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Feb 2016 Key Storylines 

 Program generated the highest monthly bookings since Feb ’15 and the highest 
conversion rate since Jan 2012 

 

 ‘15 Fall MegaBonus campaign bookings grew 43% YoY and ‘16 Spring MegaBonus 
campaign bookings outpaced last year this time February 

 

 PO campaigns achieved the 2nd highest monthly bookings & highest Click to open rate 

 

 PO segments continued to demonstrate different engagements to MegaBonus, 
propensity modeled Field Offers & new Destinations layout 

 

 Hotel redemptions & Point earning opportunities were content highlights across 
eNews/Benefits & Hotel Specials/Offers 
 

 A refreshed Incent Redemption launched to combat steadily declining campaign KPIs 
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Executive Summary: Feb 2016 YoY overview 

Program Summary 
Note: PO mailings have been combined with their 
respective Base communications for apples-to-apples 
YoY comparisons 

• 2015 Shop Marriott Solo drove 46.8 K 
bookings, whose absence in 2016 
resulted in a 10.5% decrease in YoY 
program bookings and 25.8% decrease 
in booking per delivered emails (K) 

• Feb eNews/Benefits featured ‘16 Spring 
MegaBonus (1st appearance) which 
drove YoY campaign click engagement & 
bookings increases  

• Overall Lifecycle YoY Click to open rate 
decreased due to: 

‒ Incent Redemption batch  

‒ Anniversary, high volume below avg CTO 

‒ Hello Again YoY drop 
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Executive Summary: MoM campaign trends 

Observations 
• YoY bookings for Solo campaigns decreased by 61.0 K primarily due to 2015 Shop Marriott, 

which drove 46.8 K bookings  
• Feb was the 2nd highest email delivery month since Jan 2012 due to volume increases in 

MRCC, Lifecycle & Concierge 



7 

Program MoM & YoY KPI trends: Feb 2016 

Observations 

• YoY Open rate fell by 17% YoY due to decreases in eNews/Benefits, Concierge & Solos 

• YoY Click to open rates fell by 23% due to decreases in Solo & Lifecycle campaigns   

• Conv% showed a positive YoY increase for the 2nd month in a row 

Open% 

LY Open% 

LY CTO% 

LY Conv% 

Conv% 

CTO% 
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eNews Open rate declined with an increasing 

YoY delta 

Open% 

LY Open% 

CTO% 

LY CTO% 

Conv% 

LY Conv% 

• eNews Open rate fell by 2% MoM & by 20% YoY 

• MegaBonus in the subject line did not generate expected lift     

       2015    2016 

 Jan: Your Account: Start 2015 with MegaBonus  Jan: Your Account: Travel Ideas for 2016 

 Feb: Your Account: Save up to 50% at Atlantis  Feb: Your Account: It’s MegaBonus Time* 

     *MegaBonus Announcement (1/27) may have cannibalized Feb 

March eNews Open rate 18.9%* based on 14 day report (*skews lower than monthly report) 
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MegaBonus Summary 
• Fall’15 ended generating 159 K 

bookings & $51 M 

• Spring ‘16 generated as of Feb 126 K 
bookings & $40 M 
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Fall ‘15 generated the 2nd highest bookings & 

revenue of any MegaBonus campaign 

Observations 

• Fall‘15 campaign bookings grew 43% YoY 
• Fall’15 generated 24.4% less bookings and 27.8% lower bookings per delivered (K) than Spring ’15  
• Despite similar touchpoints there were significant differences between Spring & Fall ‘15 campaigns 
        
  Spring ’15     Fall ‘15  

   Corrected info Solo 

• One-time send (605.2 K) 

• High booking driver: 22.3 K bookings 

• Highest Booking/delivered (36.9)  

Plus Up promotion Solo 

• Medium volume (1.3 M) 

• 1.8 K bookings 

• Below avg Booking/delivered (1.3) 
 

Hotel Specials (Dec) module 

• High volume  (7.8 M) 

• Below the fold placement, low clicks & bookings 

• Non-registrants only 
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The Total Earned mailing Click to open 

rate doubled from Spring ‘15 
Fall ‘15 

SL: Your MegaBonus results are in! 

Spring ‘15 

SL: Your MegaBonus Results Are In! 

Observations 
 
• Deliveries increased by 16.2%, suggesting greater participation in 

MegaBonus 
 

• Changes include: 

‒ Smaller icons, greater focus on “the numbers” 

‒ Account CTA 

‒ MegaBonus signage 

 

• Future considerations 

‒ Direct Booking CTA 
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By end of Feb, Spring ‘16 on pace to 

exceed previous campaign bookings 

* Note: Spring ‘16 to date results do not include Nonmember welcome or Display media 

Achievement 

 

Benefit dedicated imagery/copy 

Offers modules to non-registrants 

Nonmember Welcome 

Display Media: FB/GDN) 

73% Open%, 75% CTO% 

127.0 Booking/Delivered (K) 

MegaBonus continues to evolve 

• New promotion type 

• New touchpoints 
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MegaBonus offer in Nonmember Welcome did 

not appear to stimulate engagement  

Feb ‘16 Nonmember Welcome 

(ft. MegaBonus) 

Observations 

• Enrollment tracking was not enabled, the KPI for Nonmember 

initiatives; enrollment tracking capability is being explored 

• The addition of MegaBonus as incentive did not create higher 

engagement than the 2015 average, with nearly identical Open, 

Click to open and Conversion rates  

‒ Ultimately, the incentive may have been perceived the same 

‒ Nonmembers may not appreciate MegaBonus offering or bonus 
points at this stage 

 

Optimization considerations 

• Limited time offer language 

• Reinforce bonus points with redemption possibilities 

2015 Nonmember Welcome  

Note: 2015 Avg was May-Jan’16, excluding months where tracking may have been an issue 
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+ 
PO Campaigns generated the 2nd 
highest monthly bookings & highest 
Click to open rate 
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PO Click engagement has shown steady growth 

Observations 

2nd highest monthly bookings driven by MegaBonus featured 
in Benefits & Offers 

• Highest CTO% & 2nd highest Conv% 

 

Compared to the base email program, PO-dedicated campaigns: 

• Generated 18% Higher Open rate 

• 76% higher CTO% 

• 83% higher Conv% 

Bookings by Month 

Email KPIs by Month 
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MegaBonus timing was a large factor in 

determining YoY impact of Benefit with eNews 

Observations 

• There were 4 months where LY bookings were higher than eNews+Benefits vs 3 months 

• The timing of MegaBonus launch & when it was featured influenced monthly bookings that make a clean read on 
the impact of PO targeting challenging 

• YoY comparisons are limiting, campaign-level hold out analysis can provide a more accurate assessment 

 

YoY eNews vs eNews+Benefits 
July ‘15 

Benefits launches end of month 
 

Sept ‘15 

No MidYear promo 
 

Oct-Nov’14 

MegaBonus response peaks 
 

Dec ‘15 

PO rolled into YIR eNews 
 

Jan ‘16 

No MegaBonus 
 

Feb ‘16 

Announcement  Solo (1/27) 

cannibalized response? 
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Compelling 

brand offers or 

sweepstakes 

Hotel Specials/Offers bookings were driven by 

presence of strong offers & sweepstakes  

Observations 

• There were 4 months where LY bookings were higher than eNews+Project Orange vs 3 months 

• Compelling offers in Featured Brands section of the older template correlated with decreases in YoY bookings: 

‒ Dec ‘14 featured a 50 K Sweepstakes in the Featured Brands 

‒ Jan ‘15 60% off Atlantis, $250 airfare credit 

• Likewise, sweepstakes in the new template in Sept drove high engagement & bookings 

YoY Hotel Specials vs Hotel Specials + Offers 
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+ 

 

WHPH & TSAT demonstrated  
different engagement with 
MegaBonus, Field Offers & 
Destinations 
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Benefits: Spring MegaBonus created high 

engagement & bookings with WHPH & TSAT 

Observations 

MegaBonus offering has evolved & may have 
helped drive response, particularly for TSAT 

 

• TSAT generated 27.9% more bookings than Jan, 
which was the previous highest booking month 
(featured a Hawaiian vacation sweepstakes) 

 

• WHPH continued trend of high engagement with first 
look at MegaBonus (in Benefits) 

 

 

 

MegaBonus should still be primary feature for 
both segments  

 

 

Bookings vs Delivered emails by segment 

Email KPIs by segment 
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Benefits: WHPH engaged heavily with 

MegaBonus content WHPH Benefits 
Your Account: MegaBonus® Like a  

Winner [,FNAME]! 

Account Box 
6%, 903 bks 

Top Offer 
85%, 15.1 K bks 

Top Offer 2 
1%, 93 bks 

Rewards 
2%, 244 bks 

Redeem 
2%, 220 bks 

Products 
1%, 68 bks 

Hotel 

Openings 
1%, 155 bks 

Search 
1%, 146 bks 

Observations 

WHPH had strong engagement with MegaBonus, generating 85% of 

clicks (similar to Sept Benefits feat. MegaBonus)  

• 56% of clicks for TSAT Benefits went to MegaBonus Top Offer 

• 53% of clicks went to Top Offer for eNews audience 

 

Aside from the Account Box, no other section received more than 2% of 

clicks 

• Majority of WHPH click engagement is with MegaBonus, consider 

repeating & reinforcing content sharing space with MegaBonus in 

other campaigns  
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Benefits: Hotel Openings 

continued to engage TSATs  

Observations 

The elevated Hotel Openings continued to generate click engagement 

for TSATs 

• 6% of clicks (vs 4% in Jan) 

• Conv% was slightly below average (4.1% vs 4.8% avg) 

 

TSAT continued to find value with Hotel Openings 

Benefits 
Your Account: Your MegaBonus® 

Account Box 
15%, 572 bks 

City Scene 
2%, 17 bks 

Hotel 

Openings 
6%, 72 bks 

Rewards 
5%, 90 bks 

Redeem 
4%, 36 bks 

Top Offer 
56%, 1.6 K  bks 

Top Offer 2 
4%, 101 bks 

Video 
1%, 8 bks 

Search 
4%, 158 bks 



22 

Field Offers generated positive change for 

both segments Bookings vs Delivered emails by segment 

Email KPIs by segment 

Observations 

Offer performance was consistent with Jan when 
Field Offers were introduced 

• WHPH bookings were 40% higher than the 2015 
average, mostly due to high CTO% 

 

• TSAT bookings held steady MoM with a high 
CTO% but similar low Conv% as Jan 

‒ 2015 avg Conv%: 8.1% 

‒ 2016 avg Conv%: 5.8% 

 

• When removing months that featured 
Sweepstakes (Sept & Dec) TSAT bookings are 
averaging 15% more monthly bookings than 2015 

 

Propensity modeled Field Offers were a 
significant positive change for WHPH & 
generated incremental positive change for TSAT 

Sweepstakes featured 
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Segments engaged differently to Destinations  
Bookings vs Delivered emails by segment 

Email KPIs by segment 

Observations 

Since October, Destination bookings have 
declined MoM for WHPH while increasing for TSAT 

 

• WHPH did not appear to be engaging with the 
Top Offer & new minor module format & content  

 

• Conversely, TSAT responded well, generating 
the highest number of clicks and 2nd highest 
Click to Open rate; the minor module drove the 
increase in clicks 

 

March Destinations will move to a new format 
& travel inspiration content  
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Destinations engagement improved for TSAT  

WHPH 

Feb continued the lower engagement trend with content: 

• 2nd lowest clicks generated by the campaign 

• Click% to Account Box and Search increased 
 

Compared to previous 2015 Destination versions: 

• Top Offer message did not feature an offer or destination & featured one link  

• Minor Offer did not contain CTA buttons 
 

TSAT 

Feb generated the highest monthly clicks and Conv%  

• Unlike Jan, TSAT engaged well with the Minor Offer section; the percentage of 

clicks to the Minor Offer section doubled MoM 

WHPH 
[FNAME, ]Take Charge of Your Travel 

Account Box 

46%, 797 bks 

Minor Offer 

24%, 266 bks 

Search 

10%, 163 bks 

Top Offer 

13%, 163 bks 

TSAT 
[FNAME, ]We Found Your Next Escape 

Account Box 

26%, 359 bks 

Top Offer 

13%, 60 bks 

Minor Offer 

45%, 155 bks 

Search 

10%, 125 bks 
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TSAT click engagement with the Minor module 

increased with each placement 

Observations 

February featured US destinations where Jan featured 

International 

Focus on US destinations & experiences for TSAT 

 

Other monthly differences in content 

• Recognized activities associated with locations 

‒ Wine – Napa 

‒ Jazz – New Orleans 

• Audience familiarity with content 

• Larger Images 

Jan Feb 

621 Clicks 

281 Clicks 

181 Clicks 

2,329 Clicks 

1,476 Clicks 

1,294 Clicks 
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+ 
Feb content focus highlights: 
• Hotel redemptions were a content focus 

in eNews/Benefits 

• Point earning offers were featured in 
Hotel Specials/Offers 
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Hotel redemptions content was expanded in 

eNews 

Observations 
 
Hotel Redemptions content was expanded 
• 3 slots to 6 slots 
• Replaced product redemptions  
 
The increase in Hotel Redemption content 
did not appear to increase click 
engagement with eNews audience 
• 4% of eNews clicks, avg for MegaBonus 

months 
• Destinations may not have been optimal 

click engagement categories(ski & 
international destinations), missing a 
theme 
 

 

eNews Hotel Redemptions 

•4% of eNews clicks  

•Ski destination focus 

•½ US, ½ International 

Header 

18% 

Top Offer 

53% 

Search 

7% 

Rew - Main 

13% 

Hotel Rdm 

4% 

Earn 

2% 

City Scene 

1% 

Hotel Open 

2% 

Feb eNews % clicks 
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Hotel redemptions content continued to follow 

a Brand theme in Benefits 

Observations 
 
Hotel Redemptions were aligned by brand for the 
2nd month 
• Feb: Autograph; Jan: Moxy 
 
Organizing Hotel Redemption by Brand 
appeared to generate additional clicks for TSAT 
• Generated 4% of TSAT Benefits clicks, 

incremental and above avg for MegaBonus 
month 
 

Organizing by Brand has benefits 
• Drives brand portfolio awareness 
• Provides context to recommended location 
• Can highlight diverse locations & experiences 

‒ Hotel Redemptions in eNews focused on 
mountain destinations 

‒ Hotel Redemptions in TSAT Benefits highlighted 
cuisine in Maine, design in Barcelona, Beach in 
Kauna’oa Bay 

 
* WHPH Benefits: 85% of Benefits clicks were to Top Offer 
(MegaBonus) & clicks to all other sections were incremental 

TSAT Benefits 

• 4% of clicks 

•Highlights: Portland (Maine), 

Barcelona, Mauna Kea  

TSAT Benefits 
 

Account Box 
15% 

City Scene 
2% 

Hotel 

Openings 

6% 

Rewards 
5% 

Redeem 
4% 

Top Offer 
56% 

Top Offer 2 
4% 

Video 
1% 

Search 
4% 



29 

Bonus point Field Offers were featured in the 

minor module in Hotel Specials/Offers 
Minor section for Hotel Specials & Offers featured point earning offers  

• Hotel Specials: 3% of clicks, less then half of average; consider other offer categories 

• TSAT Offers: 5% of clicks, average to other sections;  

• WHPH Offers: 10% of clicks; more clicks than the Major & not due to MRCC; continue to feature earn opportunities 

Hotel Specials 

• 3% of total clicks 

•Majority of clicks to MRCC offer 

TSAT Offers 

• 5% of total clicks 

•Clicks skewed to MRCC  

•MRCC generated 2% Conv% 

WHPH Offers  

• 10% of total clicks  

•Clicks distributed throughout  

•MRCC generated 14.2% Conv 

WHPH engaged with earning 
opportunities more than other 
segments & relative to other 
content; opportunities include: 

• A permanent offer module in 
Offers 

• Increasing earning opps in 
WHPH Benefits  

• WHPH specific MRCC copy  
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Incent Redemption was refreshed 
to combat steadily declining 
email KPIs since launch 
-13% Open rate 

-16% CTO 

-19% Conv% 

-41% Bk / Del (K) 
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Refresh included a new audience 

Observations 

• There was a steady decline in email KPIs, overall & with each batch send 

• The lower threshold increased volume & likely included a less engaged audience 
 

Conduct link & point balance segment analysis with March data 

• Incent Redemption may be the 3rd/4th highest email & booking volume Lifecycle 

campaign so optimizations may be meaningful 

Feb’16 
Here's What [XX,XXX] 

Points Gets You, Jim 

2015-Jan’16 
Jim, indulge with your 

[XX,XXX]  points 

Incent Redemption 

Batch delivery schedule: 

• Jan ‘15 

• July ‘15 

• Feb ’16 

 

 

A refresh launched Feb ’16: 

• 10K point trigger (vs 75K) 

expanded audience 

• Targeted content against point 

balance tiers- Redemption 

slider 
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+ 

Key Takeaways 
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Feb ‘16 Key Takeaways 

 Spring MegaBonus continued to outperform previous campaigns, potentially due to the new format; 
continue to feature prominently for all segments and increase visibility by expanding module 
support Hotel Specials/Offers to registrants 

• Track Nonmember welcome enrollments to measure impact of MegaBonus offer as incentive 

• For WHPH repeat & reinforce content sharing space with MegaBonus into other campaigns  
 

 Segment affinity trends based on engagement with Benefits, Destinations & Offers: 

 

 

 

 
 

 Hotel Redemptions did not appear to resonate with eNews audience but may have for TSAT; explore 
potential engagement further by: 

• Aligning hotel redemption opportunity by brand 

• Featuring more diverse destinations & experiences 
 

 Understand the impact of Incent Redemption expanded audience with a deep-dive analysis  

TSAT 

• Propensity modeled Field Offers 

• Hotel/Brand content  

• Prioritize US destinations over Int’l  

• Jan/Feb versions of Destinations format 

WHPH 

• Propensity modeled Field Offers 

• Focus on MegaBonus  

• More emphasis on earning opportunities; MRCC 
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Competitive 

Insights 
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Valentines and Spring Break continue to be 

prevalent themes 
Dedicated to Valentine’s Day 

• ‘Romance Package’ offers 

• For Couples, food & drink lovers, single mixers 

Spring Break offers 
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Alerts in Hilton’s account newsletter 

Hilton Account Statement 

• Dedicated real-estate to member activity 

• “Account Alerts” positioned as personalized notes 
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Freddie Awards were featured in multiple 

touchpoints 
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Notable February IHG communications 

Points for surveys 

• Receive 1-2 surveys a month for 

500-2,500 points a survey 

Post-Stay enrollment message 

• May be proof of concept to 

expand nonmember enrollment 

following a stay 

‘Top 3’ benefits: 

• Always earn points 

• Best price guarantee 

• No hidden booking  fees 

OTA Subject line testing  

• SL1: The Top 3 benefits of 
booking direct with IHG 

• SL2: Here’s why you should 
always book direct with IHG 

• Includes stay details 

•Does not include benefits 

• IHG app 
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SPG may have added a personalized touchpoint 

to their welcome series 

Content highlights 

Formal and personal message 

• Positions Starpoints as a 

recognized currency 

• Book Direct 

• More formal and personal, 

signed by SVP 



40 

+ 

February 2016 

MR Campaign 

Reviews 
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Feb ‘16 eNews performance summary 

Observations 

• Feb eNews deliveries increased 8.6% YoY and bookings 
increased by 37.0% YoY, resulting in an 26.1% increase in 
booking per delivered email (K) 

 

• Feb eNews/Benefits featured ‘16 Spring MegaBonus for the 
1st time, which helped drive a slight increase in Click to 
open rate and a 14.4% YoY increase in Conversion rate 

 

• Open rate fell by 4.6 percentage points, 2015 featured a 
50% offer vs 2016’s MegaBonus in the subject line 

 

• New benefit highlights drove click engagement in the 
Rewards section while increase in Hotel redemption 
options did not appear to 
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Feb ‘16 eNews* MoM performance summary 

Observations 

• YoY differences in MegaBonus campaign touchpoints include: 

‒ Jan’16 eNews did not feature MegaBonus 

‒ Jan’ 15 eNews (1/6) preceded Announcement Solo (1/9) and likely “announced” MegaBonus to the greater audience 

‒ Spring ‘16 MegaBonus announcement Solo (1/27) preceded 1st MegaBonus feature in eNews (2/2) which likely cannibalized 
bookings Feb ‘16 eNews may have driven 

* Include Benefits 
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Feb ‘16 eNews email KPI trends 

Open% 

LY Open% 

CTO% 

LY CTO% 

Conv% 

LY Conv% 

Observations 

• Click to open and Conversion rate increased as expected featuring MegaBonus; however, Open rate decreased 2% 
MoM & fell by 20% YoY 

  2015    2016 

Jan: Your Account: Start 2015 with MegaBonus  Jan: Your Account: Travel Ideas for 2016 

Feb:  Your Account – Save up to 50% at Atlantis  Feb:  Your Account: It’s MegaBonus Time 

     MegaBonus Announcement Solo (1/27) cannibalization? 
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Feb ‘16 eNews sections 

Observations 

• Top Offer featuring MegaBonus generated 53% of email clicks, the 

highest click% as well as the highest Conversion rate since Jan ’15; 

factors include: 

‒ New MegaBonus featured “Free night” vs  points  

‒ CTA & copy alluded to more rewards; good balance of detail with promise of 
more 

‒ This Spring MegaBonus email lacked the WHPH/TSAT audience, which has 
shown a greater likelihood to click throughout the email; this suggests a 
greater attraction to promotional content for the rest of the PO segments 

‒ Single Top Offer; consider an exclusive Top Offer spot to MegaBonus launch 

 

 

• Within the redemption section of Rewards, Hotel redemption opps 

expanded to six placements, replacing product redemptions; the section 

generated 4% of email clicks, this historical average in eNews featuring 

MegaBonus 

‒ While compelling content always generates clicks, the increase in Hotel 
redemption content did not appear to increase click engagement 

Header 

18%, 8.7 K bks 

Top Offer 

53%, 29.4 K bks 

Search 

7%, 1.9 K bks 
Rew - Head 

6%, 1.7 K bks 

Rew - Main 

7%, 1.6 K bks 

Hotel Rdm 

4%, 625 bks 

Earn 

2%, 283 bks 

City Scene 

1%, 138 bks 

Hotel Open 

2%, 258 bks 
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Feb ‘16 eNews link analysis 
16 K 

1 K bks 

Observations 

Section click engagement 

• The Main section of Rewards featured significantly more content then the section average which 

led to an increase of clicks 

Main:                          30.4 K 

Rewards Header:                   23.8 K 

Hotel Redemptions:                         17.5 K 

Earn:                                6.7 K 

 

Engaging content 

• New benefit details drove click engagement 

‒ The Milestone message “New benefit alert!  Now share points with any member” received the 3rd 
most clicks of any milestone message since Jan’15 

‒ New Benefit “Stay with Point offer” generated the 2nd most clicks in the past year for Rewards 
content  

Rewards Header        15.9 K 

Stay with Points Offer                         11.8 K 

Two Bellmen Two Video   9.6 K 

Milestone    7.8 K 

7.8 K 
700 bks 

11 K 
844 bks 

3.3 K 
132 bks 

4 K 
225 bks 

9.6 K 
277 bks 

1.5 K 
89 bks 

1.6 K 
99 bks 

1.9 K 
57 bks 
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Feb ‘16 Hotel Specials performance summary 

Observations 

• YoY deliveries decreased by 4.4% while bookings 
increased by 13.0%, leading to an overall increase in 
Bookings per delivered (K) by 18.8%  

 

• All emails kpis showed YoY increases 

‒ YoY Open rate increased by half a percentage point, the first YoY 
increase since Dec ‘14  
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Feb ‘16 Hotel Specials* performance summary 

Observations 

• Feb ’16 saw a 1.2M jump in deliveries over prior month due to audience expansion (nonmember and global) 

• Compelling offers in Featured Brands section of the older template correlated with decreases in YoY bookings: 

‒ Dec ‘14 featured a 50 K Sweepstakes in the Featured Brands 

‒ Jan ‘15 60% off Atlantis, $250 airfare credit 

• Likewise, sweepstakes in the new template in Sept drove high engagement & bookings 

* Include Offers 
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Feb ‘16 Hotel Specials performance summary 

Observations 

• YoY Open rate was flat for the first time since Aug ’14 

• YoY Conversion rate increased for the first time since Mar ‘14 

LY Open% 

Open% 

CTO% 
LY CTO% 

Conv% 
LY Conv% 
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Feb ‘16 Hotel Specials* performance summary 

Observations 

• An Open rate delta remained when comparing Hotel Specials+Offers to LY Hotel Specials 

• Slight increases in Click to open rate and demonstrable increases in Conv% are responsible 
for the months where there have been YoY increases 

*Includes Offers 

LY Open% 

Open% 

CTO% 
LY CTO% 

Conv% 
LY Conv% 
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Feb ‘16 Hotel Specials link analysis 

Header 

22% clicks 
5 K bks 

Field Offers 

49%, 6.5 K bks 

Search 

10%, 2.1 K bks 

Getaways 

8%, 971 bks 

Experiences 

3%, 310 bks 

Observations 

• Search generated 10% of clicks, nearly double the 
average 

 

• While Getaways generated a typical 8% of email 
clicks, the conversion rate was the 3rd highest in the 
past 13 months 

‒ MegaBonus content was featured  

 

• The Experiences section featured all point earning 
offers and generated roughly half the average click% 
for this section  

‒ Continue experimenting which offer categories 
resonate best with members 

‒ Consider an additional offer category as the pool of 
offers increase 
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Feb ‘16 Hotel Specials link analysis 
1.5 K 
82 bkg 

Observations 

• MegaBonus content generated a high conversion rate; however it was 

dynamically served to non-registrants which limited its exposure 

‒ Reminders & achievement content would have likely increased click and 
booking engagement 

 

 

• The “Limited Time Offer, 80K bonus points” in the Experiences/Earn section 

was the only driver of clicks 

‒ Due to the limited availability of this type of offer and poor engagement to other 
earn opps, other offer categories may be more appealing to the overall 
audience 

6 K 
253 bkg 

3 K 
107 bkg 

1.9 K 
85 bkg 

116 
0 bkg 

92 
0 bkg 

74 
0 bkg 

835 
31 bkg 

1.1 K 
71 bkg 

5.2 K 
381 bkg 
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Feb ‘16 Solo performance summary 

Observations 

• Solo deliveries decreased by 8.7% and bookings 
decreased by 53.7% YoY, resulting in a net decrease 
in Booking per delivered(K) of 49.3% 

‒ 2015 Shop Marriott Solo drove 46.8 K bookings, whose 
absence in 2016 contributed in a 10.5% decrease in YoY 
program bookings  

‒ Feb ‘16 primary Solos were non-booking, non-offer emails 

 

Launches 

• NFL 50 to 50 Sweepstakes Winner 

• Freddies Award 

• Fall Megabonus Total Earned 

• Spring Megabonus Achievement  
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Feb Key Solo mailings 

 

 

 

 

 

 

Feb‘16:  NFL 50-to-50     13 M / 10.7 K 

             Freddies        10.8 M / 16.7 K 

             MB Announcement    524 K / 812 

             MB Total Earned    283 K / 9.5 K 

             MB Reg Con       238 K / 3.2 K 

                                

                

Delivered / EIR Bookings 

Feb ‘15:  Shop Marriott     12.1 M / 46.8 K 

              Points Expirations       9.9 M / 15.7 K 

              Freddies       3.2 M / 10.9 K 

              MB Reminder       2.6 M / 35.8 K 

 

Delivered / EIR Bookings 

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

Observations 

 

• The high volume but lower Open & click 
engagement of Freddie Awards & NFL 50-to-50 
Winner Solos are what drove YoY & MoM 
decreases in bookings 

 

• The new MegaBonus Achievement touchpoint & 
Fall ‘15 Total Earned Solo generated well above 
average engagement  
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Feb ‘16 Solo deep-dive: Freddie Awards 

2014 

SL: You can Make us #1 – Please 

Vote in the Freddie Awards 

 

2015 

SL: Vote for us in the 

Freddie Awards 

 

2013 

SL: You can Make us #1 – Please 

Vote in the Freddie Awards 

 

2016 

SL: Your Loyalty Means the 

World To Us 

Observations 

2016 generated the lowest CTO% 

and Conv% in the previous 5 

years; factors may include: 

• Expectations from subject line 

• Audience size & composition 

• Benefits called out 

• Content length 
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NFL 50-to-50 Winner announcement 

Winner Announcement 

SL: Better Than Any Ad You'll See This Weekend 

Contest Announcement 

SL: Win a Trip to Super Bowl 50 

Observations 

Winner announcement generated a higher Open 

rate then opportunity to win trip to sweepstakes 

 

Intriguing subject line may have stood out from 

inbox clutter 
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Points Expiration Solo 

Your Points are Expiring Soon 

Observations 

• February 90 and 60 day had significantly higher 

booking/delivered than  the previous month, generating  6.9 

& 7.5 respectively against the 5.1 & 7.2 monthly averages 

 

Your [POINTS TOTAL] Points 

Expire on [DATE] 
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MegaBonus: Total earned 

Fall ‘15 

SL: Your MegaBonus results are in! 

Spring ‘15 

SL: Your MegaBonus Results Are In! 

Observations 
• Fall ‘15 Click to open rate doubled from Spring ’15 

 
• Changes include: 

‒ No MegaBonus signage 

‒ Larger icons 

‒ No account CTA 

‒ Redemption options (vs photo contest winners) 

 

• Future considerations 

‒ Direct Booking CTA 
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Feb ‘16 Lifecycle performance summary 

Observations 

• Delivery increased YoY by 110.7% and bookings increased by 37.4%, 
resulting in a decrease in bookings per delivered email of 34.8% 

‒ Delivery increased due to batch send of Incent Redemption 

 

• Click to open rate decreased 24% YoY due to several campaigns 

‒ Incent redemption decreased 22% YoY along with a 2,500% increase in delivery to 
change in batch send scheduling 

‒ Hello Again CTO% decreased 31 % YoY 

‒ Anniversary generated high volume and a below average CTOR (13% vs 18% avg) 

 

Launches 

• Silver Focus Relationship 
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Feb ‘16 Lifecycle MoM performance summary 

Observations 

• February's high delivery was due to Incent Redemption batch send scheduling  
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Feb ‘16 Lifecycle visualization – Engagement 

Observations 

• Silver Focus relationship generated a higher Open rate YoY but generated a relatively lower Open & Click to open rate 
relative to other lifecycle campaigns, as expected 
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Incent Redemption  

Observations 

• There was a steady decline in email KPIs, overall & with each batch send 

• The lower threshold increased volume & likely included a less engaged audience 
 

Conduct link & point balance segment analysis with March data 

• Incent Redemption may be the 3rd/4th highest email & booking volume Lifecycle 

campaign so optimizations may be meaningful 

Feb’16 
Here's What [XX,XXX] 

Points Gets You, Jim 

2015-Jan’16 
Jim, indulge with your 

[XX,XXX]  points 

Incent Redemption 

Batch delivery schedule: 

• Jan ‘15 

• July ‘15 

• Feb ’16 

 

 

A refresh launched Feb ’16: 

• 10K point trigger (vs 75K) 

expanded audience 

• Targeted content against point 

balance tiers- Redemption 

slider 
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Silver Focus Relationship 

Observations 

• The audience expanded by 47% YoY, the 
largest it has been 

 

• Open rate increased YoY by12.8%while 
Click to open rate dropped 24.3% YoY 

 

• The only material update to content was 
replacing the Milestone with the header 
search bar 

It is unclear how much the larger 
audience impacted Click to open rate vs 
the content update 

SL: Exclusive offers are coming your way in 2016  SL: Exclusive offers are coming your way in 2015 
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Feb ‘16 Concierge performance summary 

Observations 

• Delivery increased YoY by 218.8% and bookings increased 
by 51.4%, resulting in a decrease in bookings per delivered 
email of 52.5% 

‒ YoY increase in deliveries due to new members opt-in Mar ’14 

‒ New member segment consistently generated lower email KPIs 
than the existing audience 

 

• Starting March, weekly Concierge will sunset and travel 
inspiration content will live with monthly Destinations 
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Feb ‘16 Concierge deep dive analysis 

Observations 

• Open continued to decrease due to the ongoing addition of new members 

• Click to open rate hit an all time low while Conversion rate hit a 10 month high 

LY Open% 

Open% 

CTO% 

LY CTO% 

Conv% 
LY Conv% 
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Feb ‘16 Concierge message summary 
2/1 

Which City Has the Most 
Home Team Pride? 

Open rate: 16.8% 

CTOR: 3.4% 

2/8 

Have You Dined Here? 7 
Must-Try Places 

Open rate: 17.8% 

CTOR: 4.4% 

2/15 

3 Apps to Make Business 
Travel More Fun 

Open rate: 16.2% 

CTOR: 4.4% 

2/22 

3 Must-Do March Events 

Open rate: 17.4% 

CTOR: 5.2% 

2/29 

Where to Travel This Leap Year 

Open rate: 16.2% 

CTOR: 4.1% 

1,561 clicks 

1,804 clicks 

1,978 clicks 
2,426 clicks 

936 clicks 



67 

Feb ‘16 Project Orange performance summary 

Observations 

2nd highest bookings driven by MegaBonus featured in Benefits & 
Offers 

•Highest CTO% & 2nd highest Conv% 

 

Compared to the base email program, PO-dedicated campaigns: 

•Generated 18% Higher Open rate 

•76% higher CTO% 

•83% higher Conv% 
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Feb ‘16 Project Orange: WHPH 
Benefits 
Your Account: MegaBonus® Like a  

Winner [,FNAME]! 

Account Box 
6%, 903 bks 

Top Offer 
85%, 15.1 K bks 

Top Offer 2 
1%, 93 bks 

Rewards 
2%, 244 bks 

Redeem 
2%, 220 bks 

Products 
1%, 68 bks 

Hotel 

Openings 
1%, 155 bks 

Search 
1%, 146 bks Observations 

WHPH had strong engagement with MegaBonus, generating 85% of clicks 

(similar to Sept Benefits feat. MegaBonus)  

• 56% of clicks for TSAT Benefits went to MegaBonus Top Offer 

• 53% of clicks went to Top Offer for eNews audience 

Aside from the Account Box, no other section received more than 2% of 

clicks 

 

Majority of WHPH click engagement is with MegaBonus, consider 

repeating & reinforcing content sharing space with MegaBonus in 

other campaigns  

 

 

Los Cabos link within Hotel Openings generated significant clicks relative 

to other content (similar to TSAT); Beach destinations continue to draw 

click engagement 
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Feb ‘16 Project Orange: WHPH 

Observations 

Field Offers continued to attract the majority of clicks & the section conversion 

rate matched the average of other sections 

Propensity Field Offers were a positive change for WHPH 

 

The Minor offer section generated more clicks than the Major 

• In Jan, the Major offer section generated nearly 4x the clicks as the Minor 

• The Feb Minor offer section featured point earning opportunities (incl. MRCC 

offer) which generated click engagement 

• MRCC offer generated a 14.2% Conv (TSAT offer generated 2%) 

WHPH segments may respond better to point earning opportunities 

 

“Up to 30% Off at Destination Resorts” generated the most clicks of any content 

in the Major Offer section 

This offer may have generated even more clicks/bookings as a Top Offer 

Account Box 

18% cl, 20% bk 

Field Offers 

55% cl, 55% bk 

Search 

6% cl, 7% bk 

Major Offer 

9% cl, 7% bk 

Minor Offer 

10% cl, 10% bk 

Offers 
[FNAME's] March Travel Deals 
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Feb ‘16 Project Orange: WHPH 

Observations 

Feb continued the low engagement trend with content: 

• 2nd lowest clicks generated 

• Click% to Account Box and Search increased 
 

Compared to previous 2015 Destination versions: 

• Top Offer message did not feature an offer or destination & featured one link  

• Minor Offer did not contain CTA buttons 
 

 

 

March Destinations will move to a new format & travel inspiration content  

WHPH 
[FNAME, ]Take Charge of Your Travel 

Account Box 

46%, 797 bks 

Minor Offer 

24%, 266 bks 

Search 

10%, 163 bks 

Top Offer 

13%, 163 bks 
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Feb ‘16 Project Orange: TSAT 
Benefits 
Your Account: Your MegaBonus® 

Account Box 
15%, 572 bks 

City Scene 
2%, 17 bks 

Hotel 

Openings 
6%, 72 bks 

Rewards 
5%, 90 bks 

Redeem 
4%, 36 bks 

Top Offer 
56%, 1.6 K  bks 

Top Offer 2 
4%, 101 bks 

Video 
1%, 8 bks 

Search 
4%, 158 bks 

Observations 

Majority of engagement was with MegaBonus (Top Offer) 

• Top Offer generated 56% of clicks, Jan’s Hawaii sweepstakes generated 

45% 

• Highest Conv% for Top Offer at 9.9% (2015 Avg 6.8%) 

TSAT engaged well with Spring MegaBonus 

 

The elevated Hotel Openings continued to generate click engagement, 

generating 6% of clicks (vs 4% in Jan); Conv% was slightly below average 

(4.1% vs 4.8% avg) 

TSAT continued to find value with Hotel Openings 

 

Hotel Redemptions (Spotlight on Autograph) generated 4% of email clicks, 

above section avg for a MegaBonus month 

TSATs seemed to engage well with Hotel-related content 
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Feb ‘16 Project Orange: TSAT 

Observations 

Field Offers continued to attract the majority of clicks and similar to Jan:   

• The Field Offer section generated 55% in Feb and 61% in Jan 

• This section had the lowest conversion rate out of all sections 

The positive gain in clicks compensated for the negative impact in Conv% as the 

monthly bookings appeared to increase compared to 2015 

 

A compelling Top Offer (e.g. Sweepstakes or “Up to 30% Off at Destinations 

Resorts” from WHPH Offers)  may further increase clicks & bookings 

 

 

Account Box 

18% cl, 29% bk 

Field Offers 

55% cl, 39% bk 

Search 

11% cl, 19% bk 

Major Offer 

6% cl, 6% bk 

Minor Offer 

5% cl, 4% bk 

Offers 
We've Picked These  

Deals Just for You 
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Feb ‘16 Project Orange: TSAT 

Observations 
 

Whereas Jan Minor Offer section did not create click engagement, Feb generated 

the most clicks and highest Conv% historically  

• The percentage of clicks to the Minor Offer section doubled MoM 

 

March Destinations will move to a new format & travel inspiration 
content  

TSAT 
[FNAME, ]We Found Your Next Escape 

Account Box 

26%, 359 bks 

Top Offer 

13%, 60 bks 

Minor Offer 

45%, 155 bks 

Search 

10%, 125 bks 
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+ 
 

 Thank You! 



75 
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Appendix 
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MegaBonus results to date 
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Prior MegaBonus results 
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Feb ‘16 eNews+Benefits email KPI trends 

Observations 

• Project Orange segments did not demonstrably impact overall account newsletter Open and Click to open rates; 
however, Conversion rates increased 

 

Open% 

LY Open% 

CTO% 

LY CTO% 

Conv% 

LY Conv% 


