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With over 1,500 locations in over 20 countries, Days Inn 
by Wyndham is one of the largest, most well-recognized 
hotel brands in the world. Whether it’s small town or 
downtown, a trip with family or a getaway with friends, 
our hotels are close to a myriad of desirable locations 
and attractions. 

The “Keep Your Hotel Close” campaign was developed 
to reinforce that no matter the reason you’re traveling, 
Days Inn will be there to help you Seize the Days®. 



Marketing Objectives
• Strengthen our brand positioning of making every day 

brighter and encourage travelers to “Seize the Days” by 
staying at a Days Inn near desirable locations and 
attractions.

• More closely associate the brand with Wyndham Rewards 
– the most generous hotel loyalty program1.

• Reinforce Days Inn as a trusted brand by Wyndham.

• Maximize media impact to help drive awareness, 
consideration, and hotel bookings.

• Campaign flight: March 11 – July 31, 2024

1. Ranked Best Hotel Rewards Program by U.S. News & World Report, 2024.







Creative Video Assets
Click here to view the digital video and audio assets. 

https://whg.box.com/s/5axojmb9m0esg1qcpbwgzr2r8y93bil7


Digital Video



Rich Media



Rich Media



Mobile Media



Social Media
Click here to view social media videos, 

https://whg.box.com/s/dumk6o17761xs2slwodjzt3bomku08ov


Minor League Baseball Integration
Click here to view the MiLB video. 

https://whg.box.com/s/ru5a6ca11o9urwje1n3hyd57e4rvg47d


Campaign Results

AWARENESS

245MM
Media Impressions

ENGAGEMENT

23.2MM
Video Completes

Up 13% YoY

CONSIDERATION

1MM
Website Visits

CONSIDERATION

290%
Above SVR Benchmark for Digital 

Channels

CONSIDERATION

1.36%
Social SVR

76% above benchmark YoY

CONVERSION

1.1MM
Hotel Visits

Results are for Adrian Award judging only. Confidential. Not for Distribution.

Sources: DoubleClick Campaign Manager, Foursquare, Meta, TikTok 
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