Introduction: 
The focus of this assignment will be the introduction of a new marketing campaign for Hilton Hotel Group, featuring on the environmental aspects of holidays.  This assignment will explore why such a strategy may be needed and how it fits in with current and emerging trends.
Personal Engagement:  
The mini-marketing campaign focused on the emerging trend of holidaymakers seeking a more environmentally friendly stay.  Focusing on an evolution of the #Hiltonforthestay and the #Hiltonsavedmystay campaigns, the campaign seeks to tap into not just the consumer’s desire for a enjoyable and relaxing break.  Kusa et al (2023), identified that clients are not prepared to pay higher for greener hospitality services in the hotels that they usually stay in, so this could provide an opportunity to promote a luxury hotel stay with greener credentials and more to offer. 
There is a growing trend towards eco-friendly, sustainable holidays. Indeed, in 2022, Hilton’s own research demonstrated that 86% of travellers were seeking a more sustainable holiday, but only half of that number (43%) managed to do so (Sleiffer, 2022). At present, Hilton does not actively promote its eco-friendly hotels, merely focusing on one hotel in its paper in 2022 (Oswell, 2022) and there is potential for this to have an impact on revenue if this trend continues.  The 2023 Travel with Purpose report for the organisation identified ways forward and has provided checklists for sustainable design to support owners in incorporating energy efficiency into new developments.  With regard to existing developments, the group is reducing its environmental footprint through the reduction in the use of watts, water and the generation of waste. Hilton has been identified as a leader in Environmental, Social and Governance (Hilton 2023) and achieved the Global Sustainable Tourism Council (GSTC) LightStay status in 2019 (Stefi, 2023).  
This status, which was originally designed to track environmental data, also enables Hilton to report its environmental and social performance metrics and all of its manged and franchised hotels are required to use LightStay to track their environmental performance against previous years and also their peers in the industry (Stefi, 2023).  Even by their own admission in the 2023 Travel with Purpose report, Hilton still has some way to go with their use of watts and water.  (Hilton, p7, 2023).  This has a potential to damage the brand by not being seen as current, so there is a need to appeal to travellers to enjoy the strides that Hilton have made whilst recognising that they still have some way to go.
Crucially, sustainable travellers and those in the 25-34 bracket are not identified in Hilton’s latest guest demographic research (Hilton, 2024) and this approach, especially given the desires of Gen Z to travel sustainably as identified by Johnston in 2023, Hilton needs to focus on adopting sustainable practices and supporting social causes.  Johnston also notes that Gen Z will make up 45% of luxury sales by 2025 meaning it is crucial that Hilton is on their radar.
Hilton has the opportunity to build on its previous #Hiltonforthestay and #Hiltonsavedmystay campaigns by tapping into the eco consciousness of travellers and encouraging them to take less breaks, by promoting its eco-friendly organisation status and building a new #Hiltonfortheecostay campaign.  The aims of the campaign are as follows:
· To identify which hotels are most eco-friendly within its portfolio and promote these to travellers
· To identify which hotels are most eco-friendly to travel to within the group
· To build a relationship with customers by identifying concerns about the impact of travel on the environment and consequently producing media that reflects this
· To encourage potential consumers to take less, more quality trips that utilise the eco credentials for the Hilton Hotel Group by ensuring that they can reassured of having a more sustainable, but guaranteed restful stay. 
· Celebrate Hilton’s target to achieve net-zero by 2030 (Hotel Management Network, 2023)
· Advertise the successes that Hilton Group has already achieved in the world of sustainability – eg the establishment of food waste programmes, collaborations with the World Wildlife Fund, soap recycling and so on (Otley, 2022) 
The intended outcomes are as follows:
· Hilton identifies a new target audience who are seeking to reduce the environmental impact in their lifestyle
· Hilton is able to successfully market their brand to people who may be looking to take less holidays but successfully identify that Hilton may be an alternative option for them as they identify with the sustainability of the brand
· People start to identify other destinations including Hilton’s net-zero hotel in the US
· Traveller’s understand Hilton’s journey towards net-zero
· Consumers identify with the group’s sustainability initiatives which are demonstrated in theTravel with Purpose reports
Emerging Trends & Their Impacts: 
Sustainability and Environmental
Chauke challenged the marketing industry to examine their practices in 2024, when he produced his TED talk ‘What if Advertising Was Honest?’  Chauke identifies areas where the marketing world needs to investigate their practices and come in line with consumer expectations.  Within this he promotes the idea of campaigns that encourage mindful shopping, something that could be key for the proposed marketing campaign above.  He argues that marketing needs to become an ‘Honesty Squad’ where advertisers promote less consumerism than more.
These ideas fit broadly in line with what customer expectations are within the hospitality industry at present.  Chemmanur and Fenech (2024) identified that 51% of travellers were concerned about climate change and the environment which is out of kilter with the hotel industry.  Their figures identifies that only 15% hotels identified non-compliance with growing a sustainability agenda within this year, growing to just 24% within the next three years.  This feels out of kilter with the market and is an area that needs to be closely monitored.
Rogers and Cascone (2025) noted that ‘Business leaders who successfully merge sustainability with cost, quality, and convenience will likely be those already assessing their readiness to transition toward a more circular economy’ which is the place where organisations now need to be.
The #Hiltonfortheecostay campaign could relate strongly to these areas, picking up on Chauke’s approach to encourage travellers to be ‘mindful’ in how they shop.  Encouraging less trips, to a more sustainable hotel brand in an industry that has been identified as having a negative impact on the environment worldwide (Popsa, 2023).  Identifying themselves with the 51% of travellers who demonstrate concerns in this area could be a real marketing success.
Digital Disruption in hospitality marketing:
‘Digital Disruption represents a shift from traditional to digitally-enhanced business models, necessitating a re-evaluation of marketing strategies’ (Pink, 2016). This ‘disruptive force compels businesses to adapt or face obsolescence’, as highlighted by Knickrehm et al. (2016) Knickrehm et al argue that companies who fail to embrace digital transformation risk becoming obsolete. The development of digital marketing strategies and consequently that of digital disruption, demonstrate a new dawn in marketing approaches.  Integrating digital marketing with conventional methods allows organisations to meet customer needs more effectively. As noted by Chaffey and Ellis-Chadwick in 2019, digital marketing tools can invigorate economies and open new avenues for business growth.
While digital disruption presents opportunities, it also introduces significant challenges. As highlighted by Yeh and Walter (2017), managing the transition from traditional to digital marketing strategies, requires strategic decision-making and the ability to balance new and old business models effectively.
Amazon serves as a prime example of successfully navigating this new marketing world. Through the introduction of products such as the Kindle, Amazon has maintained its place in the market leadership by innovation and strategic foresight and illustrates the potential for businesses to evolve in this era of digital disruption with careful planning and innovation.
Hilton has the opportunity to address the digital disruption and engage with new marketing strategies.  Digital advertising needs to be contextually relevant according to IAS as research shows that our brains are wired to respond more positively to ads that match the context of is being viewed with 46% of consumers being likely to purchase if the ad is relevant.  (IAS, 2024).  If Hilton can engage with this strategy, designing algorithms that fit in with demographic and sustainability content, then this will increase the possibility of success in this area.
Use of Social Media
Organisations need a strong marketing strategy that their consumers can relate to. However, organisations must not underestimate the power of social media within this, as content that entertains, such as that by Aldi, engages their audience but also inform of products at the same time, (Marketing Week, 2023).  Aldi has, according to Marketing Week, achieved ‘social media fame’ through their witty and engaging posts in social media.  
So far, Hilton has managed itself effectively into the digital space.  They are engaging the market well and hold the lion’s share of the social media audience in YouTube and TikTok although they still lag behind Mariott on Instagram and Facebook.  Eze identified in 2022 that Hilton Group were the most effective chain out of the high end hotel groups when it came to social media.  With nearly ten times as many followers on YouTube and around 30% more followers on TikTok at the time, it demonstrates that Hilton dominates the social media landscape more than the other hotel brands.  Consequently, Hilton has the platform to be able to take on this new marketing campaign effectively.
Forbes (2024) identified that consumers are now seeking an authentic, interactive content, with less loyalty to brands which leads to a ‘wait and see’ culture, from people who are not seeking a ‘one-size-fits-all advertising campaign’.  Social media plays a major role within this, by engaging with consumers, enabling reviews from people currently using products and receiving a more personalised experience.
Social media influencers (SMIs) can also play a part in campaigns through influencer marketing.  However, there is risk attached to their use.  A 2025 study by the University of Portsmouth identified a number of disadvantages with the use of SMIs.  Within this, the researchers called for the regulation of influencers and Dr Buckle identifies in the study that there are serious ethical and psychological concerns which need addressing.  The study mainly focuses on Social Media Influencers (SMIs) but of particular concern are the following:
1. Promotion of Harmful Products
2. The Sharing of Misinformation
3. Impact on body dissatisfaction and self-esteem.  There have particularly been concerns around the marketing of some beauty products to children, especially those containing retinol (Rackham, 2024)
4. Encouraging Comparison Culture (also noted by Chauke, 2024)

However, if these risks are evaluated and monitored, then social media influencers can actually be a real boon to an organisation.  Indeed in 2022 McKinsey identified after analysing more than 2,000 influencer posts that the strategy does in fact yield a positive return on investment for brands.  Hilton already has its own social media influencer in Paris Hilton who could indeed promote the eco stay to her influencers.
Case Study Analysis: 
Hilton has already had relative success in this area with its previous #Hiltonforthestay and #Hiltonsavedmystay campaigns and has identified that it can use social listening to promote superior stays (Lee, 2025).  Continuing with this trend within the experiment would prove pertinent here to ensure that cues are not being missed, and that the campaign does not divert from the message that is being portrayed.  
Hilton have produced numerous campaigns since 2022 in the ‘Hilton for the Stay’ series, which have resulted in over 80 million views in the last few years which as TBWA et al rightly claim are a hit with social media users.  Indeed, such is the success of the strategy that Hilton have been nominated for numerous awards since this time and Makasini et al identified that ‘In less than a year, this strategy helped propel Hilton to become the #1 hospitality brand on TikTok with over 1.16M engagements in total.’
Hilton is a well-recognised brand with engaging content across social media, which for now, is serving the brand well and this campaign could further enhance what has been achieved so far.  Indeed, EPR (2024) described the Hilton campaigns as ‘exemplary’ demonstrating ‘how strategic digital marketing can effectively address consumer concerns while enhancing brand loyalty’ which can effectively be built on in this campaign.
Deloitte identified in 2025 that only around 30% of travellers from the US have an intent to use upper-class lodging private accommodation in their travels this year.  This 30%, in reality, only reflects those that are the highest earners, so it is possible that those on low and middle earnings perceive that the Hilton group hotels are out of their reach.  When analysing the data for Europe and Japan, no travellers (save for those in the Netherlands), regardless of their income, identified that they were looking to use upper-class lodging for their travels.  This is obviously a huge market to tap into, especially as Hilton has 480 hotels in Europe (Hilton, 2025), for the 79% of travellers who were not looking for a destination further from home (Deloitte, 2025) especially given the high earners were not looking to use the higher end hotels for their travels.
For Hilton, there is a large market to tap into, with 51% of people noting that they are concerned about the environment (Chemmanur and Fenech, 2024) and Hilton’s own research demonstrating that back in 2022, 86% of travellers were seeking a more sustainable hotel stay and that only 43% of travellers managed to do so (Sleiffer, 2022).  There is real opportunity in this space for Hilton to reach out and promote the ‘mindful shopping’ that Chauke described (2024) Indeed, in 2023, 83% of 25–34-year-olds suggested that they would pay more to stay in a hotel with eco-certified.  (AHLA and Accenture, 2023).
Coupled with this, Deloitte’s research (2025) noted that globally, consumers say they are least willing to make cost compromises around hotel locations, in-destination experiences, and convenience of flight itineraries.  As a consequence, Hilton Group would be able to tap into this psyche, promote their hotels who people may previously have considered them out of reach and market their increasing eco-credentials in this field by utilising some of the information that is promoted corporately through their Travel with Purpose reports (2023).
Hilton is frequently identified as one of the most sustainable hotel brands in the industry (Plasencia, 2023, Caswell, 2024, Rama, 2022) as well as having individual hotels highlighted for their eco-credentials and having good knowledge of the best hotels in the group for their eco-conscious (Hilton, 2021).
Personal Reflection and Application: 
This has been an interesting experiment to investigate, especially identifying the current trends in marketing and how it is evolving in the digital world.  I have learned numerous things about how the marketing world works and how these can impact on consumers, especially through the sustainability lens.  This has probably been the most important area to learn about during this assignment for me as it has widened my awareness of the disparity that can occur between an organisation and its consumers.  With regards to social media, identifying that a one size fits all campaign is likely to have traction across all consumers was also an important learning point.  Digital disruption is also an interesting area to have learned about.  Understanding how marketing is changing, how the resources used need to be adapted is also important learning for marketing an organisation.  
Having forged a career in local government understanding how social media and digital marketing can affect an organisation has been important and may be pertinent in my career ahead.  It is unlikely that I will have a career change into the hospitality industry, so this work as a whole is unlikely to influence my work in the future.
Conclusion: 
Hilton is well on its way to its goals of sustainability and has as clear plan to do so.  Unlike much of the hotel industry (Deloitte data, 2025) Hilton has identified through its Travel with Purpose reports (2023) that sustainability is an issue that they must tackle and this has been noted by L in their analysis of Hilton’s carbon emissions and revenue growth (L, 2024).  
Hilton has the resource and potential to commit to a ‘mindful shopping’ type campaign and to capitalise on this through the promotion of its sustainability plans and achievements of the group so far, especially when comparing its awareness to other groups in the hospitality industry.  This has the potential to tap into the 25-34 age group as well as the sustainability group which were not highlighted in the group’s 2024 research of why people stay in Hilton Group hotels (Hilton, 2024).
Hilton Group must ensure that they are advertising themselves to Gen Z given their share of the luxury hotel market and desire for sustainable travel.  Losing a potential 45% (Johnston, 2023) of the market by not marketing themselves correctly would be a serious failure, especially given the success of the TikTok and other associated social media platforms.  
Recommendations: 
· For Hilton Group to promote their existing and future eco-friendly credentials to ensure that potential travellers understand their commitment to sustainability
· To promote the ‘mindful shopping’ (Chauke, 2024) concept, especially to travellers who may previously have seen Hilton Group hotels as out of reach to them
· To promote the ambition of net-zero by 2030 to potential guests by highlighting the progress made towards this (Hilton, 2023)
· To identify the hotels with potential guests, especially those between the ages of 25-34, the most eco-friendly hotels in the portfolio by spotlighting these through social media campaigns
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