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Intro:
Hello, my name is Jane Harvey and today I will be talking to you about the Hilton Hotel group, and more precisely, their reach into marketing via social media.
The Hilton Hotel group, is a global hotel chain, well known for luxury, comfort, and exceptional service and is one of the most recognised and respected names in the hospitality industry. With over 6,500 properties in 126 countries, Hilton offers a diverse portfolio of 18 world-class brands.
Hilton's commitment to providing outstanding guest experiences is evident in their innovative approach to hospitality. From the introduction of the first airport hotel to the development of the industry-leading and award-winning Hilton Honors loyalty programme.
More recently, Hilton has taken the social media world by storm with their developments in social media as a marketing platform.  Hilton have use social media to engage with their consumers, build relationships and produce ads that have had millions of engagements across a number of platforms.

Challenge and Analysis: 
The chosen issue is developments in social media as a marketing platform.
Soicial media is an effective tool when it comes to being able to understand your consumers and provides the ability to target specific groups.  Hilton broke the mould when they began their #Hiltonforthestay campaigns in 2022, with Apple noting in 2023 that ‘Some rules are meant to be broken—but to break them just right, first you have to know your audience’. (Apple, 2023)
When utilising social media as a marketing platform, the 7Ps can be very effective in order to analyse the marketing reach required.  
Within the campaigns one can clearly identify the product, Hilton utilise their social media presence to support the ethos of their product being a luxury stay.  They promote their full product offer of the hotel room but also promote the extras, spa breaks, golfing breaks of their supporting and facilitating products. (Dudovskiy, 2016).  
Process is achieved by enabling consumers to learn more about the Hilton Honors app. In 2022 Hilton also managed to break through their own targets, with the ‘It Matters Where You Stay’ campaign. Overall, the campaign (which also support the development of place) delivered 35.7 million views, which was 86 times that of the average brand post. (MMA, 2022). Consumer reception was incredibly positive and the ‘longest ever Tik Tok ad’ promising 10,000,000 Hilton Honors rewards points this was obviously an enticing prize for many people which ensured that people engaged with the advert until the end and was a highly effective promotion for Hilton.
Within this, any special offers can be advertised so effective price point can be assessed too if people are then go on to book their stays, enabling Hilton to potentially identify any key price points to pitch their stays at. 
Social media marketing enables interaction with people.  As identified by Marketing Week in 2023, digital marketing allows higher levels of customer engagement through various online channels with some developing a cult following. What better way to market yourself than the office discussion of your latest posts?   
All this enables a strong physical evidence base that can then support further marketing endeavours and engagements with the market. This can allow the group to identify their target audiences and understand how to develop their future campaigns, through real-time analytics and precision targeting (Usama, 2025).  Indeed, Lee identified that Hilton utilises social media to garner the attention of Gen Z through their ‘Hilton Saved My Stay’ campaign (Lee, 2025) which would indicate a response to a missing demographic within their guests.  
Consequently, Hilton is able to identify and target the market segments of demographic, ensure geographically appropriate adverts and also tap into the psychographic and behavioural psyche of people of the people that they are trying to reach.  As identified by Camileri (2018) social media marketing enables Hilton to target the specific groups who are likely to use their product.  It is fair to say, that digital marketing allows businesses to reach a global audience and target specific demographics more precisely than traditional marketing methods.
Challenges: 
1. Use of social media influencers, social media influencers need to be someone you can fully trust who won’t unwittingly bring the brand into disrepute.  The University of Portsmouth raised these concerns in 2025. Especially in the areas   This could be through:
· The promotion of harmful products: There is particular concern within the study about the impact on younger audiences. (Rackham, 2024) 
· Encouraging comparison culture: Influencer content can lead to lifestyle envy and could work to Hilton’s disadvantage if they seem out of reach.
2. Risk of an algorithmic shift is a real possibility, Usama noted in 2025, that in 2018  ‘Facebook’s algorithm shift deprioritised business content, causing some brands to lose organic reach by up to 80%’ with Goray also noted in 2024, that having to keep on top of the technology and algorithms can also prove to be very expensive.
3. There is also the risk of digital exclusion.  Although, arguably, people who are facing digital exclusion through poverty are unlikely to be Hilton’s target audience (especially given that Ofcom identified in 2022 that the most financially vulnerable are those that are likely to be at risk of digital exclusion).  This said however, there are older adults, who could be a core base of the Hilton clientele who are digitally excluded from not picking up the skills required to live in the current digital age.  Indeed, in 2022 Ofcom identified that 40% of people aged 70+ don’t have access to the internet at home which rose to a staggering 53% of people who are aged 70+ and living alone.

Evaluation: 
Hilton is utilising the 7Ps within this space effectively to support their social media campaigns.  
How effective are Hilton in this space?
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 the social media landscape was more dominated by Hilton than the other hotel brands
This said, it is likely that this strategy will not work forever and there is a real danger of marketing fatigue from consumers as identified by Usama in 2025.  If customers stop engaging with the campaign, it could lead to a crucial loss of advertising so diversity is important across the channels. 
By engaging with users in  the #Hiltonforthestay campaigns, Hilton has to ensure that they are targeting the right followers on the right social media channel.  Ofcom identified in 2024 that ‘although overall, social media users were most likely to describe Facebook as their ‘main’ social media site or app (48%), this fell to 9% for those aged 16-24, steadily rising across each age category to reach 77% among those aged 65+ demonstrating that it is critical to ensure that the marketing campaign hits the correct demographic.  Consequently, with Facebook being the most utilised social media platform, there is a real need for Facebook posts to be able to reach a multitude of users.
However, Instagram, TikTok and Snapchat were all more popular with younger users…16-24-year-olds most commonly identified either TikTok 13 (29%) or Snapchat (26%) as their top platform, while Instagram was the most popular among 25-34s, with about a third (34%) describing it as their main social media platform’ (OFCOM, 2024).  


Summary and Take away (2 minutes):
In spite of all this however, Hilton has demonstrated a successful engagement with social media as a marketing tool.  There campaigns have resulted in:
· Over 300+ moments created using social media
· Over 1.16M engagements
· Growth across all @Hilton social media channels: 
· TikTok grew from from 0 followers to 221K followers
· Instagram grew from 83K followers to 142K (71.1% increase)
· Twitter from 16.6K followers to 21.2K (27.5% increase)
· Facebook from 566K followers to 610K (7.8% increase)
(Makasini et al, 2025)
Goray noted in 2024 that It is expensive to keep on top of algorithms and from the statistics, it would seem that Hilton are currently managing to do this.  However, one could argue that the risk of not keeping in touch with algorithmic biases and not reaching the people they need to see, could prove even more expensive, especially when considering that the shift in Facebook algorithms left some companies losing 80% of their organic reach back in 2018.  The fact that paid-for ads are now more likely to be engaging consumers through algorithmic shift (Slyman, 2025) it is essential to maintain a paid for ad campaign that continues to keep potential customers engaged. Indeed, Usama noted that Salesforce reports that 80% of consumers are more likely to buy from a brand that offers personalised experiences.
Given the evidence presented so far, it seems fair to state that so far, Hilton Hotel Group’s social media strategy is effective.  They are engaging the market well and as stipulated previously, hold the lion’s share of the social media audience in YouTube and TikTok although they still lag behind Mariott on Instagram and Facebook.  
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.’
Creating their own hashtag #Hiltonforthestay has led to Hilton being a well-recognised brand with engaging content across social media, which for now, is serving the brand well.  Indeed, EPR (2024) described the Hilton campaigns as ‘exemplary’ demonstrating ‘how strategic digital marketing can effectively address consumer concerns while enhancing brand loyalty’.
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