
 

Secret  Escapes 
Case Study 

Another great example of how personalization can 

boost sales in any company. 

For additional information contact us  



 

What is 

S e c r e t  E s ca p e s? 

Secret Escapes is a fash-sale 

luxury travel company 

ofering hot deals in a variety 

of worldwide locations and 

experiences. They had steady 

trafc and high click-through 

rates but they realized that they 

could take their conversions to 

the next level by personalizing 

their landing pages to the visitor. 
 



 

What was the plan? 

Simply, give the customer what they are looking for. 

They started personalizing the ofers to the keywords that 

brought the prospects there. This basic concept produced 

amazing results.  



 

They took action and started to tweak 
their sales funnel. Tom Evans, a product 
manager, and A/B testing lead at Secret 
Escapes said: 

The test stems from the idea of matching user 

intent  with  expectation.  Entering  a  search  in 

Google  is  a  clear  display  of  user  intent.  The 

hypothesis is that asymmetric experience from 

the ad to landing page —one that clearly matches 

that search intent — will make people more likely 

to take the desired action on the page. 

Tom  some  powerful  tools  to  start  testing  how  he  could 

personalize the message for the best results. 

Proper  A/B  testing  is  incremental  and  only  focuses  on 

one variation at a time. He realized that there were two 

opportunities  with  how  the  sales  funnel  was  set  up. 

Independent tests were set up on the incoming leads and 

the other on existing customers.  



 

Experiment 1: Personalization 
for PPC Landing Pages 

Tom ran this test for their “spa” AdWords group frst. He tested 

two diferent personalized pages against the control landing page 

with no personalized elements. 

In variation one, he changed the image to a beautiful spa pool and 

changed the sub-head to include the keyword, “spa”. 

In variation two, he kept the beautiful spa image and made the 

headline copy symmetrical with the ad. 

The test ran on a sub-set of trafc: users who came in using spa 

keywords. In a landing page builder, he set this up by targeting the 

test to a query string used by a number of the spa ad-groups.  



 

The results 
were incredible. 

Secret Escapes saw a 32% increase in conversions in new user 

signups from visitors who received the messaging that matched 

what they were searching for. 

The  best  part  about  this  is  that  this  result  translates  into  a 

proportional increase in new users for Secret Escapes at no 

added cost of AdWords spend. They are just getting more bang 

for their buck.  



 

Experiment 2: Personalization 
for Logged-In Users. 

Using search data to personalize vacation listings 

For a logged-in user, visiting the homepage 

(secretescapes.com) used to be a long list of vacation 

listings to everywhere from a casino in Las Vegas to a 

beach in the Dominican Republic. Other than timeliness 

of the deal, there was no rhyme or reason behind why 

a particular listing appeared. 

Not  anymore.  After  running  an  experiment  that 

increased  conversions,  it’s  more  likely  that  logged-in 

users will see homepage listings that are tailored to the 

types of vacations they have searched for previously. 

The  test  re-arranged  the  sale  listings  so  users  who 

arrived to the site from a PPC keyword of “New York” 

or  “All  Inclusive”  saw  relevant  sales  promoted  to  the 

top of thelistings.  



 

The impact of 
personalized listings. 

The initial results were promising. The personalized experience 

has  resulted  in  positive  lift  for  all  of  their  KPIs.  For  the  New 

York  keyword  they  saw  the  following  increases  after  running 

the test for 140 days: 

Clicks to sale 

+2 4 . 4 % 
from listing page: 

Clicks to 

+3 0 . 4 % 
purchase page: 

Completed 

+2 1 0 % 
purchases: 

This  experiment  is  the  tip  of  the  iceberg  for  further 

personalization on Secret Escapes. It opens up many exciting 



questions  and  other  possibilities  to  tailor  the  experience  to 

specifc segments of users.  



 

What ’s the takeaway? 

Personalization works. 

The  better  that  you  tailor  your  message 

to  your  prospect  and  connect  with  them, 

the more sales that you are going to make. 

Tom said: 

“Personalization  is  one  of  the  things  I 

really expect to blow up,” he continued. 

“With so much data lying around about 

our  customers,  and  their  behavior, 

we  now  have  a  great  opportunity  to 

optimize their experience by providing 

more relevant sales and information.” 
 



 

Want more information 
on how you can get 
results like this? 

Check out how to 
get started using 
personalized videos 
here and start boosting 
sales today. 
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