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November 8th Newsletter 
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Subject Line (Used PCIQ Optimization): 

• (List) INSIDE THE RITZ-CARLTON: 5 Types of Travel for One 

Perfect Holiday

• (Authority) INSIDE THE RITZ-CARLTON: One Destination for 

Infinite Holiday Memories

• (How To) INSIDE THE RITZ-CARLTON: How to Plan the Perfect 

Holiday Celebration

• (Solution) INSIDE THE RITZ-CARLTON: Your Guide to Planning 

the Perfect Holiday

• (Question) INSIDE THE RITZ-CARLTON: How Will You Spend 

the Holidays?

Pre-Header: 

Plus, explore our newly redesigned resort, The Ritz-Carlton 

Orlando, Grande Lakes

Theme: Holiday Travel Planning

Creative: U.S. Version

https://nam12.safelinks.protection.outlook.com/?url=https://email-marriott.com/T/v70000017d01d55e5392468e6e96638918/1be1ae933ab7421d0000021ef3a0bcde/1be1ae93-3ab7-421d-b89b-4c0da13ee6ab?__dU__%3Dv0oQlZ2XmHtXjKKCycNLIk04888UAVMa5S575yBLsoKzM4fwBvfuHkRA%3D%3D%26__F__%3Dv0fUYvjHMDjRPMSh3tviDHXIoXcPxvDgUUCCPvXMWoX_0JoZLAZABQF4zau-oFBc2TNlTq7z8LKg1QvzA5YufE33mvZNeVWafCkvRmITC628O8D07XborpLBDfKLZL7D5Q6ppFj63PBkbU536Sbk__fsh4sr7rcDvrS6xA_Y5nhl8rrZ6A8sOcshHvDR1AN9TRC9n3wQWmlxy_slhquwUbnUUH9IaR2ptfxtnuyqtMql3fp07yZU5SSRqQsz5aNPr7FQGK1UO87aFznKHT_WB99S44tK7DVHXEVIYLwZCMoPw79iIM-u6PC9dOOvMRJjc1AKvB20uOV4rgxxsas9mL6iy4dpqOnHn6lELmwtC-_8pJnsSX6ebbJpO-zJgRvcNIi6uyrpGprOqsYo5WUP6XKDyF_pgTFFQFeBMU-15vn-0%3D&data=04|01|Donovan.Parisi@data-axle.com|26ac2e6dda00485de9a108d9a30d98cb|843d9d80d65143668ce87a742772332b|0|0|637720101080486644|Unknown|TWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D|1000&sdata=gIlmR0UQ3d%2Brwge%2BmPRb0hj0gYUNaizI1J8kSL0m7Vw%3D&reserved=0
https://nam12.safelinks.protection.outlook.com/?url=https://email-marriott.com/T/v70000017d01d55e5392468e6e96638918/1be1ae933ab7421d0000021ef3a0bcdc/1be1ae93-3ab7-421d-b89b-4c0da13ee6ab?__dU__%3Dv0oQlZ2XmHtXjKKCycNLIk04888UAVMa5S575yBLsoKzM4fwBvfuHkRA%3D%3D%26__F__%3Dv0fUYvjHMDjRPMSh3tviDHXIoXcPxvDgUUCCPvXMWoX_0JoZLAZABQF5CLXdhWzb_SmF07lK6yUfEdf7WCC060KYFSNjeK080hSKYuhwPKk-l-vCM0NYwKgjf_5mtK_5_y2_2M8TfjoBThZlsXjJJ88h65wjXjhO59HqhnwCSMvLGOSzDpxXIPOQUuaPA1sO813-wNXFAhANe--5fybc6vISdTIFxHlfpujFyTZM9XGFMqnAoD5HUhx4-3awbreRjGlpP23WTJaFfLWztKdCLkt1bFOoCdH77QpDgw8D4QIWUjsLEKEnawB0F1UMQ2HRu_F0HNIeqDIiVl0yXU0WfYcmQgcJ88U_ZmMgNy9rOlNu5qxpSVpnsgB7Qiz5s6Jk7z4orlrvnu1DUU3C1EzW7jR2TstUnqVuLUVxAifgiT8fqBJnchazxAaw%3D%3D&data=04|01|Donovan.Parisi@data-axle.com|26ac2e6dda00485de9a108d9a30d98cb|843d9d80d65143668ce87a742772332b|0|0|637720101080476691|Unknown|TWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D|1000&sdata=BX9WvbjMI/25LeHvVv53Z4ZwZodjByMnS0ikgn6d%2BrI%3D&reserved=0
https://nam12.safelinks.protection.outlook.com/?url=https://email-marriott.com/T/v70000017d01d55e5392468e6e96638918/1be1ae933ab7421d0000021ef3a0bcda/1be1ae93-3ab7-421d-b89b-4c0da13ee6ab?__dU__%3Dv0oQlZ2XmHtXjKKCycNLIk04888UAVMa5S575yBLsoKzM4fwBvfuHkRA%3D%3D%26__F__%3Dv0fUYvjHMDjRPMSh3tviDHXIoXcPxvDgUUCCPvXMWoX_0JoZLAZABQF5CLXdhWzb_SmF07lK6yUfEdf7WCC060KcmSUUMLkyFtjOYJSCrocNhC3FgWlc7QFDwEqpRnDt0-xmU5mdfIeoCHcuj8q26NGCq6gcS5ZTYGOH23Czc9KbvnJ7fY-TmlovW5wOPcpndTrryac7xaMTJC1eSoheJkbKXYoEvDC29OvqjhbcHxuTKiH6ozFUj_STovJfP2E67wgoNq8G0J0628nPVghd_-dU9tS74rG1i_O0JJsl-iY2mcH7ANIZUPtCcBrHPfjCsk6srqXRjKD4OFV2sg1LAaP6Jfa3tzLuPoeNcJyl3ne4kexVoP2n7282W9urXPubpPChcGdO-_DxALJGHZQSec06szOQ8qN0PUzr4bXwE6XtW0I_ZmS-TlV0WnQHl0YpjL&data=04|01|Donovan.Parisi@data-axle.com|26ac2e6dda00485de9a108d9a30d98cb|843d9d80d65143668ce87a742772332b|0|0|637720101080466732|Unknown|TWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D|1000&sdata=JvAx%2BziAfsb5A5gfmOmVnqSbiQhuQ3GxijamYJJVgXQ%3D&reserved=0
https://nam12.safelinks.protection.outlook.com/?url=https://email-marriott.com/T/v70000017d01d55e5392468e6e96638918/1be1ae933ab7421d0000021ef3a0bcc4/1be1ae93-3ab7-421d-b89b-4c0da13ee6ab?__dU__%3Dv0oQlZ2XmHtXjKKCycNLIk04888UAVMa5S575yBLsoKzM4fwBvfuHkRA%3D%3D%26__F__%3Dv0fUYvjHMDjRPMSh3tviDHXIoXcPxvDgUUCCPvXMWoX_0JoZLAZABQF5CLXdhWzb_SmF07lK6yUfF1hjNKYhZVmRuRdAIzrQ3wE-Dk0npTEm8qnelDj481LfViimr4PHzjOt4ZtJ8brcFouvYPdQkQXDO2EhbrpvfqGudKID1Wfh2S2R5pGWv_jeabrGNMWcluJi8QOb1hUkCSuDrmFMUnh64EGcEK1v-HUTqBQwYa1FGa-jt3plckiDyDixEc__ZajtvXFSfRg-tmqDYDMJOctqtK4R1cw7A-UoYkTYRtlac3u8Yu2b_3I_lBY6H3hMT_m1IbnolV_XQ-hUcUAylJSFCDIsEH7nEde2QgDEaNnrcmQNjLa6tjuapNlmr8XANFpdGMuXwpzNxvkf1_tw_hfk7mJ0wvtc7A&data=04|01|Donovan.Parisi@data-axle.com|26ac2e6dda00485de9a108d9a30d98cb|843d9d80d65143668ce87a742772332b|0|0|637720101080317388|Unknown|TWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D|1000&sdata=aeBjGDBYYHI2H7ErrhAEAluqlNMwyzy9NAMCrvD92KU%3D&reserved=0


• Delivered count had a significant increase MoM (+44.8%) with inclusion of all luxury segments driving 

incremental opens and clicks with over 1M more subscribers seeing newsletter  

• Performance has decreased for all key KPIs on a rolling 12-month average, impacted by introduction of 

newsletter to luxury segments for first time and differentiated engagement behavior with newer audience

• Engagement trends were consistent with overall email performance for most CRM segments and Bonvoy 

member levels

• Click activity was concentrated in two modules: Holiday Travel Nav bar and Hero featuring discover your 

destination CTA

o Followed by Property Spotlight, Loyalty (Grand Prix), Yacht and Journey; each representing about 4% of click activity each

Performance Summary: November 2021
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*Apple iOS 15 update and 
suppression of open data 
driving lower than avg. open 
rate & higher CTOR

Recent data issues impacted 
opt-out counts; Unsub. Rate 
calculation excluded until 
issues have been resolved

Increased Delivered Count Driving Above Average Clicks and Opens

4.1 M
Emails Delivered

+52.1% (1.4M)

22.2%*
Open Rate
-4.93 pts.

55.5 K
Clicks

+10.2% (5.1K)

911.3K*
Opens

+24.4% (178.9K)

6.1%*
CTOR

-0.79 pts.

1.4%
CTR

-0.51 pts.

SANTA BARBARA, CALIFORNIA

November 2021 vs. Rolling 12-Month Average (October 2020 – October 2021)



Delivery volume increased MoM by over 1M with the incorporation of new luxury segments; increase impacted click rates

Delivered Count Increased Significantly Impacting CTR 
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Delivered Count
44.8%. MoM

CTR
-0.6pts. MoM



Segment Engagement Mixed 
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• Overall performance higher for non-luxury segment 

• New audience engagement typical to be lower than existing audiences; will 
continue to track each month

November 2021: 
Luxury vs. Non-Luxury Segment Engagement

Segments Delivered Opens Open Rate Clicks CTR CTOR

L1 Lux Only 534.1 K 87.4 K 16.4% 5.1 K 0.96% 5.9%

L2A High User 250.0 K 47.7 K 19.1% 3.3 K 1.32% 6.9%

L2B Low User 1.2 M 250.6 K 20.9% 15.3 K 1.28% 6.1%

L3 Lux Redeemer 297.0 K 68.6 K 23.1% 4.2 K 1.41% 6.1%

Non-Luxury 1.8 M 457.1 K 25.1% 27.5 K 1.51% 6.0%

Grand Total 4.1 M 911.3 K 22.2% 55.5 K 1.35% 6.1%



Regional Engagement Drops Slightly MoM
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U.S. 3.6 M 2.5 M +43.3%

CALA 19.6 K 13.4 K +46.8%

EUROPE 111.8 K 56.8 K +96.8%

MEA 137.9 K 69.3 K +99.0%

APAC 245.6 K 80.6 K +204.7%

Delivered Counts 

Nov Oct MoM

In line with overall MoM performance, CTR was down for all regions. All regions saw a significant increase in delivered 
counts with inclusion of luxury segments this month which also impacted overall engagement
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Segment Performance Consistent with Overall Trends

Decline in CTR fairly consistent across CRM segments and in line with overall email engagement trends. The “Other” 
segment group showed significant growth in Delivered volume due to Luxury segments inclusion – impacted opens & clicks

OTHER WTE SS CEL OCC EX ASP ALL SEGMENTS

November vs. R12 November vs. R12 November vs. R12 November vs. R12 November vs. R12 November vs. R12 November vs. R12

DELIVERED 3.8 M +58.42% 73.8 K -0.0 pts. 66.4 K -0.08% 65.9 K -1.24% 50.9 K -1.57% 28.5 K -1.08% 4.1 M +52.08%

OPENS 846.7 K +27.76% 17.1 K -0.1 pts. 16.5 K -6.89% 15.4 K -5.89% 10.2 K -8.12% 5.3 K -5.57% 911.3 K +24.43%

OPEN% 22.17% -5.3 pts. 23.15% -2.0 pts. 24.87% -1.8 pts. 23.45% -1.2 pts. 20.07% -1.4 pts. 18.67% -2.8 pts. 22.20% -4.9 pts.

CLICKS 50.2 K +15.89% 1.3 K -28.56% 1.7 K -20.74% 1.3 K -24.81% 716 -27.19% 317 -25.85% 55.5 K +10.16%

CTR 1.31% -0.5 pts. 1.72% -0.7 pts. 2.49% -0.6 pts. 2.05% -0.6 pts. 1.41% -0.5 pts. 1.11% -0.8 pts. 1.35% -0.5 pts.

CTOR 5.92% -0.6 pts. 7.44% -2.1 pts. 10.02% -1.8 pts. 8.73% -2.2 pts. 7.01% -1.8 pts. 5.96% -2.9 pts. 6.09% -0.8 pts.

November 2021 vs. Rolling 12-Month Average (October 2020 – October 2021)

*iOS update and suppression of Bot open data driving lower than avg. open rate & higher CTOR
Unsub Rate artificially inflated and not included due to Bot open data being categorized as unsubs
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Consistent CRM Segment Engagement

Open rates were slightly up for all CRM segments with CTOR seeing a decline across the board. “Other” Guests saw a 
decline in both metrics. 

March ’21 – Nov ’21 March ’21 – Nov ’21

Oct '21 Nov '21 Engagement Trends

Del. 2.6 M 3.8 M MoM +49.42% (+1.3 M)

Open% 23.6% 22.2%

CTOR 8.0% 5.9%

Del. 71.9 K 73.8 K MoM +2.68% (+1.9K)

Open% 21.8% 23.1%

CTOR 12.0% 7.4%

Del. 64.6 K 66.4 K MoM +2.91% (+1.9 K)

Open% 23.6% 24.9%

CTOR 14.1% 10.0%

OTHER GUESTS

WELL-TRAVELED 

EXECUTIVES

SUN SEEKERS

Oct '21 Nov '21 Engagement Trends

Del. 64.5 K 65.9 K MoM +2.11% (+1.4 K)

Open% 21.8% 23.5%

CTOR 14.5% 8.7%

Del. 49.9 K 50.9 K MoM +2.07% (+1.0K)

Open% 18.7% 20.1%

CTOR 11.3% 7.0%

Del. 27.9 K 28.5 K MoM +2.18% (+609)

Open% 17.5% 18.7%

CTOR 9.7% 6.0%

THE 

CELEBRATORS

OCCASIONAL 

EXPLORERS

THE ASPIRERS
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MoM Decrease in CTOR For All Bonvoy Levels

March ‘21 – Nov ’21 March ’21 – Nov ’21

All loyalty tiers saw a decline in CTOR MoM. Largest decline was for Ambassadors (-5.3pts) whereas Basic was least 
impacted (-1pts)

Oct '21 Nov '21 Engagement Trends

Del. 192.3 K 360.5 K MoM +87.5% (+168.2K)

Open% 13.0% 15.3%

CTOR 8.3% 5.5%

Del. 1.3 M 1.9 M MoM +47.8% (+601.4K)

Open% 22.9% 21.2%

CTOR 7.2% 6.2%

Del. 583.8 K 775.3 K MoM +32.8% (+191.5K)

Open% 25.6% 25.0%

CTOR 9.2% 6.1%

NON-MEMBER

BASIC

SILVER

Oct '21 Nov '21 Engagement Trends

Del. 339.9 K 472.3 K MoM +39.0% (+132.4K)

Open% 24.8% 22.9%

CTOR 7.9% 5.8%

Del. 194.5 K 267.7 K MoM +37.7% (+73.3K)

Open% 24.8% 25.3%

CTOR 10.8% 6.3%

Del. 230.4 K 315.9 K MoM +37.1% (+85.5K)

Open% 24.8% 25.1%

CTOR 10.9% 6.4%

Del. 36.1 K 53.7 K MoM +48.8% (+17.6K)

Open% 22.4% 23.8%

CTOR 11.0% 5.7%

AMBASSADOR

GOLD

PLATINUM

TITANIUM



November 2021 Heat Map 
(U.S. Version)

• Hero saw significant decrease in click activity MoM 

with Holiday Travel Nav bar driving most click 

activity at 42.07%

o Last month the Hero generated 42.28% of clicks

o Newer luxury audience could be engaging 

differently than non-luxury audience due to this 

being their first time seeing this newsletter 

• Property Spotlight had strong engagement, 3rd

highest, despite being positioned lower in the email

o Preheader did encourage readers to check out 

new property: “Plus, explore our newly redesigned 

resort, The Ritz-Carlton Orlando, Grande Lakes”

Footer (not shown)

8.04% Clks

Header 3.52% Clks

Hero 18.22% Clks

Yacht 4.27% Clks

Property Spotlight

4.37% Clks

Loyalty 4.36% Clks

Instagram 0.75% Clks

Holiday Travel 42.07% Clks

Journey 4.13% Clks

Let Us Stay with 

You 2.08% Clks
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Ladies and Gentlemen 

1.64% Clks

Loyalty 3.83% Clks

Scenography  1.88% Clks



Top Performing Content: November 2021
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• Where Will You Go Next Nav bar content was the most engaging this month

• Hero followed with a CTR less than half of the Nav bar

• Consider evaluating top performing content for new Luxury audiences and how engagement impacts click activity at 
the overall level

(U.S. Version)

Module Article Clicks CTR

HOLIDAY TRAVEL NAV BAR Where Will You Go Next 26.1 K 0.72%

HERO One Destination for Infinite Holiday Memories 11.3 K 0.31%

HOTEL SPOTLIGHT Newly Redesigned Orlando Resort 2.7 K 0.08%

LOYALTY Grand Prix Experience 2.7 K 0.08%

YACHT Sun-Drenched Holidays as Sea 2.6 K 0.07%

JOURNEY A Master Class in Holiday Entertaining 2.6 K 0.07%

MOMENTS Celebrate Art Week in South Beach 2.4 K 0.07%

JOURNEY A Weekend to Remember 1.3 K 0.04%

HOTELS NEAR YOU A Festival of Flavor 1.2 K 0.03%

LADIES AND GENTLEMEN Stories From Our Ladies and Gentlemen 1.0 K 0.03%

INSTAGRAM Instagram 0.5 K 0.01%



Recommendations 
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• Plan to set 2022 email goals in Q1 with focus on click rates; update learning agenda and roadmap

• Evaluate luxury segment engagement and click behavior to determine if versioning messages and/or content 

strategies are warranted

• Continue to leverage direct CTAs in future preheaders to drive readers where you want them to go including new 

redesigned resorts you want to feature as was done this month or other prioritized newsletter content

• Continue testing new Nav Bar content and placement to keep content fresh and maintain engagement

• Continue Instagram animation treatment to draw attention to lower content



Thank you!



November 2021 Financial Engagement Comparisons
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Note: 
• Rolling 12-Month Average (Oct 2020 – Oct 2021)
• Financial Data Source: Omniture 7-Day

Metrics November 2021 MoM vs. 12-Month Average

Bookings 42 +31.3% (+10) +61.5% (+16)

Room Nights 122 -22.8% (-36) +36.6% (33)

Revenue $97.8 K +47.7% (+$31.6 K) +173.9% (+$62.1 K)
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The Journey Website Engagement
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Engagement Trends



Targeting Criteria 2021
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• Include previous month email recipients 

• Include all Luxury segments

• Include additional customers using the criteria below to reach the 3M deployment max: 

o Past luxury brand stayers (last 24 months) OR

o Has HHI $150K or more OR

o Past email openers of RC Residences solos, St. Regis Residences solos, Quintessentially solo, RCYC 

solo OR

o Amex Brilliant cardholders

• Note: include those with an English language preference


