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Q2 2016 Executive Summary  

 Support of a number of new program initiatives drove strong Q2 performance and 
moved program above forecast 

 

 All elite status levels saw YoY increases in room nights 

 

 Initial Project Orange reporting forecasting program to surpass EOY goals;  
however, PO segments showed no lift against global control in Q2 

 

 Project Orange Nonmember acquisition efforts launched to a small audience and 
generated a low number of enrollments  

 

 Learning Agenda focused on specific campaign optimizations 
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Q2 2016 Learnings 

 Member engagement with eBreaks modules in Hotel Specials demonstrated the 
impact of aligning content with campaign objectives 
 

 Increase in Destinations click engagement correlated with travel inspiration 
content & seasonally relevant travel themes 
 

 Actively promoting brand portfolio awareness to PO segments correlated with lift 
in WHPH new brand stays in July 
 

 Banner content module for Summer Promo generated significantly higher 
engagement than article module 
 

 Targeting a small audience to drive PO enrollment drove low ROI  
 

 We still need more data at a campaign level to properly evaluate and optimize 
against MBOs and drive insight 
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Email program goals dashboard: YTD (as of 7/2) 

Email MBOs YTD YoY Goal Against 2016 Goal 

Bookings* 426 K +22.5% N/A N/A 

Room Nights* 948 K +17.9% 1.7 M +6.0% 

MRCC Acquisitions 17 K - 35,000 -1.2% 

Customer 

Room nights* 
Q2 YTD Q2 YTD YoY Q1 YTD YoY 

All Members 889 K +19.1% +1.8% 

Platinum 239 K +11.5% -17.8% 

Gold 205 K +9.7% -11.1% 

Silver 205 K +23.4% +18.8% 

Basic 240 K +34.1% +26.3% 

Non-member 30 K +4.9% +12.1% 

Key Findings 

Email program continued to grow…  

•Highest quarterly email volume & 
bookings/room nights since Q1 ’12 

 

…and maintained program efficiency 

•5.5% above 2 year average booking per 
delivered (ROI metric) 

•2nd highest booking per delivered since Q2 ’15 

 

*Note: Bookings/room nights are Omniture 
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Significant number of supported initiatives in Q2’16 

1 

2 3 4 

5 

 

 

1. MegaBonus Preview 

MB Announcement 

 

2. Freddie Award Solo  

Buyback  

 

3. Starwood update 

eNews/Destinations 

MB reminder 

Member Rate Solo 

 

 

4. eNews – Member Rates 

Destinations  

 

5. Summer Promo 

New Elite Benefits 

Hotel Specials 

MB Report Card 

Instagram 

Significant Activity & initiatives 

Key Findings 

A strong Q2 overcame a slow January start  
• Spring’16 MegaBonus launched Feb 

• Significantly more initiatives supported in Q2‘16 than Q2’15 

 

Supporting initiatives and ongoing campaign optimizations increased campaign performance 

Room nights by week: YoY comparison 

Q1 Q2 
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Q2 2016 YoY% Q2 YTD Q2 YTD YoY Q1 YTD YoY 

Mailable Members 17.2 M +9.8% 17.2 M +9.8% +4.8% 

Room nights 1.4 M +76.2% 2.7 M +27.0% -1.8% 

EIR Bookings 583 K +82.2% 1.1 M +31.1% +1.0% 

EIR Book/Delivered(K) 2.3 +15.3% 2.2 -8.8% -23.5% 

Emails Delivered 256 M +58.0% 516 M +43.8% +32.1% 

Open Rate 24.0% +5.7% 23.6% -3.0% -9.6% 

Click to Open Rate 9.3% -0.7% 9.1% -11.7% -18.9% 

Conversion Rate 10.3% +9.9% 10.2% +6.8% +4.3% 

All email KPIS have gained on YoY differences from Q1 

• 2nd highest Quarterly Open rate since Q1’15 

• Highest Quarterly Conversion rate since Q3 ’14 

Email program KPI dashboard: Q2 2016 
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MR program email KPIs are countering declining 

industry trends 

YoY Q2 Open rate increased for MR program while hospitality sector & all Yesmail clients decreased 

YoY Q2 Click to Open rate was flat while the hospitality sector & all Yesmail showed significant YoY decline 

YLM 2016 Q2 hospitality/travel 
benchmarks  vs MR 

Open Rate:  14.7%    ∆ YoY: -9.5% 

MR:  24.0%    ∆ YoY: +5.7% 

 

CTOR:  6.2%      ∆ YoY: -40.6% 

MR:  9.3%      ∆ YoY: -0.7% 

MoM & YoY KPI’s: 2013 to Q2 2016 

2013 2014 2015 2016 
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Project Orange Program Goals & measurement 

 Increase new brand trial  

 

 

 Increase leisure stay   

  

 

 Move members up Elite levels 

 

 

 Convert non-members to active members 

  

 

 

% of customers with stays at a 
new brand 

 
% of customers with one more 
leisure stay than last year 

 
% of segment that are elite status 

 
 

% of segment that are members 

 

 

Goals            Measurement             
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Primary Goals WHPH TSAT 

YTD Goal (vs ‘15) YTD Goal (vs ‘15) 

New Brand Trial 
% customers with trial 

35.5% > 28.9% 24.3% > 22.3% 

Leisure Stay  
% cust.with +1 stay YoY 

37.0% > 29.8% 25.1% > 18.6% 

Both segments forecasted to exceed EOY goals 

Membership WHPH TSAT 

YTD Goal(vs ‘15) YTD Goal(vs ‘15) 

% Elite status  60.9% 63.1% 24.7% 26.9% 

% membership 89.6% 89.5% 77.7% 77.1% 

Per Customer WHPH TSAT 

Test Control Test Control 

Avg Bookings 6.504 6.511 2.037 2.046 

Avg Revenue $2,223 $2,239 $802 $800 

Key Findings 

•Both segments forecasted to 
exceed end of year goals 

•No difference to control group 

 

WHPH 

• Projected to beat Leisure Stay 
goal by 7% 

• Projected to beat New to You 
Brand goal by 6%  

 

TSAT 

• Projected to beat Leisure Stay 
goal by 7% 

• Projected to beat New to You 
Brand goal by 2%  

 

There was lift for WHPH 
against control in New 
Brand trial in July 
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 Key Learnings 
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 Core eNews 

eBreaks was effective as content in Hotel 

Specials but less so in eNews  

 Hotel Specials 

 TSAT HS 

 WHPH HS   TSAT eNews 

 WHPH eNews 

Key Findings 

• eBreaks was progressively featured in 

campaigns throughout Q2 

 

Members’ different engagement with 

eBreaks demonstrated the impact of 

aligning content with campaign 

objectives 

eBreaks-eNews: 

Results low or trended low 

eBreaks–Hotel Specials:  

Results positive & stable 
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Increase in Destinations click engagement 

correlated with more focused travel content themes 

2016 Travel 

Inspiration  

 

Leisure 

Experiences 

March 

travel ideas  

Travel type 

by budget 

Long weekend 

ideas 

Summer Road 

Trip 
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Non-hotel related travel content was among 

the most engaged content 
April Destinations 

June Destinations 

15-30% of Email clicks 
~15% of Email clicks 

Key Findings 

Content like TSA PreCheck tips & Top 10 Things to Pack (ft. in 
Marriott Traveler) drove among the highest click engagement 

 

Moving to monthly mailing allowed for deeper collaboration 
and integrated content  

 

Leverage content like Traveler to provide a stronger, more 
authoritative Marriott voice & continue to share out content 
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Brand portfolio awareness was greater in PO 

eNews than Core eNews throughout Q2 
May Core 

eNews 

June Core 

eNews 

Key Findings 

Brand portfolio content generated greater 
click share in PO eNews vs Core 

• eNews Brand links averaged 4.2% of total clicks 

• WHPH Benefits averaged 6.9% 

• TSAT Benefits averaged 6.3% 

 

In July there was lift in WHPH New Brand 
Stay against control 

 

May PO 

eNews 

June PO 

eNews 



16 

Banner content module may have generated 

higher click engagement than the article module 
May Hotel Specials June Hotel Specials 

Key Findings 

Email design can influence the degree of engagement with key initiatives 
 

Trends like the above have influenced the evolution of the Learning 
Agenda to focus on understanding best practice design elements 
 

Future testing to incorporate module testing 

• 87% higher click engagement* & 
90% more bookings 

• Total MoM clicks increased by 23%  
 

* % of total clicks 

Article module 

Banner module 
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Q2 unique creative treatments 
“We’re seeing stars” Checkerboard 

Chevron 

Color banding, text over image  

Disruptive colors 
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Acquisition efforts to a small audience generated 

a low number of enrollments 
Free night Offer (WHPH) 

5.1 K emails sent 

16 Enrollments 

62.5% Enrollment Conversion 

3.1 Enrollment/delivered email(K)  

 

WHPH Taste of Gold 
5.6 K Emails sent 

46 Enrollments 

83.6% Enrollment Conversion 

8.2  Enrollment/delivered email(K)  

 

Nonmember Benefits (WHPH, May) 

5.9 K emails sent 

N/A Enrollments 

N/A Enrollment Conversion 

N/A Enrollment/delivered email (K)  

 



19 

+ 
 

 Learning Agenda 
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Learning Agenda 

Evolving focus 

Q1 

Increase click engagement 

• Content 

• Images tests 

 

Q2 

Campaign optimization 

• Image 

• Subject Line  

• MRCC-segment targeting 

 

 

 

Q3 & beyond 

Email design best practices 

• Header 

• CTA 

• Top Offer layout 

Q2 testing was primarily focused on incrementally improving campaign performance 
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Q2 learnings from campaign (image) testing 
• Learnings have been developed that can help inform image selection  

• Additional testing can help generate confidence 

• There is an opportunity to apply different criteria to image type metadata classification 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 (Affinity Score) x times more likely to engage.  All scores are statistically significant 

Segment Color Affinity People Affinity Subject Affinity 

• TSAT 

• Basic 

Monochrome Blue 

(1.2) 

Present 

(1.1) 

+ Outdoors / Experience (1.6) 

- Emotion (0.9) 

• TSAT 

• Silver + 

Neutral 

(--) 

Present 

(1.1) 

+ Emotion (1.2) 

• WHPH 

• > 6 nights 

Full Color 

(2.6) 

Present 

(1.1) 

+ Emotion (1.2) 

• WHPH 

• <= 6 nights 

Monochrome Blue 

(2.2) 

Present 

(1.1) 

+ CityScape (12.3) 

+ Emotion (1.1) 

• CORE 

• > 6 nights 

Monochrome Blue 

(1.3) 

Present 

(1.1) 

+ Emotion (1.2) 

• CORE 

• <= 6 nights 

Full Color 

(2.3) 

Not Present 

(7.6) 

+ Outdoors / Experience (7.0) 

- Emotion (0.1) 
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Q2 learnings from campaign testing (continued)  

 

Subject line trends 

• Simple, to the point for new member benefits announcements 

• Dynamic insertion of first name’s value is questionable 

• TSAT prefer recommendation-oriented subject lines: 

“…must see cities to visit…”   

“Where to spend your…weekend” 

“Why you should take…a trip” 
 

PO Segment learnings 

• Trend: TSAT continued to show click engagement preference to general navigation links; 

• Learning: Ensure general navigation links throughout content (e.g. Account module, “See All” 
links, Category links) 
 

• Trend: WHPH show high book intent on content they click 

• Learning: Increasing content offered may increase incremental clicks and bookings (e.g. increase 
# of propensity modeled Field Offers in Hotel Specials, # of experiences & destinations) 

Learnings were generated through consistent trends through Q2 campaign 
optimization 
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Key Takeaways 
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Opportunities from key learnings  

Member engagement with eBreaks module in Hotel Specials demonstrated the 
impact of aligning content with campaign objectives  

• Refresh eBreaks creative module; de-emphasize eBreaks in eNews 

• Align support of Q4 Key initiatives with campaigns objectives & content 

 

Increase in Destinations click engagement correlated with travel inspiration 
content & seasonally relevant travel themes 

• Continue to expand deeper integration of additional Marriott curated content 

• Continue to leverage Destination content across other channels 

 

Actively pushing brand portfolio awareness correlated with new brand stays in July 

• Continue to support Brand portfolio in PO base communications to validate July findings 

• Targeted offers adjacent to Brand/property highlights in eNews 

• Trial brand education module in Abandoned Search & Hotel Specials 
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Opportunities from key learnings  

Banner content module for Summer Promo generated significantly higher 
engagement than article module 

• Continue to support Q4 key initiatives through distinctive design 

• 2016/2017 Learning Agenda to test best ways to present content 

• Provide the same content & experience to all segments to create performance baseline 
(Planned for July & Aug Destinations) 

 

Targeting a small audience to drive PO enrollment drove low ROI  

• Acquisition efforts to all nonmembers may yield greater gains against enrollment MBOs 

 

Apply learning from campaign optimization testing 

• Maintain image and subject line testing as optimizations and derive learnings from trends 

• Leverage Learning Agenda to construct specific tests to generate design best practices 
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Additional KPIs are required to more accurately 

gauge contribution of email 

 Customer-level engagement with email campaigns, for example: 

• % of unique members that open 

• Frequency of engagement 
 

 MegaBonus program registration tracking for Fall’16 
 

 Nonmember program enrollments against BAU campaigns  
 

 Onboarding influencing a next stay within 6 months and increasing program 
engagement 
 

 Destinations influencing future bookings  
 

 MRCC acquisitions specific email campaigns drive 
 

 Email campaign-level contribution to 2016 goals & objectives 
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Summary of YLM KPI requests 

Goals Program YTD 

Tracking 

PO   
(WHPH & 

TSAT) 

Email 

Contribution 

 

Email Campaign 

Contribution 

Room Nights 

MRCC 

Acquisition 
N/A 

Email KPIs 

WHPH/TSAT 

Acquisitions 

Elite status 

migration 

New Brand trial 

Leisure stay 
 

 

• YLM has or can easily get 

• YLM could have, or is close to fully having, but not available today  

• Solution unknown or hasn’t been explored 
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 Thank You! 
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Appendix 
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YoY Cumulative Bookings, RN, Revenue by Source 



31 

2013-2016 YoY YTD Cumulative Bookings 

31 

Delivered emails 

Bookings 

Opens 

Clicks 
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Significant increase in the number of active 

emailable Gold members 
Basic Silver Gold Platinum Total 

2015 2016 2015 2016 2015 2016 2015 2016 2015 2016 

Jan 2.6 M 2.8 M 1.0 M 1.2 M 550 K 465 K 320 K 339 K 4.5 M 4.7 M 

May 2.8 M 3.0 M 987 K 956 K 557 K 627 K 291 K 310 K 4.6 M 4.8 M 

Jan to May 

Net Change 
149 K 190 K (64 K) (221 K) 7 K 162 K (30 K) (30 K) 62 K 101 K 

Jan to May 

% change 
+5.7% +6.9% -6.1% -18.8% +1.3% +34.9% -9.3% -8.8% +1.4% +2.1% 

Key Activities 

• MRCC 80 K acquisitions throughout Q2 may boost Silvers to Gold 

• Near Threshold banner in May & June eNews 
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Campaign Summary: Apr-Jun 2016 
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Observations: 
Solos supporting member marketing initiatives  generate incremental response and bookings 

Executive Summary: MoM campaign trends 
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Program MoM & YoY KPI trends: June 2016 

Observations: 

All Email KPI’s increased YoY & CTO% was the 2nd highest in 2016 

Open% 

LY Open% 

LY CTO% LY Conv% 

Conv% CTO% 
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Q2 VS Q1 Email KPIs by Reward Level 

Changes in Gold vs Silver suggests increase in Gold mailings are due to newly converted Silvers who 
are less engaged than typical Gold, leading to decreases in email KPIS 

Q
2

 
Q

1
 

%
 D

if
f 
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Q1 & Q2 2015 & 2016 active mailable Elite 

status level composition 
January 2015 

May 2016 

January 2016 

May 2015 
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eNews PO vs Global control 

While Global control generated a higher Click to open rate this delta decreased each month: 

• June CTO% decrease in Test vs Global Control: 

TSAT: -17% 

WHPH: -7% 
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Destinations PO vs Global control 

Aside from Conversion rate delta for TSAT there was no statistical significance between Control and test groups  
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June ‘16 Email overview & MoM trends 

Observations 

• 3rd highest monthly bookings to date, CTO% & 
booking/delivered 

– All campaigns featured the Summer promo  

• Benefits generated 2nd highest clicks and 3rd highest bookings 
to date 

• Destinations generated the 2nd highest bookings and 3rd highest 
clicks to date (highest YTD) 

• Offers generated highest bookings to date and 2nd highest 
clicks to date 

Bookings by Month 

Email KPI’s by Month 
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Paid Media MoM trends overview 
TSAT Bookings vs Impressions by segment 

TSAT Search/Display KPI’s by Month 

WHPH Bookings vs Impressions by segment 

WHPH Search/Display KPI’s by Month 



42 

Homepage monthly bookings as a proxy for 

seasonality 
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Image testing: Content Metadata Analysis 
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Image testing: Content Metadata Points 
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Image testing: Segment Affinities (Profile Data Only) 
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Competitive 

Landscape 



47 

April-Starwood Emails 
3 Steps to Getting Started 

1) Direct book for best rates 

2) Optin to marketing comms 

3) Check out ‘welcome site’ 

• Features SPG App 

• Customize new member card 

• Credit card offer 

Marriott Merger Announcement 

SL: Here's the Latest on the Starwood 

and Marriott Merger 

Starpoints Purchase Offer 

• Tiered savings based on 

amount of points 

• Spend points on free nights, 

SPG moments, flights, or 

merchandise 

SPG Moments 

• Top feature, SPG members 

with celebrity chef 

• Use points for sporting, 

cultural, and musical moments 
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May-Starwood Emails 

New SPG eStatement Account Box 

• SL: SPG-Your May eStatement, 

Redesigned 

• Includes link to Benefits, SPG 

Dashboard, and Account Alerts 

Summer Promo 
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June-Starwood energy moments 

Ramadan 4th of July 
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April-Spring break & Mother's Day themes 
Spring Promotion 

• Stay 2 nights & save up to 35% 

Spring Break Offers 

• Breakfast for 4 and 

Wi-Fi 

Hilton Flash Sale 

• Dynamic time-sensitive message 

• 72 hour extension  

Mother’s Day Offer 

• Purchase FTD flowers, earn 

3K pts 

Memorial day 

• Stay during memorial day, up to 

20% off 
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April featured point purchase incentives 

Starpoints Purchase Offer 

• Tiered savings based on 

amount of points 

• Spend points on free nights, 

SPG moments, flights, or 

merchandise 

Hilton point purchase offers 

• 20% & 100% bonuses for point purchases 
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April saw increased promotional activity 

Carlson 

• 50 K point promotion Breaks down 

actions required for reward tiers 

• “Register Now” CTA 

IHG 

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

• Presented as a ‘personalized bonus offer’ 

Hyatt 

• Earn up to 75K points 

• Reward tiers broken out in table 
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April-Hilton promotes ‘HHonors Dining’ 
Program allows members to link their Hilton account to a credit card and can earn points when dining 
in their 11K restaurant/bar network 
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April-Hilton partner offer emphasis 
“Just for you”, partner-centric Email may be a regularly featured communication 

• LifeLock (Wyndham also partners) 

• Score Big 

• FTD 

• NRG 

• Direct TV Partner Solo 

• Switch to DIRECTV, get 2-night stay 
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May-New Account Boxes 

SPG eStatement 

• SL: SPG-Your May eStatement, 

Redesigned 

• Includes link to Benefits, SPG 

Dashboard, and Account Alerts 

Sub-Branded Headers 

Promote and facilitate stays at 

other brands 
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May-Summer Promotions 
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May-Mother’s & Memorial Day energy moments 
Memorial Day 

Increased relevancy for “Big World 

Sale” promotion 

Mothers Day 

• Redeem Carlson points for Mothers Day gift 

• Mothers Day offer promoting “togetherness” 
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June-Hilton Big World Sale 

Survey Request 

Offers Reactivation 

30% instead of 25% 

Newsletter 

Unlimited Bonus = 

Big World Sale 

(same landing 

page) 

 

Same offer, but 

Unlimited Bonus 

includes 2X points 

on top of 25% 

Solo METT 

New Location 

Registration 

Reminder 
Solo 

Big World Sale Unlimited Bonus Promotion 
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June featured Member best/lowest rates 

• “Your Rate” Members get best rate 

• Sent a reminder on eStatment 

• Details program features 

• Stay More Play More promotion 

Member best rate guarantee 

Hilton Acquisition Hyatt Reactivation IHG eStatment Hilton Solo 
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June - Hilton dedicated more real 

estate to program features/benefits  

• Highlight mobile features 

• Direct booking, re-booking 

• Check in, choose room 

• Arrival requests 

• Digital Key 

• Uber partnership 

• Uber partnership/offer 

• Highlight Mobile app integrated 

services 
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SPG Updates 
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2016 communication opportunities 

Provide PO nonmembers reasons to join & stimulate referral from existing members 

Project Orange Member Acquisition 

Drive discovery & awareness of halo properties/markets & the breadth and variety of MR 

experiences  

Brand Portfolio & Travel Opportunities 

Broaden awareness of available offers and utilize member data to deliver more relevant 
recommendations 

Promotions, Offers & Deals 

Provide members with relevant content to enhance their stay and get more from their 
membership during their travel 

Booking/Stay Experience 


