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• Q3 2020 email engagement returned to previous year levels

• QoQ shifts from sending fewer corporate update solos (high opens and low clicks); activity was 
consistent across all member levels 

• Solos continue to be the primary driver of bookings; low engagement for some campaigns show 
opportunities to refine targeting

• Re-launch of Abandoned Search and launch of Activation Series contributed heavily to Solo 
category bookings

• Inbox volume declined MoM, but content mix was over-indexed on sell

KEY STORYLINES
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Q3 2020 
PERFORMANCE SUMMARY
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Q3 2020 YoY Performance

518.9 M
Delivered Emails

-19.3% YoY

15.8%
Open Rate
+0.57 pts. YoY

7.1%
CTOR

+0.15 pts. YoY

Performance Drivers
(% of Delivered)

• Solos (41%)

• MAU (17%)

• Promotions (12%)

• Cobrand Acquisition (9%)

Most Improved KPIs

Traveler: 22.7%
Open Rate +9.8 pts. YoY

Cobrand ECM: 23.5%
Open Rate +4.8 pts. YoY

Lifecycle: Welcome (1)
CTOR +7.9 pts. YoY

0.18%
Unsub. Rate
-0.04 pts. YoY

56.2 K 
Bookings
-57.9% YoY

123.7 K 
Room Nights

-58.7% YoY

$17.2 M 
Revenue
-65.3% YoY
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Corporate update emails in Q2 drove high open rates; campaigns were not repeated in Q3 driving QoQ decline

Q3 2020 Email Engagement Down QoQ, But Returned To YoY Levels
ALL MEMBERS

33.4% 
-3.4 pts. QoQ

33.4%
+0.3 pts. YoY

Engaged = Opened and clicked Passive = Opened, but did not click Unengaged = Did not open and did not click 
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QoQ Engagement Declines Consistent Across All Levels

33.4% 
-3.4 pts. QoQ

-4.0 pts. QoQ -7.6 pts. QoQ -5.0 pts. QoQ -4.7 pts. QoQ -3.1 pts. QoQ -3.5 pts. QoQ

Engaged = Opened and clicked Passive = Opened, but did not click Unengaged = Did not open and did not click 

Avg. # received at 
least 1 email in Q3

24.9 M 2.0 M 2.2 M 534.2 K 526.7 K 73.0 K
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Q3 2020 Email Engagement Improved Since Q1, Aligning With 2019 Levels
NON-MEMBERS

22.3% 
+0.9 pts. QoQ

22.3%
+0.1 pts. YoY

Engaged = Opened and clicked Passive = Opened, but did not click Unengaged = Did not open and did not click 
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• Open & click rates stabilized in Q3 from sending fewer broadly targeted emails (COVID-19 loyalty updates)

• Rates align with previous year levels

• Bookings started to rebound from Q2 lows; +43% QoQ

Positive YoY Engagement Trends

Open Rate
-2.6 pts. QoQ
+0.6 pts. YoY

CTOR
+2.4 pts. QoQ
+0.2 pts. YoY

+43% QoQ
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• Delivered more non-member emails QoQ; open rate declines were consistent with members but CTORs 
grew stronger each quarter

• Basic CTOR did not rebound in Q3 as much as non-members and Elites

Consistent Member Level KPI Trends, Except For Non-Members & Basics

Segment Delivered
Q1-Q3 2020 

Delivered Trends
Open Rate

Q1-Q3 2020 

Open Rate Trends
CTOR

Q1-Q3 2020 

CTOR Trends

NON-MEMBER 60.3 M 12.7% 4.1%

BASIC 322.7 M 14.3% 4.7%

SILVER 48.1 M 16.8% 9.2%

GOLD 53.7 M 20.7% 11.0%

PLATINUM 16.9 M 24.1% 14.1%

TITANIUM 15.1 M 27.4% 17.2%

AMBASSADOR 2.1 M 26.9% 19.1%
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Open and CTO rates dropped to YoY 
engagement levels

Unsub. rate steadily returning to 
previous year rates

Consistent Seasonal Engagement Trends



12

• 46% of Q3 2020 bookings were from Solos 

• Solos and Escapes booking activity improved vs. Q3 ’19

• Global Promotions showing least decline

Solos Continue To Have The Biggest Effect On Bookings

% of Q3 2020 Bookings

Q3 2020 Bookings YoY

Solo 25.4 K +1.5%

MAU 10.1 K -74.9%

Bonvoy Escapes 9.4 K +106.0%

Global Promotions 4.6 K -41.4%

Cobrand Other 1.7 K -78.8%

LPM 1.6 K -68.6%

Traveler 1.3 K -40.7%

METT 946 -66.0%

Cobrand Acquisition 896 -85.2%

Brand BPP 150 -97.9%

ATM Invites 136 -84.5%

ATM Other 51 -61.7%

Financial data source: Omniture 7-day
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• Non-booking solo delivery +132% YoY, but generated fewer bookings and lower engagement

• 55% of non-booking delivered solos was from Gift Card Sale, EAT, & Project Wanderlust

• Boutiques delivery +53% emails YoY, but bookings were -59% (-772 bookings)

Biggest Decline in Q3 2020 From Non-Booking Solos

Delivered ∆ Bookings ∆ BPK ∆ Open Rate ∆ CTR ∆ Unsub Rate ∆

Q3 2020 214.3 M 25.4 K 0.12 16.0% 1.1% 0.21%

Booking 91.7 M +105% 17.0 K +10% 0.19 -47% 16.2% +0.0 pts. 1.4% +0.1 pts. 0.19% -0.03 pts.

Non-Booking 122.6 M +132% 8.4 K -12% 0.07 -62% 15.9% -1.3 pts. 0.9% -0.4 pts. 0.22% +0.06 pts.

Q3 2019 97.5 M 25.0 K 0.26 16.7% 1.3% 0.19%

Booking 44.8 M 15.5 K 0.35 16.2% 1.3% 0.22%

Non-Booking 52.8 M 9.5 K 0.18 17.2% 1.3% 0.16%

Financial data source: Omniture 7-day
BPK = Bookings Per Thousand (K) Delivered

Emails included:
• Booking Solos: Abandoned Search, Activation, HVMI, Elite Night Credit, Regional Solos (Americas, CALA, EMEA) 
• Non-Booking: Buy Points, EAT, Project Wanderlust, Boutiques, YWR
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• Look for opportunities to streamline targeting for non-booking solos to lift engagement rates

• Activate audiences that engaged with non-booking solos, like Gift Card Sale, with follow-up 
engagement messages
– Dynamic content in MAU, Incent Redemption, and/or in a follow-up solo 

– Example Gift Card messages: 
• Where to use your GC/it never expires (local re-openings or brand recommendations)

• Work anywhere and use GC at onsite spa

• Add on an extra night with your GC

• Use 2020 engagement to set benchmarks and 2021 goals

• Establish ongoing communication plans and consistent tracking across emails

Solo Recommendations
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• Emails focused on things like driving bookings, retail 
purchases, new card accounts filled the inbox in Q3 (Sell 
messages)

• Launch of Project Wanderlust in Sep provided additional 
inspiration content

• Over 65% of received emails were Loyalty-driven emails 
vs. non-loyalty each month

Inbox Mix in Q3 ‘20 Was Over Indexed On Sell
(Elite Platinum Member Inbox)

Email Type* July Aug Sep

Sell 18 14 14

Inspire 1 1 2

Recognize 1 0 0

Inform 3 3 3

Inbox Total 23 18 19

# of Emails

Loyalty Emails 15 12 13

*Email Types
• Sell: Cobrand Acquisition, Promo, Boutiques, etc.
• Inspire: Traveler, Project Wanderlust
• Recognize: Elite Night Credit
• Inform: MAU, EAT

Non-Loyalty 8 6 6
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Elite Member Inbox: 7/1 – 7/31/2020

23 Total Campaigns

# Loyalty # Non-Loyalty

15 8

Inspire/Inform/RecognizeKey:
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Elite Member Inbox: 8/1 – 8/31/2020

18 Total Campaigns

# Loyalty # Non-Loyalty

12 6

Inspire/Inform/RecognizeKey:
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Elite Member Inbox: 9/1 - 9/30/2020

19 Total Campaigns

# Loyalty # Non-Loyalty

13 6

Inspire/Inform/RecognizeKey:
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• Plan for a weekly inbox mix of desired outcomes: inspire, educate, and drive bookings

• Consider how these messages will compliment the daily automated emails

• Use data to improve the experience

– Which days are high engagement days (opens, clicks, bookings)?

– When do key segments respond?

Inbox Recommendations
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KEY INITIATIVES &                      
CAMPAIGNS
• Activation Email Series (Emails 1, 2)

• Project Wanderlust

• Abandoned Search (Emails 3 thru 6)

• MAU Q3 Trends

• Traveler Q3 Trends
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Targeting 4 Segments

Basic Members (New, Active, Inactive)

Non-Members (Active)

2 of 6 Activation Emails Launched in Q3 2020

Primary Goals

Increase engagement 

Drive bookings

Contribution (Email 1 & 2)

4.2K Bookings

$1.2M Revenue

Email 1       Email 2

Launched 9/4/20

Delivered 13.5M

Open Rate 12.3%

CTOR 4.9%

Unsub. Rate 0.25%

Bookings 856

Revenue $241.1K

BPK 0.06

Launched 9/20/20

Delivered 13.4M (vs. Email 1)

Open Rate 12.3% 0.0 pts.

CTOR 6.1% +1.2 pts.

Unsub. Rate 0.21% -0.04 pts.

Bookings 3.4K +297%

Revenue $938.2K    +289%

BPK 0.25 +300%

Travel Deals

Offers

Peace of Mind

Travel Tips

Exclusive Offer

15% off

GloPro Reminder

(dynamic)

Travel Ideas
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• Engagement showed that segments were interested in an exclusive booking offer

• Total bookings and BPK increased significantly for all segments with Email 2 Fall Travel offer of 15% off

• Full analysis is underway to measure email audience engagement vs. control segments

Segments Responded Favorably To Fall Travel Offer (Email 2)

Email 1 (Travel Deals)
9/4/20

Email 2 (Exclusive Fall Travel Offer)
9/20/20

Segments Delivered Open Rate CTOR Bookings BPK Delivered Open Rate CTOR Bookings BPK

New Members 1.6 M 9.1% 9.4% 153 0.10 1.6 M 8.8% 12.5% 659 0.40

Engaged Tenured
(has at least 1 stay and/or opens email) 3.2 M 8.4% 7.0% 350 0.11 3.1 M 8.3% 9.4% 1,232 0.40

Inactive Tenured
(non-stayer and opens email) 5.8 M 16.6% 3.6% 324 0.06 5.7 M 17.0% 4.4% 1,272 0.22

Active Non-Members 3.0 M 9.9% 5.3% 29 0.01 2.9 M 9.3% 5.8% 234 0.08



23

• Launched 9/24/20 targeting residents 
in the U.S., Canada, and CALA

• First email in a series featuring the 
latest travel trends and inspirational 
content

• U.S. made up 94% of delivered emails 
and upper Elites were highly engaged 
with 10% CTORs

• Recommend subject line testing with 
each deployment to help lift rates

New Travel Inspiration Launched: Project Wanderlust

Subject line: Trending in Travel: The Great Outdoors 
Pre-header:  Cindy, discover 10 hotels that get you closer to nature

Segments TOTAL US CANADA CALA

Delivered 25.4 M 23.9 M 1.3 M 239.5 K

Open Rate 12.6% 12.4% 16.7% 14.7%

CTR 0.6% 0.6% 0.5% 0.4%

CTOR 4.5% 4.6% 3.1% 2.8%

Unsub Rate 0.30% 0.30% 0.37% 0.22%

Bookings 745 707 33 5

Revenue $226,929 $220,654 $5,315 $960 
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• Establish campaign goals for Project Wanderlust 
to track engagement success

– Recommend using open rate (awareness) 

• Consider targeting audiences with the likelihood 
of engaging in travel inspiration content to lift KPIs 

– Target audiences like: Traveler openers, MAU 
openers, promo registrants, etc.

• Use interactive email polls to gauge response to 
content and determine future travel needs

How Did Travel Inspiration Content Compare? 

Project Wanderlust
9/24

Sept. Traveler
9/19

vs. Traveler

DELIVERED 25.4 M 10.9 M 132.6%

OPEN 3.2 M 2.9 M 9.1%

OPEN% 12.6% 26.9% -14.3 pts.

CLICK 142.6 K 95.8 K 48.9%

CTR 0.6% 0.9% -0.3 pts.

CTOR 4.5% 3.3% +1.2 pts.

UNSUB 76.4 K 18.8 K 305.5%

UNSUB% 0.30% 0.17% +0.13 pts.

BOOKINGS 745 238 213.0%

RMNTS 1.6 K 621 149.8%

REVENUE $226.9 K $78.7 K 188.5%

CONV% 0.52% 0.25% +0.3 pts.

BPK 0.03 0.02 34.6%
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Abandoned Search Re-Launch: Six campaigns that reach M.com visitors in 
the browse, shop, and buy stages
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Re-Launched Abandoned Search, Now 6 Campaign Series

Email #3 Dated Search (8/4)

Email #2 Exploring Destinations & Prop (8/27)

Email #4 Selecting a Property (8/27)

Email #5 Getaway Reminder (9/22)

Email #6 Booking Reminder (9/21)

Email #1 Getaway Travel (9/21)



27

• Targeted emails generated above average open and click rate engagement

• Emails sent during the buy phase had higher revenue value compared to other messages

• Reminders drove additional value, especially the booking reminder with over $2 in revenue per delivered email

• As of 10/10, over 3M emails were delivered resulting in $1.4M (an avg. of $0.47 in incremental revenue per email)

$1.2M Generated From Abandoned Search Emails in Q3 2020

Emails Delivered Open Rate CTOR Bookings Rmnts Revenue Rev/Dlvd.

1. DREAMING OF TRAVEL 109,050 23.9% 8.2% 94 219 $       29,657 $  0.27 

2. EXPLORING DESTINATIONS 206,984 31.6% 13.5% 537 1,233 $    169,789 $  0.82 

3. DATED SEARCH 1,667,460 32.9% 8.8% 2,228 4,890 $    682,331 $  0.41 

5. GETAWAY REMINDER 71,121 47.8% 4.9% 68 159 $       23,940 $  0.34 

4. BOOK YOUR VACATION 127,608 31.5% 18.4% 670 1,566 $    245,272 $ 1.92 

6. BOOKING REMINDER 6,690 46.9% 9.8% 26 86 $       14,587 $  2.18 

TOTAL 2,188,913 32.7% 9.6% 3,623 8,153 $ 1,165,575 $  0.53 

2019 Abandoned Search
(Aug & Sep 2019)

Total Dest. Prop.

Delivered 853.3 K 87.6 K 765.7 K

Open Rate 39.3% 30.5% 40.3%

CTOR 9.7% 13.1% 9.4%

Rev/Dlvd $1.17 $1.44 $1.13 
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• Positive QoQ email engagement, but open rate declines may be 
signal for greater personalization to excite & attract ongoing 
readership MoM

• Financial metrics rebounded from Q2 lows, but continue to be 
down overall due to the current market state

MAU Q3 Trends

MAU Q3 2020 QoQ YoY

DELIVERED 86.8 M 0.1% -6.2%

OPEN% 15.0% -1.5 pts. -2.0 pts.

CTR 1.5% +0.2 pts. -0.5 pts.

CTOR 9.9% +2.0 pts. -2.0 pts.

UNSUB% 0.13% -0.0 pts. -0.1 pts.

BOOKINGS 10.1 K 13.1% -74.9%

RMNTS 21.9 K 6.5% -75.9%

REVENUE $3.1 M 8.6% -79.8%

CONV% 0.8% -0.0 pts. -1.4 pts.

BPK 0.12 13.0% -73.3%
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Traveler Q3 Trends

Traveler Q3 2020 QoQ YoY

DELIVERED 34.3 M -46.5% 15.7%

OPEN% 22.7% +1.1 pts. +9.8 pts.

CTR 1.3% +0.4 pts. +0.4 pts.

CTOR 5.6% +1.6 pts. -1.1 pts.

UNSUB% 0.16% -0.0 pts. +0.0 pts.

BOOKINGS 1.3 K 4.6% -40.7%

RMNTS 2.9 K -3.1% -38.5%

REVENUE $425.1 K -11.8% -43.0%

CONV% 0.3% +0.1 pts. -0.6 pts.

BPK 0.04 95.6% -48.8%

• Positive QoQ and YoY engagement with Traveler content

• Returning to targeted email criteria from broader targeting in 
Q2 led to QoQ declines

• Plans are in place to continue refining the email audience

• Slow travel theme was introduced in Sep; response was not 
as strong as summer getaway theme in Aug

(60K per month)

Email Goals: 
Open Rate: 15%
CTOR: 6%



30

TESTING &               
OPTIMIZATION
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More Readers Were Interested In Traveling Than Not
Traveler July 2020 | INTERACTIVE POLL (WYLEI)

• Overall, (2) I’m ready for a road trip performed best. 
This was consistent across almost all audience 
segments.

• (1) Staycation in my town and (4) I’m still not ready
were 2nd and 3rd respectively, but variations occurred 
across different audience segments.

• (3) My next big getaway was the lowest performing 
answer across all audience segments.

26.35%

35.54%

12.09%

26.02%

0.00%

10.00%

20.00%

30.00%

40.00%

1 2 3 4

OVERALL RESULTS (% of Clicks)

1 – Staycation in my town | 2 – I’m ready for a road trip
3 – My next big getaway | 4 – I’m still not ready

515
599

294
237

0

200

400

600

800

1 2 3 4

LANDING PAGE CLICKS (# of Clicks)



60% of Responders Need A Change Of Scenery Or Want To Visit Family
Traveler Sept 2020 | INTERACTIVE POLL (WYLEI)
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Poll Results
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Test Overview

• Use Wylei’s optimization platform to test 4 distinct 
call-to-action buttons.

Variants:

• CTAs:

33

1

2

3

4

0.58%

0.69%

0.50% 0.55% 0.60% 0.65% 0.70%

Control

Optimized

Optimization Results – CTOR %

Unique 
Opens

Unique 
Clicks

CTOR % Lift SS

Optimized 3,027,135 21,023 0.69% 19.36% 99.5%

Control 337,024 1,961 .58%

Overall Results

• Wylei produced a 19.4% lift over control.

• Results were statistically significant.

2-Minute Read 

was the top 

performer across 

all segments.

19.4% Hero CTOR Lift From CTA Optimization  
Traveler July 2020 | DYNAMIC CONTENT ASSEMBLY (WYLEI)
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Overview: MBV utilized Wylei’s Dynamic Content 
Assembly to optimize the hero image and CTA button for 
the August Summer Misses You solo campaign

Variants:

5 Hero’s featuring 4 brands & associated headlines

• W – Our Wet Decks Miss You

• Westin – Our Heavenly Beds Miss You

• Aloft – Our WXYX Bars Miss You

• Marriott Bonvoy – Summer Misses You

• Animated GIF of all images

4 Call-To-Action Buttons

• Get Great Deals

• Get Away

• See All Summer Offers

• Browse Offers

Results: Wylei’s optimization platform was able to 
produce a 24.8% lift over the control

Summer Misses You Solo – Wylei Dynamic Content Assembly Optimization Test

Unique 
Opens

Unique 
Clicks

Unique 
CTOR

LIFT SS

Optimized 2,015,674 87,662 4.35% 24.80% Yes

Control 224,512 7,824 3.48%

Optimization Results

1

2

3

4

1 2 3

4 5

Variants

Hero CTA

Animated 
version
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Hero Image:

Overall, the (#4) MBV Summer Misses You hero image had the 
highest CTOR and drove significant lift over the control group with 
Gold and Platinum+ members, and members with higher point 
totals.

(#1) W – Our Wet Decks Miss You performed very well with 
Basic, Low Points, and Low-Nights members.

The Animated Hero (#5) saw the most consistent lift over control 
for all segments above the lowest lever of those segments.

Summer Misses You Solo – Dynamic Content Assembly – Hero Image Results

4.36%

4.87%

3.21%

3.17%

3.76%

0.00% 1.00% 2.00% 3.00% 4.00% 5.00%

HERO IMAGE – Overall Unique CTOR

2.43%

3.15%

3.42%

4.66%

0.00% 1.00% 2.00% 3.00% 4.00% 5.00%

CTA – Overall Unique CTOR
CTA:

CTA (#1) Get Great Deals was the clear winner across all 
segments and levels.
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ACTIONABLE INSIGHTS
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• Look for opportunities to streamline targeting for non-booking solos to lift engagement rates

• Activate audiences that engaged with non-booking solos, like Gift Card Sale, with follow-up 
engagement messages
– Dynamic content in MAU, Incent Redemption, and/or in a follow-up solo 

– Example Gift Card messages: 
• Where to use your GC/it never expires (local re-openings or brand recommendations)

• Work anywhere and use GC at onsite spa

• Add on an extra night with your GC

• Use 2020 engagement to set benchmarks and 2021 goals

• Establish ongoing communication plans and consistent tracking across emails

Solo Recommendations
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• Establish campaign goals for Project Wanderlust campaigns to track engagement success

– Consider open rate (awareness) 

– Add reader poll to measure response/engagement with content

• Plan for a weekly inbox mix of desired outcomes: inspire, educate, and drive bookings

• Consider how these messages will compliment the daily automated emails

• Use data to improve the experience

– Which days are high engagement days (opens, clicks, bookings)?

– When do key segments respond?

Inbox Recommendations
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• Recommend subject line testing with almost every mailing to help lift open rates; starting to use AIQ with some 
emails, but suggest using Harmony’s test & roll and/or traditional A/B testing methods in the meantime

• Continue refining segmentation and personalization efforts that improve content relevancy; leverage additional 
data and past email activity to help identify audiences that have a higher likelihood of engaging

• Consider targeting audiences for Project Wanderlust that have a high likelihood of engaging in travel inspiration 
content to lift engagement; target audiences like: Traveler openers, MAU openers, promo registrants, etc.

– Use interactive email polls to gauge response to content and determine future travel needs

• For MAU, look for opportunities for greater authenticity & personalization to excite, attract, and reassure 
members

– Point expiration: static reminder about the pause until Feb 2021 for those with a balance

– Cobrand Acquisition: remind me to earn now to redeem later, or to keep account active since I’m not traveling

– Abandoned Search: booking reminder (high placement in the email)

– Flexible cancellation: benefit reminder that shows understanding of last-minute changes & provides booking peace of mind

Additional Recommendations
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INDUSTRY EXAMPLES
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Industry Example: 
Re-Opening Message

Consider as content in MAU in place of new 
hotel opening; feature one property with link 
to see all hotels in their area (link to 
destination page)

Subject line: Stay Here to Channel an Italian 
Villa Feel Right in the States

Pre-Header: Hotel of the Week

Contextual relevance
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Industry Example: 
Low Point Balance Members 

Potential MAU content around the holidays

Subject Line: You've got points, we've got more gift card options.
Pre-Header: Enjoy more gift card choices this season. Explore Now.

Win/win positioning in the subject line

Merchandising

Contextual relevancy
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Industry Example:
Relevant, program reassurance reminder

Seed these program messages into booking related emails to provide 
(status extension, point expiration, SNAs)

Subject line: Enjoy Double Points + Double Night Credits on every stay
Pre-Header: 
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Work Anywhere Marketing: Stay, Play, Work Package
Subject Line: A Haven for the Work Week

Pre-Header: Stay, Play, Work in San Diego

Practical application 
and reason to stay 

Appeals to families 
juggling work & 

school
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Subject Line: Your Hilton Honors Monthly Statement

Personalization, Authentic: Hilton Newsletter
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Subject Line: Exclusive offer with Hilton Honors

Authentic, Friendly Tone: Hilton Partner Solo

Recognizes current needs

Provides reasons to book that 
reassure reader 
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Thank You!
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APPENDIX
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Summer Misses You Solo – Dynamic Content Assembly – Hero Image by Segment

1

2

3

4

5
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Summer Misses You Solo – Dynamic Content Assembly – CTA by Segment

1

2

3

4


