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Meeting Agenda

* Q2 Performance Summary & Engagement Trends
« Q2 Testing Opportunities and Recommendations

« July eNews Performance
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Performance Summary: Q2 2022

CTR for Q2 slightly lower in comparison to Q1 (-.2pts.) with a significant increase in delivered
volume QoQ (+73%)

o Q1 lower volume levels driven by 26% decrease in March and no mailing in January due to 12/31 solo

« Performance has increased for total click activity on a rolling 12-month average, impacted by

inclusion of luxury segments beginning in Q4 2021

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

and luxury segment levels

«  Hero, hotels near you and nav bar modules continue to drive highest engagement levels in Q2
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Q2 2022 Performance
Summary & Recommendations
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April: Spring Getaways May: Weekend Getaways June: Summer Travel

2 . 2
THE RITZ - CARLTON ‘g
THE RITZ - CARLTON THE RITZ-CARLTON

INSPIRED GETAWAYS

Enjoy a Spring Break at RELAXING RETREATS : .
The Ritz-Carlton Weekend Getaways, Perfected. Perfect the Art of Family Vacation

KID-FRIENDLY TRAVEL

Featuring a curated selection of sun-drenched destinations, as well as seasonal
experiences and family-friendly options, these exclusive resorts express the
effortless ease of springtime.

tawey with kid:
s discover unexpected destinations
perfect place for your family 1o create new traditions

w by exploring useful tips from we
provide the

traveled parents. Plus

iy Inspired spa treatments, The Ritz-Cariton hotels and resorts are resdy

M JOURNEY
Weekend Getaways Close to Home:
Your Next Adventure y

The Ritz-Cariton Georgetown, Washington D.C. »
Explore our local guides to plan your next unforgettable journey. Relax Close to Home a s Wesings

The Ritz-Cariton, Washington D.C. >
You don't have to travel for 10 experience the ultimate spa cay.

i st Coten e W 5.3 T

The Ritz-Cartton, Washington D.C. >

Us. & Caribbean & Europe Middle East Asia & the
Canada Latin America Pacific
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CTR Comparable to Q1; Delivered Volume Increased

Metrics Q2 2022 . 73% increase in delivered volume QoQ impacted by a decrease in

March volume along with no mailing in January; CTR for Q2 slightly

Delivered +73.4% +86.5%

lower in comparison to Q1

Clicks 221.2 K +49.4% +68.6% o  Delivery volume dropped from 5.2M in February to 3.9M in March (-26%)

due to not including luxury segments
CTR 1.4% -0.2 pts. | -0.2 pts. B
o  12/31 Solo replaced January mailing

Unsub Rate 0.21% -0.01 pts. | +0.06 pts. . YoY delivered volume was higher from expanding the audience to

include all luxury segments beginning in November

*No mailing in January 2022 . . . .
g Y . Unsub rates trending higher than previous year averages; determine

if new benchmark is warranted since inclusion of luxury segments

o  Aligns closely when compared to the Bonvoy historical benchmark of 0.20%

For Comparison

Bonvoy Averages Q2:

e CTR=1.1%

* UnsubRate=0.15%

* Unsub Benchmark=0.20%
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CTR Slightly Down QoQ; Fluctuations in Delivered Counts

6.0M

5.0M

40M

3.0M

20M

1.0M

oM

73% increase in delivered volume QoQ; driven by exclusion of luxury segments in March and 12/31 solo replacing January mailing

CTR slightly down QoQ; remains consistent since inclusion of luxury segments in Q4

3.1%

Newsletter Engagement Trends
Delivered —==CTR

29 M 28 M 2.8 M 2.8 M 2.8 M

May’ 21 Jun ‘21 Jul '21 Aug '21 Sep "21
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Oct '21

41 M
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52 M
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1.6%

52 M
Feb 22

1.7%

39M
Mar 22

Delivered Count

+73% QoQ
CTR
-0.2 pts.
QoQ
1.5%

52 M

Apr 22

53 M 53 M

May '22 Jun 22

3.5%

3.0%

2.5%

2.0%

1.5%

1.0%

0.5%

0.0%



Slight Decreases in Q2 Engagement for Most Regions

3.5%

3.0%

2.5%

2.0%

1.5%

1.0%

0.5%

0.0%

April was the strongest month in regards to click activity for all regions followed by June; a consistent pattern with overall campaign

trends

o  Geo-targeted hotel spotlight had strong performance in April

Most regions had slight decrease in CTR or remained flat QoQ); consistent with overall trends

US had the most stability for engagement levels throughout Q2 with other regions being more varied

Regional CTR

April '22

1.8%

CANADA CALA

THE RITZ-CARLTON

1.6%
1.4% I I
us.

May '22 mJun '22

2.4%

EUROPE
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1.0%

MEA

1.1%

APAC

Q2 2022
Delivered Counts

Region Counts (QoQ)
U.S. 13.2 M (+68%)
CANADA 632.8 K (+62%)
CALA 113.0 K (+71%)
EUROPE 458.7 K (+193%)
MEA 504.1 K (+177%)
APAC 922.3 K (+90%)




Similar CTR Trend For Most Bonvoy Levels

*  Monthly engagement levels remain similar throughout Q2

«  Non-Members continue to have lower engagement than Members. Consider reevaluating differences
in content engagement later this year to see if any new trends arise from last analysis

Dec ‘21 —Jun 22 Dec’21 - Jun 22
Del. 341.8K 3569K 358.7K MoM +0.5% (+1.7K) Del.  906.0K 930.7K 930.7K MoM -0.0% (-1)
NON-
GOLD
MEMBER o o o07%  07% /\"’\_ CTR  16%  16%  1.6% /_\y
Del. 26M 2.7 M 27 M MoM -0.9% (-248K) Del. 303.8K 310.1K 312.1K MoM +0.7% (+20K)
BASIC PLATINUM
0, 0,
CIR 1.5% 1.3% 1.4% /\/ CTR 1.7% 1.6% 1.6%
Del. | 603.0K  6218K @ 621.1K MoM -0.1% (-719) Del. 350.9K 356.4K 358.7K MoM +0.6% (+2.3K)
TITANIUM
SILVER CTR 1.6% 1.6% 1.6%
CTR  14%  13%  14% /\/ % | 16% | 16%
Del. 655K 666K 663K MoM -0.6% (-391)
AMBASSADOR
CTR  1.6%  15%  15% /\__‘\_
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Varying Engagement Levels for Luxury Segments Continues into Q2

Dec ‘21 —Jun ‘22

Del.  496.2K 525.1K 516.7K MoM -1.6% (-8.4K)
L1

CTR 1.0% 0.8% 0.9% //\"

Del. 238.6K 248.8K 242.2K MoM -2.6% (-6.5K)
L2A

CTR 1.4% 1.2% 1.2% /\—d

Del. 12M 12M 12M MoM -0.7% (-7.9K)
128

CTR 1.4% 1.3% 1.3% /\\_

Del. 298.4K 307.1K 309.9K MoM +0.9% (+2.8K)
L3

CTR 1.5% 1.5% 1.5% /\~

Del. 3.0M 3.1M 3.1M MoM +0.0% (+94)

Everyone

Else

CTR 1.6% 1.4% 1.5%

THE RITZ-CARLTON | data axle

All luxury segment levels seeing slight decrease in
performance for Q2; although levels remain fairly
consistent overall since inclusion in November

CTR engagement trends similar for L2A through L3
with engagement rates continuing to be lower for L1

Everyone else and L3 are top performing segments
for click engagement

Recommend heat map analysis at the luxury
segment level to help understand top content by
segment that can be used to inform future
personalization efforts



Top Performing Q2 2022 Content:

Journey Nav Bar, Hero, Hotels Near You, Yacht

Weekend Getaways, Perfected.

(U.S. Version)

Weekend Getaways Close to Home:

The Ritz-Cariton Georgetown, Washington D.C. >

The Ritz-Cariton, Washington D.C. >

May: Hero Jun: Hotels Near You

Most clicked hero content Most clicked hotels near you
29% of email clicks in May content to date

23% of email clicks in Jun

(under Hero)

11 THE RITZ-CARLTON | data axle

™EJOURNEY

Your Next Adventure

Us. & Canibbean & Europe Middle East Asia & the
Canada Latin America Pacific

Apr: Nav Bar
Most clicked content
35% of clicks in April

(under hero)

Your Private Oasis at Sea

Jun: Yacht
39 Most clicked Yacht module
since 2021
9% of monthly clicks
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Content / Module Performance: Q2 2022

Header 2.8% 3.6% 3.0%
Hero 22.5% 28.8% 18.1%
Hotels Near You - 10.6% 22.6%
Navigation Bar| 34.5% 19.1% 18.7%
Inspiration -—- - -—-
Offer 2.8% 7.4% 5.3%
Formula 1 5.2% 4.8% 0.8%
Journey 2.5% -- --
Journey 2 1.6% - -
Ladies & Gentlemen - 3.1% 1.2%
Hotel Spotlight 12.1% — 2.1%
New Hotel -- 3.9% -
Brand Inspiration -- -- --
Moments --- --- ---
Yacht] 2.5% 3.2% 9.1%
Let Us Stay - 1.1% -
Scenography 3.4% 1.0% 2.9%
Boutiques| - - 2.1%
Travel by Interesﬂ - - 1.6%
Partnership| - - 1.4%
Instagram| 2.2% 5.5% 3.1%
Footer] 8.0% 8.0% 7.9%

THE RITZ-CARLTON
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(U.S. Version)

» Hero, hotels near you and nav bar
modules continue to drive highest
engagement levels for Q2:

» April Nav bar had highest % of clicks
for all of Q2; 34.5% of clicks for
month

« May hero was strongest performer
for hero; 28.8% of clicks

 Featured two CTAs. Continue
to test into multiple CTAs to
assess if they drive a lift in
engagement

» Hotels Near You in June was top
performer to date for module and
highest performer for June; 22.6%
of clicks

« April Hotel Spotlight, May Offer and June
Yacht feature also generated strong
interest even with lower placement



Subject Line PCIQ:

Observations & Recommendation

. Personalization is a tactic that performs well,
along with using ‘Authority’ and ‘Intrigue’
tags either in isolation or in combination

“Your Guide...” continued to outperform
other options

o Look for more ways to test the
superlative, intrigue approach - “The
Perfect ..."” was also a winner in June; it
underperformed when used in
combination with “How To” approach

o  Will dive into regional engagement as
some locations may not prefer this
communication style

. Also, evaluate ability to be able to
personalize by luxury segment L1 / L2A vs.
L2B / L3? Do subject line results vary by
segment?

THE RITZ-CARLTON | data axle
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Unique
Date Subject line Tag Open Rate
4/2/2022|INSIDE THE RITZ-CARLTON: [Fname's ][Your ]Next Adventure Intrigue, Personal 14.46%
4/2/2022|INSIDE THE RITZ-CARLTON: [Fname's ][Your ]Guide to Spring Break Getaways |Authority, Personal 14.19%
4/2/2022|INSIDE THE RITZ-CARLTON: Spring Break Inspiration Direct 13.68%
4/2/2022|INSIDE THE RITZ-CARLTON: Spring Break Getaways, Family Adventures, and MojList 13.67%
4/2/2022|INSIDE THE RITZ-CARLTON: How to Plan the Perfect Spring Break How To 13.49%
5/7/2022|INSIDE THE RITZ-CARLTON: [Fname's ][Your ]Guide to Golf and Spa Getaways |Authority, Personal 13.24%
5/7/2022(INSIDE THE RITZ-CARLTON: Which would you choose: Golf or Spa? Question 12.71%
5/7/2022|INSIDE THE RITZ-CARLTON: How to Plan the Perfect Weekend How To 12.61%
5/7/2022(INSIDE THE RITZ-CARLTON: Weekend Getaways, Perfected. Direct 12.61%
5/7/2022|INSIDE THE RITZ-CARLTON: Golf, Spa, and Friend Weekend Getaways List 12.52%
6/4/2022(INSIDE THE RITZ-CARLTON: Your Guide to Family Getaways Authority 12.11%
6/4/2022(INSIDE THE RITZ-CARLTON: The Perfect Family Trip Does Exist Intrigue 12.10%
6/4/2022|INSIDE THE RITZ-CARLTON: How to Plan the Perfect Family Getaway How To 11.92%
6/4/2022(INSIDE THE RITZ-CARLTON: Need Inspiration for Your Family Getaway Question 11.91%
6/4/2022(INSIDE THE RITZ-CARLTON: Fun Family Travel Direct 11.82%




Learning Agenda

Test Learnings Key
Area Tactics Supported KPIs
Version Content Does 3 party data help us understand certain segments better and improve CTR
Audience & 3 Party Data content strategies? Unsub. Rate
Segmentation Geo-targeting Are there additional geo-targeting opportunities to lift engagement and
relevancy across targeted regions?
CTA Copy Which CTA copy approach in the hero drives better engagement? Does Click Counts
Hero Testing multiple CTAs drive a lift in engagement? CTR

Creative/Content Image Testing Can we increase click activity in select modules by testing more personalized Journey traffic
Personalization and content based on luxury segment, region, or member level?
Relevancy What content will lift engagement for non-members versus members?
PCIQ What are the best subject line approaches over time? Do certain approaches Open Counts
Technology STO resonate with certain regions or luxury segment levels better than others? Open Rate
Are readers more engaged during certain times and days of week overall and Click Counts
at various segment levels? CTR

THE RITZ-CARLTON
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Testing: Q3/Q4 2022

August hero A/B test planned; feature dreamy countryside getaway vs. end of summer escapes

o Determine additional opportunities in future mailings to test certain themes against one

another to see what resonates with readers
« Hotels near you; test revised targeting criteria for better personalization
« Expand SL PCIQ efforts that build upon winning tactics
«  Continue to test into multiple CTAs to assess if they drive a lift in engagement

« Leverage STO for ongoing mailings
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Recommendations

. Recommend heat map analysis at the luxury segment level to help understand top content by segment that can be
used to inform future personalization efforts

. Evaluate ability to be able to personalize by luxury segment L1 / L2A vs. L2B / L3 and regionally? Determine if
subject line results vary by segment

. Identify opportunity to leverage Enterprise Personas to version content based on prioritized persona (s) and known
characteristics

. Consider reevaluating differences in content engagement later this year at the member and non-member level to see

if any new trends arise from prior analysis
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Monthly Engagement:

July Newsletter
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July 2nd Newsletter

Theme: Lake Resorts

; l

Subject Line (Used PCIQ Optimization):

+ (Direct) INSIDE THE RITZ-CARLTON: Explore 5 Luxurious
Lakeside Resorts

« (Authority) INSIDE THE RITZ-CARLTON: Your Guide to a Luxury
Lakeside Retreat

* (How To) INSIDE THE RITZ-CARLTON: How to Find the Best
Lake Beaches

* (Intrigue) INSIDE THE RITZ-CARLTON: Your Lakeside Beach
Retreat Awaits...

* (Comparison) INSIDE THE RITZ-CARLTON: Beach, Lake, Or
Both?

Pre-Header:

Plus, dive into some of our most stunning pools around the world

s THE RITZ-CARLTON | data axle

Dive Into These
ounge-Worthy Pools

Creative: U.S. Version




Performance Summary: July 2022

« Delivered count remained consistent with a slight increase of .7% MoM

« CTR .5pts. higher than June at 1.9%; strongest year to date with Lake Resorts theme continuing
to drive significant interest from readers

« All Bonvoy and luxury segment levels trend similar MoM aligning with overall July engagement

trends with non-members continuing to remain less engaged than members

« Hero generated nearly 60% of clicks; placing it as the top performer since 2020
o July of last year comparable generating over 50% of clicks

o Hotels Near You followed with Journey and Hotel Spotlight generating similar interest

THE RITZ-CARLTON | data axle



Performance Summary:

* Delivered volume continues to remain higher in
comparison to 12-month average driving a
higher click volume

» This continues to be driven by the
addition of new luxury segments
beginning in November of last year

» CTR was .2pts. higher than the 12-month
average
 Stronger in comparison to Bonvoy
average; Bonvoy average for 7/1-7/8 was
1.2%

* Unsub rate remains comparable to average and
in line with Bonvoy average

THE RITZ-CARLTON | data axle

July 2022 vs Avg.

5.3 M +32.6% (+1.3 M)
Delivered
102.2 K +50.6% (+34.4 K)

Clicks

1.9% +0.2 pts.

CTR

0.22% -0.00pts
Unsub Rate . -

Jul 2022 vs. Rolling 12-Month Average (June 2021-July 2022)

For Comparison

Bonvoy Averages (Jul 1-8):

* CTR=1.2%

* UnsubRate=0.16%

¢ Unsub Benchmark=0.20%



Strong Engagement for July; Highest CTR YTD

Delivered volume remains stable MoM with an increase of 0.7%

. Lake Resorts remains an extremely popular theme YoY; with July having the highest CTR YTD and since inclusion of luxury segments

Delivered Count

Newsletter Engagement Trends +.7% MoM
Delivered —e-CTR
6.0 M 3.5%
3.1%
5.0M 2.7% 3.0%
2.5%
40M
2.0% 1.9%
8% 2.0%
som 7 16%  L7% . v
g Lk 1.4%
4% 1.3% 1.3% : 1.5%
20M CTR 0
+0.5 pts. 1.0%
MoM
10M 0.5%
28M 28M 28M 28M 2.8M 41M 52M 52 M 39M 52 M 53M 53 M 53M
.OM 0.0%
Jun ‘21 Jul 21 Aug 21 Sep 21 Oct'21 Nov ‘21 Dec 21 Feb '22 Mar '22 Apr 22 May '22 Jun '22 Jul 22
No January mailing with 12/31 Solo
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Journey Content Engagement Trends

Time spent on site gradually increased as the week progressed from the 2-minute mark

Hero drove significant interest along with the Explore Pools content

Continue to leverage non-email driven engagement trends to inform content opportunities

Time Spent on Site: Post-Deployment

Date
Jul 2,
Jul 3,
Jul4,
Jul 5,
Juls,
Jul 7,
Jul 8,
Jul 9,

2022
2022
2022
2022
2022
2022
2022
2022

Page Views
82,467
21,257

8,622
7,719
4,585
3,731
3,215
3,105

Visits
70,590
17,204

6,501

5484

2,992

2215

1,034

1,788

THE RITZ-CARLTON

Average Time Spent on Site

data

Xle

204
202
2.00
21
21n
1.94
1.93
1.65

Top Pages for July Include:

2

THE RITZ-CARLTON

Hero

(L2 0 B

MEJOURNEY

Dive Into These
Lounge-Worthy Pools

Explore Pools



Regional Engagement Varied For All Segments MoM

. In line with MoM performance trends, U.S. and Canada saw the most significant increase in CTR MoM
. Geo-targeted Hotels Near You and Hotel Spotlight modules generated strong interest from readers

. Evaluate how content using address is used outside of the U.S. and look at overall address coverage for our readers.
May want to consider collapsing module for those without full or useable addresses

Regional CTR

Delivered Counts
May '22 ~Jun'22 mJuly 22

3.5% Jul Jun MoM
5.0% u.s. 45M 4.4M 0.6%
CANADA | 212.1k | 211.0K 0.5%
2.5% 2.3%
2.2% CALA 380K | 37.6K 0.9%
2.0% . . 9%
2.0%
EUROPE | 153.9K | 152.8K 0.8%
15% 1.4% -
1% MEA 172.3K | 169.4K 1.7%
0,
1.0% 09/" APAC 314.1K | 310.9K 1.1%
0.5%
0.0%
CANADA CALA EUROPE APAC
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Engagement Increased MoM All Levels

Feb '21 —Jul ‘22

Del. ~ 5167K  523.6K  MoM+1.3% (+6.9K)
L1
CTR 0.9% 1.1% /\\—/
Del. ~ 242.2K  2488K  MoM +2.7% (+6.5K)
L2A
CTR 1.2% 1.7% /\_/
Del. 1.2M 1.2M MoM +1.3% (+15.5K)
128
CTR 1.3% 2.0% «\_/
Del. ~ 309.9K  3159K  MoM +1.9% (+5.9K)
13
CTR 1.5% 2.3% /—-\_/
Del. 31M 31M  MoM +0.0% (+1.0K)
Everyone
El
€ CTR 1.5% 2.0% \\\,/

THE RITZ-CARLTON | data axle

Segment Name Segment Description
L1 All stays are luxury
L2A >= 50% of stays are luxury
L2B < 50% of stays are luxury
L3 All luxury stays are paid by bonus points

Engagement increased across all levels with L2B and L3
seeing most significant increase

L1 continues to show a lower level of interest than other
luxury segments; consistent across other mailings in which
luxury segments are included (e.g., Lux MAU)

L2B, L3 and Everyone Else had higher CTRs in July
Recommend heat map analysis at the luxury segment level

to help understand top content by segment that can be
used to inform future personalization efforts



CTR Increased Across all Levels

. Elite member engagement levels had a more significant increase than non-elite member levels

. Non-member engagement also saw an increase and continues to remain less engaged MoM

. Revisit non-member versus member content engagement trends in Q3/Q4

Feb 21 —Jul 22

Feb 21 —Jul ‘22

NON. Del.  3587K 3614K  MoM +0.8% (+2.7K)
MEMBER
CTR  07%  1.0% \._—\_/
Del. 27M  27M MoM +0.2% (+5.9K)
BASIC
CTR  14%  17% /\//
Del.  621.1K 627.7K  MoM +1.1% (+6.6K)
SILVER
CTR  14%  1.9% .—\/

THE RITZ-CARLTON | data axle

Del.  930.7K 9440K  MoM +1.4% (+13.3K)
GOLD

CTR  16%  2.3% _\_/

Del.  3121K 3156K  MoM+1.1% (+3.5K)
PLATINUM

CIR  16%  26% *\\_/

Del.  358.7K 3615K  MoM +0.8% (+2.8K)
TITANIUM

CTR  16%  2.6% \\‘/

Del. 663K 674K  MoM+1.7% (+L1K)

AMBASSADOR
CTR  15%  2.5% \__\_/




. Hero was strongest performing hero in the last 12 months; YoY both hero modules generated
All Segments Heat |\/|ap over 50% of clicks with Lake Resorts theme driving interest from readers
July 2022 . Hotels Near You followed with Journey and Hotel Spotlight generating similar interest

(U.S. Version) . Yacht generated interest with lower placement

2
Header: R s
2.2% clks.
Ladies & Gentlemen:
0.9% clks. Travel by Interest:
o 1.2% clks.
Hero-Lake
Beaches: —
58.6% clks. — Offer:
e Formula 1: 1.7% clks.
Hotels Near You: ——m 1.0% clks.
10.6% clks.
~ e
i& E:'i Instagram:
} e 1.0% clks.
ourney: i en., N
6.0% clks. New Openings:
2.2% clks.
.=
Hotel Spotlight: Yacht:
5.7% clks. 2.9% clks. Footer (not shown):
6.0% clks.
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Top Performing Content: July 2022

Hero and Lounge-Worthy Pools Journey module were top performers for July

o Animated hero drove significant level of interest from readers

Hotel Spotlight (Lake Oconee) had 3 highest CTR for July newsletter

Module Article Clicks CTR
Hero Lake Beaches 62.1 K 1.16%
Journey Lounge-Worthy Pools 6.3K 0.12%
Hotel Spotlight Lake Oconee 44K 0.08%
Yacht Evrima, Superyacht 3.1K 0.06%
Hotels Near You Hotels Near You 2.8K 0.05%
New Hotel Opening New York, NoMad 23K 0.04%
Offer Reconnect Package 1.8K 0.03%
Hotel Spotlight Koh Samui 1.6 K 0.03%
Travel by Interest Golf Getaways 1.3K 0.02%
F1 Formula 1 1.0K 0.02%

THE RITZ-CARLTON

data axle

(U.S. Version)




Thank you!



Monthly Engagement:

June Newsletter
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June 4t Newsletter

Theme: Summer Travel

Subject Line (Used PCIQ Optimization):

(Direct) INSIDE THE RITZ-CARLTON: Fun Family Travel
(Authority) INSIDE THE RITZ-CARLTON: Your Guide to Family
Getaways

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

(Question) INSIDE THE RITZ-CARLTON: Need Inspiration for
Your Family Getaway

(Intrigue) INSIDE THE RITZ-CARLTON: The Perfect Family Trip

Does Exist

Pre-Header:

Plus, discover suite escapes, our newest hotel opening, offers, and

more!

THE RITZ-CARLTON |data axle

L]

THE RITZ- CARLTON

Perfect the Art of Family Vacation

Weekend Getaways Close to Home:

The itz Carton Georgetown, Washigon D.C. >

Tha Wit Cafion, Washingion D.C. >

MOURNEY

Adventure Awaits, Jessica

Creative: U.S. Version

Learning the Language of Rhythm
in Istanbul




Performance Summary:

« Overall delivered volume continues to remain
higher in comparison to 12-month average
driving an increase in total clicks

+ Delta in delivered volume will stabilize in
Q4 when luxury segments initially started
to be incorporated and began driving up
overall delivered volume for monthly
newsletter

« CTR was .3pts. lower than 12-month average

» Unsub rate for June aligns with historical
Bonvoy unsub benchmark

;1 THE RITZ-CARLTON |data axle

June 2022 vs Avg.

53 M +38.8% (+1.5 M)
Delivered
7376 K +13.2% (+8.6 K)

Clicks

1.4% -0.3 pts

CTR ' .
0.21% -0.01 pts
Unsub Rate . e

June 2022 vs. Rolling 12-Month Average (May 2021- May 2022)

For Comparison

Bonvoy Averages (Jun 1-14):
e CTR=1.6%

¢ UnsubRate=0.16%

¢ Unsub Benchmark=0.20%



A” Segments Heat M ap- . Geo-targeted Hotels Near You generated most click activity for June
June 2022 . Hero followed behind Nav Bar as 3rd; within .6pts. for percent of clicks

. Yacht and Maldives offer module generated interest even with lower placement in

(U.S. Version) email

. 2
Header: Partnership:
0,
3.0% clks. ‘ Ladies & Gentlemen: 1.4% clks.
Perfect the Art of Family me““‘- 1.2% ClkS.
Hero:
18.1% clks.
Travel by Interest:
1.6% clks.
Formula 1:
Hotels Near You: 0.8% clks.
22.6% clks. Offer:
5.3% clks.
Yacht:
9.1% clks. Boutiques:
Nav Bar: 2.1% clks.
18.7% clks.
o s h - d Instagram:
= - cenography: 2 o
Hotel Spotlight: 29% clks.  womemmes 1% clle

2.1% clks.

Footer (not shown):
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Top Performing Content: June 2022

Hero with a Kid-Friendly Travel theme, was the top engaging content this month
. Consider continuous planning against kid-friendly content and incorporation into content outline

Yacht generated the second highest CTR for June
Romantic generated the highest CTR in the Travel Style Nav Bar followed by Solo, Family and Friends

(U.S. Version)

Module Article Clicks CTR
Hero Kid-Friendly Travel 14.3 K 0.32%
Yacht Your Private Oasis at Sea 7.3K 0.16%
Hotels Near You Weekend Getaways Close to Home 5.7K 0.13%
Travel Style (Nav. Bar) Romantic 5.1K 0.11%
Offer Elevate Your Stay 42K 0.10%
Travel Style (Nav. Bar) Solo 4.1K 0.09%
Travel Style (Nav. Bar) Family 3.9K 0.09%
Scenography The Ritz-Carlton, Laguna Niguel 2.0K 0.04%
Travel Style (Nav. Bar) Friends 1.8K 0.04%
Hotel Spotlight The Ritz-Carlton, Cleveland 1.7K 0.04%
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2022 RC eNews Heatmaps

m January '22 August '22 September '22 October '22 November '22 December '22
Header - 2.7% 3.0% 2.8% 3.6% 3.0% 2.2%
Hero - 14.0% 17.5% 22.5% 28.8% 18.1% 58.6%
Hotels Near You 16.4% 20.4% 10.6% 22.6% 10.6%
Navigation Bar - - 17.9% 34.5% - - -
Inspiration - - 9.8% - - - -
Offer 2.8% 2.8% 7.4% 5.3% 1.7%
Formula 1 - - 6.6% 5.2% 4.8% 0.8% 1.0%
Journey 19.5% 4.0% 2.5% 19.1% 18.7% 6.0%
Journey 2 1.6%
Ladies & Gentlemen - 1.4% - - 3.1% 1.2% 0.9%
Hotel Spotlight 15.0% 3.1% 12.1% 2.1% 5.7%
New Hotel 3.9% 2.2%
Brand Inspiration - - 2.8% - - - -
Moments 1.2%
Yacht| - 10.4% 3.1% 2.5% 3.2% 9.1% 2.9%
Let Us Stay - 2.4% 2.3% - 1.1% - -
Scenography 4.6% 3.4% 1.0% 2.9%
Boutiques 2.1%
Travel by Interest - - - -- - 1.6% 1.2%
Partnership 1.4%
Instagram - 2.8% 1.5% 2.2% 5.5% 3.1% 1.0%
Footer - 7.9% 6.8% 8.0% 8.0% 7.9% 6.0%
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2021 RC eNews Heatmaps

January 21 eb April 21 b
o8 (Family) Reso Road Trip (Celebrity) 0 s i
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%
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April 2"d Newsletter

Theme: Spring Getaways

Subject Line (Used PCIQ Optimization):

(Direct) INSIDE THE RITZ-CARLTON: Spring Break Inspiration
(Authority)(Personal) INSIDE THE RITZ-CARLTON: [Fname's
1[Your JGuide to Spring Break Getaways

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

(List) INSIDE THE RITZ-CARLTON: Spring Break Getaways,
Family Adventures, and More

(Intrigue)(Personal) INSIDE THE RITZ-CARLTON: [Fname’s
1[Your JNext Adventure

Pre-Header:

Plus, go behind-the-scenes of the new Silver Arrows Lounge
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Creative: U.S. Version
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. Enjoy a Spring Break at .
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Bl AL = Ringing in the Night at
The Ritz-Carlton, Naples

" JOURNEY

Your Next Adventure

#RCMemories




T Geo-targeted Hotel Spotlight saw significant increase in click engagement since March of +9pts.
All ments Heat Map:
Seg € tS eat ap Nav bar and Hero were top performers and were both highest YTD

Apl"l| 2022 . Yacht seeing slightly lower engagement levels continuing into April; .6pts. decrease MoM
(U.S. Version)

Header: ke
2.8% clks. e Offer: Yacht:
S 2.8% clks. 2.5% clks.
Hero: A:_
225%clks. T T
(] =
[ ] .
Journey 2: Scenography:
0,
E— 1.6% clks. 3.4% clks.
avigation: Your Next Adveature
34.5% clks.
m ® The Rt Carlon, %
EEE#
Hotel Spotlight: Formuloa Olnke: o Instagram: : ‘
12.1% clks. 5-2% clks. 2.2% clks. |
— (}
Journey: — a RCMemrie
2.5% clks. _ . Footer (not shown): L
e 8.0% clks. —
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May 7t Newsletter

Theme: Weekend Getaways

Subject Line (Used PCIQ Optimization):

+ (Direct) INSIDE THE RITZ-CARLTON: Weekend Getaways,
Perfected.

 (Authority)(Personal) INSIDE THE RITZ-CARLTON: [Fname'’s
1[Your JGuide to Golf and Spa Getaways

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

 (List) INSIDE THE RITZ-CARLTON: Golf, Spa, and Friend
Weekend Getaways

* (Question) INSIDE THE RITZ-CARLTON: Which would you
choose: Golf or Spa?

Pre-Header:

Plus, new hotel opening, award-winning cocktail recipe, and more.
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&

THE RITZ- CARLTON

Weekend Getaways, Perfected.

Relax Close to Home

MJOURNIEY

5 Destinations for a Getaway
With Friends

Welcome to Club Level, Jessica

The Ritz-Carlton, Amman

Canadian
Grand Prix
Moment

Award-Winning Cocktails in Vienna

A Feast for the Eyes

Creative: U.S. Version




All Segments Heat Map:

May 2022
(U.S. Version)

Hero and Journey Friends Getaway module were top performing modules in May

Hero image intentionally was not clickable to help drive activity to the featured two CTAs; highest % of clicks
YTD; consider continuing to test to see if multiple CTAs drives engagement lift

Geo-targeted Spas Near You resonated well with U.S. audience and had less reach for other regions including
Europe; consider evaluating how address data is leveraged for targeting

Instagram had significant engagement and was one of top clicked Instagram modules YTD

Header: e
3.6% clks.

Hero:
28.8% clks.

Spas Near You:
10.6% clks.

Journey:
19.1% clks.

Offer:
7.4% clks.

New Hotel Opening:
3.9% clks.

Formula 1:
4.8% clks.

Ladies & Gentlemen:
3.1% clks.
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Yacht:
3.2% clks.

Let Us Stay:
1'1% C|kS. = A Priceless Memento

Scenography:
1.0% clks.

Instagram:
5.5% clks.

Footer (not shown):
8.0% clks. - s



Targeting Criteria

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
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Luxury Segmentation Criteria

Segment Name

Segment Description

L1

All stays are luxury

L2A

>= 50% of stays are luxury

L2B

< 50% of stays are luxury

L3

All luxury stays are paid by bonus points
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