
RAPP & Best Western Hotels 

The power of insight-driven dynamic content 



Top 5 reasons to unsubscribe from email 

1. 67% ï Irrelevant content 

2. 64% ï Receive too frequently 

3. 50% ï Think their email address is being shared or sold 

4. 48% ï Donôt recall signing up 

5. 32% ï Privacy concerns 
 

 

 

 

 

 

 

 

 

 

 

MarketingSherpa Email Benchmark Report 2010 



Best Western Hotels 

ÅWorlds largest hotel chain   

ïOver 4,000 hotels in 95 countries 

 

ÅAffiliate model 

ïIndividual hotel characters and identities 

ïBut also individual hotel booking systems 
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Before Segmentation 

ÅBest Western communicated with members based on elite 

tier level 

 

ÅStatus was determined entirely by the number of nights the 

member had clocked up 

 

 

GOLD:  

Stayed 0-15 nights 

PLATINUM:  

Stayed 15-30 nights 

DIAMOND:  

Stayed 30+ nights 

Vast majority 

of the base 

Minority of the base 



RAPP & Best Western 

ÅWe took as many disparate data 

sources as we could 

 

ÅThen built a single view of the 

customer 

 

 

 





ÅRewards tenure 

ÅTime since last points earning transaction 

ÅNights stayed last year 

ÅAverage points in the last 3 years 

 

Data receipt and loading 

Creation of derived variables 

Data investigation and variable 
reduction 

Clustering algorithms applied 



The approach 

 





Use segmentation to guide customer aims 



Problem 1: Activation 

So how can we encourage 

people to use Rewards? 



Build on what the customer is already doing 



85% Unique Open 
Rate 

51% Unique Click 
Rate 

14% Immediate 
Booking Rate 

 

So what? 

10%  
Join 

Rewards 

Industry Average: 
27% Unique Open Rate 
6% Unique Click Rate 



So weôve got more people to 

join the loyalty scheme, how 

do we help them understand 

it? 

Problem 2: Engagement 



By building guidance into the newsletter 

Lifestage-based headline content: 

Nursery 
Retention 

Upsell 

Welcome 

Churn prevention 
Reactivation 

ÅWhere are our customers now? 

ÅWhere do we want them to be? 

ÅWhat do we say to help them get there?  



So weôve got their attention, 

how do we shorten the path to 

conversion? 

Problem 3: Conversion 



By focussing attention 



Keep the logic, change the look 


