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Program clicks fell 7% YoY due to lower monthly delivery volume & 6% decrease in CTO% 

• eNews CTO% fell 24% YoY as engagement to MegaBonus was less than expected 

• Below average 7.3% CTO% as lack of engagement due to Field Offers 

 

Members showed positive click engagement with: 

• Multiple personalized content in eNews 

• Hotel Specials curated offer layout update 

• Upcoming Trip module in Destinations  

 

Notifying members of their eligible bonus points may have increased MegaBonus registrations 

 

New Birthday Offers appeared to generate incremental bookings 

 

Onboarding Open% and Welcome CTO% were improved by respective updates 

 

Test Summary: CTA placement, Offer positioning, subject line optimization 



FEBRUARY 2017 EMAIL PROGRAM REVIEW: EXECUTIVE DASHBOARD 5 

Note: There was an error in reported 
financial metrics due to Omniture 

 

YoY click volume decreased by 7% & 
CTO% decreased 6% 

 

eNews CTO% decreased YoY ft. 
MegaBonus for the 2nd month and 
minus account module 

 

Hotel Specials featured a new layout 
but low CTO% continued from Q4 

 

Destinations maintained an above 
avg Open% with clicks distributed 
throughout the email 

 

Despite YoY shortfall, Lifecycle 
KPI’s improved due to Onboarding 
pause, Welcome/Onboarding 
updates & Birthday Offer 

 

YoY improvements for Solos were 
primarily due to underperformance of 
2016 NFL Sweeps 

 

MRCC KPI’s were nearly flat YoY as 
80K was offered in Feb ‘16 & ‘17  
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DECREASE IN YOY CLICKS DUE TO DECLINES IN ENEWS & HOTEL SPECIALS 

February Key Solo Mailings 

Feb ’17: Feb ’16: 

Delivered / Clicks Delivered / Clicks 
Freddie’s                      12.3 M / 204 K 

MB Reg Reminder         7.9 M / 199 K 

Points Expiration           304 K /   42 K 

METT                            2.6 M /   22 K 

Freddie’s                       10.8 M / 219 K 

NFL 50-to-50                 13.2 M / 135 K 

MB Total Earned             284 K /   54 K 

Points Expiration             233 K /   31 K 
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KPIS FELL SLIGHTLY MOM, 

CONSISTENT WITH YOY TRENDS 

Open% had a slight MoM 

decrease 

  

CTO% was 10% below 12-

month avg & 6% lower YoY 

due to decreases in eNews 

& Hotel Specials 
Open% 

CTO% 

LY Open% 

LY CTO% 

LY Conv% Conv% 



KEY STORYLINES 
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UPCOMING TRIP MODULE GENERATED 

CLICK ENGAGEMENT 

Background: 

Members that had an upcoming 

stay to 1 of 27 specified cities 

within 30 days of receiving 

Destinations received a 

“Upcoming Trip” module that 

linked to the Marriott Traveler 

article for that city 

 

Results: 

Members receiving this 

module had significant click 

engagement with it 

• Member receiving this module 

had a Click% of 0.77% to that 

module 

• Members not receiving this 

module had a Click% of 0.93% 

to the entire email 

 

Click% = clicks/delivered emails 

Marriott’s Traveler: “Essential 

Guide to Downtown Vegas” 

• 1 of 27 city modules 

targeted by upcoming stay 

• Links to Marriott’s Traveler 
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NON-MB TOP OFFER CLICKS 

INCREASED 113% MOM  

Multiple tactics were used 

that may have contributed to 

this success: 

• Integrated subject line & 

Top Offer content 

• Dynamic insertion of 

member points in subject 

line 

• “Travel Hack” theme 

 

Continue to explore 

personalization for both 

main and supporting Top 

offer content 

 

 

113% increase in 

clicks over Jan 

Feb eNews Top Offer (to non-MB) 

Your Account: New Ways to Use Your 

[XXX,XXX] Points 

Jan eNews Top Offer (to non-MB) 

Your Account: Find Your Moment in 

More Places 

Note: Open% of MB segments is 

unknown 



1) Targeting Moments increased click engagement 

• 2 Moments were targeted based on points and 

generated slightly higher click engagement than a 

generic message 
o Carnival Cruise (200K+ pts)     0.43% Click% 

o Game of Thrones Concert (55K-199K pts) 0.12% Click%  

o Ways to Use Points (< 55K pts)    0.07% Click%  
 

 

2) Hertz offer dynamically inserted First name & 

generated 6x more clicks than the avg Hertz offer 

ENEWS 11 

PERSONALIZING CONTENT INCREASED ENGAGEMENT IN 

ENEWS REWARDS 
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TOP CTA GENERATED MORE CLICKS 

THAN THE BOTTOM PLACEMENT 

*While Open data was not provided results 

would have been statistically significant if 

one cell generated a 22.4% Open% (1.1 M 

opens) vs 20.4% (1.0 M opens) 

~11% HIGHER CLICK ENGAGEMENT 
(130 K CLICKS*) 

MegaBonus CTA layout 

was tested in eNews 

Top Offer for members  

 

The Top-Centered CTA 

generated 11% more 

clicks* 

 

 

Top-Centered CTA (Test) Bottom-Centered CTA (Control) 
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MAJORITY OF SUMMER PLANS START BEFORE MAY 

895 Clicks 

27% 

690 Clicks 

21% 

1.1 K Clicks 

34% 

559 Clicks 

17% 



HOTEL SPECIALS 14 

PROPENSITY OFFERS DROVE YOY CLICK 

DECREASE; “TRENDING 6” A POSITIVE CHANGE 

1) Propensity Field Offer 

YoY clicks decreased the 

most of any section 

Suggests benefit to 

improvement in Field Offer 

quality & propensity model 

 

2) Curated Offers YoY 

decreased the least 

• New layout: Trending 6 

• Feb ’17 did not have the 

benefit of featuring 

MegaBonus  

Continue to utilize & explore 

different positioning 

 

 

 

ACCOUNT BOX:   -13 K 

EBREAKS 

12 K Clicks 

  SEARCH:     -9 K 

PROPENSITY FIELD OFFERS:    -47 K 

Feb ‘16 Feb ‘17 

YoY section 

Click change  
Trending 6 Getaways & Experiences 

 CURATED OFFERS: -4 K 
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NEW EBREAKS MAP CREATIVE GENERATED 
21% MORE CLICKS THAN THE 12-MO AVG 



The “higher value” segments had significantly higher Email KPI’s 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

In February, a reminder was deployed and a Base Offer sub-segment was targeted 

MEGABONUS REMINDER 16 

BACKGROUND: SPRING MEGABONUS HAD 3 OFFER 

TARGET AUDIENCES 

Base Offer: 2x points 30K Offer 40K Offer 

24% Open% 

11% CTO% 

45% Open% 

47% CTO% 

52% Open% 

59% CTO% 
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A BASE OFFER SUB-SEGMENT 

GENERATED 6X HIGHER BPK 

Observations: 

Base Offer members that had a 

stay eligible for MB bonus were 

targeted with a message and 

generated: 

• Open% & CTO% similar to 

higher value segments 

• 6x higher BPK than Base group 

 

Performance may be inherent 

of the segment or due to 

targeted content 

 

Establishing a control group 

would help answer:  

Did targeting content 

increase their response? 

Base Offer 

Base Offer: Eligible Stays 

30K (& 45K) Offer 

6X HIGHER 

BPK THAN… 

SIMILAR OPEN% 

& CTO% TO… 
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ONBOARDING WAS UPDATED AND 

OPEN RATES IMPROVED 

Background: 

Onboarding was updated late Jan 

• Deployed Monday 

• Subject line overhaul 

 

Results: 

• 2nd highest Open% since launch 

• Later Emails in series experienced 

higher increase in Open% 

Sequencing & improved copy 

likely impacted Open rates 

 

 

Noteworthy: 

• Onboarding was partially paused 

in Feb 

• Jan also experienced higher than 

avg Open% 

• CTO% was lower than 2016 avg, 

suggesting an opportunity to 

improve content 

Subject line changes: 
• Day of Week 

• “Tip” themed 

• Sequenced 

• Copy updated 
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WELCOME SERIES SUBJECT LINE UPDATES 

NEGATIVELY IMPACTED OPEN RATES 

Welcome subject line & some 

content were updated on 2/7 

 

Lowest Open% since Jan ‘16 for 

the campaign & individual Emails 

• First Name (Welcome) 

• Copy updates 

• Sequencing as the lead 

 

Sequencing may have less value 

• Unlike Onboarding, marketing 

Emails are suppressed until 

Welcome series are complete 

• Only value may be to put context 

among clutter 

 

Opportunities 

• Remove exclamation from first 

name 

• Copy testing 

• Sequencing moved to back 

 

 

Subject line changes: 
• Moved up sequencing 

• Updated Subject lines 

t 
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ADDING IN ACCOUNT LINK CONTENT 

IMPROVED CLICK ENGAGEMENT 
Welcome subject line & some 

content was updated on 2/7 

• Only EES1 & 2 had updates 

 

Overall CTO% improved slightly  

• 1% over 2016 avg 

 

EES1 was updated with Account 

Linkage content 

• CTO% was 9% over 2016 avg 

• Highest CTO% since Jan ’16 

 

Response suggests new 

members may respond well to 

Link Account message, consider: 

• Communicating to them as a 

unique segment on ongoing 

Account Linkage comms 

• Update Onboarding 

Dynamic Account Linkage 

content helped drive CTO% 

increase 

SL: EES1: Tip 1 of 3: Personalize Your Account 
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CONTENT UPDATES APPEARED TO 

DECREASE CTO% IN EES2 

EES 2 content updates resulted in 

lowest CTO% since Jan ‘16 

• Redeem was placed above Earn as 

Top Offer 

• New subject line created different 

expectations to content 

• Copy & CTA modifications 

• Image update 

• Lack of milestone 

 

Recommendations:  

• Continue to monitor 

• Link analysis comparison  

 

 

New EES2 (2/7) Old EES2 
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BIRTHDAY OFFER LAUNCHED TO 
GENERATE INCREMENTAL BOOKINGS 

Birthday Offer 

• Sent a month prior to member 

birthday 

• 2 offers tested (+hold out); free 

night w/ 

o 3+ nights stay 

o 2+ nights with Fri/Sat stay 

 

3+ Nights offer generated 

higher Open%*, CTO%, and 

Conv% 

• Fri/Sat Night offer may still have 

value if it is driving incremental 

leisure stays 

 

 

 

 

 

 

3+ Nights Stay: Celebrate Your Birthday With a Free Night 

 

Only differences between offers 

were offer details in copy 

*Note: Open% showed significant 

difference despite the same SL used 

for both offers 
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BIRTHDAY OFFERS APPEARED TO 

GENERATE INCREMENTAL BOOKINGS 

Also, Active/Inactive segments 

were established:  

• Drive retention for actives 

• Incremental business for 

inactives 

 

3+ Nights offer generated a 

higher BPK for both segments 

 

Birthday Offer appeared to 

generate incremental 

bookings for inactives as 

BPKs were similar to METTs, 

Destinations, and Hotel specials 

 

 

 

 

 

 

 

 

3+ Nights Stay: Celebrate Your Birthday With a Free Night 

 

* = has stay in last 12 months 

Note: Active segment - stay in last 12 months 

         Bookings/Revenue impacted by Omniture 



FEBRUARY TESTING SUMMARY 

 ENEWS TOP OFFER CTA POSITION 

 BIRTHDAY RECOGNITION OFFER TEST 

• MRCC POINTS OFFER 

• SUBJECT LINE OPTIMIZATION 
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INCLUDING BONUS POINT IN COPY 

INCREASED ENGAGEMENT 
Supporting copy was 

tested 

• SuperT included 80K 

bonus point copy 

 

SuperT generated more 

clicks 

• Section CTO% by 3% 

• Campaign level by 1% 

 

Small addition of promo 

value helped increased 

engagement 

80K/2 Free Nights (SUPERT) 2 Free Nights (SUPERT3) 

+1% HIGHER EMAIL CLICKS 

+3% SECTION CLICKS 
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SUBJECT LINE TESTING 

Freddie’s Solo: 

• [FNAME], You Make Us Great (22.7%)*  

• It's Time to Cast Your Vote (21.1%) 

• You Get to Vote in This Awards Show (20.7%) 

 

 

Hotel Specials: 

• [FNAME], Your March Travel Deals (9.5%)*  

• March Travel Deals: Save 20% on Hotels (8.7%) 

 

 

Q1 ECM Newsletter: 

• Exclusive Offers Just for Cardholders (40.1%)** 

• Exclusive Offers - Just for You as a MRCC Cardmember (38.1%) 

• Exclusive Offers Just for You (37.8%) 

 

 

 

 

 

 

Descriptors of winning subject line: 

First name, thankful, member-centric 

Note: Since 2012, Freddie’s Solo highest Open rates have 

used “You” or “us” in subject lines   

 

 

 

First name, personalized with “You” 

 

 

 

 

Winner after 2 hours; Cardmember more personalized? 

“Ultimate winner”;  personalized with “You” 

 

*Results are statistically significant 
** Winner after 2 hours.  However, after clicks are collected the winner was: Just for You as a MRCC Cardmember 

Benefits of using “You” 
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SUBJECT LINE TESTING (CONT) 

Destinations (Core): 

• 4 Trips for Every Relationship Stage (4.3%)*  

• 4 Trips that Match Your Love Life ? ? (3.5%) 

• Your Love Life Could Determine Your Next Trip (3.3%) 

 

Destinations (TSAT): 

• Your Love Life Could Determine Your Next Trip (7.1%)*  

• 4 Trips that Match Your Love Life ? ? (6.8%) 

• 4 Trips for Every Relationship Stage (6.6%) 

 

Destinations (WHPH): 

• 4 Trips for Every Relationship Stage (12.3%)*  

• 4 Trips that Match Your Love Life ? ? (11.5%) 

• Your Love Life Could Determine Your Next Trip (2.0%) 

Descriptors of winning subject line: 

All encompassing; Listicle; avoids the word “Love”.  

 

 

 

 

Curiosity; playful 

 

 

 

 

Avoids the world “Love”.  All encompassing; Listicle  

*Results are statistically significant 

The same subject line resonated with Core & WHPH 
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VALIDATE YOUR CONTENT DECISIONS & EXTRA EFFORTS 

Upfront time to set up: 

• Hold out & control groups 

• Identification in secondary segment 

 

Will result in : 

• Clean, confident results 

• Less repetitive testing 

• More insight, better performing campaigns 



KEY TAKEAWAYS 
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Explore opportunities to increase personalization in communications 

• Informing content by travel activity, point details, & behavior increases relevancy  

• Continue & expand Upcoming Trip module in Destinations 

• Leverage the high visibility of eNews Top Offers 

 

Continue to explore positioning of curated offer to improve Hotel Specials 

 

Sequencing helped improved Onboarding open rates & should be explored for future series 

 

New members may be particularly responsive to Account Linkage communications; develop unique 

messaging for new members and updating Onboarding 

 

Understand leisure/business stay behavior while Birthday Offer hold out results are gathered 

 

MRCC test indicated quantifying value of free nights increases value of offer 

 

Subject line testing indicated usage of ‘you’ can impact Open%; leverage in subject lines and copy 



COMPETITIVE INSIGHTS 
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WORLD OF HYATT ANNOUNCEMENT 

Preview (2/21) 

Welcome to World of Hyatt Membership  

New program benefits for March 1 

• New ways to earn 

• New point redemptions 

• Free night with 5 stays 

Announcement (3/5) 

World of Hyatt Is Here 

Introduction to program, invites 

member to explore 

rewards/benefits 

Same-day as 

Announcement 

supporting 

Module (3/5) 
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FREDDIE’S AWARDS 

2/15 - Hyatt leveraged  multiple touchpoints:  

Solo & “eNews Top Offer” 

Solo Subject line: Vote for Hyatt Gold 

Passport 

2/26 - SPG leveraged the number of 

nominations to show the breadth of 

recognition 

Subject line: Polls are Open: Vote SPG in the 

Freddie Awards. 

2/27 “eNews Top Offer 
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SEASONAL ENERGY MOMENTS 
Valentine's Day President’s Day 

Spring 



APPENDIX 
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OMNITURE TRACKING UNDER REPORTED ORDERS & 

REVENUE IN JAN & FEB 
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FEB ‘17 ENEWS SECTIONS 

Placement/Position in Email impacts engagement 

1) Hotel Openings generated 111% more clicks than 12 month avg  

o Highest position to date 

o Koala Landing – Hawaii generated majority of clicks 

o New layout 

2) Two Bellmen 3 was positioned lower than when Two Bellmen 2 was featured and  

generated 7K fewer clicks 

 

Unknown impact from content synergy 

• Two Bellman 3 took place in Seoul and was the featured city in City Scene 

• City scene generated the 3rd least clicks since Jan ‘16, but low engagement with 

international destinations is common 

 

Reaction Module did not appear to increase click engagement 

• Generated 21% fewer clicks than City Scene avg, which is typically in that position 

 

eBreaks still generating click engagement 

• Click% was higher than the 12 month avg but generated less clicks vs previous months 

ACCOUNT BOX 

22% clks, 36% bks 

TOP OFFER 

58% clks, 53% bks 

SEARCH 

4% clks, 4% bks 

SUMMER TRAVEL 

1% clks, 0% bks 

HOTEL OPEN 

3% clks, 3% bks 

TWO BELLMEN 3 

1% clks, 0% bks 

CITY SCENE 

1% clks, 0% bks 

EBREAKS 

2% clks, 0% bks 

REWARDS 

8% clks, 3% bks 
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YOY OPEN% DECREASED 8% & CTO% 11% A subject line test was 

conducted: 

• Fname, You Make Us Great 

(22.7%)  

• It's Time to Cast Your Vote 

(21.1%) 

• You Get to Vote in This Awards 

Show (20.7%) 

 

High Open% contained 

‘you/your’ and ‘us’ in subject 

lines* 

2016 2017 

* 
* 

* 
* 
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Winner after 2 hours  

 

 

 

 

 

 

 

Ultimate winner was another subject line AND the original winner became the worst performer 



FEBRUARY 2017 MR  

CAMPAIGN REVIEWS 
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CTO% FELL BY 24% YOY eNews deliveries increased 

24.3% YoY while click 

volume decreased 6.7% 

 

CTO% was 15% below 12-

month average 

 

Note: TSAT & WHPH audience 

size increased significantly due 

to a Jan rescore 
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FEB ‘17 ENEWS EMAIL KPI 

TRENDS 

Open% increased MoM but 
was 4.0% below 12 month 
avg 

 

Subject lines were targeted 
based on MB eligibility: 
• Your Account: Register for 

Bonus Points 

• Your Account: MegaBonus 
Next Steps 

• Your Account: New Ways to 
Use Your [XXX,XXX] Points 

 

CTO% increased 17% MoM, 
but was 15% below 12 
month average 

 

Open% 

CTO% 

LY Open% 

LY CTO% 

Conv% LY Conv% 
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FEB ‘17 ENEWS SECTIONS 
eNews generated 9.7% less clicks than 12 month average 

 

 MegaBonus did not drive click engagement as expected 

• While MB-Top Offer received the majority of eNews clicks & more section clicks than Jan 

(70K), it generated less clicks than previous MB offers (37K drop vs LY) 

• Non-MB Top Offer featured Cash+Points tied with SL (dynamically inserted point amount) & 

may have generated more click engagement than standard non-MB content (MoM clicks of 

Non-MB offer content increased 113%) 

 

 

 

 

 

 

 

Lack of Account Module negatively impacted click engagement 

• Rewards section generated the 2nd lowest click volume and 3rd lowest % of clicks since Jan 

’16 

ACCOUNT BOX 

22% clks, 36% bks 

TOP OFFER 

58% clks, 53% bks 

SEARCH 

4% clks, 4% bks 

SUMMER TRAVEL 

1% clks, 0% bks 

HOTEL OPEN 

3% clks, 3% bks 

TWO BELLMEN 3 

1% clks, 0% bks 

CITY SCENE 

1% clks, 0% bks 

EBREAKS 

2% clks, 0% bks 

REWARDS 

8% clks, 3% bks 
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FEB ‘17 ENEWS SECTIONS 

Placement/Position in Email impacts engagement 

Hotel Openings generated 111% more clicks than 12 month average 

• Highest position to date 

• Koala Landing – Hawaii generated majority of clicks 

• New layout 

Two Bellmen 3 was positioned lower than when Two Bellmen 2 was featured and  

generated 7K lower clicks 

 

Unknown impact from content synergy 

• Two Bellman 3 took place in Seoul and was the featured city in City Scene 

• City scene generated the 3rd least clicks since Jan ‘16, but low engagement with international 

destinations is common 

 

Reaction Module did not appear to increase click engagement 

• Generated 21% fewer clicks than City Scene average, which is typically in that position 

 

eBreaks click engagement was higher than the 12 month average with this section, 

though overall clicks were below the 12 month average 

 

ACCOUNT BOX 

22% clks, 36% bks 

TOP OFFER 

58% clks, 53% bks 

SEARCH 

4% clks, 4% bks 

SUMMER TRAVEL 

1% clks, 0% bks 

HOTEL OPEN 

3% clks, 3% bks 

TWO BELLMEN 3 

1% clks, 0% bks 

CITY SCENE 

1% clks, 0% bks 

EBREAKS 

2% clks, 0% bks 

REWARDS 

8% clks, 3% bks 
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FEB ‘17 ENEWS REWARDS SECTION ANALYSIS 

Targeting Moments appeared to increase click engagement 

• 2 Moments were targeted based on member points and generated 

slightly higher click engagement than a generic message 

o Carnival Cruise (200K+ pts)     0.43% Click% 

o Game of Thrones Concert (55K-199K pts) 0.12% Click%  

o Ways to Use Points (<55K pts)    0.07% Click%  
 

• Hertz offer leveraged dynamic name insertion & generated 6X more 

clicks than the average Hertz offer 

2.7 K 

31 BKS 

7.0 K 

4 BKS 

10.2 K 

82 BKS 

8.3 K 

148 BKS 

10.2 K 

0 BKS 
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MAJORITY OF SUMMER PLANS START BEFORE MAY 

895 Clicks 

27% of Responses 

690 Clicks 

21% of Responses 

1.1 K Clicks 

34% of Responses 

559 Clicks 

17% of Responses 
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CTO% FELL 25% YOY Hotel Specials deliveries 

increased 2.9% YoY while 

click volume decreased 

26.2% 

 

While CTO% was a 4 

month high, it was 18% 

below a 12-month average 
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FEB ‘17 HOTEL SPECIALS EMAIL 

KPI TRENDS 
Open% was 2.4% below 

12 month avg; a subject 

line test was conducted: 

• Your March Travel Deals 

(9.5%) 

• March Travel Deals: Save 

20% on Hotels (8.7%) 

 

CTO% was 18% below 

12 month avg 

 

Open% 

CTO% 

LY Open% 

LY CTO% 

Conv% LY Conv% 
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49 

FEBRUARY ‘17 HOTEL SPECIALS CORE LINK ANALYSIS 

Overall mailing generated 19.7% fewer clicks than 12 month 

average; click volume decreased to all sections except eBreaks 

 

Field Offers generated 21% fewer clicks than 12 month average 

• This was the largest decrease of any section compared to its average 

 

The impact of the new curated offer layout is uncertain; compared to 

other Hotel Specials, this section generated: 

• 23.2% higher % of clicks 

• 12.1% fewer clicks  

 

eBreaks featured new creative; generating 20.7% more clicks than 

the 12 month average 

ACCOUNT BOX 

25% clks, 51% bks 

SEARCH 

9% clks, 12% bks 

FIELD OFFERS 

42% clks, 28% bks 

CURATED OFFERS 

16% clks, 9% bks 

EBREAKS 

7% clks, 0% bks 
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FEB ‘17 HOTEL SPECIALS LINK ANALYSIS 

Observations 

Most clicked content: 

• eBreaks      11.5K 

• Resort Vacations      6.7K 

• South Florida                          6.6K 

• NYC              4.8K 

• Golf Package                   3.1K 

• Myrtle Beach                          2.9K 
 

Resort Vacations generated 0.9% more clicks than 
South Florida; WHPH & TSAT were more interested 
in South Florida offer, generating 12.1% & 23.0% 
more clicks than Resort Vacations respectively 

 

‘20% Off’ offers generated the most clicks 

779 

5 BKS 

11.5 K 

0 BKS 

6.6 K 

110 BKS 

4.8 K 

65 BKS 

6.7 K 

66 BKS 

1.3 K 

8 BKS 

3.1 K 

49 BKS 
2.9 K 

29 BKS 
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DESTINATIONS OPEN RATE WAS 

THE 2ND HIGHEST IN 8 MONTHS 

Destinations featured a V 

Day-themed destination 

recommendation, based 

on relationship status 

 

Open% was 3.0% above 

average 
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FEB ‘17 DESTINATIONS EMAIL KPI 

TRENDS 

Open% was 3.0% above 

average; a subject line 

test was conducted: 

• 4 Trips for Every 

Relationship Stage 

(4.3%)*  

• 4 Trips that Match Your 

Love Life ?? (3.5%) 

• Your Love Life Could 

Determine Your Next Trip 

(3.3%) 

 

CTO% was 18% below 7 

month average 

 

Open% 

CTO% 

Conv% 
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DESTINATIONS FEATURED RECOMMENDATIONS 

BASED ON RELATIONSHIP STATUS 
Overall click volume was down 6.8% MoM and 15.0% below 7 month 

average 

• February did not feature a Top Offer or image 

• These links typically generate ~9K clicks 

 

Destinations audience appeared to read through entire Email 

• “Forever” generated the most clicks out of the four main recommendations 

• Trip Planner generated high click engagement, despite being the bottom content 

 

Trip Planner section generated the 2nd highest section clicks since Jul 

’16 

• Savannah  43% of section clicks 

• Europe   30% of section clicks 

• Jamaica   27% of section clicks 

ACCOUNT BOX 

29% clks, 54% bks 

SEARCH 

6% clks, 7% bks 

SINGLE 

12% clks, 0% bks 

FEW MONTHS 

11% clks, 8% bks 

EARLY YEARS 

8% clks, 4% bks 

FOREVER 

19% clks, 19% bks 

BOTTOM CTA 

4% clks, 3% bks 

UPCOMING TRIP 

1% clks, 1% bks 

TRAVEL TIP 

1% clks, 1% bks 

TRIP PLANNER 

6% clks, 3% bks 

HEADLINE 

2% clks, 0% bks 
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YOY CLICKS WERE FLAT DESPITE A 10% 

DECREASE IN EMAIL VOLUME 
Solo deliveries decreased 

9.8% YoY while clicks 

were nearly flat 

 

Open% decreased 2.5% 

YoY 

• YoY decrease of Freddie’s 

solo Open% 

• MB Registration Reminder 

generated lower Open% than 

Feb ‘16/’17 Solo category 

 

YoY CTO% increased by 

14% 
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SPRING ‘17 MEGABONUS 

REGISTRATION REMINDER 

Observations: 

Spring ‘17 Reminder generated a 

higher CTO% than Spring  & 

Summer ‘16 
 

While Higher Offer segments 

responded better to the 

announcement and reminders, the 

decrease in Open% and CTO% to 

the reminders were significantly 

larger 

• Base Offer = -10% / -12% 

• 30K Offer = -28% / -32.6%  

• 45K Offer = -35.0% / -32.6% 
 

Base Offer Members that had a 

stay eligible for MB bonus had 

similar were targeted with a 

message and generated Open% & 

CTO% similar to higher value 

segments 
 

Establishing a control group 

would help determine the lift 

from this targeting 

 

 

Base Offer Base Offer: Eligible Stays 30K (& 45K) Offer 
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YOY OPEN% DECREASED 8% & CTO% 11% A subject line test was 

conducted: 

• You Make Us Great (22.7%)  

• It's Time to Cast Your Vote 

(21.1%) 

• You Get to Vote in This Awards 

Show (20.7%) 

 

High Open% contained 

‘you/your’ and ‘us’ in subject 

lines* 

2016 2017 

* 

* 

* 
* 
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SPRING ‘17 MEGABONUS TO-DATE 
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INCLUDING BONUS PT IN COPY 

INCREASED ENGAGEMENT 
Supporting copy was 
tested 
• SuperT included 80K 

bonus pt copy 

 

 
SuperT generated more 
clicks 
• Section CTO% by 3% 

• Campaign level by  1% 

 

 
Small addition of promo 
value helped increased 
engagement 

80K/2 Free Nights (SUPERT) 2 Free Nights (SUPERT3) 

+1% HIGHER EMAIL CLICKS 

+3% SECTION CLICKS 
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DELIVERY INCREASED YOY BY 7.6% 
AND CLICKS DECREASED SLIGHTLY 

CTO% was 1.2% above 12 

month average; highest 

since Aug ‘16 

• Welcome series generated the 

highest CTO% since Sep ’16 
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ONBOARDING WAS UPDATED 

AND OPEN RATES IMPROVED 

Onboarding was updated late Jan 

• Deployed Monday 

• Subject line overhaul 

 

Results: 

• 2nd highest Open% since launch 

• Later emails in series experienced 

higher increase in Open% 

 

Sequencing & improved copy 

likely impacted Open rates 

 

Noteworthy: 

• Onboarding was partially paused in 

Feb 

• Jan also experienced higher than 

avg Open% 

• CTO% was lower than 2016 avg, 

suggesting an opportunity to 

improve content 

Subject line changes: 
• Day of Week 

• “Tip” themed 

• Sequenced 

• Copy updated 



FEBRUARY 2017 MR CAMPAIGN REVIEWS 61 

WELCOME SERIES SUBJECT LINE UPDATES 

NEGATIVELY IMPACTED OPEN RATES 

Welcome subject line & some 

content was updated on 2/7 

 

Lowest Open% since Jan ‘16 for 

the campaign & individual Emails 

 

Sequencing may have less value 

• Unlike Onboarding, marketing 

Emails are suppressed until 

Welcome series are complete 

• Only value may be to put context 

among clutter 

 

Recommend test removing 

sequencing 

 

 

 

Subject line changes 
• Moved up sequencing 

• Updated Subject lines 
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MEMBER POINTS WELCOME SERIES 
Overall: 

• 2/7 Content & subject lines updates 

• Lowest Open% since Jan ’16 

• CTO% 0.8% above 2016 avg and 

highest since Aug ’16 

 

All mailings in the series generated the 

lowest Open% since Jan ’16 

o Points Welcome subject line was 

personalized and had lowest Open% drop 

compared to 2016 averages 

o EES1-3 subject lines began with “Tip X of 

3:…” 

Points Welcome generated the 3rd lowest 

CTO% since Jan ‘16 

EES1 generated the highest CTO% since 

Jan ‘16 

o Updated version featured SPG ‘link 

account’ and ‘point transfer’ milestones 

EES2 generated the lowest CTO% since 

Jan ’16 

o Updated version swapped order of earn 

and redeem content from previous version 

EES3 generated the highest CTO% since 

Jan ‘16 
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BIRTHDAY OFFER LAUNCHED TO 

GENERATE INCREMENTAL BOOKINGS 

Birthday Offer 

• Sent a month prior to member 

birthday 

• 2 offers tested (+hold out); free 

night w/ 

o 3+ nights stay 

o 2+ nights with Fri/Sat stay 

 

3+ Nights offer generated 

higher Open%*, CTO%, and 

Conv% 

• Fri/Sat Night offer may still have 

value if it is driving incremental 

leisure stays 

 

 

 

 

3+ Nights Stay: Celebrate Your Birthday With a Free Night 

 

Only differences between offers 

were offer details in copy 

*Note: Open% showed significant 

difference despite the same SL used for 

both offers 
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ACTIVE/INACTIVE SEGMENTS 

FAVORED THE 3+ NIGHTS OFFER 

Also, Active/Inactive 

segments were established:  

• Drive retention for actives 

• Incremental business for 

inactives 

 

3+ nights offer generated 

a higher BPK for both 

segments 

 

Birthday Offer appeared 

to generate incremental 

bookings for inactives as 

BPKs were similar to 

METTs, Destinations, and 

Hotel specials 

 
 

 

 

 

 

 

 

3+ Nights Stay: Celebrate Your Birthday With a Free Night 

 

* = has stay in last 12 months 

Note: Active segment - stay in last 12 months 

         Bookings/Revenue impacted by Omniture 



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



COMPETITIVE INSIGHTS 69 

ASSORTED 
Wyndham 

SPG 
Kimpton 
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ASSORTED CONTINUED 

Mobile used for acquisition 
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PROMOTIONAL ACTIVITY 

Indicates sale ended 

and provides follow up 

offer 

Hilton: 2K and 2X Points Promos 

IHG: Happy Place Promo 
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WEEKEND OFFERS 
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PARTNER OFFERS Wyndham 

Hilton 


