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Key Storylines: Q1 2021

Exceptional open rates across the quarter - key factors include:
o Expanded audience
o Consistent branded subject line
o Open pixel moved to header for the January issue
o New template design avoided Gmail clipping in the March issue
Enhanced personalization
o Geo-targeted hero in January and February
o Geo-targeted hotel spotlight in the February and March issue
Timely and relevant content themes resonated with the audience throughout the quarter -
Road Trip / Family / Close to Home

Image server issue from the March deployment had a slight impact on click engagement
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January: Family Getaways
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THE RITZ-CARLTON THE RITZ-CARLTON

February: Resorts
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GETAWAYS CLOSER
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March: Road Trips / Spring
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REIMAGINE THE ROAD TRIP
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BEGIN YOUR JOURNEY

Near You
GET AWAY CLOSER TO HOME
THE RITZ.CARLTON, LOREM IPSUM >

THE RITZ-CARLTON, LOREM IPSUM >
THE RITZ-CARLTON, LOREM >



http://preview.4at5.net/email_domains/trc/0063/design.html
http://preview.4at5.net/email_domains/trc/0066/design_long.html
http://preview.4at5.net/email_domains/trc/0067/design.html

PERFORMANCE
SUMMARY
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Performance Summary: Q1 2021

« 30%-+ open rate for all three Newsletters in Q1

» All CRM segments and Bonvoy member levels saw MoM open rate increases

« Geo-targeting the hero and the Hotel Spotlight helped lift regional engagement

« We tested short vs. long copy in both the February and the March issue — both test

results showed less copy drove higher click engagement

« Redesign of the "new location” module proved successful — showing multiple

properties resonated with readers in the February issue
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Q1 2021 Newsletter Performance

«  Delivered increases were mostly due to three

Metrics Q1 2021 N () 4 QoQ newsletters being deployed in Q1 vs. only two in
Delivered 8.6 M +74.7% +118.7% the YoY and QoQ comparisons
Open 26 M +203.8% +257.1% |« Opens increased by over 200% — key factors:
(0] Rat .69 . . . . . .
ben Tame 30.6% +13.0 pts +11.9 pts o Delivered more emails
Click 159.9 K +160.7% +262.1% _ . .
o Pixel placement change in Jan ‘21
CTR 1.9% +0.6 pts. +0.7 pts.
> e P o Optimized layout to avoid Gmail clipping
CTOR 6.1% -1.0 pts. +0.1 pts. . .
«  Expanded targeting had a positive impact on
Unsub Rate 0.20% +0.05 pts. +0.03 pts. )
engagement; past luxury email openers had strong
YoY=Jan & Feb 20 open and CTO rates

QoQ = Oct & Nov 20
«  Expected unsub rate lift from Jan audience

expansion and then decreased MoM; typical
behavior of new readers
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High Open Rate across Quarter

More eyes have viewed the Ritz-Carlton Newsletter this quarter than we have seen in the past — 30%+
open rate across the quarter. CTOR declined in March — likely impacted by the image server issue.
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Positive Engagement Across All Segments

“Other Guests” continued their strong engagement throughout the quarter. Consistent uptick in opens
and clicks across all segments.

Ql 21 QoQ Ql 21 QoQ Ql 21 QoQ Ql 21 QoQ Q1 21 QoQ Ql 21 QoQ | Ql 21 QoQ

77M  +1321% 228.7K +43.9% 202.3K +458% 203.0K +44.0% 158.3K +44.2% 88.4K +47.6% | 8.6M  +118.7%
2.4 M +307.9% 58.1 K +48.7% 55.6 K +54.1% 51.4K +51.8% 343K +39.8% 17.3 K +50.4% 26 M +257.1%
OPEN% 31.3%  +135pts. | 25.4% +0.8pts. 27.5% +1.5pts. 253% +1.3pts. 21.7% -0.7pts. 19.6% +0.4 pts. | 30.6%  +11.9 pts.
140.1 K  +312.4% 49K +1005% 6.0K +101.7% 5.0K +90.9% 2.7K  +79.8% 1206 +83.3% | 159.9K +262.1%

CTR 1.8% +0.8pts. 2.1% +0.6pts. 3.0% +0.8pts. 2.4% +0.6pts. 1.7%  +03pts. 1.4% +0.3pts. 1.9% +0.7 pts.
5.8%  +0dpts.  8.4% +22pts. 10.8% +25pts. 9.7% +20pts  8.0%  +l8pts 7.0% +L3pts. | 6.1%  +01pts
UNSUB% 0.21%  +0.04pts. 0.10% -0.04pts. 0.07% -0.05pts. 0.09% -0.02pts. 0.09% -0.06pts. 0.10% -0.10 pts. - 0.20%  +0.03 pts.
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New Audience Segment Performance

Past RC Newsletter and email openers drove the strongest engagement across the new
segments. Openers of the Amex cardholder segment were highly engaged with a 8.3% CTOR

Amex Brilliant
March 2021 Luxury Stayers HH +$150K Past TRC Openers Past LUX Openers Cardholders

Delivered 226.0 K 954 K 2.1 M 3.3K 28.3 K
Open 24.4 K 11.2 K 801.6 K 1.0K 5.0K
Open Rate 10.8% 11.8% 38.9% 29.3% 17.8%
Click 1.7 K 831 53.5K 88 416
CTR 0.8% 0.9% 2.6% 2.6% 1.5%
CTOR 7.0% 7.4% 6.7% 9.0% 8.3%
Unsub Rate 0.11% 0.13% 0.18% 0.18% 0.16%
Past luxury brand Has HHI $150K or more Previous email recipients Past email openers of RC Amex Brilliant
stayers (last 24 with an English language Residences solos, St. Regis cardholders
months) preference from November Residences solos,
TR-C Newsletter (CK# 5624)  Quintessentially solo, RCYC Dec
- both members and non- solo
members
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Slight decline in MoM CTOR

Sun Seekers and The Celebrators the most engaged group. Other Guests show strong interest with a

31.7% open rate

Aug 20— Mar '21*

Aug 20— Mar '21*

March '21 Engagement Trends

Del. 2.6M MoM -0.13% (-3.3K)
OTHER GUESTS Open% 31.7% v\/__’
CTOR 6.4% \/\/\

Del. 76.3K MoM +0.28% (+203)

WELL-TRAVELED
0, 0,

EXECUTIVES Open% 27.6% \/\/\/
CTOR 9.0% \_/\/\

Del. 67.5K MoM +0.12% (+78)
SUN SEEKERS Open% 29.2% \/\/—/
CTOR 10.6% \/\/\

March '21 Engagement Trends
Del. 67.6 K MoM -0.01% (-9)
THE CELEBRATORS  Open% 26.7% \/\/‘—/
CTOR 10.0% \_/\/\
Del. 52.5K MoM -0.35% (-185)
OCCASIONAL
0, 0,
EXPLORERS Open% 23.0% \/\/\/
CTOR 8.7% \/\/\
Del. 29.4K MoM -0.25% (-73)
THE ASPIRERS Open%  213% \/\/\/
CTOR 7.3% \_/\/\

THE RITZ-CARLTON | data axle

*No Newsletter Dec 20
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Bonvoy Members continue to have Open Rates above 30%

Aug ‘20 — Mar '21*

Aug 20— Mar’21*

THE RITZ-CARLTON | data axle

March '21 Engagement Trends March '21 Engagement Trends

Del. 206.0 K MoM -1.0% (-2.0 K) Del. 534.9K MoM +0.8% (+4.3 K)
NON-MEMBER Open% 17.4% \/\/—‘ GOLD Open% 33.9% \/\/-—(“
CTOR 6.5% \/\/\ CTOR 1% \\/\/\

Del. 13M MoM -0.7% (-9.4 K) Del. 204.2K MoM +1.3% (+2.5 K)
BASIC Open% 31.1% v\/—‘ PLATINUM Open% 33.1% \/\/__/
CTOR 6.2% \/\/\ CTOR 7.8% V\/\

Del. 341.7K MoM -0.5% (-1.7 K) Del. 238.8K MoM +1.1% (+2.7 K)
SILVER Open% 33.4% \/\/—_‘ TITANIUM Open% 32.6% \/\/‘“/‘
CTOR 6 5% \/\/\ CTOR 77% w

Del. 36.5K MoM +2.3% (+320)
AMBASSADOR Open% 30.6% \/\/\/
CTOR 6.8% w

*No Newsletter Dec 20




ENGAGAMENT
TRENDS
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Content / Module Performance: Q1 2021

(North American Version)

MODULE

HEADER

HERO

NEAR YOU

JOURNEY PROMO
JOURNEY

JOURNEY 2
PROPERTY

Yacht Collection

New Openings / Hotel Spotlight
VIDEO

TRAVEL BY INTEREST
SCENOGRAPHY
PROMOS
INSTAGRAM

FOOTER

January 21
(Family)

5.0%
27.9%

5.4%
4.5%
10.6%
5.3%

5.1%
2.5%

6.9%

5.5%

2.9%
18.4%

February ‘21
(Resorts)

2.5%
20.3%

17.0%
10.5%
7.0%
19.3%
5.7%
3.6%

2.1%
6.3%

March '21
(Road Trips)

23.8%
23.0%
16.0%

6.0%
3.8%
5.3%
6.6%
16.2%
2.6%
3.6%
7.3%

1.0%
6.2%
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We saw 23.8% of the clicks go to the header in
March issue — most likely due to the image
server issue

The romanced themed Journey article drove
strong engagement in the February issue

Highlighting multiple properties proved
successful in February

Continue to see strong interest in the Hotel
Spotlight with 16.2% for the Half Moon Bay
Property in the March issue

Impressive performance from the “Near you”
module with 16% of click

As you would expect with the introduction of
new audiences - 18% of the traffic went to the
footer (unsubscribe) in January

New template showed consistent engagement
throughout the email
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Top 10 Content Themes: Q1 2021

(North American Version)

»  Hotel Spotlight featured five times in the Top 10 articles for Q1

*  Closer to home / Family / Road trip themes drove strong engagement throughout the quarter

« The January Newsletter featured just once in the Top 10 with the Discover Family Getaway feature

THEME
ROAD TRIP

HOTEL SPOTLIGHT

ROAD TRIP

BEACH

FAMILY

HOTEL SPOTLIGHT

HOTEL SPOTLIGHT

BEACH

HOTEL SPOTLIGHT

HOTEL SPOTLIGHT

THE RITZ-CARLTON | data axde

MONTH

MARCH

MARCH

MARCH
FEBRUARY
JANUARY
FEBRUARY
FEBRUARY
FEBRUARY
FEBRUARY
FEBRUARY

MODULE ARTICLE CLICK CTR
HERO REIMAGINE THE ROAD TRIP 15.8K 0.55%
HOTEL SPOTLIGHT EXPERIENCE HALF MOON BAY 11.1K 0.39%
NEAR YOU GET AWAY CLOSER TO HOME 11.0K 0.38%
JOURNEY THE JOURNEY: ROMANTIC GETAWAYS FOR TWO 11.0K 0.38%
HERO DISCOVER FAMILY GETAWAYS CLOSER TO HOME NA 9.2K 0.35%
DISCOVER ROMANCE IN ST THOMAS 9.1K 0.32%
HERO THE RITZ-CARLTON, SOUTH BEACH NA 8.6 K 0.30%
HERO FIND YOUR WARM-WEATHER PARADISE NA 7.8K 0.27%
NEW OPENINGS The Ritz-Carlton Maldives, Fari Islands 7.5K 0.26%
NEW OPENINGS The Ritz-Carlton, Turks & Caicos 6.4K 0.22%




Personalization
Geo targeted content is increasing click traffic for most regions.
Relevant hero content resonated with readers, especially in EMEA and MEA: February example:

Hero Module vs. Property Feature

FIND YOUR .
PARADISE IN is —
Middle East Europe DISCOVER FAMILY
53.2% Clks 38.5% Clks GETAWAYS CLOSER
+33 pts. MoM +15 pts. MoM
u.s. e,
20_50/0 Clks closer than you think
-7 pts. MoM APAC
(Jqurney 25.4% Clks
article & +1 pt. MoM
NeW Openin - ROMANCE IN ST. THOMAS
gs Pu"ed @ Zleg::;t:r:zahr:ih;:t:“m::r:::ydalithims\and-inspned
clicks) R ™SI e,
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March Geo-Targeted Hotel Spotlight » January content comparison

EMBRACE THE
MAGIC OF NATURE

Hotel Spotlight was the only Geo targeted content in the
March issue.

wxroms »

Continue to see a positive lift in personalized content across
all regions.

EVERYONE ELSE

P"* K

NORTH AMERICA EUROPE

DISCOVER THE RITZ-CARLTON, DISCOVER THE RITZ-CARLTON, DISCOVER THE RIT

DISCOVER DORADO BEACH,
| BAY or iy

ARLTON, DOHA DISCOVER THE RITZ-CARLTON, DISCOVER THE RITZ-CARLTON,
"ARLTON o KYOTO

HALF MOON BAY

6.3% Clks 9.4% Clks 13.2% Clks
+1.2 pts. Jan vs. +4.3 pts. Jan vs. +8.1 pts. Jan vs.
March March March

16.3% Clks 7.2% Clks 7.9% Clks

+11.2 pts. Jan vs.
March

+2.1 pts. Jan vs.
March

+2.8 pts. Jan vs.
March

THE RITZ-CARLTON | data axde

*MoM comparison is against January 2021



Geo Content Recommendations

Continue geo-targeting hero content and look for ways to mention specific property
locations to increase relevancy and engagement

More prominently feature property location in the headline

* New Openings or Hotel Spotlight module: _

dining, and spa treatments.

Feature multiple properties per region it e ‘
. Continue “Near You” property recommendations I e [ ‘d‘“

EXPLORE ALL >

 Travel by interest — planned for April

THE RITZ-CARLTON, TURKS & CAICOS I'HE RITZ-CARLTON, MEXICO CITY
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TESTING &
OPTIMIZATION
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Subject Line Test Results

January Subject Lines Winner vs. Alt. SLs Description of Winner

+ INSIDE THE RITZ-CARLTON: Resort Paradise Closer to Home Winner Branded, Timely

» Resort Paradise Closer to Home -1.8 pts. Results were
statistically significant

» INSIDE: Resort Paradise Closer to Home -2.2 pts.

Pre-header: Kaitlin, next warm-weather escape may be closer than you think.

February Subject Lines

Winner vs. Alt. SLs

+ INSIDE THE RITZ-CARLTON: Discover Family Getaways Closer to Home Winner
« INSIDE: Discover Family Getaways Closer to Home -0.71 pts.
« Discover Family Getaways Closer to Home -1.19 pts.

Description of Winner

Branded, Timely
Results were
statistically significant

Pre-header: Kaitlin, your next adventure may be closer than you think.

March Subject Lines

Winner vs. Alt. SLs

« INSIDE THE RITZ-CARLTON: Reimagine Your Road Trip Winner
» INSIDE THE RITZ-CARLTON: Destinations That Eclipse the Journey +0.11 pts.*
» INSIDE THE RITZ-CARLTON: Road Trips, Island Hopping, Honeymoons and More +0.74 pts.

Description of Winner
Short, Road Trip

*Results were NOT
statistically significant

Pre-header: Kaitlin, let us help you craft your next best getaway, near or far.
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Subject Line Testing Recommendations

« Continue using branded subject line

« Continue to test approach on content theme e.g. Direct, Intrigue, Inspiration
« Test Geo targeted subject lines

« Tease an article; that is lower in the email e.g. February Romantic Getaways

21 THE RITZ-CARLTON | data axde



Short Copy Drives More Traffic

« Across the two month test we saw a
significant lift in traffic from the
version with shorter copy

«  Will move forward with shorter copy
approach

Month

February

March

palln . ¢
i

Clicks Long

Clicks Short

36.9 K (+7.5%)

CTOR Long

CTOR Short

8.5% (+0.6pts)

285K | 31.3K (+9.0%) 6.4% 7.0% (+0.6pts)
Short Copy Long Copy
/ //
B 4 % 1

= 3

SOUTH BEACH

i
1]

*All results were statistically significant*



ACTIONABLE
INSIGHTS
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Actionable Insights

«  Continue using branded subject line
o Continue to test approach on content theme e.g. Direct, Intrigue, Inspiration
o Test Geo targeted subject lines
o Tease an article; that is lower in the email e.g. February Romantic Getaways
«  Continue geo-targeting hero content and look for ways to mention specific property locations to
increase relevancy and engagement
o More prominently feature property location in the headline
o New Openings or Hotel Spotlight module: Feature multiple properties per region
o Continue “Near You” property recommendations

o Travel by interest — planned for April

24 THE RITZ-CARLTON | data axde
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Actionable Insights

«  Continue testing into featuring more than one property and varying module styles to capture more

clicks; using more prominent modules may help increase click activity

«  Go forward plan to introduce shorter copy for the Newsletter by striking the right balance in the new
layout

« Introduce new module styles to keep content fresh — with-in existing template & new design
« Test package offerings again with more descriptive imagery to increase interest

-  Continue to optimize audience selection with 3 party data e.g. MarketView

THE RITZ-CARLTON | data axde
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Thank You!

FARI ISLANDS, MALDIVES



APPENDIX



JANUARY 8™ NEWSLETTER
Theme: Family Getaways

Subject Line: INSIDE THE RITZ-CARLTON: 2 - s il

ACTIVITIES WORTH
STAYING UP FOR

THE RITZ-CARLTON AFTER-DARK LUNCHEOX

Discover Family Getaways Closer to Home
Pre-Header: Kaitlin, your next adventure may be
closer than you think.

EMBRACE THE
MAGIC OF NATURE

o

AWAY FROM
- HOME

AL BUSTAN PALACE, A RITZ-CARLTON HOTEL

ur ssles and vies o #RCMEMORIE

28 THE RITZ-CARLTON | data axde o SESAESEESS S




January 2021 Newsletter Performance

Jan. Jan. . Jan.

Jan.____s.R12 Jan.___vs.R12 Jan.__vs.R12 | Janvski2 fl JanvsR1

2.58 M 32.5% 76.2K  -183% 675K -17.2% 67.8K  -14.4%  53.0K -273%  29.6K -20.3% 2.88M 24.4%
808.4 K 149.6%  19.0K  -108% 17.9K -11.7% 167K  -89%  11.4K -23.0% 57K -146% | 879.1K  116.9%
313% | +147pts.  25.0% +2lpts.  265% +L7pts. 24.7%  +1Spts.  216%  +l2pts. 19.3% +L3pts. | 30.6%  +13.0pts.
25.6 K 18.5% 828 52.7% 11K = -49.9% 901 -47.3% 485 -55.0% 215  -52.4% 29.1K 1.4%
CTR 1.0% -0.1 pts. 1.1% -0.8 pts. 1.6% -1.0 pts. 1.3% -0.8 pts. 0.9% -0.6 pts. 0.7%  -0.5pts. ‘ 1.0% -0.2 pts.
32%  35pts.  43%  -38pts.  5.9%  -45pts.  54%  -39pts.  42%  -30pts.  3.8% -30pts. | 3.3%  -3.8pts.
0.27% +0.11 pts. 0.13% +0.02pts. 0.09% -0.02pts. 0.12% +0.01pts. 0.12% -0.02pts. 0.12% -0.03 pts. 0.25% +0.10 pts.
16 -86.2% 1 -89.6% 2 -76.9% 2 -74.7% 21 -85.9%
36 -86.3% 3 -88.1% 7 -74.2% 12 -50.0% 58 -83.6%
$19.9K -64.4% $6.2K  -155%  $2.0K  -74.0%  $7.9K 7.6% $36.0 K -56.6%
0.01 -73.2% 0.08 3.3% 0.03  -686% 0.12 25.7% 0.01 -65.1%
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HOMY:

January 2021 Heat Map .
S Promo: Find Your Home |[: " o

Away From Home
Geo-Targeted Hero 2 = 5‘{5:/0 Clks

27.9% Clks

(Creative: North American Version)

. Geo-targeted hero engaged
readers; clicks up 10 pts. MoM
o Continue approach and mention Journey Promo: . Video: Let Us Stay With

_speciﬁc locations when possible to Family Adventures Al - You: Magic Lunchbox
increase relevancy 5.4% Clks 2.5% Clks

. In regions where the featured A Magical Experience for
property was more relevant, click our ‘ngz‘::slfg“e“
activity was higher .

o Al Bustan Palace received 16% of
clicks from ME and Europe residents

Scenography: Experience |4
Ocean Inspiration o
Property: Al Bustan Palace 7§ 6.9% Clks
5.3% Clks il

«  “After-Dark Activities...” was the 2" —_—
most clicked module in North Am.; v‘\‘,f:ft:';*t‘a’kiﬁdn"t:“:r
body copy listed reachable locations 10_60‘/2 Cglksp

— ) o : : Instagram -
From bioluminescent bays to desert stargazing, the world's offerings are sometimes o
best seen at night. Explore some of our favorite evening_activities you can experience 2-9 /0 CIkS e
il

at The Ritz-Cariton Hotels in Puerto Rico, Cancun, Rancho Mirage, Lake Tahoe and e
Lake Oconee Hotel Spotlig ht: Zadun MAGIC OF NATURF
5.1% Clks &

THE RITZ-CARLTON | data axle

Footer (not shown) ‘
18.4% Clks



FEBRUARY 13T NEWSLETTER
Theme: Resort Paradise

2
Subject Line: )
INSIDE THE RITZ-CARLTON: Resort Paradise Closer // ( - Y o il S .
py > ISLAND HOPPING: S oo Mo s pories .
to Home 21— B o B

Pre-Header:

Kaitlin, next warm-weather escape may be closer

than you think.

SPECIAL OFFER:
RECONNECT

#RCMEMORIES

SEE MORE SRCMEMORIES

81 THE RITZ-CARLTON



February 2021 Newsletter Performance

ALL SEGMENTS

Feb. Feb. . Feb.

-| Feb._vs.R12
2.59 M +32.8% 104.1K +11.6% 67.6K = -17.0% 77.3K -2.4% 78.1K +7.1% 66.0K +77.8% 2.98 M +28.9%
800.5 K +147.1% 23.1K +8.1% 18.1K  -10.6% 18.2 K -0.5% 15.5 K +4.3% 115K +71.6% 886.8 K +118.8%
30.9%  +143pts.  222%  07pts.  26.7% +lOpts. 23.6%  +04pts. 19.8%  0Spts.  17.4% -06pts. | 29.7%  +12.2pts
62.2 K +188.1% 2.8K +58.7% 2.8K +34.5% 2.5K +44.9% 1.7 K +57.1% 13K +179.0% 71.0 K +155.3%

CTR 2.4% +1.3 pts. 2.7% +0.8 pts. 4.2%  +1.6pts. 3.2% +1.0 pts. 2.2% +0.7 pts. 1.9% +0.7 pts. ‘ 2.5% +1.2 pts.
7.8% +1.1 pts. 12.0%  +3.8pts. 15.7%  +5.3 pts. 13.6%  +4.3 pts. 10.9% +3.7pts. 11.0% +4.2 pts. ‘ 8.3% +1.2 pts.
0.18% +0.02 pts. 0.10% -0.02pts. 0.05% -0.06pts. 0.10% -0.01pts. 0.08% -0.06pts. 0.12% -0.04 pts. 0.17% +0.02 pts.

32 THE RITZ-CARLTON data a)'(le Financial Data Source: Omniture 7-Day



February 2021 Heat Map

(Creative: North American Version)

. Geo Targeted feature for Europe, Middle
East & Africa saw double digit lift MoM
in hero engagement

«  “Romance in St. Thomas” proved -
) Journey Promo: B s
popular for the North American Romantic Getaways

. . . i 17.0% Clks
audience with an impressive 10.5% of

the total clicks

MEJOURNEY

«  The “Special Offer: Reconnect package”
had lower than expected engagement Romance in St. Thomas
10.5% Clks
with 3.6% of the clicks

ISLAND HOPPING:

. New layout for the “Somewhere new”
module proved effective with 19.3% of
the traffic - Maldives most popular Island-Hopping

7.0% Clks
location with 45% of the section traffic
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Travel by Interest:
Beach Resorts
5.7% Clks

Special Offer:
Reconnect Package
3.6% Clks

New Openings: Fall in
Love With Somewhere
New
19.3% Clks

Footer (not shown) 6.3% Clks [ESEE rou




March 13™ NEWSLETTER
Theme: Road Trips

Subject Line: INSIDE THE RITZ-CARLTON: Road Trips, Island "
Hopping, Honeymoons and More i

Pre-Header: Kaitlin, let us help you craft your next best
getaway, near or far.

RINGING IN THE NIGHT AT
THE RITZ-CARLTON, NAPLES

HE ROAD TRIP DISCOVER THE RITZ-CARLTON,
HALF MOON BAY

’
.__J./“’
TRAVEL BY INTEREST

HONEYMOON A CHERRY BLOSSOM SURPRISE

THE BEGINNER'S GUIDE TO RACING

#RCMEMORIES.
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March 2021 Newsletter Performance

Values March 21 v. R12 Avg. MoM
Delivered 29 M +19.9% -0.1%
Open 893.4 K +86.1% +3.0%
Open Rate 31.1% +11.1 pts. +0.9 pts.
Click 59.8 K +106.8% -15.8%
CTR 2.1% +0.9 pts. -0.4 pts.
CTOR 6.7% +0.7 pts. -1.5 pts.
Unsub Rate 0.17% +0.00 pts. -0.01 pts.

R12 Avg.= Sep ‘19— Feb 21

35 THE RITZ-CARLTON | data axde

2

THE RITZ-CARLTON

Near You
GET AWAY CLOSER TO HOME
THE RITZCARLTON, LOREM IPSUM >

THE RITZ-CARLTON, LOREM PSUM >
THE RITZ-CARLTON, LOREM >

MEJOURNEY

ADVENTURE AWAITS IN THE
UNITED ARAB EMIRATES




March 2021 Newsletter Performance

ALL SEGMENTS

- Mar. __vs.R12 Mar. __vs.R12 I wvar .o
26 M +26.1% 76.3 K -15.2% 67.5K -14.5% 67.6 K -12.5% 52.5K -23.9% 294K -17.6% 29M +19.9%
816.2 K +103.4% 21.0K +1.3% 19.7 K +0.2% 18.1K +0.5% 12.1K -13.8% 6.2 K -2.6% 893.4 K +86.1%
317%  +120pts.  27.6% +4Spts.  29.2% +43pts.  267%  +35pts.  23.0%  +27pts.  21.3% +33pts. | 311%  +Lipts
52.5K +130.7% 19K +26.0% 2.1K +12.5% 1.8 K +21.6% 1.0K +15.0% 459 +18.8% 59.8 K +106.8%

CTR 2.0% +0.9 pts. 2.5% +0.8 pts. 3.1%  +0.7 pts. 2.7% +0.7 pts. 2.0% +0.7 pts. 1.6%  +0.5pts. ‘ 2.1% +0.9 pts.
6.4% +0.8 pts. 9.0% +1.8pts. = 10.6%  +1.2pts. 10.0%  +1.7 pts. 8.7% +2.2 pts. 7.3%  +1.3 pts. ‘ 6.7% +0.7 pts.
0.18% +0.00 pts. 0.09% -0.03pts. 0.05% -0.05pts. 0.08% -0.02pts. 0.08% -0.05pts. 0.10% -0.05 pts. ‘ 0.17% +0.00 pts.
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March 2021 Heat Map

(Creative: North American Version)

Header "
23.8% Clks ==

Hero N
23.0% Clks ™ )
Near You ==
16.0% Clks overall

\\\\\

(19.7% Clks for target R CEuirES

audience) [

Journey Promo:
Adventure UAE
6.0% Clks

Property: Abu Dhabi
5.3% Clks

Journey
(N.Am onIy)

3.8% Clks 6
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T Scenography: ['la
Geo-Targeted - 7.3% Clks FETL
AL A

Hotel Spotlight:
16.2% Clks

DISCOVER THE RITZ-CARLTON,
HAL

RINGING IN THE NIGHT AT
THE RITZ-CARLTON, NAPLES

Video:

Travel by 2.6% Clks

Interest:
3.6% Clks

Special Offer:
Greek Isles
6.6% Clks

#RCMEMORIES

Footer (not shown) 6.2% Clks



QoQ Gains Show Positive Signs of Financial Recovery

Q1 2021 Financial Engagement Comparisons

Bookings -63.9% (-156) +109.5% (+46)
Room Nights 279 -52.6% (-310) +78.8% (+123)
Revenue $114.9K -28.0% (-$44.7 K) +73.0% (+$48.5 K)
G0~ 00t & Now 20
Note:

Financial Data Source: Omniture 7-Day
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New Targeting Criteria: Q1

. Include previous month email recipients
. 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 Dec solo OR
o  Amex Brilliant cardholders

. Note: include those with an English language preference
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Previous Criteria:

Include previous month email recipients

Include additional customers using the criteria below to

reach the 3M deployment max :
o  Past luxury brand stayers (last 18 months)
o  Has HHI $150K or more

Exclude European residents

Note: include those with an English language preference



