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• CTR for Q1 slightly higher in comparison to Q4 with a significant drop in delivered volume QoQ (-25%)

o Decrease impacted by 26% decrease in March and no mailing in January 

• Performance has increased for total click activity on a rolling 12-month average, impacted by inclusion of luxury 

segments beginning in Q4 2021; CTR comparable to average

• Engagement trends were consistent with overall email performance for most Bonvoy member levels

• Luxury segments had more variance in engagement particularly in March

• Click activity strongest for following modules: Hotels Near You, Journey and Spring Getaways Nav Bar

o Hero also saw stronger performance in March following closely behind Spring Getaways Nav Bar

o February Yacht module drove second highest click activity to date since 2021

Performance Summary: Q1 2022
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Horizon Interactive Awards GOLD WINNER
Travel Inspiration: July ‘21 Newsletter



Q1 2022 Performance

Summary & Recommendations



February: Romantic Getaways March: Road Trips/Spring



CTR Comparable to Q4; Delivered Volume Decreased
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Metrics Q1 2022 QoQ YoY

Delivered 9.2M -24.7% +6.0%

Opens 1.5 M -41.0% -44.6%

Open Rate 16.0% -4.4 pts. -14.6 pts.

Clicks 148.1 K +16.9% -7.4%

CTR 1.6% +0.2 pts. -0.2 pts.

CTOR 10.1% +2.9 pts. +4.1 pts.

Unsub Rate 0.31% +0.07 pts. +0.11 pts.

• 25% decrease in delivered volume QoQ impacted by a decrease in 

March volume along with no mailing in January; CTR for Q1 slightly 

higher in comparison to Q4

o Delivery volume dropped from 5.2M in February to 3.9M in March (-26%)

• YoY delivered volume were higher from expanding the audience to 

include all luxury segments beginning in November

• Starting to see unsub rates trending higher than previous year 

averages; will look to compare engagement trends against Bonvoy 

Q1 average

o Higher unsub rates were consistent across Bonvoy and Luxury levels

*No mailing in January 2022



• Lower delivered volume QoQ because of 12/31 solo taking place of January mailing and drop in March; looking into with data team

• Continue to monitor CTR as primary KPI and track changes as new audiences are introduced to mailing

CTR Trending Upwards in Q1; Fluctuations in Delivered Counts
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Delivered Count
--26.0% MoM

CTR
+0.1 pts.
MoM
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Journey Content Engagement Trends

• Email continues to drive significant activity; 34% of page views 
and 40% of visits when looking at last touch channel attribution

• March is seeing increase in time spent on site by 8 seconds, 

comparable to January

• Top performing content for March include geo-targeted Hero 

and Inspiration West Coast content along with Formula One

• Continue to evaluate trends with top performing pages 
and how email is driving certain behavior to identify 

future optimization opportunities

YTD: Time Spent on Site Top Pages for March Include:

YTD: Last Touch Channel

North America

and CALA

West Coast Inspiration Formula One



• All regions outside of Canada saw a slight uptick in CTR or remained flat QoQ; consistent with overall trends

• Europe and MEA saw significant drop in delivered counts QoQ; recent suppressions for Ukraine and Russian locations impacted counts

• Geo-targeted Hotels Near You performed better for U.S., whereas the Hero drove more click activity for Canada and CALA

• Geo-targeted Inspiration resonated more so with APAC

Slight Increases in Q4 Engagement for Most Regions
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Region Counts (QoQ)

U.S. 7.8 M (-25%)

CANADA 391.7 K (+45%) 

CALA 66.1 K (-6%)

EUROPE 156.6 K (-51%)

MEA 182.0 K (-51%)

APAC 485. K (-24%)

Q1 2022

Delivered Counts 

*No mailing in January 2022
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Similar CTR Trend For Most Bonvoy Levels

Sep ‘21 – Mar ‘22 Sep ’21 – Mar ‘22

• Outside of Ambassador all loyalty tiers saw similar engagement trends as Q1 progressed

• Non-Members continue to show lower engagement than Members. Deeper analysis needed to pinpoint engagement differences

Feb '22 Mar '22 Engagement Trends

Del. 353.8 K 181.3 K MoM -48.7% (-172.5K)

CTR 0.9% 0.9%

Del. 2.7 M 1.9 M MoM -27.3% (-726.9K)

CTR 1.5% 1.6%

Del. 603.4 K 467.4 K MoM -22.5% (-136.0K)

CTR 1.6% 1.6%

NON-MEMBER

BASIC

SILVER

Feb '22 Mar '22 Engagement Trends

Del. 905.5 K 729.5 K MoM -19.4% (-176.0K)

CTR 1.8% 1.8%

Del. 302.4 K 240.3 K MoM -20.5% (-62.1K)

CTR 2.0% 1.8%

Del. 352.9 K 279.0 K MoM -21.0% (-74.0K)

CTR 2.0% 1.8%

Del. 65.5 K 48.2 K MoM -26.4% (-17.3K)

CTR 2.1% 1.6%

AMBASSADOR

TITANIUM

PLATINUM

GOLD
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Varying Engagement Levels for Luxury Segments QoQ

• Decreases in delivered volume in March for all 

luxury segments; looking into drop in delivered with 

data team 

• Decrease was most significant for L1 and L2A

• CTR had strongest increase MoM with 

a .7pt. increase for L1 and .6pt. 

increase for L2A

• Decrease was lower for L2B and L3

• With L2B being the largest audience 

the slight increase in CTR impacts and 

is in line with overall email 

engagement trends

• CTR for L3 remained flat into March

• QoQ engagement trends similar for L2A through L3 

with engagement rates gradually increasing after 

October peak

• L1 saw stronger performance in Q1 with strongest 

increase in Q1 from February to March

Sep ‘21 – Mar ‘22

Feb '22 Mar '22 Engagement Trends

Del. 536.0 K 103.3 K MoM -80.7% (-432.7K)

CTR 1.0% 1.7%

Del. 252.2 K 89.8 K MoM -64.4% (-162.4K)

CTR 1.5% 2.1%

Del. 1.2 M 703.9 K MoM -40.5% (-479.0K)

CTR 1.6% 1.7%

Del. 301.8 K 196.1 K MoM -35.0% (-105.7K)

CTR 1.8% 1.8%

Del. 3.0 M 2.8 M MoM -6.2% (-184.9K)

CTR 1.7% 1.6%

L3

L1

L2A

L2B

Everyone 

Else
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Top Performing Q1 2022 Content: 

Journey, Hotels Near You, Spring Getaways Nav Bar, Yacht

Feb: Journey

Most clicked Journey content

19% of email clicks in Feb

(under Hero & Hotel Spotlight)

Feb & Mar: Hotels Near You

Most clicked content

20% of email clicks in Mar 

and 16% in Feb

(under Hero)

Mar: Nav Bar

3rd Most clicked content

18% of clicks in Mar

(lower placement)

Feb: Yacht

2nd Most clicked Yacht module 

since 2021

10% of monthly clicks

(below Hero, Hotel Spotlight and Journey)

(U.S. Version)



Content / Module Performance: Q1 2022
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(U.S. Version)

• Hero increased 3.5pts. from February to March

• Geo-targeted Hotels Near You top performing content 

throughout Q1

• Nav bar returned in March and was second highest 

clicked content, slightly higher than Hero (+.4pts.)

• Yacht Collection engagement dropped off in March 

with module having lower placement yet in February 

had second highest percent of clicks since 2021 

• Formula One content in March drove heavy interest

MODULE
February '22 March '22

(Romantic Getaways) (Road Trips/Spring)

Header  2.7% 3.0%

Hero 14.0% 17.5%

Hotels Near You 16.4% 20.4%

Navigation Bar --- 17.9%

Inspiration --- 9.8%

Offer 2.8% ---

Formula 1 --- 6.6%

Journey 19.5% 4.0%

Ladies & Gentlemen 1.4% ---

Hotel Spotlight 15.0% 3.1%

Brand Inspiration --- 2.8%

Moments --- 1.2%

Yacht 10.4% 3.1%

Let Us Stay 2.4% 2.3%

Scenography 4.6% ---

Instagram 2.8% 1.5%

Footer 7.9% 6.8%



• Continue to closely monitor audience changes each month as they may impact delivered counts and other 

engagement metrics

• Conduct a Non-member deep dive to understand low engagement trends and opportunities to improve targeting 

and/or personalization

• Explore using 3rd party data to improve targeting criteria and content personalization

• Continue to evaluate luxury segment engagement trends; measure engagement impacts and determine need for any 

content versioning

• Set 2022 learning agenda and optimization roadmap that align with brand goals & content plans

• Continue leveraging geo-targeting where relevant in order to lift engagement; including Hotels Near You

• Monitor engagement with new template in market in April along with performance of Reserves Solo
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Q1 2022 Performance Recommendations



Monthly Engagement:
March Newsletter



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

• (Direct) INSIDE THE RITZ-CARLTON: Reimagine the Road Trip

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

Trips Reimagined 

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

Ultimate Road Trip

• (List) INSIDE THE RITZ-CARLTON: 5 Iconic Spring Destinations 

& Road Trip Inspiration

• (Intrigue) INSIDE THE RITZ-CARLTON: Your next trip could be 

closer than you think

Pre-Header: 

Plus, kick off the Formula One season with our Beginner’s Guide to 

F1

Theme: Road Trips/Spring

Creative: U.S. Version
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Performance Summary:

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

March 2022 vs Avg.

3.9 M
Delivered

+8.4% (+301.8 K)

605.5 K
Opens

-32.2% (-287.9K)

15.6%
Open Rate

-9.4 pts.

64.3 K
Clicks

+0.6% (+409)

10.6%
CTOR

+3.5%

1.7%
CTR

-0.1 pts.

0.21%
Unsub Rate

+0.00% 

• Overall delivered volume increased in 

comparison to 12-month average driving an 

increase in total clicks

• CTR was comparable to 12-month average

• Open rates and CTORs continue to be 

unreliable KPIs after Apple’s iOS update in 

September; open counts no longer include 

Apple opens



• Geo-targeted Hotels Near You and Nav Bar (Journey Spring Destinations) generated 

most click activity for March

• Hero followed closely behind Nav Bar; within .4pts. for percent of clicks

• Geo-targeted Inspiration content drove significant interest along with Formula One 

driving interest from readers

All Segments Heat Map:
March 2022

(U.S. Version)
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Header:

3.0% clks.

Hero:

17.5% clks.

Hotels Near You:

20.4% clks.

Formula One:

6.6% clks.

Hotel Spotlight:

3.1% clks.

Moments:

1.2% clks.

Let Us Stay:

2.3% clks.
Inspiration:

9.8% clks. 

Yacht:

3.1% clks.
Journey:

4.0% clks.

1

2

Footer (not shown):
6.8% clks.

Nav Bar:

17.9% clks. 

Brand Inspiration:

2.8% clks.

Instagram:

1.5% clks.



Top Performing Content: March 2022

13

• Hero content and Discover California Inspiration articles were the top engaging content this month

• Hero had first name personalization and Inspiration article was geo-targeted for U.S. West Coast and East Coast

• East Coast Inspiration and Nav Bar followed with around ½ the CTR percent as the top performers

• Geo-targeted Hotels Near You and Formula 1 followed behind secondary top performers

(U.S. Version)

Module Article Clicks CTR

Hero Reimagine the Road Trip, [Name] 25.0 K 0.64%

Inspiration Discover California 7.1 K 0.60%

Inspiration 24 Hours in Toronto 7.0 K 0.31%

Spring Destinations (Nav bar) Caribbean 11.9 K 0.31%

Hotels Near You Discover More 9.5 K 0.24%

Formula 1 The Beginner's Guide to F1 9.4 K 0.24%

Journey Europe Through the Eyes of an Artist 5.7 K 0.15%

Spring Destinations (Nav bar) Switzerland 5.7 K 0.15%

Yacht Discover the Italian Countryside 4.5 K 0.11%

Hotel Spotlight Historic Washington, D.C. 4.4 K 0.11%



Thank you!
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2021 RC eNews Heatmaps

January ’21 February ’21 March ’21 April ‘21 May`21 June`21 July`21 August`21 September`21 October`21 November`21 December `21

(Family) (Resorts) (Road Trips) (Celebrity) (Culinary) (Summer /City) (Lake Resorts)
(Last Minute 

Summer Getaways)
(Fall Getaways)

(Mountains and 

Outdoors)

(Holiday Travel 

Planning)

(Holiday Travel 

Planning)

Header 5.0% 2.5% 23.8% 3.7% 4.1% 2.7% 1.8% 1.6% 2.5% 2.1% 3.5% 2.7%

Hero 27.9%  20.3% 23.0% 35.4% 15.6% 15.6% 52.5% 34.4% 38.5% 42.3% 18.2% 35.7%

Hotels Near You --- --- 16.0% --- 10.0% --- --- 6.7% --- --- --- 10.2%

Journey Promo 5.4% --- --- --- --- --- --- --- 8.2% 2.8% --- ---

Journey 4.5%  17.0% 6.0% --- 5.6% 15.3% 17.5% 6.5% 4.4% 12.9% 42.1% 21.6%

Journey 2 10.6%  --- 3.8% --- 2.6% --- --- --- --- --- 4.1% ---

Property 5.3% 10.5% 5.3% --- 4.0% --- --- --- --- 4.1% 4.4% ---

Yacht Collection --- 7.0%  6.6% 10.6% --- --- 4.3% 7.0% --- 5.0% 4.3% 5.6%

Hotel Spotlight --- --- 16.2% 7.5% 10.0% 2.9%* 12.7% 11.4% 16.6% 12.7% 4.4%

New Openings  5.1% 19.3% --- --- 27.9% 34.5% 2.1% --- --- 2.8% --- 1.8%

Video 2.5% --- 2.6% --- 2.5% 4.6% 0.6% 0.8% 1.0% --- --- ---

Travel by Interest --- 5.7% 3.6% 14.5% 3.5% 5.5% 2.5% 6.4% 1.1% 1.7% 4.4% ---

Scenography 6.9% --- 7.3% 10.1% 3.1% 1.8% 0.7% 0.9% 1.0% 1.0% 1.9% ---

Loyalty/Moments --- --- --- --- --- 3.8% --- 1.9% --- --- 3.8% ---

Ladies & Gentlemen --- --- --- --- --- --- --- --- --- 2.1% 1.6% 2.5%

Promos 5.5% 3.6% --- --- --- 5.2% --- 14.5% --- --- 3.8% 1.3%

Shop --- --- --- 4.5% --- --- --- --- --- --- --- 1.4%

Instagram 2.9% 2.1% 1.0% 5.4% 2.1% 1.9% 1.6% 4.0% 4.7% 5.7% 0.7% 2.0%
Footer 18.4% 6.3% 6.2% 8.3% 8.9% 5.9% 3.9% 3.9% 5.9% 4.7% 8.0% 10.8%

MODULE
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2022 RC eNews Heatmaps

MODULE
January '22 February '22 March '22 April '22 May '22 June '22 July '22 August '22 September '22 October '22 November '22 December '22

--- (Romantic Getaways) (Road Trips/Spring) --- --- --- --- --- --- --- --- ---

Header --- 2.7% 3.0%

Hero --- 14.0% 17.5%

Hotels Near You --- 16.4% 20.4%

Navigation Bar --- --- 17.9%

Inspiration --- --- 9.8%

Offer --- 2.8% ---

Formula 1 --- --- 6.6%

Journey --- 19.5% 4.0%

Ladies & Gentlemen --- 1.4% ---

Hotel Spotlight --- 15.0% 3.1%

Brand Inspiration --- --- 2.8%

Moments --- --- 1.2%

Yacht --- 10.4% 3.1%

Let Us Stay --- 2.4% 2.3%

Scenography --- 4.6% ---

Instagram --- 2.8% 1.5%

Footer --- 7.9% 6.8%



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



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
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Regional Engagement

*No mailing in January 2022



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


