee—l—l—&ten—w&s—t-he

2036-Goal-ofredueing-water and waste intensity at the hotels we opemte 78 These efforts are supported by ut1hty cost savings
measures including HVAC controls these-thatare-owned-, eased-building automation system technologies and managed
turnkey LED hghtlng fueled by ée-pereeﬁt—utlhty 1ncent1ves wherever poss1ble with-2008-as-our-baseline—To-achieve-our

eontites-return on 1nvestment and dehver cost sav1ngs to owners and enhance the guest experlence eve-l-ve—we—may

fuﬁheﬁreﬁne—euﬁeﬂiﬂrefﬂﬁeﬂtai—rmpaet%@%@-@e&}s— We also eva

we ‘ontmued to create fnake—steady
Hg-resources that w 111 help facil 1tate sus’fa-rnab-}e




partner with our corporate customers to quantify and plan sustamdble meetings by prov 1dm<r them , upon request with
1epomno thdt estlmates pfejeets—e&rbeﬁ—emlsswns for their event, as well as optlons to 1educe those estlmated emissions —Fer

territories, we use our olobal scale to be an engine of opportunity by -feetts'rﬂg—eﬁ—posmvely 1mpact1ng our commumtles
through local support and volunteerlng, Lreatmg ledmmg and career growth opponumtles positively-impaeting-our

economic support initiatives

chaitroperations-. Threugh-During 2024, Hllton and the Hllton Global Foundatlon supported—we—paﬁneﬁwrt-h—t-he
International-Youth-Foundationby-providing-our hotel teams Passportto-Sueeess-Coneterge-program;an-and enline-eontse

surrounding communities through disasters and crises, including the floods in Brazil and Hurricanes Helene and Milton

that devastated parts of isfree-to-youth-around-the southeastern U. S. This included making globe-whe-are-interested-in
buﬁd-mg—t-he—eefe—skrl-ls—fehl serles of contrlbutlons to World Central Kltchen e&PeePrﬂ—t-fa—V‘el—aﬁd—feﬂﬂSﬁ—Stﬁee—&S—lﬂttﬂeh—iﬁ

efg&rr&aﬁeﬁs—afeuﬂd-t-he—g-}ebe—supponnm the dehvery of meals hespﬁa%&ye&reer—deve}epﬂ&eﬁt—’Phe—PHteﬂ—U{éFeuﬂd&ﬁeﬂ
made—rts—mattgur&l—gr&nts—m%@%—to those in need &8 E-a v

to Lombatmg human tmﬁld(lng and we require all hotel- based employees to complete an annual tlammg on 1dent1tv1ng signs
of trafficking. We partner with erganizatienssaeh-asits-aPenalty-and-P ACT (formerly ECPAT)-, an organization dedicated
to reducing trafficking and exploitation , to help prevent trafficking , and similarly collaborate on human rights initiatives
through the World Sustainable Hospitality Alliance, World Travel and Tourism Council, American Hotel & Lodging
Association (" AHLA") and United Kingdom (" U. K.") Stop Slavery Hotel Industry Network. The Hilton Global Foundation
continues has-eommitted-to support the AHLA Foundation' s No Room for Trafficking -NRFFS-Survivor Fund, which aims



to equip community- based organizations to engage and support trafficking survivors. At Buring2023-Hilton and-, we
prioritize respon51ble sourclng by requiring suppliers to comply with the standards in our Hilton Respon51ble Sourcing

-rnel-uded» 1nclude 1ntegr1ty d : 4 4
eare-and fair dealing, human rlghts, protectlng personal and business 1nformatlon, commltment to et-heﬁ the

env1ronment and prov1d1ng a safe and healthy work environment. See baste—needs—as—weﬂ—as—strppert—fer—t-he—f&mﬁres—ef

Opportunltles, Development and Tralnlng" below for information on learnlng and career growth opportunltles. As of
December 31, 2623-2024 , we employed or managed approximately +78-181 , 000 individuals at our owned, leased and
managed hotels and corporate offices. There were approximately 288-311 , 000 additional individuals employed by third- party
owners working at our franchised properties. Our human capital management strategy focuses on attracting, developing and
retaining the best talent in the industry, and our executive committee reviews talent strategy and succession plans on a quarterly
basis to assess current and future talent needs. We want to build a strong employee- centered culture that creates connectivity,
camaraderie and trust among all employees, which then supports our employees to deliver positive experiences to guests at our
hotels. Hilton' s commitment to building strong culture threngh-an-anwavering-foeus-focuses on creating a workplace that 18
tehastve;-offers strong growth opportunities and is driven by purpose wasreeognized-and earned Hilton recognition by
Fortune magazine and Great Place to Work and-earned-Hiltonthe-top-spetas their—- the 2623-2024 # +2 World' s Best
Workplace and top hospitality company in the world for the eighth consecutive year . While-our-During the year ended
December 31, 2024 we saw 1mprovements in workforce stablhty, with both hiring and retention volumes normahzmg in

eeﬂt-rntte-rn—se}eet—regieﬁs—and—foﬁ*e}eet—re-}es— We continue to review our €
and-mvestinemployee-benefits programs-and programmatic offerings to ensure we remain competltlve, are 1nvest1ng in

our employees' development and well- being and are enhanee-enhancing our recruiting strategies to tap into new pools of
talent. Fhrive-Compensation and Benefits Hilton offers competitive pay and benefits to its employees, including a variety
of compensation programs and comprehensive benefit programs. We regularly review pay parity across various
workforce segments as part of our ongoing talent processes. Through our employee stock purchase plan, eligible
employees can purchase Hilton stock through after- tax payroll deductions at Hilten-a 15 percent discount from the
market stock price. As of December 31, 2024, approximately 25 percent of people employed or managed by us globally
and approximately 40 percent of people working in the U. S. were covered by various collective bargaining agreements
that generally address pay rates, working hours, other terms and conditions of employment, certain employee benefits
and orderly settlement of labor disputes. Our benefits and programs include paid time off, parental leave, adoption assistance,
subsidized health insurance, education assistance and-, flexible work arrangements and Go Hilton travel programs, which make
discounted rooms available to hotel and corporate employees, as well as their families and friends. Our medical and mental
health care programs include a global platform focused on caregiving that provides resources for employee self- care, as well as
enabling employees to care for others, including sick, disabled or elderly family members, children and pets; a concierge service
supporting eligible employees with logistical and administrative tasks related to caregiving; education, training and resources on
substance use disorders to eligible employees; an Employee Assistance Program; and parental and bereavement leave and
education resources for expecting and new parents. We regularly survey our employees to monitor levels of engagement, trust,
and management effectiveness, among other targeted topics, and use their feedback to inspire program enhancements and new
offerings. We strive to maximize employee retention and minimize attrition with these and other measures. Approximately 32
percent of our U. S. employees have been with Hilton for at least 10 years. Jnelastve-Culture-\V ¢ are-eommitted-to-take a broad,
long- term an-and equﬂab-}e—busmess- ahgned approach to develop a dedlcated and tne-}uswe—collaboratlve W orkfoue to

ﬂetweﬁﬂng—&nd—deve}epment—epper&tm&es—mthway P1001ams te—help foster economic moblllty in the communltles in which

we operate and create a more robust talent pipeline for historiealty-our business drawing from underrepresented talent



groups including veterans, which consists of individuals who have served in the military and supportdiversity-efforts-the
caregivers and spouses of those who have served in the military, as well as people with disabilities and displaced persons.
The advancement of our employees is important to us and we provide them with robust learning and development
opportunities, as well as mentorship opportunities to corporate employees at all levels. We are focused on providing
opportumtles for the internal movement of our employees and the promotion from entry level p051t10ns 1nto management

experiences so that employeei can follow a trammg and career path best suited to their goals including a Wlde array of general
business, industry or function- specific technical skills and leadership development courses and programs. Our leadership
development programs aim to build leadership skills through structured levels of self- paced learning and live facilitated
sessions with focus areas of leading self, leading individuals and leading teams. Additionally, our People Leader Essential
training offers a self- paced curriculum to employees, with content on key leadership topics, including effective
communication, delegation, prioritization, coaching and talent development to support current, new and future people
leaders at Hilton. One of our targeted programs for developing General Managers (“ GMs ), GM Academy eurrientant,
is centered on nine core General-Manager~GM S-business capabilities, some of which include leadership and people
management, asset management, customer engagement and commercial performance. Additionally, Hilton' s global Signature
Leadership Development programs and mentorship programs focus on building effective leaders across the enterprise to grow
our leadership bench strength. These programs provide opportunities for participants to develop key competencies, network with
and learn from senior leaders and enhance business acumen. Governance, Ethics and Regulatory Compliance As a core
underpinning of our entire organization, our board of directors oversees our cthics and compliance program is-everseen-by-our
board-ofdireetors-, which expeets-requires all Hilton employees to conduct themselves at the highest standards with respect to
all ethics and compliance matters. Our Code of Conduct establishes a set of global business principles, with our compliance
organization, training, risk management and monitoring activities tailored to address unique risks by geography, business line,
function and level. Our Code of Conduct is supported by robust compliance policies addressing risk areas such as corruption,
trade sanctions, insider trading, privacy, confidential information, antitrust and escalation of concerns. Our legal and compliance
training program, which is an annual requirement for all of our employees, conveys consistent compliance standards across the
organization in formats designed to target different knowledge levels, learning styles and functional needs. Our annual training
calendar includes mandatory training and supplemental training that is supported by periodic company- wide awareness
campaigns highlighting Hilton- specific risks and scenarios. In governing the physical safety of our properties and teams, to help
ensure the safety and security of our employees and guests, we constantly monitor threats and incidents around the world
through online tools and external networks and partnerships; support our properties globally with crisis alert communications,
crisis plans and area crisis teams; provide employees with safety and security training resources; and conduct safety and security
audits annually using a risk- based approach. Our legal compliance team administers a third- party risk management program so
that we understand the qualifications, reputation and associations of third parties with whom we transact, particularly third
parties who interface with government officials and third parties who act in Hilton” s name, such as owners of our hotels. The
third- party risk management program includes due diligence, education materials for third parties, ongoing monitoring of
relationships and appropriate contract audit and termination rights. Our legal compliance team also monitors a comprehensive
and confidential reporting tool to assist management and employees in addressing fraud, abuse and other misconduct in the
workplace. The Audit Committee of our board of directors receives regular updates from our legal compliance team on third-
party risk and information from our confidential reporting tool. Competition We encounter active and robust competition as a
hotel and resort manager, franchisor, owner and lessee. Competition in the hospitality industry is based on several criteria,
generally including: the attractiveness of the facility; location; level of service; quality of accommodations; amenities; food and
beverage options and outlets; public and meeting spaces and other guest services; consistency of service; room rate; brand
reputation; and the ability to earn and redeem loyalty program points through a global system. Our properties and brands
compete with other hotels, resorts, motels, inns and other accommodation rental services in their respective geographic markets
or customer segments, including facilities owned by local interests, individuals, national and international chains, institutions,
investment and pension funds and real estate investment trusts (" REITs"). We believe that our capabilities as a multi- branded
manager, franchisor, owner and lessee of hotels with an associated global, system- wide guest loyalty program and commercial
platform kelps— help us continue to maintain our position as one of the largest and most geographically diverse hospitality
companies in the world. Our principal competitors include other branded and independent hotel operating companies, national
and international hotel brands and ownership companies. While local and independent brand competitors vary, on a global scale,
our primary competitors are Accor S. A., Choice Hotels International, Hongkong and Shanghai Hotels, Hyatt Hotels
Corporation, Intercontinental Hotel Group, Marriott International, Radisson Hotel Group and Wyndham Hotels & Resorts.
Seasonality The hospitality industry is seasonal in nature. The periods during which our properties experience higher or lower
levels of demand vary from property to property, depending principally upon their location, type of property and competitive
mix within the specific location. Based on historical results, we generally expect our revenues to be lower in the first quarter of



each year than in each of the three subsequent quarters. Cyclicality The hospitality industry is cyclical, and demand generally
follows, on a lagged basis, key macroeconomic indicators. There is a history of increases and decreases in the development and
supply of and demand for hotel rooms, occupancy levels and room rates realized by hotel owners through economic cycles. The
combination of changes in economic conditions and in the supply of hotel rooms can result in significant volatility in results for
owners and managers of hotel properties. The costs of running a hotel, including personnel costs, rent, property taxes, insurance
and utilities, tend to be more fixed than variable. As a result of such fixed costs, in a negative economic environment, the rate of
decline in earnings can be higher than the rate of decline in revenues. Intellectual Property In the highly competitive hospitality
industry in which we operate, trademarks, service marks, trade names, logos and patents are very important to the success of our
business. We have a significant number of trademarks, service marks, trade names, logos, patents and pending registrations and
expend significant resources each year on surveillance, registration and protection of our IP, which we believe has become
synonymous in the hospitality industry with a reputation for excellence in service and authentic hospitality. Government
Regulation Our business is subject to various foreign and U. S. federal and state laws and regulations, including laws and
regulations that govern the offer and sale of franchises, many of which impose substantive requirements on franchise contracts
and require that certain materials be registered before franchises can be offered or sold in a particular jurisdiction. In addition, a
number of states regulate the activities of hospitality properties and restaurants, including safety and health standards, as well as
the sale of liquor at such properties, by requiring licensing, registration, disclosure statements and compliance with specific
standards of conduct. Operators of hospitality properties also are subject to laws governing their relationship with employees,
including minimum wage requirements, overtime, working conditions and work permit requirements. Our franchisees are
responsible for their own compliance with laws, including with respect to their employees, minimum wage requirements,
overtime, working conditions and work permit requirements. Compliance with, or changes in, these laws could reduce the
revenue and profitability of our properties and could otherwise adversely affect our operations. We also manage hotels with
casino gaming operations as part of or adjacent to the hotels —Hewever-, which are typically managed wtt-h—t-he—e*eept—teﬁ-ef
eas*nes—&t—eeﬁa&n—pfepeﬁtes—m—Pueﬁe—Rtee—and Egy=pt—operated by thlrd partles If we manage and operate the casinos , we -

g g syptandcmploy thlrd-
party compllance consultants and service prov1ders and hold and malntaln the casino gamlng license . As 2 result, our
business operations at these-such facilities are subject to the licensing and regulatory control of the local regulatory agency
responsible for gaming licenses and operations in those jurisdictions. For additional information on government regulation,
including environmental regulations and requirements, refer to" Part I — Item 1 A. Risk Factors." Insurance U. S. managed
hotels and foreign managed and franchised hotels are permitted to participate in certain of our insurance programs by mutual
agreement with the hotel owners; however, if they do not participate in our insurance programs, the hotel owners must purchase
insurance programs consistent with our requirements. Generally, U. S. franchised hotels are not permitted to participate in our
insurance programs, but rather the hotel owners must purchase insurance programs consistent with our requirements. In addition,
our management and franchise contracts typically include provisions requiring the hotel owner to indemnify us against losses
arising from the design, development and operation of such hotel. Most of our insurance policies are written with self- insured
retentions or deductibles that are common in the insurance market for similar risks, and we believe such risks are prudent for us
to assume. Our third- party insurance policies provide coverage for claim amounts that exceed our self- insurance retentions or
deductible obligations. We maintain insurance coverage for general liability, property, business interruption, terrorism and other
risks with respect to our business for all of our owned and leased hotels, and we maintain workers' compensation or equivalent
coverage for all of our employees. We also are self- insured for health coverages for some of our U. S. and Puerto Rico
employees, which include those working at our corporate operations and managed hotels, with third- party insurance protection
for costs over specified thresholds. Where You Can Find More Information We file annual, quarterly and current reports, proxy
statements and other information with the SEC. Our SEC filings are available to the public over the internet at the SEC' s
website at www. sec. gov. Our SEC filings are also available free of charge on our website at ir. hilton. com as soon as
reasonably practicable after they are filed with or furnished to the SEC. Our website and the information contained on or
connected to that site are not incorporated into this Annual Report on Form 10- K. Item 1 A. Risk Factors Risks Related to Our
Industry We are subject to the business, financial and operating risks inherent to the hospitality industry, any of which could
reduce our revenues and limit opportunities for growth. Our business is subject to a number of business, financial and operating
risks inherent to the hospitality industry, including: * significant competition from multiple hospitality providers in all parts of
the world; ¢ changes in the supply and demand for hotel services, including rooms, food and beverage and other products and
services; * the financial condition of and relationships with third- party property owners, developers and joint venture and
strategic partners, including the risk that owners may terminate or fail to comply with our management, franchise et joint
venture or strategic partner contracts; ¢ decreases in the frequency of business travel that may result from alternatives to in-
person meetings, including virtual meetings hosted online or over private teleconferencing networks; ¢ decreases in the
availability and / or increases in the cost of capital necessary for us and third- party hotel owners to fund investments, capital
expenditures and service debt obligations; ¢ increases in operating costs, including employee compensation and benefits, energy,
insurance, food and beverage and other supplies; ¢ significant increases in cost for health care coverage for employees and
potential government regulation with respect to health care coverage; ¢ increases in costs due to inflation or other factors that
may not be fully offset by increases in revenues in our business, as well as increases in overall consumer prices, including the
prices of our offerings, due to inflation, which could weaken consumer demand for travel and the other products we offer and
adversely affect our revenues; * changes in taxes and governmental regulations that influence or set wages, prices, interest rates
or construction and maintenance procedures and costs; ¢ the costs and administrative burdens associated with complying with
applicable laws and regulations; * the costs or desirability of complying with local practices and customs; ¢ shortages of labor or
labor disruptions; « the ability of third- party internet and other travel intermediaries who sell our hotel rooms to guests to attract




and retain customers; ¢ the quality of services provided by franchisees, as well as their ability to comply with relevant
regulations and contractual requirements relating to a variety of issues including environment, human rights and labor;  delays
in or cancellations of planned or future development or refurbishment projects at hotels in our system; ¢ cyclical over- building
in the hospitality industry; ¢ changes in desirability of geographic regions of the hotels in our business, geographic concentration
of our operations and customers and shortages of desirable locations for development; and ¢ the costs required for environmental
initiatives, including those resulting from regulatory changes or stakeholder or customer expectations. Any of these factors
could (i) increase our costs or (ii) limit or reduce the prices we are able to charge (a) third- party hotel owners for providing
management and franchise services or (b) hotel customers for hospitality products and services, or (iii) otherwise affect our
ability to maintain existing properties or develop new properties. As a result, any of these factors can reduce our revenues and
limit opportunities for growth. Macroeconomic conditions, public health concerns, geopolitical activity and other factors beyond
our control can adversely affect and reduce demand for our products and services. Macroeconomic conditions, geopolitical
activity, public health concerns and other factors beyond our control can reduce demand for hospitality products and services,
including demand for rooms at our hotels. These factors include, but are not limited to: * changes in general economic
conditions, including inflation, elevated-interest rates, supply chain disruptions, low consumer confidence, increases in
unemployment levels and depressed real estate prices resulting from the severity and duration of any downturn in the U. S. or
global economy and financial markets; * conditions that negatively shape public perception of travel or result in temporary
closures or other disruption at our hotel properties, including travel- related accidents, outbreaks of pandemic or contagious
diseases, such as COVID- 19, Ebola, Zika, avian flu, severe acute respiratory syndrome (SARS), HIN1 (swine flu) and Middle
East Respiratory Syndrome (MERS); ¢ geopolitical activity, political and social unrest and governmental action and uncertainty
resulting from U. S. and global political and social trends and policies, including potential barriers to travel, trade and
immigration; ¢ wars, such as Russia' s invasion of Ukraine and the 2823-escalation of conflict in the Middle East, political
instability or civil unrest, terrorist activities or threats and resulting heightened travel security measures, any of which may
foreclose travel to certain locales or decrease the appeal of travel among the general population; * the impact of U. S. Federal
government shutdowns and other similar governmental budgetary impasses or reductions; ¢ decreased corporate or government
travel- related budgets and spending, as well as cancellations, deferrals or renegotiations of group business, such as industry
conventions; ¢ statements, actions or interventions by governmental officials related to travel and corporate travel- related
activities and the resulting negative public perception of such travel and activities; * the financial and general business condition
of the airline, automotive and other transportation- related industries and its effect on travel, including decreased airline capacity
and routes and increased travel costs; * perceived negative impacts of tourism on local cultures, human rights and the
environment; ¢ cyber- attacks; ¢ the impact of climate change or availability of natural resources; * natural, climate- related or
man- made disasters and extreme weather conditions, including earthquakes, tsunamis, tornadoes, hurricanes, typhoons, floods,
wildfires, volcanic eruptions, oil spills and nuclear incidents; ¢ labor shortages, which could restrict our ability to efficiently
operate or grow our business and / or increase our costs; ¢ organized labor activities, which could cause a diversion of business
from hotels involved in labor negotiations and loss of business for our hotels generally as a result of certain labor tactics; and °
other changes in the overall demand for what we offer, including the desirability of particular locations or travel patterns of
customers. Any one or more of these factors could limit or reduce overall demand for our products and services or could
negatively affect our revenue sources, which could adversely affect our business, financial condition and results of operations.
Contraction in the global economy or low levels of economic growth could adversely affect our revenues and profitability, as
well as limit or slow our future growth. Consumer demand for our services is closely linked to the performance of the general
economy and is sensitive to business and personal discretionary spending levels. Decreased global or regional demand for
hospitality products and services can be especially pronounced during periods of economic contraction or low levels of
economic growth, and the recovery period in our industry may lag overall economic improvement. Declines in demand for our
products and services due to general economic conditions could negatively affect our business by limiting the amount of fee
revenues we are able to generate from our managed and franchised properties and decreasing the revenues and profitability of
our owned and leased properties. In addition, many of the expenses associated with our services, including personnel costs,
interest, rent, property taxes, insurance and utilities, are relatively fixed. During a period of overall economic weakness, if we
are unable to meaningfully decrease these costs as demand for our services decreases, our business operations, financial
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v Rlsks Related to Operatlng Our Business Because we operate in a
highly competltlve industry, our revenues or proﬁts could be harmed if we are unable to compete effectively. The segments of
the hospitality industry in which we operate are subject to intense competition. Our principal competitors are other operators of
luxury, full- service and focused- service hotels, including other major hospitality chains with well- established and recognized
brands. We also compete against smaller hotel chains, independent and local hotel owners and operators, home and apartment
sharing services and timeshare operators. If we are unable to compete successfully, our revenues or profits may decline.
Competition for hotel guests We face competition for individual guests, group reservations and conference business at our
hotels. We compete for these customers based primarily on brand name recognition and reputation, as well as location, rates for
hotel rooms, food and beverage and other services, property size and availability of guest rooms and conference and meeting
space, quality of the accommodations and technology provided, previous customer experience and satisfaction, amenities and
the ability to earn and redeem loyalty program points. Our competitors may have greater commercial, financial and marketing
resources and more efficient technology platforms, which could allow them to improve their properties and expand and improve
their marketing efforts in ways that could affect our ability to compete for guests effectively, or they could offer a type of
lodging product that customers find attractive but that we do not offer. Competition for management and franchise contracts We
compete to enter into management and franchise contracts. Our ability to compete effectively is based primarily on the value
and quality of our management services, brand name recognition and reputation, our access to and willingness to invest capital
or provide other incentives or inducements, availability of suitable properties to maintain brand variety across geographic areas,
the overall economic terms of our contracts and the economic advantages to the third- party hotel owner of retaining our
management services and / or using our brands. If the properties that we manage or franchise perform less successfully than
those of our competitors, if we are unable to offer terms as favorable as those offered by our competitors or if the availability of
suitable properties is limited, we may not be able to compete effectively for new management or franchise contracts. Any
deterioration in the quality or reputation of our brands could have an adverse effect on our reputation, business, financial
condition or results of operations. Our brands are among our most important assets. Our ability to attract and retain guests
depends, in part, on the public recognition of our brands and their associated reputation. In addition, the success of our hotel
owners’ businesses and the amount of payments to us for the assets and services we provide them may depend on the strength
and reputation of our brands. If our brands become obsolete or consumers view them as unfashionable, unsustainable or lacking
in consistency and quality, we may be unable to attract guests to our hotels and may further be unable to attract or retain our
hotel owners to use our management and franchise services. Changes in ownership or management practices, perceptions of our
ESG-corporate responsibility practices, perception of guest or employee health or safety, the occurrence of accidents or
injuries, cyber- attacks, security breaches, natural disasters, crime, failure of suppliers, franchisees or business partners to
comply with relevant regulations and contractual requirements relating to a variety of issues including environmental, human
rights and labor, individual guest, owner or employee notoriety or similar events at our hotels and resorts can harm our
reputation, create adverse publicity and cause a loss of consumer confidence in our business. Because of the global nature of our
brands and the broad expanse of our business and hotel locations, events occurring in one location could negatively affect the
reputation and operations of otherwise successful individual locations. In addition, the expansion of social media has
compounded the potential scope of negative publicity by increasing the speed and expanse of information dissemination. Many
social media platforms publish content immediately and without filtering or verifying the accuracy of that content. A negative
incident or the perception of occurrence of a negative incident at one hotel could have far- reaching effects, including lost sales,
customer boycotts, loss of development opportunities and employee difficulties. Such incidents have in the past and could in the
future subject us to legal actions, including litigation, governmental investigations or penalties, along with the resulting
additional adverse publicity. A perceived decline in the quality of our brands or damage to our reputation could adversely affect
our business, financial condition and results of operations. Our business is subject to risks related to doing business with third-
party property owners that could adversely affect our reputation, operational results or prospects for growth. Unless we maintain
good relationships with third- party hotel owners and renew or enter into new management and franchise contracts, we may be
unable to maintain or expand our presence and our business, financial condition and results of operations may suffer. Our
business depends on our ability to: (i) establish and maintain long- term, positive relationships with third- party hotel owners;
and (ii) enter into new, and renew, management and franchise contracts. Although our management and franchise contracts are
typically long- term arrangements, hotel owners may be able to terminate the contracts under certain circumstances, including
the failure to meet specified financial or performance criteria. Our ability to meet these financial and performance criteria is
subject to, among other things, risks common to the overall hospitality industry, including factors outside of our control. In
addition, negative pricing trends in the industry for management and franchise and related fees more broadly could adversely
affect our ability to negotiate with hotel owners. If we fail to maintain and renew existing management and franchise contracts
or enter into new contracts on favorable terms, we may be unable to expand our presence and our business, and our financial
condition and results of operations may suffer. Our business is subject to real estate investment risks for third- party hotel
owners that could adversely affect our operational results and our prospects for growth. Growth of our business is affected, and
may potentially be limited, by factors influencing real estate development generally, including site availability, financing
availability and cost, planning, zoning and other local approvals. In addition, market factors such as projected room occupancy,
changes in growth in demand for customers compared to projected supply, geographic area restrictions in management and
franchise contracts, costs and availability of construction labor and materials and anticipated room rate structure, if not managed



effectively by our third- party hotel owners could adversely affect the growth of our management and franchise business. If our
third- party hotel owners are unable to repay or refinance loans secured by properties, or to obtain financing adequate to fund
current operations or growth plans, our revenues, profits and capital resources could be reduced and our business could be
harmed. Many of our third- party hotel owners pledge their properties as collateral for loans entered into at the time of
development, purchase or refinancing. If our third- party hotel owners are unable to repay or refinance maturing indebtedness
on favorable terms or at all, which could be more difficult in the current interest rate environment, their lenders could declare a
default, accelerate the related debt and repossess the property . We have been required and we-eould-also-may, in the future,
be required to make cash payments for any debt that we have guarantee-guaranteed or letters of credit that we have extended.
While we maintain certain contractual protections, repossession could result in the termination of our management or franchise
contract or eliminate revenues and cash flows from the property. In addition, the owners of managed and franchised hotels
depend on financing to develop or buy and improve hotels and, in some cases, fund operations during down cycles. Our hotel
owners’ inability to obtain adequate funding or to do so at interest rates that they are willing to accept could materially adversely
affect the operation, maintenance and improvement plans of existing hotels, result in the delay or stoppage of the development
of our existing development pipeline and limit additional development to further expand our hotel portfolio. Hotel owners with
financial difficulties have been and may continue to be unable or unwilling to pay us amounts that we are entitled to under our
existing contracts on a timely basis or at all. Likewise, if we or our hotel owners or franchisees are unable to access capital to
make physical improvements to our hotels, the quality of our hotels may suffer, which may negatively impact our reputation and
guest loyalty, and our performance may suffer as a result. If our third- party property owners fail to make investments necessary
to maintain or improve their properties, guest preference for Hilton brands, Hilton' s reputation and performance results could
suffer. Substantially all of our management and franchise contracts, as well as our license agreement with HGV, require third-
party property owners to comply with quality and reputation standards of our brands, which include requirements related to the
physical condition, use of technology, safety standards and appearance of the properties, as well as the service levels provided
by hotel employees. These standards may evolve with customer preference, or we may introduce new requirements over time. If
our property owners fail to make investments necessary to maintain or improve the properties and related operations in
accordance with our standards, or based on customer demand more broadly, guest preference for our brands could diminish. In
addition, if third- party property owners fail to observe standards or meet their contractual requirements, we may elect to
exercise our termination rights, which would eliminate revenues from these properties and cause us to incur expenses related to
terminating these contracts. We may be unable to find suitable or offsetting replacements for any individually terminated hotels
or broader third- party owner relationships. Contractual and other disagreements with third- party property owners could make
us liable to them or result in litigation costs or other expenses or termination of existing management or franchise contracts. Our
management and franchise contracts require us and our hotel owners to comply with operational and performance conditions
that are subject to interpretation and could result in disagreements. Any dispute with a property owner could increase our costs
even if the outcome is ultimately in our favor. We cannot predict the outcome of any arbitration or litigation, the effect of any
negative judgment against us or the amount of any settlement that we may enter into with any third party. Furthermore, specific
to our industry, some courts have applied principles of agency law and related fiduciary standards to managers of third- party
hotel properties, which means that property owners may assert the right to terminate contracts even where the contracts do not
expressly provide for termination. Our fees from any property permitted to be terminated would be eliminated, and accordingly,
may negatively affect our results of operations. Some of our existing development pipeline may not be developed into new
hotels, which could materially adversely affect our growth prospects. As of December 31, 2623-2024 , we had 3, 274-578 hotels
in our development pipeline under one of our brands or a strategic partner hotel brand , of which we-define-as-hotels-225,
100 rooms are under construction , whlch includes operating hotels that are in the process of conversion into or-our system

der-on . The commitments of owners and developers with whom we have contracts
are subject to condltrons and the eventual development and construction of our development pipeline, in particular for hotels
not currently under construction, is subject to risks, including, in certain cases, the owner' s or developer' s ability to obtain
adequate financing and governmental or regulatory approvals. Unfavorable economic conditions also could affect our ability to
enter into management and franchise contracts with potential third- party owners of our hotels, who may be unable to obtain
ﬁnancrng or face other delays or cost pressures in developrng hotel prOJects As a result, at times seme-propettiesitrour

y v ; new hotels have entered our pipeline at a slower rate

than ant1c1pated some propertles in t-he—past—our development plpellne have entered our system later than we anticipated
and some hotels under development never enter our system at all, thereby negatively affecting our overall growth. New hotel
brands or non- hotel branded concepts that we launch in the future may not be as successful as we anticipate, which could have
a material adverse effect on our business, financial condition or results of operations. We have launched and acquired and may
continue to launch and acquire new hotel products, brands and / or concepts or execute brand expansions into new markets,
including international markets. These products may not be accepted by hotel owners, franchisees or customers and we cannot
guarantee the level of acceptance any new or acquired brand will have in the development and consumer marketplaces. If new
or acquired branded hotel products, non- hotel branded concepts or brand expansions are not as successful as we anticipate, we
may not recover the costs we incurred in their development , acquisition or expansion, which could have a material adverse
effect on our business, financial condition and results of operations. The risks resulting from investments in owned and leased
real estate could increase our costs, reduce our profits and limit our ability to respond to market conditions. Our investments in
owned and leased real property (including through joint ventures) subject us to various risks that may not be applicable to
managed or franchised properties, including: * governmental regulations relating to real estate ownership or operations,
including tax, environmental, zoning and eminent domain laws; ¢ fluctuations or loss in value of real estate or potential
impairments in the value of our assets due to changes in market conditions and expectations of future hotels revenues and costs




of operations in the area in which real estate or assets are located; ¢ increased potential civil liability for accidents or other
occurrences on owned or leased properties; ¢ the ongoing need for capital improvements and expenditures funded by us to
maintain or upgrade properties, some of which were constructed many years ago, and contractual requirements to deliver
properties back to landlords in a particular state of repair and condition at the end of a lease term; * construction delays, lack of
availability of required construction materials or cost overruns (including labor and materials) related to necessary capital
improvements of owned and leased properties; ¢ periodic total or partial closures due to renovations and facility improvements; *
risks associated with any mortgage debt, including the possibility of default, fluetaating-interest rate levels, particularly in the
current interest rate environment, and uncertainties in the availability of replacement financing; ¢ the inability to rebuild a
property that has been damaged or destroyed by casualty, including a climate- related weather event, as a result of governmental
regulations or other restrictions; ¢ the inability to renew our leases on favorable terms or at all; « our limited ability to influence
the decisions and operations of joint ventures in which we have a minority interest; * force majeure events, including
earthquakes, tornadoes, hurricanes, wildfires, floods, tsunamis, climate- related weather events, outbreaks of pandemic or
contagious diseases or acts of terrorism;  contingent liabilities that exist after we have exited a property; * costs linked to the
employment and management of staff to run and operate an owned or leased property; ¢ increased operating costs including
energy, insurance, food and beverage, supplies and other operating costs; and « the relative illiquidity of real estate compared to
some other assets. The negative effect on profitability and cash flow from declines in revenues is more pronounced in owned
and leased properties because we, as the owner or lessee, bear the risk of the costs required to own and operate a hotel. Further,
during times of economic distress, declining demand and declining earnings often result in declining asset values, and we or our
joint ventures may not be able to sell properties or exit leasing arrangements on favorable terms or at all. Accordingly, we may
not be able to adjust our owned and leased property portfolio promptly in response to changes in economic or other conditions. .
Failure to keep pace with developments in technology could adversely affect our operations or competitive position.The
hospitality industry demands the use of sophisticated technology and systems for property management,brand assurance and
compliance,procurement, finanee;humantesoutees;reservation systems ,operation of our guest loyalty programs .distribution
of hotel resources to current and future customers and guest amenities and-the-operationrofthe- Hiltonr Honors-guestloyalty
program-. These technologies may require refinements and upgrades,and third parties may cease support of systems that are
currently in use.The development and maintenance of these technologies has-regtired-and-may further-require significant
investment by us.As various systems and technologies become outdated or new technology is required,we may not be able to
replace or introduce them as quickly as needed or in a cost- effective and timely manner.In some cases,hotel owners may refuse
to upgrade systems or deploy new technology to replace aging or end- of- life software and / or hardware.As a result,our
business operations could be disrupted and our competitive position could decline,adversely affecting our financial
performance,or we may not achieve the benefits we may have been anticipating from any new technology or system
Failures in, material damage to or interruptions in our information technology systems, software or websites, including as a
result of cyber- attacks on our systems or systems operated by third parties that provide operational and technical services to us,
costs associated with protecting the integrity and security of personal data and other sensitive information and difficulties in
updating our existing software or developing or implementing new software could have a material adverse effect on our business
or results of operations. We depend heavily upon our information technology systems in the conduct of our business. We
develop, own and license or otherwise contract for sophisticated technology systems and services for property management,
brand assurance and compliance, procurement, finance, human resources, reservattons— reservation systems , distribution of
hotel resources to current and future customers and guest amenities and the operation of the Hilton Honors guest loyalty
program. Such systems are subject to, among other things, damage or interruption from power outages, computer and
telecommunications failures, computer viruses, third- party criminal activity including" ransomware" or other malware and
natural and man- made disasters. Although we have a cold disaster recovery site in a separate location and cloud backup
processes to baek-ap-provide continuous resilience of our core reservation, property management, distribution and financial
systems, certain of our data center operations are currently located in a single facility or with a single cloud- based provider.
Although we continue to renovate and migrate portions of our operations to cloud- based providers while simultaneously
building and operating new applications and services with those cloud- based providers, any loss or damage to our primary
physical or cloud- based facilities could result in operational disruption and data loss as we transfer production operations to our
disaster recovery site or cloud providers. Damage or interruption to our information systems may require a significant
investment to update, remediate or replace with alternate systems, and we may suffer interruptions in our operations as a result.
In addition, costs and potential problems or interruptions associated with the implementation of new or upgraded systems and
technology or with maintenance or support of existing systems could also disrupt or reduce the efficiency of our operations. Any
material interruptions or failures in our systems, including those that may result from our failure to adequately develop,
implement and maintain a robust disaster recovery plan and backup systems could severely affect our ability to conduct normal
business operations and, as a result, have a material adverse effect on our business operations and financial performance. We
rely on third parties for the performance of a significant portion of our information technology functions worldwide. In
particular, our loyalty platform, property management, reservation and distribution systems rely on data communications
networks and systems operated by unaffiliated third parties and cloud providers. The success of our business depends in part on
maintaining our relationships with these third parties and their continuing ability to perform these functions and services in a
timely and satisfactory manner. If we experience a loss or disruption in the provision of any of these functions or services, or
they are not performed in a satisfactory manner, we may have difficulty in finding alternate providers on terms favorable to us,
in a timely manner or at all, and our business could be adversely affected. We rely on certain vendors for traditional software
and cloud / software- as- a- service operations to maintain and periodically upgrade many of these systems and applications so
that they can continue to support our business. The software programs supporting many of our systems were licensed to us by



independent software developers. The inability of these developers or us to continue to maintain and upgrade these information
systems and software programs has impacted, and in the future woutd-could , disrupt or reduce , the efficiency of our
operations if we were unable to convert to alternate systems in an efficient and timely manner . For example, in July 2024 a
software update by CrowdStrike Holdings, Inc., a cybersecurity technology company, caused a global information
technology outage. Although the outage did not have a material impact to our business, we were temporarily impacted
by the outage, and similar software outages in the future could harm our operations and be material to us . We are
vulnerable to various risks and uncertainties associated with our websites and mobile applications, including changes in required
technology interfaces, website and mobile application downtime and other technical failures, unexpected costs and changes and
issues as we upgrade our website software and mobile applications. Additional risks include computer malware, changes in
applicable federal, state and international regulations, security breaches, legal claims related to our website operations, e-
commerce fulfillment and other consumer privacy concerns. Our failure to successfully respond to these risks and uncertainties
could reduce website and mobile application sales and have a material adverse effect on our business or results of operations.
Cyber- attacks could have a disruptive effect on our business. From time to time we and our third- party service providers
experience cyber- attacks, attempted and actual breaches of our or their information technology systems and networks or similar
events, which could result in a loss of sensitive business or customer information, systems interruption or the disruption of our
operations. The techniques that are used to obtain unauthorized access, disable or degrade service or sabotage systems change
frequently and may be difficult to detect for long periods of time, and despite our deployment of cyber- attack prevention and
detection techniques, we are accordingly unable to anticipate and prevent all data security incidents. We have in the past been
subject to cyber- attacks and expect that we will be subject to additional cyber- attacks in the future and may experience data
breaches , especially as the pace, scale and sophistication of cyber- attacks continue to increase across all industry sectors,
including hospitality . Even if we are fully compliant with legal standards and contractual or other requirements, we still may
not be able to prevent security breaches involving sensitive data. The sophistication of efforts by hackers to gain unauthorized
access to information systems has continued to increase in recent years and may continue to do so at an accelerating pace as
criminals leverage generative artificial intelligence- based technologies and services. Breaches, thefts, losses or fraudulent uses
of customer, employee or company data could cause consumers to lose confidence in the security of our websites, mobile
applications, point of sale systems and other information technology systems and, as a result of this loss in confidence, choose
not to purchase from us. Such security breaches also could expose us to risks of data loss, business disruption, litigation, fines,
regulatory charges and other costs or liabilities, any of which could adversely affect our business. We are incorporating artificial
intelligence technologies into our processes. These technologies may present business, compliance and reputational risks. If we
fail to keep pace with rapidly evolving technological developments in artificial intelligence, our competitive position and
business results may suffer. The introduction of these technologies, particularly generative Al, into new or existing offerings
may also result in new or expanded risks and liabilities, including due to enhanced governmental or regulatory scrutiny,
litigation, copyright infringement, compliance issues, ethical concerns, security risks relating to private and / or confidential
information, as well as other factors that could adversely affect our business, reputation, and financial results. In addition, it is
possible that artificial intelligence and machine learning- technology could, unbeknownst to us, be improperly utilized by
employees while carrying out their responsibilities. The use of artificial intelligence can lead to unintended consequences,
including generating content that appears correct but is factually inaccurate, misleading or otherwise flawed, or that results in
unintended biases and discriminatory outcomes, which could harm our reputation and business and expose us to risks related to
inaccuracies or errors in the output of such technologies. We are exposed to risks and costs associated with protecting the
integrity and security of personal data and other sensitive information. We are subject to various risks and costs associated with
the collection, handling, storage and transmission of sensttive-personally identifiable information and commercial
information, including costs related to compliance with U. S. and foreign data collection and privacy laws and other contractual
obligations, as well as risks associated with the compromise of our systems collecting such information. Many jurisdictions,
including the European Union (" E. U."), the U. K., China and certain states within the U. S., have passed laws that require
companies to meet specific requirements regarding the handling of persenat-personally data-identifiable information . We
collect internal and customer data, including credit card numbers and other personally identifiable information for a variety of
important business purposes, including managing our workforce, providing requested products and services and maintaining
guest preferences to enhance customer service and for marketing and promotion purposes. In some cases, we share personal
customer and payment data with select third party partners to enable fulfillment of customer reservations and other
requested or related services and we are dependent on those third- party partners to protect the integrity and safety of
that data from unauthorized exposure. We could be exposed to fines, penalties, restrictions, litigation, reputational harm or
other expenses, or other adverse effects on our business, due to failure to protect persenat-personally data-identifiable
information and ether-commercial sensitive information or failure to maintain compliance with the various U. S. and foreign
data collection and privacy laws or with credit card industry standards or other applicable data security standards. In addition, U.
S. states and the federal government have enacted additional laws and regulations to protect consumers against identity theft.
These laws and similar laws in other jurisdictions have increased the costs of doing business, and failure on our part to
implement appropriate safeguards or to detect and provide prompt notice of unauthorized access as required by some of these
laws could subject us to potential claims for damages and other remedies. If we were required to pay any significant amounts in
satisfaction of claims under these laws, or if we were forced to cease our business operations for any length of time as a result of
our inability to comply fully with any such law, our business, operating results and financial condition could be adversely
affected . Failure to keep pace with developments...... anticipating from any new technology or system . Because third parties
provide us with a number of operational and technical services, third- party security incidents could expose us to liability, harm
our reputation, damage our competitiveness and adversely affect our financial performance. Third parties provide us with certain



operational and technical services. These third parties may have access to our systems, provide hosting services, or otherwise
process data about us or our guests, employees or partners. Any third- party security incident could compromise the integrity or
availability of or result in the theft of confidential or otherwise sensitive data, which could negatively impact our operations.
Unauthorized access to data and other confidential or proprietary information may be obtained through break- ins, network
breaches by unauthorized parties, employee theft or misuse or other misconduct. We rely on the internal processes and controls
of third- party software and application vendors to maintain the security of all software code , systems and data provided to or
used by Hilton. Should those vendors fail to secure their products then we are-would be at risk of unintentionally injecting
malware into our systems via compromised software code they provide and / or losing important data . The occurrence of any
of the foregoing could negatively affect our reputation, our competitive position and our financial performance, and we could
face lawsuits and potential liability. Delays in service from third- party service providers could expose us to liability, harm our
reputation, damage our competitiveness and adversely affect our financial performance. From time to time, we may rely on a
single or limited number of suppliers for the provision of various goods or services that we use in the operation of our business.
The inability of such third parties to satisfy our requirements or our guests' requirements-expectations or provide such goods
and services in a safe and secure manner could disrupt our business operations or make it more difficult for us to implement our
business strategy. If any of these situations were to occur, our reputation could be harmed, we could be subject to third- party
liability, including under data protection and privacy laws in certain jurisdictions, the physical safety of our properties could be
impaired and our financial performance could be negatively affected. We have expanded and may continue to scck to expand
through acquisitions of and investments in other businesses and properties, or through alliances and strategic partner
arrangements , and we may also seek to divest some of our properties and other assets. These acquisition and disposition
activities may be unsuccessful or divert management’ s attention. We may consider strategic and complementary acquisitions of
and investments in other hotel or hospitality brands, businesses, properties or other assets . For example, in 2024 we acquired
the Graduate hotel brand, invested in the NoMad hotel brand and partnered with Small Luxury Hotels of the World and
AutoCamp . Acquisitions or investments in brands, businesses, properties or assets as well as third- party partnerships and
alliances are subject to risks that could affect our business, including risks related to: « using cash balances and incurring debt; *
issuing shares of stock that could dilute the interests of our existing stockholders; * assuming contingent liabilities; or ¢ creating
additional expenses. We may not actually realize any anticipated benefits from such acquisitions, investments or third- party
partnerships and alliances. We may also experience challenges from regulatory authorities in connection with our acquisitions
and-, investments or partnerships , including from antitrust authorities who are increasingly scrutinizing such transactions, and
which may lead to unforeseen expenditures or which may block, delay or impose undesirable conditions on our acquisitions anet
, investments or partnerships . In addition, the success of any acquisition et investment or partnership also will depend, in
part, on our ability to integrate the acquisition or investment with our existing operations. We also may divest certain properties
or assets, and any such divestments may yield lower than expected returns or otherwise fail to achieve the benefits we expect. In
some circumstances, sales of properties or other assets may result in losses. Upon sales of properties or assets, we may become
subject to contractual indemnity obligations, incur material tax liabilities or, as a result of required debt repayment, face a
shortage of liquidity. Finally, any acquisitions, investments e, partnerships, dispositions or arrangements with strategic
partners could demand significant attention from management that would otherwise be available for business operations, which
could harm our business. Failure to comply with marketing and advertising laws, including with regard to direct marketing,
could result in fines or place restrictions on our business. We rely on a variety of direct marketing techniques, including
telemarketing, email and social media marketing and postal mailings, and we are subject to various laws and regulations in the
U. S. and internationally that govern marketing and advertising practices. Any further restrictions in laws and court or agency
interpretations of such laws, such as the Telephone Consumer Protection Act of 1991, the Telemarketing Sales Rule, the CAN-
SPAM Act of 2003, various U. S. state laws, such as the California Privacy Rights Act, international data protection laws, such
as the E. U. General Data Protection Regulation (" GDPR"), and laws limiting the cross- border transfer of data that govern
these activities or new laws that become effective in the future could adversely affect current or planned marketing activities and
cause us to change our marketing strategy. If this occurs, we may not be able to develop adequate alternative marketing
strategies, which could affect our ability to maintain relationships with our customers and acquire new customers. We also
obtain access to names of potential customers from travel service providers or other companies, and we market to some
individuals on these lists directly or through other companies’ marketing materials. If access to these lists were prohibited or
otherwise restricted, our ability to develop new customers and introduce them to products could be impaired. The growth of
internet reservation channels could adversely affect our business and profitability. A significant percentage of hotel rooms for
individual guests are booked through internet travel intermediaries, to whom we commit to pay various commissions and
transaction fees for sales of our rooms through their systems. Search engines and peer- to- peer inventory sources also provide
online travel services that compete with our bustness-direct channels . If these bookings increase, these hospitality
intermediaries may be able to obtain higher commissions or other significant concessions from us or our franchisees. These
hospitality intermediaries also may reduce bookings at our hotel properties by de- ranking our hotels in search results on their
platforms, and other online providers may divert business away from our hotels. Although our contracts with many hospitality
intermediaries limit transaction fees for hotels, there can be no assurance that we will be able to renegotiate these contracts upon
their expiration with terms as favorable as the provisions that existed before the expiration, replacement or renegotiation.
Moreover, hospitality intermediaries generally employ aggressive marketing strategies, including expending significant
resources for online and television advertising campaigns to drive consumers to their websites. As a result, consumers may
develop brand loyalties to the intermediaries’ brands ;-due to their websites ane, reservations systems and loyalty programs
rather than to the Hilton brands and-systems-. If this happens, our business and profitability may be significantly affected over
time as shifting customer loyalties divert bookings away from our websites, which increases costs to hotels in our system.



Internet travel intermediaries also have been subject to regulatory scrutiny, particularly in Europe. The outcome of this
regulatory activity may affect our ability to compete for direct bookings through our own internet channels. In addition,
although internet travel intermediaries have traditionally competed to attract individual leisure consumers or transient business
rather than group business for meetings and events, in recent years they have expanded their business to include marketing to
group business and also to corporate transient business. If that growth continues, it could both divert group and corporate
transient business away from our hotels and also increase our cost of sales for group and corporate transient business.
Consolidation of internet travel intermediaries, or the entry of major internet companies into the internet travel bookings
business, also could divert bookings away from our websites-direct channels and increase our hotels' cost of sales. Our
reservation system is an important component of our business operations and a disruption to its functioning could have an
adverse effect on our performance and results. We manage a global reservation system that communicates reservations to our
branded and strategic partner hotels when made by individuals directly, either online, by telephone to our call centers, through
devices via our mobile application, or through intermediaries like travel agents, internet travel websites and other distribution
channels. The cost, speed, efficacy and efficiency of the reservation system are important aspects of our business and are
important considerations of hotel owners in choosing to affiliate with our brands. Any disruption to the continuity of our
reservation system, including any failure to maintain or upgrade such system, may adversely affect our ability to serve customers
effectively and support reservations at our hotels. The cessation, reduction or taxation of program benefits of our Hilton Honors
guest loyalty program could adversely affect the Hilton brands and guest loyalty. We manage the Hilton Honors guest loyalty
program for the benefit of all efthe brands that we operate and our strategic partners . Program members accumulate points
primarily based on eligible stays and hotel charges and redeem the points for a range of benefits including free rooms and other
items of value. The program is an important aspect of our business and of the affiliation value for hotel owners under
management and franchise contracts as well as for our strategic partner arrangements . System hotels, including, without
limitation, third- party hotels under management and franchise contracts and strategic partner hotels , contribute a percentage
of the charges incurred by members of the loyalty program for each stay of a program member. In addition to the accumulation
of points for future hotel stays at our brands and strategic partner hotels , Hilton Honors arranges with third parties, such as
airlines, other transportation services, online vendors, retailers and credit card companies, to sell Hilton Honors points for the
use of their customers and / or to allow Hilton Honors members to use or exchange points for products or services made
available to loyalty program members by those third parties. Currently, the program benefits are not taxed as income to
members. If the program awards and benefits are materially altered, curtailed or taxed such that a material number of Hilton
Honors members choose to no longer participate in the program, our business could be adversely affected. Because we derive a
portion of our revenues from operations outside the U. S., the risks of doing business internationally could lower our revenues,
increase our costs, reduce our profits or disrupt our business. We currently manage, franchise, own or lease or have a strategic
partnership arrangement with hotels and resorts in 426-140 countries and territories around the world. Our rooms outside the
U. S. represented approximately 35 percent, 33 percent ;-and 3 | pereent-and-30-percent of our system- wide hotel rooms for the
years ended December 31, 2024, 2023 ;-and 2022 and-2824-, respectively. We expect that our international operations will
continue to account for a material portion of our results. As a result, we are subject to the risks of doing business outside the U.
S., including: * rapid changes in governmental, economic or political policy, wars, political or civil unrest, acts of terrorism or
the threat of international boycotts or U. S. anti- boycott legislation; ¢ increases in anti- American sentiment and the
identification of our licensed brands as an American brand; ¢ recessionary trends or economic instability in international
markets; ¢ changes in foreign currency exchange rates or currency restructurings and hyperinflation or deflation in the countries
and territories in which we operate; * the effect of disruptions, including the temporary closure of hotel properties, caused by
severe weather or climate- related events, natural disasters (including as a result of climate change), outbreak of disease, sueh-as
€0B—9;-or other events that make travel to a particular region less attractive or more difficult; ¢ the presence and acceptance
of varying levels of business corruption in international markets and the effect of various anti- corruption and other laws; * the
imposition of restrictions on currency conversion or the transfer of funds or limitations on our ability to repatriate non- U. S.
earnings in a tax- efficient manner; ¢ the ability to comply with or the effect of complying with complex and changing laws,
sanctions, regulations and policies of foreign governments that may affect investments or operations, including foreign
ownership restrictions, import and export controls, tariffs, embargoes, increases in taxes paid and other changes in applicable
tax laws; ¢ the ability to comply with or the effect of complying with developing laws, regulations and policies of foreign
governments with respect to human rights, including in the supply chain; ¢ instability or changes in a country' s or region' s
economic, regulatory or political conditions, including inflation, recesswn 1nterest rate-rates -ﬂ-uemaﬁens—and actual or
ant1c1pated mllltary or pohtlcal conflicts or any other change : ; ; ; ;

as to local laws regardlng, and enforcement of contract and 1P rlghts . forced natlonahzatlon of our properties by local, state or
national governments; and ¢ the difficulties involved in managing an organization doing business in many different countries
and territories . These factors may adversely affect the revenues earned from our hotels and resorts (as well as the market
value of properties that we own or lease) located in international markets. While these factors and the effect of these factors are
difficult to predict, any one or more of them could lower our revenues, increase our costs, reduce our profits or disrupt our
business operations. Failure to comply with laws and regulations applicable to our international operations may increase costs,
reduce profits, limit growth or subject us to broader liability. Our business operations in countries and territories outside the U.
S. are subject to a number of laws and regulations, including restrictions imposed by the Foreign Corrupt Practices Act ("
FCPA"), as well as trade sanctions administered by the Office of Foreign Assets Control (" OFAC"). Although we have policies
in place designed to comply with applicable sanctions, rules and regulations, it is possible that hotels we manage, own or lease
in the countries and territories in which we operate may provide services to or receive funds from persons subject to sanctions.



Where we have identified potential violations in the past, we have taken appropriate remedial action including filing voluntary
disclosures to OFAC. In addition, some of our operations may be subject to the laws and regulations of non- U. S. jurisdictions,
including the U. K.” s Bribery Act 2010, which contains significant prohibitions on bribery and other corrupt business activities,
and other local anti- corruption laws in the countries and territories in which we conduct operations. If we fail to comply with
these laws and regulations, we could be exposed to claims for damages, financial penalties, reputational harm and incarceration
of employees or restrictions on our operation or ownership of hotels and other properties, including the termination of
management, franchising and ownership rights. In addition, in certain circumstances, the actions of parties affiliated with us
(including our owners, joint venture partners, employees and agents) may expose us to liability under the FCPA, U. S. sanctions
or other laws. These restrictions could increase costs of operations, reduce profits or cause us to forgo development
opportunities that would otherwise support growth. In addition, we are subject to a number of modern slavery, human trafficking
and forced labor reporting, training and mandatory due diligence laws in various jurisdictions and expect additional statutory
regimes to combat these crimes to be enacted in the future. The impact of these laws, such as the U. K..' s Modern Slavery Act
2015 and the German Supply Chain Due Diligence Act, and similar legislation on hotel operations could increase costs of
operations and reduce our profits. Collective bargaining activity could disrupt our operations, increase our labor costs or
interfere with the ability of our management to focus on executing our business strategies. A significant number of our
employees and employees of our hotel owners are covered by collective bargaining agreements and similar agreements,
including approximately 36-25 percent of people employed or managed by us globally and approximately 40 percent of
people working in the U. S. as of December 31, 2024 . If relationships with our employees or employees of our hotel owners or
the unions that represent them become adverse, the properties we manage, franchise, own or lease have in the past and could in
the future experience labor disruptions such as strikes, lockouts, boycotts and public demonstrations. A number of our collective
bargaining agreements are in the process of being renegotiated, and, if more employees become unionized, we may be required
to negotiate additional collective bargaining agreements in the future. Labor disputes, which may be more likely when collective
bargaining agreements are being negotiated, could harm our relationship with our employees or employees of our hotel owners,
result in increased regulatory inquiries and enforcement by governmental authorities and deter guests. Further, adverse publicity
related to a labor dispute could harm our reputation and reduce customer demand for our services . During 2024, certain of our
managed hotels in the U. S. experienced labor disruptions while these agreements were being negotiated that negatively
affected operations at those hotels . Labor regulation and the negotiation of new or existing collective bargaining agreements
could lead to higher wage and benefit costs, changes in work rules that raise operating expenses, legal costs and limitations on
our ability or the ability of our third- party property owners to take cost saving measures during economic downturns. We do not
have the ability to influence the negotiations of collective bargaining agreements covering unionized labor employed by third-
party property owners or third- party operators . Increased unionization of our workforce, new labor legislation or changes in
regulations could disrupt our operations and our ability to promote services expected by customers, reduce our profitability or
interfere with the ability of our management to focus on executing our business strategies. The fabershertages-or-the-loss of
key senior management personnel or labor shortages could restrict our ability to grow our business or operate our properties
or-grow-our-bustess-or result in increased labor costs that could adversely affect our results of operations. Our success depends
in large part on our ability to attract, retain, train, manage and engage employees. As of December 31, 2623-2024 , we employed
or managed approximately +78-181 , 000 individuals at our owned, leased and managed hotels and corporate offices around the
world. If we are unable to attract, retain, train, manage and engage skilled individuals, our ability to staff and operate the hotels
that we manage, own and lease could be diminished, which could reduce customer satisfaction, and our ability to manage our
corporate business could be adversely affected. In addition, the inability of our franchisees to attract, retain, train, manage and
engage skilled employees for the franchised hotels could adversely affect the reputation of our brands. Staffing shortages in
various parts of the world also could hinder our ability to grow and expand our businesses. Because payroll costs are a major
component of the operating expenses at our owned, leased and managed hotels, as well as our franchised hotels, a shortage of
skilled labor could also require higher wages that would increase labor costs, which could adversely affect our results of
operations and the results of hotels that we manage on behalf of third- party owners. Additionally, an increase in minimum wage
rates could increase costs and reduce profits for us and our franchrsees which could, in turn, lower demand from th1rd party
owners to add hotels to our system. Fh ely-affeeted-the-tabor-marke mployers

face challenges Wrth respect to retalmng corporate employees If we lost the services of one or more senior executrves this could
adversely affect strategic relationships, including relationships with third- party hotel owners, significant customers, joint
venture partners and vendors, and limit our ability to execute our business strategies. Any failure to protect our trademarks and
other IP could reduce the value of the Hilton brands and harm our business. The recognition and reputation of our brands are
important to our success. We have a significant number of trademark registrations in jurisdictions around the world for use in
connection with our services, plus at any given time, a number of pending applications for trademarks and other IP. However,
those trademark or other IP registrations may not be granted or the steps we take to use, control or protect our trademarks or
other IP in the U. S. and other jurisdictions may not always be adequate to prevent third parties from copying or using the
trademarks or other IP without authorization. We may also fail to obtain and maintain trademark protection for all of our brands
in all jurisdictions. For example, in certain jurisdictions, third parties have registered or otherwise have the right to use certain
trademarks that are the same as or similar to our trademarks, which could prevent us from registering trademarks and opening
hotels in those jurisdictions. Third parties may also challenge our rights to certain trademarks or oppose our trademark
applications. Defending against any such proceedings may be costly, and if unsuccessful, could result in the loss of important IP



rights. Obtaining and maintaining trademark protection for multiple brands in multiple jurisdictions is also expensive, and we
may therefore elect not to apply for or to maintain certain trademarks. Our IP is also vulnerable to unauthorized copying or use
where local law, or lax enforcement of law, may not provide adequate protection. If our trademarks or other IP are improperly
used, the value and reputation of the Hilton brands could be harmed. There are times where we may need to resort to litigation
to enforce our IP rights. Litigation of this type could be unsuccessful, costly, force us to divert our resources, lead to
counterclaims or other claims against us or otherwise harm our business or reputation. In addition, we license certain of our
trademarks to third parties. For example, we have granted HGV the right to use certain of our IP in its timeshare business and we
grant our franchisees a right to use certain of our IP in connection with their operation of the licensed hotel property. If HGV, a
franchisee or other licensee fails to maintain the quality of the goods and services used in connection with the licensed
trademarks, our rights to, and the value of, our trademarks could be harmed. Failure to maintain, control and protect our
trademarks and other IP could likely adversely affect our ability to attract guests or third- party owners, and could adversely
affect our results. In addition, we license the right to use certain [P from unaffiliated third parties, including the right to grant
sublicenses to franchisees. If we are unable to use this IP, our ability to generate revenue from such properties may be
diminished. Third- party claims that we infringe IP rights of others could subject us to damages and other costs and expenses.
Third parties may make claims against us for infringing their patent, trademark, copyright or other IP rights or for
misappropriating their trade secrets. We have been and are currently party to a number of such claims and may receive
additional claims in the future. Any such claims, even those without merit, could: * be expensive and time consuming to defend,
and result in significant damages; * force us to stop using the IP that is being challenged or to stop providing products or services
that use the challenged IP; ¢ force us to redesign or rebrand our products or services; ¢ require us to enter into royalty, licensing,
co- existence agreements or other contracts to obtain the right to use a third party’ s IP; * limit our ability to develop new IP;
and ¢ limit the use or the scope of our IP or other rights. In addition, we may be required to indemnify third- party owners of the
hotels that we manage for any losses they incur as a result of any infringement claims against them. All necessary royalty,
licensing or other contracts may not be available to us on acceptable terms. Any adverse results associated with third- party IP
claims could negatively affect our business. Exchange rate fluctuations and foreign exchange hedging arrangements could result
in significant foreign currency gains and losses that affect our business results. Conducting business in currencies other than the
U. S. dollar (" USD") subjects us to fluctuations in foreign currency exchange rates that could have a negative effect on our
financial results. We earn revenues and incur expenses in foreign currencies as part of our operations outside of the U. S. As a
result, fluctuations in foreign currency exchange rates may significantly increase the amount of USD required for foreign
currency denominated expenses or significantly decrease the USD received from foreign currency denominated revenues. We
also have exposure to currency translation risk for the results of our business outside of the U. S. that are reported in local
currencies and then translated to USD for inclusion in our consolidated financial statements. As a result, changes between the
foreign currency exchange rates and the USD will affect the recorded amounts of our foreign assets, liabilities, revenues and
expenses and could have a negative effect on our financial results. Our exposure to foreign currency exchange rate fluctuations
will grow if the relative contribution of our operations outside the U. S. increases. To mitigate foreign currency exposure, we
enter into foreign exchange derivatives with financial institutions. However, these derivatives may not eliminate foreign
currency exchange rate risk entirely and involve costs and risks of their own in the form of transaction costs, credit requirements,
interest rate differentials and counterparty risk. If the insurance that we or our property owners carry does not sufficiently cover
damage or other potential losses or liabilities to third parties involving properties that we manage, franchise, own or lease, our
profits could be reduced. We operate in certain areas where the risk of natural or climate- related disaster or other catastrophic
losses exists, and the occasional incidence of such an event could cause substantial damage to us, our property owners or the
surrounding area. We carry, and / or we require our property owners to carry, insurance from solvent insurance carriers that we
believe is adequate for foreseeable first- party and third- party losses and with terms and conditions that are reasonable and
customary. Nevertheless, market forces beyond our control, such as the natural, climate- related and man- made disasters ase-,
geopolitical events that occurred in recent years or are occurring , social claims, inflation and cyber or data security
incidents could limit the scope of the insurance coverage that we and our property owners can obtain or may otherwise restrict
our or our property owners' ability to buy insurance coverage at reasonable rates. We anticipate increased costs of property,
general liability and excess liability insurance across the portfolio in 2824-2025 due to the significant losses that insurers
suffered globally in recent years. In the event of a substantial loss, the insurance coverage that we and / or our property owners
carry may not be sufficient to pay the full value of our financial obligations, our liabilities or the replacement cost of any lost
investment or property. Additionally, certain types of losses may be uninsurable or prohibitively expensive to insure. In addition,
other types of losses or risks that we may face could fall outside of the general coverage terms and limits of our policies. While
Hilton procures a standalone terrorism property damage policy that covers owned and leased hotels and other hotels that choose
to participate, the U. S. Terrorism Risk Insurance Program (the" Program") also provides insurance capacity for terrorist acts
and is currently authorized through December 31, 2027. If the Program is not extended or renewed upon its expiration in 2027,
or if there are changes to the Program that would negatively affect insurance carriers, premiums for terrorism insurance
coverage will likely increase and / or the terms of such insurance may be materially amended to increase stated exclusions or to
otherwise effectively decrease the scope of coverage available, perhaps to the point where it is effectively unavailable. In some
cases, these factors could result in certain losses being partially or completely uninsured. As a result, we or the owners of
properties that we manage or franchise could lose some or all of the capital we or they have invested in a property, as well as the
anticipated future revenues, profits, management fees or franchise fees from the property. Climate change could adversely affect
our business. As one amreperator-and-franehisor-of the world' s largest global hospitality companies, with hotels and resorts in
+26-140 countries and territories , we are subject to the physical effects of climate change, including sea level rise, droughts
and intensified storms and other weather events. Damage to our hotels resulting from the physical effects of climate change



could lower demand for travel to certain locales and affect the performance of certain of our hotels whrch could in turn have a
negauve unpact on our results of operatlons €l : Ay1a 1118 3 : :

-fa’v‘or—o-f—et-her—bf&nds—Our busrness is subJ ect to evolvrng corporate governance and pubhc dlsclosure regulatrons and
expectations, including with respect to ESG-sustainability matters, that could increase costs or expose us to reputational and
other risks. We are subject to the evolving rules and regulations with respect to ESG-sustainability matters of a number of
governmental and self- regulatory bodies and organizations, including the SEC, the New York Stock Exchange (" NYSE"), the
Financial Accounting Standards Board, the state of California, and the European Union, that could make compliance more
difficult and uncertain. In addition, regulators, guests, investors, employees and other stakeholders are increasingly focused on
ESG-sustainability matters and related disclosures. These changing rules, regulations and stakeholder expectations have
resulted in, and are likely to continue to result in, increased general and administrative expenses and increased management time
and attention to comply with or meet those regulations and expectations. Developing and acting on ESG-sustainability
initiatives and collecting, measuring and reporting ESG-sustainability related information and metrics can be costly, difficult
and time consuming. Further, ESG-sustainability related information is subject to evolving reporting standards that continue to
be introduced in various states and jurisdictions , such as the European Union' s Corporate Sustainability Reporting
Directive, and complying with evolving global sustainability reporting regulations may be costly and complex . Our ESG
sustainability initiatives and goals could be difficult and expensive to implement, and we could be criticized for the accuracy,
adequacy or completeness of our ESG-sustainability disclosures. Further, statements about our ESG-sustainability related
initiatives and goals, and progress against those goals, may be based on standards for measuring progress that are still
developing, internal controls and processes that continue to evolve and assumptions that are subject to change in the future. In
addition, we could be criticized for the scope or nature of such initiatives or goals, or for revisions to these goals and, our
competitors may have sustainability initiatives or programs that resonate more with guests and property owners than
our initiatives do, which may cause reduced consumer demand at our hotel properties in favor of other brands . If our
sustainability ESG—related-data, processes and reporting are incomplete or inaccurate, or if we fail to achieve progress with
respect to our ESG-sustainability goals on a timely basis, or at all, our reputation and financial results could be adversely
affected. Legal and Regulatory Risks Governmental regulation may adversely affect the operation of our properties. In many
jurisdictions, the hospitality industry is subject to extensive foreign or U. S. federal, state and local governmental regulations,
including those relating to the service of alcoholic beverages, the preparation and sale of food , and-these-relating-to-building
and zoning requirements , and data protection, cybersecurity and privacy . We and our third- party owners are also subject
to licensing and regulation by foreign or U. S. state and local departments relating to health, sanitation, fire and safety standards,
and to laws governing our relationships with employees, including minimum wage requirements, overtime, working conditions
status-and citizenship requirements. These requirements are complex and subject to frequent revision, with changes at the U. S.
federal level often accompanying new U. S. presidential administrations. We or our third- party owners may be required to
expend funds to meet foreign or U. S. federal, state and local regulations in connection with the construction, continued
operation or remodeling of certain of our properties. The failure to meet the requirements of applicable regulations and licensing
requirements, or publicity resulting from actual or alleged failures, could have an adverse effect on our results of operations. For
instance, in 2010, we entered into a settlement with the U. S. Department of Justice related to compliance with the Americans
with Disabilities Act (" ADA"). Although the bulk of our obligations under this settlement expired in 2015, certain managed and
franchised hotels remain under an obligation to remove architectural barriers at their facilities. We have an obligation to have an
independent consultant to monitor those barrier removal efforts. If we fail to comply with any of the requirements of the ADA,
we could be subject to fines, penalties, injunctive action, reputational harm, guest, advocacy group or employee lawsuits, and
other business effects that could materially and negatively affect our performance and results of operations. Changes in U. S.
federal, state and local or foreign tax law, interpretations of existing tax law or adverse determinations by tax authorities, could
increase our tax burden or otherwise adversely affect our financial condition or results of operations. We are subject to taxation
at the federal, state or provincial and local levels in the U. S. and various other countries and jurisdictions. Our future effective
tax rate could be affected by changes in the composition of earnings in jurisdictions with differing tax rates, changes in statutory
rates and other legislative changes, changes in the valuation of our deferred tax assets and liabilities, or changes in
determinations regarding the jurisdictions in which we are subject to tax. From time to time, the U. S. federal, state and local and
foreign governments make substantive changes to tax rules and their application, which could result in materially higher
corporate taxes than would be incurred under existing tax law and could adversely affect our financial condition or results of
operations. We are subject to ongoing and periodic tax audits and disputes in U. S. federal and various state, local and foreign
jurisdictions. In particular, our consolidated U. S. federal income tax returns for the fiscal years ended December 31, 2011
through December 31, 2648-2020 are actlvely under audlt by the lnternal Revenue Servrce (" IRS”) We have had a dlspute
regarding the federal taxation of the Th 6
Hilton Honors guest loyalty program , which has been effectlvely settled through the tax year ended Decernber 31 2018 3
whiel-we-eonstder-effeetivelysettted-. However, W : p : ;
the Hilton Honors guest loyalty program is still eent—rnues—te—be—subject to audlt for subsequent years aﬁd-we—eeu-}d—reeewe
which may result in material increases to our income tax liability assessments-omn-the-same-issuestirthefuture-. An
unfavorable outcome from any tax audit could result in higher tax costs, penalties and interest, thereby adversely affecting our
financial condition or results of operations. Foreign or U. S. environmental laws and regulations may cause us to incur
substantial costs or subject us to potential liabilities. We are subject to certain compliance costs and potential liabilities under
various foreign and U. S. federal, state and local environmental, health and safety laws and regulations. These laws and
regulations govern actions including air emissions, the use, storage and disposal of hazardous and toxic substances and




wastewater disposal. Our failure to comply with such laws, including obtaining and maintaining any required permits or licenses,
could result in substantial fines , penalties, litigation or possible revocation of our authority to conduct some of our operations.
We could also be liable under such laws for the costs of investigation, removal or remediation of hazardous or toxic substances
at our currently or formerly owned, leased or operated real property (including managed and franchised properties) or at third-
party locations in connection with our waste disposal operations, regardless of whether or not we knew of, or caused, the
presence or release of such substances. From time to time, we may be required to remediate such substances or remove, abate or
manage asbestos, mold, radon gas, lead or other hazardous conditions at our properties. The presence or release of such toxic or
hazardous substances could result in third- party claims for personal injury, property or natural resource damages, business
interruption or other losses. Such claims and the need to investigate, remediate or otherwise address hazardous, toxic or unsafe
conditions could adversely affect our operations, the value of any affected real property, or our ability to sell, lease or assign our
rights in any such property, or could otherwise harm our business or reputation. Environmental, health and safety requirements
have also become increasingly stringent, and our costs to comply with such requirements may increase as a result. New or
revised laws and regulations or new interpretations of existing laws and regulations, such as those intended to lessen the impact
of chmdte Chanﬂe Could dh‘eu the opemtlon of our plopertles or result in ﬂgnmcant dddltlondl expense and operdtmg
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%92—3—2024 our total 1ndebtedness excluding the deductlon for undmomzed deferred financing costs and dlscounts was
approxnndtely $ 9-11 . 3-2 billion, and our contractual debt maturities of our long- term debt for the years ending December 31,



20242025 and-, 2026 and 2027 arc $ 39-535 million, $ 529-31 million and $ 26-616 million, respectively. Our substantial debt
and other contractual obligations could have important consequences, including: * requiring a substantial portion of cash flow
from operations to be dedicated to the payment of principal and interest on our indebtedness, thereby reducing our ability to use
our cash flow to fund our operations, capital expenditures or dividends to stockholders and to pursue future business
opportunities; * increasing our vulnerability to adverse economic, industry or competitive developments; * exposing us to
increased interest expense, as our degree of leverage may cause the interest rates of any future indebtedness (whether fixed or
floating rate interest) to be higher than they would be otherwise;  exposing us to the risk of increased interest rates because
certain of our indebtedness is at variable rates of interest; * making it more difficult for us to satisfy our obligations with respect
to our indebtedness, and any failure to comply with the obligations of any of our debt instruments, including restrictive
covenants, could result in an event of default that accelerates our obligation to repay indebtedness; © restricting us from making
strategic acquisitions or causing us to make non- strategic divestitures; * limiting our ability to obtain additional financing for
working capital, capital expenditures, product development, satisfaction of existing-debt service requirements, acquisitions and
general corporate or other purposes; and ¢ limiting our flexibility in planning for, or reacting to, changes in our business or
market conditions and placing us at a competitive disadvantage compared to our competitors who may be better positioned to
take advantage of opportunities that our leverage prevents us from exploiting. Hilton Worldwide Holdings Inc. is a holding
company, and substantially all of its consolidated assets are owned by, and most of its business is conducted through, its
subsidiaries. Revenues from these subsidiaries are our primary source of funds for debt payments and operating expenses. If our
subsidiaries are restricted from making distributions to us, that may impair our ability to meet our debt service obligations or
otherwise fund our operations. Moreover, there may be restrictions on payments by subsidiaries to their parent companies under
applicable laws, including laws that require companies to maintain minimum amounts of capital and to make payments to
stockholders only from profits. As a result, although a subsidiary of ours may have cash, we may not be able to obtain that cash
to satisfy our obligation to service our outstanding debt or fund our operations. Servicing our indebtedness will require a
significant amount of cash. Our ability to generate sufficient cash depends on many factors, some of which are not within our
control. Our ability to make payments on our indebtedness, to fund planned capital expenditures, to pay future dividends, if any,
to our stockholders and repurchase our common stock will depend on our ability to generate cash in the future. To a certain
extent, this is subject to general economic, financial, competitive, legislative, regulatory and other factors that are beyond our
control. If we are unable to generate sufficient cash flow to service our debt and meet our other commitments, we may need to
restructure or refinance all or a portion of our debt, sell material assets or operations or raise additional debt or equity capital. We
may not be able to effect any of these actions on a timely basis, on commercially reasonable terms or at all, and these actions
may not be sufficient to meet our capital requirements. In addition, the terms of our existing or future debt arrangements may
restrict us from effecting any of these alternatives. Certain of our debt agreements impose signifteant-operating and financial
restrictions on us and our subsidiaries, which may prevent us from capitalizing on business opportunities. The indentures that
govern our senior notes and the credit agreement that governs our senior secured credit facilities impose signifteant-operating
and financial restrictions on us. Fhese—- The restrictions under certain of these agreements limit our ability and / or the ability
of our subsidiaries to, among other things: * incur or guarantee additional debt or issue disqualified stock or preferred stock; ¢
make certain investments; ¢ pay dividends, including our subsidiaries paying dividends to us, and make other distributions on, or
redeem or repurchase, capital stock; ¢ incur certain liens; ¢ enter into transactions with affiliates; * merge or consolidate; * enter
into agreements that restrict the ability of restricted subsidiaries to make dividends or other payments to us;  designate restricted
subsidiaries as unrestricted subsidiaries; and- transfer or sell assets ; and ¢ enter into sale and lease- back transactions . In
addition, the credit agreement requires us to maintain a consolidated secured net leverage ratio not to exceed 5. 0 to 1. 0 as of the
last day of any period of four consecutive quarters. As a result of these restrictions, we are limited as to how we conduct our
business and we may be unable to raise additional debt or equity financing to compete effectively or to take advantage of new
business opportunities. The terms of any future indebtedness we may incur could include more restrictive covenants. We may
not be able to maintain compliance with these covenants in the future and, if we fail to do so, we may not be able to obtain
waivers from the lenders and / or amend the covenants. Our failure to comply with the restrictive covenants described above, as
well as other terms of our other indebtedness and / or the terms of any future indebtedness from time to time, could result in an
event of default, which, if not cured or waived, could result in our being required to repay these borrowings before their due
date. If we are forced to refinance these borrowings on less favorable terms or are unable to refinance these borrowings, our
results of operations and financial condition could be adversely affected. Despite our current level of indebtedness, we may be
able to incur substantially more debt and enter into other transactions, which could further exacerbate the risks to our financial
condition described above. We may be able to incur significant additional indebtedness, including secured debt, in the future.
Although the credit agreements and indentures that govern substantiatty-at-the majority of our indebtedness contain restrictions
on the incurrence of additional indebtedness and entering into certain types of other transactions, these restrictions are subject to
a number of qualifications and exceptions. Additional indebtedness incurred in compliance with these restrictions could be
substantial. These restrictions also do not prevent us from incurring obligations, such as trade payables, that do not constitute
indebtedness as defined under our debt instruments. To the extent new debt is added to our current debt levels, the substantial
leverage risks described in the preceding three risk factors would increase. Risks Related to Ownership of Our Common Stock
Although we currently pay a quarterly cash dividend to holders of our common stock, we may change our dividend policy at any
time. Our dividend policy may change at any time without notice to our stockholders. As-For example, we suspended
payment of our quarterly cash d1v1dend to holders of our common stock begmnlng in 2020 as a result of the COVID- 19
pandemic ;e OHr-g eash-dividend 0 of-otr-eommon-stoe g B-and did not
resume quarterly d1V1dend payrnents until June 2022 The declaratlon and payment of any future d1v1dends is at the discretion of
our board of directors in accordance with applicable law after taking into account various factors, including our financial




condition, operating results, current and anticipated cash needs, limitations imposed by our indebtedness, legal requirements and
other factors that our board of directors deems relevant. If we were to cease dividend payments, you may not receive any return
on an investment in our common stock unless you sell your common stock for a price greater than that which you paid for it.
Anti- takeover provisions in our organizational documents and Delaware law might discourage or delay acquisition attempts for
us that ene-stockholders might consider favorable. Our amended and restated certificate of incorporation and amended and
restated by- laws contain provisions that may make the merger or acquisition of our company more difficult without the
approval of our board of directors. Among other things: * although we do not have a stockholder rights plan, and would either
submit any such plan to stockholders for ratification or cause such plan to expire within a year, these provisions would allow us
to authorize the issuance of undesignated preferred stock in connection with a stockholder rights plan or otherwise, the terms of
which may be established and the shares of which may be issued without stockholder approval, and which may include super
voting, special approval, dividend or other rights or preferences superior to the rights of the holders of common stock; ¢ these
provisions prohibit stockholder action by written consent unless such action is recommended by all directors then in office; *
these provisions provide that our board of directors is expressly authorized to make, alter or repeal our by- laws and that our
stockholders may only amend our by- laws with the approval of 80 percent or more of all the outstanding shares of our capital
stock entitled to vote; and ¢ these provisions establish advance notice requirements for nominations for elections to our board or
for proposing matters that can be acted upon by stockholders at stockholder meetings. Further, as a Delaware corporation, we
are subject to provisions of Delaware law, which may impair a takeover attempt that our stockholders may find beneficial.
These anti- takeover provisions and other provisions under Delaware law could discourage, delay or prevent a transaction
involving a change in control of our company, including actions that our stockholders may deem advantageous, or negatively
affect the trading price of our common stock. These provisions could also discourage proxy contests and make it more difficult
for our stockholders to elect directors of their choosing and to cause us to take other corporate actions they desire.



