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June 2016 Key Storylines 

 June generated the highest bookings & clicks since Jul ’15, driven by Summer Promo 
touchpoints, MegaBonus Scorecard, Instagram & Moments launch 
 

 Summer Promo was featured in eNews, Hotel Specials, Destinations and helped generate 
among the highest YTD click engagement for these campaigns 

 

 Additionally, significant contributors to click engagement were New member Benefits in 
eNews & Road Trip themed content in Destinations 

 

 Project Orange campaigns generated YTD 3rd highest monthly bookings, CTO%, and 
booking/delivered, but segments appeared to engage more with Core versions 
 

 eBreaks module was added to WHPH Benefits & Offers and drove different engagement 
 

 Testing was conducted on images in eNews; subject line testing in eNews, Hotel Specials, 
and Destinations 
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Executive Summary: June 2016 YoY overview 

Program Summary 

Compared to June ‘15, deliveries increased 
35% and bookings increased 60%, resulting in 
an increase of 19% of booking per delivered  
 

Summer Bonus was featured in core mailings 
which drove highs in clicks & bookings in 
eNews & Hotel Specials thus far in 2016 

• eNews - highest clicks and 2nd highest bookings YTD 

• Hotel Specials - highest CTO% in over a year, 2nd 
most bookings, most clicks YTD 

• Destinations - highest bookings and clicks YTD 
 

MegaBonus Scorecard, Instagram, & Moments 
Solos drove high booking & click volume 
 

MRCC featured 80 K pt offer 
 

One year anniversary of Anniversary launch 
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Solos drove ~5x more bookings than LY 

Solos generated nearly 5x more bookings than LY 
 
 
 
 
 

 

Solos supporting member marketing initiatives  generate incremental response and bookings; identify 
months to proactively collaborate with internal groups on Solo communication opportunities 

June ‘16:  Moments Intro    11 M / 11.1 K 

               Instagram                 9.7 M / 21.6 K 

               Hertz   1.0 M / 2.6 K 

               Summer Promo       885 K / 8.3 K 

     MegaBonus Scorecard   336 K / 21.8 K 

Delivered / EIR Bookings 

June ‘15:    Delta        10.0 M / 10.6 K 

                  

  

     Delivered / EIR Bookings 
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Program MoM & YoY KPI trends: June 2016 

Observations: 

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

Open% 

LY Open% 

LY CTO% LY Conv% 

Conv% CTO% 
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Summer Promo results to-date 

Observations: 
• Drove 14% of June bookings 
• Lower booking/delivered to previous MegaBonus campaigns were due to less dedicated Solo 

touchpoints and reliance on Core campaign support 
• Featured in eNews, Hotel Specials, Destinations and helped generate among the highest YTD click 

engagement for these campaigns 
 

Leverage base communication modules to persistently support content & maximize 
engagement on top of dedicated touchpoints 
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Spring ’16 MegaBonus summary 

Observations: 
Nearly 40% of bookings came from modules in base communications 
• While this may have impacted booking per delivered efficiency it likely generated incremental 

click & booking engagement 

 
Continue to leverage base communications to persistently support content & 
maximize engagement  
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Spring’16 MegaBonus Report Card 

Observations 

The Spring’16 Report card: 

• Generated significantly higher Click to open and 

Conversion rates than previous versions;  

• Acknowledges most engaged members 

 

Leverage the success of Report card by: 

• Continuing to reflect member activity 

• Expanding activity summaries  to other campaigns 

• Promote aligned content to a highly engaged audience 

 

Spring ‘16 
Your MegaBonus Was a  

Win-Win-Win 

Spring ‘15 
Your MegaBonus 

results are in! 

Fall ‘15 
Your MegaBonus 

results are in! 

•Clear CTA to account 

•Redemption  opps  

•Larger audience 

•Numbers over icons 
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+ eNews/Benefits generated the highest 
clicks and 2nd most bookings YTD 
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Click to open rate drove the highest clicks YTD 

Observations 

Generated the highest YTD clicks & Click to open rate 
• YoY difference in Click open rate due June’15 1 M Bonus Point Offer 

 

A subject line test was set with a 1-hour threshold & results may differed from results pulled later: 
• Your Account: Introducing New Benefits (Test & Roll winner) 

• Your Account: 4 New Member Benefits 

• Your Account: View Your June Points Balance 

A longer threshold may be required to determine best subject line to roll out 

Open% 

LY Open% 

CTO% 

LY CTO% 

Conv% LY Conv% 
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High click engagement with 

majority of content 
Observations 

Top Offers (New Benefits, Summer promotion) generated over 55% of clicks and bookings 

• New Benefits generated 30% of clicks and was given significantly more visual real estate 

than Sweepstakes (25% of total clicks) 
 

June generated the highest clicks YTD & most sections also generated high click 

engagement, suggesting strong content choices or potential seasonality 

• Rewards generated the highest clicks YTD 

• City Scene 2nd highest YTD 

– Header & Account Box average (though increased for TSATs) 

– Account Module average 

• Hotel Openings was the lowest YTD 

• eBreaks generated half the clicks as previous months’ average 
 

Body Search position was lowered (below Redeem section) and while generating the least 

amount of clicks and click share YTD, still attracted clicks 

Body Search, and for TSATs Header & Account Box, continued to generate click 

engagement & high Conv %; suggesting value of general access links throughout 

content 

eNews 
Your Account: Introducing 

New Benefits 

Search 
3% clks, 4% bks 

Rew - Head 
9% clks, 7% bks 

Rew - Main 
2% clks, 1% bks 

Redemptions 
3% clks, 2% bks 

Earn 
5% clks, 4% bks 

City Scene 
1% clks, 1% bks 

Hotel Open 
0% clks, 0% bks 

Account Box 
18% clks, 27% bks 

Top Offer 
30% clks, 27% bks 

Top Offer 2  
25% clks, 27% bks 

eBreaks 
1% clks, 1% bks 
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The subject line in the PO versions resonated better than Core versions  

                       Core eNews              TSAT                               WHPH 
Introducing New Benefits (Test & Roll winner)  New Member Benefits                            Get Your New Benefits 

Introducing New Benefits               New!  Redeem Points for Experiences           Find Lowest Rates, Late Checkout and More         

View Your June Points Balance               These New Benefits Will Take You Places                Jim’s New Member Benefits 

 

CTO% delta between Core and PO decreased in June (previous months averaged ~ 40%)  

• Core versions had ~80 links while TSAT Benefits  ~70 (City Scene) & WHPH Benefits ~60  

That TSAT test had more links than WHPH but  had lower click engagement vs control, suggested the amount of content was not 
the only factor in click engagement 

WHPH & TSAT click engagement & Conv% 

was higher with Core versions than Benefits  
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eNews vs Benefits 
eNews  

Benefits (WHPH)  

There were still significant differences in 
content and their position that prevent insight 
from how PO segments may have engaged 
better with eNews than Benefits 
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Insights on Milestone & eBreaks in Benefits  

Click engagement with the Milestone message dropped 
significantly from May 

• TSAT: decrease of 50% in click volume  

• WHPH decrease of 60% 

 

While other content may have cannibalized click engagement: 

• For WHPH, nearly all sections generated above YTD section averages 
(partially true for TSAT) 

• Milestone messages were identical to May 

Lower click engagement suggests there may be fatigue with 
these specific messages 

 

eBreaks  

• Added to WHPH Benefits in June and generated click engagement but 
one of the lowest Conv% of any link 

• For TSAT Benefits, click engagement fell by 62% and Conv% was 
slightly below link average 

eBreaks content module should be monitored for eNews/Benefits 

* For both segments in Offers, eBreaks generated high engagement 
and above section average Conv% 

 

Milestone message  

eBreaks 
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+ Hotel Specials/Offers generated the 
2nd most bookings YTD  
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June Hotel Specials generated highest clicks & 

CTO% YTD 

Observations 

Hotel Specials generated 47% more bookings YoY; Core Hotel Specials itself generated 12% more bookings than 2015 

Summer Promo was featured and generated between 10-16% of clicks in eNews & Offer versions 

* Include Offers 
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Global control groups doubled in June and 

are being investigated 
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eBreaks drove clicks  

& bookings for WHPH 

Observations 

WHPH Offers generated the 3rd highest clicks 
and 2nd highest CTO% to date 

• Summer Promo generated the highest clicks and 
bookings of any offer 

• eBreaks which generated the 2nd highest clicks and 
bookings of any offer 

 

eBreaks module appeared  to generate incremental 
clicks & bookings as a value add content  

 

Account Box 
16% clks, 21% bks 

Field Offers 
48% clks, 43% bks 

Search 
6% clks, 6% bks 

Getaways 
4% clks, 3% bks 

Experiences 
3% clks, 2% bks 

Offers 
[FNAME's ] July Travel Deals 

eBreaks 
7% clks, 7% bks 

Middle Offer 
16% clks, 17% bks 
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+ 

Destinations featured Road Trip 
theme & Summer Promo and 
generated the highest clicks and 
bookings YTD 
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June Destinations created among the highest 

Open & Click engagement with Core and TSATs  

Observations 

• Core Destinations generated the highest Open% since March launch;  TSAT Destinations generated the 2nd highest 

Open% rate since Aug’15 launch  
• Why You Should Take a Summer Road Trip (TSAT & Core) 

• Jim’s June Trip Planner (WHPH) 

• What’s Your Road Trip Type, Jim?  

• CTO% was the highest YTD for both Core and PO versions, to-date for TSAT & Core audience 

Open% 

CTO% 

Conv% 
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Impact of Road Trip theme 

Observations 

June featured a Top Offer highlighting Road Trip article in Traveler & 

generated 19% of Email clicks while the Conv% (3.7%) was similar to 

the Trip Type below  

• While overall Conv% was below average, the Traveler article was as 

effective in driving conversions as the Trip Type content 

 

Top 10 Things to Pack was among the highest clicked link for all 

segments and demonstrated the engagement non-hotel Travel 

content can generate  

• Generated more click engagement than 3 Trip Type Brands combined 

 

In the Trip Type section 

• All about Food generated the most clicks (Top Position) 

• For TSAT All about Budget was 2nd 

• For WHPH All about Family was 2nd 

 

While click engagement with Core and TSAT audiences were near-

highs and WHPH Click to Open was the highest YTD, June Destination 

engagement for WHPH was average to above average against lifetime 

Destinations 
What's Your Road Trip Type, Alexandria? 

Account Box 
33% clks, 56% bks 

Top Offer 
19% clks, 12% bks 

Brand Features + 

Summer Promo + 

Road Trip 
33% clks, 19% bks 

Bottom Offer 
5% clks, 2% bks 

Search 
8% clks, 10% bks 
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              Core Destinations                                 TSAT                           WHPH 
Why You Should Take a Summer Road Trip  Why You Should Take a Summer Road Trip          Jim’s  June Trip Planner 

Jim’s June Trip Planner      Jim’s June Trip Planner              Where Will the Road Take You, Jim? 

What's Your Road Trip Type, Jim      What's Your Road Trip Type, Jim?                                  Your Perfect Summer Road Trip 

 

 

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

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

• Open rate differences less than 6% may be noise 

 

The difference in Open rate for both 

segments were statistically significant 
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+ 
 

 

June testing summary 

• eNews/Benefit image test 

• Subject line testing in eNews, Benefits, 
Hotel Specials & Destinations 
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eNews Core  

• Your Account: Introducing New Benefits    

• Your Account: 4 New Member Benefits 

• Your Account: View Your June Points Balance 

   

Benefits - TSAT 

•  Your Account: [FNAME's] New Member Benefits (7,528) 

•  Your Account: New! Redeem Points for Experiences (7,380) 

• Your Account: These New Benefits Will Take You Places (6,880) 

 

Benefits - WHPH 

• Your Account: Get Your New Benefits (10,225)    

•  Your Account: Find Lowest Rates, Late Checkout and More (9,219) 

• Your Account: [FNAME's] New Member Benefits (7,555) 

 

Hotel Specials Core 

• [First Name]’s [Your] July Travel Deals (115,960) 

• [First Name]’s [Your] Summer Travel Deals (111,477) 

 

June HS & eNews/Benefits test & roll subject 

line testing 
Descriptors of winning subject line 

Later results indicated another winner; may require 

longer test window  

 

 

 

Personalized, Simple, First Name 

 

 

 

 

Active (implied: members will receive new benefits by 

opening), New, Simple 

 

 

 

 

Personalized; Month over summer 
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Destinations Core (all segments) 

• Why You Should Take a Summer Road Trip (59,005)   

• [First Name's] June Trip Planner (56,087) 

• What's Your Road Trip Type, [First Name]? (48,941)   

  

 

Destinations - TSAT 

• Why You Should Take a Summer Road Trip (4,938)          

• [First Name] [Your] June Trip Planner (4,739) 

• What's Your Road Trip Type, [First Name]? (4,337) 

 

 

Destinations - WHPH 

• [First Name] [Your] June Trip Planner (6,248) 

• Where Will the Road Take You [First Name]? (5,813) 

• Your Perfect Summer Road Trip (5,484)  

June Destinations test & roll subject line testing 

Descriptors of winning subject line 

Curiosity pique, seasonal, explanatory 

 

 

 

 

 

Curiosity pique, seasonal, explanatory 

 

 

 

 

 

Personalized, First name, month 
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eNews/PO Benefits June 2016 Image Test 

ALL Segments 

Worked best with: 

• Silver status and above 

• Windows platform 

• Humid conditions 

Worked best with: 

• Basic members 

• iOS and Apple users overall 

A 

B 

This test was run primarily as an A/B test to determine which overall image type (color or monotone 

blue) worked better. The overall results were close, with Blue having a slight edge with a 2.73% CTO% 

compared to a 2.69% CTO% with Color. 

Wylei ran our pattern matching algorithm post-campaign to find where each image type performed 

best. We tested color vs. blue across all segments to see how each performed as a whole. 



29 

eNews June 2016 Image Test CORE Segment 

A 

B 2.33% 

2.29% 

0.00% 0.50% 1.00% 1.50% 2.00% 2.50%

B

A

CTO% 

Image Opens Clicks CTO% 

A 1,335,379 30,585 2.29% 

B 1,333,958 31,125 2.33% 
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PO Benefits June 2016 Image Test TSAT 

Segment 

3.65% 

3.43% 

0.00% 0.50% 1.00% 1.50% 2.00% 2.50% 3.00% 3.50% 4.00%

B

A

CTO% 

Image Opens Clicks CTO% 

A 100,508 3,446 3.43% 

B 100,460 3,671 3.65% 

A 

B 
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PO Benefits June 2016 Image Test WHPH 

Segment 

A 

B 6.65% 

6.77% 

0.00% 1.00% 2.00% 3.00% 4.00% 5.00% 6.00% 7.00%

B

A

CTO% 

Image Opens Clicks CTO% 

A 111,547 7,557 6.77% 

B 111,796 7,439 6.65% 
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eNews/PO Benefits June 2016 Image Test 

ALL Segments 

A 

B 

Image Opens Clicks CTO% 

A 1,547,434 41,588 2.69% 

B 1,546,214 42,235 2.73% 

2.73% 

2.69% 

0.00% 0.50% 1.00% 1.50% 2.00% 2.50% 3.00%

B

A

CTO% 
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Key Takeaways from June testing  

June learnings 

• Test & roll may need more time to find the winner for optimization (4 hours implemented for July) 

• TSATs may have shown a preference to the blue hue throughout Q2 

 

Next Steps 

• Receive subject line results after test threshold and compare to later results to validate whether 
winner was the winner 

• As part of campaign kick off discuss subject line & image testing opportunities with Wylei and YLM 
Strategy 

• Cataloging images is a required exercise to learn PO segment preference 

 

 

 As of September, Harmony integration will allow same Wylei testing capability for 
subject line & pre-header as there are for images 
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Key Takeaways 
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June ‘16 Key Takeaways 
 Solos supporting key member marketing initiatives generate incremental response and bookings; 

identify months to proactively collaborate with internal groups on Solo communication 
opportunities 
 

 Leverage base communication modules to persistently support content & maximize engagement on 
top of dedicated touchpoints 

 

 Leverage the success of the MegaBonus report card by: 

• Continuing to reflect member activity 

• Expanding activity summarizes to other campaigns or content 

• Promoting aligned content to a highly engaged audience 
 

 Content insights: 

• Ongoing engagement with eNews Body Search suggests value in general access links throughout content,  
particularly for TSATs 

• There may be low engagement with current Milestone approach & eBreaks in eNews 

• WHPH responded well to eBreaks in Offers 

• Core & TSAT audiences responded well to Road trip theme & content 
 

 Find ideal window for Test & Roll by validating future subject line test results 
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Competitive 

Insights 
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Hilton Big World Sale/Unlimited Bonus Promo 

Survey Request 

Offers Reactivation 

30% instead of 25% 

Newsletter 

Unlimited Bonus = 

Big World Sale 

(same landing 

page) 

 

Same offer, but 

Unlimited Bonus 

includes 2X points 

on top of 25% 

Solo METT 

New Location 

Registration 

Reminder 
Solo 

Big World Sale Unlimited Bonus Promotion 
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Member best/lowest rates 

• “Your Rate” Members get best rate 

• Sent a reminder on eStatment 

• Details program features 

• Stay More Play More promotion 

Member best rate guarantee 

Hilton Acquisition Hyatt Reactivation IHG eStatment Hilton Solo 
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SPG 4th of July & Ramadan energy moments 

Ramadan  4th of July 
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Hilton has dedicated more real estate to 

program features/benefits  

• Highlight mobile features 

• Direct booking, re-

booking 

• Check in, choose room 

• Arrival requests 

• Digital Key 

• Uber partnership 

• Uber partnership/offer 

• Highlight Mobile app 

integrated services 
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June 2016 MR 

Campaign 

Reviews 
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June ‘16 eNews performance summary 

Observations 

June eNews+Benefits deliveries increased 12.1% YoY and 

bookings increased by 14.1% YoY, resulting in a 2.0% 

increase in booking/delivered 
• 2nd highest bookings in 2016, 3rd in a year 

• Highest clicks in 2016, 2nd highest in a year 

 

Featured New Benefits & Summer Promotion/Sweepstakes & 

generated 55% of clicks and did not appear to cannibalize 

clicks as other sections maintained click engagement 
 

Content featured: 
• Hawaii Vacation 

• Free nights sweepstakes 

• European destinations 

• National Parks in City Scene 

 

A subject line test was conducted in eNews: 
• Your Account: Introducing New Benefits 

• Your Account: 4 New Member Benefits 

• Your Account: View Your June Points Balance 
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June ‘16 eNews & Benefits Email KPI trends 

Observations 

Open% and Conv% increased YoY while CTO% fell 11% YoY; all Email KPI’s appeared to follow a seasonal trend 

 

Subject Line Test: 

• Your Account: Introducing New Benefits 

• Your Account: 4 New Member Benefits 

• Your Account: View Your June Points Balance 

Open% 

LY Open% 

CTO% 
LY CTO% 

Conv% LY Conv% 
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June ‘16 eNews sections 
Observations 

Top Offers (New Benefits, Summer promotion) generated over 55% of clicks and 

bookings 

• New Benefits generated 30% of clicks with significantly more visual real estate 

than Sweepstakes (25% of total clicks) 

 

June generated the highest clicks YTD so Top Offers did not cannibalize clicks & 

suggests either strong content throughout or seasonality 

• Rewards generated the highest clicks YTD 

• City Scene 2nd highest YTD 

• Header & Account Box average 

• Account Module average 

• Hotel Openings was the lowest YTD 

• eBreaks clicks generated half as previous months 

 

Body Search position was lowered (below Redeem section) and generated the 

least amount of clicks and click share YTD  

However, the Body Search continued to generate click engagement & high 

Conv %; suggesting value of general access links throughout content 

eNews 
Your Account: Introducing 

New Benefits 

Search 
3% clks, 4% bks 

Rew - Head 
9% clks, 7% bks 

Rew - Main 
2% clks, 1% bks 

Redemptions 
3% clks, 2% bks 

Earn 
5% clks, 4% bks 

City Scene 
1% clks, 1% bks 

Hotel Open 
0% clks, 0% bks 

Account Box 
18% clks, 27% bks 

Top Offer 
30% clks, 27% bks 

Top Offer 2  
25% clks, 27% bks 

eBreaks 
1% clks, 1% bks 
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June ‘16 eNews link analysis 
30 K 

1.9 K bks 

Observations 

Rewards section 

• The new account module continued to generate a high number of clicks, the most YTD 

suggesting synergy from surrounding content or seasonality; 

• There was no earn section 

Account Module:                         44.4 K 

Rewards Main:                            33.9 K 

Redemption:                         12.8 K 

 

Highest click generating content 

Rewards Header:                         30.0 K 

Free night stay sweeps 16.9 K 

Hawaii Vacation    9.6 K 

MRCC-80 K pts    4.9 K 

Shop with Points (General)   4.8 K 

 

Europe Travel destinations generated 2.6 K clicks despite the relatively large dedicated 

real estate 

14.4 K 
832 bks 

9.6 K 
348 bks 

2.1 K 
114 bks 

4.9 K 
256 bks 

16.9 K 
1.2 K bks 

400 
7 bks 

2.0 K 
72 bks 

2.6 K 
108 bks 

1.3 K 
72 bks 

4.8 K 
178 bks 

2.1 K 
61 bks 
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Jun ‘16 Core eNews generated 14% more 

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

Observations 

2015 June eNews featured 1 Million Bonus Points offer  
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Jun ‘16 Core eNews generated 4% more clicks 

YoY than Jun ‘15 eNews  
YoY & MoM eNews Clicks 

Observations 

2015 June eNews featured 1 Million Bonus Points offer  
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Search 
3% clks, 4% bks 

Rew - Head 
9% clks, 7% bks 

Rew - Main 
2% clks, 1% bks 

Redemptions 
3% clks, 2% bks 

Earn 
5% clks, 4% bks 

City Scene 
1% clks, 1% bks 

Hotel Open 
0% clks, 0% bks 

Account Box 
18% clks, 27% bks 

Top Offer 
30% clks, 27% bks 

Top Offer 2  
25% clks, 27% bks 

eBreaks 
1% clks, 1% bks 

Core 

Search 
3% clks, 4% bks 

Rew - Head 
8% clks, 8% bks 

Rew - Main 
3% clks, 2% bks 

Redemptions 
3% clks, 1% bks 

Earn 
5% clks, 2% bks 

City Scene 
1% clks, 0% bks 

Hotel Open 
0% clks, 1% bks 

Account Box 
14% clks, 28% bks 

Top Offer 
34% clks, 29% bks 

Top Offer 2  
27% clks, 24% bks 

eBreaks 
2% clks, 1% bks 

TSAT 

Search 
1% clks, 1% bks 

Rew - Head 
5% clks, 3% bks 

Rew - Main 
2% clks, 1% bks 

Redemptions 
2% clks, 2% bks 

Earn 
5% clks, 4% bks 

City Scene 
1% clks, 1% bks 

Hotel Open 
0% clks, 0% bks 

Account Box 
8% clks, 9% bks 

Top Offer 
37% clks, 37% bks 

Top Offer 2  
38% clks, 41% bks 

eBreaks 
1% clks, 1% bks 

WHPH 
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June ‘16 Hotel Specials performance summary 

Observations 

YoY deliveries increased by 0.7% and bookings increased by 

46.8%, leading to an increase in bookings per delivered (K) of 

45.8% 

• Highest booking/delivered since Jan ‘15 

• 2nd highest Open% YTD 

• Highest CTO% in the past year 

 

 

There was a subject line test conducted for Hotel Specials and 

Offers: 
• FNAME’s June Travel Deals  ~ previous test winner 

• This Month’s Hottest Travel Deals 

• FNAME - We Picked These Deals for You 
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June ‘16 Hotel Specials performance summary 

Observations 

Hotel Specials generated 47% more bookings YoY; Core Hotel Specials itself generated 12% more bookings than 2015 

* Include Offers 
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June ‘16 Hotel Specials & Offers performance 

summary 

LY Open% 

Open% 

CTO% 
LY CTO% 

Conv% LY Conv% 

Observations 

• Highest booking/delivered since Jan ‘15 

• 2nd highest Open% YTD 

• Highest CTO% in the past year 
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June ‘16 Hotel Specials Core link analysis 

Observations 

Hotel Specials generated the highest clicks YTD 

 

June Offers inserted a Middle Offer (ft Summer Promo) and 
generated 10% of Email clicks & highest content Conv% 

 

There appeared to be a cannibalization of other content, 
particularly Getaways & Experiences,  whose section clicks 
& click% were near lows YTD  

 

eBreaks generated the highest number of clicks YTD 

 

Account Box 
22% clks, 38% bks 

Field Offers 
43% clks, 28% bks 

Search 
11% clks, 12% bks 

Getaways 
3% clks, 2% bks 

Hotel Specials 
Mitchell's July Travel Deals 

Experiences 
3% clks, 1% bks 

eBreaks 
7% clks, 6% bks 

Middle Offer 
10% clks, 12% bks 
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June ‘16 Hotel Specials link analysis 

Observations 

eBreaks generated more clicks than any single offer and a higher Conv% than the Field 

Offers section 

 

Other Notable content: 

 Atlantis $300 credit  4.0 K  

 % Off Vegas   3.7 K 

 Caribbean/Latin America  2.4 K 

 

659 
26 bkg 

2.4 K 
102 bkg 

4.0 K 
148 bkg 

784 
13 bkg 

3.7 K 
155 bkg 

578 
17 bkg 

732 
28 bkg 

15.0 K 
914 bkg 
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Core 

Account Box 
22% clks, 38% bks 

Field Offers 
43% clks, 28% bks 

Search 
11% clks, 12% bks 

Getaways 
3% clks, 2% bks 

Experiences 
3% clks, 1% bks 

eBreaks 
7% clks, 6% bks 

Middle Offer 
10% clks, 12% bks 

Account Box 
16% clks, 25% bks 

Field Offers 
50% clks, 43% bks 

Search 
10% clks, 9% bks 

Getaways 
4% clks, 4% bks 

Experiences 
2% clks, 0% bks 

eBreaks 
7% clks, 3% bks 

Middle Offer 
11% clks, 13% bks 

TSAT 

Account Box 
14% clks, 17% bks 

Field Offers 
50% clks, 39% bks 

Search 
5% clks, 5% bks 

Getaways 
5% clks, 4% bks 

Experiences 
2% clks, 1% bks 

eBreaks 
7% clks, 8% bks 

Middle Offer 
16% clks, 27% bks 

WHPH 
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June ‘16 Destinations performance summary 

Observations 

Destinations deliveries increased MoM by 1.6% and 
bookings increased by 40.2%, resulting in an overall 
increase in booking per delivered (K) of 38.1% 

• Core Destinations (launched March) generated the most 
bookings, clicks, opens YTD 

• PO Destinations generated the highest opens, 2nd highest 
bookings lifetime, 3rd highest clicks 

 

June Destinations launched a road trip theme to be 
continued through the summer 

• Brand vs property highlights 

• 10 K Summer promo featured & generated bookings 

• Top 10 Top 10 Things to Pack drove high click engagement 

  

 

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

Observations 

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

• Core Destinations generated the highest Open% since launch 
• Why You Should Take a Summer Road Trip – 59,005 

• Jim’s June Trip Planner – 56,087 

• What’s Your Road Trip Type, Jim? – 48,941 

Open% 

CTO% 

Conv% 
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June ‘16 Core Destinations 
Observations 

June featured a Top Offer highlighting Road Trip article in Traveler 

& generated 19% of Email clicks while the Conv% (3.7%) was similar 

to the Trip Type below  

• While overall Conv% was below average, the Traveler article was as 

effective in driving conversions as the Trip Type content 

 

Top 10 Things to Pack was among the highest clicked link for all 

segments and demonstrated the engagement non-hotel Travel 

content can generate  

• Generated more click engagement than 3 Trip Type Brands combined 

 

In the Trip Type section 

• All about Food generated the most clicks (Top Position) 

• For TSAT All about Budget was 2nd 

• For WHPH All about Family was 2nd 

 

Click engagement with Core and TSAT audiences were near-

highs 

 

The Bottom section featured London, Chicago and Aruba and 

generated slightly less than average click engagement 

Destinations 
What's Your Road Trip Type, Alexandria? 

Account Box 
33% clks, 56% bks 

Top Offer 
19% clks, 12% bks 

Middle Offer 
33% clks, 19% bks 

Bottom Offer 
5% clks, 2% bks 

Search 
8% clks, 10% bks 
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Core 

Account Box 
32% clks, 51% bks 

Top Offer 
20% clks, 18% bks 

Middle Offer 
32% clks, 21% bks 

Bottom Offer 
6% clks, 1% bks 

Search 
9% clks, 7% bks 

TSAT 

Account Box 
32% clks, 41% bks 

Top Offer 
19% clks, 15% bks 

Middle Offer 
33% clks, 23% bks 

Bottom Offer 
7% clks, 12% bks 

Search 
7% clks, 9% bks 

WHPH 

Account Box 
33% clks, 56% bks 

Top Offer 
19% clks, 12% bks 

Middle Offer 
33% clks, 19% bks 

Bottom Offer 
5% clks, 2% bks 

Search 
8% clks, 10% bks 

Observations 

• Click and booking engagement were more similar across segments with June Destinations than with other 

campaigns 
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June ‘16 Solo performance summary 

Observations 

Solo deliveries increased YoY by 139.2% and bookings 

increased by 397.8%, resulting in a net increase in 

booking/delivered of 108.1% 

 

June Solo launches 

• Moments Launch 

• Instagram highlight 

• Summer Promotion 
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June Key Solo mailings 

 

 

 

 

 

 

June ‘16:  Moments Intro    11 M / 11.1 K 

                Instagram                9.7 M / 21.6 K 

                METT   2.6 M / 2.8 K 

                Hertz   1.0 M / 2.6 K 

                Summer Promo      885 K / 8.3 K 

  

Delivered / EIR Bookings 

June ‘15:    Delta MEO        10.0 M / 10.6 K 

                 METT          798 K / 489 

                 Abandoned Search     104 K / 3.1 K 

                 Delta Duplicate          12.7 K / 7 

 

Delivered / EIR Bookings 

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

Observations: 
• Drove 14% 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, Destinations and 
helped generate among the highest YTD click 
engagement for these campaigns 
 

Leverage base communication modules to persistently 
support content & maximize engagement on top of 
dedicated touchpoints 
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Spring’16 MegaBonus Report Card 

Observations 

The Spring’16 Report card: 

• Generated significantly higher Click to open and 

Conversion rates than previous versions;  

• MegaBonus Booking per delivered only surpassed by 

Registration achievement 

• Acknowledges most engaged members 

 

Leverage the success of Report card by: 

• Continuing to reflect member activity 

• Expanding activity summaries  to other campaigns 

• Promote aligned content to a highly engaged audience 

 

Spring ‘16 
Your MegaBonus Was a  

Win-Win-Win 

Spring ‘15 
Your MegaBonus 

results are in! 

Fall ‘15 
Your MegaBonus 

results are in! 

•Clear CTA to account 

•Redemption  opps  

•Larger audience 

•Numbers over icons 
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MegaBonus final results 

Observations: 
Nearly 40% of bookings came from modules in base 
communications 
• While this may have impacted booking per delivered efficiency it likely 

generated incremental click & booking engagement 

 
Continue to leverage base communications to persistently 
support content & maximize engagement  
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Hertz Solo 

Observations 

The June Hertz promo featured a supporting content module 

leveraging the Road Trip theme highlighted in eNews and 

Destinations; this addition did not appear to increase overall click 

engagement  

 

Save Up to 35% This Spring With Hertz 
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Moments Intro Solo 

Observations 

Comparing Moments introduction to other Redemption opportunities, as well as, new benefit 

announcements 

• Lowest overall Open% suggests audience may not have found the featured experience highly 

compelling, though it may have to a particular audience 

• CTO% was the lowest 

• General categories were featured vs specific redemption examples 

• Conv% was lowest 

 

SPG Moments solo may provide a better baseline on expectations for member response to 

this program feature 

Meet Demi Lovato & Nick Jonas 
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Instagram Solo 

Observations 

While engagement was likely influenced by the 500 bonus pt offer, Click to open rate was 

slightly higher than June Solo average and booking per delivered was slightly below June 

average (2.7) which suggests other social channel highlights can be supported in email 

 

Instagram Solo 

Jim, Follow us on Instagram + 500 

bonus points 
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PO Nonmember Free Night Certificate Solo 

Observations 

Comparing WHPH Free Night Offers vs the WHPH Taste of Gold 

(March),  Taste of Gold generated higher Open, Click to Open 

and enrollment rates, resulting in a enrollment/delivered of 8.2 

WHPH Taste of Gold 

Open%  29.9% 

CTO% 3.3% 

Conv% 83.6% 

TSAT 
Oh What a (FREE) Night! 

WHPH 
Oh What a (FREE) Night! 
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June ‘16 Lifecycle performance summary 

Observations 

Delivery increased YoY by 36.7% and bookings increased by 17.7%, 
resulting in a decrease in bookings per delivered (K) of 13.9% 

• YoY decreases in CTO% and Booking per delivered have been BAU 
performance Onboarding campaigns which 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: Membership Anniversary 
Happy [number of years] anniversary! 

Observations 
After a full year, Anniversary campaign 
• Open% declined slightly  
• CTO% fell 22% YoY, steady declining each month 
• Conv% remains consistent and was 4.7% higher than the 11-month 

average in June ’16 
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Lifecycle: Onboarding 
Onboarding generates ~11% of Lifecycle volume and Open%, 

CTO% are all well below Lifecycle campaign average 

 

June 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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June ‘16 Project Orange performance summary 

Observations 

• YoY comparisons are based on a single PO-targeted Solo 
(Recommendations) sent in May 

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

• 2nd highest CTO% YTD, 1st was with Feb MegaBonus launch; unlike with 
MegaBonus, Conv% were below average for both segments 

 

Compared to the base email program, PO-dedicated campaigns: Generated 
+19.7% Open%, +45.4% CTO% +55.2% higher Conv% 
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June ‘16 Email overview & MoM trends 

Observations 

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

– All campaigns featured the Summer promo  

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

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

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

Bookings by Month 

Email KPI’s by Month 
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Benefits overview and MoM trends 

Observations 
Overall 

• June booking/delivered was above average (6.3 vs 

5.1 YTD) due primarily to CTO%, which was the 3rd 

highest to date 

• Overall support of Summer Promo likely drove high 

click engagement 

• Conv% was 16.3% lower than the to-date average 

and the 3rd lowest of all time 

 

TSAT 

• 2nd highest bookings and booking/delivered to 

date due to increasing audience size and high 

CTO% 

• 3rd lowest Conv% since launch 

 

WHPH 

• 3rd highest bookings and booking/delivered to date  

• Highest clicks YTD, 2nd highest all-time featuring 

new member benefits & Summer promo 

• June Conv% was 18.7% lower compared to the to-

date average 

Bookings vs Delivered Emails by segment 

Email KPI’s by segment 
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WHPH & TSAT click engagement & Conv% 

was higher with Core versions than Benefits  

The subject line in the PO versions resonated better than Core versions  

                       Core eNews              TSAT                               WHPH 
Introducing New Benefits (Test & Roll winner)  New Member Benefits                            Get Your New Benefits 

Introducing New Benefits               New!  Redeem Points for Experiences           Find Lowest Rates, Late Checkout and More         

View Your June Points Balance               These New Benefits Will Take You Places                Jim’s New Member Benefits 

 

CTO% delta between Core and PO decreased in June (previous months averaged ~ 40%)  

• Core versions had ~80 links while TSAT Benefits  ~70 (City Scene) & WHPH Benefits ~60  

• That TSAT had more links than WHPH but had lower click engagement, suggesting amount of content is not the only factor 
in click engagement 
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Observations 

2nd highest volume of clicks YTD, 3rd highest all-time 
 

Top Offer generated 78% of Email clicks, ½ to Member Benefits & 
Sweepstakes/Freddie; of the clicks that went to New member benefits 

• 59% of Member Benefit clicks went to main CTA 

• 22% to Elite Concierge Service 

• 14% to Late Checkout 

All of which generated similar Conv% rates of ~18%; WHPH continued high book 
to click intent; increasing amount of content to WHPH may gain incremental 
clicks & bookings 

 

The volume of clicks generated to each section were above YTD averages 
respectively 

• The section header (“Your Marriott Rewards”) continued to generated the highest click 
out of any link 

• The clicks to milestone with % bonus stays & [X] nights fell by 60% MoM 

• MRCC Summer Sweeps generated the 3rd highest clicks of any link in Rewards 

• eBreaks was added and generated nearly the same number of clicks as the milestone, 
but one of the lowest link Conv% rates 

June WHPH Benefits 
Account Box 

9% clks, 11% bks 

Benefits 
Your Account: Get Your New 

Benefits 

Top Offer 
38% clks, 37% bks 

Top Offer 2 
39% clks, 39% bks 

Rewards - Head 
2% clks, 3% bks 

Search 
1% clks, 2% bks 

Redeem - Hotel 
1% clks, 1% bks 

Earn/Rdm-Prod 
3 clks, 2% bks 

Hotel Openings 
1% clks, 1% bks 

eBreaks 
1% clks, 1% bks 

Rewards - Main 
5% clks, 4% bks 
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Observations 

The Non-Member version of Benefits featured New Member benefits, sweepstakes and MRCC offer 

 

Compared to May Nonmember Benefits (featuring Member Rates), June 

• Generated a 5% higher Open rate 

• 25% higher Click to Open rate 

 

Account Box 

3%, 0 bks 

June Non-Member WHPH Benefits 
Non-Member Benefits 
[FNAME, ]Become a Member & Get 

Amazing Benefits 

Top Offer 

51%, 0 bks 

Rewards 

23%, 0 bks 

Search 

3%, 0 bks 

Hotel Openings 

6% clks, 0 bks 

eBreaks 

9% clks, 0 bks 
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Observations 

2nd highest volume of clicks to date 
 

Top Offers generated 59% of Email clicks (32% Benefits, 27%  Summer Promo); 
of the clicks that went to New member benefits: 

• 60% went to “Elite Benefits Takeover Link”  

• 15% to Elite Concierge & Late Checkout 
 

Compared to YTD section click engagement: 

• Account Box, Rewards, and Search saw above average click engagement 

• City Scene and Hotel Openings saw below average click engagement 

• Milestone (% bonus stays & [X] nights) dropped by 50% 

While Top Offer may have cannibalized some clicks, increases in 
evergreen links (Account Box/Search) suggests the importance of 
persistent and general links to site for TSAT 
 

MoM click engagement to eBreaks fell by 62% which may be due to 
cannibalization or potential fatigue; Conv% was slightly below link average 

June TSAT Benefits 
Benefits 
Your Account: These New 

Benefits Will Take You Places 

Account Box 
17% clks, 33% bks 

Top Offer 
32% clks, 24% bks 

Top Offer 2 
27% clks, 21% bks 

Search 
5% clks, 5% bks 

City Scene 
1% clks, 0% bks 

eBreaks 
2% clks, 1% bks 

Redeem - Hotel 
2% clks, 2% bks 

Hotel Openings 
1% clks, 0% bks 

Rewards - Head 
2% clks, 6% bks 

Rewards - Main 
7% clks, 4% bks 

Earn 
3% clks, 2% bks 
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Account Box 

8%, 0 bks June Non-Member TSAT Benefits 
Non-Member Benefits 

[FNAME, ]Become a Member & Get 

Amazing Benefits 

Top Offer 

59%, 0 bks 

Rewards 

10%, 0 bks 

Search 

2%, 0 bks 

City Scene 

6%, 0 bks 

Observations 

The Non-Member version of Benefits featured New Member benefits, sweepstakes and MRCC offer 

 

Compared to May Nonmember Benefits (featuring Member Rates), June: 

• Generated a 5% higher Open rate 

• 55% higher Click to Open rate 

 

eBreaks 

7%, 0 bks 

Hotel Openings 

6%, 0 bks 
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Offers overview and MoM trends 

Bookings vs Delivered Emails by segment 

Email KPI’s by segment 

Observations 

Overall 

Highest bookings & booking/delivered to date 
due to high click engagement 

• 3rd highest clicks and 2nd highest CTO% to date 

• Both TSAT & WHPH followed these trends 

 

Summer Promo was featured as a distinct section 
and likely generated incremental clicks and 
bookings 
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PO Segments – Control Group Hotel Specials 

vs Offers 

• Open rate for PO segments receiving Core Hotel Specials was higher than for PO Offers 

• A subject line test was conducted in Core Hotel Specials  

 Core Hotel Specials     TSAT Offers                           WHPH Offers  
Jim’s July Travel Deals     Jim’s July Travel Deals     Jim’s July Travel Deals 

Jim’s Summer Travel Deals   

 

It is possible that PO segments may have preferred the losing subject line; alternative reasons: 
• Differences in global control & test segments 

• Go-forward subject line may not have been the optimal subject line 
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June WHPH Offers 

Observations 

3rd highest clicks and 2nd highest CTO% to date 

 

All sections generated less clicks than their YTD section 
averages, which may be due to cannibalization of new 
sections to the template 

• Summer Promo generated the highest clicks and bookings of any 
offer 

• eBreaks which generated the 2nd highest clicks and bookings of 
any offer 

Adding eBreaks generated high clicks and bookings; 
highlighting access to additional offer (e.g. a more prominent 
‘See All’ CTO%) may generate additional clicks and bookings 

 

Getaways, Atlantis, and Resorts Offer received equal clicks; 
Las Vegas generated the most clicks in Experiences 

Account Box 
16% clks, 21% bks 

Field Offers 
48% clks, 43% bks 

Search 
6% clks, 6% bks 

Getaways 
4% clks, 3% bks 

Experiences 
3% clks, 2% bks 

Offers 
[FNAME's ] July Travel Deals 

eBreaks 
7% clks, 7% bks 

Middle Offer 
16% clks, 17% bks 
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June TSAT Offers 

Observations 

Highest clicks and 2nd highest CTO% to date 

 

All sections generated around the same clicks as YTD 
section averages except: 

• Summer Promo which generated the highest clicks of any link 

• Getaways and Experiences section generated the lowest clicks 
YTD respectively; both sections featured less offers than 
average 

• While Summer Promo may have cannibalized clicks from 
Getaways and Experiences, overall it appeared to generate 
incremental clicks and bookings 

 

Getaways, Atlantis, and Resorts Offer received equal clicks; 
Las Vegas generated the most clicks in Experiences 

 

eBreaks continued strong click engagement, generating the 
most clicks for this section since it launched and among the 
highest Conv% of any offer link 

Offers 
[FNAME's ] July Travel Deals 

Account Box 
18% clks, 36% bks 

Field Offers 
48% clks, 27% bks 

Search 
10% clks, 14% 

bks 

Getaways 
4% clks, 3% bks 

Experiences 
2% clks, 2% bks 

eBreaks 
7% clks, 8% bks 

Middle Offer 
11% clks, 9% bks 
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Destinations overview and MoM trends 
Bookings vs Delivered Emails by segment 

Email KPI’s by segment 

Observations 

June Destinations launched a road trip theme to be 
continued through the summer & generated the 
highest clicks and CTO% YTD for both segments 

• Brand vs property highlights 

• 10 K Summer promo featured & generated bookings 

• Top 10 Things to Pack drove high click engagement 

 

Subject line test was conducted & iterations of Road 
Trip & planning 

 

TSAT 

• 2nd Highest Open% to date 

• “Why You Should Take  a Summer Road Trip” 
 

WHPH 

• 2nd Lowest Open% YTD  

• “Jim’s June Trip Planner” 
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PO Segments – Control Group Destinations vs 

PO Destinations 

              Core Destinations                                 TSAT                           WHPH 
Why You Should Take a Summer Road Trip  Why You Should Take a Summer Road Trip          Jim’s  June Trip Planner 

Jim’s June Trip Planner      Jim’s June Trip Planner              Where Will the Road Take You, Jim? 

What's Your Road Trip Type, Jim      What's Your Road Trip Type, Jim?                                  Your Perfect Summer Road Trip 

 

 

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

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

• Open rate differences less than 6% may be noise 
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June WHPH & TSAT Destinations  

Observations 

Top 3 links per segment  TSAT  WHPH 

Road Trip (Top Offer)  2nd  3rd 

Top 10 things to Pack   1st  1st 

Summer Promo   3rd  2nd 

 

In the Trip Type section 

• All about Food generated the most clicks 

• For TSAT All about Budget was 2nd 

• For WHPH All about Family was 2nd 

 

No bottom offer generated more clicks than links above, but Aruba was the 

most clicked Destination for both segments 

WHPH 
Where Will the Road Take 

You, Alexandria? 

TSAT 
What's Your Road Trip 

Type, Alexandria? 

Account Box 
27% clks, 49% bks 

Top Offer 
19% clks, 12% bks 

Middle Offer 
38% clks, 24% bks 

Bottom Offer 
7% clks, 3% bks 

Search 
7% clks, 11% bks 

Account Box 
32% clks, 47% bks 

Top Offer 
15% clks, 12% bks 

Middle Offer 
40% clks, 31% bks 

Search 
6% clks, 7% bks 

Bottom Offer 
5% clks, 3% bks 
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 Thank You! 



87 

+ 

Appendix 
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Vegas Member Rates METT 
Vegas Member Rates 

100,000 Points Could Be  

Yours in Las Vegas 

MRMR Announcement 

New. Yours. Now. Marriott Rewards 

Member Rates 
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MegaBonus results to date 


