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ANALYSIS APPROACH

• Market level analysis and insights provided for Tiers 1, 2, and 3 on emailable audiences & email performance

• Data on emailable audiences was grouped by tier, country, language, member level, and point balances 

– Points were grouped into the following ranges:  0   |  1 - 5,999  |  6,000 - 24,999  |  25,000 - 79,000  |  80,000+

– Point balance data was pulled on 20/11/2020 

• Email campaign data was grouped by tier, country, language, campaign type, and member level 

– Reporting time period is June - October 2020 compared to the same time period in 2019

• Analyzed the best performing content among all drive market solos and METT emails

– For METT, we focused on the emails with the highest delivered volumes & best open and click rates for each market 

Tier 1

➢ (GB) United Kingdom, (IE) Ireland

➢ (AE) United Arab Emirates

➢ (DE) Germany, (AT) Austria, (CH) Switzerland

Tier 2

➢ (ES) Spain

➢ (FR) France

➢ (SA) Saudi Arabia

➢ (ZA) South Africa

Tier 3

➢ (IT) Italy

➢ (RU) Russia

➢ (TR) Turkey

➢ (QA) Qatar

➢ Benelux: (NL) Netherlands, (BE) Belgium, (LU) Luxembourg

➢ (PL) Poland

➢ (EG) Egypt

➢ Scandinavia: (NO) Norway, (SE) Sweden, (DK) Denmark
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KEY STORYLINES

• Basics make up 80-90% of emailable audiences

• Basic members occupy the lower point balance ranges, while Elites make up most of the upper ranges

• Some regions have strong language counts in Arabic and Chinese that help guide future localization efforts 

• Most markets delivered fewer emails YoY

• Open rates increased in most markets, resulting in click-to-open rate (CTOR) declines; this was consistent for all 

members levels with slight differences with Basics and Non-members

• Consistent bookings declines overall across tier 1 - 3 markets, but Solos had the least decline of all emails

• Welcome back offers were among the most engaging in Solos and METTs; placement didn’t matter in some Solos

• Personalized modules that pulled in destinations and starting rates captured clicks



Tier 1:

➢ (GB) United Kingdom + (IE) Ireland

➢ (AE) United Arab Emirates

➢ (DE) Germany + (AT) Austria and (CH) Switzerland
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Audience Insights: Tier 1

• 1.3M members and non-members are emailable; split is 83% Basics, 6% non-members, and 11% Elite

• Continue to grow the emailable database; consider doing email collection incentives and/or email appends

• Language counts are high for: ENG, BEN, GER, and ARB

• 75% or 933K emailable members have less than 6,000 points

• Basic members make up over 72% of the low point balance audience

• Noticeable difference in point balances for Gold to Ambassador members; over 70% have 80,000+ points

• Consider targeting messages by point balance to increase engagement:

– 0-24.9K points: encourage earning through redemption education, especially for newer members

– 25K-80K+ points: encourage point redemptions
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Performance Insights: Tier 1

• Delivered 29.6M emails June through October; delivery counts were down YoY across all markets

• UK made up 48% of delivered emails, followed by UAE at 24% and Germany at 15%

• Open rates were up for all markets, with increases ranging from 2 to 5 pts.; rates increased for all languages

• CTORs were -1.4 pts. below previous year rates, which may have been impacted by the increase in open rates

• Most open and click rates increased for members & non-members, but Basics consistently had click rate declines

• Overall, subscribers were engaged in communications as unsubscribe rates declined
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Performance Insights: Tier 1

• Bookings were down for all countries, with some markets having deeper declines than others 

• Consider tracking recent stayers vs. non-recent stayers to better understand email engagement

– Learnings can inform future testing and versioning

• Solos made up 45% of emails delivered, driving overall engagement and financials (13.4M total, +33% YoY)

– Solo open rates were +4.5 pts YoY and CTORs were +0.7 pts YoY

– Category generated 1,781 bookings, -2.7% YoY; it was the lowest YoY decline compared to all other email categories

• Drive solos made up 46% of Solos and 67% of revenue for this time period

• 3.9M METT emails were delivered and was -20% YoY, but open and click rates remained strong with increases of 

2.4 pts and 1.4 pts, respectively

– Generated 456 bookings, +14% YoY



Tier 1 Markets:

• United Kingdom 

• Ireland

• Germany

• Austria 

• Switzerland

• United Arab Emirates



• Highest language preferences: 
ENG and BEN 

• Basics make up most of database 
and lowest point ranges



• CTORs were down, except the BEN 
language was flat YoY in Ireland

• UK and Ireland made up 56% of tier 1 solo 
delivered counts; their decline in bookings 
of -18% YoY impacted overall engagement



-52%



Sent more Solo 
YoY and bookings 
had the least 
decline of all 
categories



Delivered counts 
for Non-members 
increased YoY

Open rates 
increased for all 
levels

CTORs increased 
for all except Basics



Tier 1 Markets:

• United Kingdom 

• Ireland

• Germany

• Austria 

• Switzerland

• United Arab Emirates



• Highest language preferences: ENG, 
GER, and BEN 

• CHS (Chinese) language counts 
driven by Switzerland

• Has more upper Elites than other 
tier 1 markets



Solos drove delivered counts and bookings were 
+29% YoY for this category

CTORs and bookings were different in Germany for 
the German language compared to other markets
• CTOR was flat YoY
• Bookings were +25% YoY, possible shift from 

English which was -25% YoY



-13%



More engagement 
and bookings from 
Solos and METT



Delivered counts 
for Non-members 
increased YoY

Open rates 
increased for all 
levels

CTORs increased 
for all except 
Basics

Platinum bookings 
were +7% YoY, 
which was mostly 
driven by Germany



Tier 1 Markets:

• United Kingdom 

• Ireland

• Germany

• Austria 

• Switzerland

• United Arab Emirates



• Highest language preferences: ENG, BEN, 
and ARB 

• Slightly higher Basic audience than 
Ireland/UK (84.1%)  



• Solos and MAU drove overall 
engagement for the time period

• Solo bookings declined -49% YoY and  
impacted financials



-54%



Sent more Solo 
and METT emails

Engagement and 
bookings were up



Delivered decline 
was not a low for 
non-members

Open and click 
rates increase for 
all, except for 
some levels



Tier 2:

➢ (ES) Spain

➢ (FR) France

➢ (SA) Saudi Arabia

➢ (ZA) South Africa
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Audience Insights: Tier 2

• 571.8K members and non-members are emailable; split is 91% Basics, 4% Non-members, and 5% Elite

• Continue to grow the emailable database; consider doing email collection incentives and/or email appends

• Grow engagement of the active Basics to move them into Elite

– Use the benefits of Silver Elite membership to encourage stay activity 

• Language counts are high for: ENG, BEN, SPA, FRE; plus ARB in Saudi Arabia

• 80% or 457.8K emailable members have less than 6,000 points; 5 pts. higher than Tier 1 markets

• Basic members make up over 90% of the low point balance audience; percentage is higher than tier 1 & 3 

• Noticeable difference in point balances for Platinum to Ambassador members; over 70% have 80,000+ points

• Consider targeting messages by point balance to increase engagement:

– 0-24.9K points: encourage earning through redemption education, especially for newer members

– 25K-80K+ points: encourage point redemptions
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Performance Insights: Tier 2

• Delivered 11.4M emails June through October; delivery counts were down YoY across all countries

• Open rates were up for all markets, with increases ranging from 2 to 4 pts. 

– Open rates were up for all languages, except for declines with British English in Saudi Arabia (-1.2 pts) & South Africa (-0.2 pts)

• CTORs were -1.9pts. below previous year rates, which may have been impacted by the increase in open rates

– CTORs were down for all languages, except French in France & Spanish in Spain had flat YoY rates 

• Most tier 2 countries had higher open and click rates YoY across all member levels

• Overall, subscribers were engaged in communications as unsubscribe rates declined for all
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Performance Insights: Tier 2

• Bookings were down for all countries, with some markets having deeper declines than others 

• Consider tracking recent stayers vs. non-recent stayers to better understand email engagement

– Learnings can inform future testing and versioning

• Solos made up 43% of emails delivered, driving overall engagement and financials (4.9M total, +57% YoY)

– Open rates were +3.6 pts YoY and CTORs were -0.4 pts YoY

– Category generated 380 bookings, -8.9% YoY; it was the lowest YoY decline compared to all other email categories

• Drive solos made up 61% of Solos and 73% of revenue for this time period

• 1.3M METT emails were delivered down 41% YoY, but open and click rates remained strong with increases of 1.5 

pts and 2.3 pts, respectively

– Generated 32 bookings, -73% YoY



Tier 2 Markets:

• Spain

• France

• South Africa

• Saudi Arabia



• Highest language preferences: ENG & SPA



• Spain had the least decline in bookings of 
45%, while all other tier 2 locations had 
bigger declines of 50% and above

• Spanish language in Spain accounted for 
33% of Tier 2 bookings



-44%



Sending more 
Solos made up 
for delivered 
lows in other 
categories

Solo and METT 
bookings up YoY 



Open rates up for 
all levels

Slight CTOR 
decline with Basics



Tier 2 Markets:

• Spain

• France

• South Africa

• Saudi Arabia



• Highest language preferences: FRE & ENG



Even though delivered counts declined 16% 
YoY, open and click rates were positive
• Open rates increased 3 points
• CTOR only dropped 1 point



-41%



Solos made up 
most of the 
delivered emails

Least decline in 
bookings 
compared to 
other categories



Positive 
engagement for 
most levels



Tier 2 Markets:

• Spain

• France

• South Africa

• Saudi Arabia



• Highest percentage of Basic 
members across all tier 1-3 markets

• Almost all Ambassadors (31) and 
Titanium (131) members have over 
80K points



92% of emails delivered to Basics

Open rates up 1.5 pts YoY

MAU and Solos made up most emails 
and drove overall engagement



-65%



Open rates were 
up for most 
categories, except 
METT, Moments, 
and Escapes

Bookings mostly 
from MAU & Solos



Open rates 
dipped for Gold 
and Silver 



Tier 2 Markets:

• Spain

• France

• South Africa

• Saudi Arabia



• Tier 2 ARB (Arabic) language counts 
were driven by Saudi Arabia

• 2nd highest percentage of Basic 
members across all tier 1-3 markets

• None of the Ambassadors have less 
than 6K  points



Saudi Arabia delivered counts made up 
48% of all of tier 2 delivered emails

MAU and Solos made up most of 
delivered counts and generated the 
same number of bookings (53 each)



-77%



Solo bookings 
were down the 
least compared to 
other categories 
(-50% YoY vs.-74% 
or higher)



Open rates 
increased for most, 
but some Elites 
had declines



Tier 3:
➢ (IT) Italy

➢ (RU) Russia

➢ (TR) Turkey

➢ (QA) Qatar

➢ (PL) Poland

➢ (EG) Egypt

➢ Benelux

➢ Scandinavia
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Audience Insights: Tier 3

• 629.2K members and non-members are emailable; split is 86% Basics, 7% non-members, and 7% Elite

• Continue to grow the emailable database; consider doing email collection incentives and/or email appends

• Language counts are high for mostly: ENG, BEN, ITA, and RUS

• 74% or 467.5K emailable members have less than 6,000 points; percentage aligns with Tier 1 markets

• Basic members make up over 85% of the low point balance audience

• Noticeable difference in point balances for Platinum to Ambassador members; over 70% have 80,000+ points

• Consider targeting messages by point balance to increase engagement:

– 0-24.9K points: encourage earning through redemption education, especially for newer members

– 25K-80K+ points: encourage point redemptions
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Performance Insights: Tier 3

• Delivered 12.6M emails June through October; delivery counts were down YoY across most countries and 

member levels

• Open rates were up for most markets, with increases ranging from 0.3 to 8 percentage points

– Most languages and member levels also had increased rates

• CTORs were -1.8 pts. below previous year rates, which may have been impacted by the increase in open rates

– Decline was consistent for most languages and member levels

• Overall, subscribers were engaged in communications as unsubscribe rates declined for all

• Bookings were down for all markets and languages, with only one market & language that increased (Russian)

• Consider tracking recent stayers vs. non-recent stayers to better understand campaign performance and offer 

engagement

– Learnings can inform future testing and versioning
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Performance Insights: Tier 3

• Solos made up 45% of emails delivered, driving overall engagement and financials (5.6M total, +39% YoY)

– Open rates were +4.7 pts YoY and CTORs were +0.5 pts YoY

– Category generated 701 bookings, -5% YoY; it was the lowest YoY decline compared to all other email categories

• Drive solos made up 54% of Solos and 59% of revenue for this time period

• 1.6M METT emails were delivered down just 2.1% YoY, but open and click rates remained strong with increases of 

1.7 pts and 1.3 pts, respectively

– Generated 67 bookings, -55% YoY



Tier 3 Markets:

• Italy

• Russia

• Turkey

• Qatar

• Poland

• Egypt

• Benelux

• Scandinavia 



• Highest language preferences: ITA & ENG
• Audience is mostly Basic members



Open rates increased 3.4 pts YoY

Solos were the main driver of 
engagement and bookings totaling 46% 
of delivered emails



-55%



Solos had the 
lowest decline 
in bookings (-9% 
YoY) compared 
to other email 
categories and 
other tier 3 
countries



Open rates were 
up for most levels, 
except a slight 
decline with Silver



Tier 3 Markets:

• Italy

• Russia

• Turkey

• Qatar

• Poland

• Egypt

• Benelux

• Scandinavia 



• Highest language preferences: RUS & ENG
• 3rd highest percentage of Basic members 

across all tier 1-3 markets



Russia was the only one in this tier that 
had increases in:
• Delivered counts +8.4% YoY
• CTOR +0.7 pts. YoY (mostly from Russian 

language, +4.4 pts YoY)

• Bookings +32% YoY (mostly from Russian 
language, +410% YoY)



23%



Solos had the 
biggest lift at 
+239% YoY 
compared to 
other email 
categories and 
other tier 3 
countries



Sent more Basic 
and non-member 
emails YoY

Basics drove overall 
engagement



Tier 3 Markets:

• Italy

• Russia

• Turkey

• Qatar

• Poland

• Egypt

• Benelux

• Scandinavia 



• Highest language preferences: BEN & ENG
• 10.9% are non-members; 2nd highest 

compared to other tier 3 markets
• Lowest percentage of Basic members of 

all tier 1-3 markets



• Delivered counts were -12% YoY

• Open rates were up YoY and across 
all email categories



-75%

-77.0%

-0.04 pts.

-0.5 pts.

-0.12 pts.

-8.9%



Delivered 72% 
more solos YoY 
that led to more 
opens and clicks, 
but bookings 
were flat



Maintained 
Basic delivered 
counts with 
only a small YoY 
decline

Silver was the 
only level with 
open rate 
declines

Captured more 
clicks resulting 
in high CTORs 
for most levels



Tier 3 Markets:

• Italy

• Russia

• Turkey

• Qatar

• Poland

• Egypt

• Benelux

• Scandinavia 



• Highest language preferences: ENG & BEN
• Large non-member audience at 7.8%



Open rates were above previous year, 
but click rates declined

MAU generated almost half of 2020 
bookings (total of 24)



-44%



Delivering more 
solo helped 
increase YoY 
bookings

MAU generated 
almost half of 
total bookings



Open rates were 
up across all 
levels

Basics generated 
most of the 
bookings



Tier 3 Markets:

• Italy

• Russia

• Turkey

• Qatar

• Poland

• Egypt

• Benelux

• Scandinavia 



• Highest language preferences: BEN & ENG
• 2nd lowest percentage of non-members 

across all tier 1-3 markets



Open rates were up YoY

Solos and MAU made up most of the 
delivered volumes



-26%



Open rates were 
up across all 
campaigns

MAU and Solos 
generated the 
most bookings

METT bookings 
were +60% YoY



Open rates were 
up for all levels

CTOR increased 
with Ambassadors 
and Titanium

Basics generated 
most of the 
bookings



Tier 3 Markets:

• Italy

• Russia

• Turkey

• Qatar

• Poland

• Egypt

• Benelux

• Scandinavia 



• ARB (Arabic) was 3rd highest language
• 14.5% are non-members; highest 

compared to other tier 3 markets



Most open rates increased YoY, except the 
British English rates slightly declined by -0.3 pts



-65%



Open rates were 
strong across 
most email 
categories

MAU and Solos 
generated most 
bookings



Slight open rate 
decline for Silver

Basics generated 
most of the 
bookings



Tier 3 Markets:

• Italy

• Russia

• Turkey

• Qatar

• Poland

• Egypt

• Benelux

• Scandinavia 



• FRE & GER had high language counts



47% of emails delivered were Solos, 
which influenced overall engagement 

Open rates increase 2.7 pts YoY



-58%



Solos had the 
lowest decline in 
bookings (-9% 
YoY) compared to 
other email 
categories and 
other tier 3 
countries



Slight open rate 
declines for Gold 
and Silver

Basics & Titanium 
drove bookings and 
had the least YoY 
declines



Tier 3 Markets:

• Italy

• Russia

• Turkey

• Qatar

• Poland

• Egypt

• Benelux

• Scandinavia



• CHS (Chinese) language counts 
driven by Norway



Open rates increased for all except 
Norway had a slight decline of -0.2 pts.

Norway booking declines were among 
the highest in tier 3 by -86% YoY



-72%



Delivered more 
Solos & METTS YoY

MAU and Solos 
generated the 
most bookings



Delivered counts 
decreased YoY for all 
members, but 
increased for non-
members

Open rates were up 
for most, except for 
Silver and Platinum 
members

Ambassadors had 
the least YoY 
booking decline 



Best Performing Content
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Drive Solo Content Highlights

• Welcome back offer promoting 25% off + free breakfast received the most engagement across all tiers and levels 

• Welcome back luxury offer promoting a daily hotel credit + complimentary room upgrade ranked high whether it 
was in the hero or secondary module

• Geo-targeted content that encouraged discovering nearby locations and properties resonated more with 
members than non-members

• Non-members engaged more with October Week Of Wonders content (hero & secondary); content was among 
the top 4 most clicked 
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Overall, the Tier 1 countries engaged mostly with the luxury welcome back offer and 
geo-targeted content with starting rates

Top 5 (in click order) 

1. July Wave 1 Hero Generic Offer

2. August Hero Luxury Offer (Generic Version) 

3. July Wave 1 Secondary Module Luxury Offer

4. August Hero Luxury offer (Luxury Version) 

5. September Hero Global Promotion

Engagement was consistent across most countries. Top content was geo-targeted, 
and featured hotel imagery. Below are a few engagement differences.

• Geo-targeted modules that encouraged readers to explore nearby hotels with 
starting rates ranked 3rd in the UAE (June solo) and 2nd in Ireland (Sep solo) 

• June Hero featuring the generic offer ranked 4th or 5th place for Germany, 
Switzerland, and UAE

Most Clicked: Tier 1
MEMBER

Offer Details: 
Generic offer = 25% Off + Free Breakfast
Luxury offer = Daily Hotel Credit + Complimentary Room Upgrade 

Sept. Solo
Aug Solo (Lux Version)

July Secondary Module 
Lux Offer

July Solo Aug Solo (Generic Version)

Example:
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Overall, the Tier 2 countries engaged with both welcome back offers, and 
geo-targeted content with starting rates

Top 5 (in click order) 

1. July Wave 1 Hero Generic Offer

2. June Hero Generic Offer

3. August Hero Luxury offer (Luxury Version) 

4. October Hero Week of Wonders (First Day)

5. August Hero Luxury Offer (Generic Version) 

Engagement was consistent across most countries. Most of the top content 
was geo-targeted, and featured destination or hotel imagery. Below are a few 
engagement differences.

• Geo-targeted modules that encouraged exploring nearby hotels with 
starting rates were among the top 5 in France (June solo), South Africa 
(Sept solo), and Saudi Arabia (June solo)

Most Clicked: Tier 2
MEMBER

Offer Details: 
Generic offer = 25% Off + Free Breakfast
Luxury offer = Daily Hotel Credit + Complimentary Room Upgrade 

Aug Solo (Lux Version)

July Solo

Aug Solo (Generic Version)

June Solo

Oct WoW (First Day)

Example:
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Overall, the Tier 3 countries engaged with both welcome back offers, and geo-
targeted content with starting rates

Top 5 (in click order) 

1. July Wave 1 Hero Generic Offer

2. June Hero Generic Offer

3. August Hero Luxury Offer (Generic Version) 

4. October Hero Week of Wonders (First Day)

5. July Wave 1 Secondary Module Luxury Offer

Engagement was consistent across most countries. Most of the top content 
was geo-targeted, and featured destination or hotel imagery. Below are a few 
engagement differences.

• Geo-targeted modules that encouraged exploring nearby hotels with 
starting rates were among the top 5 in all countries, except Russia, 
Qatar, and Luxembourg

• July resend Hero and August Hero (Luxury Version) were among the top 
5 for several countries but counts were not as high as other months 

Most Clicked: Tier 3
MEMBER

Offer Details: 
Generic offer = 25% Off + Free Breakfast
Luxury offer = Daily Hotel Credit + Complimentary Room Upgrade 

Example:

July Solo June Solo

Aug Solo (Generic Version) Oct WoW (First Day)

July Secondary Module 
Lux Offer
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Overall, the Tier 1 countries engaged mostly with the generic welcome 
back offer, as well as the broader promotions in Sept and Oct.

Engagement was consistent across most countries. Most of the top 
content was geo-targeted, and featured destination or hotel imagery.

Top 5 (in click order): 

1. July Wave 1 Hero Generic Offer

2. October Hero Week of Wonders (First Day)

3. July Wave 1 Secondary Module Luxury Offer

4. October Hero Week of Wonders (Last Day)

5. September Hero Global Promotion 

Oct Week of Wonders secondary content ranked high for most countries, 
but counts were not high enough to make the overall top 5 above.

Most Clicked: Tier 1
NON-MEMBER

Offer Details: 
Generic offer = 25% Off + Free Breakfast
Luxury offer = Daily Hotel Credit + Complimentary Room Upgrade 

July Solo Oct WoW (First Day)

July Secondary Module 
Lux Offer

Oct WoW (Last Day)
Sept. Solo



116

Overall, the Tier 2 countries engaged with both welcome back offers, 
broader promotions, and geo-targeted content with starting rates

Engagement was consistent across most countries. Most of the top 
content was geo-targeted, and featured destination or hotel imagery.

Top 5 (in click order) 

1. June Hero Generic Offer

2. July Wave 1 Hero Generic Offer

3. October Hero Week of Wonders (First Day)

4. October Secondary Module Week of Wonders (First Day)

5. July Resend Hero Luxury Offer

Engagement was consistent for most tier 2 countries, except the October 
Hero in WoW (Last Day) ranked 4th in France

Most Clicked: Tier 2
NON-MEMBER

Offer Details: 
Generic offer = 25% Off + Free Breakfast
Luxury offer = Daily Hotel Credit + Complimentary Room Upgrade 

June Solo July Solo (Wave 1 and Resend)

Oct WoW (First Day) Oct WoW Secondary Module
(First Day)
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Overall, the Tier 3 countries engaged with both welcome back offers, 
broader promotions, and geo-targeted content with starting rates

Engagement was consistent across most countries. Most of the top content 
was geo-targeted, and featured destination or hotel imagery.

Top 5 (in click order) 

1. July Wave 1 Hero Generic Offer

2. October Hero Week of Wonders (First Day)

3. July Resend Hero Luxury Offer

4. June Hero Generic Offer

5. September Hero Global Promotion 

Most Clicked: Tier 3
NON-MEMBER

Offer Details: 
Generic offer = 25% Off + Free Breakfast
Luxury offer = Daily Hotel Credit + Complimentary Room Upgrade 

Oct WoW (First Day)July Solo (Wave 1 and Resend)

June Solo Sept. Solo
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• Non-member join banner: Join banner received more engagement in the early months, June and July 
mailings, but clicks declined over time 

– Test another version that touts the benefits of membership

– Creating an enrollment tracking code to improve reporting for email specific enrollments

• Cleanliness banner: clicks were higher in June & July for most tiers; efforts have become expected or a best 
practice by most people

– Consider removing banner and focusing more on the on-property experiences that make readers feel safe (outdoor 
activities/dining, open space, private areas); see industry examples

Other Content Observations
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• Uses language that reassures guest safety

• Inspires members by showcasing outdoor 

activities and on-property amenities

• Inspires customers to book in advance with 

the flexibility they can change their 

booking without a cancellation fee

Industry Example: Property Specific

Subject Line: 72 Hour Sale: Stay from $199 with a $50 
Daily Dining Credit

Pre-Header: Enjoy Freedom From Fees! Drive In and Park 
for Free. No Resort Fees. 
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METT Content Highlights

• Approach: Analysis focused on METT emails that had the highest delivered counts and high CTORs; the most 
engaging content was then identified

• Welcome Back (WB) offers and Homes & Villas were the most engaging messages 

– Homes & Villas messaging ranked high for UK/Ireland, Spain, and South Africa

• The Ritz-Carlton Yacht Collection emails were consistently among the top 5 most engaging for all tiers 1 thru; also, 
the Marriott Vacation Club (MVC) was another high-performing email for UK/Ireland, Benelux, and Scandinavia

– Both the Ritz-Carlton Yacht Collection and MVC emails were removed to focus on other high-performing content
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Most of the clicks were on the Hero or Top 
Offer module for all countries

Sep and Oct emails featuring the welcome 
back offer, luxury offers, and Homes & Villas 
were the most engaging in the UK and 
Ireland

UAE had higher engagement in the June and 
Aug emails highlighting WB offer & brands

Switzerland, Austria, and Germany engaged 
with WB offers and Homes & Villas 

Most Clicked: Tier 1
MEMBER

UK & IRELAND SECTION NAME LINK DESC TEXT

EU_Country&Coast_WelcomeBack_4Sep_EN

TOP OFFERS

UKWBOFFER

EU_London_LuxuryBreaks_MembersNonMembers_Oct23_EN LondonLuxuryStPancras

EU_Homes&Villas_AutumnOffer_EN Sep24 HomesandVillas

EU_London_LuxuryBreaks_MembersNonMembers_Oct23_EN LondonLuxuryMayfair

EU_London_LuxuryBreaks_MembersNonMembers_Oct23_EN LondonLuxuryPiccadilly

UAE SECTION NAME LINK DESC TEXT

UAE METT June

TOP OFFERS

Ritz Carlton Al Wadi

UAE METT June Welcome Back Offer

MEA_UAE_August_all_28Aug_EN MILUX Welcome Back UAE

MEA_UAE_August_all_28Aug_EN RC Dubai Staycation

UAE METT June Sheraton JBR

Austria/Germany/Switzerland SECTION NAME LINK DESC TEXT

EMEA_LuxuryWB_31Jul_EN

TOP OFFERS

WBLuxuryEMEA

EU_Berlin_WB_Jul24_DE WBBerlin

EU_Hamburg_Staycation_Members_Jun12_DE STAYCATION

EU_Homes&Villas_AutumnOffer_EN Sep24 HomesandVillas

EU_Munich_WBStaycation_Members_Jul3_DE WB Staycation Offer

EU_SE_ItalyGreeceSpainMalta_Summer_All_Jul17_EN Welcome Back Offer

EU_WELUX_Austria_WelcomeBack_All_Jun26_EN Welcome Back offers lux

EU_WELUX_Austria_WelcomeBack_All_Jun26_EN SCHLOSS FUSCHL
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Most of the clicks were on the 
Hero or Top Offer module for all 
countries

Engagement in France was the 
highest with the July and August 
luxury WB offers

Spain also responded well to 
WB offers in July, as well as the 
Oct Rediscover Spain email

July & Oct WB offers were the 
most engaging in Saudi Arabia

WB offers and Homes & Villas 
content received the most 
activity in South Africa (July, 
Sep, and Oct emails)

Most Clicked: Tier 2
MEMBER

France SECTION NAME LINK DESC TEXT

EMEA_LuxuryWB_31Jul_EN TOP OFFERS WBLuxuryEMEA

EU_SE_ItalyGreeceSpainMalta_Summer_All_Jul17_EN TOP OFFERS Welcome Back Offer

EU_Georgia_Welcome_Back_Aug28_EN TOP OFFERS Welcome Back

Spain SECTION NAME LINK DESC TEXT

EU_SE_Spain_WelcomeBack_All_Jul3_ES

TOP OFFERS

WELCOME BACK SUMMER HOLIDAYS

EU_SE_Spain_WelcomeBack_All_Jul3_ES HVMI

EU_SE_RediscoverSpain_All_Oct2_ES REDISCOVER SPAIN

EU_SE_RediscoverSpain_All_Oct2_ES TENERIFE

EU_SE_RediscoverSpain_All_Oct2_ES Welcome Back

Saudi Arabia SECTION NAME LINK DESC TEXT

MEA_KSA_WelcomeBack_Members_24Jul_EN

TOP OFFERS

KSA  MILUX OFFER

MEA_KSA_WelcomeBack_Members_24Jul_EN SA Welcome Back

MEA_KSA_WelcomeBack_members_9Oct_EN KSA  MILUX OFFER

MEA_KSA_WelcomeBack_members_9Oct_EN SA Welcome Back

South Africa SECTION NAME LINK DESC TEXT

MEA_SSA_WB_all_Sept25_EN

TOP OFFERS

Welcome Back SA

MEA_SA_October_ Welcome Back_all_23Oct_EN Welcome Back SA

Adhoc_HVMI_MBRS_Oct16_EN HVMI SA

MEA_SSA_WB_all_Sept25_EN HVMI

South Africa July SA Welcome Back Offer
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Welcome Back offers were the most 
engaging in Benelux, Egypt, and Italy

Several destination and brand features 
performed well in Benelux

Global Promo ranked high in Egypt, and 
Homes & Villas in Italy

Most Clicked: Tier 3
MEMBER

Egypt SECTION NAME LINK DESC TEXT

Egypt July TOP OFFERS Welcome Back offer Egypt

MEA_Egypt WB_Members_25Sep_EN TOP OFFERS Welcome Back offer Egypt

MEA_Egypt WB_Members_25Sep_EN TOP OFFERS Global Promo

MEA_Egypt WB_Members_25Sep_EN TOP OFFERS EMEA Welcome Back MILUX

MEA_Egypt WB_Members_25Sep_EN TOP IMAGE mast

Benelux SECTION NAME LINK DESC TEXT

EU_Amsterdam_WB_Members_7Aug_EN

TOP OFFERS

DiscoverAmsterdam

EU_FE_TheHague_Jun19_EN HOLIDAY OFFERS

EU_FE_TheHague_Jun19_EN EXPLORE OTHER HOTELS

EU_FE_TheHague_Jun19_EN HO BREAKFAST

EU_SE_ItalyGreeceSpainMalta_Summer_All_Jul17_EN Welcome Back Offer

EU_SE_ItalyPortugal_All_Aug28_EN Resorts and Hotels in Portugal

EU_SE_ItalyPortugal_All_Aug28_EN Rediscover Italy

EU_SE_ItalyPortugal_All_Aug28_EN Resorts and Hotels in Portugal

EU_SouthernEurope_CityBreaks_Oct16_EN citybreaks

MEA_GLPT_August_all_28Aug_EN Welcome Back EMEA

Italy SECTION NAME LINK DESC TEXT

EU_SE_Italy_WelcomeBack_All_Jul31_EN TOP OFFERS WELCOMEBACK

EU_SE_ItalyGreeceSpainMalta_Summer_All_Jul17_EN TOP OFFERS Welcome Back Offer

EU_SE_Italy_WelcomeBack_All_Jul31_EN TOP OFFERS HVMI SUMMER OFFER

EU_SouthernEurope_CityBreaks_Oct16_EN TOP OFFERS citybreaksitaly
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High engagement in WB offers, regional 
property or brand features, and 
destination messages

F&B messages ranked high in Qatar and 
Turkey in October

Most Clicked: Tier 3 (cont.)
MEMBER

Scandinavia SECTION NAME LINK DESC TEXT

EU_Denmark_WB_all_Jul3_EN

TOP OFFERS

WB Copenhagen

EU_Poland_WBOffer_9Oct_EN WBOfferPoland

EU_SE_ItalyGreeceSpainMalta_Summer_All_Jul17_EN Welcome Back Offer

EU_SE_ItalyPortugal_All_Aug28_EN Resorts and Hotels in Portugal

EU_SE_ItalyPortugal_All_Aug28_EN Rediscover Italy

EU_SouthernEurope_CityBreaks_Oct16_EN citybreaks

MEA_GLPT_August_all_28Aug_EN Welcome Back EMEA

Poland SECTION NAME LINK DESC TEXT

EU_Poland_Welcome_Back_Aug21_EN

TOP OFFERS

Welcome Back

EU_Poland_Staycation_All_Jun19_EN POLAND STAYCATION

EU_Poland_WBOffer_9Oct_EN WBOfferPoland

EU_Krakow_21Sep_EN ESCAPE TO KRAKOW

Qatar SECTION NAME LINK DESC TEXT

MEA_Qatar_WelcomeBack_All_24Jul_EN

TOP OFFERS

QA  MILUX OFFER

GLT_Qatar_DohaFoodFest_all_EN Oct16 Doha Food Fest

MEA_Qatar_WelcomeBack_All_24Jul_EN QA Welcome Back

GLT_Qatar_DohaFoodFest_all_EN Oct16 WB Qatar

GLT_Qatar_DohaFoodFest_all_EN Oct16 MoreCravings

Russia SECTION NAME LINK DESC TEXT

EU_Russia_WelcomeBackOffer_23Oct_RU

TOP OFFERS

RussiaWelcomeBack

EU_Russia_WelcomeBackOffer_23Oct_RU RussiaLuxuryCollection

EU_Russia_WelcomeBackOffer_23Oct_RU MarriottMoscow

Turkey SECTION NAME LINK DESC TEXT

EU_Bodrum_WB_all_Jun19_EN

TOP OFFERS

Welcome Back

GLT_Turkey_Dining_WB_MbrWeek_MBRS_Oct9_EN WB Turkey

MEA_GLPT_August_all_28Aug_EN Welcome Back EMEA

GLT_Turkey_Dining_WB_MbrWeek_MBRS_Oct9_EN Dining Turkey
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Qatar drove most of the 
email engagement 

24 July welcome back and 16 
Oct Doha Food Fest emails 
drove the most clicks

Most Clicked: NON-MEMBER

Spain and Saudi Arabia generated 
most of the email engagement

3 and 24 July campaigns featuring 
welcome back offers generated 
the most clicks

Homes & Villas messaging on 3 
July was among the top 5 in Spain

Engagement was driven by the 
UAE, generating the most clicks 
across all tier 1 countries

June and Aug emails with 
welcome back offers were the 
most engaging

Ritz Carlton Al Wadi received 
more clicks than WB offer in June 
UAE email

Property features like the W 
Dubai The Palm and Sheraton JBR 
were among the most clicked

Tier 1 Tier 2 Tier 3
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Next Steps

1. Prepare for the Nov 30th meeting

2. Send final Tableau dashboards
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Thank You!
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APPENDIX
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Commonly Used Acronyms:

• ATM = Algorithmic Targeted Marketing

• BPK = Bookings Per Thousand (K) delivered emails

• CTOR = Click-to-Open Rate

• CTR = Click-Through Rate

• LPM = Loyalty Program Marketing (emails like Welcome and Achievers)

• MAU = Monthly Account Update

• MoM = Month Over Month

• YoY = Year Over Year

Data Sources:

• Financials = Omniture 7-Day Cookie

• Comparison averages = rolling 12-months

Glossary of Terms



130

Work Anywhere Marketing: Stay, Play, Work Package
Subject Line: A Haven for the Work Week

Pre-Header: Stay, Play, Work in San Diego

Practical application 
and reason to stay 

Appeals to families 
juggling work & 

school


