Case Name

Hilton-"If you stay right, you stay right."

Theoretical basis

Travel motivations; Segmentation;Positioning;Branding;
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Background

1. In the 21st century, with the = development of the science and technical, Artificial
intelligence and micro-intelligence are widely used in the hospitality industry, like the
self-check-in and food delivery robot. More and more hotels use it to attract new
customers and save labor costs, weakening the role of hotels and hotel employees,

ignoring the fact that heartfelt service is what hotels are all about.

2. Generation Z is entering the consumer market and will become a significant consumer

in the future. They tend to associate travel with their daily lives. They spend money
morefor fun and to release stress, sothey pay more attention to the subjective experience

of consumption, such as heart-to-heart communication and the efficiency and convenience
of the service details.

3. Nowadays, the rise of the peteconomy has influenced many people's

consumer thinking and behavior. For example, people will name their dogs "DiDi,"

see them as part of the family and apply the lifestyle they want to their dogs. They

want to give their pets a consistent life, enhance their living conditions, take them to
restaurants, take them swimming with them, etc. Therefore, the demand for pet-friendly hotels
is gradually increasing.

Marketing Strategy

Hilton targets young people using their preferred  social platforms to increase interaction
with them by targeting their preferences. Breaking away from the framed marketing approach,
humor is used to find resonance with young people in their travels. For example, being pet-
friendly allows them to experience the joy of traveling together without separating from their
pets; connecting rooms will enable them to travel as a family while ~ wanting the pleasure of
traveling with their peers and having their own private space. In addition, for young people
who seekconvenience and efficiency, the electronic room card allows them to easily access all
the hotel's pub lic areas and enjoy the hotel's public services with just one cell

phone. At the same time, Hilton invited Paris Hilton, the heiress of Hilton Hotels
Group, model, actress, and a large number of fans, to shoot a promotional video,

trying to create a kind of Hilton-exclusive IP, using the Internet platform to attract the
attention of young people and fans. The video emphasizes pets, connected rooms, and
convenience to create a vacation atmosphere and promote the values of Hilton's brand
upgrade.

Outcomes

Through this platform, Hilton is bringing back to the traveler's mind that it matters where you
stay, back to the hotel itself, back to the hotel staff itself, emphasizing the importance of
the stayexperience, paying attention to every detail of the traveler's Stay, and thinking of
all the things the traveler might need. Let travelers focus on the moment, enjoy every moment
of their Stay, and enjoy the trip with their loved ones. This marketing approach attracts many
families, pet-keeper, and young travelers. At the same time, the old card is turned into
an electronic card stored in the cell phone. While making it convenient for
customers, it allows hotels to manage their rooms better and saves on card-making costs,



contributing to sustainability.
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