






• Hilton is a leading global hospitality company with 
17 brands spanning the lodging sector

• Our brands are comprised of:

– Nearly 6,000 properties

– More than 954,000 rooms

– In 117 countries and territories 



OUR GLOBAL BRANDS



HILTON HAS BEEN RECOGNIZED

AS THE #2 WORLD’S BEST 

WORKPLACE

RANKED HILTON AS THE BEST COMPANY TO 

WORK FOR IN THE U.S.

HILTON IS ONE OF THE

MOST ETHICAL
COMPANIES

ACCORDING TO ETHISPHERE



WORKPLACE RECOGNITION











Headline 1
30 Characters

Headline 2
30 Characters

Display URL

Description 1
90 Characters

Sitelinks:
Up to 6 can show
Up to 4 with Descriptions
Link directly to different pages

Location Extensions

Phone Extension

Call Out Ext

Structured Snippets Ext

Destination URL Root
/Path 1
/Path 2
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• Through establishing test/control groupings of 
customers and markets using Customer Location we’ll 
be able to confirm any performance impact resulting 
from turning off CoreBrand Paid Search in each test 
market. 

•

• Identify Customers and Markets to test using expansive 
internal customer and market database ensuring we 
include all differentiating characteristics to include: 
location type, market size, customers within market, 
etc. this will be mapped to identify similar customers 
and markets to compare to control. We will have 10 
control markets per 1 test market to reduce noise, 
seasonality, and other outside factors.

• Web Direct Revenue saw a 2% decline in test markets 
when CoreBrand keywords were turned off

• Channels outside of Web Direct (OTA, Property Direct, 
Call Center) saw declines when CoreBrand Paid Search 
was not activated.

• Most heavily affected was our OTA business, 
surprisingly

• Non-Members and Low-Tier Members saw the biggest 
impact with 12% declines in WD Revenue; High Tier 
members were least affected.

• When looking overall, only Non-Members & Low Tier 
Members saw an effect to Revenue
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