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June 2016 TSAT Key Storylines  

 Member rates continued to be featured in Display Media while Email supported the 
Summer Promo, New Member benefits and Road Trip theme 

• Paid Media generated the 2nd most impressions, bookings, and CTR% YTD 

• Email had the most deliveries and highest bookings since launch and generated the 3rd highest 
booking per delivered Email 

 

 DAT launched on Facebook and early indications suggested greater efficiency than DPA 

 

 Acquisition efforts continued into its 2nd month with Display Media, leveraging Member 
rates while an Email Solo offered a free night’s incentive 

 

 Background image and color were tested in Display creative & Benefits, while subject line 
testing was conducted in Benefits & Destinations 
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June TSAT Creative Overview 

GDN 

Email 
(Destinations) Landing Page Hero Landing Page Destinations 

Facebook 
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June ‘16 TSAT Paid Media Executive Summary 

Notes 

“Media Grand Total” spend is NOT entirely funded 

by the new Project Orange account, notably, MF 

and TBPS Paid Search are funded separately 

Not PO funded 

Launched 6/20 

New MRMR ads updated 

Not PO funded 

New ad type utilizing image leveraged   
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June ‘16 TSAT Paid Media MoM trends overview 

Observations 

MoM spend increased by 20%, resulting in a 14% 
increase of impressions and the 2nd highest CTR% 
YTD; GRE decreased 16% respectively 

• Dynamic Search Ads and GDN image Ads 
drove the largest revenue and their decrease in 
GRE impacted segment performance 

• GDN Text spend increased 104%, generating a 
76% increase of impressions along with 65% 
more bookings, yielding a  28% decrease in GRE 

• Facebook DAT launched to replace DPA and 
comparatively, +94% Conv%,  +9% GRE, -39% 
cost per booking although spend was 85% lower 

• Sojern GRE improved for the 2nd straight month 

• Criteo continued to outperform target GRE by 
1.5x 

Bookings vs Impressions by segment 

Search/Display KPI’s by Month 
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 CRM Targeting 
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Facebook Direct Targeting 
TSAT GRE Goal: 9:1 

 

Current: 8:1 

TSAT RN Goal: 4.2k 

 

Current: 5.3k 

Observations 
• Monthly TSAT GRE driven by the MRMR ads in market decreased slightly by 3% MoM (8.5:1 → 8.2:1) 

• However, even with this small drop in GRE, Conv% increased by 62%, CTR% increased by 13%, and 

Cost Per Booking improved by 43% 

• Overall 2016 TSAT performance actually saw a bit of an improvement as GRE increased to 8.1:1 but is 

still 11% below benchmark 

*Goals to be re-evaluated 

during 2nd week of August. 
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Sojern Targeting 

Observations 

• For the 2nd straight month, Sojern was able to improve its TSAT GRE (0.6:1 → 2.3:1 → 2.7:1). It’s 

worth noting that the dynamic ads drove a 3:1 GRE while static ads brought in a 1.2:1 GRE 
• In addition to increasing GRE, Sojern was again able to improve its TSAT Cost Per Booking as it 

decreased by 13% 

• Sojern continues to inch closer to the 4:1 TSAT GRE goal as it now sits at 2.6:1 overall (a 24% 

increase from last month). Sojern is also more than 50% to the TSAT Room Night goal 

TSAT GRE Goal: 4:1 (Dynamic Ads only) 

 

Current: 2.6:1 (Dynamic Ads only) 

TSAT RN Goal: 880 (Dynamic Ads only)  

 

Current: 482 (Dynamic Ads only) 
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 Paid Search 
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Google Dynamic Search Ads 

12 

Observations 
• In June, there was a healthy increase in click and booking volume. CTR% increased because of a more aggressive bid 

approach, which led to a 56% increase in clicks 

• With this increase in clicks, we saw some new queries that did not generate strong Conv%, hence the slight dip in 

Conv%/GRE. Some examples are “new hotel and rooftop bar in Chicago” and “hotels in the Rockford Illinois area”. In these 

cases, BCM adds these as negative keyword queries so that ads are not shown for these queries again; BCM will continue 

with the more aggressive bids and keep adding negatives in the future 
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 Retargeting 
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Facebook DPA 

Observations 

• After launching on May 6, TSAT GRE for Facebook DPA ended at 5:1 for the month of May. TSAT GRE 

improved to 6:1 in June 

• This still remains significantly under goal; however, this goal was set to be re-evaluated after we have 

significant performance to look at especially with DAT recently launching in late June 

• We plan to set these goals during the 2nd week of August after DAT has more spend against it 

TSAT GRE Goal: 20:1 

 

Current: 6:1  

TSAT RN Goal: 2.1k  

 

Current: 453 

*Goals to be re-evaluated 

during 2nd week of August. 
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Facebook DAT 

Observations 

• DAT launched during the week of 6/20-6/26 and delivered a 6.3:1 GRE against the TSAT segment during 

the month of June. This is slightly better than DPA TSAT performance but on a significant less amount of 

spend 

• As optimizations and learnings grow, we foresee DAT continuing to outperform DPA 

• We plan on setting goals for DAT during the 2nd week of August to evaluate performance with more spend 

in market 

*Goals to be determined 

during 2nd week of August. 
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Criteo Retargeting 

16 

Observations 
• While performance was a slightly down in June compared to May, Criteo brought in consistent performance against the 

TSAT segment in June, as the monthly GRE matched the 15:1 overall mark for dynamic ads. The static ads actually performed 

better this month, bringing in a 19:1 GRE, but on 90% less spend 

• Overall, June led to a 9% increase in Conv% and a 4% improvement in Cost Per Booking 

• Criteo continues to outperform its TSAT GRE benchmark by 1.5x and is right under 50% towards its overall TSAT Room 

Night goal for 2016 

TSAT GRE Goal: 6:1 (Dynamic Ads only) 

 

Current: 15:1 (Dynamic Ads only) 

TSAT RN Goal: 7.8k (Dynamic Ads only) 

 

Current: 3.8k (Dynamic Ads only) 
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GDN Image Ads 

17 

Observations 

• June was a strong volume month for TSAT, however GRE saw a considerable dip. Multiple factors affected 

performance: 

– Clicks and post-click bookings increased MoM, primarily due to a strong increase in CTR% which 

drove more traffic 

– When new creative was launched in mid-June, there was an initial spike in impressions and CPC 

which drove down the CPC/GRE efficiencies. Towards the end of June, performance stabilized and 

Conv% rebounded to a strong 21% 
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GDN Retargeting (G+BK) 

18 

Observations 
• June was also a strong volume month (impressions, clicks, bookings and media cost increased) for TSAT GDN Remarketing 

• The one metric that decreased was Conv%, which had a negative effect on GRE. Since this ad placement is the lowest 

performing ad placement on Google, BCM recommends shifting roughly 15% of the GDN Retargeting spend towards 

Image Ads 

• Additionally, a new ad type from Google may help increase CTR% and Conv%. An image can be uploaded along with the 

text ad, and Google will dynamically display the ad in a native format to align with the look and feel of the publisher site 
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 Display Creative 
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TSAT June GDN Image Creative Performance 

20 

Impressions:  434.4K 

CTR:                 0.19% 

Conv%:           16.8% 

CPM:                $2.62 

GRE:                 48.0 

Impressions:  473.8K 

CTR:                 0.19% 

Conv%:           17.4% 

CPM:                $2.51 

GRE:                 37.4 

Impressions:  438.1K 

CTR:                 0.19% 

Conv%:           19.1% 

CPM:                $2.44 

GRE:                 47.2 

Impressions:  419.9K 

CTR:                 0.20% 

Conv%:           16.3% 

CPM:                $2.73 

GRE:                 47.2 

Impressions:  454.9K 

CTR:                 0.19% 

Conv%:           19.0% 

CPM:                $2.50 

GRE:                 44.0 

Impressions:  438.9K 

CTR:                 0.20% 

Conv%:           19.1% 

CPM:                $2.58 

GRE:                 48.3 

Ocean (Blue) Bar (Blue) Pool (Blue) Ocean Bar Pool 

Observations  
• There was no statistical significance in CTR% comparing the highest CTR% (Bar Blue) to the lowest (Pool) 

• GDN Image Ad GRE averaged over 40:1; there was a fairly large drop in this metric compared to the original MRMR ads 

(Avg ~65:1). This is largely due to a decrease in Conv% once the new ads were introduced around 6/14 despite June 

generating higher CTRs 

• The Bar imagery appeared to generate the lowest Conv% out of the different imagery used 

• New ads will be rolled out week of 8/1 
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TSAT June Facebook Creative Performance 

21 

Observations  
• The Pool imagery appeared to generate the highest CTR% out of all imagery while Pool (Blue) appeared to generate 

the highest CTR% 

• Ocean imagery appeared to generate the highest Conv% out of all imagery while Ocean (non Blue) appeared to 

generate the highest Conv% 

• MoM CTR% increased which suggested creative refresh may sustain messaging 

Impressions:  87.7K 

CTR:                 0.76% 

Conv%:           6.05% 

CPM:                $7.64 

GRE:                  7.7 

Impressions:  107.7K 

CTR:                 0.80% 

Conv%:           9.20% 

CPM:                $9.33 

GRE:                 11.1 

Impressions:  38.1K 

CTR:                 0.85% 

Conv%:           8.86% 

CPM:                $9.52 

GRE:                 13.3 

Impressions:  46.4K 

CTR:                 0.84% 

Conv%:           8.01% 

CPM:                $10.75 

GRE:                 11.4 

Impressions:  74.1K 

CTR:                 0.76% 

Conv%:           8.23% 

CPM:                $9.04 

GRE:                 13.5 

Impressions:  117.5K 

CTR:                 0.95% 

Conv%:           6.07% 

CPM:                $9.14 

GRE:                 7.5 

Ocean (Blue) Bar (Blue) Pool (Blue) Ocean Bar Pool 
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 Email Campaigns 



23 

June ‘16 TSAT Email overview & MoM trends 
Bookings by Month 

Email KPI’s by Month 

Observations 

Email had the most deliveries and highest bookings 
since launch and generated the 3rd highest booking per 
delivered Email 

• 2nd highest CTO% since PO launch with Summer Promo 
featured in all base communications 

 

Benefits: 2nd highest bookings and booking/delivered to 
date due to increasing audience size and high CTO% 

 

Destinations: 2nd highest Open% and CTO% all time 
helped drive the 2nd highest booking per delivered all 
time 

 

Offers: highest booking and clicks all time driven by 2nd 
highest CTO% 
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TSAT Benefits overview and MoM trends 

Bookings vs Delivered Emails by segment 

Email KPI’s by segment 

Observations 
2nd highest clicks,  bookings and booking/delivered 

to date due to increasing audience size and 3rd 

highest  CTO% to date 

• Most Emails delivered since PO launch 

• Featured New Benefits & Summer promo in Top 

Offer 

 

Subject line testing on positioning new member 

benefits & blue hue image testing were 

conducted 
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TSAT click engagement & Conv% was higher 

with Core versions than Benefits 

The subject lines in the PO versions resonated better than in Core versions  
 

Core eNews               TSAT                             
Introducing New Benefits (Test & Roll winner) New Member Benefits          

Introducing New Benefits                New!  Redeem Points for Experiences 

View Your June Points Balance                 These New Benefits Will Take You Places    

 

 

CTO% delta between Core and PO decreased in June (previous months averaged ~ 40%)  
• Core versions had ~80 links while TSAT Benefits  ~70  

Amount of content may have continued to be a factor in generating click engagement 
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Observations 

2nd highest volume of clicks to date 
 

Top Offers generated 59% of Email clicks (32% Benefits, 27%  Summer Promo); 
of the clicks that went to New member benefits: 

• 60% went to CTA  

• 15% to Elite Concierge & Late Checkout benefit highlights 
 

Compared to YTD average section click engagement: 

• Account Box, Rewards, and Search saw above average click engagement; 
general CTA’s continued to draw click engagement and persistent use 
throughout Email content may help click engagement 

• Milestone (% bonus stays & [X] nights) dropped by 50%, suggesting fatigue 
 

MoM click engagement to eBreaks fell by 62% which may be due to 
cannibalization or potential fatigue; Conv% was slightly below link average 

June TSAT Benefits 
Benefits 
Your Account: These New 

Benefits Will Take You Places 

Account Box 
17% clks, 33% bks 

Top Offer 
32% clks, 24% bks 

Top Offer 2 
27% clks, 21% bks 

Search 
5% clks, 5% bks 

City Scene 
1% clks, 0% bks 

eBreaks 
2% clks, 1% bks 

Redeem - Hotel 
2% clks, 2% bks 

Hotel Openings 
1% clks, 0% bks 

Rewards - Head 
2% clks, 6% bks 

Rewards - Main 
7% clks, 4% bks 

Earn 
3% clks, 2% bks 
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PO Benefits June 2016 Image Test TSAT 

Segment 

3.65% 

3.43% 

0.00% 0.50% 1.00% 1.50% 2.00% 2.50% 3.00% 3.50% 4.00%

B

A

CTO% 

Image Opens Clicks CTO% 

A 100,508 3,446 3.43% 

B 100,460 3,671 3.65% 

A 

B 

Observations 

• Significant at 99.6%  

• TSAT may have shown a 
preference for blue hue in 
previous instances  
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TSAT Destinations overview and MoM trends 
Bookings vs Delivered Emails by segment 

Email KPI’s by segment 

Observations 

June Destinations launched a road trip theme to be 
continued through the summer & generated the 2nd 
highest Open and Click to open rate all time 

• Highest delivered and opens all time 

• 2nd highest booking/delivered Email 

 

 

Subject line test was conducted on iterations of Road 
Trip & planning 
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TSAT generated higher Email KPI’s from 

Control vs Test versions 

The subject line in the Core versions resonated better than PO versions (significant) 
 

 Core                               TSAT                     
Why You Should Take a Summer Road Trip-59,005   Why You Should Take a Summer Road Trip-4,938  

Jim’s June Trip Planner-56,087       Jim’s June Trip Planner-4,739    

What's Your Road Trip Type, Jim-48,941    What's Your Road Trip Type, Jim?-4,337               

  

That Global Control & Test TSATs had the same subject lines & there was a 6% difference in Open% suggests:  

• Differences in global control vs test segment composition or test experience 

• Open% differences less than 6% may be noise 

 

Generally, each link in Control generated a higher CTO% than the same test links (significant) 
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Jun’16 TSAT Destinations  

Observations 

PO Destinations generated 2nd highest clicks & CTO% 

 

Top overall links: 

• Top 10 things to Pack demonstrates the engagement non-hotel Travel content 

can generate  

• Road Trip (Top Offer)      

• Summer Promo      

 

In the Trip Type section 

• All about Food generated the most clicks with All about Budget generating the 

2nd most 

 

Aruba was the most clicked Destination in the Trip Planner section 

PO version 

Account Box 
27% clks, 49% bks 

Top Offer 
19% clks, 12% bks 

Middle Offer 
38% clks, 24% bks 

Bottom Offer 
7% clks, 3% bks 

Search 
7% clks, 11% bks 

Account Box 
32% clks, 51% bks 

Top Offer 
20% clks, 18% bks 

Middle Offer 
32% clks, 21% bks 

Bottom Offer 
6% clks, 1% bks 

Search 
9% clks, 7% bks 

Core Version 
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TSAT Offers overview and MoM trends 
Bookings vs Delivered Emails by segment 

Email KPI’s by segment 

Observations 

Highest bookings and clicks all time 

• 2nd highest CTO% to date 

• Summer Promo was featured as a distinct 
section and likely generated incremental clicks 
and bookings 
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Global control groups doubled in June and 

are being investigated 
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June TSAT Offers 

Observations 

Highest clicks and 2nd highest CTO% to date 

 

All sections generated around the same clicks as YTD 
section averages except: 

• Summer Promo which generated the highest clicks of any link 

• Getaways and Experiences section generated the lowest clicks 
YTD respectively; both sections featured fewer offers than 
average 

• While Summer Promo may have cannibalized clicks from 
Getaways and Experiences, overall it appeared to generate 
incremental clicks and bookings 

 

Getaways, Atlantis, and Resorts Offers received equal clicks; 
Las Vegas generated the most clicks in Experiences 

 

eBreaks continued strong click engagement, generating the 
most clicks for this section since it launched and had among 
the highest Conv% of any offer link 

Offers 
[FNAME's ] July Travel Deals 

Account Box 
18% clks, 36% bks 

Field Offers 
48% clks, 27% bks 

Search 
10% clks, 14% 

bks 

Getaways 
4% clks, 3% bks 

Experiences 
2% clks, 2% bks 

eBreaks 
7% clks, 8% bks 

Middle Offer 
11% clks, 9% bks 



34 

Benefits - TSAT 

•  Your Account: [FNAME's] New Member Benefits (7,528) 

•  Your Account: These New Benefits Will Take You Places (6,880) 

• Your Account: New! Redeem Points for Experiences (7,380) 

 

 

 

 

Destinations - TSAT 

• Why You Should Take a Summer Road Trip (4,938)          

• [First Name] [Your] June Trip Planner (4,739) 

• What's Your Road Trip Type, [First Name]? (4,337) 

 

June TSAT Benefits & Destinations test & roll 

subject line testing 

Descriptors of winning subject line 

Personalized, Simple, First Name 

 

 

 

 

 

 

 

Curiosity pique, seasonal, explanatory 
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June ‘16 TSAT Key Takeaways 

 Aggressive additions to negative keywords may help maintain efficiency 
against scale in Search 
 

 Consider allocation of 15% budget from GDN Retargeting to GDN Image ads 

 

 Ongoing engagement with Benefits Body Search & Account Header suggests 
value in general access links throughout content 

 

 There may be fatigue with current Milestone approach & eBreaks in Benefits 

 

 TSATs may have shown preferences to blue hue iterations of images 

 

 TSAT audiences responded well to Road trip, theme, & content; in particular 
non-hotel related content 
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Work Hard Play Hard 

June performance 

overview 
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June 2016 WHPH Key Storylines  

 Member rates continued to be featured in Display Media while email supported the 
Summer Promo, New Member benefits and Road Trip theme 

• Paid Media generated the most impressions, & bookings YTD with consistent performance from 
Display & Search partners 

• 3rd highest bookings and bookings per delivered to date 

 

 DAT launched on Facebook and early indications suggested greater efficiency than DPA 

 

 eBreaks module was added to Benefits & Offers and generated different engagements 

 

 Acquisition efforts continued into its 2nd month with Display media leveraging Member 
rates while an Email Solo offered a free night’s incentive 

 

 Background image and color were tested in Display creative & Benefits while subject line 
testing was conducted in Benefits & Destinations 
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June WHPH Creative Overview 

GDN 

Email 
(Destinations) Landing Page Hero Landing Page Destinations 

Facebook 
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June ‘16 WHPH Paid Media Executive Summary 
Notes 

“Media Grand Total” spend is NOT entirely 

funded by the new Project Orange account, 

notably, MF and TBPS Paid Search are 

funded separately 

Not PO funded 

Launched 6/20 

New MRMR ads updated 

Not PO funded 

New ad type utilizing image leveraged   
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June ‘16 WHPH Paid Media MoM trends overview 
Bookings vs Impressions by segment 

Search/Display KPI’s by Month 

Observations 

Spend increased 22% MoM and impressions 
increased 31%; CTR% and Conv% decreased 4% 
and 9% respectively, resulting in a 18% drop in GRE 

• GRE decreased due to significant decreases in 
Paid Search & GDN Image Ads 

• GDN Image Ads MoM spend increased 17% but 
bookings decreased due to a drop in post-
impression bookings 

• Criteo managed to maintain GRE MoM while 
increasing spend 36% and generating 43% more 
bookings 

• Facebook DAT launched to replace DPA and 
comparatively while its spend was a 10th, Conv% 
was 95% higher 

• Sojern generated the lowest GRE out of all 
campaigns, however GRE  increased 10% MoM 
with a 10%increase in spend 

• Google DSA CTR% increased, increasing MoM 
revenue & GRE by 4% 
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 CRM Targeting 
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Facebook Direct Targeting 

Observations 
• Monthly WHPH GRE driven by the MRMR ads in market decreased by 13% MoM (22:1 → 19:1) 

• However, similar to what we saw with TSAT this month, Conv% increased by 37%, CTR% increased by 

17%, and Cost Per Booking improved by 43% 

• Overall GRE decreased to 22:1 and is now 19% below the 27:1 goal 

WHPH GRE Goal: 27:1 

 

Current: 22:1 

WHPH RN Goal: 22.9k 

 

Current: 30.4k 

*Goals to be re-evaluated 

during 2nd week of August. 
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Sojern Targeting 

Observations 
• Overall for the month of June, Sojern saw a 10% increase in performance MoM while keeping the overall dynamic 

GRE at 10:1. Static ads actually outperformed dynamic ads this month due to added value impressions because of 

monthly spend being capped (11:1 vs. 8:1) 
• In addition to increasing GRE, Sojern was able to improve its WHPH Cost Per Booking as it decreased by 12% 

• Overall dynamic WHPH GRE is still at 10:1 which remains significantly above benchmark by 67%. Sojern is also 

pacing 50% to its WHPH Room Night goal 

WHPH GRE Goal: 6:1 (Dynamic Ads only) 

 

Current: 10:1 (Dynamic Ads only) 

WHPH RN Goal: 3.9k (Dynamic Ads only) 

 

Current: 2k (Dynamic Ads only) 
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 Paid Search 
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Google Dynamic Search Ads 

45 

Observations 
• June saw a slight increase in clicks, bookings and GRE. This is mostly due to an increase in CTR% due to some strong 

performing queries which affected overall performance 

– Top queries based on bookings: “worcester extended stay” (which drove a 20-night stay), “lodging crater lake”, 

“prince edward island” 

• Future optimizations for July include more aggressive additions of negative keywords for terms that are not driving 

bookings 
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 Retargeting 
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Criteo Retargeting 

47 

Observations 
• Monthly Criteo WHPH GRE for dynamic ads increased by 2% MoM to 29:1 which kept the overall segment GRE at 

32:1. Static ads delivered a 26:1 GRE which ultimately led to almost no change in GRE overall compared to May 

• Spend increased 36% overall MoM and Criteo was still able to deliver consistent performance 

• Criteo continues to outperform its WHPH GRE benchmark by 1.2x and is right under 50% towards its overall Room 

Night goal for 2016 

WHPH GRE Goal: 14.5:1 (Dynamic Ads only) 

 

Current: 32:1 (Dynamic Ads only) 

WHPH RN Goal: 41k (Dynamic Ads only) 

 

Current: 20k (Dynamic Ads only) 
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Facebook DPA 

Observations 

• After launching on May 6, WHPH GRE for Facebook DPA ended at 9.3:1 for the month of May. WHPH GRE 

improved to 14.2:1 in June which was a 48% increase. Overall GRE is now at 12:1 

• This is still significantly under goal; however, this goal was set to be re-evaluated after we have significant 

performance to look at especially with DAT recently launching in late June 

• We plan to set these goals during the 2nd week of August after DAT has more spend against it 

WHPH GRE* Goal: 25:1 
 
Current: 12:1 

WHPH RN* Goal: 6.9k 
 

Current: 1.8k  

*Goals to be re-evaluated 

during 2nd week of August. 
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Facebook DAT 
*Goals to be determined 

during 2nd week of August. 

Observations 

• DAT launched during the week of 6/20-6/26 and delivered a 17.8:1 GRE against the WHPH segment during 

the month of June. This is 48% better than overall DPA WHPH performance but on a significant less amount 

of spend 

• As optimizations and learnings grow, we foresee DAT continuing to outperform DPA 

• We plan on setting goals for DAT during the 2nd week of August to evaluate performance with more spend 

in market 
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GDN Image Ads 

50 

Observations 

• WHPH Image Ads saw an increase in clicks and post-click bookings in June, however post-impression Conv% saw a 

significant decrease once the new MRMR ads launched in mid-June. This had a negative impact on GRE, however this metric 

is still above 100:1 

– Looking closer at image performance, the bar creative in the second round of MRMR ads did not perform nearly as 

well as the original 

 

• New ads will be introduced during the week of 8/1 – BCM will closely monitor the GRE to ensure that we can still maintain 

our GRE goal of 205:1 
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GDN Retargeting (G+BK) 

51 

Observations 

• WHPH Retargeting experienced a very strong month in June, increasing in all major metrics (clicks, CTR%, 

bookings, GRE) 

• Although the performance has been consistent/strong, BCM is recommending that roughly 15% of the 

spend on this partner is allocated to GDN Image Ads where the GRE is more than double 
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 Display Creative 
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WHPH June GDN Image Creative Performance 

53 

Impressions:  647.2K 

CTR:                 0.15% 

Conv%:           48.9% 

CPM:                $2.47 

GRE:                 91.0 

Impressions:  618.9K 

CTR:                 0.16% 

Conv%:           52.7% 

CPM:                $2.46 

GRE:                 108.9 

Impressions:  678.3K 

CTR:                 0.15% 

Conv%:           56. 7% 

CPM:                $2.44 

GRE:                 124.1 

Impressions:  621.9K 

CTR:                 0.15% 

Conv%:           50.6% 

CPM:                $2.48 

GRE:                 96.5 

Impressions:  623.4K 

CTR:                 0.16% 

Conv%:           53.4% 

CPM:                $2.51 

GRE:                 105.1 

Impressions:  684.3K 

CTR:                 0.15% 

Conv%:           55.2% 

CPM:                $2.54 

GRE:                 119.1 

Venice (Blue) Bar (Blue) Woman (Blue) Venice Bar Woman 

Observations  
• There was no statistical significance in CTR% comparing the highest CTR% (Blue Venice) to the lowest (Woman) 

• New MRMR ads were launched on 6/14. Overall, while the CTR% was fairly similar to the previous MRMR ads, Conv% saw 

a decline across the board 

• The Woman creative appeared to drive the two highest Conv% while the Bar creative appeared to drive the two lowest, 

suggesting blue hue was not a factor in Conv%  
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WHPH June Facebook Creative Performance 

54 

Impressions:  51.7K 

CTR:                 0.72% 

Conv%:           23.8% 

CPM:                $10.85 

GRE:                 24.6 

Impressions:  308.8K 

CTR:                 0.81% 

Conv%:           15.0% 

CPM:                $10.33 

GRE:                 16.5 

Impressions:  165.6K 

CTR:                 0.81% 

Conv%:           21.4% 

CPM:                $14.19 

GRE:                 19.1 

Impressions:  188.5K 

CTR:                 0.67% 

Conv%:           20.6% 

CPM:                $9.31 

GRE:                 23.3 

Impressions:  184.6K 

CTR:                 0.90% 

Conv%:           18.0% 

CPM:                $13.27 

GRE:                 19.9 

Impressions:  338.2K 

CTR:                 0.71% 

Conv%:           16.5% 

CPM:                $8.89 

GRE:                 19.9 

Venice (Blue) Bar (Blue) Woman (Blue) Venice Bar Woman 

Observations  
• Venice (Blue) appeared to generate the highest CTR% 

• Both Bar image CTR% skewed lower, however their Conv% skewed the highest 
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 Email campaigns 
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June ‘16 WHPH Email overview & MoM trends 
Bookings by Month 

Email KPI’s by Month 

Observations 

3rd highest bookings and bookings/delivered to date 

• 3rd highest CTO% since PO launch with Summer Promo 
featured in all base communications 

 

Benefits: 3rd highest clicks,  bookings, and revenue all 
time 

 

Destinations: Highest CTO% YTD 

 

Offers:  Highest bookings, 2nd highest CTO%, 3rd most 
clicks to date drove the highest booking/delivered 
since launch 
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WHPH Benefits overview and MoM trends 

Bookings vs Delivered Emails by segment 

Email KPI’s by segment 

Observations 
3rd highest bookings, clicks, and revenue to date 

resulting in the 3rd highest booking/delivered all 

time 

• 3rd highest CTO% 

• Featured New Member benefits & Summer 

promo 

 

 

Subject line testing on positioning new member 

benefits & blue hue image testing were 

conducted 
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WHPH click engagement & Conv% was 

higher with Core versions than Benefits  

The subject line in the Core versions resonated better than PO versions  

 

                      Core eNews                                 WHPH 
Introducing New Benefits (Test & Roll winner)    Get Your New Benefits 

Introducing New Benefits       Find Lowest Rates, Late Checkout and More            

View Your June Points Balance     Jim’s New Member Benefits 

 

CTO% delta between Core and PO decreased in June (previous months averaged ~ 40%)  

• Core versions had ~80 links while WHPH Benefits ~60 

• That TSAT test version had more links than WHPH but had lower click engagement vs control suggesting amount of 
content is not the only factor in click engagement 
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Observations 

2nd highest volume of clicks YTD, 3rd highest all-time 
 

Top Offer generated 78% of Email clicks, ½ to Member Benefits & 
Sweepstakes/Freddie; of the clicks that went to New member benefits 

• 59% of Member Benefit clicks went to main CTA 

• 22% to Elite Concierge Service 

• 14% to Late Checkout 

All of which generated similar Conv% rates of ~18%; WHPH continued high 
booking to click intent; increasing amount of content to WHPH may gain 
incremental clicks & bookings 

 

The volume of clicks generated to each section were above YTD averages 
respectively 

• The section header (“Your Marriott Rewards”) continued to generate the highest click 
out of any link 

• MRCC Summer Sweeps generated the 3rd highest clicks of any link in Rewards 

• Click engagement & Conv% with Milestone & ebreaks  were below content average  & 
should be monitored to potentially remove or update 

June WHPH Benefits 
Account Box 

9% clks, 11% bks 

Benefits 
Your Account: Get Your New 

Benefits 

Top Offer 
38% clks, 37% bks 

Top Offer 2 
39% clks, 39% bks 

Rewards - Head 
2% clks, 3% bks 

Search 
1% clks, 2% bks 

Redeem - Hotel 
1% clks, 1% bks 

Earn/Rdm-Prod 
3 clks, 2% bks 

Hotel Openings 
1% clks, 1% bks 

eBreaks 
1% clks, 1% bks 

Rewards - Main 
5% clks, 4% bks 
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WHPH Destinations overview and MoM trends 
Bookings vs Delivered Emails by segment 

Email KPI’s by segment 

Observations 

June Destinations launched a road trip theme to be 
continued through the summer & generated the 
highest clicks and CTO% YTD 

 

2nd Lowest Open% YTD; Subject line test was 
conducted & iterations of Road Trip & planning 
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WHPH had a higher Open% with Control but 

higher click engagement with Test version 

The subject line in the Core versions resonated better than PO versions (statistically significant) 
 

 Core                                            WHPH 
Why You Should Take a Summer Road Trip     Jim’s  June Trip Planner 

Jim’s June Trip Planner                Where Will the Road Take You, Jim? 

What's Your Road Trip Type, Jim          Your Perfect Summer Road Trip 

 

The delta in click engagement may have been due to the Summer Promo 

• 14% of WHPH Test version clicks went to Summer Promo link; however no click data was tracked against Summer Promo 

in Control 
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June WHPH & TSAT Destinations  

Observations 

Highest clicks and CTO% YTD 

Middle Offer section for Test version generated more clicks than Control due to 

Summer Promo 

 

Top overall links: 

• Top 10 things to Pack, demonstrating the engagement non-hotel Travel 

content can generate  

• Summer Promo (WHPH had high click engagement in all email campaigns) 

• Road Trip (Top Offer)      

 

In the Trip Type section: 

• All about Food generated the most clicks with All about Family 

 

Aruba was the most clicked Destination in the Trip Planner section 

Test Version 

Account Box 
32% clks, 47% bks 

Top Offer 
15% clks, 12% bks 

Middle Offer 
40% clks, 31% bks 

Search 
6% clks, 7% bks 

Bottom Offer 
5% clks, 3% bks 

Account Box 
32% clks, 41% bks 

Top Offer 
19% clks, 15% bks 

Middle Offer 
33% clks, 23% bks 

Bottom Offer 
7% clks, 12% bks 

Search 
7% clks, 9% bks 

Core Version 
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WHPH Offers overview and MoM trends 
Bookings vs Delivered Emails by segment 

Email KPI’s by segment 

Observations 

Highest bookings, 2nd highest CTO% 3rd most 
clicks to date drove the highest 
booking/delivered since launch 

• Summer Promo was featured as a distinct 
section and likely generated incremental clicks 
and bookings 

• Lowest amount of delivered since launch 
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June WHPH Offers 

Observations 

3rd highest clicks and 2nd highest CTO% to date 

 

All existing sections generated less clicks than their YTD 
section averages, which may be due to cannibalization of new 
sections to the template 

• Summer Promo generated the highest clicks and bookings of any 
offer 

• eBreaks which generated the 2nd highest clicks and bookings of 
any offer 

eBreaks module appeared  to attract clicks & bookings as a 
value add content  

 

Account Box 
16% clks, 21% bks 

Field Offers 
48% clks, 43% bks 

Search 
6% clks, 6% bks 

Getaways 
4% clks, 3% bks 

Experiences 
3% clks, 2% bks 

Offers 
[FNAME's ] July Travel Deals 

eBreaks 
7% clks, 7% bks 

Middle Offer 
16% clks, 17% bks 
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Benefits - WHPH 

• Your Account: Get Your New Benefits (10,225)    

•  Your Account: Find Lowest Rates, Late Checkout and More (9,219) 

• Your Account: [FNAME's] New Member Benefits (7,555) 

 

 

 

Destinations - WHPH 

• [First Name] [Your] June Trip Planner (6,248) 

• Where Will the Road Take You [First Name]? (5,813) 

• Your Perfect Summer Road Trip (5,484)    

  

 

   

 

June WHPH Benefits& Destinations test & roll 

subject line testing 

Descriptors of winning subject line 

          Active (implied: members will receive new 

benefits by opening), New, Simple 

 

 

 

 

 

Personalized, First name, month 
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June ‘16 Key Takeaways 

 Aggressive additions to negative keywords may help maintain efficiency 
against scale in Search 
 

 Consider allocation of budget from GDN Retargeting to GDN Image ads 
 

 WHPH continued high book to click intent in emails; increasing amount of 
content in Benefits may gain incremental clicks & bookings 
 

 There may be fatigue with current Milestone approach  
 

 eBreaks generated high click engagement & conversions in Offers and 
should be continued; performance should be monitored in Benefits 
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 Acquisition 
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June Facebook Enrollment Results 
Key Takeaways:  
• The WHPH segment performed above benchmark for the 2nd 

month in a row 

• MEC recommends continuing to target this segment 

throughout the 2016 US Acquisition campaign on 

Facebook, monitoring performance bi-weekly to 

evaluate frequency and possible audience fatigue 

for the smaller WHPH audience segment  

• The TSAT, WHPH-LAL and TSAT-LAL  segments all performed 

below benchmark  

• MEC recommends pausing the similar creative 

being run in the PO Direct targeting campaign and 

only running the enrollment-centered content for the 

Acquisition campaign to align content with KPI’s  

• Top creative continues to be the pool image  

• MEC recommends focusing on destination-based 

images for future PO content  

 

 

Top Creative 

(in terms of CPA + LCR)  
 

 

Executive Summary 

Target WHPH TSAT WHPH-

LAL 

TSAT-LAL 

Impressions 117,098 147,215 404,135 357,695 

Link Clicks* 

*Overall LCR 

of MRMR 

campaign on 

FB: 0.54% 

642 835 1,849 1,948 

LCR 0.55% 0.57% 0.46% 0.54% 

Enrollments 

(total)  

89 54 122 69 

CPA* 

*Overall CPA 

of MRMR 

campaign on 

FB:  $19.37 

$12.12 $22.41 $22.21 $39.51 

Above / 

Below CPA 

Benchmark?  
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June Digital Enrollment Results  

June Executive Summary (Non-LAL) 

WHPH TSAT 

Impressions 826,048 721,508 

Clicks 81 125 

CTR 0.01% 0.02% 

Spend $2,506 $2,188 

Enrollments 5 9 

CPA $501 $243 

BETTER PERFORMER 

Key June Takeaways:  
• Project Orange non-member targeting against the MRMR 

ads drove an overall $335 CPA in the month of June 

• Consistent with the test results from May 10-June 19, the 

TSAT segment is still performing better than the WHPH 

segment 

• Again, typically we see this level of performance 

split within our booking-focused efforts skewed in 

the opposite direction 

• Compared to our CORE non-member targeting with 

Turbine, their CPA through the end of June was at $142 in 

the US. We don’t expect Project Orange to match this level 

of performance; however, since the look-alike targeting of 

the segments was launched in early July with Dstillery 

we’re seeing a huge improvement overall 

• Through the end of June, Dstillery was driving a $50 CPA 

against CORE non-member targeting. Using look-alike 

modeling against the Project Orange segments, Dstillery 

has delivered a $67 CPA for WHPH (on $5.6k spend) and a 

$91 CPA for TSAT (on $1.8k spend) in July thus far 

• This is more in line with the difference in 

performance and spend we see in the booking 

efforts. It’s definitely clear the LAL placements are 

performing must better than the direct PO 

placements, and it’s worth considering shifting all 

budget to LAL targeting 

 

July Executive Summary (LAL Only) 

WHPH TSAT 

Impressions 1,022,914 329,153 

Clicks 346 121 

CTR 0.03% 0.04% 

Spend $5,626 $1,810 

Enrollments 82 20 

CPA $67 $91 

BETTER PERFORMER 
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June Digital Enrollment Creative 

Results  
WHPH TSAT 

CTR: 0.009% 

CPA: $372 

CTR: 0.013% 

CPA: $294 

CTR: 0.010% 

CPA: N/A 

CTR: 0.015% 

CPA: $364 

CTR: 0.020% 

CPA: $730 

CTR: 0.020% 

CPA: $121 
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PO Nonmember Free Night Certificate Solo 

Observations 

Comparing WHPH Free Night Offers vs the WHPH Taste of Gold 

(March),  Taste of Gold generated higher Open, Click to Open 

and enrollment rates, resulting in a enrollment/delivered of 8.2 

WHPH Taste of Gold 

Open%  29.9% 

CTO%  3.3% 

Conv% 83.6% 

TSAT 
Oh What a (FREE) Night! 

WHPH 
Oh What a (FREE) Night! 
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Appendix 
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Executive Summary: MoM campaign trends 

Observations: 
• Solos generated nearly 5x more bookings than June ’15 
• Jun ‘16 Solos of note: Moment Intro, Instagram, Summer Promo 
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2016 Paid Display Goals 
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2016 Paid Search Goals 
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Glossary of definitions 

Open rate/Open%    Ratio of email opens to emails delivered  
 

Click rate/CTR/CTR%   For Paid Media, ratio of clicks to impressions; For email, ratio of email 
clicks to emails delivered 

 

Click to Open rate/CTOR/CTO% Ratio of email clicks to email opens; a better measure of   
   engagement with content of email than the above CTR 
 

Click%   Percentage of total clicks generated by an email 
 

Conversion rate/Booking rate   Ratio of bookings to clicks (Paid Media or Email); in some situations 
for email, Conversion rate is expressed as ratio of bookings to 
delivered emails 

 

EIR   Email Influence Revenue; 7-day attribution    
   window of bookings against email clicks 
 

Booking per Delivered Ratio of bookings against emails delivered    
   (bookings/email delivered x 1,000) 
 

GRE     Paid Media ROI KPI; (Revenue/Cost-1) 
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Booking attribution legend 
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 June 2016  

Email Overview 
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eNews/PO Benefits June 2016 Image Test 

ALL Segments 

Worked best with: 

• Silver status and above 

• Windows platform 

• Humid conditions 

Worked best with: 

• Basic members 

• iOS and Apple users overall 

A 

B 

This test was run primarily as an A/B test to determine which overall image type (color or monotone 

blue) worked better. The overall results were close, with Blue having a slight edge with a 2.73% CTO% 

compared to a 2.69% CTO% with Color. 

Wylei ran our pattern matching algorithm post-campaign to find where each image type performed 

best. We tested color vs. blue across all segments to see how each performed as a whole. 
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eNews June 2016 Image Test CORE Segment 

A 

B 2.33% 

2.29% 

0.00% 0.50% 1.00% 1.50% 2.00% 2.50%

B

A

CTO% 

Image Opens Clicks CTO% 

A 1,335,379 30,585 2.29% 

B 1,333,958 31,125 2.33% 
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PO Benefits June 2016 Image Test CORE 

Segment 

3.65% 

3.43% 

0.00% 0.50% 1.00% 1.50% 2.00% 2.50% 3.00% 3.50% 4.00%

B

A

CTO% 

Image Opens Clicks CTO% 

A 100,508 3,446 3.43% 

B 100,460 3,671 3.65% 

A 

B 
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PO Benefits June 2016 Image Test WHPH 

Segment 

A 

B 6.65% 

6.77% 

0.00% 1.00% 2.00% 3.00% 4.00% 5.00% 6.00% 7.00%

B

A

CTO% 

Image Opens Clicks CTO% 

A 111,547 7,557 6.77% 

B 111,796 7,439 6.65% 
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eNews/PO Benefits June 2016 Image Test 

ALL Segments 

A 

B 

Image Opens Clicks CTO% 

A 1,547,434 41,588 2.69% 

B 1,546,214 42,235 2.73% 

2.73% 

2.69% 

0.00% 0.50% 1.00% 1.50% 2.00% 2.50% 3.00%

B

A

CTO% 
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Jun ‘16 Core eNews generated 4% more clicks 

YoY than Jun ‘15 eNews  
YoY & MoM eNews Clicks 

Observations 

• Jun’16 Featured New Benefits & Summer Promo 

• Jun’15  eNews featured 1 Million Bonus Points offer  
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June ‘16 Hotel Specials performance summary 

Observations 

Hotel Specials generated 47% more bookings YoY; Core Hotel Specials itself generated 12% more bookings than 2015 

* Include Offers 
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Jun ‘16 Core eNews generated 14% more 

bookings YoY than Jun ‘15 eNews  
YoY & MoM eNews Bookings 

Observations 

2015 June eNews featured 1 Million Bonus Points offer  
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TSAT 
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TSAT Benefits overview and MoM trends 

Bookings vs Delivered Emails by segment 

Email KPI’s by segment 

Observations 
2nd highest clicks,  bookings and booking/delivered 

to date due to increasing audience size and 3rd 

highest  CTO% to date 

• Most Emails delivered since PO launch 

• Featured New Benefits & Summer promo in Top 

Offer 

 

Subject line testing on positioning new member 

benefits & blue hue image testing were 

conducted 
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Observations 

2nd highest volume of clicks to date 
 

Top Offers generated 59% of Email clicks (32% Benefits, 27%  Summer Promo); 
of the clicks that went to New member benefits: 

• 60% went to “Elite Benefits Takeover Link” (CTA?) 

• 15% to Elite Concierge & Late Checkout 
 

Compared to YTD section click engagement: 

• Account Box, Rewards, and Search saw above average click engagement 

• City Scene and Hotel Openings saw below average click engagement 

• Milestone (% bonus stays & [X] nights) dropped by 50% 

While Top Offer may have cannibalized some clicks, increases in 
evergreen links (Account Box/Search) suggests the importance of 
persistent and general links to site for TSAT 
 

MoM click engagement to eBreaks fell by 62% which may be due to 
cannibalization or potential fatigue; Conv% was slightly below link average 

June TSAT Benefits 
Benefits 
Your Account: These New 

Benefits Will Take You Places 

Account Box 
17% clks, 33% bks 

Top Offer 
32% clks, 24% bks 

Top Offer 2 
27% clks, 21% bks 

Search 
5% clks, 5% bks 

City Scene 
1% clks, 0% bks 

eBreaks 
2% clks, 1% bks 

Redeem - Hotel 
2% clks, 2% bks 

Hotel Openings 
1% clks, 0% bks 

Rewards - Head 
2% clks, 6% bks 

Rewards - Main 
7% clks, 4% bks 

Earn 
3% clks, 2% bks 
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Account Box 

8%, 0 bks June Non-Member TSAT Benefits 
Non-Member Benefits 

[FNAME, ]Become a Member & Get 

Amazing Benefits 

Top Offer 

59%, 0 bks 

Rewards 

10%, 0 bks 

Search 

2%, 0 bks 

City Scene 

6%, 0 bks 

Observations 

The Non-Member version of Benefits featured New Member benefits, sweepstakes and MRCC offer 

 

Compared to May Nonmember Benefits (featuring Member Rates), June: 

• Generated a 5% higher Open rate 

• 55% higher Click to Open rate 

• XXXX enrollment…data 

 

 

eBreaks 

7%, 0 bks 

Hotel Openings 

6%, 0 bks 
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TSAT Offers overview and MoM trends 
Bookings vs Delivered Emails by segment 

Email KPI’s by segment 

Observations 

Highest bookings and clicks all time 

• 2nd highest CTO% to date 

• Summer Promo was featured as a distinct 
section and likely generated incremental clicks 
and bookings 
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June TSAT Offers 

Observations 

Highest clicks and 2nd highest CTO% to date 

 

All sections generated around the same clicks as YTD 
section averages except: 

• Summer Promo which generated the highest clicks of any link 

• Getaways and Experiences section generated the lowest clicks 
YTD respectively; both sections featured less offers than 
average 

• While Summer Promo may have cannibalized clicks from 
Getaways and Experiences, overall it appeared to generate 
incremental clicks and bookings 

 

Getaways, Atlantis, and Resorts Offer received equal clicks; 
Las Vegas generated the most clicks in Experiences 

 

eBreaks continued strong click engagement, generating the 
most clicks for this section since it launched and among the 
highest Conv% of any offer link 

Offers 

[FNAME's ] July Travel Deals 

Account Box 
18% clks, 36% bks 

Field Offers 
48% clks, 27% bks 

Search 
10% clks, 14% 

bks 

Getaways 
4% clks, 3% bks 

Experiences 
2% clks, 2% bks 

eBreaks 
7% clks, 8% bks 

Middle Offer 
11% clks, 9% bks 
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TSAT Destinations overview and MoM trends 
Bookings vs Delivered Emails by segment 

Email KPI’s by segment 

Observations 

June Destinations launched a road trip theme to be 
continued through the summer & generated the 2nd 
highest Open and Click to open rate all time 

• Highest delivered and opens all time 

• 2nd highest booking/delivered Email 

 

 

Subject line test was conducted on iterations of Road 
Trip & planning 
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June TSAT Destinations  

Observations 

Top 3 links per segment   

1st - Top 10 things to Pack     

2nd - Road Trip (Top Offer)     

3rd - Summer Promo     

 

In the Trip Type section 

• All about Food generated the most clicks 

• For TSAT All about Budget was 2nd 

• For WHPH All about Family was 2nd 

 

No bottom offer generated more clicks than links above, but Aruba was the most clicked 

Destination for both segments 

What's Your Road Trip 

Type, Alexandria? 

Account Box 
27% clks, 49% bks 

Top Offer 
19% clks, 12% bks 

Middle Offer 
38% clks, 24% bks 

Bottom Offer 
7% clks, 3% bks 

Search 
7% clks, 11% bks 
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WHPH 
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WHPH Benefits overview and MoM trends 

Bookings vs Delivered Emails by segment 

Email KPI’s by segment 

Observations 
3rd highest bookings, clicks, and revenue to date 

resulting in the 3rd highest booking/delivered all 

time 

• 3rd highest CTO% 

• Featured New Member benefits & Summer 

promo 

 

 

Subject line testing on positioning new member 

benefits & blue hue image testing were 

conducted 
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Observations 

2nd highest volume of clicks YTD, 3rd highest all-time 
 

Top Offer generated 78% of Email clicks, ½ to Member Benefits & 
Sweepstakes/Freddie; of the clicks that went to New member benefits 

• 59% of Member Benefit clicks went to main CTA 

• 22% to Elite Concierge Service 

• 14% to Late Checkout 

All of which generated similar Conv% rates of ~18%; WHPH continued high book 
to click intent; increasing amount of content to WHPH may gain incremental 
clicks & bookings 

 

The volume of clicks generated to each section were above YTD averages 
respectively 

• The section header (“Your Marriott Rewards”) continued to generated the highest click 
out of any link 

• The clicks to milestone with % bonus stays & [X] nights fell by 60% MoM 

• MRCC Summer Sweeps generated the 3rd highest clicks of any link in Rewards 

• eBreaks was added and generated nearly the same number of clicks as the milestone, 
but one of the lowest link Conv% rates 

June WHPH Benefits 
Account Box 

9% clks, 11% bks 

Benefits 
Your Account: Get Your New 

Benefits 

Top Offer 
38% clks, 37% bks 

Top Offer 2 
39% clks, 39% bks 

Rewards - Head 
2% clks, 3% bks 

Search 
1% clks, 2% bks 

Redeem - Hotel 
1% clks, 1% bks 

Earn/Rdm-Prod 
3 clks, 2% bks 

Hotel Openings 
1% clks, 1% bks 

eBreaks 
1% clks, 1% bks 

Rewards - Main 
5% clks, 4% bks 
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Observations 

The Non-Member version of Benefits featured New Member benefits, sweepstakes and MRCC offer 

 

Compared to May Nonmember Benefits (featuring Member Rates), June 

• Generated a 5% higher Open rate 

• 25% higher Click to Open rate 

• XXXX enrollment…data 

 

 

 

Account Box 

3%, 0 bks 

June Non-Member WHPH Benefits 
Non-Member Benefits 
[FNAME, ]Become a Member & Get 

Amazing Benefits 

Top Offer 

51%, 0 bks 

Rewards 

23%, 0 bks 

Search 

3%, 0 bks 

Hotel Openings 

6% clks, 0 bks 

eBreaks 

9% clks, 0 bks 
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WHPH Offers overview and MoM trends 
Bookings vs Delivered Emails by segment 

Email KPI’s by segment 

Observations 

Highest bookings, 2nd highest CTO% 3rd most 
clicks to date drove the highest 
booking/delivered since launch 

• Summer Promo was featured as a distinct 
section and likely generated incremental clicks 
and bookings 

• Lowest amount of delivered since launch 
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June WHPH Offers 

Observations 

3rd highest clicks and 2nd highest CTO% to date 

 

All sections generated less clicks than their YTD section 
averages, which may be due to cannibalization of new 
sections to the template 

• Summer Promo generated the highest clicks and bookings of any 
offer 

• eBreaks which generated the 2nd highest clicks and bookings of 
any offer 

Adding eBreaks generated high clicks and bookings; 
highlighting access to additional offer (e.g. a more prominent 
‘See All’ CTO%) may generate additional clicks and bookings 

 

Getaways, Atlantis, and Resorts Offer received equal clicks; 
Las Vegas generated the most clicks in Experiences 

Account Box 
16% clks, 21% bks 

Field Offers 
48% clks, 43% bks 

Search 
6% clks, 6% bks 

Getaways 
4% clks, 3% bks 

Experiences 
3% clks, 2% bks 

Offers 
[FNAME's ] July Travel Deals 

eBreaks 
7% clks, 7% bks 

Middle Offer 
16% clks, 17% bks 
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WHPH Destinations overview and MoM trends 
Bookings vs Delivered Emails by segment 

Email KPI’s by segment 

Observations 

June Destinations launched a road trip theme to be 
continued through the summer & generated the 
highest clicks and CTO% YTD 

 

2nd Lowest Open% YTD; Subject line test was 
conducted & iterations of Road Trip & planning 
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June WHPH Destinations  

Observations 

Top 3 links per segment  

1st - Top 10 things to Pack  

2nd - Summer Promo   

3rd - Road Trip (Top Offer)  

 

In the Trip Type section 

• All about Food generated the most clicks 

• For TSAT All about Budget was 2nd 

• For WHPH All about Family was 2nd 

 

No bottom offer generated more clicks than links above, but Aruba was the most clicked 

Destination for both segments 

Where Will the Road Take 

You, Alexandria? 

Account Box 
32% clks, 47% bks 

Top Offer 
15% clks, 12% bks 

Middle Offer 
40% clks, 31% bks 

Search 
6% clks, 7% bks 

Bottom Offer 
5% clks, 3% bks 


