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Key initiatives 

• 100 K MRCC offer was featured in eNews & contributed significantly to forecast  
 

• MVP launched in eNews but without the benefit of the full MVP experience 
 

• Account Linkage Solo generated ~12 K linked accts 4x more efficiently than previous efforts  

 

Optimize Email performance 

• Destinations continued the summer theme & generated Open rate highs  
 

• MVC resend added 40% more opens & 50% more clicks to the March original 
 

• Design updates increased Renewers CTO% while Hertz remained unaffected 
 

• Lifecycle Hello Again hit near Open% & CTO% lows  

 

Test Summary: subject line optimization 



APRIL 2017 EMAIL PROGRAM REVIEW: EXECUTIVE DASHBOARD 5 

Program grew more efficient YoY, 

deliveries decreased 16% & CTO% 

increased 15% due to more clicks 

generated from less YoY opens 

 

eNews CTO% was down 5% YoY; 

’16 ft. Megabonus;  

 

Hotel Specials CTO% fell 16%; ‘16 

ft. Hilton Head Sweeps (middle offer) 

 

Destinations continued Summer 

theme with highest Open% since Jan 

‘16 & 11% YoY increase in CTO%  

 

Solo Open% decreased 23% YoY 

and CTO% increased 94% due to 

MVC resend & ‘16 Solos 

 

Lifecycle CTO% fell 11% YoY, 

driven by falling Anniversary and 

Hello Again CTO% 

Note: Error in 

Omniture financials 
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LACK OF LARGE VOLUME SOLOS RESULTED IN YOY CLICK VOLUME 
DECREASE DESPITE INCREASES IN CORE COMMUNICATIONS 

April Key Solo Mailings 
Apr ’17: Apr ’16: 

Delivered / Clicks Delivered / Clicks 
SPG Link Accounts Reminder             851 K / 88 K 

Points Expiration                                 390 K / 49 K 

MVC Follow-Up                                   5.4 M / 48 K 

METT                                                  2.4 M / 27 K 

Member Rates               14.4 M / 203 K 

SPG Announcement      11.7 M /   76 K 

MB Last Chance Re        1.5 M /   58 K 

MB Achievement               85 K /   45 K 



APRIL 2017 EMAIL PROGRAM REVIEW: KPI TRENDS 7 

OPEN% WAS CONSISTENT WITH 2016 

TRENDS WHILE CTO% INCREASED YOY  

Open% was 1.3% above the 

12-month avg but down 

3.2% YoY 

• Generally above avg Open% 

from core communications 

• Apr ’17 MVC reminder 

generated below avg Open% 

• High Open% from SPG 

Announcement ‘16 

 

CTO% was up 15.1% YoY 

• MVC generated above avg 

CTO%  

• Apr’16 Member Rates & SPG 

Announcement drove well 

below avg CTO% 

Open% 

CTO% 

LY Open% 

LY CTO% 



KEY STORYLINES 
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ENEWS TOP OFFER CONTRIBUTED 

SIGNIFICANTLY TO MRCC FORECAST  

eNews impact has 
increased 
• eNews contributed 55% of 

MRCC acquisitions in April 

• Mar’16 eNews generated 35%  

 

Without additional efforts, 
forecast may not be 
achieved 
• Monthly MRCC avg 2.0 K  

• Other support: ~ 300-400 

• eNews (no Top Offer): ~ 100 

Projected ~ 85% of 
forecast 
 

Potential scenario: In order 
to meet forecast, 2 more Top 
Offer features in eNews in 
2017 

 

 

 

2016 35 K goal 
36.5% to goal 

2017 33 K goal 
37.6% to goal 

YTD CUME MRCC Accounts & eNews by month contribution 

Top 
Offer 

Top 
Offer 



ENEWS 10 

3RD HIGHEST OPEN% IN THE PAST 

YEAR HIGHLIGHTING POINTS 

Promise of bonus points 
generated high Open% 
• MRCC SL: Your Account: 

100,000 Bonus Points (Limited 
Time) 

• Vacations SL: Your Account: 
10,000 Points (Plus Vacation) 

 
Members engage well 
with the promise of 
bonus points 

 

 

 
Note: 500 K increase in audience 
MoM, due to increase in Chinese 
audience (27% increase YoY) but 
this did not appear to impact 
performance 

 

Open% 

LY Open% 



ENEWS 11 

MVP DID NOT HAVE A SIGNIFICANT 

IMPACT ON CLICK ENGAGEMENT 

While click volume did 

increase in April, it was due 

to an increase in email 

delivered 

• +27% YoY; +4% MoM 

 

CTO%, which ideally would 

have increased with MVP, 

decreased YoY & MoM 

 

Additionally, the Rewards 

section* generated lower 

click engagement 

•  9% less clicks than 12 mo avg 

•  4% decrease in % clicks to 

section  

 

* MVP was located in the Rewards 

section 

April click volume increased due to email volume instead of increase in CTO% 

CTO% 

LY CTO% 

Clicks LY 

Clicks 



ENEWS: MVP 12 

OVERVIEW OF MVP EXPERIENCES BAU: Curated offers  

• MRCC (targeted by region) 

• Hertz/RAF (targeted?) 

• Moments (targeted by pts) 

 

Optimize: MVP-decisioned 
offers (tbd) 

• April did not leverage 
M.com results 

 

Random: Random rotation 
of all MVP offers 

 

MVP Offer types: 29 total 

• MR travel deals & 
destination lead rates 

• RC Offers & benefits 

• MR evergreen benefits 

• Partner offers 

 

 

 

 
 

(1) BAU: Curated Offers (with dynamic targeting) Sample of 22 other MVP Offers: 

(2) Optimize & (3) Random 

1a 

2a 

3a 

1b 

3b 

3c 

2b 
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‘OPTIMIZED’ GENERATED HIGHER CONV% WHICH 
DID NOT RESULT IN HIGHER REV/DELIVERED  

Optimize group generated  
slightly less revenue/del 
than BAU & Random 
• Not fully ramped up 

• Not a lot of data driving 
decisions 

• M.com learnings were not fed 
in eNews results 

 

BAU content generated the 
most click engagement 

 

Random generated the 
highest Rev/Del* 
• Random appeared to show 

more lead rates than other 
segments 

 

 
*NOTE: Omniture error impacted 
financial tracking 

 

 

Segment  Experience 

Optimize:   MVP-decisioned offers 

Random:   Random rotation of MVP offers 

BAU:        Curated, fixed, Offers (with targeting)  

 MRCC 

 Hertz/RAF  

 Moments 



ENEWS: MVP (EARLY READ) 14 

‘RANDOM’ HAD MORE REVENUE FROM LEAD RATES 

• Curated offers 

• High clicks, no revenue (Hertz, MRCC) 

• Unknown offer share of voice 

• General, nationwide, int’l & resort offers 

• Ritz-Carlton content 

• City lead rates  

• Member rates 

• Mondavi experience (Moments) 

 

• Offers had equal share of voice 

• City lead rates 

• Mondavi experience (Moments) 

• Member rates 

• General, nationwide offers do not appear to have 

driven top clicks or revenue 

 

 

 

 
Note: Different audience size for Optimize (4.9 M), Random (1.2 M)  & BAU (6.2 M) 

High clicks low or no revenue:  Starbucks 

(MRCC), Hawaii lead rate, Coachella 

(Moments) 

The presence of lead rates may help increase campaign revenue 

* 

* 

* 

* 

* 

* 
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APRIL REMINDER WAS 4X MORE 
EFFICIENT THAN DEC’16 WITH TARGETING 

Apr ‘17 targeted only Gold/ 

Plat Elites & MRCC owners  

• Dec’16 sent to all 

 

Apr’17 generated 

significantly higher Open%, 

CTO%, & Link per email  
 

Dec ‘16 generated a higher 

link per click, suggesting 

another segment may be 

responsive 

• Previous openers 

• Non-openers 

 

Consider expanding 

audience based on 

previous open response 

with targeted messaging 

Apr ‘17 (Gold) Dec ‘16 (Gold) 



SPG LINK ACCOUNT REMINDER SOLO 
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TARGETING MESSAGE BASED ON PREVIOUS OPEN MAY DRIVE 

INCREMENTAL ACCOUNT LINKAGE 
From Dec ‘16 Openers & Non-openers generated “2nd tier” Click%  

 As high a click response as MRCC 

 Large audience size, highest open rate 



SPG LINK ACCOUNT REMINDER SOLO 17 

COMPARED TO DEC ‘16, SEGMENT 
ENGAGEMENT GENERALLY IMPROVED  

Open% improved except 

for MRCC 

• Gold/Platinum SL’s did not 

refer to SPG 

Activate Your Gold Status Match 

• MRCC used “Reminder” in SL 

Reminder: Activate Your New 

Benefits 

 

Overall design updates 

appeared to improve click 

engagement 

• Expectation would be for 

gradual decreases in response 

Apr ‘17 (Gold) Dec ‘16 (Gold) Compared to Dec ’16* 

Gold 

+8.4%  Open%   

+3.0%  CTO% 

 

Platinum 

+10.3% Open%  

-9.8%    CTO% 

 

MRCC 

-2.1%    Open% 

+16.3% CTO% 

 *Note:  

Dec ‘16 had additional segments: Basic, 
Basic, Previous Non-Opener, Previous 
Opener, ROTW 

Audience sizes were ~20% smaller., which 
may have impacted engagement 



DESTINATIONS 18 

APR ‘17 DESTINATIONS OPEN% 
WAS THE HIGHEST SINCE MAR‘16* 

Subject line tests for each 

version; winners were: 

• Personalized, authoritative 

• Utilized “Re:” in copy 

 

Summer: 

• Re: Your Summer Vacation  

• How to Plan a Better Summer 

Vacation  

• 4 Secrets to the Best Summer 

Vacation 

 

Generic: 

• Re: Your Next Trip  

• 4 Secrets to a Better Holiday  

• How to Plan a Better Holiday  

 

Continue to leverage best 

practices & to explore 

unique SL tactics for 

Destinations 

* Destinations was expanded to all audience  

Open% has been trending upward and peaked in April  



DESTINATIONS 19 

2nd month in the “Vacation Planner” series continued to 

resonate with audience 

• Generated the 3rd most clicks in the past year  

 

Journey Smarter Top section generated majority of email clicks 

(52%); continued success with 2-up layout 

• May not have been as engaging as March Top 10 list 

o Section clicks fell 29% MoM  

o 61% MoM increase to Account Box 

• Majority of clicks to Cheap Flights 

 

Trip Planner generated the highest click volume since July ‘16 

(ft. Bahamas, Nashville and San Francisco) 

 

Continued success with popular theme & successful layout 

29% clks 

6% clks 

2% clks 

24% clks, 7% clks 

10% clks 7% clks 

1% clks 

0% clks 

2% clks 

6% clks 
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‘SUMMER’ AUDIENCE HAD HIGHER CLICK 
ENGAGEMENT WITH TOP SECTION 

2 Versions of April 

Destinations 

• Summer version: US, Europe 

& Canada 

• Generic: ROW 

 

Summer audience had 

higher click engagement 

with the main feature, 

particularly Cheap Flights 

• Generic audience has 23% 

higher % of clicks to the 

Account Box/Search 

 

Summer call outs may 

have helped generate 

extra relevance to the 

audience 

25% 7% 

7% 10% 

1% 

2% 

19% 6% 

8% 8% 

2% 

3% 

Summer Generic 



MARRIOTT VACATION CLUB RESEND 21 

RESENDS INCREASE ENGAGEMENT  MVC was resent to non-

openers in March 
 

While KPIs decreased, the 

resend generated: 

• 545 K Opens, 40% of Mar 

• 48 K Clicks, 50% of Mar  
 

Leverage urgency to 

increase impact of 

resends 

• Urgency in subject line & 

copy 

• Expiration date 
 

Same Day resends are 

effective for initiatives 

with a “last day”  

 

 

 

 

United States Pacific Asia 



HERTZ SOLO 22 

UPDATES TO HERTZ SOLO MAY HAVE 
REVERSED DOWNWARD ENGAGEMENT TREND 

April Hertz updated design  

• Main image & style: Explorer-

Magician tone  

• Orientation & layout of copy & 

content 

• Updated CTA 

• No secondary content 

 

CTO increased 33% from 

last Hertz Solo, suggesting 

a design refresh may 

improve response for 

static offers/content 

Apr’17 Jun ‘16 



RENEWERS 23 

HIGHEST CTO% SINCE JAN‘16 

WITH REDESIGN 

A redesigned Renewers 

campaign launched on 3/8 

• Personalized 

• Primary focus on benefits 

 

April & March generated 

the CTO% well above the 

previous layout 

 

Note: the increase may only 

be with Silver Elite Status 

 

Renewers update planned 

for 6/28; monitor Gold & 

Platinum results 

Older Design 

New Design (as of Mar’17) 



RENEWERS 
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SILVER CTO% INCREASED WITH NEW DESIGN 

 

Delivered: -3.1% 
 

Open%: 1.8% 
 

CTO%: 48.6% 

 

Delivered: -15.1% 
 

Open%:    6.4% 
 

CTO%: -3.1% 

 

Delivered: -6.0% 
 

Open%: 0.4% 
 

CTO%: -21.1% 

…and like March, Gold & Platinum did not 

Silver Gold Platinum 

*April YoY % change 

April seasonally low volume for Gold 
delivery, potentially impacting results 

• Silver clearly responding 
positively to new template 

• As the largest audience, their 
performance drives overall 

YoY decrease started in Jan & Feb, 
suggesting another reason for 
performance change 



RENEWERS 25 

THERE MAY BE OTHER FACTORS THAN THE DESIGN UPDATE 

• Decrease in CTO% for Gold & Platinum happened before template update 

• Continue to monitor 
Deliveries, Open% & CTO% all 

fall prior to template update (3/8) 



HELLO AGAIN 26 

OPEN% & CTO% ARE NEAR LOW’S 

Lowest CTO% since Jan ’16 

• For both Hello Again and Reminder  
 

Volume is 200-250 K /month, ~50% of Welcome audience (pts); more 

monthly opens than Achiever & more yearly opens than BuyBack 
 

These emails may benefit most by highlighting unique value of email 

& a disruptive approach to this inactive audience 

Subject Line: Jim, it's true 



HELLO AGAIN 27 

HIGH LEVEL RECOMMENDATIONS: 
 

Provide compelling, relevant reasons to remain engaged 

• Special events, sweepstakes: Win tickets to the Superbowl, Win a lifetime of 

points 

• Travel inspiration & learning 

• Flexible currency 

• Recent & compelling program benefits 
 

Strong imagery, stronger, personalized subject line 

 

Inject personality & brand identity: personal fulfillment through travel 

 

Have fun 



Address the member state, list benefits of staying engaged with email 

BEST PRACTICES OF REACTIVATION 28 



REACTIVATION: INJECT PERSONALITY 29 

Rewards for lack of 

engagement Playful Silly, but consistent with Brand 



APRIL TESTING SUMMARY 

• SUBJECT LINE OPTIMIZATION 

 



APRIL TESTING: SUBJECT LINES 31 

SUBJECT LINE TESTING 

Destinations (Generic): 

• Re: Your Next Trip (10.7%)*  

• 4 Secrets to a Better Holiday (7.3%) 

• How to Plan a Better Holiday (7.0%) 

 

Destinations (Summer): 

• Re: Your Summer Vacation (8.0%)*  

• How to Plan a Better Summer Vacation (5.0%) 

• 4 Secrets to the Best Summer Vacation (4.9%) 

 

Hotel Specials: 

• [FNAME's] May Travel Deals (15.7%)* 

• Save 30% with May Travel Deals (14.7%) 

Descriptors of winning subject line: 

Personalized, authoritative, leverages 

common email experience in a clever way 

 

 

 

Personalized, authoritative, leverages 

common email experience in a clever way 

 

 

 

Champion SL still winning; 2nd month over 

general offer details in SL 

*Results are statistically significant 



KEY TAKEAWAYS 
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Additional support will be required to meet MRCC forecast 
 

An initial read on MVP results 

• BAU (curated content) generated the highest click engagement 

• Lead Rates may help communications generate additional revenue 

 

Campaign optimization opportunities 

• Consider previous opener activity as a target audience in future Account Linkage efforts 

• Continue 2-up layout and summer travel theme in future Destinations 

• Resends continued to add incremental engagement & can be made more effective by leveraging urgency 

• Monitor ongoing Gold/Platinum response to Renewers for continued CTO% decrease 

• Hello Again is a large lifecycle audience that may require unique & aggressive approaches to create engagement 

 

Subject line insights to higher Open rates 

• Highlight bonus point opportunities 

• Referencing “SPG” in account linkage subject lines did not increase Open% 

• Destinations audience may be more inclined to respond to aggressive subject line tactics; continue to use personalization 

and authoritative tone for mass audience & explore more creative tactics (e.g. questions, emoji’s) 

 

 

 



LEARNING AGENDA ITEMS 34 

Support Key initiatives 

• Is MVP decisioning increasing engagement & revenue in email campaigns? 

• Does success of MVP offers/content on M.com translate to success in email? 

• What’s the goal for linked accounts in 2017? 

 

 

Optimize Email performance 

• Are we increasing the number of unique openers for Destinations? 

• Should a top 10 list be a persistent feature of Destinations? 

• Can we determine the value of Trip Planner (Destinations) to those that receive it?   How does 

engagement change by changing the prominence of the Trip Planner? 

• A/B creative designs (e.g. Hertz)  would help validate updates are moving in the right direction 

• Do Gold & Platinum favor another version of Renewers than the newest? 

• Do members that are brought back from Hello Again/Winback demonstrate long term value? 

 

 

 

 



INDUSTRY INSIGHTS 
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SPG ACCOUNT LINKAGE EFFORTS DID 
NOT DRIVE SIGNIFICANT ACTIVITY 

SPG Solo (4/3) featured  

1. Mobile: Member card design 

2. Book  Direct benefits 

3. Account Linkage  

 

The day of the MR Solo 

12.6 K Account links were 

generated 

 

SPG Solo did not appear to 

increase upon  the daily avg 

(~4.5 K) 

 

 

 

 

MR Solo (4/11) SPG Solo (4/3) 

Highlighted: 
• Status Match 

• Pt transfer 

Highlighted: 
• Status Match 

• 50% Bonus Starpoints 

• SPG Moments redemptions 

• Room upgrades 



Dedicated Solos to 

pooling points 

COMPETITIVE INSIGHTS 37 

MULTIPLE TOUCHPOINTS FOR HILTON BENEFITS 
Points+Money notification in 

Newsletter account box 

Book Direct Benefits solo 
• Lowest guaranteed price 

• Free Wi-Fi 

• Digital Check-in 

• Points 

Dedicated Solos to 

pooling points 



COMPETITIVE INSIGHTS 38 

MOBILE SUPPORT 

Mobile Features highlighted Incentives for adoption Social tie-in 



APPENDIX 
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MRCC RESULTS AGAINST FORECAST (EMAIL) 



APRIL 2017 MR  

CAMPAIGN REVIEWS 
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CLICK VOLUME INCREASED 27% YOY 

DUE TO 27% INCREASE IN DELIVERIES 

~ 600 K increase in 

audience size due to 

increase in Chinese 

audience 

 

Open% was up 6.2% YoY 

and was 9.2% above the 

12-month avg 

• Subject line featured 100 K 

bonus pt offer (via MRCC) 

 

CTO% fell 5% YoY 

• April’16 ft MegaBonus and 

was not featured in ‘17 
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APR ‘17 ENEWS EMAIL KPI 

TRENDS 

April generated the highest 
Open% in 2017 to-date and was 
9% above the 12-month avg 
• MRCC SL: Your Account: 100,000 

Bonus Points (Limited Time) 

• Vacations SL: Your Account: 10,000 
Points (Plus Vacation) 

 

Note: 2016 subject line 
highlighted Member Rates which 
also generated high response 
• “Your Account: Introducing Member 

Rates” 

 

CTO% was 22% below the 12-
month avg 

Open% 

CTO% 

LY Open% 

LY CTO% 

Conv% 

LY Conv% 
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APR ‘17 ENEWS SECTIONS 
eNews generated the most monthly clicks in 2017 thus far, though 7% fewer clicks 

than the 12-month avg 

• Account box accounted for the 3rd highest % of clicks since Jan ’16 

 

Top Offer section generated a 3% higher % of clicks than the 12-month avg but a 

10% lower click volume 

• 100 K MRCC was the primary offer with Caribbean/Latin America pt offer as default 

• 71% of audience were targeted with MRCC offer 

• This combination was featured in Mar ‘16 Top Offers which generated the lowest 

overall eNews click volume from 2016-2017 to-date 

• April eNews generated ~ 1.9 K CC signups vs ~1.5 K Mar’16 (with 80 K MRCC offer) 

 

Rewards section which included MVP generated 9.2% fewer clicks than the 12-

month avg and a 4.3% lower % of clicks 

• MVP Offers were featured in the rewards section for the first time in April and did not 

seem to generate incremental clicks, as the Rewards section generated 1.1% (864) 

fewer clicks than months that did not feature Megabonus/Sweeps (Since Jan ‘16) 

ACCOUNT BOX 

28% clks, 70% bks 

TOP OFFER 

46% clks, 7% bks 

REWARDS-HEADER 

5% clks, 4% bks 

REWARDS-EARN 

2% clks, 0% bks 

SEARCH 

4% clks, 8% bks 

REWARDS-MVP 

7% clks, 7% bks 

REWARDS-REDEEM 

2% clks, 0% bks 

REWARDS-MAIN 

0% clks, 0% bks 

MOBILE REQUEST 

0% clks, 0% bks 

CITY SCENE 

2% clks, 2% bks 

EBREAKS 

2% clks, 0% bks 

* 
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APR ‘17 ENEWS SECTIONS 
Standalone mobile app module only generated 0.4% of overall clicks 

• Included 3.75 M pt sweepstakes 

• Consistent with March trend of decreasing engagement with each touchpoint 

 

High engagement with Honolulu (City Scene); generated the 2nd highest click 

volume &% of clicks since Jan ‘16 

• Section redesign seems to be attracting more clicks; compared to 2017 to-date, % of clicks is 

43.5% above 2016 YTD and 65.3% above 2016 FY 

• Absence of Hotel Openings in April may have contributed to higher click engagement to this 

section 

 

eBreaks click engagement improved MoM, but still below 12 mo avg 

• % of clicks and click volume were up MoM 53.0% & 72.8% respectively 

• Click volume was 9.1% below the 12-month avg and accounted for a 3.0% lower % of clicks 

Lower engagement seemed to correlate with new creative 

ACCOUNT BOX 

28% clks, 70% bks 

TOP OFFER 

46% clks, 7% bks 

REWARDS-HEADER 

5% clks, 4% bks 

REWARDS-EARN 

2% clks, 0% bks 

SEARCH 

4% clks, 8% bks 

REWARDS-MVP 

7% clks, 7% bks 

REWARDS-REDEEM 

2% clks, 0% bks 

REWARDS-MAIN 

0% clks, 0% bks 

MOBILE REQUEST 

0% clks, 0% bks 

CITY SCENE 

2% clks, 2% bks 

EBREAKS 

2% clks, 0% bks 
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APR ‘17 ENEWS REWARDS SECTION ANALYSIS 
Default milestone in Account Box featured points sharing and leveraged 

Explorer-Magician experiential tone; generating 67% fewer clicks than when 

point sharing was positioned as a new benefit (Jan+Feb’16) 

 

MVP offers accounted for 42.3% of Rewards clicks; the highest clicked offers 

were: 

• Refer a friend/earn 50K = 9.7% of Rewards clicks (7.3K) 

• Mondavi wine experience = 5.7% of Rewards clicks (4.3K) 

• Hertz 5K points + 35% off = 5.2% of Rewards clicks (3.9K) 

• MRCC US cardholder - Starbucks 10% back = 4.5% of Rewards clicks (3.4K) 

 

April Merchandise redemptions click volume decreased 40.2% and % of 

Rewards clicks decreased 51.6% 

o Had similar creative treatment as March 

 

24.7 K 

255 BKS 

492 

5 BKS 

 

 

 

 

31.9 K 

451 BKS 

 

 

 

 

7.4 K 

7 BKS 

8.4 K 

0 BKS 

1.9 K 

0 BKS 

34 

0 BKS 
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APR ‘17 ENEWS MVP OFFERS Optimize group generated a 

4.4% higher 

booking/delivered  than BAU 

and was 6.6% higher than 

Random 

• BAU group had highest 

campaign and MVP section 

CTO% 

o Both results were 

statistically significant 

• Optimize group had highest 

campaign and MVP section 

Conv% 

o Neither results were 

statistically significant 
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TOP OFFERS BY REVENUE 

• Unequal share of voice 

• High clicks, no revenue (Hertz, MRCC) 

• General, nationwide offers 

• Ritz-Carlton content 

• General international & resort Offers 

• Atlanta, Boston, Miami, San Diego lead rates 

• Member rates 

• Mondavi private wine experience (Moments) 

 

High clicks not on list 

• MRCC US – Starbucks  764 

• Hawaii lead rate 

 

 

 

 

 

 

• Equal share of voice 

• Destination lead rates 

• Mondavi private wine experience (Moments) 

• Member rates 

• General, nationwide offers do not appear to 

have driven top clicks or revenue 

 

 

 

 



APRIL 2017 MR CAMPAIGN REVIEWS: HOTEL SPECIALS 49 

CTO% WAS THE HIGHEST SINCE OCT ‘16  
Hotel Specials deliveries 
increased 1.4% YoY while 
click volume decreased 
14.2% 

 

Open% was nearly flat MoM, 
YoY, and was in line with the 
12-month avg 

• Current champion 
continued to win in SL 
testing: [First Name] May 
Travel Deals  

 

CTO% was the highest since 
Oct ‘16, but was 3.4% below 
12-month avg 



APRIL 2017 MR CAMPAIGN REVIEWS: HOTEL SPECIALS 

 

50 

APR ‘17 HOTEL SPECIALS EMAIL 

KPI TRENDS 
Open% was nearly flat MoM & 

YoY 

 

Champion Subject line continued 

to win 

• SL: [FNAME's] May Travel 

Deals (15.7%) 

• SL: Save 30% with May Travel 

Deals (14.7%) 

 

Note: Winner was same as last y 

ear’s 

 

CTO% improved MoM but was 

3.4% below 12-month avg 

 

Open% 

CTO% 

LY Open% 

LY CTO% 

Conv% LY Conv% 
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APRIL ‘17 HOTEL SPECIALS CORE LINK ANALYSIS 

April Hotel Specials generated the highest click volume since Sep ‘16 

• Field offers generated the highest click volume since Aug ‘16, but % of 
overall clicks was 1.0% below 12-month avg 

o Headline leveraged Explorer-Magician voice  

 

Overall there were a lower number of curated offers than a typical month 

• Coast to Coast offer generated 6% of email clicks, slightly lower than avg for 
that content placement 

o Creative used an animated GIF to show breadth of Coast to Coast offer 

 

Today’s Trending Deals offer generated 9% of clicks, well above section avg 

• Top Destinations featured (NYC & Las Vegas) 

• Less overall number of destination offers displayed than other months 

 

eBreaks generated the 2nd lowest % of clicks and 3rd lowest click volume since 
Mar ’16 

• New creative featured for 3rd month in a row 

ACCOUNT BOX 

25% clks, 47% bks 

SEARCH 

8% clks, 10% bks 

FIELD OFFERS 

42% clks, 27% bks 

GETAWAYS 

6% clks, 9% bks 

TSA PRECHECK 

2% clks, 0% bks 

EXPERIENCES 

9% clks, 7% bks 

EBREAKS 

3% clks, 0% bks 
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APR ‘17 HOTEL SPECIALS LINK ANALYSIS 

Observations 

Most clicked content: 

• Coast-to-Coast     8.1 K 

• eBreaks         6.6 K 

• Greece                                   6.2 K 

• NYC             5.1 K 

• Las Vegas                   4.5 K 

• TSA Pre-check                     3.5 K 

1.8 K 

69 BKS 

8.1 K 

336 BKS 

236 

1 BKS 

2.5 K 

0 BKS 

3.5 K 

0 BKS 

505 

3 BKS 

6.2 K 

68 BKS 

5.1 K 

109 BKS 

4.5 K 

69 BKS 

2.0 K 

57 BKS 

6.6 K 

0 BKS 
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OPEN% WAS THE HIGHEST SINCE 

JAN’16 

Destinations deliveries 
increased 15.1% YoY and click 
volume increased 57.0% 

 

April was the 2nd month of the 
“Vacation Planner” series; 
content and subject lines were 
segmented  

• Summer: US, Can, Europe  

• Generic:  ROW 

 

Open% was the highest since 
Jan ’16 

• Subject line test winners 
began with “RE” (abbrv. for 
“regarding”) 

 

• Preheader was personalized 
with first name 
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APR ‘17 DESTINATIONS EMAIL KPI 

TRENDS 

Open% was the highest since Jan 

‘16; separate subject line tests 

were conducted for Summer and 

Generic versions 

Summer: 

• Re: Your Summer Vacation 

(8.0%) 

• How to Plan a Better Summer 

Vacation (5.0%) 

• 4 Secrets to the Best Summer 

Vacation (4.9%) 

 

Generic: 

• Re: Your Next Trip (10.7%) 

• 4 Secrets to a Better Holiday (7.3%) 

• How to Plan a Better Holiday (7.0%) 

 

Note: LY was: [FNAME's] 

Weekend Full of Wanderlust 

 

April CTO% was 4.5% above 12-

month avg 

Open% 

CTO% 

Conv% 

LY Open% 

LY CTO% 

LY Conv% 
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APRIL ‘17 DESTINATIONS CORE LINK ANALYSIS 

April was the second month in the “Vacation Planner” series and generated the 3rd 

most clicks in the past year  

 

2-up layout was continued from March & generated majority of email clicks (52%) 

• This was a section drop of 29% from March, which suggests Top 10 list was more 

engaging 

• Slightly more use of copy  

• Two of the 4 featured articles link off to non-Marriott sites 

Cheap Flights generated the highest clicks in this section (24%) 

 

Difference in interaction between Summer & Generic 

• % of clicks to top content was 16.3% higher in the ‘Summer’ version than in the 

‘Generic’ version 

• % of clicks to Account Box + Search was 22.6% higher in ‘Generic’ version than 

in ‘Summer’ version 

 

Trip Planner section generated the highest click volume since July ‘16 (ft Bahamas, 

Nashville and San Francisco) while Upcoming Trip Module & Travel tip clicks both 

fell below 12 month avgs  

ACCOUNT BOX 

29% clks, 68% bks 

SEARCH 

6% clks, 9% bks 

HEADLINE 

2% clks, 1% bks 

CHEAP FLIGHTS 

24% clks, 0% bks 

ROAD WARRIOR 

7% clks, 0% bks 

TRAVEL HACKS 

10% clks, 8% bks 

PACKING LIST 

7% clks, 5% bks 

CTA 

1% clks, 1% bks 

UPCOMING TRIP 

0% clks, 1% bks 

TRAVEL TIP 

2% clks, 3% bks 

TRIP PLANNER 

6% clks, 5% bks 
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CTO% INCREASED YOY AS 2016 FEATURED 

HIGH VOLUME, LOW CTO% CAMPAIGNS 

YoY, Solo deliveries decreased 

66% YoY and clicks decreased 

49% 

• 2016 Member rates & SPG 

Shareholder Solo generated 

CTO% below 6% 

 

April generated the lowest 

Open% since Jan ’16 

• MVC accounted for 51% of 

solo volume & generated an 

Open% that was 52% below 

Apr solo avg 

 

CTO% was up 94% YoY and 

22% above the 12-month avg 

• SPG Link Account Reminder 

Solo generated a CTO% 125% 

above the 12-month solo avg 
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UPDATES TO HERTZ SOLO DID NOT APPEAR 
TO INCREASE CLICK ENGAGEMENT 

April Hertz updated design  

• Updated main image 

• Orientation & layout of copy & 

content 

• Updated CTA 

 

 

Subject line leveraged Explorer-

Magician tone and generated the 

highest subject line of previous 

Solos 

• SL: Up to 35% off and 5,000 

points with Hertz 

 

 

Apr’17 Jun ‘16 
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SPG ACCOUNT LINKAGE SOLO REMINDER 
SEGMENTS GENERALLY PERFORMED SIMILARLY 

Overall mailing generated 12.6 K 
linked accounts 

 

April SPG Link Account 
Reminder solo was targeted to 
highly engaged members 
(MRCC, Gold, Platinum) 

• April reminder generated a higher 
Open% and CTO% than similar 
SPG solos 

 

Compared to Dec ‘16 reminder 
solo, engagement per segment 
was generally higher: 

 

 

 

 

Which may be a result of high 
performing segment (e.g. 
Previous Opener) that wasn’t 
segmented in April 

Gold 

MRCC 
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MVC FOLLOW-UP 
Marriott Vacations solo was 
resent in April to recipients that 
did not open in March 

• While Open% decreased with 
the resend, there was a net 
gain of: 

• 545 K Opens, 40% of original 

• 48 K Clicks, over half of the 
original 

 

 

 

 

 

 

Updates to creative (in March) 

• Pulled in CTA copy style from 
HS, as these are offer-based; 
CTA shows price value 

• Sticky content at bottom: Why 
Timeshare links to a page on 
the MVC site 

 

 

United States Pacific Asia 
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SPRING ‘17 MEGABONUS TO-DATE 
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LIFECYCLE CLICKS INCREASED 11% YOY DUE 
TO A 28% INCREASE IN DELIVERED EMAILS 

 

Open% and CTO% were down 

YoY, MoM, and below 12-month 

avg 

 

 

Launches of note:  

• Silver Focus: Invitation/TOG 

• 2nd month of updated 

Renewers 
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HIGHEST CTO% SINCE JAN 

‘16 WITH REDESIGN 

A redesigned Renewers 

campaign launched on 3/8 

• Personalized 

• Primary focus on benefits 

 

 

April & March generated 

the highest CTO% vs the 

previous layout 

• The increase may only 

be with Silvers 

• March deep dive analysis 

suggests CTO% 

decreases with new 

template 

 

• Renewers refresh 

planned for 6/28 
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SILVER FOCUS: INVITATION + TASTE OF GOLD Silver Focus Invitation and 

Taste of Gold have been 

automated and will launch 

2nd & 3rd week of each 

month, respectively 

• Performance has been 

consistent with previous years 

despite the change in 

audience size 

 

Invitation SL: Exclusive offers are 

coming your way in 2017 

TOG SL: Enjoy Your Gold Elite 

Status 

 

Invitation Taste of Gold 
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LIFECYCLE: HELLO AGAIN 
Lowest CTO% since Jan ’16 

• For both Hello Again and 

Reminder  

 

 

These emails may most benefit 

by highlighting latest program 

updates 

• Consider updating template to 

support “plug and play” modules  

• Increase content refresh cycle 

 

• Volume is ~ 300 K /month, ~50% 

higher than Welcome  

Hello Again 
[FNAME], it's true! 

Hello Again Reminder 
[FNAME], this is it! 



THANK YOU! 
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APRIL ENEWS BY SECTION 
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APRIL HOTEL SPECIALS BY SECTION 
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APRIL DESTINATIONS BY SECTION 



COMPETITIVE INSIGHTS 69 

REDEEM 
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OFFERS AND PROMOS 
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SPG PRO OFFERS 
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ASSORTED 
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ASSORTED (CONT) 


