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TODAY’S AGENDA 
July ’17 Program Review  
o  Program Summary & Trends 
o  Key Storylines 
o  Testing Summary 
o  Actionable Insights 
o  Marriott Traveler Update 
o  Industry Insights  

Available July ‘17 Campaign Reviews 
o  eNews 
o  Hotel Specials 
o  Destinations 
o  Solos 
o  Lifecycle 
 



JULY 2017 EMAIL  
PROGRAM SUMMARY 
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PROGRAM IS 12% BEHIND 5 M ROOM NIGHT GOAL 
•  As of July, program has generated 2.61 M RN, 52% of goal 
•  4 Yr. trend indicates program should be at 59% of goal by July to achieve forecast 
•  Scheduled Aug and Sep booking solos support reaching goal 

4 yr trend 2.97 M 
RMNTS 

Actual: 2.61 M 
RMNTS 

*Based	on	EIR	data	
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MRCC ACQUISITIONS AHEAD OF 
FORECAST 

As of July, MRCC accounts 
are 60% of 33 K goal 
•  Refer-a-Friend generated the 

most acquisitions since Jan ’17 
•  Points Expiration drove the 

most acquisitions since Jan ’16 
•  Confirmation acquisition 

volume was the highest since 
Jun ‘16 

 
 
 

2017	33	K	goal	
60%	to	goal	

YTD CUME MRCC Accounts by month 



PROGRAM SUMMARY 

EMAIL ENGAGEMENT REPORT 
•  More members received 1+ emails in July 
•  Positive shift in click engagement tied to increased emails delivered and 2.0 template change 

*Report	Key:	
	-	Received:	#	of	emails	received	during	=me	period	
	-	Engaged:	Received	Opened	and	Clicked	+	Received	not	Opened	but	Clicked	
	-	Passive:	Received	Opened	but	not	Clicked	
	-	Unengaged:	Received	not	Opened	and	not	Clicked	
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15,678,390	 15,757,457	 15,689,251	

16,134,850	
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#	of	MR	Members	Received	1+	Emails		
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38%	 36%	 35%	 36%	
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Unengaged	%	of	Total	 Passive	%	of	Total	 Engaged	%	of	Total	
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JULY 2017 EMAIL PROGRAM PERFORMANCE 

93.3MM	
Delivered	
+7.4%	

23.4%	
Open	Rate	
+0.7	pts.	

0.15%	
Unsubscribe	Rate	

0.0	pts.	

9.2%	
CTO	Rate	
-4.7	pts.	

99%	
Delivery	Rate	
+0.2	pts.	

Audience	 Engagement	

21.8MM	
Unique	Opens	
+9.4%	

2MM	
Unique	Clicks	
+13%	

2.2%	
Click	Rate	
-1.0	pt.	

Engagement	

Financial	Financial	

160.7K	
Bookings	
-3.9%	

1.7	
BPK	

-39.4%	

365.9K	
Room	Nights	
-6.7%	

8.0%	
Conversion	
-1.0	pts.	

$55.4MM	
Revenue	
-7.1%	

Comparison against 12-month average 
Using EIR Financial Data 

•  Increased delivery resulted in more opens and clicks without impacting unsub rates 
•  Decreased Click Rate and CTOR for Solo’s, MRCC, and METT drive overall program declines 
•  Solo’s planned to address financial declines (Aug and Sep) 
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- Using EIR Financial Data 
- Benchmark is 12-mo rolling avg. 

Executive Dashboard 
 
CTOR lifts across key campaigns:  
•  eNews and Hotel Specials 

included MegaBonus content  
•  Content updates to some 

Lifecycle emails 
 
Conversion declines across all 
campaigns, some due to high click 
engagement 
 

Solo conversion down 1% which is 
tied to Moments Rebrand solo (48% 
of solos and generated lower than 
avg. conversion) 
 

 - Calculated using Mailable Openers** from Active, Inactive, and Non Member Counts 
 - Total Mailable minus anyone who has not clicked/opened an email in past 15 months 
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KEY STORYLINES 
1.  Positive lifts with new email template 
2.  Record high click engagement with eNews and Hotel Specials 
3.  Campaign optimization drives increases & learnings for future efforts 
4.  Highlighted key initiatives: Summer MegaBonus & Moments Rebrand 

9 



KEY STORYLINES 



TEMPLATE 2.0 11 

NEW TEMPLATE DROVE INCREASED EMAIL 
ENGAGEMENT 

23.9% 
Open Rate 

12.6% 
CTOR 

+1.0 pt. +1.8 pts. 

+4.3% +16.3% 

*Compared	to	12-Month	Avg.	(June	‘16	–	May	‘17)	

Approach: pre/post 
2.0 comparison of 
regular monthly 
emails  
 
CTOR improvements 
in core and lifecycle 
campaigns 
 
Continue to monitor 
and optimize 
content areas 
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VISIBLE CTOR INCREASES ACROSS KEY CAMPAIGNS 

16.5% 
CTOR 

eNews 

8.9% 
CTOR 

Hotel Specials 

22.9% 
CTOR 

Lifecycle 

 - Compared July ’17 to 12-Month Avg. (June ‘16 – May ‘17) 
 - Using EIR Financial Data 

+1.6 pt. 

+11.0% 

+0.8 pt. 

+10.1% 

+5.2 pt. 

+29.4% 



TEMPLATE 2.0: WELCOME POINTS SERIES (6/28 UPDATE) 
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41% LIFT IN CTOR WITH WELCOME POINTS SERIES 
Shifting account creation 
content from EES1 to Welcome 
is showing positive results for 
Welcome 
 
Future content updates are 
planned for EES1 (Mobile App) 

Welcome 
  

Open%:      -6% 
CTO%:     +86% 
Conv%:     -43% 
BPK:        +0.4% 

EES1 
  

Open%:      -4% 
CTO%:      -14% 
Conv%:     -15% 
BPK:          -30% 

EES2 
  

Open%:      -1% 
CTO%:      

+18% 
Conv%:      -15% 
BPK:          -0.5% 

EES3 
  

 
Open%:      +13% 
CTO%:       +48% 
Conv%:      -32% 
BPK:          +12% 

*Comparison	of	12-Month	Avg.	(June	‘16	–	
May	‘17)	vs.	July	’17		
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32% LIFT IN CTOR WITH WELCOME MILES SERIES 
Miles campaign showed similar 
overall and EES1 engagement 
results as the Points version 
 
Primary change: 
Create Account content shifted 
to Welcome from EES1 
•  Mobile App now the 

primary focus for EES1 
(Updates pending) 

 
Future content updates are 
planned for EES1 (Mobile App) 
 
 

Welcome 
 !

Open%:       -4% 

CTO%:   +73% 
Conv%:     +14% 
BPK:          +90% 

EES1 
 !

Open%:      +0% 

CTO%:    -14% 
Conv%:      -32% 
BPK:           -42% 

EES2 
 !

Open%:     +14% 

CTO%:   +20% 
Conv%:     +23% 
BPK:          +67% 

*Comparison	of	12-Month	Avg.	(June	‘16	–	
May	‘17)	vs.	July	’17		



TEMPLATE 2.0: POST-REDEMPTION (7/11 UPDATE) 15 

9.7% LIFT IN CTOR WITH POST-REDEMPTION 
CAMPAIGN 

Surplusers version was retired 
and consolidated into Leftovers 
 
Update point thresholds  
•  Restart = 0-79,999K 
•  Leftover = 80K+ 
 
Open rate decreased 5% 
•  Previous SL: Thank You for 

Redeeming Your Points 
•  New SL: Thanks for Using 

Your Points [FNAME] 
  
Continue to monitor SL 
performance and run segment 
analysis to pinpoint declines 

Restarters 
Leftovers 

Post-Redemption 
(Campaign Level) 

  

 
Open%:      -5.2% 

CTO%:     +9.7% 
Conv%:     -12.8% 
BPK:        -9.4% 

*Comparison	of	12-Month	Avg.	(June	‘16	–	
May	‘17)	vs.	July	’17		



TEMPLATE 2.0: NEAR LEVEL (7/26 UPDATE) 16 

NEAR LEVEL INITIAL RESULTS SHOW DECREASES 
IN KEY METRICS 
 

Changes: 
•  Moved ‘nights away’ from SL to PH for streamlined message 

o  SL = [LEVEL] Elite Status is within your reach 
o  PH = Keep going[, FNAME]: You're just [X] nights away from next-level 

benefits.  

•  Top Offer CTA changed to Plan A Stay 
•  Added Member Rates 
 

Recommendations:  
•  Allow for more time to pass and then run segment 

and link analysis to pinpoint declines 

Campaign:  
Near Level 

 !

Open%:       -13.1% 
CTO%:   -15.7% 
Conv%:     -40.3% 

*Comparison	of	Jan-Jun	2017	avg.	vs.	Aug	1-20	2017	avg.	
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•  Top Offer received the most clicks since Sep ’16 
o  Contributing factors: 

§  MegaBonus image optimization  
§  Targeting eligible stayers with 1+ stays 
§  Member Deals generated the highest click rate (4.3%) of any 

MegaBonus-alternative Top Offer since Feb ‘16 
o  Conversion was down 23% due to MegaBonus Generic Register group 
o  Suggest continuing segmentation-based content personalization 

•  Continued engagement success with Destinations Propensity 
module  
o  Generated 11% MoM increase in section click rate 
o  Creative & content enhancements planned for Nov eNews 

•  July featured 4 stacked MVP offers in the Rewards section and 
did not feature MVP content in the Top Offer 2 position; overall 
MVP Conv% was 5.1% & 7.9% lower than May & Jun respectively 

 

HEADER 
5% clks, 7% bks 

MEMBER MODULE 
12% clks,12% bks 

TOP OFFER 
73% clks, 71% bks 

SEARCH BAR 
3% clks, 4% bks 

REWARDS (MVP) 
5% clks, 4% bks 

DESTINATION 
CONTENT 

1% clks, 1% bks 

HOTEL OPENINGS 
1% clks, 0% bks 

EBREAKS 
1% clks, 1% bks 

ENEWS - 2ND HIGHEST CLICK VOLUME SINCE JAN ’15 
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TOP REVENUE DRIVING MVP OFFERS 
Focused on top 25% of revenue generating offers in Random group  

 
$/% off Travel 
•  Atlantis, receive up to $500 in resort credits 
•  Save up to 20% across US 
•  NYC for 15% less 
•  Florida for 20% off 
•  Save 20% Across USA 
•  Europe for 20% Less 
•  Save up to 20% across US (2x) 
•  Europe for up to 20% less 
•  MVC - save 20% at over 50 resorts 
 

TSA Precheck 
 

Hertz 
•  Hertz, up to 35% off + 5K 
•  Hertz, 35% Off 

 Ritz Content 
•  Escape to Ritz-Carlton package 
•  R-C Club Level 
  
Sweeps 
•  Moments KAABOO Del Mar Sweepstakes 
•  Canada 150th Birthday sweeps 
•  Sweeps - NBA South Africa Game 2017 
 
Other 
•  MRCC-US - earn 100K, last chance 
•  Exclusive Travel Deals 
•  RewardsPlus, Basic, Silver, Gold 
•  Explore Hawaii 
•  Merchandise US 

*% of clicks was greater than the % of revenue 
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LET’S CHAT ABOUT MVP… 
•  Confirm & support MVP email objectives 

o  If revenue driving, increase offers in rotation and limit non-revenue content 
o  If supporting other initiatives, enable optimization for other metrics  
o  If both, track revenue vs. engagement offer performance and identify main KPIs 
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DESTINATIONS – 2ND MONTH OF ROAD TRIP THEME 

•  CTOR up 5% MoM and slightly above the 12-month avg 
•  Road trip continued to drive higher than avg. clicks YoY 
•  Top Offer content attracted a 47% higher % of clicks 
•  Upcoming Trip module generated the 2nd highest % of clicks & 

conversion since first being featured in Feb ’17  
•  Road Trip Tips drove Middle Offer click highs (% of clicks up 8%),  

o  Section conversion rate dropped by 23% due to non-booking related 
messages 

•  Trip Planner section generated 1.4K fewer clicks than the 12-
month avg; content streamlined by removing body copy 

•  Campaign conversion rate dropped to lowest since March ’16 due 
to high clicks and low bookings 

HEADER 
16% clks, 28% bks 

TOP OFFER 
67% clks, 55% bks 

UPCOMING TRIP 
1% clks, 2% bks 

MIDDLE OFFER 
10% clks, 7% bks 

TRIP PLANNER 
4% clks, 4% bks 

Road	Trip	
Ideas	

Road	Trip	
Personality	Quiz	

Road	Trip	Tips	and	
Car	Games	
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DESTINATIONS TOP OFFER TEST 
Carousel 2-up 

vs. 

•  13% higher % of clicks  
•  Higher campaign Conv% (+0.9%) 

•  Higher campaign CTOR 
(+9.5%) & BPK (+8.9%) 

Streamlined  -  
Larger image -  

 Rotating image - 
More above fold -  

 

- Tried and true 2-up 
- Headline + body copy 
- Smaller images 
- Less above fold 
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% OF CLICKS COMPARISON BY SECTION 
Carousel 

2-up 
+6%	

+13%	

+101%	

+79%	

Carousel bottom section had 
higher % of clicks compared to 2-
up same  
 
Continue testing to determine  
•  Impact of carousel on campaign 

engagement 
•  Impact of single image vs. 

carousel  
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SUMMER MEGABONUS PERFORMANCE 

•  9 Campaigns featured in 

•  23.2 M Reach* 

•  5.5 M Impressions* 

•  1.3 M Clicks 

•  906.2 K Registration Confirmation Emails Sent 

•  $45.2 M Revenue (EIR) 

•  133.2 K Bookings 

•  10% Conversion Rate 

* Represent solos only (does not include modules in the core communications) 
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PERSONALIZATION INCREASES ENGAGEMENT WITH 
MEGABONUS REGISTRATION REMINDER 

2nd time personalizing 
registration reminder copy in 
MegaBonus solo 
 
A/B Test: Half of 1 stay and 2+ 
stays audience groups 
received eligible stay copy vs. 
generic registration reminder 
copy 
 
Hypothesis: Tailored 
registration message will drive 
more engagement and 
registrations  

 

Recommendation: Continue to 
leverage ‘eligible stay’ 
messaging in reminders when 
possible 
 

 
 
*All CTA & campaign-level results were 
Statistically significant 

Control 

Test Group: 2+ Stays 

Test Group: 1 Stay 

vs. 

+116% Higher CTA clicks 
+106% Higher campaign-level CTOR 
7.1 BPK vs. 3.2 for control 

+155% Higher CTA clicks 
+144% Higher campaign-level CTOR 
31.1 BPK vs. 10.7 for control 
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CAMPAIGN OPTIMIZATION RESULTS IN POSITIVE 
EMAIL PERFORMANCE  

Used winning image from June 
eNews MegaBonus optimization 
efforts 
 
Open rate dropped 27% 
compared to spring ‘17 email 
•  Consider testing previously 

used status language; it drove 
55% open rate 

 
CTOR is up 56% compared to 
spring ‘17 booking reminder  
•  Used 2.0 template 
•  No member module drove 

focus to CTAs 
•  Image optimization  
 
 

42.2%	
Open	Rate	
-26.9%	

13.2	
BPK	

+54.7%	

28.9%	
Conv	Rate	
+35.5%	

$3.3MM	
Revenue	
+82.7%	

Engagement	

10.8%	
CTO	Rate	
+56.1%	

*Compared to Spring ‘17 booking reminder 

Summer ‘17 
SL = Book Today to Earn up to 4,000 Bonus Points 
PH = [FNAME: ]Here's your MegaBonus® status so far. 
 

vs. 
 

Spring ’17 
SL = Your MegaBonus Status So Far 
PH = Earn double points. Take in more moments with MegaBonus®. 
 

Applied 
Winning 
Image 

Image 
Optimization 
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DESTINATION IMAGE OPTIMIZATION RESULTS 
•  15 popular destinations 
•  Pure optimization – no control  
•  Low section clicks (only 416) 
•  Top 10 destinations by % of clicks 

o  New York - 0.28% 
o  Beijing - 0.25% 
o  Chicago - 0.21% 
o  Shanghai -0.16% 
o  Dallas - 0.14% 
o  Boston - 0.13% 
o  DC - 0.12% 
o  Orlando - 0.12% 
o  Montreal - 0.12% 
o  Atlanta - 0.10% 
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HOTEL SPECIALS PERFORMANCE INCREASED 
ACROSS MOST METRICS 

Open rate was 2% below the 
12-month avg, but up 2% vs. 
last month 
•  No change in SL, but 

slight difference in PH 
MoM 

 
CTOR was the highest since 
Aug ’16 
•  Featured MegaBonus 
•  High engagement with 

Field Offers & new 
Member Module  

 
MegaBonus offer strongly 
contributed to section 
increase (click % up 33%) 
•  Continue including 

content  
•  Leverage eligible stay 

copy test learnings for 
improved engagement 

 

18.3%	
Open	Rate	
-0.4	ppts.	

8.9%	
CTO	Rate	
+0.9	pts.	

1.9MM	
Unique	Opens	

-2.9%	

167.6K	
Unique	Clicks	
+8.5%	

1.6%	
Click	Rate	
+0.1	pts.	

Engagement	

14.3K	
Bookings	
+6.8%	

1.4	
BPK	

+7.5%	

32.4K	
Room	Nights	
+5.1%	

8.5%	
Conversion	
-0.1	ppts.	

$4.9MM	
Revenue	
+4.3%	

Financial	

HEADER 
19% clks, 23% bks 

FIELD OFFERS 
57% clks, 50% bks 

MEMBER MODULE 
11% clks, 15% bks 

MOMENTS 
3% clks, 3% bks 

DEST. NAV. BAR 
1% clks, 1% bks 

CURATED OFFERS 
6% clks, 7% bks 

MRCC 
0% clks, 0% bks 

EBREAKS 
1% clks, 1% bks 

*Compared to 12-month average 
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MOMENTS REBRANDED SOLO 
Subject line test resulted in the 
2nd highest Moments solo open 
rate to-date 
 
Campaign results: 
60% ahead of goal in key 
metrics 
•  199,556 site visits  
•  160 redemptions  
 
Future considerations: 
•  Add points needed and 

current balance since no 
member module 

•  Prominent placement of 
sweeps, lower pt. auctions 
and complimentary 
redemptions for those 
with fewer points 

•  Improve email targeting 
with Moments redemption 
data or previous email 
click data 

 

22.2%	
Open	Rate	

Engagement	

5.5%	
CTO	Rate	

Subject lines tested: 
 

•  Introducing Moments (20.8%) 
•  New: Marriott Rewards® Moments (20.7%) 
•  Mind-Blowing Moments. All for You. (20.5%) 

+3.8% vs. Moments Solo Avg. 
+4.8% vs. ’16 Launch Solo 

-1.0% vs. Moments Solo Avg. 
+0.1% vs. June ’16 Launch Solo 



JULY TESTING &  
OPTIMIZATION SUMMARY 

ü  DESTINATIONS CAROUSEL VS. 2-UP 
ü  MEGABONUS COPY 
ü  MEGABONUS BKG. REMINDER OPTIMIZATION 
ü  MOMENTS SUBJECT LINE 
•  ENEWS MEGABONUS IMAGE OPTIMIZATION 
•  HOTEL SPECIALS EBREAKS LIFESTYLE VS. MAP 
•  WELCOME POINTS/MILES SUBJECT LINES 
•  NAV BAR OPTIMIZATION (ENEWS & HOTEL SPECIALS) 
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14% CTOR LIFT WITH JULY eNEWS IMAGE OPTIMIZATION 
Performance: 
Images A and B were again the 
best performing images, staying 
consistent with the June test. 
 
Image A saw the most lift with 
Silver + levels. 
 
Image B saw significant lift with 
Basic members and iOS devices.  
 
Image E performed well with 
members with high nights (> 18) 
but the low audience size didn’t 
drive significant overall lift. 

A B C D E 

12.35%	

14.09%	

Control	 Op=mized	

14.14%	
LiI	

Opens	 Clicks	 CTOR	 LiI	 Significance	

Control	 136,225	 16,819	 12.35%	

OpCmized	 1,208,925	 170,372	 14.09%	 14.14%	 98.7%	
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84% HIGHER SECTION CTOR WITH EBREAKS 
LIFESTYLE IMAGERY VS. MAP IN HOTEL 
SPECIALS 

Hypothesis: Image is more on brand 
and will drive more engagement 
 

Results: 
•  Lifestyle version generated a 1.2% 

higher campaign-level CTO%*  
•  Lifestyle creative an 84% higher 

CTO%** 
 

Recommendation: 
Consider re-testing eBreaks before 
replacing Map creative 
•  Map creative has been the 

consistent winner during multiple 
creative tests 

•  Try same layout in next test 
 
 
 
 
 
 
 
*Not statistically significant 
**Statistically significant 
Destination Navigation Bar Clicks & Bookings not 
included in results 

Lifestyle Image Map 
+84%	
CTO%	

vs.	

Lifestyle	Image		
Map	Image		
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MIXED RESULTS WITH JULY WELCOME POINTS SL TEST Overall Welcome Points campaign 
Open% experienced a 3% lift in July 
compared to pre-period 
 
Compared to 12-month avg, 
campaign Open rate is down 1% 
•  Change in email content is a 

factor in comparison 
 
Current Aug SL test in progress 
(concludes 9/8) 

Welcome 
  

Open%:      -6% 

EES1 
  

Open%:      -4% 

EES2 
  

Open%:      -1% 

EES3 
  

Open%:      +13% 

*Comparison	of	12-Month	Avg.	(June	‘16	–	
May	‘17)	vs.	July	’17		
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GREAT IMPROVEMENTS WITH JULY WELCOME 
MILES SL TEST 

Overall Welcome Miles campaign 
Open% experienced a 48% lift in 
July compared to previous subject 
line time period 
 
Compared to 12-month avg, 
campaign Open rate is down 2% 
•  Similar changes in email 

content as Points version is a 
factor in comparison 

 
Current Aug SL test in progress 
(concludes 9/8) 
 

Welcome 
 !

Open%:       -4% 

EES1 
 !

Open%:      +0% 

EES2 
 !

Open%:     +14% 

*Comparison	of	12-Month	Avg.	(June	‘16	–	
May	‘17)	vs.	July	’17		
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NAV BAR OPTIMIZATION RESULTS – GLOBAL 

1.  New York 
2.  Caribbean 
3.  Orlando 
4.  D.C. 
5.  Paris 
6.  Los Angeles 
7.  London 
8.  Montreal 
9.  Toronto 
10.  Chicago 
11.  Dallas 
12.  Atlanta 
13.  Boston 
14.  Beijing 
15.  Shanghai 

•  Combined results for eNews and Hotel Specials, sorted by CTOR 
•  New York and Caribbean consistently in top positions 

*July	eNews	&	Hotel	Specials	results	
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NAV BAR OPTIMIZATION RESULTS – US, CANADA, ROTW 

US [Aud. 69%] 

15.	Shanghai	
14.	Beijing	
7.	London	
13.	Boston	
12.	Atlanta	
9.	Toronto	
11.	Dallas	

8.	Montreal	
10.	Chicago	

5.	Paris	
6.	Los	Angeles	

4.	D.C.	
3.	Orlando	

2.	Caribbean	
1.	New	York	

       CA [Aud. 6%] 

11.	Dallas	
15.	Shanghai	
14.	Beijing	
13.	Boston	
10.	Chicago	

4.	D.C.	
12.	Atlanta	

6.	Los	Angeles	
7.	London	
3.	Orlando	

5.Paris	
8.	Montreal	
1.	New	York	
2.	Caribbean	
9.	Toronto	

       OTHERS [Aud. 25%] 

10.	Chicago	
12.	Atlanta	
9.	Toronto	
13.	Boston	

15.	Shanghai	
11.	Dallas	

4.	D.C.	
8.	Montreal	
14.	Beijing	

6.	Los	Angeles	
5.	Paris	

3.	Orlando	
2.	Caribbean	

7.	London	
1.	New	York	

Other non-US locations rise up, but New York & Caribbean are consistently in the top 3  

*July	eNews	&	Hotel	Specials	results	



ACTIONABLE INSIGHTS 
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              BOOKING                     ENGAGEMENT 

•  Leverage successful personalization 
in other campaigns 
o  MegaBonus eligible stay copy 
o  Upcoming Trip Module 
o  Destination Propensity Module 

•  Try destination image vs. Nav. Bar 
optimization in Hotel Specials and 
eNews to increase engagement 

•  Continue summer road trip theme 
to drive increased clicks and 
campaign CTOR 
o  Use winning layout in 2018 

•  Re-test layouts to determine which 
increases CTOR more 
o  Carousel vs. 2-up 
o  eBreaks FUC lifestyle vs. article map  

§  Try different images in same layout 
§  Try same image in different layouts 

•  Increase member personalization 
to drive relevancy in Moments 
Solos 



MARRIOTT TRAVELER  
NEWSLETTER UPDATE 
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CAMPAIGN OVERVIEW 
•  Initial launch date: June 29, 2017 

•  Campaign strategy: highlight content that drives 
traffic to Traveler site 

o  10 curated articles (5 based on monthly themes and 5 
most popular) 

o  2-3 ad placements 
o  Close email with curated content called “Why we 

travel?” 

•  Maintain common thread with other Marriott 
communications (Header/footer) 

•  Cadence is monthly (Friday send aligns with 
high click engagement and site conversion 
days) 

•  Send 2 weeks after MR Destinations email to 
complement other MR communications 
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TARGETING & PERFORMANCE 
Campaign Targeting 

•  New domain  
o  From: Marriott Traveler       
o  DNS: traveler@traveler-marriott.com  

•  2.5MM monthly deployment cap 
•  Target criteria 

o  US residents 
o  Newer eBreaks flagged customers  
o  Active email openers 
o  Basic and Silver members 
o  Segment member level by age range 

(18 to 55) 

 

2.1MM	
Delivered	

0.05%	
Unsub.	Rate	

July	Email	Performance	

12.3%	
Open	Rate	

+23%	

6.9%	
CTO	Rate	
+27%	

July	Online	Performance	

11.7K	
Visits	from	NSL	

+89%	

1:33	
Visit	Dura=on	

-16%	

2.31	
Pages/Visit	

-13%	
*Compared	to	June	(launch	email)	



INDUSTRY INSIGHTS 
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BOOK DIRECT 
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FOOD INC. 

Does SPG know?
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EXPERIENCES/MOMENTS 

Hilton METT’s tied to experiences

100 Points for a chance to win…
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CREDIT CARD SUPPORT/OFFERS 
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LINKS ACCOUNTS IN NEW LOCATIONS 
SL: You’re Registered for SPG Take Three—But 

Haven’t Linked Your Accounts

Points Expiration

Welcome Lifecycle
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WEEKEND DEALS 
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POINTS DISCOUNTS 
Discount on 
redemptions
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PROMOTIONS/SWEEPS 



INDUSTRY INSIGHTS 50 

ASSORTED 

Wedding

New Hilton Brand

Acquisition METT

3 unspecified 
Destinations; 
mysterious

SL: Don't forget to use your 
birthday gift!

Business Travel
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ASSORTED (CONT) 

Email Account 
Consolidation

Mobile check-in



THANK YOU! 



APPENDIX 
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MRCC RESULTS AGAINST FORECAST (EMAIL) 
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3RD LOWEST CONV% SINCE NOV ‘12 Open% was up 5% YoY and 3% 
above the 12-month avg 
•  eNews leveraged targeted subject 

lines and Open% was the 2nd 
highest since Dec ’15 

•  METT Open% was 6% above the 
12-month avg 

 
CTO% was down 8% YoY and 
34% below the 12-month avg, 
but increased 9% MoM 
•  Solo CTO% was down 9% YoY and 

19% below the 12-month avg 
•  MRCC CTO% was the 2nd lowest since 

Jan ’12 
•  METT CTO% was the 3rd lowest since 

Jan ‘12 
 
Conv% was the 3rd lowest since 
Nov ’12 
•  Conv% was below the 12-month avg 

for all campaigns 
 

Open% 

CTO% 

LY Open% 

LY CTO% 

Conv% 

LY Conv% 
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Note: Using EIR Financial Data 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
*KPI’s based off r between 12-month avg 
(Jun ‘16-May ‘17) vs various template 2.0 
time tables 
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POINTS 
0 – 25K [Aud. 90%] 

15.	Shanghai	
13.	Boston	
14.	Beijing	
12.	Atlanta	
9.	Toronto	
10.	Chicago	
11.	Dallas	

8.	Montreal	
7.	London	

5.	Paris	
6.	Los	
4.	D.C.	

3.	Orlando	
2.	Caribbean	
1.	New	York	

25 – 50K [Aud. 4%] 

15.	Shanghai	
6.	Los	

12.	Atlanta	
13.	Boston	
8.	Montreal	
14.	Beijing	
10.	Chicago	

5.	Paris	
11.	Dallas	
7.	London	

1.	New	York	
9.	Toronto	

4.	D.C.	
3.	Orlando	

2.	Caribbean	

50K – 75K [Aud. 2%] 

15.	Shanghai	
12.	Atlanta	
13.	Boston	
10.	Chicago	
9.	Toronto	
14.	Beijing	

6.	Los	
7.	London	

8.	Montreal	
4.	D.C.	

11.	Dallas	
5.	Paris	

3.	Orlando	
2.	Caribbean	
1.	New	York	

75K – 100K [Aud. 1%] 

12.	Atlanta	
10.	Chicago	
14.	Beijing	
7.	London	
11.	Dallas	
3.	Orlando	

2.	Caribbean	
15.	Shanghai	

6.	Los	
9.	Toronto	
13.	Boston	

1.	New	York	
8.	Montreal	

5.	Paris	
4.	D.C.	

100K + [Aud. 3%] 

14.	Beijing	
11.	Dallas	

15.	Shanghai	
12.	Atlanta	
13.	Boston	

4.	D.C.	
6.	Los	

9.	Toronto	
3.	Orlando	

5.	Paris	
7.	London	

10.	Chicago	
8.	Montreal	
1.	New	York	
2.	Caribbean	
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NIGHTS 
0 – 5 [Aud. 93%] 

15.	Shanghai	
13.	Boston	
14.	Beijing	
12.	Atlanta	
11.	Dallas	
9.	Toronto	
10.	Chicago	
8.	Montreal	
7.	London	

5.	Paris	
6.	Los	
4.	D.C.	

3.	Orlando	
2.	Caribbean	
1.	New	York	

6-10 [Aud. 2%] 

10.	Chicago	
6.	Los	

3.	Orlando	
15.	Shanghai	
12.	Atlanta	
14.	Beijing	

5.	Paris	
8.	Montreal	
11.	Dallas	
7.	London	
9.	Toronto	
13.	Boston	

4.	D.C.	
2.	Caribbean	
1.	New	York	

11-15 [Aud. 1%] 

6.	Los	
15.	Shanghai	
12.	Atlanta	
14.	Beijing	
13.	Boston	

4.	D.C.	
10.	Chicago	

5.	Paris	
9.	Toronto	
11.	Dallas	
7.	London	
3.	Orlando	

8.	Montreal	
1.	New	York	
2.	Caribbean	

16-20 [Aud. 1%] 

12.	Atlanta	
13.	Boston	
10.	Chicago	
11.	Dallas	
14.	Beijing	

4.	D.C.	
15.	Shanghai	
9.	Toronto	

6.	Los	
8.	Montreal	
7.	London	

1.	New	York	
5.	Paris	

3.	Orlando	
2.	Caribbean	

21-50 [Aud. 3%] 

13.	Boston	
14.	Beijing	
12.	Atlanta	

6.	Los	
9.	Toronto	

15.	Shanghai	
7.	London	

8.	Montreal	
11.	Dallas	

10.	Chicago	
4.	D.C.	
5.	Paris	

2.	Caribbean	
1.	New	York	
3.	Orlando	

51 + [Aud. .2%] 

14.	Beijing	
9.	Toronto	
11.	Dallas	

10.	Chicago	
4.	D.C.	
5.	Paris	

1.	New	York	
7.	London	
3.	Orlando	

15.	Shanghai	
12.	Atlanta	

6.	Los	
13.	Boston	
8.	Montreal	
2.	Caribbean	
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MVP 
BAU [Aud. 50%] 

13.	Boston	
12.	Atlanta	
14.	Beijing	

15.	Shanghai	
7.	London	
9.	Toronto	
11.	Dallas	

10.	Chicago	
8.	Montreal	

6.	Los	
5.	Paris	
4.	D.C.	

3.	Orlando	
2.	Caribbean	
1.	New	York	

OPTIMIZED [Aud. 40%] 

15.	Shanghai	
14.	Beijing	
13.	Boston	
11.	Dallas	

12.	Atlanta	
9.	Toronto	
10.	Chicago	

6.	Los	
5.	Paris	

8.	Montreal	
7.	London	

4.	D.C.	
3.	Orlando	

2.	Caribbean	
1.	New	York	

RANDOM [Aud. 10%] 

14.	Beijing	
15.	Shanghai	
10.	Chicago	
12.	Atlanta	
13.	Boston	
11.	Dallas	
9.	Toronto	

4.	D.C.	
8.	Montreal	

6.	Los	
5.	Paris	

7.	London	
3.	Orlando	

2.	Caribbean	
1.	New	York	



ADDITIONAL JULY 2017 
CAMPAIGN REVIEWS 
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JULY ‘17 ENEWS EMAIL KPI TRENDS 
Open% was the 2nd highest 
since Dec ’15, subject lines 
reflected targeted top offer: 
•  MB Register: Your Account: 

Sign Up for Infinite Points 
•  MB Earn: Your Account: 

Prepare to Earn Endlessly 
•  Generic: Your Account: Reveal 

Your Member Offers 
 
CTO% was the highest since 
Oct ‘16 & 15% above the 
12-month avg 
 
Conv% was the 2nd lowest 
since Jan ‘12 

Open% 

CTO% 

LY Open% 

LY CTO% 

Conv% LY Conv% 
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July eNews generated the 2nd highest click volume since Jan ’15; content above 
the search bar attracted 92% of overall clicks 
•  Top Offer section generated the most clicks since Sep ’16 

o  All MegaBonus top offers leveraged Wylei image optimization and ‘Register’ offers 
were segmented (generic/eligible stays); collectively MB top offers generated the 2nd 
highest MB top offer click volume since Sep ‘13 

§  MB Register - 57% of top offer clicks / Click% = 2.9% 
§  MB Register/Eligible Stay - 15% of top offer clicks / Click% = 14.1% 
§  MB Book - 4% of top offer clicks / Click% = 3.1% 

o  ‘Member Deals’ top offer leveraged ‘first name’ personalization, was sent to 20% of 
the audience, and generated the highest Click% (4.3%) of any MegaBonus-
alternative top offer since Feb ‘16 

§  June’s MB-alternative Top Offer (Chirpify) leveraged ‘first name’ 
personalization & generated the 2nd highest MB-alternative Top Offer Click% 
(1.0%) since Feb ‘16 

•  Member Module generated more clicks than the Top Offer 2 click volume avg; the 
most clicked links were… 

o  ‘Activity’ = 38% of module clicks 
o  ‘Use Points/Miles’ = 26% of module clicks 
o  ‘Account #’ = 18% of module clicks 

 

HEADER 
5% clks, 7% bks 

MEMBER MODULE 
12% clks,12% bks 

TOP OFFER 
73% clks, 71% bks 

SEARCH BAR 
3% clks, 4% bks 

REWARDS 
5% clks, 4% bks 

DESTINATION 
CONTENT 

1% clks, 1% bks 

HOTEL OPENINGS 
1% clks, 0% bks 

EBREAKS 
1% clks, 1% bks 

JULY ‘17 ENEWS SECTIONS 
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JULY ‘17 ENEWS SECTIONS 
High click engagement with content above the fold may have cannibalized clicks to sections in lower 
positions… 
•  Rewards section included 4 modules containing MVP content and attracted the 2nd lowest % of clicks since Nov ’14 (A/A MVP 

testing occurred in July) 
•  Hotel Openings featured a new treatment that featured one halo property and a secondary “See All” CTA; it generated  the 

lowest % of clicks since Sep ‘16 
o  Recommendation: Feature properties in popular locations (New Orleans, Miami, New York, Hawaii) to gauge 

effectiveness of this new treatment 
•  July featured a new Destinations Navigation Bar and was sent to non-recipients of the Destinations Propensity module; 

collectively, both pieces of content generated a 22% lower % of clicks than the Destinations Propensity Module 2-month avg 
o  Collectively July destinations content generated 3% more clicks and 54% more bookings than the standalone 

Destinations Propensity Module in June 
o  Destinations Navigation Bar (59% of audience) generated a 58.5% lower Click% than Destinations Propensity 

•  eBreaks leveraged frequently used content, featured a new  design, and generated the lowest click volume & % of clicks 
since Apr ‘16 

o  Conv% was the 2nd highest since Apr ‘16 
 

Overall high click engagement drove 2.5K more bookings than the 12-month avg; Conv% was 20% 
below the 12-month avg 
•  Top Offer section Conv% was 23% below the 12-month avg 

o  MegaBonus top offers collectively generated the lowest Conv% (7%) of any MegaBonus Top Offer since Sep ’13 
§  ‘Generic Register’ offer accounted for 75% of MB clicks and generated a Conv% (5%) well below the other 

MB offers 
•  Header Conv% was 22% below the 12-month Account Box avg (lowest since Jan ‘15) 

o  Historically, the Account Box search function generated the highest Conv% within the section; reducing prominence 
may impact Header Conv% 

ACCOUNT BOX 
5% clks, 7% bks 

MEMBER MODULE 
12% clks,12% bks 

TOP OFFER 
73% clks, 71% bks 

SEARCH BAR 
3% clks, 4% bks 

REWARDS 
5% clks, 4% bks 

DESTINATION 
CONTENT 

1% clks, 1% bks 

HOTEL OPENINGS 
1% clks, 0% bks 

EBREAKS 
1% clks, 1% bks 
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JULY ‘17 ENEWS DESTINATIONS PROPENSITY SECTION ANALYSIS 

July was the first month that 
Destinations Propensity did not feature 
a bottom “See All” link 
 
MoM, Destinations Propensity 
generated 484 more clicks & an 11.1% 
higher overall section Click% 
 

HERO/CTA 
34% clks, 40% bks 

PROPERTIES 
66% clks, 60% bks 
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NEW UK VERSION ADDED INCREMENTAL 
ENGAGEMENT ALONGSIDE GLOBAL ENEWS 

European audience engagement 
with Global eNews was not 
significantly affected by the UK 
version of eNews 
 
The addition of UK eNews 
created an additional touchpoint 
with incremental exposure 

Open% 

CTO% 
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MEA QUARTERLY MEA audience engagement with 
eNews does not seem to be 
significantly impacted during 
months MEA eNews is deployed 
•  MEA audience avg Open% & 

CTO% was higher during 
months MEA eNews is sent 

Click engagement is lower with 
the MEA version (which features 
more local offers) 

Open% 

CTO% 
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JULY ‘17 HOTEL SPECIALS EMAIL 
KPI TRENDS 

Open% was down 3% YoY 
and 2% below the 12-
month avg, but increased 
2% MoM 
 

CTO% was the highest 
since Aug ‘16 
•  Featured MegaBonus 
•  High engagement with Field 

Offers & new Member 
Module  

 

Conv% was down 5% YoY, 
2% MoM, and 2% below 
the 12-month avg 

Open% 

CTO% 

LY Open% 

LY CTO% 

Conv% 

LY Conv% 
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JULY ‘17 HOTEL SPECIALS LINK ANALYSIS 
July Hotel Specials generated the most clicks since Aug ’16; 24.4K more than the 12-month avg 
•  Field Offers click volume was the highest since Feb ‘16 

o  CTA generated 2.1X the clicks as the 12-month avg (+23K)  
•  Curated Offers generated 3.7K more clicks and accounted for a 33% higher % of clicks compared to 

the 12-month avg of content previously featured in a similar position 
o  MegaBonus offers drove 39% of Curated Offers clicks; MoM MegaBonus generated a 3% 

higher % of total clicks and a 5.7% higher Conv% 
o  June and July 2017 featured destination-based offers in a 3-across design in a similar position; 

July offers featured CTA’s, as well as,  ‘save %’ headlines and collectively generated a 29% 
higher % of clicks and generated a 42% higher Conv% 

o  Florida and Vegas offers generated the 2nd and 3rd most curated offer clicks; 21% & 18% of 
section clicks respectively 

•  Member Module accounted for 11% of clicks and had the highest section Conv% (38% above overall 
mailing) 

 

Opportunities for improvement: 
•  MoM, Moments section generated 15K fewer clicks; most likely due to lack of sweepstakes content 
•  eBreaks tested a new design that leveraged frequently used content and generated the lowest click 

volume & % of clicks since first being featured in Mar ‘16 
 

Conv% was the lowest since Dec ‘16 
•  Field Offers accounted for the highest % of overall clicks since May ‘13 and continued a historical trend 

of generating a lower Conv% than the overall mailing 
•  Lack of a prominent search bar within the Header may have caused  section to generate a lower click 

volume and Conv% than Account Box avgs 
 

*Destination Navigation Bar Booking not included 

HEADER 
19% clks, 23% bks 

FIELD OFFERS 
57% clks, 50% bks 

MEMBER MODULE 
11% clks, 15% bks 

MOMENTS 
3% clks, 3% bks 

DEST. NAV. BAR 
1% clks, [*]  bks 

CURATED OFFERS 
6% clks, 7% bks 

MRCC 
0% clks, 0% bks 

EBREAKS 
1% clks, 1% bks 
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JULY ‘17 HOTEL SPECIALS LINK ANALYSIS 
Observations 
Most clicked content: 
•  MegaBonus (Curated Offers)      5.3 K 
•  eBreaks          3.1 K 
•  Florida (Curated Offers)              2.9 K 
•  Destinations Navigation Bar               2.8 K 
•  Ed Sheeran/Bruno Mars (Moments)           2.7 K 
•  Vegas (Curated Offers)               2.5 K 
 

MoM, Curated offers click volume increased by 3K, 
while Moments & eBreaks click volume decreased 
by 15K & 2.4K respectively 
 
*Destination Navigation Bar Bookings not included 

716 
37 BKS 

1.5 K 
89 BKS 

2.7 K 
152 BKS 

806 
39 BKS 

973 
46 BKS 

3.1 K 
202 BKS 

365 
21 BKS 

5.3 K 
482 BKS 

1.3 K 
90 BKS 

2.8 K 
[*] BKS 

1.2 K 
71 BKS 

2.5 K 
110 BKS 

2.9 K 
224 BKS 

1.2 K 
83 BKS 
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JULY ‘17 DESTINATIONS EMAIL KPI TRENDS 
July generated the lowest 
Open% in 2017 thus far 
•  SL: 4 Road Trips for Every 

Personality 
 
CTO% was up 5% MoM and 
slightly above the 12-month 
avg 
 
Conv% was the 2nd lowest 
since launch (Mar ‘16) 
•  New Header and Top Offer 

content generated 83% of clicks 
and lower than avg Conv%’s 

Open% 

CTO% Conv% 

LY Open% 

LY CTO% 

LY Conv% 
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JULY ‘17 DESTINATIONS LINK ANALYSIS 

July was the 2nd month of the Road Trip theme and generated 25.1K more clicks MoM and 6.9K more clicks 
than the 12-month avg 
•  All sections generated more clicks than their respective 12-month avgs, except for the Header & Trip Planner 
•  Top Offer content featured 4 different road trips with varying focuses of interest and attracted a 47% higher 

% of overall clicks than the 12-month avg 
o  ‘More Road Trips’ CTA was the most clicked link within the Top Offer section and accounted for 26% 

of section clicks 
§  Top Offer section CTA’s have generated an average of 4% of section clicks in 2017 thus far 

•  Middle Offer section attracted an 8% higher % of clicks than the 12-month avg 
o  ‘Road Trip Tips’ generated 66% of section clicks 
o  ‘Car Games’ generated 32% of section clicks 

•  Upcoming Trip module generated the 2nd highest % of clicks & Conv% since first being featured in Feb ‘17 
(behind May ‘17) 

July Conv% was the lowest since launch (Mar ‘16) 
•  New Header generated a lower Conv% & % of clicks than any month the Account Box was featured 
•  All Top Offer content, except the ‘travel personality quiz’ & the CTA generated a lower Conv% than the 12-

month section avg 
•  Middle Offer section Conv% was 23% below the 12-month avg; both primary features had similar Conv%’s 
 

HEADER 
16% clks, 28% bks 

TOP OFFER 
67% clks, 55% bks 

UPCOMING TRIP 
1% clks, 2% bks 

MIDDLE OFFER 
10% clks, 7% bks 

TRIP PLANNER 
4% clks, 4% bks 



OVERALL SOLO DECLINES TIED TO MOMENTS 
REBRANDED DECLINES 
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July BPK was down 21% YoY & 20% below 
the 12-month avg 
 
Open% was slightly above the 12-month 
avg, but slightly down YoY 
 
Moments Rebranded solo conducted a 
subject line test: 
•  Introducing Moments (20.8%) 
•  New: Marriott Rewards® Moments 

(20.7%) 
•  Mind-Blowing Moments. All for You. 

(20.5%) 
 
CTO% was down 9% YoY and was 19% 
below the 12-month avg 
 
Conv% was down 12% YoY and was 1% 
below the 12-month avg 
 
July ‘17 Launches of Note: 
•  MB Registration Reminder 
•  Moments Rebranded 
•  MB Booking Reminder 
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SUMMER ‘17 MEGABONUS TO-DATE 
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BPK FELL BY 1.7% AGAINST 12 MO 
AVG DUE TO LOW OPEN% 

2nd highest delivery volume since Jan ’12 
•  Welcome Emails delivery volume was the 3rd 

highest since Jan ‘12 
•  Anniversary delivery volume was the highest 

since launch (Jun ‘15) 
•  Onboarding series delivery volume was the 

highest since launch (Mar ‘16) 
 
Open% was the 3rd lowest since Jan ’16 
•  Although Onboarding series Open% was 3% 

above 12-month avg; it generates a below 
lifecycle avg Open% and had a 39% higher 
volume than the 12-month avg. 

•  Anniversary Open% was the 2nd lowest since 
launch (Jun ‘15) 

CTO% was the 3rd highest since Jan ’16 
•  Welcome campaign (38% of lifecycle Del.) 

generated the 2nd highest CTO% since Jan ’12 
o  Welcome Points generated the highest CTO% 

since Dec ‘14 

Conv% was the lowest since May ‘14 
•  Hello Again campaign (9% of lifecycle Del.) 

generated lowest Conv% since Dec ’15 
o  Initial Hello Again Email Conv% was 3rd 

lowest since Dec ‘15 
•  Welcome campaign generated the lowest Conv

% since Jan ’12 
o  Welcome Points generated the lowest Conv% 

since Jan ‘12 
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NEW MEMBER ACTIVATION 
MoM, audience decreased by 7%; 
BPK increased 48% 
•  MoM, New Member Activation 

Open% and CTO% increased 
21% and 30% respectively, while 
Conv% fell 46% 

•  In July, New Member Activation 
CTO% was higher than initial 
Hello Again and Winback Emails 

CTA % of Clicks for similar mailings: 
•  Hello Again [Update Preferences] 

= 23% of Clicks 
•  Winback [Take Survey] = 86% of 

Clicks 
 

SL: Get Silver Elite Status And A Free Night 
PH: Take your membership to the next level. 

TOP CTA 
58% Clicks 

BOTTOM CTA 
15% Clicks 


