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July 2016 Key Storylines 

 July generated the lowest monthly bookings YTD primarily because Solo volume was 
less than half the yearly average 

• Room nights remain 6-7% above 2016 goal 

 

 Summer Promo was featured in eNews & Hotel Specials & helped generate YTD click 
and booking campaign highs  

 

 At its year anniversary, PO program generated in July the highest monthly clicks & 
bookings to date but segments continued to engage more with Core versions 

 

 Destinations featured the Road Trip theme for the 2nd month and generated the        
2nd highest Click to open rate YTD  

 

 Multiple tests were run in July with significant findings in image testing, CTA button 
type, & subject line testing  
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Executive Summary: July 2016 YoY overview 

Program Summary 

Compared to July ‘15, deliveries decreased 
1.8% and bookings decreased 0.3%, resulting 
in 1.5% increase in booking per delivered  

 

YoY Solo campaigns volume fell by 30% YoY 
resulting in a 45% decrease in bookings 

 

Featuring Summer Promo helped generate 
click & booking engagement in base 
campaigns 

• eNews - 2nd highest clicks & bookings since Jan ’15 

• Hotel Specials - 2nd highest CTO% in a year 

 

Lack of Silver Focus campaign generated YoY 
decreases in Lifecycle email KPIs  

 

MRCC featured 80 K pt offer 
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Solo volume decreased by 30% YoY 

July Key Solo Mailings 
 
 
 
 
 

 

Delivered / EIR Bookings 

July ‘15:    Account Security        11.9 M / 55.5 K 

                Mid-Year Review          7.5 M / 4.2 K 

                Delta MEO               835 K / 571 

                METT                    772 K / 993 

 

Delivered / EIR Bookings 

July ‘16:   MB Reg Reminder   8.5 M / 15.6 K 

                METT                    1.9 M / 1.8 K 

                EnergyPlus    1.6 M / 1.8 K 

                Europe Leisure 1    731 K / 619 

                Europe Leisure 2    726 K / 468 
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Program MoM & YoY KPI trends: July 2016 

Observations: 

• High Open rates from 2015 Mid Year Check-in(eNews & Solo) & Account Security Solo drove YoY decreases 

• 2015 Account Security Solo also drove CTO% YoY decreases 

• Conv% continued to consistently surpass 2015 Conv% rates 

 

 

Open% 

LY Open% 

LY CTO% 
LY Conv% 

Conv% 
CTO% 
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Members continued to respond 
positively to the Summer Promotion 
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Members continued to respond well to the 

Summer Promo in it’s 3rd month 

2) Summer Promo was featured in eNews (Top Offer) and Hotel Specials (Middle Section) 

eNews  

Since Jan’15… 

• Highest monthly clicks & CTO%  

• 2nd highest monthly bookings 

Promo received 63% of email clicks 

From 2012-2015, June eNews averaged 5% higher monthly bookings than July;  in 2016 July generated 25% more 
bookings than June 

Hotel Specials 

• 2nd highest CTO% since May ’15;  3rd highest bookings since Mar ’15 

• 13% clicks & above avg section Conversion rate (7.0% vs 6.6%) 

1) Summer Promo generated nearly as many bookings as the past two MegaBonus 

There may be benefits to aggressively featuring promotions in July 

• Take advantage of booking seasonality 

• Competitive landscape requires it 
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1) Members may be more responsive to 

booking promotions in July  
M.com July bookings & revenue is above monthly average in a year 

Chart shows monthly bookings & revenue against the average 
month per year, 2013-2015 
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2) Competitive landscape features significant 

promotional activity 

Hilton Big World Sale SPG Triple Up 
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Moments appeared to generate member interest & may engage 
well in future features 

• Moments generated the highest click engagement of any section below Top 
Offers except for the Account Module 

 

Hotel Openings generated higher click engagement than YTD avg, 
significant given Summer Promo engagement 

• 1st Springhill Suites (San Diego); 2nd Residence Inn (Maui) 

 

Interest in eBreaks appeared to wane 

• eBreaks in eNews click engagement continued to fall MoM and generated a 
low, below link average Conv% 

• This also occurred in PO Benefits for WHPH & TSAT 

eBreaks does not appear to be adding value in eNews over other 
content that could be featured 

• Removed from October Benefits, will view results from new eBreaks creative 
in eNews 

eNews 
Your Account: See Your 

Latest Rewards 

Search 
5% clks, 5% bks 

Rew - Head 
4% clks, 3% bks 

Rew - Main 
2% clks, 2% bks 

Moments 
3% clks, 2% bks 

Earn 
1% clks, 1% bks 

City Scene 
1% clks, 0% bks 

Hotel Open 
2% clks, 1% bks 

Account Box 
17% clks, 23% bks 

Top Offer 
63% clks, 63% bks 

eBreaks 
1% clks, 1% bks 

Additional content insights 

were generated for eNews…  
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Opportunities to increase visibility of 

promotions in July  

Include Summer promo details in subject line to eligible members 
 

Maximize visibility and participation by including all eligible members 

• Non-registrants 

• Registered 

• Registered with progress update 

• Bonus point confirmation 

• Final Bonus point summary/Sweepstakes winner 
 

Leveraging all available touchpoints 

• eNews/Benefits Milestone 

• Dedicated Modules or Solos 

• Email, mobile, website 
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…and for Hotel Specials 

Experiences generated 10% more clicks than YTD avg 

• Leveraged icon treatment 

• Deal in CTA 

• Different layout & larger real estate 

• Image test: Property vs Landscape resulted in increased 
CTO% 

 

eBreaks continued to generate similar click 
engagement as previous months 

• While Conv% was 30% lower than email link average it 
remained higher than the Field Offers section 

Continue to feature eBreaks in Hotel Specials & PO 
Offers 

Account Box 
21% clks, 38% bks 

Field Offers 
42% clks, 26% bks 

Search 
10% clks, 12% bks Getaways 

4% clks, 3% bks 

Hotel Specials 
We Picked These Deals Just for You 

Experiences 
4% clks, 2% bks 

eBreaks 
6% clks, 4% bks 

Middle Offer 
13% clks, 14% bks 



15 

Account Box 
1.6% CTO% 

Link CTO% 

Full-Width CTA 

Search 
0.3% CTO % 

Top Image 
0.5% CTO % 

Top CTA 
7.2% CTO % 

Middle Offer 
0.6% CTO % 

Bottom Offer 
0.2% CTO % 

Account Box 
1.6% CTO % 

Search 
0.3% CTO % 

Top Image 
0.5% CTO % 

Top CTA 
6.9% CTO % 

Middle Offer 
0.7% CTO % 

Bottom Offer 
0.2% CTO % 

Current CTA may generated better click 

engagement than horizontal CTA 

Observations 

• Summer Promo Registration reminder featured two CTA formats in 

the Top Offer 
 

• There was 99% statistical significance in: 

• Overall CTO% of the mailing  (9.6% vs 9.5%) 

• Individual link CTO%        (7.2% vs 6.9%) 

…indicating the Side CTA created incremental click engagement 
 

 

Initial results suggest there can be incremental gains in testing 

these type of design elements  
 

Next Steps 

• Test further for validation 

• Explore mobile results  

Side CTA (Control) 
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+ 
 

 

PO campaigns generated highest 
clicks & bookings and segments 
continued to engage more with 
eNews & Hotel Specials 
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PO campaign bookings have doubled YoY 

Featured Summer Promo in Benefits & Offers 

• Highest monthly clicks, CTO%, and bookings since PO launch 

• 3rd highest Conv% to date 

• 2nd lowest Open% since PO launch; Recognition kicked off PO base campaigns and generated the highest PO 
campaign Open rate at 34.7% 

Bookings by Month 
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TSAT click engagement was higher with Core 

eNews than Benefits 

CTO% delta between Core (Control) and PO (Test) has continued to decrease MoM 
 

However,  TSAT Benefits generated less click engagement despite featuring a Brand Spotlight section that 
was not included in eNews, suggesting amount of content is not the only factor in click engagement 

• WHPH Benefits also featured this Brand Spotlight but did not feature City Scene so the amount of content 
was similar to eNews 
 

Other factors may have contributed to the click engagement discrepancy  

• Top Offer Default offer 

• Account Module vs Black Near Threshold milestone 
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Brand Spotlight did not appear to create click 

engagement as added content for TSAT 
eNews TSAT Benefits 

Click interaction with Brand Spotlight in TSAT Benefits 
content was among the lowest of any section 

• Received a section CTO% of 0.34% 

• Only City Scene & Road trip Benefits were lower (includes  
TSAT interaction with Core eNews) 

 

TSAT have shown interest in Hotel content before 

• Click engagement with Hotel Openings 

• Hotel content in Destinations 

 

Potential reasons for lack of engagement, both first 
time TSAT experiences 

• Courtyard was the Brand Feature 

• Properties featured as point redemptions opps 

 

Future Brand Spotlights in TSAT Benefits will not 
include point redemptions 
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TSAT also had higher click interaction with 

other eNews content than Benefits 

eNews Top Offer default featured MEO while 
Benefits featured Member rates 

• ~68% of TSAT clicks went to Top offer 

• Estimated 20% of TSATs received default 

• eNews Top Offer generated 19.8% CTO% while Benefits 
Top Offer generated 17.6% 

TSAT may have found MEO more enticing than 
Member rates 

 

eNews Account module generated a 1.2% CTO% 
while Near Threshold bar generated a 0.8% CTO% 

• Near Threshold bar click engagement has fallen by half 
since it launched 

Higher TSAT engagement with Account Module 
is consistent with TSAT click engagement trends 
to general navigation links; Consider Account 
Module in TSAT Benefits  

Core eNews Top Offer-MEO TSAT Benefits Top Offer – Member Rates 

Core eNews Account Module TSAT Benefits Black Near Threshold 
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PO click and booking engagement was higher 

with Hotel Specials than Offers 

Differences in CTO%& Conv% may be due to differing experiences of Control vs Test segments: 
 

1) Type of Middle Offer received: Summer Promo-Join, Summer Promo-Earn, 20% off NY 

       For example: Summer Promo-Earn generated 2-5x higher Conv% than Summer Promo-Join over June & July 

 

2) Dynamic image optimization of Default offer & Experiences section 
 

3)  Ongoing differences between PO Test & Control audiences & their experience (propensity model) 
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Best overall NY image was not determined 

0.40% 

0.42% 

0.40% 

0.00% 0.10% 0.20% 0.30% 0.40% 0.50%

C

B

A

CTO% 

Image Opens Clicks CTO% 

Control Total 222,902 912 0.41% 

A 74,414 301 0.40% 

B 74,311 311 0.42% 

C 74,177 300 0.40% 

A 

B 

C 

Default image test in Hotel Specials/Offer middle section  
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No significant lift from optimized machine learning 

Opens Clicks CTO% Lift Significance 

Control   222,902  912 0.41% 

Optimized 2,014,561 8,384 0.42%   1.72% 75.8% 

0.41% 0.42% 

0.00%

0.10%

0.20%

0.30%

0.40%

0.50%

Control Optimized

CTO% 

1.72% Lift 

A 

B 

C 

There may not have been 

enough differences among 

images to create significant 

click engagement 
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All three offers in Hotel Specials Experiences 

section were either property or Destination images 

0.33% 

0.26% 

0.00% 0.10% 0.20% 0.30% 0.40% 0.50%

B

A

CTO% 

Image Opens Clicks CTO% 

Control Total 186,719  730 0.39% 

A 93,594 327 0.35% 

B 93,125 403 0.43% 

A 

Property 

B 

Destination 

Overall best image type 
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Opens Clicks CTO% Lift Significance 

Control        186,719  730 0.39% 

Optimized 1,675,873 7,497 0.45% 14.42% 99.5% 

0.39% 
0.45% 

0.00%

0.10%

0.20%

0.30%

0.40%

0.50%

Control Optimized

CTO% 

14.42% Lift 

A 

Property 

B 

Destination 

There was significant lift in this approach 
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A 

Property 

B 

Destination 
Worked best with: 

CORE, TSAT segments and Basic level 

Southern US on iOS devices 

Worked best with: 

Silver, Gold, Platinum 

Nights > 8 

Initial results suggest serving a Property or Destination image based on activity or member level to 

generate incremental click engagement 

 

Continue to test to validate results: 

• Test in higher positions  

• Seek Property vs Destination image testing opportunities over other image tests 

Member level & activity appeared to be a 

factor in image preference 
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+ 
 

 

Destinations generated the 2nd 
highest Click to open rate YTD 
featuring the Road Trip theme 
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July ‘16 Destinations(Core+PO) Email KPI trends 

Subject lines for July Destinations 

 Core   TSAT   WHPH 
Don’t Miss This Road Trip! (56,250) Don't Miss This Road Trip! (4,347)   🚗 Your Ultimate Road Trip Guide (5,407) 

3 Ultimate Summer Road Trips (55,351)  🚗 Your Ultimate Road Trip Guide (4,137) Don't Miss This Road Trip! (5,308) 

🚗 Your Ultimate Road Trip Guide (55,252) 3 Ultimate Summer Road Trips (4,049) 3 Ultimate Summer Road Trips (4,960) 

 

Open% 

CTO% 

Conv% 

Open rate was 2nd lowest YTD for both Core 

and PO versions  

Conv% showed steady decline:  

• Increased links to Traveler 

• Addition of Reaction module & Twitter CTA 

CTO% was the 2nd highest YTD Core & PO 



29 

Click to open rate was the 2nd highest YTD  
Note: Reporting did not distinguish West/East/ROW versions; this has been 

fixed for August 
 

Positive click engagement 

• Clicks to the Account Box were well below historical averages 

suggesting high interest in content 

• Majority of clicks were to the main Top Offer CTA 
 

Unique content elements 

• More content than other Destinations 

• High US Destination focus (for East/West coast versions) 

• Increased relevancy with Geo-targeting 
 

Content engagement observations 

For both segments Highest clicked location-themed content were in 

East Coast versions (East/West send ratio was 60/40) 

Seattle to  SF - More Cool Road Trips 

NY - Stops Along The Way 

Washington DC -  Stops Along The Way 

TSAT clicked equally on the top locations while WHPH clicked 

significantly more on Seattle to SF 

TSAT  
(East+West)  

Account Box 
23% clks, 35% bks 

Search 
4% clks, 5% bks 

Top Offer 
34% clks, 29% bks 

Stops on the way 
16% clks, 14% bks 

Bottom Offer 
8% clks, 5% bks 

WHPH 
(East+West) 

 

Account Box 
23% clks, 51% bks 

Search 
6% clks, 8% bks 

Top Offer 
36% clks, 19% bks 

Stops on the way 
15% clks, 10% bks 

Bottom Offer 
7% clks, 4% bks 

Road Trips 
11% clks, 9% bks 

Road Trips 
9% clks, 5% bks 

Reaction  
2% clks, 2% bks 

Reaction 
2% clks, 1% bks 

East  

 
West 
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(1068) 

  

(202) 

  

(366) 

Soaking in amazing scenery Following my fav sports team Eating my way across the country

ALL SEGMENTS 

 (882) 

 (167) 
 (305) 

CORE 
 (103) 

 (14) 

 (34) 

TSAT 
 (83) 

 (21) 
 (27) 

WHPH 

Reaction module relaunched 

for member feedback 



31 

+ 
 

 

July testing summary 

 Horizontal vs control CTA test 

 Property vs Destination image test 

• Subject line testing in Core campaigns & 
Leisure Solos  



32 

eNews Core  

• Your Account: See Your Latest Rewards (44,440)*   

• Your Account: [FNAME's] July Rewards (41,202) 

   

Benefits - TSAT 

• Your Account: [FNAME's] July Rewards (9,153)* 

• Your Account: See Your Latest Rewards (9,135) 

 

Benefits - WHPH 

• Your Account: How to Earn Extra Points (8,943)*   

• Your Account: [FNAME's] July Rewards (8,887) 

 

Hotel Specials (all segments) 

• We Picked These Deals Just for You (101,920)* 

• Your August Travel Deals (101,221) 

 

 

Some subject line testing did not achieve 

statistical significance  
Descriptors of winning subject line 

  Promise of new rewards 

 

 

 

  First Name, month 

 

 

 

  Promise of additional points 

 

 

 

  Personalized recommendations 

 

 

Consider extending window before winner is chosen 
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Destinations Core (all segments) 

• Don’t Miss This Road Trip! (56,250)   

• 3 Ultimate Summer Road Trips (55,351) 

•  🚗 Your Ultimate Road Trip Guide (55,252)     

 

Destinations - TSAT 

• Don't Miss This Road Trip! (4,347) 

•  🚗 Your Ultimate Road Trip Guide! (4,137) 

• 3 Ultimate Summer Road Trips (4,049) 

 

Destinations - WHPH 

•  🚗 Your Ultimate Road Trip Guide (5,407)  

• Don't Miss This Road Trip! (5,308)          

• 3 Ultimate Summer Road Trips (4,960) 

 

 

TSAT and Core audience continued to prefer 

similar subject lines  
Descriptors of winning subject line 

Fear of missing out, strong POV 

 

 

 

Fear of missing out, strong POV 

 

 

 

 

 

Promise of best experience 
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Solo: 1 (all segments) 

• It's Time for a Europe Trip...    

• Summer in Europe: Your 2016 Guide 

• 6 Places in Europe You Should Visit Now     

Open counts unavailable but Epsilon confirmed winning subject line 

 

 

Solo: 2 (all segments) 

• Fancy a Trip to [City]? (15,504)          

• Summer’s Happening in [City] (14,979) 

• See Why [City]’s So Popular Right Now (14,117) 

Europe Leisure Solo subject line test & roll 

Descriptors of winning subject line 

Conversational, inquisitive 

 

 

 

 

 

 

Question posed, suggestive,  

colloquial, opportunistic 



35 

Europe Summer Leisure Solos 

Observations 

Two part series (2 weeks apart) to Europe English, German, French members 
• Solo 1: Europe overview, featured destinations & Double Elite Night Credit or a Visa promo 

• Solo 2: Targeted destination deep-dive content based on language 

• Tied content to Destinations & eNews 

 

Follow up generated similar responses to the initial send 

 

Subject line tests were conducted for both Solos 
Solo 1:  It's Time for a Europe Trip...                  Solo 2: Fancy a Trip to [City]?  

              Summer in Europe: Your 2016 Guide         See Why [City]’s So Popular Right Now 

              6 Places in Europe You Should Visit Now  Summer’s Happening in [City] 

Solo: 1 
It’s Time for a 

Europe Trip… 

Solo: 2 
Fancy a Trip to [City]? 
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Key Takeaways 
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July ‘16 Key Takeaways 

 July may be a opportune month to aggressively feature booking offers 
 

 A combination of elements may have helped create the high engagement Destinations 
achieved with the Road trip theme & should be further understood 

• Increase in related content 

• Geo targeted content 

• US destination focus 
 

 Content insights 

• Members appeared to engage with Moments in eNews and may be responsive to future features 

• eBreaks does not appear to be adding value in eNews & consider removing/replacing 

• Initial results suggest Hotel redemptions did not resonate with TSATs: not planned for the future 

• Account Module in TSAT Benefits may increase click engagement 

• New Experiences layout in Hotel Specials may have helped click engagement 
 

 Testing insights to validate 

• Current CTA may generated better click engagement than horizontal CTA 

• Property/Destination image testing suggested activity or status may influence click engagement 

• Consider extending test window for Subject line test & roll 
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+ 

Competitive 

Insights 
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Significant promotional activity 

continued in July 
Hilton Big World Sale SPG Triple Up 
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Hilton continued to leverage promotions for 

Acquisition & Reactivation 

May be re-booking incentive  2 offers for Reactivation 

Big World Sale for 

Acquisition solo 
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Best Rate/Lowest Prices continued to 

be featured prominently 

‘Stop Clicking Around’ as 

Hero content 

“Your Rate” – Best rate 

available for members when 

book direct 
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July 2016 MR 

Campaign 

Reviews 
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July ‘16 eNews performance summary 

Observations 

July eNews+Benefits deliveries increased 10.0% YoY and 

bookings increased by 90.6% YoY, resulting in a 73.2% 

increase in booking/delivered 
• 2nd highest bookings & highest clicks since Jan’15  

• Highest CTO% since Jan ’15 

• 2nd lowest Open% since Mar ‘15 

 

Intended Alliance message/announcement was suspended 

and Summer Promo & MEO/Member Rates were promoted 
• Promoted in Top Offer and received 63% of email clicks 

• A subject line test was conducted in eNews & Benefits highlighting 

monthly rewards 

 

Content featured: 
• Summer Promo/Sweepstakes & MEO 

• Moments/Experiences 

• 2x Night Credits 

• Barcelona City Scene 

• Road Trip 
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July ‘16 eNews & Benefits Email KPI trends 

Observations 

• Open% dropped by 19% YoY while Click to open rate increased 67% & Conv% increased 27% 

• July ‘15 subject line promoted MidYear review,  Your Account – Your Year So Far and generated one of the highest 

Open rates of the year reinforcing that member’s value content on their individual progress in the program 
– July’16 subject line tested different positioning of Rewards (e.g. See Your Latest Rewards) and generated one of the lower 

Open rates in a year and a half 

• Featuring the Summer Promo helped generate the highest clicks, CTO% & bookings since Jan ’15; Include Summer 

promo details in subject line to eligible members 

 

Open% 

LY Open% 

CTO% 

LY CTO% 

Conv% LY Conv% 
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July ‘16 eNews sections 
Observations 

Generated the highest clicks in over a year despite generating a near low in Opens  
 

Top Offers generated over 63% of clicks and bookings; section highest since 2013 

• Summer Promo was promoted for the 2nd month & received the majority of click 

engagement, 90% of the section’s clicks 

• Member response to promotions may be due to seasonality (m.com bookings in July is 

5.4% above monthly average, 2013-2015) 

• Prominent design may have helped generate awareness & engagement 
 

The Summer Promo may have cannibalized some click as nearly all sections 

generated low click engagement compared to YTD averages 

• Rewards section generated 11% of email clicks, well below 20% average 

• Moments generated 3% of email clicks which may have contributed to cannibalization 
 

Hotel Openings section attracted slightly above average click engagement with 

Springhill Suites (San Diego) attracting the highest followed by Residence Inn (Maui) 
 

City Scene(Barcelona) generated the lowest number of clicks YTD for this section 
 

eBreaks generated 1% of clicks and low Conv%, only surpassing City Scene, 

Moments & Road Trip 

eNews 
Your Account: See Your 

Latest Rewards 

Search 
5% clks, 5% bks 

Rew - Head 
4% clks, 3% bks 

Rew - Main 
2% clks, 2% bks 

Moments 
3% clks, 2% bks 

Earn 
1% clks, 1% bks 

City Scene 
1% clks, 0% bks 

Hotel Open 
2% clks, 1% bks 

Account Box 
17% clks, 23% bks 

Top Offer 
63% clks, 63% bks 

eBreaks 
1% clks, 1% bks 
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July ‘16 eNews link analysis 
10.9 K 
581 bks 

Observations 

Rewards section 

• The new account module continued to generate a high number of clicks 

Rewards Main  11.4 K 

Account Header                         10.9 K 

Account Module                           9.9 K 

Earn Module                           6.0 K 

 

Highest click generating content 

Rewards Header                         20.8 K 

Bonus Points    7.5 K 

Double Elite night credit   3.1 K 

MRCC-80 K pts    1.6 K 

Hertz       1.5 K 

 

9.9 K 
562 bks 

7.5 K 
544 bks 

3.1 K 
349 bks 

211 
7 bks 

256 
16 bks 

258 
24 bks 

812 
61 bks 

2.1 K 
160 bks 

1.5 K 
79 bks 

1.6 K 
47 bks 
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July ‘16 Core eNews generated 91% more 

bookings YoY than July ‘15 eNews  
YoY & MoM eNews Bookings 

Observations 

2015 July eNews featured MidYear Review 
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July ‘16 Core eNews generated 50% more 

clicks YoY than July ‘15 eNews  
YoY & MoM eNews Clicks 

Observations 

2015 July eNews featured MidYear Review 
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Core TSAT WHPH 

Search 
5% clks, 5% bks 

Rew - Head 
4% clks, 3% bks 

Rew - Main 
2% clks, 2% bks 

Moments 
3% clks, 2% bks 

Earn 
1% clks, 1% bks 

City Scene 
1% clks, 0% bks 

Hotel Open 
2% clks, 1% bks 

Account Box 
17% clks, 23% bks 

Top Offer 
63% clks, 63% bks 

eBreaks 
1% clks, 1% bks 

Search 
2% clks, 2% bks 

Rew - Head 
2% clks, 2% bks 

Rew - Main 
0% clks, 0% bks 

Moments 
3% clks, 2% bks 

Earn 
1% clks, 0% bks 

City Scene 
0% clks, 0% bks 

Hotel Open 
1% clks, 1% bks 

Account Box 
7% clks, 7% bks 

Top Offer 
82% clks, 86% bks 

eBreaks 
1% clks, 1% bks 

Search 
5% clks, 7% bks 

Rew - Head 
4% clks, 2% bks 

Rew - Main 
0% clks, 0% bks 

Moments 
3% clks, 3% bks 

Earn 
1% clks, 1% bks 

City Scene 
1% clks, 0% bks 

Hotel Open 
2% clks, 1% bks 

Account Box 
13% clks, 23% bks 

Top Offer 
69% clks, 62% bks 

eBreaks 
2% clks, 1% bks 
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July ‘16 Hotel Specials performance summary 

Observations 

YoY deliveries decreased by 3.6% and bookings 

increased by 24.2%, leading to an increase in 

bookings per delivered (K) of 28.9% 

• Maintained high 2016 Booking per delivered average 

• 2nd highest CTO% since May ’15 

 

 

There was a subject line test conducted for Hotel 

Specials and Offers (combined results): 

• We Picked These Deals Just for You (101,920) 

• Your August Travel Deals (101,221) 
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July ‘16 Hotel Specials performance summary 

Observations 

Hotel Specials generated 24% more bookings YoY 

* Include Offers 
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July‘16 Hotel Specials/Offers performance 

summary 

LY Open% 

Open% 

CTO% 
LY CTO% 

Conv% LY Conv% 

Observations 

• 2nd highest CTO% since May ’15 

• YoY increase in Conv% has been maintained since Jan ‘16 
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July ‘16 Hotel Specials Core link analysis 

Observations 

2nd highest clicks generated since May’15 

 

July Offers featured Summer Promo as a Middle Offer for the 3rd 
month and generated 13% clicks & above avg section Conv% 
(7.0% vs 6.6%) 

• New York offer to non eligible Promo 

 

Getaways generated under 10 K clicks for the 2nd month in a row 

• Potential cannibalization from Summer Promo 

• Only 2 featured offers 

 

Experiences generated 10% more clicks than 2016 YTD avg 

• Leveraged icon treatment 

• Deal in CTA 

• Different layout 

 

eBreaks continued to generate similar click engagement as 
previous months, however link Conv% was 30% lower than 
Email link average 

Account Box 
21% clks, 38% bks 

Field Offers 
42% clks, 26% bks 

Search 
10% clks, 12% bks Getaways 

4% clks, 3% bks 

Hotel Specials 
We Picked These Deals Just for You 

Experiences 
4% clks, 2% bks 

eBreaks 
6% clks, 4% bks 

Middle Offer 
13% clks, 14% bks 
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July ‘16 Hotel Specials link analysis 

Observations 

eBreaks continued to generate more clicks than any single offer and a higher 

Conv% than the Field Offers section 

 

Other Notable content: 

• $100 San Diego (Getaways)  4.5 K  

• Myrtle Beach+$300  (Experiences)  4.5 K 

• Gaylord $100 (Getaways)  2.9 K 

• Wine &  Spa Niagara Falls(Experiences) 2.8 K 

 

719 
22 bkg 

4.5 K 
231 bkg 

2.9 k 
154 bkg 

491 
18 bkg 

4.5 K 
181 bkg 

2.8 K 
80 bkg 

1.1 K 
51 bkg 

11 K 
533 bkg 
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Core TSAT WHPH 

Account Box 
21% clks, 38% bks 

Field Offers 
42% clks, 26% bks 

Search 
10% clks, 12% bks 

Getaways 
4% clks, 3% bks 

Experiences 
4% clks, 2% bks 

eBreaks 
6% clks, 4% bks 

Middle Offer 
13% clks, 14% bks 

Account Box 
14% clks, 20% bks 

Field Offers 
41% clks, 36% bks 

Search 
5% clks, 2% bks 

Getaways 
4% clks, 6% bks 

Experiences 
6% clks, 3% bks 

eBreaks 
6% clks, 5% bks 

Middle Offer 
24% clks, 26% bks 

Account Box 
16% clks, 30% bks 

Field Offers 
43% clks, 26% bks 

Search 
9% clks, 13% bks 

Getaways 
6% clks, 5% bks 

Experiences 
4% clks, 5% bks 

eBreaks 
7% clks, 5% bks 

Middle Offer 
16% clks, 16% bks 
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July ‘16 Destinations performance summary 

Observations 

Destinations deliveries decreased MoM by 2.0% and 
bookings decreased by 22.7%, resulting in an overall 
decrease in booking per delivered (K) of 21.1% 

• Destinations CTO% was the 2nd highest YTD for both Core & PO 
segments 

• Conv% has continually decreased throughout 2016, reaching 
the lowest since launch 

 

July Destinations continued the Road trip theme from 
June  

• Geo-targeted Top Offer city-to-city routes 

• Pro Tips 

• Twitter social share 

• Non-primary Road Trip content in secondary content 

• Reaction module for travel type preferences 

 

Note:  Dashboard % changes & % pt changes are 
Month over Month, not Year over Year 
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July ‘16 Destinations(Core+PO) Email KPI trends 

Observations 

• CTO% was the 2nd highest YTD for both Core and PO versions 

• Open rate was 2nd lowest YTD for both Core and PO versions  
 

 Core   TSAT   WHPH 
Don’t Miss This Road Trip! (56,250) Don't Miss This Road Trip! (4,347)   🚗 Your Ultimate Road Trip Guide (5,407) 

3 Ultimate Summer Road Trips (55,351)  🚗 Your Ultimate Road Trip Guide (4,137) Don't Miss This Road Trip! (5,308) 

🚗 Your Ultimate Road Trip Guide (55,252) 3 Ultimate Summer Road Trips (4,049) 3 Ultimate Summer Road Trips (4,960) 

Open% 

CTO% 

Conv% 
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July ‘16 Core Destinations 
Observations 

July continued a Road Trip theme that was introduced in June 
• Offered specific routes and itineraries targeted by geography 

• Content linked to Traveler 

• Introduced Social Share with Twitter 

• Reaction module for travel type preferences 

 

Content highlights: 
Road Trip Top Offer generated ~1/3 of Email’s clicks, slightly 

above YTD average for that section 

 

Destination’s July banner generated more click engagement than 

Pro Tips 

 

Twitter Share generated nearly the lowest click volume of any link 

 

Middle offer: Seattle to San Francisco generated the most clicks in 

the versions it was featured in  (East Coast and ROTW) 

 

“Soaking in amazing scenery” generated 64% of clicks in 

Reaction Module  

 

“Where to Book Now” generated click engagement consistent 

with YTD average; “Miami to Key West” generating the most 

clicks followed by “New England” 

East Coast 

Account Box 
32% clks, 58% bks 

West Coast Rest of the World 

Search 
7% clks, 9% bks 

Bottom Offer 
6% clks, 3% bks 

Top Offer 
29% clks, 15% bks 

Middle Offer 
23% clks, 13% bks 
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Core TSAT CTRL 

Observations 

WHPH click engagement appeared to favor Bottom Offer in lieu of engagement with Account Box/Search & Top Offer 

Account Box 
32% clks, 58% bks 

Search 
7% clks, 9% bks 

Top Offer 
42% clks, 22% bks 

Middle Offer 
10% clks, 6% bks 

Bottom Offer 
6% clks, 3% bks 

Account Box 
22% clks, 60% bks 

Search 
6% clks, 7% bks 

Bottom Offer 
7% clks, 5% bks 

WHPH CTRL 

Account Box 
25% clks, 39% bks 

Search 
5% clks, 3% bks 

Bottom Offer 
8% clks, 5% bks 

Top Offer 
36% clks, 17% bks 

Middle Offer 
28% clks, 8% bks 

Top Offer 
34% clks, 32% bks 

Middle Offer 
28% clks, 21% bks 
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July ‘16 Solo performance summary 

Observations 

Solo deliveries decreased YoY by 30.5% and bookings 

decreased by 45.0%, resulting in a net decrease in 

booking/delivered of 20.9% 

• Least amount of Solos delivered since Sep ‘15 

 

July Solo launches 

• MB Registration Reminder                    

• EnergyPlus     

• Europe Leisure & Follow-up 
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July Key Solo mailings 

 

 

 

 

 

 

July ‘16:   MB Reg Reminder   8.5 M / 15.6 K 

                METT                    1.9 M / 1.8 K 

                EnergyPlus    1.6 M / 1.8 K 

                Europe Leisure 1    731 K / 619 

                Europe Leisure 2    726 K / 468 

  

Delivered / EIR Bookings 

July ‘15:    Account Security        11.9 M / 55.5 K 

                Mid-Year Review          7.5 M / 4.2 K 

                Delta MEO               835 K / 571 

                METT                    772 K / 993 

 

Delivered / EIR Bookings 

July ‘16 Solo MoM performance summary 
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Summer Bonus results to-date 

Observations: 
• Drove 35% of June bookings 
• Lower booking/delivered to previous MegaBonus campaigns 

are due to less dedicated Solo touchpoints and reliance on Core 
campaign support 

 
Featured in eNews & Hotel Specials and helped generate high 
click engagement and bookings for these campaigns 
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Summer Promo Registration Reminder 

Observations 

Compared to previous MegaBonus promotion campaign reminders, the Summer Promo was sent 

to a significantly larger audience, generating an overall greater bookings with generally lower 

email KPI’s 

You Can Still Win 100K Points 
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Base US 

Credit Card RewardsPlus 

Rest of the World 

Summer Promo Registration Reminder  

Top Offers 
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Europe Summer Leisure Solos 

Observations 

Two part series (2 weeks apart) to Europe English, German, French members 
• Solo 1: Europe overview, featured destinations & Double Elite Night Credit or a Visa promo 

• Solo 2: Targeted destination deep-dive content based on language 

• Tied content to Destinations & eNews 

 

Follow up generated similar responses to the original  

 

Subject line tests were conducted for both Solos 
Solo 1:  It's Time for a Europe Trip...                  Solo 2: Fancy a Trip to [City]?  

              Summer in Europe: Your 2016 Guide         See Why [City]’s So Popular Right Now 

              6 Places in Europe You Should Visit Now  Summer’s Happening in [City] 

Solo: 1 
It’s Time for a Europe 

Trip… 

Solo: 2 
Fancy a Trip to [City]? 
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EnergyPlus/NRG Home Solar Solo 

Observations 

Generated 22% lower Open rate & 50% lower Click to open rate  

 

Earn Up to 4 Free Nights by Going Solar 
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July ‘16 Lifecycle performance summary 

Observations 

Delivery increased YoY by 0.7% and bookings decreased 
by 5.6%, resulting in a decrease in bookings per delivered 
(K) of 6.3% 

• 2nd highest booking YTD 

• YoY decreases in CTO% and booking/delivered have been BAU 
performance; Onboarding campaign generates high Lifecycle 
campaign volume and lower than average CTO% and Conv% 

• Winback was not live in 2015 whose performance would have 
decreased June’15 email KPI’s 
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Lifecycle: Onboarding 
Onboarding generates ~11% of Lifecycle volume and Open%, 

CTO% are all well below Lifecycle campaign average 

 

July performance has been consistent since launch 

• Open% after the first message tapers to ~ 16%, below program 

average 

Welcome (Points) Email series KPI’s follow similar trends with each 

progressive message 

 

Continue to monitor and connect to longer term 

engagement KPI’s after 6 months 

• Drive new member loyalty at a faster rate 

• Increase # of new members booking their 2nd stay 

 

Future considerations 

• Connecting the series together: themed subject lines, less 

than 10 days between mailings 
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Lifecycle: Post Redemption 

Observations 
CTO% has been on steady decline since Jan 
’15 suggesting fatigue with content 
 
 

Restarters 
Thank You for Redeeming 

Your Points 

Left Overs 
Thank You For Redeeming 

Your Points 

Surplusers 
Thank You For Redeeming 

Your Points 



70 

July ‘16 Project Orange performance summary 

Observations 

• July ‘15 launched PO dedicated campaigns: Recognition, Benefits & Offers 

• July ‘16 generated highest monthly bookings & 3rd highest 
booking/delivered email to date 

• Highest monthly clicks & CTO% to date 
 

Compared to the base email program, PO-dedicated campaigns generated: 
+11.4% Open%, +71.2% CTO% +81.0% higher Conv% 
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July ‘16 Email overview & MoM trends 

Observations 

Featured Summer Promo in Benefits & Offers 

• Highest monthly clicks, CTO%, and bookings since PO launch 

• 3rd highest Conv% to date 

• 2nd lowest Open% since PO launch 
 

Benefits generated highest monthly bookings & CTO% YTD 
resulting in 2nd highest booking/delivered in 2016  
 

Offers generated above 2016 YTD average bookings, clicks, 
CTO%, Conv%, & booking/delivered 

 

Destinations generated the 2nd highest CTO% YTD but lowest 
Conv% 

Bookings by Month 

Email KPI’s by Month 
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Benefits overview and MoM trends 

Observations 
Overall 

• Benefits generated the highest monthly 

bookings & CTO% YTD resulting in 2nd highest 

booking/delivered in 2016  

• Featured Summer Promo (100 K points) 

 

TSAT 

• Highest bookings & CTO% & 2nd highest 

booking per delivered to date 

 

WHPH 

• 2nd highest bookings, CTO% & Conv% to date 

resulting in 3rd highest booking/delivered to 

date 

 

Prominent feature of Summer Promo has 

increased engagement over consecutive 

months 

Bookings vs Delivered Emails by segment 

Email KPI’s by segment 
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TSAT click engagement was higher with Core 

versions than Benefits  

The subject line in the PO versions resonated better than Core versions (statistically significant) 

                       Core eNews (All)             TSAT                                              WHPH 
See Your Latest Rewards (44,440)   Jim’s July Rewards (9,153)                        How to Earn Extra Points (8,943) 

Jim’s July Rewards (41,202)                 See Your Latest Rewards (9,135)    Jim’s July Rewards (8,887) 

 

CTO% delta between Core and PO has continued to decrease (statistically significant) 

• Core versions had ~55 links while TSAT Benefits  ~53 & WHPH Benefits ~47  

 

TSAT Core generated a higher CTO% with less content than Benefits, suggesting amount of content is not the only factor in 
click engagement 
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July WHPH Benefits 
Account Box 

6% clks, 7% bks 

Benefits 
Your Account: How to Earn Extra 

Points 
Top Offer 

80% clks, 82% bks 

Moments 

3% clks, 2% bks 

Rewards - Head 

2% clks, 2% bks 

Search 

1% clks, 1% bks 

Redeem-Hotel 

1% clks, 1% bks 

Hotel Openings 

2% clks, 1% bks 

eBreaks 

1% clks, 1% bks 

Rewards - Main 

3% clks, 2% bks 

Bottom Offer 

0% clks, 0% bks 

Earn 

1% clks, 1% bks 

Observations 

2nd highest CTO% & unique clicks to date 

 

Top Offer generated 80% of Benefits’ clicks with the majority going to Summer 

Promo 
• Typical distribution when featuring MegaBonus 

 

While % of clicks was low to other sections, other sections appeared to generate 

incremental clicks 
• Moments feature generated half of the clicks as Rewards while featuring  3-4x less 

content  

• Hotel Openings section generated the 2nd most section clicks to date 

• Clicks to Account Box were the 3rd lowest to date 

 

Milestones (black Bar) generated half the clicks from when it was introduced (May) 

  

eBreaks clicks fell by 21% MoM with a slightly lower than Email average Conv%; 
there may be more valuable content to present to WHPH 
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Observations 

Note: Enrollments counts may be incomplete 

The Non-Member version of Benefits featured Free Night offer, New Member Benefits, 

sweepstakes, and MRCC offer, generating 48 clicks 

• May Non-member benefits featured Member Rates & generated 35 clicks 

• June Non-member benefits featured New Member benefits & sweepstakes & generated 28 clicks 

• July version featured less content than both previous versions 

 

June Free Night Offer solo sent generated 16 enrollments and 3.1 enrollment/delivered 

Email (K) 

• 62.5% enrollment conversion 

 

Account Box 

21%, 0 bks July Non-Member WHPH Benefits 
Non-Member Benefits 
Your Free Night is Just a Click Away, 

[First Name] 

Top Offer 

33%, 1 bks 

Rewards 

15%, 0 bks 

Search 

10%, 0 bks 

Bottom Offer 

4% clks, 0 bks 

eBreaks 

15% clks, 0 bks 
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Observations 

Highest CTO% & 2nd highest clicks to date 

 

Top Offer generated 66% of Benefits’ clicks with the majority going to Summer 

Promo 
• Highest % of clicks to date 

• 2nd highest was Jan ‘16 when Sweepstakes was featured 

 

Compared to YTD average section click engagement: 

• Search saw above average click engagement 

• Moments feature generated half of the clicks as Rewards while featuring  3-4x less 
content  

• City Scene generated lowest clicks 

• Milestone click engagement was less than half when it was introduced and Conv% fell 
by 57% 

 

MoM eBreaks click engagement fell by 21% & well below average email Conv% 

July TSAT Benefits Benefits 
Your Account: [First 

Name’s] July Rewards 

Account Box 
14% clks, 24% bks 

Search 
5% clks, 7% bks 

Top Offer 
66% clks, 60% bks 

Moments 
3% clks, 1% bks 

Rew-Head 
3% clks, 3% bks 

Rew-Main 
0% clks, 0% bks 

Earn 
3% clks, 1% bks 

eBreaks 
2% clks, 1% bks 

Bottom Offer 
0% clks, 0% bks 

Redeem-Hotel 
1% clks, 1% bks 

Hotel Opens 
2% clks, 1% bks 

City Scene 
1% clks, 1% bks 
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Account Box 

16% clks, 2 bks July Non-Member TSAT Benefits 
Non-Member Benefits 
Your Free Night is Just a Click Away, 

[First Name] 

Top Offer 

37% clks, 0 bks 

Rewards 

9% clks, 0 bks 

Search 

11% clks, 1 bks 

Bottom Offer 

5% clks, 0 bks 

Observations 

The Non-Member version of Benefits featured Free Night offer, New Member Benefits, 

sweepstakes, and MRCC offer, generating 444 clicks 

• June generated 337 Clicks 

• May-276 Clicks 

 

Top Offer generated 37% of Email clicks while June generated 59%  

• July Non-member Benefits featured considerably less content 

 

 

eBreaks 

19% clks, 0 bks 
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Offers overview and MoM trends 

Bookings vs Delivered Emails by segment 

Email KPI’s by segment 

Observations 

Overall 

Offers generated above 2016 YTD average 
bookings, clicks, CTO%, Conv%, & 
booking/delivered Email 

 

Summer Promo was featured as a distinct section 
for the 2nd month in a row (3rd month featured) 

 

TSAT 

• Highest clicks and CTO% of all time 

• 13% & 10% higher monthly booking and booking per 
delivered email than 2016 YTD averages respectively 

 

WHPH 

• Generated Email KPI’s consistent with 2016 YTD 
averages, resulting in a 6.8 booking/delivered (vs 
6.7 2016 YTD avg)  
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TSAT click and booking engagement was 

higher with Core versions than Offers 

Differences in CTO% & Conv% may be due to: 

• Ongoing differences between Test & Control 

• Different audience composition of Summer promo eligibility & participation determined the Middle Offer creative; 
Audience may have had different click interaction with Earn vs Register Summer promo creative as there were 2-5x 
differences in Conv%  

 

Subject line was conducted across all segments but results were aggregated 
• We Picked These Deals Just for You (101,920) 

• Your August Travel Deals (101,221) 
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July WHPH Offers 

Observations 

Generated click engagement & click volume consistent with 

2016 YTD averages  

 

Field Offers generated 44% of clicks, the lowest YTD for this 

section which may have been cannibalized by: 

• Summer Promo (Middle Offer), 14% of clicks 

• New York 20% offer  (Middle Offer), 5% of clicks 

• eBreaks, 6% of clicks 

It is possible this would have been a low click month without 

these elements 

 

Experiences Image test: Destination vs Property shot 

 

Account Box 
16% clks, 22% bks 

Field Offers 
44% clks, 36% bks 

Search 
6% clks, 6% bks 

Experiences 
4% clks, 4% bks 

Offers 
We Picked These Deals Just for You 

eBreaks 
6% clks, 5% bks 

Getaways 
4% clks, 4% bks 

Middle Offer 
20% clks, 23% bks 
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July TSAT Offers 

Observations 

• Highest clicks and CTO% all time 

 

Each standard evergreen section generated an average 

amount of clicks; Middle offer section (a new section in 

June/July) received 14% of clicks which may have been 

incremental 

• 9% Summer Promo 

• 5% NY 20% offer 

 

• It’s possible less TSATs were eligible for the Summer 

promo and more of the audience saw the alternate Middle 

offer 

 

eBreaks continued strong click engagement with Conv% 
slipping slightly MoM to below Email average 

 

Offers 
We Picked These Deals Just for You 

Account Box 
16% clks, 34% bks 

Field Offers 
44% clks, 27% bks 

Search 
10% clks, 15% bks 

Experiences 
4% clks, 2% bks 

eBreaks 
6% clks, 5% bks 

Getaways 
5% clks, 3% bks 

Middle Offer 
14% clks, 14% bks 
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Destinations overview and MoM trends 
Bookings vs Delivered Emails by segment 

Email KPI’s by segment 

Observations 
July continued a theme of Road Trips from June 
• Offered specific routes and itineraries targeted by 

geography 

• Content linked to Traveler 

• Introduced Social Share with Twitter 

• Reaction module for travel type preferences 

 

Destinations generated the 2nd highest CTO% YTD but 
lowest Open% & Conv% 

 

TSAT 

• 2nd Highest CTO% YTD    

• 2nd lowest Open% and lowest Conv% YTD 
 

WHPH 

• 2nd Highest CTO% YTD    

• Lowest Open% and 2nd lowest Conv% YTD 
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PO Segments – Control Group Destinations vs 

PO Destinations 

Core Destinations                              TSAT                                  WHPH 
Don’t Miss This Road Trip! (56,250)   Don’t Miss This Road Trip! (4,347)  Your Ultimate Road Trip Guide (5,407) 

3 Ultimate Summer Road Trips (55,351)    Your Ultimate Road Trip Guide (4,137)  Don't Miss This Road Trip! (5,308) 

Your Ultimate Road Trip Guide  (55,252)    3 Ultimate Summer Road Trips (4,049)  3 Ultimate Summer Road Trips (4960) 
 

That Global Control & Test TSATs had the same winning subject lines & there was a 6% difference in Open rate suggests:  

• Differences in global control vs test segment composition or test experience 

• Open% differences less than 6% may be noise 
 

There were significant differences in Conv% between Test & Control 

• There may be a tracking/reporting issue 

• Test & Control may have received different % of West/East Coast versions & may have had different Conv% with each  



84 

July WHPH & TSAT Destinations  

Observations 

Note: Reporting did not distinguish West/East coast versions; 

this has been fixed for August 

 

Majority of clicks were to the main Top Offer CTA 

 

Account box generated below average click engagement 

suggesting higher interaction with content 

 

For both segments East/West version send ratio was ~ 60/40 

• Highest clicked location-themed content were in East Coast 

versions 

• Seattle to SF in More Cool Road Trips 

• NY in Stops Along The Way 

• Washington DC in Stops Along The Way 

• There was near parity with TSAT while WHPH clicked 

significantly more on Seattle to SF 

TSAT (East+West)  

Account Box 
23% clks, 35% bks 

Search 
4% clks, 5% bks 

Top Offer 
34% clks, 29% bks 

Stops on the way 
16% clks, 14% bks 

Bottom Offer 
8% clks, 5% bks 

WHPH (East+West)  

 Account Box 
23% clks, 51% bks 

Search 
6% clks, 8% bks 

Top Offer 
36% clks, 19% bks 

Stops on the way 
15% clks, 10% bks 

Bottom Offer 
7% clks, 4% bks 

Road Trips 
11% clks, 9% bks 

Road Trips 
9% clks, 5% bks 

Reaction  
2% clks, 2% bks 

Reaction 
2% clks, 1% bks 



85 

+ 
 

 Thank You! 
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Appendix 


