THE RITZ - CARLTON

Q1 2020 Email Review and
Planning Session

April 2020 ,




2

MEETING AGENDA

« Key Storylines

« Performance Overview
« Email Engagement

« Testing & Optimization
« Actionable Insights
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KEY STORYLINES: Q1 2020

« Impact of coronavirus pandemic was seen in Q1 email engagement

o Feb eNews featured spring destinations and generated 19% more clicks MoM, but
bookings were down 55% MoM

o March eNews deployment was canceled

« Branded subject lines, spring destinations, top 10 pools, and linking body
copy were high performing newsletter approaches that lifted opens & clicks

« Received two 2020 email awards for the May 2019 eNews: best email
newsletter (Gold winner) and best hotel & lodging email message
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PERFORMANCE
SUMMARY
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Q1 2020 EMAIL PERFORMANCE SUMMARY

. Several factors influenced Q1 2020 engagement; declines were seen across most metrics
o  Impact of the COVID-19 pandemic was first seen in Feb with MoM declines in open rate and total revenue
o  61% fewer emails delivered QoQ from canceling March eNews and no scheduled Solos for Q1

. Consider sending at least one Solo per quarter to lift both engagement and financial metrics; targeted Solos
generate above average open rates and revenue

Engagement

868.8 K 17.6% 7.1% 0.15%
Emails Delivered Opens Open Rate Clicks CTR CTOR Unsubscribe Rate
-61.0% QoQ -63.7% QoQ -1.3 pts. QoQ -55.5% QoQ +0.2 pts. QoQ +1.3 pts QoQ -0.02 pts. QoQ
(-7.7 M) (-1.5M) (-76.6 K)
Financials
$159.7 K $0.03 0.4%
Bookings Room Nights Revenue . .
-75.1% QoQ -74.2% QoQ -68.4% QoQ Revf&“gﬁfg{'}‘gred _g;m’tzrsc';’o"Q
(-737) (-1.7K) (-$346.4K) e 2P

» - Reporting period: January and February 2020
TI IE RITZ (AARIJTON ‘ lle‘s Financial Data Source: Omniture 7-Day



Q1 2020 EMAIL ENGAGEMENT TRENDS

« Jan 2020 YoY open and click declines were from a shift in audience and content approach

o  Currently sending to a broader audience of former RCR members and non-members, past brand guests, other luxury brand stayers, and customers with
a household income of $120K or more

o Jan eNews was focused on warm weather destinations and self-care, whereas Jan 2019 focused on New Year’s resolution and driving bookings
o On a positive note, MoM engagement started to rebound in Jan 2020 vs. Dec 2019; open rates were +2.9 pts and CTOR +1.4 pts MoM

« Impact of COVID-19 was starting to show in Feb with open rates -1.6 pts. MoM; spring getaway content engaged openers and generated 19%
more clicks MoM (CTOR +2.1 pts. MoM), but bookings were lower than average

o eNews was paused in Feb 2019 for Bonvoy launch so there is no comparison data

2020 YoY Engagement Trends: 2020 YoY Engagement Trends:
Monthly Open Rates Monthly Click-to-Open Rates
e 7 020 Open Rate 2019 Open Rate 2020CTOR 2019 CTOR
25.0% 10.0%
200% Y L 8.0% 7.5%
— 16.8%
15.0% 6.0%
10.0% 4.0%
5.0% 2.0%
9 0.0%
0.0% 2.0% 0.0% ’
Jan-20 Feb-20 Jan-20 Feb-20
*No Feb 2019 eNews *No Feb 2019 eNews
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Q1 2020 TRENDS BY CRM SEGMENTS

. Open rates declined in Feb for all segments;

2"d Jowest rates since March 2019

o  Rates were down 3 pts. MoM for WTE, SS,
and CEL; decline was less for other segments
(down 1.8 pt.)

. Feb CTORs increased 2 pts. MoM for most

segments; spring destinations drove clicks

o  Sunseekers had the highest increase of +3.1
pts. MoM; CTOR of 13.3% was the 2nd
highest since March 2020 (tied with July)
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The Ritz-Carlton Open Rate Trends: CRM Segments

e OTHER GUESTS
e THE CEL EBRATORS

WELL-TRAVELED EXECUT VES
OCCASIONAL EXPLORERS

SUN SEEKERS
e THE ASPIRERS

[ —

Jan Feb

The Ritz-Carlton CTOR Trends: CRM Segments

e OTHER GUESTS e \VELL-TRAVE LED EXECUTIVES SUN SEEKERS

= THE CELEBRATORS o= OCCASIONALEXPLORERS =~ ems===THE ASPIRERS
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Q1 2020 CRM PERFORMANCE DASHBOARD

. Q1 engagement was consistent across all segments
. Openers engaged with Q1 content, which is visible in high CTOR rates and steady unsubscribe rates
. Jan eNews drove QoQ increases in revenue per delivered for SS, CEL, and ASP; highest rev/del from SS in both Jan & Feb

T TR

DELIVERED 415M  -61.0% 199.3K -611% 174.4K -612% 166.1K -611% 163.9K -614% 80.7K -61.6%

OPENS 693 5K 636% 455K -643% 434K 640% 391K -634% 329K 648% 145K -647%
OPEN% 16.7% -1.2pts  22.8% -20pts  24.9%  -19pts  23.5% -15pts  20.0% -19pts 18.0% -16pts

493 M -61.0%
868.8 K -63.7%
17.6% -1.3 pts

CLICKS 45.5 K -55.2% 38K -584% 5.0K -54.7% 3.7K -55.8% 22K  -581% 1.0K  -56.8% 61.3K -55.5%

I
I
!
1.10% +0.1pts  1.93% +0.1pts 2.89% +04pts 2.23% +03pts  1.37% +0.1pts 1.21% +01pt5| 1.24% +0.2 pts
I
| s
l
[

6.56% +1.2pts  8.45% +12pts 11.62% +24pts  9.49% +16pts  6.82% +lipts 6.74% +1.2pts 7.06% +1.3 pts

UNSUB% 0.15%  -002pts 0.10% -0.02pts 0.11% -0.01pts 0.11% -0.01pts 0.13% -0.01pts 0.14% -0.04pts

BOOKINGS -76.3% 12 -80.6% 18 -67.9% 12 -73.9% 14 -50.0% 3 -66.7%

RMNTS 426 -75.6% 25 -85.7% 67 -56.2% 37 -72.4% 26 -56.7% 8 -42.9%

0.15% -0.02 pts

-75.1%

-74.2%

REV/DEL $0.03 -196%  $0.03 -736% $0.13  +9.0%  $0.09 +07%  $0.06 -12%  $0.03 +141.0%
$105.5K -686% $5.3K -897% $22.0K -57.7% $14.8K -609% S$10.0K -618% $2.2K  -7.5%
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$0.03 -19.0%

$159.7K  -68.4%

Financial Data Source: Omniture 7-Day



Q1 2020 MONTHLY PERFORMANCE cont Jz Fz s

Delivered 25 M 24 M

February started to show signs that travel was declining as a result of

the global Coronavirus pandemic Delivery% | 99.0% 99.4%
+  11% fewer opens MoM led to open rates dropping 1.6 pts. Opens | 460.5K | 408.4 K
« Despite generating 19% more unique clicks MoM, those clicks did not convert Open Rate | 18.4% 16.8%
to bookings; revenue was down 55% MoM Clicks 28.1 K 33.3 K
CTR 1.1% 1.4%
In March, all email marketing was canceled until further notice due to the CTOR 6.1% 8.1% | canceled

COVID-19 pandemic.
Unsubs. 4.0K 3.2K

Unsub. Rate 0.16% 0.13%
Bookings 160 84
Room Nts. 384 205
Revenue | $110.2 K | $49.5K
Rev./Del. = $0.04 $0.02

Conv. Rate | 0.6% 0.3%
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)
IAC Award T~

6 SECRET

Winner of the 2020 Internet Advertising Competition Award G AL
for outstanding achievement in Internet advertising. :
Category: Best Hotel And Lodging Email Message |

m-gw er thy o 0 known as Secret Beach, in Maul. Set
Mailing: May 17, 2019 Newsletter - e
[ ] 14 ine on uber-fresh ceviche in Quintay, Chile's colortul fishing town.

Theme: Beach Escapes
JOURNEY:
ONE TRIP, TWO
CITIES

READ MORE >

IAC

INTURNCT ADVERTS NG
COMPETITION
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Horizon Interactive Awards A 3

6 SECRET

&ACH ESCAPES

Winner of the 2019 Horizon Interactive Award for
recognizing excellence in interactive media production.

Category: Best Email Newsletter

Mailing: May 17, 2019 Newsletter Hf‘ Rl ZON
Theme: Beach Escapes INTERACTIVE AWARDS

Master the an of relaxation at Pa'ako Cove, also known as Secret Beach, in Maul Set
sail to Thailand's Hong Island and snorkei among schools of rainbaw-colored fish. Or
dine on uber-fresh ceviche in Quintay, Chile's colortul fishing town.

/

JOURNEY: :‘T
ONE TRIP, TWO LA
CITIES M




NEWSLETTER
PERFORMANCE
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The Ritz-Carlton eNews Engagement Trends
Open Rates and Click-to-Open Rates

eNews Engagement Trends
25.0%
20.2%
18.9% 18.9%
200% X X 17.8% 17.6% 16.8% 16.8% M 16.8%
- 0 8% 8% 8%
16.3% n 15.5% N
15.0% 140%
10.0% 7.5% 8:‘% 8.1%
9
o 5.5% 5.6% 5.5% 6.1% -
- 4.7% -
5.0% - - o
0.0%
Jan-19 Feb-19 Mar-19 Apr-19 May-19 Jun-19 Jul-19 Aug-19 Sep-19 Oct-19 Nov-19 Dec-19 Jan-20 Feb-20
eslles Open Rate #.=CTOR

* No Feb 2019
eNews due to
Bonvoy launch
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JANUARY 25t NEWSLETTER
THEME: Warm Weather

N Subject Line: INSIDE THE RITZ-CARLTON: 2020 is the Year of Self-Care

Open Rate Pre-Header: Jackie, did you know that travel can improve creativity and even lower the risk of heart disease?
+2.9 pts. MoM 2
=z REE AT eroRy =
) g
CTOR
+1.4 pts. MoM
Y,
N
Unsub. Rate
0.01 pts. MoM
Y,
N
Revenue
+45.9% MoM :
o - = e
Room Nights
+10.7% MoM AINDRULNISS e
14 THE RITZ-CARLTON ‘ yes

Financial Data Source: Omniture 7-Day



Jan 2020 Heatmap

. Hero was focused on sunny destinations generated 40.8% of clicks, which was above 2019 hero averages
. Continue hyperlinking key words in the body copy as it draws clicks to content; results show 21% of the hero clicks went to linked copy
and 18% of email clicks overall

. CRM engagement was lower than average, but +2.4 pts. YoY
o Most received the mindfulness article which was the same CRM article in Jan 2019 eNews
Article just missed Q1 top 10 articles list, but should still be considered for future content and test other similar articles to lift engagement

[¢]

HEADER ,
4.6% clks 2 X - =
- re-canon CRM CONTENT IN SEARCH OF CONNECT oy

. A
MINDEULNESS CARLION ™

7.4% clks . . PROMO: i
RECONNECT PKG. g} 3

HERO 6.0% clks o

40.8% clks

1P T LASTSYOUR]
X MSTORY:

o T RECENT STAYS
MOMENTS: FAIRK PARTY 0.4% clks

VANITY FAIR
4.2% clks

BEHIND THE SCENES
1.5% clks

F iy NEW HOTEL: PERTH [
TRAVEL BY N 2.4% clks .8
- : INTEREST: SPA [ 7
T L 4.4% clks = -

YEAR OF SELF-CARE
9.7% clks

15 THE RITZ-CARLTON ‘ UBS FOOTER

10.6% clks




Jan 2020 CRM Content Engagement

Observations: 3
«  For WTE, 15% of their email clicks went to CRM module: Digital Detox PLACES TO TAKE A
o 4th highest engagement since March 2019; readers connected to content e =——

o Consider re-using article in a future mailing, Jan 2021 eNews, or even a booking Solo
o  Test using some of the language and overall sentiment of this article in future messages to drive engagement:
«  Use words like: digital detox, disconnecting, step away from it all, return to life recharged

o= 15% of clks.

S oy 15 1 o ) & A B YN SV — y¥R § 8 povaie. gy 8

Step away from it all with a vacation from your devices — yes, it is possible. Enjoy a
weekend spa retreat complete with healing oils and local ingredients in Dorado
Beach, or rediscover the wonders of nature in Ras Al Khaimah on a stargazing
excursion under the night sky.

. Consider presenting the digital detox article and other similar articles to all segments
o  Adigital detox is a broad message that will resonate with most readers
o Other segments received the CRM module: Mindfulness and it generated 7% of their email clicks

o  Testing different articles will help us learn content effectiveness — -
Similar Articles:

All Other
Segments

7 CITY PARKS TO FIND YOUR SPA EXPERIENCES WORTH 4 DESTINATIONS FOR A
INNER PEACE TRAVELING FOR HOLIDAY DETOX




FEBRUARY 26th NEWSLETTER
THEME: Spring Getaways

Subject Line: INSIDE THE RITZ-CARLTON: 6 Spectacular Spring Destinations

N R . H
Open Rate Pre-Header: Plus, discover 7 eco-friendly adventures for the whole family
-1.6 pts. MoM
y, 2 . RESERVATION HISTORY
THE RITZ-CARLTON WITH A VIEW mm"m"“w_v A e
N : RS
CTOR 6 SPECTACULAR Peens
DEST I\i‘[ I:;[;T\’L\f i A
+2.1 pts. MoM B
y,
\ DRI
Unsub. Rate T -
-0.03 pts. MoM b W
) RESORTS é A MOMENT ON THE
RACE TRACK
N
Revenue
-55.1% MoM
Y,
S WAYS 10
OWN YACHT
\:?JOURNL"Y
Room Nights '
-46.6% MoM
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February Heatmap

. Readers were interested in spring getaways with campaign clicks +19% MoM; 61% of clicks went to the hero & CRM content

. Hero generated 47% of email clicks, which was the 3™ highest percentage since March 2019 (Top 2: May & Aug beach articles)

. 14.1% of clicks on CRM content; it was also the 3" highest percentage since March 2019 (Top 2: June romantic getaways & Aug 3-day weekend)
. Targeted Moments content drove 2x more clicks than un-targeted; the % of clicks for the geo-targeted F1 article was +2.6 pts. higher

CRM CONTENT
14.1% clks

HEADER 2
3.4% clks THE RITZ-GARLTON

& 6 SPECTACULAR
SPRING
DESTINATIONS

HERO

47.0% clks

BEACH RESORTS
7.4% clks

7 ECO-FRIENDLY
ADVENTURES
6.9% CLKS

PROMO CONTENT:
YACHT COLLECTION
4.9% clks

BEHIND THE SCENES
0.8% clks

18 THE RITZ-CARLTON | {gS

TRAVEL BY INTEREST:

WAYS TO

A% YOUR

< IWN YACHT

S JOURNEY
&

RECENT STAYS
0.1% clks .

Vg Bewn)
[EHICIAN BATES 30 {CHICKOUY SATE] AT (PRCETRTY
trbmr ye e r——

MOMENTS (COMBINED)

2.9% clks

Geo-Targeted Content
- Formula 1 = 5.2% of email clicks (+2.6 pts)

Everyone Else Saw
- Tina Guo = 2.6% of email clicks

INSTAGRAM o
1.1% clks
FOOTER : )
7.3% clks -



CRM CONTENT ENGAGEMENT

. Pools content resonated with all segments, especially with Sunseekers at 18% of their email clicks

. CRM articles were A/B tested (golf vs. pools) for WTE and CEL to determine which message would drive higher
engagement

o  Results show that the pools article received more clicks than golf; full results are in the testing & optimization section

GOLF LIKE A PRO

10 POOLS WITH

10 POOLS WITH
A VIEW

Sunseekers Celebrator

(A/B Test)

WTE
(A/B Test)

19



TOP 10 ARTICLES: Q1 2020

. The linked body copy text continues to appear in the top 10 most clicked content for the quarter in positions 4 & 9
. Readers were in the mood for warm, sunny destinations as 7 out of the 10 most clicked articles were warm destinations
. Based on this engagement, Q1 is a great time to promote warm weather destinations, pools, and spotlight specific hotels

Article Name or Linked Text Module Clicks CTR
1 |6 Spectacular Spring Destinations February Hero 18.2 K 0.75%
2 |7 Adventures That Celebrate The Sun January Hero 12.1K 0.48%
3 |10 Pools With A View February CRM Content 3.2K 0.13%
4 [Seven Tropical Destinations (Body Copy) ... | January Hero 3.1K 0.13%
5 |Journey: 7 Eco-friendly Adventures February Journey 26K 0.11%
6 |[Travel By Interest: Beach Resorts February Travel by Interest 2.4 K 0.10%
7 |Reconnect At The Ritz-Carlton January Promo Content 2.2K 0.09%
8 [2020: The Year Of Self-Care January Journey 2.1K 0.08%
9 |[Six Iconic Spring Destinations (Body Copy) February Hero 1.8K 0.08%
10 [Discover More Warm-Weather Escapes (Black Tray) February Czy&%zgzi?t 1.7 K 0.07%

20 THE RITZ-CARLTON | {gs



TOP 10 ARTICLES: Q1 2020 — BY SEGMENT

. Hero and respective body copy links consistently appear on the top 10 list for all segments

. WTE responded highly to Jan CRM article, but the mindfulness article presented to other segments just missed the
top 10 — ranked 11t for SS & CEL and 12t for Other/Default; Feb CRM article on pools ranked high for everyone

«  The Jan promo focused on romance with a reconnect package ranked high for all segments

WTE Top 10 Articles Clicks  CTR
6 Spectacular Spring Destinations (Feb) 1.1K | 1.12%
7 Adventures That Celebrate The Sun (Jan) | 719 | 0.72%
ICRM: 8 Incredible Places To Take A Digital 251 | 0.25%
Detox (Jan)
Seven Tropical Destinations (Body Copy, 179 | 0.18%
lan)
Travel By Interest: Beach Resorts (Feb) 172 | 0.17%
2020: The Year Of Self-Care (Jan) 164 | 0.16%
lourney: 7 Eco-Friendly Adventures (Feb) 161 | 0.16%
Reconnect At The Ritz-Carlton (Jan) 125 | 0.12%
CRM: 10 Pools With A View (Feb) 125 | 0.13%
Six Iconic Spring Destinations o
(Body Copy, Feb) 1211 012%

CEL Top 10 Articles
6 Spectacular Spring Destinations (Feb) 1.2K | 1.40% | |6 Spectacular Spring Destinations (Feb) 1.5K 1.71%
7 Adventures That Celebrate The Sun (Jan) 733 | 0.88% | |7 Adventures That Celebrate The Sun (Jan) 1.1K 1.28%
ICRM: 10 Pools With A View (Feb) 380 0.44%
Seven Tropical Destinations (Body Copy, Jan) | 186 | 0.22%
Travel By Interest: Beach Resorts (Feb) 157 | 0.19% Seven Tropical Destinations (Body Copy, Jan) | 312 0.35%|
CRM: 10 Pools With A View (Feb) 156 | 0.19% Travel By Interest: Beach Resorts (Feb) 222 0.26%
. . (o]
lourney: 7 Eco-Friendly Adventures (Feb) 187 0.22%
Reconnect At The Ritz-Carlton (Jan) 151 | 0.18% -
Reconnect At The Ritz-Carlton (Jan) 175 0.20%
lourney: 7 Eco-Friendly Adventures (Feb) 134 | 0.16% | |piscover More Warm-weather Escapes (Black 168 0.19%
. 0f
2020: The Year Of Self-Care (Jan) 125 | 0.15% | [Tray, Feb)
Explore All Five Serenity-inducing Destinations| o | /oo, 2020: The Year Of Self-Care (Jan) 163 | 0.18%
. (]
(Body Copy, Jan) Six Iconic Spring Destinations (Body Copy, B 5
Travel By Interest: Spa (Jan) 104 | 0.12% | |Feb) B
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TOP 10 ARTICLES: Q1 2020 - BY SEGMENT

«  Hero and respective body copy links consistently appear on the top 10 list for all segments

«  The Jan mindfulness CRM article just missed the top 10 for Other segment — ranked 12t; Feb CRM article on
pools ranked high for everyone

«  The Jan promo focused on romance with a reconnect package ranked high for all segments

OCC. EX Top 10 Articles Clicks CTR ASP Top 10 Articles Clicks CTR OTHER Top 10 Articles Clicks

6 Spectacular Spring Destinations (Feb) 272 | 0.68% | |6 Spectacular Spring Destinations (Feb) 13.5K]| 0.66%
6 Spectacular Spring Destinations (Feb) 667 | 0.82%

7 Adventures That Celebrate The Sun (Jan) 195 | 0.48% | |7 Adventures That Celebrate The Sun (Jan) | 8.9K | 0.42%
7 Adventures That Celebrate The Sun (Jan) 418 | 0.50%

CRM: 10 Pools With A View (Feb 28K | 0.14%
Seven Tropical Destinations (Body Copy, o Seven Tropical Destinations (Body Copy, Jan)| 55 | 0.13% (Feb) )
Jan) 106 1 0.13% — P T : Seven Tropical Destinations (Body Copy, 23k | 0.11%
: 8 Incredible Places To Take igita ) . 1270
Journey: 7 Eco-friendly Adventures (Feb) 99 |0.12% | |petox (Jan) 55 | 0.13% an)
Uourney: 7 Eco-friendly Adventures (Feb) 20K | 0.10%
Travel By Interest: Beach Resorts (Feb) 93 | 0.12% | [Travel By Interest: Beach Resorts (Feb) 47 | 0.12%
) ) Travel By Interest: Beach Resorts (Feb) 1.7K | 0.09%
CRM: 10 Pools With A View (Feb) 838 | 0.11% | [Reconnect At The Ritz-Carlton (Jan) 39 | 0.10%
Reconnect At The Ritz-Carlton (Jan 1.7K | 0.08%
Reconnect At The Ritz-Carlton (Jan) 81 | 0.10% Six Iconic Spring Destinations Han) 0
(Body Copy, Feb) 34 | 0.09% h f Self
7 . - 0,
2020: The Year Of Self-Care (Jan) 72 |009% | | - Ecorfriondls Adventures (Feb) = Toom PP D VERT O AEE e RG] el B
ourney: 7 Eco-friendly Adventures (Fe .08% : 3
Six Iconic Spring Destinations 71 | 0.00% Discover More Warm-weather Escapes 15K | 0.07%
(Body Copy, Feb) -09% | IcRM: 10 Pools With A View (Feb) 29 | 0.07% | |(Black Tray, Feb)
A Central Park Proposal (Feb) 46 | 0.06% 2020: The Year Of Self-Care (Jan) 28 | 0.07% ot L B 1.4K | 0.07%
4 g . (Body Copy, Feb)
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Q1 2020 NEWSLETTER TAKEAWAY S

LET'S CONTINUE:

Timely, relevant seasonal articles to drive engagement (romance package, pools, spring destinations)
Broader focused articles to connect with more readers; consider showing everyone digital detox

Hyperlinking key words in the body copy to capture additional module clicks
o Consider hyperlinking all body copy and hide the underline

Targeting articles based on member data to increase relevancy (Feb Moments)
Expanding on the A/B testing of articles and segments to learn which content generates more clicks

LET’S TRY:

Spotlighting more than one property to increase overall engagement and drive more bookings

o Solo emails that featured more than one property received over 50% of clicks on the property section and
generated more revenue than the monthly newsletter

o Target content using previous email engagement, past stay data, and/or geo-targeting to increase relevancy
and email engagement

THE RITZ-CARLTON | @S



TESTING &
OPTIMIZATION
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SUBJECT LINE TEST RESULTS

. Branded style Inside the Ritz-Carlton continues to outperform other styles each month

. Next steps for optimizing eNews subject lines include using language that provides a stronger reason to open; Solo
subject lines are a good example of this and generate open rates in the 20’s

Campaign/Subject Lines Results Description of Winner
JANUARY NEWSLETTER

- INSIDE THE RITZ-CARLTON: 2020 is the Year of Self-Care Winner Branded, Personal

+ 5 Serenity-Inducing Destinations for 2020 -2.05 pts.

- INSIDE THE RITZ-CARLTON: 5 Serenity-Inducing Destinations + 7 Sunny Adventures -0.87 pts. Statistically significant results

Pre-header: Erica, did you know that travel can improve creativity and even lower the risk of heart disease?

FEBRUARY NEWSLETTER

- INSIDE THE RITZ-CARLTON: 6 Spectacular Spring Destinations Winner Branded, seasonal, list-style
+ Plan Your Getaway: 6 Spectacular Spring Destinations -1.47 pts.
6 Spectacular Spring Destinations -1.41 pts. Statistically significant results

Pre-header: Plus, discover 7 eco-friendly adventures for the whole family

25 THE RITZ-CARLTON | {gs



FEBRUARY eNEWS: CRM A/B TEST

. Test Design:
o  Targeted Well-Traveled Executives and Celebrators
o  Random 50/50 split of each segment

o Tested 2 CRM articles: golf tips (control version)
vs. 10 pools with a view (test version)

. Performance Results:

o  Both segments preferred the pool content over
golf tips

o  Results were directional and did not reach
statistical significance

o  Factors that may have influenced results: different
headline approach (pools had list-style headline)
and seasonality

. Next Steps:

o  Test at least two more times to see if patterns
develop and to reach statistical significance

o  Use the same copy approach in both creatives

26 THE RITZ-CARLTON | {gs

WTE

WELL TRAVELED EXECUTIVE - 50% AUDIENCE

e

Golf Tips Article £
(Control)

GOLF LIKE A PRO

CTR: 0.10%

CTOR: 0.49%

CRM Module Engagement by Segment

CEL

CELEBRATOR - 50% AUDIENCE

e

CTR:0.11%

CTOR: 0.53%

WELL TRAVELED EXECUTIVE - 50% AUDIENCE

10 Pools Article —

(Test) "%, View

CTR: 0.38% (+0.28%)

Bi CTOR:1.78% (+1.3%) mm

4

AR

CELEBRATOR - 50% AUDIENCE

10 POOLS WITH

CTR: 0.42% (+0.31%)
CTOR: 2.05% (+1.5%)

—}



ACTIONABLE
INSIGHTS
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ACTIONABLE INSIGHTS

« Continue sending timely, relevant seasonal articles to drive engagement (romance package, pools,
spring destinations)

«  Broader focused articles appeal to readers and garner more clicks; consider showing everyone
digital detox or similar articles in future editions

« Increase relevancy and response using geography or other member data to target articles

« Expand on the A/B testing of articles and segments to learn which content generates more clicks
o Builds upon a data-driven marketing approach
o Use the same creative/copy approach in tested articles

28 THE RITZ-CARLTON | {gs



ACTIONABLE INSIGHTS

«  Spotlight more than one property in eNews to increase overall engagement and drive more bookings

o Solo emails that featured more than one property received over 50% of clicks on the property section and generated
more revenue than the monthly newsletter

o Target content using previous email engagement, past stay data, and/or geo-targeting to increase relevancy and email
engagement

«  Continue optimizing subject lines by using a stronger reason-to-open; leverage a similar approach
used for Solo subject lines which have open rates in the 20's
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THANK YOU!



Appendix



Q12020 TRENDS BY BONVOY MEMBER LEVELS

. Audience mix: 41% Basic, 44% Elites, and 15% Non-Members
. Elites continue to open at a higher rate than Basic and Non-Members

. Basic members had the highest CTOR in Jan at 7.5% (+1 pt. higher
than Elites); 40% of clicks went to hero promoting sunny destinations

Q1 2020 Ritz-Carlton Emails:
Average Monthly Delivered by Marriott Bonvoy Member Level
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Q1 2020 Ritz-Carlton Emails:
Open Rates by Bonvoy Member Level
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Q1 2020 Ritz-Carlton Emails:
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JANUARY ‘20 NEWSLETTER: PERFORMANCE

SEGMENTS
OTHER GUESTS
WELL-TRAVELED EXECUTIVES
SUN SEEKERS
THE CELEBRATORS
OCCASIONAL EXPLORERS
THE ASPIRERS

[TOTAL

DELIVERED
2.10M
100.4 K
88.1K
83.7K
83.1K
40.9K
250 M

OPENS
366.8 K
244K
233K
20.9K
17.4K

7.7K
460.5 K

OPEN%
17.44%
24.33%
26.40%
24.98%
20.94%
18.86%
18.42%

CLICKS
20.6 K
19K
24K
1.7K
1.0K
481
28.1K

CTR CTOR

0.98%
1.85%
2.69%
2.05%
1.21%
1.17%
1.12%

5.63%
7.59%
10.17%
8.20%
5.78%
6.23%
6.09%

UNSUB
0.17%
0.11%
0.12%
0.11%
0.15%
0.13%
0.16%

BKGS
128
10
7
10
3
2
160

RMNTS
299
20
26
26
6
7
384

REV/DEL
S0.04
S0.02
S0.13
S0.16
$0.03
$0.05
$0.04

REVENUE
$78.3K
$2.5K
$11.8K
$13.6 K
$2.1K
$2.0K

$110.2 K
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FEBRUARY ‘20 NEWSLETTER: PERFORMANCE

SEGMENTS DELIVERED  OPEN  OPEN%  CLICKS CTR CTOR  UNSUB  BKGS RMNTS REV/DEL  REVENUE
OTHER GUESTS 204M |326.7K|15.98% | 249K | 1.22% | 7.62% | 0.14% 57 127 $0.01 $27.2K
WELL-TRAVELED EXECUTIVES 98.9 K 21.0K 21.26% | 2.0K |2.01% | 9.46% | 0.09% 2 5 $0.03 $2.8K
SUN SEEKERS 86.3K 20.1K [23.30% | 2.7K |3.10% |13.31% | 0.10% 11 41 $0.12 $10.2K
THE CELEBRATORS 824K 18.2K [22.09% | 2.0K |2.42% |10.96% | 0.10% 2 11 $0.01 $1.2K
OCCASIONAL EXPLORERS 80.9K 155K [19.13% | 1.2K | 1.53% | 8.00% | 0.10% 11 20 $0.10 S7.9K
THE ASPIRERS 39.8 K 6.8K [17.14% | 5K |[1.25% | 7.31% | 0.14% 1 1 $0.00 $.1K
TOTAL 243M |408.4K|16.79% | 33.3K | 1.37% | 8.15% | 0.13% 84 205 $0.02 $49.5 K
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