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93 Year History in One Minute 
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Presenter
Presentation Notes
-Founded 93 years ago by Conrad Hilton
-First Hotel – the Mobley – in Cisco Tx.  Conrad went to Cisco to buy a bank, after the seller increased the price of the bank, Conrad purchased the hotel, the rest is history
-First publically traded hotelier, Hilton Hotels Corporation listed on NASDAQ
-In the 60s Sold off the international part of the business, Hilton Hotels Corporate and Hilton International two completely separate companies
-Companies came back together in 2006 after 40 years apart, a year later BlackStone group purchases the companies outright.  New CEO, new senior leadership team, relocated the HQ, Oldest STARTUP COMPANY IN THE WORLD
-91 countries, more than 300,000 team members
-Opening new hotels every week
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Creating a Footprint 
1. Making the case 

2. Define Audience/ 
Determine Channels 

3. Process & Implementation 

4. Involving Stakeholders 

5. Regularly Reporting 

6. Measuring Results 

Hospitality is Social 
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VISION: To fill the earth with the light and 
warmth of hospitality 

Presenter
Presentation Notes
-Our founder believed in something more than just selling hotel rooms.  
-There is a greater purpose to what we are doing and my role is to communicate that and use these new channels for communicating to tell our corporate story and share Conrad’s vision for the company.
-Telling the story and building the brand is more than just creating a Facebook page or a YouTube channel – it’s about involving and engaging people
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Making the Case 
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• Engage target audiences already communicating in this space 
 
• Optimize search engine traffic to expand the reach of key messages 
 
• Differentiate Hilton Worldwide from competitors 
 
• Hedge negative publicity by building community during peacetime to leverage during crisis 
 
• Provide a transparent look at the “inside” of the company 
 
• Position Hilton Worldwide’s team members as preeminent global hospitality thought leaders 
 
• Support Hilton Worldwide’s growth efforts by showcasing the proven value of its brands  
 
• Highlight existing partnerships to augment impact & attract new partnerships 
 
• Build awareness for corporate responsibility successes 
 
 
 
 

Presenter
Presentation Notes
 Why Should Hilton Worldwide Participate?

Engage
Hedge
Position
Support
Build

Egypt Example – Arab Spring – Hilton suppressing the democratic voice in Egypt
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Define Audience/Determine Channels 
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Goal 

Communicate the value of Hilton Worldwide to key audiences and provide a platform for 
two-way communication with the company. 

Industry Media 
Hotel Management Companies 
Hotel Owners 
Current/Future Stakeholders 
Team Members 
Prospective Team Members 
Operational Niches (F&B, Spa, Fitness) 
 
 
 

Industry Enthusiasts 
B2B Sales (Strategic Accounts) 
Conference & Meeting Planners 
Regulators 
Government Officials 
Strategic Partners 
Non-Profit Organizations 
 

Target Audiences 

 
Company Mission 

To be the preeminent global hospitality company – the first choice of guests, team 
members and owners alike. 

Presenter
Presentation Notes
Who are we trying to talk to?
Match channels with our audiences – where are they already talking?  How do we want to reach them – video, photo, text?
Takes seconds to - create a channel, cultivate a community
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Keep in Mind... 
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• Hilton Worldwide channels launched in August 2011 – brands active for years 
 
• Channels reflect the global nature of the company – 24/7/365 
 

• Zero paid engagement 
 
• Networks are rapidly evolving and tactics change constantly 
 

• The audience is much broader than “just kids” 
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First Steps 
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• Direct integration with guest assistance to manage guest issues 
 

• Social media policy integrated w/ communications policy – “How TO” not “Dos & DON’Ts” 
>How to protect yourself & the company when communicating online. 

 
• Listen first – daily online monitoring integrated into media clips 
 
• Maintain consistent look & feel, voice and channel names (HiltonWorldwide) 
 
• Mission control is hiltonworldwide.com 
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Management Process 
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Content  
 
• Weekly content calendar 
 

• Contribution from across the enterprise (global and    
 departmental diversity) 
 
• Most content is repurposed from existing public 
 communications 
  
• Digital efforts support and amplify traditional comms 
 

 
Measurement 
 
• Weekly/Monthly reporting 
 
• Measuring engagement & growth 
 

• Tracking web traffic referrals from social 
 
 
 

Presenter
Presentation Notes
Need to have a process – people hate process but it’s the only way to guaraetnee a consistent voice 
Consistency is key to building a footprint
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Integration Across Owned Channels: Corporate Website 
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 Permanent links in the website footer  Network specific links for content pages 
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Integration Across Owned Channels: Media Center 
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 Embedded sharing 

 Channel cross 
promotion 

 Embedded media 
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Integration Across Owned Channels: Press Release 

10 © 2012 Hilton Worldwide Confidential and Proprietary 

Integration Across Owned Channels: Press Release 
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 Embedded Flickr album 
 
 Embedded YouTube video 
 
 Embedded Tweet 
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Driving Awareness Internally & Externally 
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 Executive communication 
 
 Email signatures 
 
 Printed collateral 
 
 Digital productions 
 
 Interactive video displays 
 
 Promotional materials 
 
 Media boilerplate 
 
 New Hire Information 

 
 How To Guides for Departments 
 
 
 
 

Presenter
Presentation Notes
Need to drive internal/external awareness
This is key
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twitter.com/HiltonWorldwide 

 10 – 20 posts/day 
 
 Mixture of engagement & “static” 
content 
 

 Relevant to time and place 
 
 Real-time conversations #HWchat 
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#HWchat – Starting the Conversation 
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Quick Tips for Engaging Media on Twitter  
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• Create a Twitter List 
 
 
 
 
 

Presenter
Presentation Notes
Costs Nothing
Allows you to keep track of influential industry media
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Quick Tips for Engaging Media on Twitter  
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• Mention journalists and publications in Tweets 

• Journalists will mention you back 
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Twitter Tools - SocialBro 
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• Manage Your Twitter Community 
• Best Time to Tweet 
• Track Growth – followers/unfollowers 
• Find, Filter & Sort 

• Import Lists 
• Geographic Breakdown 
• Audience Insights 
• Real-time analytics 
• Free & Paid Options 
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Twitter Tools- Muck Rack 
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• Google alert for journalists on Twitter 
 

• See what journalists are saying about 
any topic 
 

• As it happens or daily alerts 
 

• Free & Paid Accounts 
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Twitter Tools - TweetReach 
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• Free & Paid Options 

 
• Nice, easy reports 

 
•Great for tracking smaller campaigns 
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Twitter Tools 
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Presenter
Presentation Notes
Radian6
Traackr
Cision
Paper.li
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If you only remember one thing… 
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• Content is currency – make your content valuable 
 
• Twitter stalking has an unfair bad rap – listen first 

Presenter
Presentation Notes
Only reason a reporter will follow you is if you are saying something valuable – insights into the business, exclusive news, otherwise unattainable access, etc

No one likes someone who talks to much, no one likes a pusher, you have to be a good listener and you will be surprised what you will discover

And both developing inspired content and listening are best done poolside at the Hilton Los Cabos Beach and Golf Resort
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@chrisobrooks 
chris.brooks@hilton.com 

 
 
 

Questions? 
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“To accomplish big things I am convinced  
you must first dream big dreams.” 

 
-Conrad Hilton 
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