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JANUARY 2017 KEY STORYLINES 

Low send volume resulted in low monthly bookings but the highest booking per delivered (BPK) 
since July ’16 

 

eNews announced the launch of MegaBonus but generated lower Open% & CTO% YoY 

 

Jan’ 17 MegaBonus Announcement generated high BPK and supporting touchpoints generated 
insights through new content & testing 

 

Destinations saw above avg Open% & created demand for a high number of destinations 

 

Hotel Specials new Field Offer design did not reverse low Q4 click & booking engagement 
trends 

 

Engagement with some Lifecycle campaigns continued to show declines 

 

Test Summary: eNews CTA, Offer positioning, CTA copy, Subject line optimization 
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YoY bookings decreased by 15% 
due to 12% email volume drop 

 

eNews BPK decreased YOY due to 
declines in Open & CTO% despite 
featuring MegaBonus  

 

Hotel Specials low booking per 
delivered continued due to low 
CTO% 

 

Destinations Open% increased 
YoY supporting “12 Months of 
Travel” theme, while CTO% fell 

 

Lack of MegaBonus Preview & 
Protea/Delta lowered Solo delivery 
& booking volume but increased 
overall KPI efficiency  

 

Lifecycle YoY KPI decreased 
across multiple campaigns & due to 
Onboarding KPIs 

 

MRCC featured 80 K offer & 150 K 
vs LY’s 50 K 
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2ND LOWEST SEND VOLUME IN THE PAST YEAR DUE TO LOW SOLO VOLUME 

January Key Solo Mailings 

Jan ’17: Jan ’16: 

Delivered / Bookings Delivered / Bookings 

MB Announcement       9.1 M / 14.6 K 

Abandoned Search      294 K / 3.4 K 

METT                           2.3 M / 2.3 K 

MB Reg Confirmation  420 K / 1.9 K 

MB Preview                    7.8 M / 12.1 K 

MB Announcement         7.8 M / 10.6 K 

Protea/Delta                  15.0 M / 4.7 K 

Abandoned Search         119 K / 1.6 K 
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KPIS IMPROVED FROM Q4 & NEAR 

FLAT YOY 

Open% was 3% above 
2016 avg due to MB 
Announcement Solo, 
Destinations & MRCC 

 

CTO% was flat YoY and 
5% below 2016 avg 

• Destinations & Hotel 
Specials CTO% were the 
3rd lowest since Jan ’16 

• Reduction of low CTO% 
Solos balanced overall 
CTO% 

 

 

 

Open% 

CTO% 

Conv% 



KEY STORYLINES 
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MEGABONUS DID NOT DRIVE THE SAME 

ENGAGEMENT IN ENEWS AS EXPECTED 

 Spring ‘16 MegaBonus shortfall 

• Similar clicks as Jan ‘16 (did not ft MegaBonus)  

• Fall’16 MB launched in Sep eNews: 55% of email clicks (vs Jan’16:  47%)  

 

Low engagement with content overall 

• Account Box/Search had double digit increases in section % of clicks vs 2016 

• All sections (except City Scene) generated lower click volumes than 2016 avgs 

• NFL mobile milestone message takeover resulted in 77% decrease in clicks vs 

2016 avg; lowest click engagement with NFL Redemptions in  2nd Top Offer 

• eBreaks generated below avg clicks & no bookings 

 

The bright side 

• City Scene featuring Cuba generated more section clicks than 2016 avg 

• ShopMarriott sweepstakes generated 2.5x more clicks than any other piece of 

content below the Top Offers 

• Brand Propensity may have generated more engagement than Brand Spotlights  

 

24% clks, 

46% bks 

50% clks, 

39% bks 

2% clks, 

1% bks 

6% clks, 

9% bks 

10% clks, 

2% bks 

1% clks, 

0% bks 

1% clks, 

0% bks 

1% clks, 

1% bks 

2% clks, 

0% bks 

1% clks, 

0% bks 

1% clks, 

1% bks 
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FOR WHPH, BRAND PROPENSITY MAY HAVE 

GENERATED MORE CLICK ENGAGEMENT THAN 

BRAND SPOTLIGHT 

Further analysis is 

recommended due to key 

differences between the 

two sections: 

• Amount of content 

• Redemptions 

• Brand Propensity 

generated half the clicks 

as Brand Spotlights 

 

 

 

 

* Comparing when MegaBonus 

type offers were featured 

Increase in WHPH audience 

due to Jan’17 rescore 

Jan ‘17 Brand Propensity July ‘16 Brand Spotlight 

GENERATED 

HIGHER % OF 

EMAIL CLICKS 

THAN BRAND 

SPOTLIGHT AVG 
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SPRING ‘17 ANNOUNCEMENT GENERATED 

MORE BOOKINGS AND HIGHER BPK YOY 

Unique campaign 

elements 

 

2x point bonus offer 

 

No preview for Spring ‘17  

 

Segments (& offer) focused on 

more frequent travelers 

 

Earlier launch than Spring ‘16 

• eNews (1/3)  

• Solo  (1/10) 

• 2016 

o Preview (1/7) 

o Announcement (1/27) 
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INCLUDING OFFER DETAILS IN THE REGISTRATION 

CONFIRMATION SUBJECT LINE INCREASED OPEN% 

Also, unlike Announcement 
Registration Confirmation 
emails  universally generate 
Open% > 50% 

• Across campaigns 

• Across offer segments 

 

Capitalize on the high 
Open rate to highlight key 
initiatives, for example: 

• Hotel Recommendations 

• Member rates 

• eBreaks 

• Booking opportunities 

• Redemption opportunities 

 

Table 1. Open% Registration Confirmations 

OFFER DETAILS 

HELPS OPEN% 
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“BOOK NOW” CTA COPY GENERATED THE HIGHEST 

BPK FOR REGISTRATION CONFIRMATION 

3 Way CTA test conducted 
in Registration 
Confirmation 

 

“Book Now” version 
generated the highest 
bookings per email 
delivered 

 

“Find a Hotel” generated 
the highest campaign & 
CTA CTO%  

 

In a previous Oct test, 
“Plan a Stay” generated a 
higher BPK; Key 
differentiators: 
• MB Offer 

• CTA style 

• Supporting content 

 

 

+20% 

HIGHER 

BPK  
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RESULTS DIFFERED AT THE SEGMENT LEVEL 30 K + 45 K Offer 

• “Book Now” generated 
the highest BPK 

• “Plan a Stay” was 2nd”  

• Oct testing results were 
reversed  

“Book Now” & “Plan a 
Stay” drive similar 
value to high value 
segments 

 

No Offer  

• “Find a Hotel” & “Book 
Now” similar BPK  

• “Find a Hotel” also 
generated the highest 
CTO%* 

 

 

 

 

FAVORED BY 30 K 

& 40 K SEGMENTS 
FAVORED BY “NO 

OFFER” SEGMENT 

* campaign & link level 
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MEMBERS VALUED HOTEL PROPENSITY AS A 

2ND FEATURE IN MEGABONUS ACHIEVEMENT  

MegaBonus Achievement 
featured 3 Hotel 
Recommendations based 
on hotel propensity 
model used in Incent 
Redemption 

 

Hotel Recommendations 
generated as much clicks 
as the Top Offer 

 

Consider including this 
content module in other 
communications 

 

 

 

 

MB OFFER 

25.2% clks 

HOTEL 

RECOMMENDATIONS 

24.8% clks 
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JAN DESTINATIONS OPEN RATE WAS 3% HIGHER YOY  

Destinations Core: 

• Where (and Why) to Travel Every Month (3.7%)*  

• 12 Places to Go in 2017 (3.4%) 

• 12 Cities in 12 Months | Your 2017 Trip Planner (3.3%) 

 

Destinations TSAT: 

• Where (and Why) to Travel Every Month (8.7%)*  

• 12 Cities in 12 Months | Your 2017 Trip Planner (8.5%) 

• 12 Places to Go in 2017 (8.0%) 

 

Destinations WHPH: 

• Where (and Why) to Travel Every Month (14.3%)*  

• 12 Cities in 12 Months | Your 2017 Trip Planner (14.2%) 

• 12 Places to Go in 2017 (13.9%) 

 
* Note: Results are statistically significant; Open rates are from 1 hour window of SL testing 

Descriptors of winning subject line 

Unique subject line vs traditional listicle style  

Not just recommendations, but reasons 

 

The same subject line resonated across PO segments 
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Distribution of clicks throughout months suggest the entire content was 

viewed 

 

The value of Destinations isn’t defined by clicks, opens = reach 

• While overall click volume was 10% below the 2016 avg, content & CTAs were less 

booking oriented 

• Destinations has generated similar Open rates to eNews and in Jan nearly the same 

opens 

 

The 4 top clicked destinations were beach destinations with beach image  

1. Sanibel Island (Mar) = 18.6 K clicks 

2. Sydney (Jan) = 7.4 K clicks 

3. Los Cabos (May) = 7.3 K Clicks 

4. Kauia (Nov) = 6.2 K clicks 

 

Rio De Janeiro, a beach destination (Feb) ranked 9th in clicks however was 

the only beach destination without a beach image 

 

 

 

 

 

31%  

6% 

3% 

6% 

2% 

15% 

4% 

6% 

4% 

2% 

3% 

2% 

2% 

5% 

3% 

3% 

% Clicks Jan ‘17 Destinations 

JAN DESTINATIONS CREATED DEMAND FOR 

A HIGH NUMBER OF DESTINATIONS 
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HOTEL SPECIALS OPEN% WAS THE 
HIGHEST SINCE JAN’15 BUT CTO% 
AND CONV% WERE NEAR LOWS 

Highest Open% since Jan ‘15; 
best of breed subject lines were 
used: 
• Your February Travel Deals 

• February Travel Deals: Save 
20% on Hotels 

• We Picked These Deals Just for 
You 

 

3rd lowest CTO% since Jan ’16 

• Nearly all section clicks have 
fallen 

  

Lowest Conv% since Jan ’16 

 

An analysis for Hotel 
Specials optimizations is 
underway; support updates 
with announcement in other 
communications (e.g. eNews 
milestone message) 
 

 

 

 

 

 

 

Open% 

CTO% 

Conv% 
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PLANS TO ADDRESS DECLINES IN LIFECYCLE CAMPAIGNS ENGAGEMENT  

 

• Collaborate with member experience team 

• Visibility to all email Lifecycle campaigns 

• Understand how email KPIs translate to 

campaign objectives 

 

• Prioritize campaigns for optimization  

 

• Leverage Orchestration migration & Template 

2.0 timing as opportunities to enhance content 

 

• Additional team resources to increase 

frequency of updates 



JANUARY TESTING SUMMARY 

 MEGABONUS REGISTRATION CONFIRMATION CTA 

• ENEWS/BENEFITS TOP OFFER POSITION 

• MRCC POINTS OFFER 

• HOTEL SPECIALS/OFFERS PRICE PLACEMENT 

 SUBJECT LINE OPTIMIZATION 
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ENEWS TOP OFFER CENTERED CTA GENERATED 

MORE CLICKS THAN THE HORIZONTAL  

* July Summer Promo Registration Confirmation 

**While Open data was not provided results would 

have been statistically significant if one cell generated 

a 39% Open% (1.8 M opens) vs 17% (780 K opens) 

~3% HIGHER CLICK 

ENGAGEMENT 
(73,032 CLICKS**) 

MegaBonus CTA layout was 
tested in eNews Top Offer for 
members  

 

The Centered CTA 
alignment generated 3% 
more clicks** 

 

A similar test* showed 
horizontal CTA generated a 
higher CTO, however: 

• Centered CTA was full width 

• Different Color 

• Limited content 

 

Aligns with new template 
design 

Centered /Stacked (Test)  Standard CTA layout (Control) 
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HIGHLIGHTING MAX BONUS POINT 
POTENTIAL ATTRACTED MORE CLICKS 

80 K offer was tested against 
150 K bonus pt potential  
 

150 K Offer generated more 
clicks 

• Section CTO by 36% 

• Campaign level by  7% 
 

Across nearly every segment 
 

Resulting acquisitions would be 
particularly valuable to validate 
a different approach to MRCC 
offers 

80K Offer 150K Offer 

+7% HIGHER EMAIL CLICKS 

+36% SECTION CLICKS 
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HOTEL SPECIALS OFFER PLACEMENT TEST 

DID NOT GENERATE CONCRETE RESULTS 

3 versions of Headline & 
Copy were tested: 
• No price in Body &CTA 

• Price in CTA 

• Price in Headline 

 

 

Results: 

There was no statistically 
significant winner at a 
campaign or section level 

 

The nature of the offer 
may impact results 

 

 

Takeaways 

Will be tested again in 
March Hotel Specials 

 

No Price CTA Price Headline Price 

0.69% SECTION 

CTO% 
0.66% SECTION 

CTO% 

0.66% SECTION 

CTO% 

0.41% SECTION 

CTO% 

0.43% SECTION 

CTO% 

0.38% SECTION 

CTO% 

Getaways 

Experiences 
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SUBJECT LINE TESTING 
Hotel Specials Core: 

• Your February Travel Deals (10.5%)*  

• We Picked These Deals Just for You (10.0%) 

• February Travel Deals: Save 20% on Hotels (9.9%) 

 

Destinations Core: 

• Where (and Why) to Travel Every Month (3.7%)*  

• 12 Places to Go in 2017 (3.4%) 

• 12 Cities in 12 Months | Your 2017 Trip Planner (3.3%) 

 

Destinations TSAT: 

• Where (and Why) to Travel Every Month (8.7%)*  

• 12 Places to Go in 2017 (8.0%) 

• 12 Cities in 12 Months | Your 2017 Trip Planner (8.5%) 

 

Destinations WHPH: 

• Where (and Why) to Travel Every Month (14.3%)*  

• 12 Cities in 12 Months | Your 2017 Trip Planner (14.2%) 

• 12 Places to Go in 2017 (13.9%) 

Descriptors of winning subject line 

Personalized 

 

 

 

Unique subject line vs traditional listicle style  

 



KEY TAKEAWAYS 
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JANUARY ‘17 KEY TAKEAWAYS 
• Brand & Property propensity may have driven click engagement; expand on Brand 

Propensity module learning 
 

• “Book Now” and “Plan a Stay” appear to be effective CTAs for high value segments; 
“Find a Hotel” & “Book now” for rest of MB eligible audience 
 

• Leverage high Registration Confirmation Open rates to highlight key initiatives 
 

• Include offer details in Subject lines to increase Open rates 

 

• Continue to explore positioning Destinations subject line copy as curated 
recommendations  
 

• Plans are in place to address declining Hotel Specials & Lifecycle campaigns 
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HIGHLY ENGAGING CONTENT 

• Cuba 

• Map eBreaks (but investigate zero bookings) 

• Beach imagery 

• Maximum-value offer positioning 



COMPETITIVE INSIGHTS 
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NEW BENEFITS FROM HILTON 

Hilton Honors 

Rebranding from ‘HHonors’ to ‘Honors’ 

 

Email design updates: 

• Font change 

• Rotating secondary module 

 

3 new ways to use points 

•  $/points mix 

• pool points w/ family/friends 

• Points on Amazon  

 

New promotions launch: 2K points for 

every stay through April 30th 
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NEW YEARS 
SL: A Year of New Dining Experiences 

Alludes to program 

enhancements for the year 

Top offer 

mentions new 

years and reset 

of point  

accumulation 

towards tiers 

Starwood 

Hilton 

Kimpton 

Wyndham 
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CHINESE NEW YEAR 

Hilton 

Starwood 

Hyatt 
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HILTON WEEKENDERS 
Hilton has branded book direct message 

as “weekenders” leveraging community 

theme 



APPENDIX 



JANUARY 2017 MR CAMPAIGN REVIEWS 34 

FOR WHPH BRAND PROPENSITY MAY HAVE GENERATED MORE CLICK 
ENGAGEMENT THAN BRAND SPOTLIGHT 
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MEGABONUS TABLES (EIR)  
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RESULTS WERE DIFFERENT BASED ON OFFER SEGMENTS 
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HOTEL SPECIALS GENERATED 33% LESS CLICKS THAN 2016 AVG & 48% 
LESS YOY 

 All sections except Experiences generated low levels of click engagement 

• Field Offers generated 50% fewer clicks and accounted for a 25% 
lower % of clicks than 2016 average 

• Search generated the least clicks since Jan ‘16 

• Getaways generated 13% lower click volume than 2016 avg 

• Lack of Middle section (featuring MegaBonus/Summer Promo) 

 

Experiences generated the highest click volume since May ’16  

• NYC Offers continue to be a draw as it generated 49.6% of section 
clicks and had the highest Conv% in this section 

• England Bonus Points offer generated the 2nd most section clicks 
(34.4%) 

 

eBreaks generated the most clicks of any offer but did not generate any 
bookings 

 

An analysis for Hotel Specials optimizations is underway; support 
updates with announcement in other communications (e.g. eNews 
milestone message) 

ACCOUNT BOX 

24% clks, 52% bks 

SEARCH 

9% clks, 14% bks 

FIELD OFFERS 

43% clks, 25% bks 

GETAWAYS 

8% clks, 4% bks 

EXPERIENCES 

8% clks, 5% bks 

EBREAKS 

8% clks, 0% bks 
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JAN’16 MEGABONUS TAKEAWAYS 

 • Spring ‘17 Announcement performance surpassed previous campaigns 

 

• Include offer details in subject lines 

 

• Registration Confirmations consistently generated >50% Open rates & are 

valuable vehicles to support key initiatives 

 

• “Book now” CTA copy over “Plan a Stay” & “Book a Hotel” 

 

• Hotel Propensity in Achievement generated as much click engagement as the 

Top Offer 

 

 

 

 

 



JANUARY 2017 MR  

CAMPAIGN REVIEWS 
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BPK FELL DUE TO OPEN & CLICK 
TO OPEN RATE DECREASES 

January deliveries 
increased 18.2% YoY 
and bookings were 
flat, resulting in a 
15.2% decrease in 
booking per delivered 

• Second lowest 
CTO% since Jan 
’16 

• Open% was 7.5% 
below 2016 
average 
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JAN ‘17 ENEWS & BENEFITS 

EMAIL KPI TRENDS 

Open% was 8% below 
2016 avg 

Earn 2x Points with 
MegaBonus 

Find Your Moment in More 
Places 

2016: Travel Ideas for 2016 

 

Second lowest CTO% 
since Jan ’16 

 

Conv% was 29% 
below 2016 average 

 

Open% 

CTO% 

Conv% 
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JANUARY ‘17 ENEWS SECTIONS 
Performance notes 

• Overall mailing generated a similar amount of clicks YoY despite MegaBonus feature 

• All sections except City Scene generated lower click volumes than 2016 avgs 

 

Section highlights 

• Account Box and Search received 11% & 20% higher % of clicks than 2016 section 

averages, suggesting that content did not resonate 

• Top Offer announced MegaBonus or New Destinations offers 

o MegaBonus Top Offer generated 65% fewer clicks than similar Sep ‘16 “announcement”  

• NFL Moments was featured in 2nd Top Offer and generated the 2nd lowest clicks since 

Jan ’15 (89.6% below 2016 avg), suggesting continued lack of interest in NFL content 

• Rewards section generated the 2nd lowest click volume since Dec ’15 

o NFL mobile takeover of milestone message resulted in 77% decrease in clicks 

vs 2016 avg 

• eBreaks generated the fewest clicks since first being featured 

ACCOUNT BOX 

24% clks, 46% bks 

TOP OFFER 

50% clks, 39% bks 

TOP OFFER 2 

2% clks, 1% bks 

SEARCH 

6% clks, 9% bks 

REW - HEADER 

2% clks, 1% bks 

HOTEL OPEN 

1% clks, 1% bks 

BRAND TRIAL 

1% clks, 1% bks 

CITY SCENE 

2% clks, 0% bks 

EBREAKS 

1% clks, 0% bks 

REW - MAIN 

8% clks, 2% bks 

REW - EARN 

1% clks, 0% bks 

REW - FITNESS 

1% clks, 0% bks 
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JANUARY ‘17 ENEWS SECTIONS 
Section highlights (Cont) 

 

City Scene focused on Cuba & featured SPG account & was the only section to attract 

more section clicks than 2016 avgs 

• Main CTA generated the most clicks within the section (48.1% of section clicks) 

• Link Accounts generated the 2nd most clicks (26.0%) 

 

New Brand Trial section generated 1.5% of total email clicks, similar to Brand Spotlight 

• Used propensity model on 4 featured brands 

• Propensity properties collectively generated the most section clicks (45.6%) 

 

 

ACCOUNT BOX 

24% clks, 46% bks 

TOP OFFER 

50% clks, 39% bks 

TOP OFFER 2 

2% clks, 1% bks 

SEARCH 

6% clks, 9% bks 

REW - HEADER 

2% clks, 1% bks 

HOTEL OPEN 

1% clks, 1% bks 

BRAND TRIAL 

1% clks, 1% bks 

CITY SCENE 

2% clks, 0% bks 

EBREAKS 

1% clks, 0% bks 

REW - MAIN 

8% clks, 2% bks 

REW - EARN 

1% clks, 0% bks 

REW - FITNESS 

1% clks, 0% bks 
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JAN ‘17 ENEWS LINK ANALYSIS 
ShopMarriott Sweepstakes generated the most clicks in the rewards section 

• ShopMarriott Sweepstakes generated -37% lower % of clicks than other 

sweepstakes featured in Rewards during months MegaBonus was featured 

 

‘Find Your Happy Place’ generated the 2nd most clicks in the rewards section with 

65.1% of offer clicks going to ‘Link Accounts’ CTA 

• ‘See All Brands’ 11.9% of offer clicks 

• ‘Join Now’ 8.5% of offer clicks (436 clicks) 

6.5 K 

48 BKS 

4.0 K 

77 BKS 

2.9 K 

0 BKS 

11.9 K 

0 BKS 

1.5 K 

0 BKS 

275 

7 BKS 

295 

5 BKS 

1.2 K 

0 BKS 

5.1 K 

33 BKS 
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ENEWS BRAND TRIAL % OF SECTION CLICKS 
9.1% clks 

3.3% clks 

16.0% clks 

6.1% clks 

45.6% clks 

19.9% clks 
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2ND LOWEST BPK IN A YEAR 
DUE TO LOW CTO% & CONV% 

YoY deliveries increased 
by 13.6% & bookings 
decreased by 34.9%, 
leading to a decrease in 
bookings per delivered 
of 42.7% 

• Highest Open% 
since Jan ’16 (Jan 
‘15) 

• Near-low’s in CTO & 
Conv% since Jan ‘16 

• Second lowest 
booking per 
delivered since Jan 
’16 
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JAN ‘17 HOTEL SPECIALS & 

OFFERS EMAIL KPI TRENDS 

Highest Open% since Jan 
‘15; best of breed subject 
lines were used: 

 

• Your February Travel 
Deals 

• February Travel Deals: 
Save 2% on Hotels 

• We Picked These 
Deals Just for You 

 

3rd lowest CTO% since 
Jan ‘16 

Lowest Conv% since Jan 
‘16 

Open% 

CTO% 

Conv% 
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JANUARY ‘17 HOTEL SPECIALS CORE LINK ANALYSIS 

Hotel Specials generated 33% less clicks than the 2016 average 
and down 48% YoY 

• Field Offers generated 50% fewer clicks and accounted for a 
25% lower % of clicks than 2016 average 

• Search generated the least clicks since Jan ‘16 

• Getaways generated 13% lower click volume than 2016 avg 

• Lack of Middle section (featuring MegaBonus/Summer Promo) 

 

Experiences generated the highest click volume since May ’16  

• NYC Offers continue to be a draw as it generated 49.6% of 
section clicks and had the highest Conv% in this section 

• England Bonus Points offer generated the 2nd most section 
clicks (34.4%) 

 

eBreaks generated 10% more clicks and a 30% higher % of clicks 
than 2016 avg 

ACCOUNT BOX 

24% clks, 52% bks 

SEARCH 

9% clks, 14% bks 

FIELD OFFERS 

43% clks, 25% bks 

GETAWAYS 

8% clks, 4% bks 

EXPERIENCES 

8% clks, 5% bks 

EBREAKS 

8% clks, 0% bks 
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JAN ‘17 HOTEL SPECIALS LINK ANALYSIS 
Observations 

Most clicked content: 

• eBreaks       14.8K 

• South Florida (Experiences)  8.9K 

• NYC (Getaways)                         7.1K 

• Myrtle Beach (Experiences)        5.7K 

• England (Experiences)                4.9K 

• Ohio (Experiences)                     1.6K 

 

988 

11 BKS 

5.7 K 

66 BKS 
8.9 K 

153 BKS 

657 

5 BKS 

1.6 K 

7 BKS 

4.9 K 

73 BKS 

7.1 K 

109 BKS 

14.8 K 

0 BKS 
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DESTINATIONS CLICK% WAS FLAT 
WITH OPEN RATE INCREASING WHILE 
CTO% FELL 

Destinations deliveries 
increased 3.3% MoM 
while click volume 
decreased by 27.8%, 
resulting in a Click% 
decrease of 0.4% 

• Open% was 2.5% 
above 2016 average 

• CTO% was 20.3% 
below 2016 average 

 

Destinations featured 
content for each month, 
making this version the 
longest to date   
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JAN ‘17 DESTINATIONS 

EMAIL KPI TRENDS 

Open% was 2.5% above 
2016 average; subject line 
test: 

• 12 Places to Go in 2017 

• 12 Cities in 12 Months | 
Your 2017 Trip Planner 

• Where (and Why) to 
Travel Every Month 

 

CTO% was 20.3% below 
2016 average despite the 
additional content 

 

3rd lowest Conv% since 
launch despite direct linking 
to booking pages 

Open% 

CTO% 

Conv% 



JANUARY 2017 MR CAMPAIGN REVIEWS 52 

DESTINATIONS FEATURED CONTENT FOR EACH 
MONTH & LINKED DIRECTLY TO BOOKING PAGES 

  

Overall click volume was 10% below the (Mar–Dec) 2016 average 

• Account Box, Search, and Content received similar distribution 
as 2016 averages 

 

The 4 most clicked pieces of content mentioned ‘beaches’ and 
were dispersed throughout the mailing 

1. Sanibel Island (March) = 18.6 K clicks 

2. Sydney (January) = 7.4 K clicks 

3. Los Cabos (May) = 7.3 K Clicks 

4. Kaui (November) = 6.2 K clicks 

 

Despite a beach destination Rio De Janeiro (February) ranked 9th 
in clicks however was the only beach destination without a 
landscape beach image 

ACCOUNT BOX 

31% clks, 67% 

bks 
SEARCH 

6% clks, 9% bks 

HEADLINE 

3% clks, 1% bks 

JANUARY 

6% clks, 1% bks 

FEBRUARY 

2% clks, 1% bks 

MARCH 

15% clks, 7% 

bks 

APRIL 

4% clks, 1% bks 

MAY 

6% clks, 2% bks 

JUNE 

4% clks, 2% bks 

JULY 

2% clks, 1% bks 

AUGUST 

3% clks, 2% bks 

SEPTEMBER 

2% clks, 1% bks 

OCTOBER 

2% clks, 1% bks 

NOVEMBER 

5% clks, 2% bks 

DECEMBER 

3% clks, 1% bks 

SEE MORE CTA 

3% clks, 1% bks 
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BKD INCREASED BY 92% YOY DUE TO 
MB ANNOUNCEMENT AS THE ONLY 
MAIN SOLO 

Solo deliveries decreased 
59.5% YoY and bookings 
decreased by 22.2% 

 

YoY differences were a 
result of what Solos were 
in market each year 

• 2016: Protea/Delta, MB 
Preview, and late MB 
Announcement  

• 2017: MB 
Announcement only 

 

MegaBonus 
Announcement launched 
earlier in the month than in 
2016, which positively 
impacted the month’s 
numbers 
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SPRING ‘17 MEGABONUS ANNOUNCEMENT 
GENERATED HIGHER BOOKINGS & BPK 
THAN THE PREVIOUS FALL & SPRING 

MB Announcement launched 

without a Preview, which may 

be a valuable touchpoint to 

drive bookings 

• The 2016 Preview generated 

more bookings and a higher 

BK/Del than the 

Announcement & higher Open 

rate & Conv% than 2017 

 

While the audience of bonus 

point offers were higher value 

members, providing details of 

offer may have stimulated 

response 

• For previous MB promotions, 

MR Insider community were 

aware of other offer tiers & 

may have recognized the 

distinct value of the bonus 

offers they received 



JANUARY 2017 MR CAMPAIGN REVIEWS 55 

SPRING ‘17 MEGABONUS 
REGISTRATION CONFIRMATION 

Offer details in the subject line likely 
increased Open rate 

• Spring ’17 : You're Registered to Earn 
2x Points 

• Fall ‘16 : Great Choice: [5K or 50 K] 
Points 

• Spring ‘16 : You're All Set to Win With 
MegaBonus® 

 

While Open rates to the Announcement 
difference by offer segment, they were all 
above 50% for the Registration 
Confirmation 

 

Registration confirmation emails should be 
universally leveraged as it will likely be 
widely seen  

• Communicate other program information 

• Offers 

 

A CTA test conducted for the Fall ‘16 
Registration Confirmation Solo was 
repeated of Spring ‘17; Book Now” was  
the winner 
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RESULTS WERE DIFFERENT BASED ON OFFER SEGMENTS 
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HIGHER MB BONUS THRESHOLDS 
RESULTED IN LOWER ENGAGEMENT 
TO ACHIEVEMENT 

 

Spring ‘17 MB promo had 
significantly larger thresholds to 
achieve to bonus points and it was 
reflected in MB Achievement Solo 
response 

• ~10x lower CTO% 

• Previous campaigns had 2 
stays for initial bonus & one 
more stay for additional 
rewards 

 

 

 

Spring ‘17 featured Hotel 
Recommendations based on hotel 
propensity model 

• Propensity generated 30-
40% of email clicks 

 

 

 

 

 

ACCOUNT BOX 

47.6% clks 

MB OFFER 

8.5% clks 

PROPENSITY 

43.5% clks 
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UPDATING THE MRCC GENERATED 
HIGHER CLICK ENGAGEMENT 

Offer was repositioned to 
highlight 150 K bonus point 
opportunities vs standard 80 
K offer 

 

150 K Offer generated more 
clicks 

• Section CTO by 36% 

• Campaign level by  7% 

 

Across nearly every 
segment 

 

Resulting acquisitions would 
be particularly valuable to 
validate a different approach 
to MRCC offers 

 

 

 

 

80K Offer 150K Offer 

CTRLI = 0.54% SECTION CTO% 

NON = 0.42% SECTION CTO% 

SUPER = 0.83% SECTION CTO% 

CTRLIT = 0.66% SECTION CTO% 

NONT = 0.47% SECTION CTO% 

SUPERT = 1.45% SECTION CTO% 

0.69% SECTION 

CTO% 
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JAN ‘17 SOLO MOM PERFORMANCE SUMMARY 

January Key Solo Mailings 

Jan ’17: Jan ’16: 

Delivered / Omn Bookings Delivered / Omn Bookings 

MB Announcement         9.1 M / 14.6 K 

Abandoned Search        294 K /   3.4 K 

METT                             2.3 M /   2.3 K 

MB Reg Confirmation    420 K /   1.9 K 

MB Preview                    7.8 M / 12.1 K 

MB Announcement         7.8 M / 10.6 K 

Protea/Delta                 15.0 M /   4.7 K 

Abandoned Search        119 K /   1.6 K 



• Spring ’17 leveraged less Solos 
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SPRING ‘17 MEGABONUS TO-DATE 
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DELIVERY INCREASED YOY BY 48.8% AND 
BOOKINGS DECREASED BY 5.9%, 
RESULTING IN A 36.8% DECREASE IN BPK 

 

Second lowest 
Open%, Conv%, and 
booking per delivered 
since Jan ’16 

 

Significant increase in 
Early Engagement & 
Renewer volume with 
BPK fell by ~ 50% 

 

Mar ‘16 Onboarding 
(High volume, low 
CTO%) 
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LIFECYCLE: INCENT 

REDEMPTION 

CTO% has been ~4.5% below 
2016 avg since Sept’16 

 

Starting Dec ‘16, Moments 
modules were featured for 
members with 100K+ points: 

• NFL Experiences (12/19 – 1/6) 

• Moments Generic (1/13  – 1/27) 

• NBA Experiences (1/27  – 2/3) 

 

 

A segment level breakdown for 
100K+ segment will be 
investigated to understand the 
impact of this temporary feature 



JANUARY 2017 MR CAMPAIGN REVIEWS 63 

LIFETIME ACHIEVER MAINTAINED 
HIGH ENGAGEMENT 

Generated 17.3% 

and 27.6% higher 

Open% than 

Achiever & 

Renewer 

respectively 

 

Platinum ROTW Platinum MEA 
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LIFECYCLE: ONBOARDING 
Onboarding generates ~13% of 

Lifecycle volume; Open% & 

CTO% are typically below 

Lifecycle campaign average KPI’s 

 

CTO% is 44.4% below 2016 

average and is the 3rd lowest 

since launch 

 

Lowest Conv% contributed to 

lowest booking per delivered 

since launch 

 

Open% was the highest since 

launch 

 

Items in development: 

• Themed subject lines 

• 1 week between mailings 

and deployment on 

Mondays 
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LIFECYCLE: HELLO AGAIN 
Open% was the lowest 
since Jan ‘16 and has 
steadily decreased since 
July ’16 (-45.0% YoY) 

• Consider conducting 
subject line test 

 

CTO% and Conv% were 
the lowest since Jan ’16 
and have decreased 
14.7% & 62.0% YoY 
respectively 

Hello Again 
[FNAME], it's true! 

Hello Again Reminder 
[FNAME], this is it! 
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JAN ‘17 PROJECT ORANGE 

PERFORMANCE SUMMARY 

Highest delivery volume 
since Jan ’16; 14.7% above 
2016 peak in March 

 

3rd lowest CTO% & Conv% 
since contributed to 2nd 
lowest booking per 
delivered since Jan ’16 

 

Compared to the base 
Email program, PO 
dedicated campaigns 
generated: 

• +7.7% Open% 

• +6.5% CTO% 

• +20.8% Conv% 
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JAN ‘17 EMAIL OVERVIEW 

& MOM TRENDS 

All Benefits KPI’s were below 
2016 average and down YoY, 
leading to a booking per 
delivered 48.8% below 2016 
average 

 

Offers generated the highest 
Open%, lowest Conv%, and 3rd 
lowest CTO% since Jan ‘16, 
yielding the second lowest 
booking per delivered since Jan 
‘16  

 

Destinations CTO% and Conv% 
were 22.9% & 16.3% below 
2016 average, resulting in the 
second lowest booking per 
delivered since Jan ‘16 

Bookings by Month 

Email KPI’s by Month 
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BENEFITS OVERVIEW AND 

MOM TRENDS 

Observations 

Overall, 3rd lowest booking per delivered 
since Jan ‘16; down 42.1% YoY 

• Open% was 11.8% below 2016 avg 

• CTO% was 20.7% below 2016 avg  

• Conv% was 26.8% below 2016 avg 

 

TSAT 

Booking per delivered was 26.6% below 
2016 average; down 12.8% YoY 

• Open% was 12.2% below 2016 avg 
CTO% was 15.6% below 2016 avg 

 

WHPH 

Booking per delivered was 52.8% below 
2016 average; down 43.4% YoY 

• Open% was 9.6% below 2016 avg 
CTO% was 24.6% below 2016 avg 
Conv% was 30.7% below 2016 avg 

Bookings vs Delivered, Emails by Segment 

Email KPI’s by Segment 
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JANUARY WHPH BENEFITS 

Spring ‘16 MegaBonus shortfall 
• Overall mailing generated 26.8% less clicks than 2016 average 

• Fall’16 MegaBonus announced in eNews & generated 350.5% more clicks 

 

Low engagement with content overall 
• Account Box had double digit increases in section % of clicks vs 2016 average 

• All sections (except Account Box and City Scene) generated lower click volumes than 2016 averages 

• NFL mobile milestone message takeover resulted in 58% decrease in clicks vs 2016 avg 

• eBreaks generated the fewest clicks since first being featured & no bookings 

 

The bright side 
• City Scene featuring Cuba generated more section clicks than 2016 avg 

• ShopMarriott sweepstakes generated 1.7x more clicks than any other piece of content below the 
Top Offers 

• New Brand Trial section generated 1.8% of total email clicks, similar to Brand Spotlight 

 

ACCOUNT BOX 

17% clks, 42% bks 

TOP OFFER 

55% clks, 37% bks 

TOP OFFER 2 

4% clks, 6% bks 

SEARCH 

3% clks, 4% bks 

REW - HEADER 

2% clks, 1% bks 

HOTEL OPEN 

1% clks, 2% bks 

BRAND TRIAL 

2% clks, 2% bks 

CITY SCENE 

2% clks, 0% bks 

EBREAKS 

2% clks, 0% bks 

REW - MAIN 

12% clks, 5% bks 

REW - EARN 

0% clks, 0% bks 

REW - FITNESS 

1% clks, 1% bks 
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JANUARY TSAT BENEFITS 

Spring ‘16 MegaBonus shortfall 
• Overall mailing generated 6.3% less clicks than 2016 average 

• Fall’16 MegaBonus announced in eNews & generated 86.0% more clicks 

 

Low engagement with content overall 
• 2nd Top Offer featured NFL Moments and generated low click volume (81.0% below 2016 avg), 

suggesting continued lack of interest in NFL content 

• NFL mobile milestone message takeover resulted in 66% decrease in clicks vs 2016 avg 

• eBreaks generated the fewest clicks since first being featured & no bookings 

 

The bright side 
• City Scene featuring Cuba generated more section clicks than 2016 avg 

• ShopMarriott sweepstakes generated 2.0x more clicks than any other piece of content below the Top 
Offers 

• New Brand Trial section generated 1.8% of total email clicks, similar to Brand Spotlight 

 

ACCOUNT BOX 

19% clks, 35% bks 

TOP OFFER 

54% clks, 46% bks 

TOP OFFER 2 

2% clks, 1% bks 

SEARCH 

6% clks, 12% bks 

REW - HEADER 

2% clks, 1% bks 

HOTEL OPEN 

1% clks, 3% bks 

BRAND TRIAL 

2% clks, 1% bks 

CITY SCENE 

2% clks, 0% bks 

EBREAKS 

2% clks, 0% bks 

REW - MAIN 

9% clks, 1% bks 

REW - EARN 

0% clks, 0% bks 

REW - FITNESS 

1% clks, 0% bks 
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Bookings vs Delivered, Emails by Segment 

Email KPI’s by Segment 

Observations 

Overall, 2nd lowest booking per 
delivered since Jan ‘16; down 44.7% 
YoY 

• Highest Open% since Jan ‘16 

• 2nd lowest CTO% since Jan ‘16 

• Lowest Conv% since Jan ‘16 

 

TSAT 

Booking per delivered was lowest 
since Jan ‘16; down 54.0% YoY 

• Open% was the highest since Jan 
‘16 

• CTO% was 18.9% below 2016 
average 

• Lowest Conv% since Jan ‘16 

 

WHPH 

2nd lowest booking per delivered since 
Jan ‘16; down 30.4% YoY 

• Open% was the highest since Jan 
‘16 

• 2nd lowest CTO% since Jan ‘16 

• Conv% was 22.4% below 2016 
average 
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JANUARY WHPH OFFERS 

A high Open% aided WHPH Offers to generate 6.7% 
more clicks than the 2016 average 

• Account Box generated most clicks since Apr ‘16 

• Field Offers generated the most clicks since Jun ‘16 

 

Experiences generated the most clicks since Feb ’16 

• NYC Offers continue to be a draw as it generated 
52.5% of section clicks 

 

eBreaks generated by far the most clicks to date 

 

ACCOUNT BOX 

19% clks, 33% bks 

SEARCH 

5% clks, 6% bks 

FIELD OFFERS 

47% clks, 44% bks 

GETAWAYS 

10% clks, 11% bks 

EXPERIENCES 

10% clks, 6% bks 

EBREAKS 

10% clks, 0% bks 
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JANUARY TSAT OFFERS 

A high Open% aided TSAT Offers to generate the most clicks since Jan ‘15 

• All sections except the footer saw higher click volume than 2016 averages 

• Field Offers and Search generated 2.1% & 39.1% higher % of clicks respectively 
compared to 2016 averages 

• Both sections generated the most clicks since Jan ‘16 

 

 

Experiences generated the most clicks since Feb ’16 

• NYC Offers may be more appealing to TSAT than WHPH & Core, as it generated 
a higher % of section clicks (55.2%) than both audiences 

 

 

eBreaks generated by far the most clicks to date 

 

ACCOUNT BOX 

16% clks, 44% bks 

SEARCH 

9% clks, 16% bks 

FIELD OFFERS 

50% clks, 32% bks 

GETAWAYS 

9% clks, 5% bks 

EXPERIENCES 

7% clks, 1% bks 

EBREAKS 

8% clks, 0% bks 
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DESTINATIONS OVERVIEW 
Bookings vs Delivered, Emails by Segment 

Email KPI’s by Segment 

Observations 

Overall, CTO% was down 22.9% 
from 2016 average and 12.1% YoY 

• Conv% was 16.3% below 2016 
average 

• 2nd lowest booking per delivered 
since Jan ‘16 

 

TSAT 

2nd lowest CTO% since Jan ‘16; 
down 10.1% YoY 

• Lowest Conv% since Jan ‘16 

• Lowest booking per delivered 
since Jan ‘16 

 

WHPH 

CTO% was down 17.5% from 2016 
average and 12.4% YoY 

• Open% was 3.2% above 2016 
average 
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JANUARY WHPH DESTINATIONS 

Overall click volume was 6.3% above the 2016 average 

• Account Box and Search received 15.7% & 47.3% lower % of clicks than 2016 
averages, suggesting that WHPH found this content appealing  

• Both Headline and Bottom CTA generated ~3% of overall clicks, suggesting 
openers may have read entire Email 

 

The 4 most clicked pieces of content mentioned ‘beaches’ and were dispersed 
throughout the mailing 

1. Sanibel Island (March) = 2.3 K clicks 

2. Los Cabos (May) = 791 Clicks 

3. Kaui (November) = 542 K clicks 

4. Sydney (January) = 518 clicks 

Rio De Janeiro (February) was an another destination that mentioned beaches, but 
ranked last in clicked content despite its high positioning 

• This was the only beach content that was not supported by a landscape image 

ACCOUNT BOX 

24% clks, 44% bks 

SEARCH 

3% clks, 4% bks 

HEADLINE 

3% clks, 1% bks 

JANUARY 

5% clks, 4% bks 

FEBRUARY 

2% clks, 0% bks 

MARCH 

22% clks, 17% bks 

APRIL 

5% clks, 3% bks 

MAY 

8% clks, 7% bks 

JUNE 

5% clks, 3% bks 

JULY 

2% clks, 1% bks 

AUGUST 

3% clks, 2% bks 

SEPTEMBER 

3% clks, 4% bks 

OCTOBER 

2% clks, 1% bks 

NOVEMBER 

5% clks, 4% bks 

DECEMBER 

4% clks, 3% bks 

SEE MORE CTA 

3% clks, 1% bks 
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JANUARY TSAT DESTINATIONS 

Overall click volume was 18.2% above the 2016 average 

• Account Box and Search received 28.8% & 39.4% lower % of clicks than 2016 
averages, suggesting that TSAT found this content appealing  

• Both Headline and Bottom CTA generated ~3% of overall clicks, suggesting 
openers may have read entire Email 

 

The 4 most clicked pieces of content mentioned ‘beaches’ and were dispersed 
throughout the mailing 

1. Sanibel Island (March) = 2.7 K clicks 

2. Los Cabos (May) = 835 Clicks 

3. Kaui (November) = 781 K clicks 

4. Sydney (January) = 587 clicks 

 

Rio De Janeiro (February) was an another destination that mentioned beaches, but 
ranked last in clicked content despite its high positioning 

• This was the only beach content that was not supported by a landscape image 

ACCOUNT BOX 

19% clks, 62% bks 

SEARCH 

5% clks, 8% bks 

HEADLINE 

3% clks, 0% bks 

JANUARY 

5% clks, 2% bks 

FEBRUARY 

2% clks, 0% bks 

MARCH 

21% clks, 13% bks 

APRIL 

5% clks, 2% bks 

MAY 

7% clks, 1% bks 

JUNE 

5% clks, 2% bks 

JULY 

4% clks, 3% bks 

AUGUST 

4% clks, 0% bks 

SEPTEMBER 

2% clks, 0% bks 

OCTOBER 

3% clks, 2% bks 

NOVEMBER 

6% clks, 1% bks 

DECEMBER 

4% clks, 1% bks 

SEE MORE CTA 

3% clks, 2% bks 



THANK YOU! 


