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In 2013, IHG revolutionized the design of large-scale 
public incentive campaigns
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But it began by 

thinking about our relationship 

with our guests 
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An investigation…
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Understanding what we have to say…

In 2009, a consultant joined Priority Club Rewards
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Transactional
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Lost PIN
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Statement
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Survey

Understanding what we have to say…
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Double Points

Understanding what we have to say…
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Brand

Understanding what we have to say…
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Understanding what we have to say…
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Local Offers

Destination

Rate Packages 
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So what can we conclude?
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So what can we conclude?

Offers overload our guests
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Wrong!
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For example…

Computers are

GREAT at that!
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For example…

Computers are

GREAT at that!

But humans are…

quite bad at it

31

We force our guests 

to digest one offer at a time

…and…

To put each offer into context

Other         offers An         offer Competitors
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New conclusion!

Offers overload our guests

Give fewer offers 

at a slower pace

…or better yet… 

The right offer 

at the right time
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Guests are not overloaded

… they’re irritated

Give more offers 

at a faster pace

…or better yet… 

Give all offers 

all at once
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New conclusion!

HOW?
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Guests are not overloaded

… they’re irritated

Give more offers 
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Give all offers 

all at once
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What did we do?

Crack

the

Case
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Does this overload your senses?
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How did customers respond?
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We tripled the lift in multiple behaviors
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…AND we re-launched a hallmark brand
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“4 brands… IN THE UK, 

you’re kidding right????”

“ready to call it a day when 

a £70 stay came up at 

Liverpool” 

“19 different hotels really 

needed advanced planning”
“I think the point of the 

promotion was to highlight 

how much Holiday Inn had 

changed… and it worked!”
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The BIG Insight
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Valuable customers are different…
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So what’s next?
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Could we use this to disrupt the market?
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Everyone gets personal in private channels

64

Private Channels

WEAK

SMALL
L

o
w

e
r 

R
O

I 
H

ig
h

e
r 

R
O

I
Tailored

Offers

One size

Offers



IHG©

Everyone goes big with Double Points
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Most campaigns are corner solutions
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But we wanted to disrupt the market
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Can we be all things to all people?
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The Big Win changes everything…
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Test-&-learn becomes hyper-dimensional

500,000 distinct offer 

combinations!

Over 50,000 test cells

Dozens of unstated 

hypotheses!

Anyone can 

Play!
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How far can we ask members to reach?

20%A

B

C

GROUP
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50%
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50%

Defection

How far can we ask members to reach?

20%A

B

C

GROUP
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Should the grand prize be easier to obtain?

A

B

C

CostGROUP

$110

$130

$100

73



IHG©

$110 $300

Should the grand prize be easier to obtain?

A

B

C $130

$100

-$100

$240

Cost Revenue LiftGROUP
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How much influence do we have?

LIFT

10-50%

5-10%

0-5%
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We’re way past “can we move the needle?”
…we ask “which needles do we want to move?”
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And the point is…
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Focus on our most valuable customers…

80

Heavy

Light

Low High 

F
re

q
u

e
n

c
y
 o

f 
T

ra
v
e
l

IHG Share of Wallet

Points Players

Loyalists

Rate Shoppers

Acquire

Influence



IHG©

Focus on our most valuable customers…
BUT treat each customer is an individual
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Market the PACKAGE… not the OFFER

Don’t HYPOTHESIZE… test EVERYTHING

Know the CUSTOMER… not the SEGMENT

EMBRACE

COMPLEXITY

THANK YOU


