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February 5th Newsletter 
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Subject Line (Used PCIQ Optimization): 

• (Direct) INSIDE THE RITZ-CARLTON: Romantic Retreats Around 

the World

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

Romantic Destinations

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

Romantic Getaway

• (List) INSIDE THE RITZ-CARLTON: 5 Destinations Designed for 

Romance

• (Intrigue) INSIDE THE RITZ-CARLTON: Romance and Intrigue

Pre-Header: 

Plus, the re-opening of Grand Cayman, spectacular suites, and a 

special offer

Theme: Romantic Getaways

Creative: U.S. Version



• Delivered count stabilized since significant increase in December with inclusion of all luxury segments

o Over 1M more subscribers seeing newsletter as of December

• Click performance has increased as new audience continues to get more familiar with newsletter along with 

February moving away from Q4 seasonal lows

• Positive engagement trends for all luxury segments with L3 showing strongest MoM lift

• Hero saw significant decrease in click activity MoM with Journey, Hotel Spotlight and Hotel Feature driving the 

most interest from readers

o Journey and Hotel Spotlight were both geo-targeted

o Hotel Feature had animated content and the CTA supported driving interested there with mention of the re-opening 

along with calling out a special offer

Performance Summary: February 2022
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*Apple iOS 15 update and 
suppression of open data 
driving lower than avg. open 
rate & higher CTOR

Increased Delivered Count Continues to Drive Above Average Clicks

5.3 M
Emails Delivered
+66.9% (2.1M)

0.38%
Unsub Rate

---

856.9K*
Opens

+4.2% (34.8K)

9.8%*
CTOR

+2.86 pts.

1.6%
CTR

-0.21 pts.

SANTA BARBARA, CALIFORNIA

February 2022 vs. Rolling 12-Month Average (January 2021 – December 2021)

83.8 K
Clicks

+47.3% (26.9K)

16.3%*
Open Rate
-9.81 pts.



• Delivery volume remained consistent since a significant increase in December with inclusion of additional luxury segments

• CTR saw an increase in February moving away from Q4 seasonal lows

Delivered Count Stabilized and CTR Increased Since December
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Delivered Count
+1.3%. MoM

CTR
+0.3pts. MoM



• Strong engagement bump after first 48-hours (69.4K views, 46.8K visits, 2.4 minutes/average time on site)

• Hero and secondary Journey module drove 23% of most visited pages in February
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Highest Journey Engagement To-date



Regional Engagement Increases For Majority of Segments MoM
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U.S. 4.4 M 4.3 M +0.3%

CANADA 212.5 K 161.6 K +31.6%

CALA 38.4 K 37.2 K +3.2%

EUROPE 154.8 K 153.9 K +0.6%

MEA 166.0 K 166.6 K -0.4%

APAC 316.0 K 313.7 K +0.7%

Delivered Counts 

Feb Dec MoM

• In line with MoM performance trends, CTR increased for most regions along with delivered counts remaining similar to December

• Canada saw a 31.6% increase in delivered counts MoM; first-time readers may be impacting CTR trend

*Did not send a Jan ‘22 newsletter



Positive Engagement Lifts for Luxury Segments
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• Click counts and CTRs increased MoM for all luxury 
and non-luxury segments

• L3 had highest lift showing strong engagement in 
the content, even with slightly more deliveries MoM

• L1 continues to remain the least engaged audience 
in comparison to other luxury segments; continue 
to monitor engagement patterns

Segments Nov 8 ‘21 Dec 4 ‘21 Feb 5 ‘22 MoM

L1

Delivered 534.1 K 537.9 K 536.0 K -0.3%

Clicks 5129 4231 5376 27%

CTR 0.96% 0.79% 1.00% 0.2 pts.

L2A

Delivered 250.0 K 253.4 K 252.2 K -0.5%

Clicks 3296 2844 3685 30%

CTR 1.32% 1.12% 1.46% 0.3 pts.

L2B

Delivered 1200.8 K 1183.6 K 1182.9 K -0.1%

Clicks 15318 14075 19502 39%

CTR 1.28% 1.19% 1.65% 0.5 pts.

L3

Delivered 297.0 K 293.6 K 301.8 K 2.8%

Clicks 4198 3721 5324 43%

CTR 1.41% 1.27% 1.76% 0.5 pts.

Everyone Else

Delivered 1823.0 K 2914.5 K 2975.8 K 2.1%

Clicks 27529 42145 49914 18%

CTR 1.51% 1.45% 1.68% 0.2 pts.



9

MoM Increase in CTR For All Bonvoy Levels

Jun ‘21 – Feb ‘22 Jun ‘21 – Feb ‘22

All levels saw an increase in CTRs MoM. Largest increase was for Ambassadors (+.7pts) whereas Basic saw the least 
significant increase (+.2pts)

Nov '21 Dec '21 Feb '22 Engagement Trends

Del. 360.5 K 354.2 K 353.8 K MoM -0.1% (-341)

Open% 15.3% 9.3% 9.3%

CTR 0.8% 0.6% 0.9%

Del. 1.9 M 2.6 M 2.7 M MoM +0.7% (+18.5K)

Open% 21.2% 18.2% 16.7%

CTR 1.3% 1.3% 1.5%

Del. 472.3 K 594.8 K 603.4 K MoM +1.4% (+8.6K)

Open% 22.9% 17.4% 16.4%

CTR 1.3% 1.2% 1.6%

NON-

MEMBER

BASIC

SILVER

Nov '21 Dec '21 Feb '22 Engagement Trends

Del. 472.3 K 896.2 K 905.5 K MoM +1.0% (+9.3K)

Open% 22.9% 18.0% 17.0%

CTR 1.5% 1.4% 1.8%

Del. 267.7 K 294.7 K 302.4 K MoM +2.6% (+7.8K)

Open% 25.3% 17.8% 17.3%

CTR 1.6% 1.5% 2.0%

Del. 315.9 K 338.8 K 352.9 K MoM +4.2% (+14.1K)

Open% 25.1% 17.9% 17.3%

CTR 1.6% 1.5% 2.0%

Del. 53.7 K 57.8 K 65.5 K MoM +13.4% (+7.7K)

Open% 23.8% 17.2% 17.3%

CTR 1.4% 1.4% 2.1%

AMBASSADOR

GOLD

PLATINUM

TITANIUM



February 2022 Heat Map 
(U.S. Version)

• Hero saw significant decrease in click activity MoM with 

Journey and Hotel Spotlight driving most interest

o In December Hero generated 35.7% of clicks

o Both Journey and Hotel Spotlight were geo-targeted in 

February driving a lift in engagement due to 

personalization

o Hero imagery had different appeal in comparison to 

other images which may also be contributing to why 

interest was driven elsewhere

• Hotel Feature outperformed Hero and ranked 3rd for most 

clicked content

o Preheader CTA driven around Grand Cayman re-opening 

along with animation and offer callout drove interest

• Scenography module had strong click performance even 

with lower placement in the email. Turks & Caicos content 

was appealing, plus continued use of animation

Footer (not shown)
7.92% Clks

Hero 14.02% Clks

Hotel Spotlight 16.41% Clks

Journey 19.49% Clks

Let Us Stay with You 
2.43% Clks
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Ladies and Gentlemen 
1.40% Clks

Offer 2.82% Clks

Header 2.71% Clks

Yacht 10.38% Clks

Hotel Feature 15.04% Clks

Scenography  4.60% Clks

Instagram 2.77% Clks



Top Performing Content: February 2022
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• Journey, which was geo-targeted, drove the most engagement overall for February

• Hero and Hotel Feature followed with a similar CTR 

• Hotel Spotlight also drove interest with it being another module that was geo-targeted

(U.S. Version)

Module Article Clicks CTR

Journey North America Journey 35.5 K 0.82%

Hero Hero image and CTA 25.5 K 0.59%

Hotel Feature Rediscover the Ritz-Carlton, Grand Cayman 25.2 K 0.58%

Hotel Spotlight U.S. East, Canada, CALA Hotel Spotlight 20.0 K 0.46%

Yacht Romantic Getaways at Sea 18.9 K 0.43%

Hotel Spotlight U.S. West Hotel Spotlight 9.9 K 0.23%

Scenography A Call to Flavor 8.4 K 0.19%

Offer Savor Time With Those Who Bring You Joy 5.1 K 0.12%

Let Us Stay A Perfectly Unexpected Wedding 3.8 K 0.09%

Instagram Instagram 3.7 K 0.09%

Hotel Feature The Ritz-Carlton, Grand Cayman 2.1 K 0.05%



Recommendations 
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• Leverage click rate as key engagement metric to evaluate and identify content optimization opportunities

• For luxury segments that are less engaged, such as L1, determine if versioning messages and/or differentiated 

content strategies are warranted

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

opening of resorts as was done this month or other prioritized newsletter content

• Test geo-targeting in varied placement in newsletter to continue to keep content fresh and maintain engagement even 

for content modules that may have lower placement

• Continue to deliver animated content testing new stylistic approaches where possible



Thank you!



February 2022 Financial Engagement Comparisons
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Note: 
• Rolling 12-Month Average (Jan 2021 – Dec 2021)
• Financial Data Source: Omniture 7-Day

Metrics February 2022 MoM vs. 12-Month Average

Bookings 80 +196.3% (+53) +183.2% (+52)

Room Nights 282 +243.9% (+200) +202.1% (+189)

Revenue $141.8 K +80.9% (+$63.4 K) +216.1% (+$97.0 K)
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Engagement Trends



Targeting Criteria 2021

16

• 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


