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THE SPOTLIGHTS: EXPERIENCE – DESTINATION SPA

CAMPAIGN OVERVIEW

OBJECTIVES
Drive traffic, visibility and 
bookings to participating hotels 
through a series of engaging and 
targeted communications to 
travelers looking for a unique 
hotel spa stay.

STRATEGY
Showcase the diversity in spa 
hotel types and locations. 
Focusing on “Spa Stays Your Way” 
as the variety in ways and 
destinations are endless in ways 
travels can experience wellness. 

CAMPAIGN MESSAGE

Spa Stays Your Way

Unique Spa Hotels Around the 
World Because There’s No Wrong 
Way to Spa 

TIMING

May 30 – August 30, 2022

OFFER
Preferred Plus 



THE SPOTLIGHTS: EXPERIENCE – DESTINATION SPA

CAMPAIGN MESSAGE
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Spa Stays Your Way

Unique Spa Hotels Around the World  
Because There’s No Wrong Way to Spa 

Everyone’s ideal spa is different.  
Luckily, we have a whole world of wellness options to 

suit every style. 



PARTICIPATING HOTELS

PROPERTIES LOCATION

1 Hotel Californian Santa Barbara, California, United States

2
Preserve Sporting Club & 
Residences

Richmond, Rhode Island, United States

3 Amrit Ocean Resort & Residences Riviera Beach, Florida, United States

4 Wellington Hotel & Spa Madrid Madrid, Spain

5 The Lake House on Canandaigua Canandaigua, New York, United States

6 HOTEL DU PONT Wilmington, Delaware, United States

7 Nemacolin Farmington, Pennsylvania, United States
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Sales Newsletter Inclusion

ENGAGEMENT CHANNELS
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PREFERRED
GLOBAL 

MARKETING

Digital
Media

I Prefer
Engagement

Online
Merchandising

Preferred 
Hotels & Resorts

Global Sales

Paid Display

Paid Social Media

PHR Brand Social Media

Strategic Targeting

Email to I Prefer Member:
Segmentation strategy to complement the 

destination 
and participants​

Dedicated Landing Page

THE SPOTLIGHTS: EXPERIENCE – DESTINATION SPA
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DIGITAL TACTICS
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Dedicated landing page featuring participating hotels1

Landing page live May – August 20222

https://preferredhotels.com/offer/destination-
spa

3

EXPOSURE

ONLINE MERCHANDISING – DEDICATED LANDING PAGE 

https://preferredhotels.com/offer/destination-spa


CONFIDENTIAL    |     PREFERRED HOTELS & RESORTS     |     THE MARKETPLACE

PROSPECTING

• Contextual targeting

• People looking for a similar property

• People looking for spa hotels 

LANDING PAGE REMARKETING

• Display advertising for visitors who land on the dedicated 

campaign landing page

SEGMENTED AUDIENCES FOCUSING ON

• Behavior – past user / booker data

• Psychographic – aspirational and interest in unique hotel spa 

stays 

• Demographic targeting

EXPOSURE

DIGITAL MEDIA
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Dynamic advertising on Facebook to automatically promote hotels to 
people that have expressed interest in similar properties on the PH&R 
website, app, and elsewhere on the internet

1

Display advertising targeting people who have expressed an interest in 
unique spa stays 

2

Remarketing ads for visitors of the campaign landing page3

EXPOSURE

PAID SOCIAL MEDIA ADVERTISING
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Email supporting content relevant to the 
campaign theme and the participating hotels1

Highly targeted audience of feeder markets for 
participating hotels

2

Deployment: May 30, 20223

EXPOSURE
EMAIL MARKETING 
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Banner inclusion in sales newsletter 
which gets sent to key travel agents 
within the Preferred network

EXPOSURE
SALES FLYER

Spa & Wellness Florida & Caribbean



CONFIDENTIAL    |     PREFERRED HOTELS & RESORTS     |     THE MARKETPLACE

CAMPAIGN RESULTS

SPOTLIGHT CAMPAIGN EXPERIENCE - SPA



THE SPOTLIGHTS: EXPERIENCE SPA

CAMPAIGN REACH & RATE PLAN PRODUCTION
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9.4M

Digital Display and 
Paid Social Media 

impressions

465K

Email sends to 
targeted I Prefer 

Members

1 – Results are based on gross figures inclusive of cancellations
2 – Results are based on MKTVIP rate code for the duration of the campaign
3 – PHG Channels include PHG – IBE and PHG – Voice
4 – Hotel Channels include Hotel – IBE and Hotel Voice Agent

KPI1,2
TOTAL RATE PLAN 

REVENUE
PHG 

CHANNELS3

HOTEL 

CHANNELS4

Revenue 170,493 34,686 135,807

Bookings 95 20 75

Nights 250 63 187

ADR 682 550 726

LOS 2.6 3.2 2.5

Visits to dedicated 
landing page on 

PH.com

22.4K
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