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STRATEGIC 
APPROACH



THE ASK.

IHG REWARDS CLUB NOW OFFERS AN EXCLUSIVE 
PARTNERSHIP WITH THE WORLD’S BEST BOUTIQUE 
AND LUXURY HOTEL PROVIDER, MR & MRS SMITH. 
INFORM MEMBERS THEY CAN PLAN THEIR NEXT 
TRIP TO DESTINATIONS THAT ARE MORE ENTICING 
THAN EVER BEFORE.



THE GOALS.

1. ABOVE AVERAGE OPEN & CLICK THRU RATES 
FOR EMAIL AND MOBILE.

2. MEMBERS ARE AWARE THEY CAN EARN WHEN 
THEY BOOK A MR & MRS SMITH PROPERTY 
THROUGH IHG.

3. INSPIRE ACQUISITION TO IHGRC & MEMBERS 
TO BOOK.



“TRAVEL IS THE ONLY THING YOU  
BUY THAT MAKES YOU RICHER.”

O U R  A U D I E N C E  —  C A P T U R I N G  C O N S U M E R  M I N D S E T

(ESPECIALLY WHEN YOU USE POINTS)



DESIGN
VERSION 1



CONCEPT
Since this page is meant to be the dream phase of the site, we 
wanted to create a landing page that harnesses what makes a 
dream so special: the emotional feeling one gets from 
envisioning themselves in the situation. 





LANDING PAGE 1

Look: 
Rather than distract with bright, 
saturated color, we utilized high contrast 
black and white photography to stand out 
in the hero rotator. Lower down the page, 
we introduce desaturated, high contrast 
color photography. The blacks are 
crushed but the other colors look less 
bright. This photographic style while 
classic is very on trend right now. 

The photography also plays in well to the 
Mr & Mrs Smith color palate. We utilize 
the MMS red as an accent throughout the 
page. 



LANDING PAGE 1

Feel: 
The final aesthetic is bold, but modern 
without losing a luxury feel. The design 
follows the more open feel set forth by 
other IHG luxury brand’s best practices. 
The content is aligned with what IHGRC 
members need to move to the booking 
phase. 

Tone: 
The copy follows the idea of dreams and 
temptations which aligns with the IHGRC 
and other audiences are interested.  Each 
section uses language to engage and entice  
guests to explore and book.  



LANDING PAGE 1

The first module uses an auto-rotator to 
cycle through imagery. If the guest sees 
and image they like and wants to learn 
more about that property, they can click 
on the live link which will take them to 
that specific hotel details page. 



LANDING PAGE 1

The second module goes into detail about 
the partnership between IHG Rewards 
Club and MMS. 

The third module talks about the MMS 
brand and their philosophy to try and 
drive interest about their properties on 
IHG Rewards Club. 



LANDING PAGE 1

The fourth module really captures the 
spirit of upscale travelers who are looking 
for curated excursions. 

Each image is a different type of trip for 
guests to take. Once they click on one of 
the topics, a modal overlay comes out 
with a number of properties that fit that 
group.  

Each property image would be clickable 
and take you directly to that property’s 
detail page to learn more. 

The categories can rotate over time or 
with the seasons or trends. 



LANDING PAGE 1

MMS guests love information about 
travel. It also helps stoke inspiration for 
dreaming about new countries and places 
to travel. So we created a travelogue style 
module that would give a sentence or two 
on the topic covered in the article If the 
guest wanted to go deeper they could click 
on the link which would take them to the 
article page.  



LANDING PAGE 1

The whole design rests on top of a normal 
IHGRC footer which signifies the end of 
the page. 



DESIGN
VERSION 2



CONCEPT
This design concept is based on a more traditional view of 
dream travel. Utilizing grand sweeping deep saturated shots of 
vistas that go edge to edge on the screen. It sucks viewers in by 
immersing their eyes in the properties.





LANDING PAGE 2

Look: 
Much like eating a fine meal, wander lust 
is stoked mainly through the eyes. This 
design is very image heavy relying on 
visuals more than copy much like the 
Regent brand best practices. Lots of space 
and a clean crisp design. 

The design utilizes MMS red accents 
throughout the page but mixes them 
nicely with the IHG gray. The color 
combination of bright colors against a 
gray background is currently a popular 
trend in high end design. 



LANDING PAGE 2

Feel: 
The final aesthetic is beautiful, refined 
and definitely luxurious.It is easily 
scannable, but gives guests plenty of 
opportunity to learn more which 
diminishes friction for our audience and 
is a simpler way of telling the MMS 
partnership story. 

Tone: 
What copy is on the page is very much a 
nice blend of the Mr & Mrs Smith 
cheekiness and the IHGRC 
straightforward content. 

The page starts with the IHG Rewards 
Header.  The reserve button will pin to 
the top of the page to remain present 
through the user’s entire journey.   

The second module follows the Regent 
wireframe with a label of the property 
with a stunning visual included to help 
create visual appeal. 



LANDING PAGE 2

The third module is the first bit of 
descriptive copy we have. The copy talks 
about the partnership between IHG and 
MMS. 

Separating the modules is a gallery of 
images from the property in the first 
module. 

The third module talks about the MMS 
brand and their philosophy to try and 
drive interest about their properties on 
IHG Rewards Club.



LANDING PAGE 2

In this design, an explore module 
rotator is next and gives the different 
type of properties MMS have.  

The property type is highlighted and a 
rotator of 3-5 featured properties 
appear. If guests see an image that 
inspires them, they can click on it and 
will be taken to that property’s detail 
page.  

The brand highlights module is next. 
They feature things about MMS that 
make their properties so special like 
the Smith Extras, eco-friendly 
facilities, experiences, etc.



LANDING PAGE 2

To inspire and entice guests to book, 
we’ve put the UGC social feed images in 
the landing page. 



LANDING PAGE 2

If the beautiful imagery and engaging copy 
hasn’t inspired guests, then maybe a deal 
will. This module would lead guests to an 
offers page where curated specials and 
incentives would reside. 

We end the page like we always do with the 
footer. 



THANK YOU




