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April 2016 Key Storylines 

 The program generated the highest April bookings and room nights to date, driven 
by SPG & Member Rates announcements  

 

 Core eNews continued to surpass 2015 eNews bookings & clicks with more 
personalization features, new benefit highlights & increased content; PO Benefits did 
not appear to create a similar click engagement 

 

 Core Hotel Specials generated the same bookings as 2015 Hotel Specials while PO 
Offers achieved its highest monthly booking total to date 

 

 Destinations continued to evolve travel inspiration content and MoM click 
engagement grew across all segment versions 
 

 Recent Lifecycle campaign updates increased personalized redemption efforts as 
well as stimulated early engagement & loyalty 
 

 Test & Roll subject lines were run across Destinations, eNews, and Benefits, and 
image testing in Member Rates Solo 
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Executive Summary: Apr 2016 YoY overview 

Program Summary 

Compared to Apr ‘15, deliveries increased 87.0% 
and bookings increased 83.3%, resulting in a 
decrease of 1.7% of booking per delivered (K) 
 

SPG Update & Member Rates were sent to the 
audience in a traditionally low-volume month 

• These Solos generated above program average Open & 
Conversion rates which lifted program KPIs despite YoY 
campaign-type decreases 

 

eNews & Hotel Specials email KPIs generally grew 
YoY 
 

Lifecycle continued YoY increased delivery and 
lower email KPIs due to Anniversary & 
Onboarding  
 

MRCC featured 80 K offer lifting email KPIs 
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Executive Summary: MoM campaign trends 

Observations: 
• April ‘16 experienced an 84% lift in YoY bookings as all campaigns saw an increase in booking 

volume which correlated with higher overall delivery  
• SPG Update & Member Rates Solos, large audience of Destinations Core & Anniversary/ 

Onboarding lifecycle touchpoints drove program volume 
• Core eNews & Hotel Specials drove more YoY bookings than their 2015 full-audience versions 
• PO campaigns generated their lowest overall booking volume thus far 
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Program MoM & YoY KPI trends: Apr 2016 

Observations: 

April ‘16 Open and Conversion rates were the highest in 2016 due to the lift created by 
SPG Announcement and Member Rate Solos 

Open% 

LY Open% 

LY CTO% LY Conv% 

Conv% 
CTO% 
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Member Rates Solo 
Member Rates  

New. Yours. Now. Marriott 

Rewards Member Rates 

Fab Four  

Big Changes are Coming… 

Pool 

 

 
 

Common Space 

 

 

 
 

Room 

TSAT WHPH 

Observations 

Member Rates Solo went to a larger audience and generated slightly 

lower KPI’s than the Fab Four (Oct-15) announcement 

 

For the PO audience there was an image test in the hero; results pending  
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SPG Merger Solo 

One Step Closer 

Observations 

Merger Solo was sent same day as SPG version 

• SPG Version Open rate: 39.2%* 

 

Open rate may have been higher by leveraging other program 

announcement subject lines that indicate program updates & change:   

• New Security Measures for your Account 

• Your Points are Expiring Soon 

 

Here's the Latest on the Starwood 

and Marriott Merger 

*From Yesmail Market Intelligence tool.  Based on panel sample size of 1,000 recipients 
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+ 
Core eNews continued to 
generate more engagement than 
2015 eNews 
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Apr ‘16 Core eNews generated 3% more 

bookings YoY than Apr ‘15 eNews  

Observations: 

• eNews Core generated more bookings than 2015 eNews did to the entire audience 

• While there was a 10% YoY increase in audience size; the 19% increase in bookings was primarily 
due to featuring MegaBonus 

YoY & MoM eNews Bookings 
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Apr ‘16 Core eNews generated 19% more 

clicks YoY than Apr ‘15 eNews  

Observations 

• MegaBonus in April Core eNews helped generate more clicks than 2015 eNews did to the entire audience 

• For the 2nd month in a row Benefits generated a below average number of clicks and bookings 

YoY & MoM eNews Clicks 
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Subject lines for Core were different from the PO versions and appeared to resonate more with 
WHPH & TSAT 

 

Similar to March, Core versions generated a higher Click to open rate than dedicated Benefits 

1. eNews presented audience with more overall content 

2. PO segments did not react to MegaBonus as expected as a Top Offer feature  

WHPH & TSAT click engagement was higher 

with Core versions than Benefits  
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1) April eNews featured multiple 

high click generating sections 
Observations 

1) March eNews generated 289 K clicks vs April’s 328 K clicks 

2) March generated more clicks to Top Offer, 172 K vs April’s 135 K 

3) April eNews body content generated above average incremental clicks  
 

Notable April content: 

1) The Account Module generated the most clicks (26 K) out of any Rewards content 

• Above average % click share over Rewards Header+Milestone combinations pre-March 

• “Your Account Activity” link generated over 2x the clicks of the three featured 
 

2) Rewards Main section generated among the highest number of clicks (22 K) for this 

section with only 2 features: Cash+Points & Member Rates 

• Cash+Points generated 3x the clicks as Member Rates 
 

3) Hotel Openings generated the most clicks for that section in over a year 
 

4) eBreaks Module generated 4% of eNews clicks as the lowest content feature; Conv% 

was similar as the entire mailing average  

• eBreaks Module continued to generate click and booking engagement in the multiple 
campaigns it has been featured 

Search 

7%, 2.2 K bks 

Rew - Head 

7%, 1.9 K bks 

Rew - Main 

7%, 2.5 K bks 

Hotel Rdm 

3%, 553 bks 

Earn 

3%, 698 bks 

City Scene 

1%, 142 bks 

Hotel Open 

3%, 611 bks 

eNews 
Your Account: Introducing  

Member Rates 

Account Box 

24%, 10.1 K bks 

Prod Rdm 

3%, 773 bks 

Top Offer 

3%, 773 bks 

Top Offer 2  

33%, 6.4 K bks 

eBreaks 

4%, 1.2 K bks 
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Benefits contained less overall and type of 

content than eNews eNews WHPH Benefits 

• There is a general correlation between the amount of content and the 

click engagement it creates 

‒ Apr ‘16 eNews generated more clicks than April ’15 (48 links) 

 

• eNews click generating content elements absent in Benefits 

‒ Account module 

‒ eBreaks module 

‒ Product & Hotel Redemptions (added real-estate) 

 

• eNews click-generating content that were positioned lower in Benefits  

‒ Cash + Points 

‒ Member Rates 

‒ # of hotels featured for TSAT: 11 hotels featured in eNews vs 4 in Benefits; 
TSAT may engage with more brand/property content 

 

• Benefits featured prominently # nights counter that did not generate 

significant clicks (~1%) 

 

• The amount of content, type of content and how it is featured all 

could be factors in varying click engagement and are testable 

elements 

TSAT Benefits 

23 Links 22 Links 57 Links 
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2) WHPH & TSAT did not engage with eNews 

MegaBonus as much as the Core audience 

eNews MegaBonus click engagement was higher for Core audience than for PO segments; reasons may include: 

1) PO earlier engagement with MegaBonus 

• WHPH Click to open rate during the MegaBonus launch in eNews was 2-3x higher than other months  

2) Higher frequency of MegaBonus touchpoints to PO 

• In Feb/Mar PO Display Media served 11.2 M WHPH MegaBonus banner impressions, 40 K clicks; 6.2 M TSAT imps, 20 K clicks 

• Expanded touchpoints in mailings like Landing page & Offers mailings 

3) Nature of evolving MegaBonus offer 

• After an initial bonus, next tier rewards may have been 20-30 nights away 
 

Ongoing multi-channel support may require a different approach to PO segments, for example:  

• Frequency control across channels, evolving message for Display, increased relevancy through email, decreasing emphasis 

Villa Offer 

3% of Clicks 

MegaBonus 

17% of Clicks 

eNews WHPH Benefits TSAT Benefits 

Villa offer 

31% of Clicks 

MegaBonus 

11% of Clicks 

Villa Offer 

15% of Clicks 

MegaBonus 

14% of Clicks 
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Subject line testing may have resulted in flat 

YoY Open rate instead of consistent shortfall 

Observations 

Open rate has been consistently lower YoY except for the past two months; Test & Roll was launched in April eNews 
and may have positively impacted overall subject line 
 eNews               TSAT         WHPH 

Open% 

LY Open% 

CTO% 

LY CTO% 

Conv% 

LY Conv% 

Your Account: Make Your Getaway 

Jim’s Account: Make Your Getaway 

 

Your Account: Introducing Member Rates (Winner) 

Your Account: April Updates [for FNAME] 

Your Account: Try the New Cash + Points 

April 2015: Your Account – Test drive a GoPro  

Jim’s Account: Save 20% at Resorts 

Your Account: Save 20% at Resorts 

(may not have reached significance) 
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+ 
April Hotel Specials/Benefits 
generated among the past year: 

• 2nd most bookings  

• 2nd highest booking per delivered 
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2016 Hotel Specials YoY bookings increased 

33% & booking/delivered increased 36% 

Observations 

• 2016 Core Hotel Specials generate more than 2015 Hotel Specials to all 

• Offers generated the most bookings since the campaign launched 

* Include Offers 
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Conversion rate was the main driver of YoY gains 

Observations 

• Conv% maintained ~ 9% well above 2015 average; this Conv% was achieved through an above-average 
Conv% from the Account Box & Header starting March 

‒ April Account Box & Header Conv% 12.1% 

‒ 2015 Average: 8.8% 

• Member Rate Solo launched 4/15 while April Hotel Specials launched 4/19  

‒ Changing audience composition 

‒ Mailed near middle of the month @ 4/19 vs last week of month 

LY Open% 

Open% 

CTO% LY CTO% 

Conv% LY Conv% 
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PO Offers bookings continued to grow with 

high Click to open and Conversion rates  
Bookings vs Delivered emails by segment 

Email KPIs by segment 

Observations 

Overall 

• Generated the highest number of bookings to date 

 

TSAT 

• CTO% and Conv% reached near highs, offsetting 
what appears to be a downward trend in Open rates 
(2nd lowest) 

 

WHPH 

• Maintained consistently high CTO% and Conv%, 
offsetting lower than average Open rates 

 

Test & Roll subject lines were launched in May 
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April Hotel Specials & offers link analysis 
Account Box 

21% cl, 25% bks 

Field Offers 

51% cl, 49% bks 

Search 

6% cl, 7% bks 

Account Box 

24% cl, 44% bks 

Field Offers 

35% cl, 26% bks 

Search 

9% cl, 12% bks 

Account Box 

19% cl, 40% bks 

Field Offers 

42% cl, 29% bks 

Search 

10% cl, 14% bks 

Offers-WHPH Offers-TSAT Hotel Specials 

Observations 

Generally across all segments: 

• The Sweepstakes in Getaways attracted high click engagement (6-7x 
avg to other links) and converted without a booking CTA 

• The Experiences section displayed offers in popular destinations & 
generated slightly higher than average clicks for that section 

 

TSATs & Core audience exhibited similar engagement behavior 

• Click engagement with Field Offers is ~ 40% 

• Account Box drives majority of bookings, ~ 40% 

• eBreaks continued to create click engagement; will be included in 
WHPH version 

 

For WHPH: 

• 50% of clicks & bookings came from propensity offers 

• Booking distribution followed the same pattern as click 
distribution (“book where you click”) 

As WHPH activity may make propensity field offers more 
targeted & relevant, increasing number of propensity offers 
displayed may increase the likelihood of a click and booking 

 

Taste of Gold 

0% cl, 0% bks Getaways 

15 cl%, 9% bks 

Experiences 

4% cl, 3% bks 

eBreaks 

5% cl, 5% bks 

Getaways 

13% cl, 8% bks 

Experiences 

5% cl, 3% bks 

eBreaks 

6% cl, 4% bks 

Getaways 

14% cl, 13% bks 

Experiences 

5% cl, 5% bks 
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+ 
April Destinations Click to Open 
engagement increased MoM: 

1) Core +7% 

2) TSAT +37% 

3) WHPH +26% 
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Destinations content continued to evolve MoM 

Observations 

Note: Dashboard % changes & percent pt changes are Month over 
Month, not Year over Year 

April Destinations featured destination & properties based on travel 
budget (US: Tax refund) with supporting travel tips and seasonal planning 

 February March April 

Locations & 

properties 
Locations & 

experiences 

Locations & 

properties 

against budget 
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Overall PO click engagement improved MoM  
Bookings vs Delivered emails by segment 

Email KPIs by segment 

Destinations template continued to evolve and 
showed MoM improvements against both segments 

• 22.5% increase in Bookings/Delivered 

• 31.9% increase in CTO% 

• 8.2% decrease in Conv% 

 

 

Body content attracted significantly more click 
engagement than other templates 

• TSAT 68% of clicks vs 50% 2016 average 

• WHPH  64% of clicks vs 40% 2016 average 

 

 

Overall, CTAs were more prominently highlighted 

(“blue buttons)   
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Note: 

• April was the 2nd month PO segments received Core Destinations(as part of Global Control) & may 
have influenced performance 

• Booking per delivered was not the primary KPIs for this travel inspiration campaign 

 

While overall booking per delivered was higher for both segments with Core Destinations than their own 
versions, it was for different reasons: 

• TSAT Conv% was higher with those receiving Core than the TSAT dedicated 

• WHPH CTO% was higher with those receiving Core than the WHPH dedicated 

 

WHPH & TSAT engagement varied with Core 

Destinations vs their PO specific versions 
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Slight content differences may have impacted 

click & conversion engagement 
Core 

Observations 

Main differences in content among the versions were the 

destinations & properties featured & PreCheck copy 

 

WHPH lower click engagement than PO vs Core versions may 

be due to international destinations featured 

• 4/6 destinations were international in WHPH version, 3/6 in Core 

were with all in Europe 

• Note: TSAT continued to prefer US destinations; TSAT did not 

appear to click on images more than links 
 

TSA PreCheck content received the most clicks of any content 

for WHPH & TSAT versions  

• TSAT: Ways to get PreCheck for free 

• WHPH (& Core): PreCheck and Global entry  

Travel content resonated with both segments & TSAT 

version may have been particularly enticing 

• TSAT: TSA module may have cannibalized clicks away from 

Account Box & Search, high converting placements; off-site 

linking may negatively impact TSAT Conv% 

 

 

 

 

 

Account Box 
34% Clicks 

 11% Conv% 

 

Destinations 
• 26% Clicks 

• 4% Conv% 

 

• Seattle: 15 K 

• Paris: 10 K 

• Venice: 7 K 

 

PreCheck & 

Global 
15% Clicks 

6% Conv% 

Now, Soon, Later 
7% Clicks 

4% Conv% 

Search 
11% Clicks 

 10% Conv% 

WHPH TSAT 

Account Box 
19% Clicks 

13% Conv% 

Account Box 
26% Clicks 

27% Conv% 

 

Destinations 
• 30% Clicks 

• 3% Conv% 

 

• Seattle: 1.4 K 

• Paris: 1.1 K 

• Venice: 867 

 

Free TSA 

PreCheck 
29% Clicks 

4% Conv% 

Now, Soon, Later 
10% Clicks 

3% Conv% 

 

Destinations 
• 20% Clicks 

• 16% Conv% 

 

• Philadelphia: 565 

• London: 882 

• Venice:  300 

 

PreCheck & 

Global 
37% Clicks  

18% Conv% 

Now, Soon, Later 
7% Clicks 

24% Conv% 

Search 
7% Clicks 

12% Conv% 

Search 
6% Clicks 

27% Conv% 
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Subject line testing generated a variety of results 
 

  Core        Descriptors of winning subject line 

• Alexandria's Weekend Full of Wanderlust    First name first, weekend, discovery 

• April Travel Tips for Alexandria 

• 6 Must-See Cities to Visit Soon 

 

  TSAT 

• 6 Must-See Cities to Visit Soon      Variety of options, time-based, strong recommendations 

• April Destinations: 3 Trips to Take on Your Tax Refund 

• April Travel Tips for Alexandria 

 

  WHPH 

• April Destinations: 6 Tax Refund-Friendly Travel Spots  Email Brand, energy moment tie-in, variety of options 

• Alexandria's April Travel Tips 

• Tax Refund? Work It Around the World 

 

While leveraging Tax season was a PO & US audience specific tactic, utilizing similar subject lines for each 

segment may have help generate insight into segment preferences 

Test & roll subject line testing launched across 

Destinations to each segment 
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+ Lifecycle campaign updates 

• Incent redemption expansion 

• 2nd month of Onboarding 
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Incent Redemption update  

Observations 

• April volume increased by 50% MoM and 450% YoY while maintaining recent email 

performance KPIs 

• Monthly booking volume has surpassed Renewer/Achiever 

Continue monitoring and conduct link analysis to understand interaction of 

different point threshold segments  

Feb’16 - current 
Here's What [XX,XXX] 

Points Gets You, Jim 

2015-Jan’16 
Jim, indulge with your 

[XX,XXX]  points 

Incent Redemption 

A refresh launched Feb ’16: 

• 10K point trigger (vs 75K) 

expanded audience 

• Targeted content against point 

balance tiers- Redemption slider 

 

Batch delivery schedule: 

• Jan ‘15 

• July ‘15 

• Feb ’16 
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Onboarding update 

Early performance benchmarks 

• Open rate after the first message tapers to ~ 16%, below 

program average 

• Click to Open rate starts at program avg, steadily falls with 

each message 

• Conversion rate trended upward with each message 

Welcome (Points) email series kpis follow similar trends with 

each progressive message 

 

Continue to monitor and connect to longer term 

engagement KPI’s for 6 month review 

• Drive new member loyalty at a faster rate 

• Increase # of new members booking their 2nd stay 

 

Future considerations 

• Connecting the series together with themed subject lines 

• Decrease period between mailings 

• Content optimization 
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+ 
 

 Spring ‘16 MegaBonus generated as 
of March 174 K bookings & $56.6 M 



33 

Bookings continued to be on pace with 

previous campaigns  
Last Chance Reminder 

53% Open%, 7% CTO% 

4.6 Booking/Delivered (K) 

Observations 

Bookings are on a similar pace as they were for the last 2 
campaigns 

 

While it appears that overall delivery for Spring 
MegaBonus appeared necessary to generate the same 
booking as LY, there was a higher number of MegaBonus 
touchpoints within mailings as opposed to features 
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MegaBonus Last Chance Solo 

Spring ’16 

There's Still Time to Earn Your Free Night 

Fall ‘15 
2 Days Left for Double Points 

Spring ‘15 
Why are you passing up on Bonus points? 

Observations 

Apr ‘16 Last Chance was sent to a significantly larger 
audience than previous versions  

• While Open and Click to open rates were lower, Conv% was 
2x higher, resulting in an overall higher Booking/Delivered 
email 

 

• While Open and Click to Open rate of the Last Chance were 
lower than the previous month’s reminder, the higher 
Conversion rate & Booking/delivered email continued to 
validate value of the reminder 
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+ 

Key Takeaways 
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Apr ‘16 Key Takeaways 

 Highly engaged content from other campaigns that may help increase click 
engagement in Benefits 

           • Account module     • Prominent feature of new Benefits     • eBreaks     • US destinations (TSAT) 

           • Brand content such as property redemptions & hotel openings (esp TSATs) 

           • Sweepstakes can provide click/booking boost when more prominently featured 
  

 TSAT & WHPH may have experienced some MegaBonus fatigue in Benefits; consider the 
multi-channel experience in evolving messaging & strength of support over time 
 

 High click-to-book intent and increased relevancy of propensity field offers suggested 
WHPH clicks and bookings may increase from displaying more targeted Field Offers in 
Offers 
 

 Current Destination versions appeared to better generate click engagement; “sticky” 
travel content resonated with both segments 

• Consider avoiding off-site linking for TSATs 
 

 Subject line best practice trends: New benefits call-out, lists, recommendations, First 
name value unclear 
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+ 

Competitive 

Insights 
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Spring break & Mother's Day themes 
Spring Promotion 

• Stay 2 nights & save up to 35% 

Spring Break Offers 

• Breakfast for 4 and 

Wi-Fi 

Hilton Flash Sale 

• Dynamic time-sensitive message 

• 72 hour extension  

Mother’s Day Offer 

• Purchase FTD flowers, earn 

3K pts 

Memorial day 

• Stay during memorial day, up to 

20% off 
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Point purchase incentives 

Starpoints Purchase Offer 

• Tiered savings based on 

amount of points 

• Spend points on free nights, 

SPG moments, flights, or 

merchandise 

Hilton point purchase offers 

• 20% & 100% bonuses for point purchases 
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Increased promotional activity 

Carlson 

• 50 K point promotion Breaks down 

actions required for reward tiers 

• “Register Now” CTA 

IHG 

• Book stay in 90 days, earn 3K bonus points 

• Presented as a ‘personalized bonus offer’ 

Hyatt 

• Earn up to 75K points 

• Reward tiers broken out in table 
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Hilton promotes ‘HHonors Dining’ 
Program allows members to link their Hilton account to a credit card and can earn points 
when dining in their 11K restaurant/bar network 
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+ 

Apr 2016 MR 

Campaign 

Reviews 
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Apr ‘16 eNews performance summary 

Observations 

Apr eNews+Benefits deliveries increased 10.1% YoY and 
bookings increased by 19.3% YoY, resulting in an 8.4% 
increase in booking per delivered email (K) 

‒ eNews Core generated more bookings & clicks than 2015 eNews 
did to the entire audience 

 

MegaBonus was featured in the 2nd Top Offer position and 
generated incremental clicks and bookings 

 

A subject line test was conducted in eNews 
• Your Account: Introducing Member Rates (Winner) 

• Your Account: April Updates [for FNAME] 

• Your Account: Try the New Cash + Points 

 

eBreaks module was featured & attracted an above average 
amount of clicks given it’s below the fold position 
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Apr ‘16 eNews & Benefits email KPI trends 

Observations 

Open rate has been consistently lower YoY except for the past two months; Test & Roll was launched in April and 
may have positively impacted overall subject line 
• Your Account: Introducing Member Rates (Winner) 

• Your Account: April Updates [for FNAME] 

• Your Account: Try the New Cash + Points 

• April 2015: Your Account – Test drive a GoPro  

  

CTO% was 17% higher YoY due primarily to the feature of MegaBonus, which was not supported in April ‘15 

Open% 

LY Open% 

CTO% 

LY CTO% 

Conv% 

LY Conv% 
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Apr ‘16 eNews sections 
Observations 

1) March eNews generated 289 K clicks while April generated 328 K clicks 

2) Both months featured MegaBonus in the secondary Top Offer: 

• March: 172 K clicks  

• April:   135 K clicks 

3) April eNews body content generated above average incremental clicks  
 

Notable April content: 

1) The Account module generated the most clicks out of any Rewards (26 K) 

• % click share increased over Rewards Header+Milestone pre-March 

• “Your Account Activity” link generated over 2x the clicks of the three featured 
 

2) Rewards Main section generated among the highest number of clicks (22 K) for 

this section with only 2 features: Cash+Points & Member rates 

• Cash+Points generated 3x the clicks as Member Rates 
 

3) Hotel Openings generated the most clicks for that section in over a year 
 

4) eBreaks module generated 4% of eNews clicks as the lowest content feature; 

Conv% was similar as the entire mailing average  

• eBreaks module appeared to generate click and booking engagement 

 

 

Search 

7%, 2.2 K bks 

Rew - Head 

7%, 1.9 K bks 

Rew - Main 

7%, 2.5 K bks 

Hotel Rdm 

3%, 553 bks 

Earn 

3%, 698 bks 

City Scene 

1%, 142 bks 

Hotel Open 

3%, 611 bks 

eNews 
Your Account: Introducing  

Member Rates 

Account Box 

24%, 10.1 K bks 

Prod Rdm 

3%, 773 bks 

Top Offer 

3%, 773 bks 

Top Offer 2  

33%, 6.4 K bks 

eBreaks 

4%, 1.2 K bks 
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Apr ‘16 eNews link analysis 
1.8 K 
86 bks 

1.2 K 
65 bks 

4.5 K 
305 bks 

1 K 
23 bks 

847 
62 bks 

1.3 K 
93 bks 

1.3 K 
39 bks 

1.1 K 
40 bks 

878 
38 bks 

78 
2 bks 

Observations 

Hotel Openings sections changed it’s layout and generated above average 

bookings for this section (3rd highest booking volume and Conv% rate) 

 

The new layout featured one hotel with text link support for others 

NOLA Moxy:                         4.5 K 

Hotel Openings Header: 1.8 K 

San Fran Courtyard:                         1.3 K 

What’s Going on Orlando:  1.3 K 

AC Boston:                             1.2 K 

 

 

Spotlight replaced City Scene in April and averaged a similar click% 

share and Conv% 

The new feature did not appear to change member interaction 
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Apr ‘16 Hotel Specials performance summary 

Observations 

• YoY deliveries decreased by 2.5% while bookings increased by 

33.1%, leading to an overall increase in Bookings per delivered (K) 

by 36.4% 

‒ For Hotel Specials, this was due primarily to overall increase in 
Conv% throughout content, particularly the Header and Account Box 

‒ Offers generated the highest booking and booking per delivered 
Email driven by a high Conv% 

 

• A Sweepstakes was featured in Getaways which appeared to 

cannibalize clicks from Field Offers 

 

• eBreaks module continued to generate click engagement  
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Apr ‘16 Hotel Specials performance summary 

Observations 

• For the 3rd month YoY bookings increased >10% YoY with Core surpassing all of 2015 

• Offers generated the highest booking and booking per delivered email driven by a high Conv% 

 

 

* Include Offers 
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Apr ‘16 Hotel Specials performance summary 

LY Open% 

Open% 

CTO% LY CTO% 

Conv% LY Conv% 

Observations 

• Conv% maintained ~ 9% well above 2015 average; this conversion was achieved through higher than average 
Conv% from the Account Box & Header 

‒ April Account Box & Header Conv% 12.1% 

‒ 2015 Average: 8.8% 

• April Hotel Specials may have been unique 

‒ Changing audience composition 

‒ Mailed near middle of the month @ 4/19 vs last week of month 
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Apr ‘16 Hotel Specials link analysis 

Account Box 

24%, 5.9 K bks 

Field Offers 

35%, 3.5 K bks 

Search 

9%, 1.6 K bks 

Getaways 

15%, 1.3 K bks 

Hotel Specials 
Mitchell's May Travel Deals 

Experiences 

4%, 384 bks 

eBreaks 

5%, 668 bks 

Observations 

Field Offers generated only 35% of Hotel Special’s clicks, 
well below average (~50%) 

 

These clicks appear to have been cannibalized by the 
Sweepstakes offer and eBreaks 
• Getaways generated the highest clicks for its section with the 

Sweepstakes generating 75% of the clicks 

• eBreaks generated 5% of clicks, similar to March, and converted 
at the average of March/April 

 

Additionally, Experiences generated slightly higher than 
average click share at 4% 
• The theme was trending cities and highlighted San Diego, New 

Orleans, Arizona & Las Vegas 
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Apr ‘16 Hotel Specials link analysis 

Observations 

Apr ‘16 Getaways section saw 2nd highest number of clicks and highest bookings 

since section’s creation in Feb ’15 

• 5-night stay + $1,000 Visa Card Sweepstakes generated 79% of bookings and 75% 

of clicks for this section 

 

The Experiences section also achieved its 2nd highest conversion rate (5.0% vs 3.4% 

2015 average 

• ‘Tour San Diego with $100 Visa Card’ had highest Conv% (5.8%) and second most 

clicks in Experiences 

• ‘Stay in Las Vegas from $119’ had 2nd highest Conv% (5.0%) and most clicks 

 

 

 

1.5 K 
53 bkg 

22 K 
1 K bkg 

2.9 K 
88 bkg 

3 K 
128 bkg 

446 
12 bkg 

2.1 K 
126 bkg 

1.5 K 
73 bkg 

548 
18 bkg 

3 K 
115 bkg 

10 K 
668 bkg 
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Apr ‘16 Solo performance summary 

Observations 

• Solo deliveries increased YoY by 1418.8% and bookings increased by 

441.4%, resulting in a net decrease in Booking per delivered(K) of 64.4% 

 

• Member Rates and SPG Merger Solo accounted for 83% of April Solo 

email volume 

‒ Member Rates generated a 23.1% Open% which pulled down 
category average 

‒ Both emails generated below average CTO% & Conv% compared to 
other Solos with a lack of strong booking CTAs 

 

• RewardsPlus launched an generated the highest Conv% out of April ‘16 

Solos at 29% 
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Apr Key Solo mailings 

 

 

 

 

 

 

Apr ‘16:  Member Rates     14 M / 19.8 K 

             SPG Merger           12 M / 8.6 K 

             METTs    2.8 M / 3.2 K 

             MB Reg Reminder    1.5 M / 6.9 K 

             Abandoned Search  341 K / 8.5 K 

                                

                

Delivered / EIR Bookings 

Apr ‘15:  Hertz       1.0 M / 2.1 K 

             METTs        777 K / 2.8 K 

             MB Check-in        152 K / 3.4 K 

             Abandoned Search      143 K / 4.4 K 

 

Delivered / EIR Bookings 

Apr ‘16 Solo MoM performance summary 
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Apr ‘16 Solo visualization – Email engagement 

Observations 

 

The new MegaBonus Achievement continued to 
generate well above average engagement, with 
over 70% Open and Click to Open rate 

 

Registration last chance reminder generated high 
engagement at 53% Open% , but less than the 
March reminder 

 

SPG and Member rate announcements generated 
similar Open and Click rates as similar program-
wide updates and announcements 
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MegaBonus Last Chance Solo 

Spring ’16 

There's Still Time to Earn Your Free Night 

Fall ‘15 
2 Days Left for Double Points 

Spring ‘15 
Why are you passing up on Bonus points? 

Observations 

• Apr ‘16 Last Chance was sent to a significantly 
larger audience than previous versions  

‒ While Open and Click to open rates were lower, 
Conv% was 2x higher, resulting in an overall higher 
Booking/Delivered email 

 

• Additionally, the audience was likely similar to the 
Mar ‘16 Registration reminder  

‒ While Open and Click to Open rate of the Last 
Chance were lower, the higher Conversion rate & 
Booking/delivered email continued to validate value 
of the reminder 
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Member Rates Solo 
Member Rates  

New. Yours. Now. Marriott 

Rewards Member Rates 

Observations 

Member Rates solo  went to a larger audience and generated slightly 

lower KPIs than the Fab Four (Oct-15) new benefits announcement 

 

For the PO audience there was an image test in the hero; results 

pending  

Fab Four  

Big Changes are Coming… 

Pool 

 

 
 

Common Space 

 

 

 
 

Room 

TSAT WHPH 
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SPG Merger Solo 
One Step Closer 

Observations 

Merger solo was sent same day as SPG version 

• SPG Version Open Rate: 39.2%* 

 

Open rate may have been higher by leveraging other program 

announcement subject lines:   

• New Security Measures for your Account 

• Your Points are Expiring Soon 

 

Here's the Latest on the Starwood 

and Marriott Merger 

*From Yesmail Market Intelligence tool.  Based on panel sample size of 1,000 recipients 
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RewardsPlus Solo 

Observations 

• The 2016 version generated the lowest click engagement 

• Audience composition among mailings may have driven 

engagement 

Nov ‘14: Because we want to say 

thanks: double points + miles 
Apr ‘16: Double Status Looks Good 

on You, [FName] 
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Apr ‘16 Lifecycle performance summary 

Observations 

Delivery increased YoY by 108.6% and bookings increased by 24.9%, 
resulting in a decrease in bookings per delivered email of 40.1% 

 

Onboarding and Anniversary accounted for 61.2% of deliveries and 
26% of campaign bookings; their performance was below average 
against other Lifecycle campaigns and contributed to YoY declines in 
CTO% and booking/delivered Email 

 

CTO%      Bkng/Del 

Anniversary: 12.9%  3.7 

Onboarding:    8.4% 1.0 

Lifecycle: 19.0% 5.0 
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Apr ‘16 Lifecycle MoM performance summary 

Observations 

Onboarding added 25% more email volume to the Lifecycle category 
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Apr ‘16 Lifecycle visualization – Engagement 

Observations 

Onboarding campaign is more lifecycle based than behaviorally based and similar to Reactivation campaigns  
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Incent Redemption  

Observations 

• April performed similarly to March despite a 50% increase in delivery, the highest 

for a non-batch month 

• Overall Booking per delivered is slightly lower than late 2015 due to slightly lower 

Click to Open rates 

• April shows an trend (started last month) of improved performance across all KPI’s 

Continue monitoring and conduct link & point balance segment analysis  

Feb’16 - current 
Here's What [XX,XXX] 

Points Gets You, Jim 

2015-Jan’16 
Jim, indulge with your 

[XX,XXX]  points 

Incent Redemption 

A refresh launched Feb ’16: 

• 10K point trigger (vs 75K) 

expanded audience 

• Targeted content against point 

balance tiers- Redemption 

slider 

 

Batch delivery schedule: 

• Jan ‘15 

• July ‘15 

• Feb ’16 
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Onboarding 

Early performance benchmarks 

• Open rate after the first message tapers to ~ 16%, below 

program average 

• Click to Open rate starts at program avg, steadily falls with 

each message 

• Conversion rate trended upward with each message 

Welcome (Points) email series kpis follow similar trends 

with each progressive message 

 

 

Continue to monitor and connect to longer term 

engagement KPI’s 

• Drive new member loyalty at a faster rate 

• Increase # of new members booking their 2nd stay 

 

Future considerations 

• Connecting the series together: themed subject lines, 

less than 10 days between mailings 
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Lifecycle: Membership Anniversary 
Happy [number of years] anniversary! 

Observations 
Since June ’15, Apr ‘16… 
• 3rd largest number of delivered 
• 2nd largest number of bookings 
• Consistent Open% (higher than Apr ‘16 Program and Lifecycle) 
• CTO% engagement has been steadily trending downward 
• Highest Conv% since launch 
• 3rd highest booking/delivered 
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Apr ‘16 Destinations performance summary 

Observations 

Note:  Dashboard % changes & % pt changes 
are Month over Month, not Year over Year 

 

April Destinations featured destinations/ 
properties based on travel budget (US: Tax 
refund) with supporting travel tips and 
seasonal planning 
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Apr ‘16 Core Destinations 
Destinations 

[FName's] Weekend Full of 

Wanderlust  

Observations 

The Account box generated 34% of clicks, above averages by eNews & Hotel 

Specials and equal to 2015 Concierge averages 

 

The Top Offer section featured 3 experiences (based on budget) with property 

recommendations; the top clicked links were: 

• Seattle:  10.0 clicks 

• Venice:  4.4 K clicks 

• JW (Paris):1.8 K clicks  

 

The Middle Offer was a TSA Pre-check tip and generated the most clicks of any 

single link (18.5 K) and highest conversion rate of any single link (except search 

& Header/Account Box) 

 

Bottom Offers section generated 7% of email’s clicks distributed evenly across 

the three cities 

• San Diego: 3.1 K 

• Scotland:    2.7 K 

• Boston:        2.2 K 

Account Box 

34%, 4.7 K bks 

Top Offer 

26%, 1.3 K bks 

Middle Offer 

15%, 1 K bks 

Bottom Offer 

7%, 307 bks 

Search 

11%, 1.4 K bks 
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Apr ‘16 Project Orange performance summary 

Observations 

Compared to the base email program, PO-dedicated campaigns: Generated 
+5.2% Open rate, -10.8% CTO% +53.1% higher Conv% 
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Apr ‘16 Email overview & MoM trends 

Observations 

Overall bookings fell to it’s lowest point since the campaign 
launched primarily due to decreased Benefits performance  

• Benefit CTO% fell to near-lows 

 

Offers generated near-highs for CTO% & Booking per Delivered 

 

Destinations new template generated increases in CTO% MoM 
 

Compared to the base email program, PO-dedicated campaigns: 
Generated +5.2% Open rate, -10.8% CTO% +53.1% higher Conv% 

Bookings by Month 

Email KPIs by Month 
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Benefits overview and MoM trends 

Observations 
Overall 

• 2nd lowest number of clicks & bookings since launch 

• MegaBonus was featured in secondary Top Offer but 

did not generate strong click engagement 

MegaBonus display creative may have cannibalized 

activity against Email 
 

Nonmember versions launched in April 
 

TSAT 

• Highest number of delivered since launch 

• Lowest CTO% since launch 
 

WHPH 

• Low or near-lows across all email KPI’s  

• May be “normalization” post-MegaBonus launch 

months 

WHPH appeared to take advantage of MegaBonus 

early 
 

Tested first name vs. your account in subject line for 

both segments with WHPH preferring first name and 

TSAT without first name 

Bookings vs Delivered emails by segment 

Email KPIs by segment 
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Observations 

Overall click volume was a near-low which indicated a lack of compelling 
content Email overall 
 

Private Villa 20% Offer attracted the highest clicks 
 

 WHPH engagement with MegaBonus (feat in Top Offer 2) fell from March 

• % of total clicks 33%  12% 

• Conv% 24% 12% 

 

“Number of nights needed” module only generated 1% of clicks 
 

Rewards section featured less overall content than previous months & click 
trends tended to decline the further down the Email 

• MRCC generated similar clicks to Cruises only was a PO specific offer 

 

Award winning properties generated a slightly higher click share at 5% than 
other Brand highlight sections 

Account Box 

22%, 941 bks 

Rewards 

18%, 642 bks 
Hotel Openings 

2%, 71 bks 

Search 

8%, 253 bks 

Villa offer 

31%, 1.2 K bks 

Award winning 

properties 

5%, 119 bks 

Apr WHPH Benefits 
Benefits 
Your Account: Save 20% at Resorts 

MegaBonus 

11%, 213 bks 

# of nights 

1%, 19 bks 
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Observations 

Monthly total click volume was on the lower end, similar to Mar’16 & 
Aug’15 

 

TSAT did not engage with the Private Villa offers as much as WHPH; the 
offer generated the same click engagement as MegaBonus 

 

The Rewards section drew the 2nd highest % of clicks  

• MRCC offer generating the highest clicks in this section 

• Paris Offer generated more click engagement than the featured $100 
Credit 

 

“Number of nights needed” module only generated 1% of clicks 

 

Award winning properties generated a slightly higher click share at 
5% than other Brand highlight sections 

 

Benefits 
Your Account: Make Your Getaway 

Account Box 

33%, 627 bks 

Rewards 

14%, 106 bks 

Villa Offer 

15%, 108 bks 

Search 

12%, 209 bks 

Hotel Openings 

3%, 20 bks 

Award 

winning 

properties 

4%, 15 bks 

Apr TSAT Benefits 

MegaBonus 

14%, 117 bks 

# of nights 

2%, 35 bks 



72 

Offers overview and MoM trends 
Bookings vs Delivered emails by segment 

Email KPIs by segment 

Observations 

Overall 

• Generated the highest number of bookings yet 

• April Offers launched 3rd week of month vs 
typical 4th week 

 

TSAT 

• CTO% and Conv% reached near highs, 
offsetting what appears to be a downward 
trend in Open rates (2nd lowest) 

 

WHPH 

• Maintained consistently high Click to open 
rates and Conversion rates, offsetting lower 
than average Open rates  
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Apr WHPH Offers 

Observations 

Monthly Click volume was above 2015 avg but slightly lower than 2016 
avg 

 

Field Offers continued to draw majority of click engagement at 51% 

• Slightly below average since propensity model launched but generated 
the highest Conv%  

 

The Major offer section generated higher than average click share 
primarily due to the Island sweepstakes, which generated nearly 7x more 
clicks than any other offer 

• Las Vegas generated the 2nd most, higher than San Diego Gift card offer 

 

Account Box 

21%, 796 bks 

Field Offers 

51%, 1.5 K bks 

Search 

6%, 223 bks 

Major Offer 

14%, 412 bks 

Minor Offer 

5%, 152 bks 

Offers 
Alexandria's May Travel Deals 

Taste of Gold 

0%, 0 bks 
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Apr TSAT Offers 

Observations 

Field Offers continued to draw majority of click engagement, generating 

42% of Clicks, slightly lower than the 2016 average 

 

The Major offer section generated higher than average click share 
primarily due to the Island sweepstakes, which generated 6x more clicks 
than any other offer 

• Las Vegas generated the 2nd most, higher than San Diego Gift card offer 

 

eBreaks click share fell MoM (8% to 6%) but still appeared to generate 

incremental clicks  

Offers 
Alexandria's May Travel Deals 

Account Box 

19%, 483 bks 

Field Offers 

42%, 356 bks 

Search 

10%, 169 bks 

Major Offer 

13%, 102 bks 

Minor Offer 

5%, 38 bks 

eBreaks 

6%, 51 bks 
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Destinations overview and MoM trends 
Bookings vs Delivered emails by segment 

Email KPIs by segment 

Observations 

Overall 

• Template continued to evolve and showed MoM 
improvements against both segments 

‒ 22.5%% increase in Bookings/Delivered 

‒ 31.9% increase in CTO% 

‒ 8.2% decrease in Conv% 

 

Subject line testing leveraging Tax  Refund, Travel 
Tips, and must see cities 
 

TSAT 

• Generated the highest CTO% in 2016 
• 6 Must-See cities to Visit Soon 

• April Destinations: 3 Trips to Take on Your Tax Refund 

• Your April Travel Tips, Jim 

 

WHPH 

• Generated the highest booking per delivered in 
2016 with high Click to Open and Conversion rates 

• April Destinations: 6 Tax Refund-Friendly Travel Spots 

• [Alexandria's] April Travel Tips 

• Tax Refund? Work It Around the World 
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Apr WHPH & TSAT Destinations  

Destinations template evolved to feature travel opportunities based on price with 

property recommendations as well as travel tips & planning content 
 

Body content attracted significantly more click engagement than other templates 

• TSAT 68% of clicks vs 50% 2016 average 

• WHPH  64% of clicks  vs 40% 2016 average 
 

TSA Travel Tip generated the most clicks of any offer by far 

  WHPH       TSAT 

 TSA Precheck 3.3 K   TSA Precheck  3.3 K  

 London  882   Seattle   1,416 

 Philadelphia 565   Paris   1.145 

 Now: NOLA 351   Venice   867 
 

TSAT engaged with Bottom Offers as a whole better than WHPH 

• TSAT near equal click distribution: 1) San Diego 2) Glasgow 3) Boston 

• WHPH NO as clear winner:  1) New Orleans 2) African Safari 3)Pamplona 

WHPH 
April Destinations: 6 Tax 

Refund-Friendly Travel Spots  
TSAT 
April Destinations: 3 Trips 

to Take on Your Tax Refund 

Account Box 

19%, 287 bks 

Account Box 

26%, 614 bks 

Top Offer 

30%, 117 bks 

Middle Offer 

29%, 129 bks 

Bottom Offer 

10%, 36 bks 

Top Offer 

20%, 271 bks 

Middle Offer 

37%, 584 bks 

Bottom Offer 

7%, 159 bks 

Search 

7%, 96 bks 

Search 

6%, 139 bks 
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+ 
 

 Thank You! 
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+ 

Appendix 
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Hilton – single stay user journey 

Abandoned Search (4/14) 

• Uses  room availability for 

urgency 

Booking Confirmation (4/14) 

• Useful tools: explore, amenities, 

directions 

• Account/stay information 

• Mobile app signup 

• Partner offer 

• Credit card offer 

Online Check-in (4/15) 

• Customized creative with first name 

• Allows user to check in and select 

from open rooms 

Post-Stay Thank You (4/17) 

• Unbranded & from property 

manager 
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Hilton – single stay user journey (cont…) 
Post-Stay Offers (4/20) 

Post-Stay Survey & Survey Reminder 

• 4/20: Please tell us what you think 

• 4/24: Survey Reminder – Please tell us what you think 
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Hilton goes heavy on partner offers 
“Just for you”, partner-centric Email may be a regularly featured communication 

• LifeLock (Wyndham also partners) 

• Score Big 

• FTD 

• NRG 

• Direct TV Partner Solo 

• Switch to DIRECTV, get 2-night stay 
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MegaBonus results to date 


