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Feb 2016 Key Storylines 

 PO Paid Media campaign MoM revenue increased by 61%while impressions fell by 
22%, cost increased by 37% resulting in a GRE increase of 18% 

 

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

 

 MegaBonus was supported in Benefits & Offers emails and in Facebook & GDN Image 
Ads and generated 103 K clicks & $11 M in Revenue* 

 

 PO segments continued to demonstrate different engagement behavior to Benefit, 
Offer, and Destination content 

 

 Partner-side optimizations features were responsible for driving MoM changes in 
Paid Media partners Facebook, Criteo & GDN 

 
 

* Paid Media Revenue followed attribution rules & email EIR 
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Feb’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 

Paused as of 2/3, budget allocated to GDN (G+BK) 

GRE% change reflect month of Jan against 2015 average.  Moving forward % change will reflect month over month changes 

Sojern LAL paused w/o 2/1 

Facebook LAL paused 2/3 

Not PO funded 
Not PO funded 

Reporting dates 1/31-2/27 
Launched w/o 2/8 
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GRE% change reflect month of Jan against 2015 average.  Moving forward % change will reflect month over month changes 

Feb‘16 WHPH Paid Media Executive Summary 

“Media Grand Total” spend is NOT entirely funded 
by the new Project Orange account, notably, MF 
and TBPS Paid Search are funded separately 

Reporting dates 1/31-2/27 

Notes 

Sojern LAL paused w/o 2/1 
Facebook LAL paused 2/3 

Not PO funded 
Not PO funded 

Launched w/o 2/8 
Paused as of 2/3, budget allocated to GDN (G+BK) 
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Feb ‘16 Paid Media MoM trends 

Observations 

WHPH MoM impressions fell by 25% while bookings 
increased by 29% 

•Pause of GDN(LiveRamp) & Criteo(LiveRamp) caused a 
drop in volume and removal of low GREs 

•Criteo Retargeting impressions increased 2.8x while 
MoM bookings increased 47.4X 

•Google Image ads bookings increased by 9.5x 

 

TSAT MoM impressions fell by 40% while bookings 
fell by 12% 

•Pause of GDN(LiveRamp) & Criteo(LiveRamp) caused a 
drop in volume and removal of low GREs 

•Bookings dropped due to the pause of FB LAL, a 
decrease of nearly 700 bookings 

 

MegaBonus creative were featured in display ads and 
generated a higher CTR than the previous months 
creative 
 

Note: Data included on this page are for PO funded Paid Media only and 
includes  3rd party sourced Impressions & clicks as well as calculated attribution 
for partner bookings 

Bookings vs Impressions emails by segment 

Search/Display KPIs by Month 
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Feb ‘16 Email overview & MoM trends 

Observations 

Monthly Click to Open rate achieved its highest at 15.3% 

 

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

• Highest CTO% & 2nd highest Conv% 

 

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

• Generated 18% Higher Open rate 

• 76% higher CTO% 

• 83% higher Conv% 

Bookings by Month 

Email KPIs by Month 
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+ 
 

 

Spring MegaBonus was 
supported in: 
• Facebook & GDN Image Ads 

• Benefits & Offers emails 
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MegaBonus ads in Facebook did not appear to 

increase booking conversions 

Observations 

Feb creative featured MegaBonus vs 
Jan “2016 Travel inspiration” 

 

Overall and campaign level, MoM CTR 
increased as expected 

 

Overall GRE decreased MoM for both 
segments 

 

While Conv% rate increased MoM for 
GDN Image ads, they fell for Facebook 
for both segments 

 

March appears to be continuing this 
trend 

 

* Facebook analysis does not include 
Look-a-Like campaign 
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TSAT dedicated imagery may have generated 

greater response than MB imagery 

12 

WHPH Trophy Ocean 

CTR: 0.52% 

Conv%:   28.6% 

CPM:  $15.83 

CPB:  $10.60 

CTR:  0.48% 

Conv%:   35.5% 

CPM:  $17.99 

CPB:  $10.55 

TSAT Win-Win Trophy 

CTR:  0.80% 

Conv%:  9.0% 

CPM:  $16.00 

CPB:  $22.37 

CTR:  0.78% 

Conv%:   8.5% 

CPM:  $16.27 

CPB:  $24.63 

Observations on trends 
• Trophy creative were based on Spring MegaBonus creative; alternate creative were based on PO imagery 

• Ocean & Win-Win were paused 2/23 

• WHPH Trophy generated a higher CTR but a  higher Cost per Booking; Win-Win generated a higher CTR and lower 

Cost per Booking than TSAT Trophy 

• Facebook optimizes creative through optimization, resulting in uneven delivery 

Image testing may result in incremental gains in performance 
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Facebook creative impression delivery 

increases as CTR increases 
FB WHPH creative  

Imps and CTR by day 



14 

Benefits: Spring MegaBonus created high 

engagement & bookings with WHPH & TSAT 

Observations 

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

 

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

 

• TSAT generated 39% more than Sept, the last 
MegaBonus feature; while Spring MegaBonus has 
traditionally generated more overall bookings than 
Fall, the new promotion format may have appealed to 
TSAT 

 

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

 

MegaBonus should still be primary feature for 
both segments  

 

 

Bookings vs Delivered emails by segment 

Email KPIs by segment 
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Benefits: WHPH engaged heavily with 

MegaBonus content WHPH Benefits 
Your Account: MegaBonus® Like a  

Winner [,FNAME]! 

Account Box 
6%, 903 bks 

Top Offer 
85%, 15.1 K bks 

Top Offer 2 
1%, 93 bks 

Rewards 
2%, 244 bks 

Redeem 
2%, 220 bks 

Products 
1%, 68 bks 

Hotel 

Openings 
1%, 155 bks 

Search 
1%, 146 bks 

Observations 

WHPH had strong engagement with MegaBonus, generating 85% of 

clicks (similar to Sept Benefits feat. MegaBonus)  

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

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

 

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

clicks 

• Majority of WHPH click engagement is with MegaBonus, consider 

repeating & reinforcing content sharing space with MegaBonus in 

other campaigns  
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+ 
 

 

PO segments demonstrated 
different engagement behavior: 
• Benefit: TSAT hotel content 

• Offer: Propensity modeled Field Offers & 
Point earning offers 

• Destination: Travel inspiration 
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TSAT Feb Benefits generated the  

highest Booking/delivered 

Observations 

Majority of engagement was with MegaBonus (Top Offer) 

• Top Offer generated 56% of clicks, Jan’s Hawaii sweepstakes generated 45% 

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

TSAT engaged well with Spring MegaBonus 

 

The elevated Hotel Openings continued to generate click engagement, generating 

6% of clicks (vs 4% in Jan); Conv% was slightly below average (4.1% vs 4.8% 

avg) 

TSAT continued to find value with Hotel Openings 

 

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

section avg for a MegaBonus month 

TSATs seemed to engage well with Hotel-related content 

Benefits 
Your Account: Your MegaBonus® 

Account Box 
15% cl, 21% bk 

City Scene 
2% cl, 1% bk 

Hotel 

Openings 
6% cl, 3% bk 

Rewards 
5% cl, 3% bk 

Redeem 
4% cl, 1% bk 

Top Offer 
56% cl, 60% bk 

Top Offer 2 
4% cl, 4% bk 

Video 
1% cl, 0.3% bk 

Search 
4% cl, 6% bk 
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Field Offers generated positive change for 

both segments Bookings vs Delivered emails by segment 

Email KPIs by segment 

Observations 

Offer performance was consistent with Jan when 
Field Offers were introduced 

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

 

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

‒ 2015 avg Conv%: 8.1% 

‒ 2016 avg Conv%: 5.8% 

 

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

 

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

Sweepstakes featured 
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Bonus point Field Offers were featured in the 

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

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

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

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

Hotel Specials 

• 3% of total clicks 

•Majority of clicks to MRCC offer 

TSAT Offers 

• 5% of total clicks 

•Clicks skewed to MRCC  

•MRCC generated 2% Conv% 

WHPH Offers  

• 10% of total clicks  

•Clicks distributed throughout  

•MRCC generated 14.2% Conv 

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

• A permanent offer module in 
Offers 

• Increasing earning opps in 
WHPH Benefits  

• WHPH specific MRCC copy  
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Segments engaged differently to Destinations  
Bookings vs Delivered emails by segment 

Email KPIs by segment 

Observations 

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

 

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

 

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

 

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

WHPH 

Feb continued the lower engagement trend with content: 

• 2nd lowest clicks generated by the campaign 

• Click% to Account Box and Search increased 
 

Compared to previous 2015 Destination versions: 

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

• Minor Offer did not contain CTA buttons 
 

TSAT 

Feb generated the highest monthly clicks and Conv%  

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

clicks to the Minor Offer section doubled MoM 

WHPH 
[FNAME, ]Take Charge of Your Travel 

Account Box 

46%, 797 bks 

Minor Offer 

24%, 266 bks 

Search 

10%, 163 bks 

Top Offer 

13%, 163 bks 

TSAT 
[FNAME, ]We Found Your Next Escape 

Account Box 

26%, 359 bks 

Top Offer 

13%, 60 bks 

Minor Offer 

45%, 155 bks 

Search 

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

increased with each placement 

Observations 

February featured US destinations where Jan featured 

International 

Focus on US destinations & experiences for TSAT 

 

Other monthly differences in content 

• Recognized activities associated with locations 

‒ Wine – Napa 

‒ Jazz – New Orleans 

• Audience familiarity with content 

• Larger Images 

Jan Feb 

621 Clicks 

281 Clicks 

181 Clicks 

2,329 Clicks 

1,476 Clicks 

1,294 Clicks 



23 

+ 
 

 

Partner-side optimizations 
features were responsible for 
driving MoM changes 
• Criteo Retargeting volume 

• Google Image Ad GRE 
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Criteo Retargeting volume increased 

significantly MoM 

24 

Observations 
• Criteo creative impression delivery changed significantly week over week which correlated with changes in GRE  

• Criteo employs auto optimization based on performance & monthly budgets; steps are underway to move to 

quarterly budget which may manage weekly delivery and steady GREs 

• Setting a target GRE may help determine optimal spend for future budget reallocation decisions 
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GDN Image Ads GREs increased significantly  

25 

Observations 
• Impressions and clicks saw slight fluctuations throughout the month, while bookings saw a steady 

increase. We are testing a Google conversion optimization feature that is likely resulting in directing traffic 

to higher performing placements. 
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Feb ‘16 Key Takeaways 

 Spring MegaBonus continued to outperform previous campaigns; continue to feature 
prominently for both segments  

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

• Image testing may result in incremental gains in performance 

 
 

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

 

 

 

 

 

 

 Ongoing efforts are underway to understand partner-side optimization opportunities for 
insights 

 

 

 

 
 

 

TSAT 

• Propensity modeled Field Offers 

• Hotel/Brand content  

• Prioritize US destinations over Int’l  

• Jan/Feb versions of Destinations format 

WHPH 

• Propensity modeled Field Offers 

• Focus on MegaBonus  

• More emphasis on earning opportunities; MRCC 
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+ 

Appendix 
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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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+ 

 

February 2016 

Email Overview 
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MegaBonus timing was a large factor in 

determining YoY impact of Benefit with eNews 

Observations 

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

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

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

 

YoY eNews vs eNews+Benefits 

July ‘15 

Benefits launches end of month 
 

Sept ‘15 

No MidYear promo 
 

Oct-Nov’14 

MegaBonus response peaks 
 

Dec ‘15 

PO rolled into YIR eNews 
 

Jan ‘16 

No MegaBonus 
 

Feb ‘16 

Announcement  Solo (1/27) 

cannibalized response? 
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Compelling 

brand offers or 

sweepstakes 

Hotel Specials/Offers bookings were driven by 

presence of strong offers & sweepstakes  

Observations 

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

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

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

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

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

YoY Hotel Specials vs Hotel Specials + Offers 
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PO Email campaign overview 

Observations 

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

• Highest CTO% & 2nd highest Conv% 

 

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

• Generated 18% Higher Open rate 

• 76% higher CTO% 

• 83% higher Conv% 

Bookings by Month 

Email KPIs by Month 
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Benefits overview and MoM trends 

Observations 

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

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

 

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

 

MegaBonus should still be primary feature for 
both segments  

 

 

Email deliveries dropped by ~15% MoM for both 
segments 

• TSAT & WHPH that were not MegaBonus eligible did 
not receive Benefits 

 

Bookings vs Delivered emails by segment 

Email KPIs by segment 
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Feb TSAT Benefits 

Observations 

Majority of engagement was with MegaBonus (Top Offer) 

• Top Offer generated 56% of clicks, Jan’s Hawaii sweepstakes generated 45% 

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

TSAT engaged well with Spring MegaBonus 

 

The elevated Hotel Openings continued to generate click engagement, generating 

6% of clicks (vs 4% in Jan); Conv% was slightly below average (4.1% vs 4.8% 

avg) 

TSAT continued to find value with Hotel Openings 

 

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

section avg for a MegaBonus month 

TSATs seemed to engage well with Hotel-related content 

Benefits 
Your Account: Your MegaBonus® 

Account Box 
15% cl, 21% bk 

City Scene 
2% cl, 1% bk 

Hotel 

Openings 
6% cl, 3% bk 

Rewards 
5% cl, 3% bk 

Redeem 
4% cl, 1% bk 

Top Offer 
56% cl, 60% bk 

Top Offer 2 
4% cl, 4% bk 

Video 
1% cl, 0.3% bk 

Search 
4% cl, 6% bk 
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Feb WHPH Benefits 

Observations 

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

(similar to Sept Benefits feat. MegaBonus)  

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

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

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

 

Majority of WHPH click engagement is with MegaBonus, consider 

repeating & reinforcing content sharing space with MegaBonus in other 

campaigns  

 

 

Los Cabos link within Hotel Openings generated significant clicks relative to 

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

engagement 

Benefits 
Your Account: MegaBonus® Like a  

Winner [,FNAME]! 

Account Box 
6% cl, 5% bk 

Top Offer 
85% cl, 89% bk 

Top Offer 2 
1% cl, 1% bk 

Rewards 
2% cl, 1% bk 

Redeem 
2% cl, 1% bk 

Products 
1% cl, 0.3% bk 

Hotel 

Openings 
1% cl, 1% bk 

Search 
1% cl, 1% bk 
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Offers overview and MoM trends 
Bookings vs Delivered emails by segment 

Email KPIs by segment 

Sweepstakes featured 
Observations 

Offer performance was consistent with Jan when 
Field Offers were introduced 

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

• TSAT bookings held steady MoM with a high 
CTO% but, like Jan, Conv% was 28% lower vs 
2015 avg 

• When removing months that featured 
Sweepstakes (Sept & Dec) TSAT bookings 
averaged15% more monthly bookings than 2015 

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

 

WHPH & TSAT Open rate fell by ~7% MoM 

• Same subject line for TSAT (2nd month) & WHPH 
(4 months) 

• TSAT: We’ve Picked These Deals Just for You 

• WHPH: Jim’s March Travel Deals 

Continue to monitor trends; subject line testing 
may yield different results than the base 
audience 
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Feb WHPH Offers 

Observations 

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

rate matched the average of other sections 

Propensity Field Offers were a positive change for WHPH 

 

The Minor offer section generated more clicks than the Major 

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

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

offer) which generated click engagement 

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

WHPH segments may respond better to point earning opportunities 

 

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

in the Major Offer section 

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

Account Box 

18% cl, 20% bk 

Field Offers 

55% cl, 55% bk 

Search 

6% cl, 7% bk 

Major Offer 

9% cl, 7% bk 

Minor Offer 

10% cl, 10% bk 

Offers 
[FNAME's] March Travel Deals 



39 

Feb TSAT Offers 

Observations 

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

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

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

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

monthly bookings appeared to increase compared to 2015 

 

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

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

 

 

Account Box 

18% cl, 29% bk 

Field Offers 

55% cl, 39% bk 

Search 

11% cl, 19% bk 

Major Offer 

6% cl, 6% bk 

Minor Offer 

5% cl, 4% bk 

Offers 
We've Picked These  

Deals Just for You 
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Destinations overview and MoM trends 
Bookings vs Delivered emails by segment 

Email KPIs by segment 

Observations 

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

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

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

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

 

TSAT Open rate was the 2nd highest since launch; 
in Feb the subject line was changed to dynamically 
insert member first name: 

[Name] We Found Your Next Escape 

• This did not positively impact WHPH Open rate 

Personalization may have positive influenced 
TSAT engagement 
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Feb WHPH & TSAT Destinations  

Observations 

WHPH 

Feb continued the low engagement trend with content: 

• 2nd lowest clicks generated 

• Click% to Account Box and Search increased 
 

Compared to previous 2015 Destination versions: 

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

• Minor Offer did not contain CTA buttons 
 

TSAT 

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

the most clicks and highest Conv% historically  

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

 

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

WHPH 
[FNAME, ]Take Charge of Your Travel 

Account Box 

46%, 797 bks 

Minor Offer 

24%, 266 bks 

Search 

10%, 163 bks 

Top Offer 

13%, 163 bks 

TSAT 
[FNAME, ]We Found Your Next Escape 

Account Box 

26%, 359 bks 

Top Offer 

13%, 60 bks 

Minor Offer 

45%, 155 bks 

Search 

10%, 125 bks 
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+ 
 

February 2016 

Targeting 

Overview 
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Facebook Targeting WHPH & TSAT 

43 
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Facebook creative impression delivery 

increases as CTR increases 

FB TSAT creative  

Imps and CTR by day 

FB TSAT creative  

Imps and CTR by day 
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GDN Text LiveRamp (paused 2/3) 

45 

Observations 
• While the WHPH segments performed very well (over a 12:1 GRE) TSAT remained at a negative GRE. The BCM 

team had begun to decrease spend on the LiveRamp audiences in Q4 2015 due to the under-performance, 

particularly on TSAT. The remaining spend was pushed towards the Google/BlueKai pixel audiences which perform 

significantly higher. 

• Paused 2/3 
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Sojern Targeting 

46 

Observations 
• There were no post-click bookings recorded to date as expected prospecting/direct targeting channels  
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+ 
 

February 2016 

Paid Search 

Overview 
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Google Dynamic Search Ads 

48 

Observations 
• GRE appears to be holding steady with increasing views of ads; maintaining a good GRE with increasing visibility 

• Volume has been steadily climbing due to increased audience sizes following the Google pixel issues which were 

fixed at the end of January. 
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+ 
 

February 2016 

Retargeting 

Overview 
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Criteo Retargeting 

50 

Observations 
• Criteo creative impression delivery changed significantly week over week which correlated with changes in GRE  

• Criteo employs auto optimization based on performance & monthly budgets.  Steps are being made to move to 

quarterly budget which may manage weekly delivery and steady GREs 

• Setting a target GRE may help determine optimal spend for future budget reallocation decisions 
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GDN Retargeting (GS+BK) 

51 

Observations 
• Similar to what was seen with DSA, GDN volume has been steadily climbing due to increased audience sizes 

following the Google pixel fix. 

• After an initial burst of delivery, WHPH was able to maintain a +40 GRE while increasing impressions by ~40% by 

the end of the month 

• TSAT impressions increased by ~ 40% and GRE increased by more than double. 
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GDN Image Ads WHPH 

52 

Observations 
• Impressions and clicks saw slight fluctuations throughout the month, while bookings saw a steady increase. We are 

testing a Google conversion optimization feature that is likely resulting in directing traffic to higher performing 

placements. 
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GDN Image Ads TSAT 

53 

Observations 
• All metrics (including impressions, clicks, bookings) saw steady increases throughout the month as the Google 

pixel audience sizes grew. 

GDN 
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+ 
 

February 2016 

Prospecting 

Overview 
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Sojern Look-alike (paused) 

55 

Observations 
• This campaign was paused 1st week of Feb 
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Facebook Look-alike (paused) 

56 

Observations 
• Look alike campaign was  paused 2/3 

• Data source is Facebook including post-click booking & revenue, post-impression booking & revenue (15% 

attribution) 


