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Q3 2021 Performance
Summary & Recommendations
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July: Lake Resorts August: Last Minute Summer Escapes September: Fall Getaways
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Strong Q3 2021 Engagement

Metrics Q3 2021 QoQ . Higher Q3 2021 email performance compared to Q2 across most

Delivered 85M +0.2% engagement metrics

Opens 23M -4.0% . Open rate decline seasonal; Sept 2021 engagement decline same as

Open Rate 27.3% -1.2 pts 2020 and 2019 MoM declines

Clicks 213.4 K +62.7% . Started subject line optimization using PCIQ technology in July;

CTR 2.5% +1.0 pts results forthcoming

CTOR 9.2% +3.8 pts +  Planning for Apple’s iOS 15 update and the impact it will have on

Unsub Rate 0.14% -0.01 pts email metrics and future targeting criteria starting in October
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Q3 Emails Generated Revenue For Ritz Properties

Over $101K was generated from Q3 2021 emails and an average of 59% of that revenue went to Ritz properties; a consistent

trend each month

Q3 2021 Financial Engagement

%o of Monthly Revenue to Ritz Brand

Metrics Q3 2021 QoQ
. Ritz-Carlton NN 54.9%
Bookings 94 +67.9% " AllOther Brands I 45.1%
Ritz-Carlton NN 66.8%
Room nghts 328 +117.2% =« All Other Brands [ 33.2%
Ritz-Carlton [N 53.6%
Revenue $101.1 K +26.5% 3
All Other Brands [ 46.4%

Financial Data Source: Omniture, 7-Day Cookie
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Q3 Engagement Trends Seasonal

July through Sept engagement trends align with previous years (2020 and 2019); August 2019 CTOR was exceptionally
strong from beach article in hero, which was used again in July 2021
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2.0M

15M

oM

S5M

oM

20.2%

18.4% 17.8%
16.8%
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6.1% . * 5.8%
- -
Jan 20 Feb'20 Aug '20 Sep'20

Newsletter Engagement Trends

Delivered =#=Open Rate +—CTOR

30.6% 30.2% 31.1%

8.2%

e - 6.7%
5.2% . .
- 3.3%
.
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The Ritz-Carlton Newsletter 2019
Engagement Trends
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h——\i.a%

14.9%

8.4%

5.5%

July August September

25.0%




Consistent Regional Engagement

Sept ‘21 Delivered Counts

us 25M

Sept 2021 open and CTO rate declines were consistent in most regions, except for CTOR in APAC CANADA | 1102K
CALA 13.4 K
EUROPE 50.5 K
MEA 69.1 K
APAC 80.4 K

Regional Open Rates Regional CTO Rates
July = August B September July = August M September
60.0% 12.0%
45.0% 37.7% 41.7% 9.0% 79% 7.3%
5.1%

29.3% 29.2% 0 5 6%
30.0% 24.2% 21 1% 6.0% 5.5% o
15.0% I I I 3.0% I I
0.0% 0.0%
u.s. MEA

CANADA  CALA EUROPE APAC u.s. CANADA CALA
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CRM Engagement Remained Steady Even With Fewer Deliveries

Segment counts continue to decline since the last time audiences were scored, but overall open and unsub. rate
engagement remained stable and clicks increased

2 T e
77M  +04% |2154K -1.9% 1940K 2.1% 1942K -16% 149.0K  3.0% 837K 24% | 85M  +0.2%
EE 2w 41% | 549K 3.6% 525K 22% 482K  2.7% 321K = 3.0% 167K 3.0% | 23M  -4.0%
27.7%  -13pts. | 255% -0.5pts. 27.0% -0.0pts. 24.8% -03pts. 21.5%  -0.0pts. 20.0% -Oipts. | 27.3%  -1.2pts.
1847K  +642% | 72K  +46.9% 85K | +553% 72K  +53.7% 40K  +57.4% 17K +62.6% | 213.4K = +62.7%
CTR 2.4% +0.9 pts. 3.3% +1.1pts. 4.4% | +1.6pts. 3.7%  +1.3 pts. 2.7% +1.0pts.  2.1% +0.8 pts. 2.5% +1.0 pts.
8.7% +3.6 pts. 13.1% +4.5pts. 16.2%  +6.0pts. 15.0% +5.5pts. 12.4% | +4.7pts.  10.4% +4.2 pts. 9.2% +3.8 pts.
0.15% -0.01 pts. | 0.08% +0.01pts. 0.07% +0.01 pts. 0.06% -0.00pts. 0.09%  +0.01pts. 0.08% -0.00 pts. 0.14% -0.01 pts.

9 THE RITZ-CARLTON | data axde



Consistent CRM Segment Engagement Trends

«  July was strongest Q3 month for all segments; highest CTOR YTD for all

. September MoM CTOR declines were higher for Sun Seekers, Celebrators, and Occ. Explorers (down 3 to 4 pts.)

Mar 21 —Sep ‘21

Mar ‘21 —Sep ‘21

Del. 25M 26M 2.6M MoM -0.08% (-2.0 K)
OTHER GUESTS Open% 29.4% 28.2% 25.4% \—\/\
CTOR 10.1% 9.2% 6.6% \/\
Del. 70.7K 72.5K 72.2K MoM -0.30% (-218)
WELLTRAVELED ) noe 26.7% 25.4% 24.3%
EXECUTIVES penve I % 3%
CTOR 15.0% 13.5% 10.8% \’_/\\
Del. 64.1K 65.0K 64.9K MoM -0.27% (-173)
SUN SEEKERS Open% 28.5% 27.2% 25.5% \/\/\
CTOR 18.9% 164%  ( 130% ) \‘/\

Del. 646K 649K 647K MoM -0.26% (-166)
THE CELEBRATORS Open%  262%  250%  23.2% \/\/\
CTOR  17.0%  160% \f\

Del. 486K 503K 501K MoM -0.40% (-200)
OCCASIONAL EXPLORERS Open%  226%  21.9%  201% \/\/\\
CTOR 14.9% 12.5% “\\/\

Del. 275K 282K 280K MoM -0.50% (-141)
THE ASPIRERS Open%  211%  202%  186% \/\/\
CTOR  124%  103%  81% \\/\

10
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Slight Decline in Open Rate for all Members

July was strongest Q3 month for all segments; highest CTOR YTD for all — also above Bonvoy July CTOR avg. of 6.6%
Additional data needed to understand Non-member audience; open rates below Bonvoy YTD avg. of 21%; openers

are really engaged with CTORs above Bonvoy 2.2% avg.

Mar 21 -Sep ‘21

Mar 21 —-Sep 21

Del. 198.2K 196.3K 193.6K MoM -1.4% (-2.7K) Del. 578.5K 581.8K 583.5K MoM +0.3% (+1.7K)
NON-MEMBER  Open% 16.2% 15.6% 14.0% \/\/\ GOLD Open% 32.1% 30.7% 27.9% \,\/\
CTOR 10.5% 9.6% 6.8% \/\ CTOR 11.8% 10.4% 7.6% \/\\

Del. 13M 13M 13M MoM -0.6% (-8.2K) Del. 187.8K 190.5K 192.9K MoM +1.3% (+2.4K)
BASIC Open% 28.7% 27.5% 24.6% \'\/‘\ PLATINUM Open% 30.7% 29.4% 26.9% \/\/\
CTOR 9.3% 8.5% 6.0% \\/\\ CTOR 13.6% 11.9% 8.9% \//\\

Del. 3422K 342.5K 341.6K MoM -0.3% (-1.0K) Del. 219.8K 223.1K 227.0K MoM +1.8% (+3.9K)
SILVER Open% 31.0% 29.6% 26.5% \*\/-\ TITANIUM Open% 30.3% 29.2% 27.2% \/\/\\
CTOR 10.0% 9.4% 6.6% \/\ CTOR 13.4% 11.7% 9.1% \//\

Del. 32.8K 339K 34.9K MoM +2.8% (+1.0K)
AMBASSADOR Open% 27.2% 26.6% 24.6% \’/\—~—\
CTOR 13.6% 11.0% 9.4% —.—//\\

11
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Top Performing Q3 2021 Content:

(North American Version)

Beaches, Offers, Destinations, Property Features

ROMANTIC ESCAPE

5 MUST-VISIT LAKE BEACHES TO TURKS & CAICOS

July: Lake Beaches
Most clicked in Q3

52% of emall clicks

(Hero placement)

Aug: Romance Package
Ranked #4 in Q3 top 10

#2 Most clicked in Aug
(Middle placement)

12 THE RITZ-CARLTON | data axde

TEJOURNEY

THE WORLD IS WAITING THE RITZ-CARLTON, LAKE TAHOF
Fname, discover JDiscor Inspiration for

E M( TAIN

July & Sept: Nav Bar

July & Sept: Hotel Spotlight
Ranked #5,6,7 in Q3 top 10

12% & 16% of monthly clicks
(under Hero)

High clicks on new module

17% & 16% of monthly clicks
(under Hero)



Q3 2021 Performance Recommendations

«  Shift engagement focus to tracking click activity and audience health since impacts of Sept 20t
Apple iOS 15 update has made open rates an unreliable KPI
o Focus on tracking click count trends and CTRs
o Continue to monitor unsubscribe rates and post-click activity

»  Continue tracking CRM segment engagement and noting trends until new segments defined
« Look into Non-member audience make-up to better understand low open activity
«  Explore using 3" party data to improve targeting criteria and content personalization

« Plan for adding all of the luxury segments to email audience; measure engagement impacts and
determine need for any content versioning
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Content Recommendations

» Destination guides engaged readers, even in lower placement

o Continue using module to showcase themed content

o For example: showcase F1 race locations, culinary content like a selection of drink recipes for the holidays

« Readers continue to engage with packages or exclusive offers; include when there is a need to

increase engagement & revenue

«  Continue exploring opportunities to test where geo-targeting works well to increase relevancy and

lift engagement; consider subject lines and the hero again
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Monthly Engagement:

September + October
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*Compared to rolling 12-month average

September 2021 Newsletter Performance

2.8 M 714.4 K 25.2%
Emails Delivered Opens Open Rate
+22.2% (516.2K) +15.4% (95.2K) -1.49 pts.

49.8 K 1.8% 7.0%

Clicks CTR CTOR
+18.3% (7.7K) -0.06 pts. +0.17 pts.

0.13%

Unsubscribe Rate
+0.04 pts.

THE RITZ-CARLTON | data axde

Delivery counts increased from consistent send volumes
compared to lower counts in 2020; impacted open and

click counts

Seasonality impacted engagement; open rate decline

aligned with previous year trends (2019 and 2020)

Engagement was above Sept ‘21 Bonvoy averages:
o 24.1% open rate
o 1.2%CTR
o  4.9% CTOR

o 0.19% unsub rate



September 2021 Heat Map

(Creative: U.S. Version)

]
i Video 0.96% Clks
et == um

AN UNEXPECTED WELCOME

. Hero was main click driver at 38.7%

+  Openers also engaged in hotel and e e

BEST SUNSETS

destination content
o  Hotel spotlight 16.9%

|
Scenography 0.99% Clks

TOASTING THE GOLDEN HOUR

n THE RITZ-CARLTON, DOVE MOUNTAIN

o  Destination guide 15.9% " i S —
Hotel Spotlight 16.95% Clks Feature 0.83% Clks
o Promo/Club Level 8.2% JOURNEN _m-
WHERE WILL YOU GO NEXT? s

INTRODUCING:

OUR LADIES & GENTLEMEN

«  Readers scrolled to engage with ﬂ.l -
. Destination Guide
animated Instagram, 4.9% was 2 15.98% Clks

highest YTD o e

Instagram 4.96% Clks

] _ 3 o
|- i
Shops 1.07% Clks

Promotion 8.24% Clks
—

: - CREATE THE ULTIMATE
EXPERIENCE CLUB LEVEL, KAITLIN PICNIC EXPERIENCE
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Footer (not shown) 5.57% Clks



October 2021 Newsletter Performance

*Compared to rolling 12-month average
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2.8 M 661.3 K 23.3%
Emails Delivered Opens Open Rate
+18.1% (433.6K) +2.3% (14.8K) -3.60 pts.

55.6 K 2.0% 8.4%

Clicks CTR CTOR
+27.8% (12.1K) +0.15 pts. +1.68 pts.
0.13%
Unsubscribe Rate
-0.04 pts.

Delivery counts increased from consistent send volumes

compared to lower counts in 2020

Open tracking was impacted by Apple iOS update late
Sept., so open rate and CTORs are now unreliable KPIs
o Will continue to monitor for the next couple of months to see
how engagement will shift and if we should move away from
tracking altogether
Positive lift on click counts and CTRs vs. average, also up
MoM (clicks +12% and CTR +0.2 pts)

o Most clicks went to the mountain retreats hero; the % of hero
clicks +4 pts. MoM



October 2021 Heat Map

AN
(Creative: U.S. Version) gﬁ
AL

Hero 42.28% Clks
NN | JT ek

11 MAJESTIC MOUNTAIN RETREATS

‘ "* < /

Property 4.10% Clks

New Openings 2.83% Clks
oo N

OPENING SOON:
THE RITZ-CARLTON, MEXICO CITY AN ESTATE WITH A STORY

. Intriguing mountain retreat hero article
engaged openers, module click activity
+4 pts. MoM T

o  Possible increase from using listicle e e Loyalty 2.77% Clks

approach in hero and CTA copy — a Hotel Spotlight 12.68% Clks

proven engagement driver; also

Scenography 1.04% Clks

previous CTA test winner PERTH: WHERE NIGHT TAKES FLIGHT

. Geo-targeted hotel spotlight and

OURNEY
6 OUTDOOR ADVENTURES EVERY
FAMILY SHOULD EXPERIENCE

Travel by Interest 1.74% Clks

72 HOURS IN ISTANBUL

neighboring Journey article captured

over 12% of clicks

. Interesting Instagram content captured

more clicks MoM and 5.7% of clicks is

highest YTD STORIES FROM OUR

LADIES AND GENTLEMEN

w—s EXPERIENCE THE WORLD
- UNTETHERED #RCMEMORIES

Footer (not shown) 4.74% Clks




Content / Module Performance: October 2021

% of Module Clicks ( La'::llglilhes)

(North American Version)

October21
(Outdoors)

August’21

September21

(Summer Getaways) (Fall Getaways)

+ Positive sign of engagement from

20

Header 1.78% 1.62% 2.50% 2.11% fewer header and footer clicks MoM
Hero 52.45% 34.39% 38.46% 42.28%
Near You 6.69% Hero engagement returned to
Journey Promo previous levels in Oct.
« Nav bar and hotel spotlight pulled
Journey clicks in Sept. mailing
(Destination Guides)| 17 490, 6.52% 16.12% 12.85%
Journey2 4.42% Featuring specific properties
Property 4.10% generated clicks each month
Yacht Collection 4.25% 6.98% 5.04% . L
Hotel Spotlight 12.69% 11.39% 16.58% 12.68% Positive response to ||_1tr|gumg
i : : : : Instagram content; click activity
New Openings 2.13% 2.83% increasing each month
Video 0.56% 0.83% 0.97%
Travel by Interest 2.46% 6.40% 1.74%
Scenography 0.66% 0.85% 1.01% 1.04%
Loyalty/Moments - 1.92% 2.77%
Promos 14.54% 8.22% 2.09%
Shop 1.11%
Instagram 1.62% 4.03% 4.71% 5.71%
Footer 3.91% 3.85% 5.91% 4.74%
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TESTING & OPTIMIZATION
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Direct, Listicle Style CTAs Drove More Clicks

. Tested 2 CTA copy versions in July and August 21 Ritz eNews: direct, listicle style vs. softerlanguage
. Direct, listicle style was the consistent winner each month driving more CTA clicks and higher CTR; lifts were statistically significant

. Recommend ongoing testing of winner against other challengers (ex: “Read More”, “Visit Location”, “2-Minute Read”)

5 MUST-VISIT LAKE BEACHES 4 DREAMY COUNTRYSIDE GETAWAY'S

[Fname. youllYou] don't need to journey far to experience beachside bliss: some of oure seok ‘ ‘ ;
the world's best beaches can be found lakeside. Here are a few of the most IEyoure sesking one last summeriescape toisomeplace tnexpected. A ranqul

_________________ s ans . fthese cha
glamorous spots to spread out your towel and enjoy spectact retreat just may be the answer. Head to one of these charmingly ruralhotels | _
and resorts to unwind and unplug.

<«—— July 21 Winner

1

1

1

1

1 . \

E +8.7% CTA Clicks :
1 +0.31 pts. CTACTR |

4—:— Aug ‘21 Winner

1
1
' :
1
! +7.2% CTA Clicks
1
| +0.24 pts. CTACTR |




Learning Agenda Update

Q2/3 2021

Q3 2021 Actions Taken:

)"
| ek
g June July mm
«  Started using subject line optimization technology (PCIQ) for |

broader insights and engagement lifts PCIQ Subject Line optimization
. e . Luxury segmentation Q3
+  Tested hero CTA copy in July & Aug to lift click activity CTA Test

+ Increased click engagement and Journey traffic with new

inner navigation module featuring select destination guides

Optimize content > 1 per quarter
Inner Nav (Region / Travel theme /
Journey
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Learning Agenda Update

Upcoming Q4 2021 Opportunities:
+  Continue subject line optimization (PCIQ)
*  Include luxury segmentation and track monthly

performance trends

. Try using eye-brows above headlines to support theme The Art of the Family ~ Dreamy Mountain Michelin-Starred
. Vacation Retreats Meals
and draw attention to content

+  Explore more themed ways to leverage nav bar

™EOURNEY
THE WORLD IS WAITING

g Tl T

\
)
'
H

The Us. & The Middle  Asia and the Europe
Caribbean Canada East Pacific

»  Look for offer inclusion opportunities to help combat
expected Q4 engagement lows

+  Expand geo-targeting opportunities (subject lines &
hero module)

ROMANTIC ESCAPE
TO TURKS & CAICOS
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APPENDIX
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Historical Engagement Trends: 2019

The Ritz-Carlton Newsletter 2019 Engagement Trends

Delivered —e—0Open Rate CTOR
270M 25.0%
20.2%
2.50M
18.7% 18.9% 20.0%
18.0% 17.6% 17.8% 17.6%
16.3% 16.8% 16.8%
2.30M 15.5%
15.0%
14.95%
2.10M
10.98% 10.0%
1.90M
8.41%
7.50% 0%
1.70M = 5.50% 5.57% 5.48% ‘
4.50% 4.43% 4.70%
1.50M 0.0%
January March April May June July August September October November December
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28

Top 10 Content Themes: Q3 2021

(North American Version)

MODULE ARTICLE CLICK CTR
HERO 5 Must-Visit Lake Beaches 48.5 K 1.98%
HERO 4 Dreamy Countryside Getaways 29.4 K 1.03%
HERO In Search Of The World’s Best Sunsets 20.7K 0.73%
PACKAGE OFFER Romantic Escape To Turks & Caicos 12.4K 0.44%
HOTEL SPOTLIGHT The Ritz-Carlton, Lake Tahoe 12.4K 0.49%
HOTEL SPOTLIGHT The Ritz-Carlton Reynolds, Lake Oconee 9.7K 0.34%
HOTEL SPOTLIGHT The Ritz-Carlton, Dove Mountain 9.1K 0.32%
DESTINATION GUIDE The Caribbean 6.0K 0.25%
YACHT COLLECTION Yachting The French And Italian Rivieras 6.0K 0.21%
July DESTINATION GUIDE U.S. & Canada 5.8K 0.24%
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July 2021 Heat Map (N. Am Version)

. Hero engagement consistent with other
mailings featuring beach content (56% of

clicks in Aug ‘19; same article)

. New Journey destination guides module
captured over 17% of clicks; strong
engagement for first-time

1. Caribbean (6.3K clicks)
2. U.S. & Canada (6.2K clicks)
3. Europe (2.3K clicks)

. Hotel spotlight for Lake Tahoe was also a

strong click-catcher; 12.7% of clicks
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Header 1.8% Clks .

&

THE RITZ-CARLTON

New Openings: Europe
2.1% Clks

v . ’-"? g
- L2 |
Hero 52.5% Clks

5 MUST-VISIT LAKE BEACHES

INSPIRED EVENINGS ON
AL HAMRA BEACH

Travel By Interest 2.5% Clks

m ——p

TRAVEL BY INTEREST: GOLF
X Instagram 1.6% Clks

Hotel Spot |ght 12.7% Clks

"JOURNEY
THE WORLD IS WAITING

-- q..

Destination Guides Journey
17.5% Clks

#RCMEMORIES

A MEMORABLE FAREWELL IN
ISTANBUL

Let Us Stay 0.6% Clks

SAIL TO THE AZORES

Yacht Collection 4.3% Clks

Footer (not shown) 3.9% Clks




Video 0.8% Clks

August 2021 Heat Map (U.S. Version

THE RITZ-CARLTON

1 — Promo 14.50/0 Clks
) Header 1.62% Clks s

ROMANTIC ESCAPE
TO TURKS & CAICOS

. Hero engagement still strong but decreased
from July (52% of clicks)

youtre seeking one lest

. Romance promo offer secured the second most ; L‘;ﬁ ‘
4 DREAMY COUNTRYSIDE GETAWAYS “
Yacht Collection 7.0% Clks

=

engaged content this month with 14.5% of

email clicks
- : | 3 1.'

Scenography 0.9% Clks

MEET ME AT THE RITZ-CARLTON,
ST. LOUIS

YACHTING THE FRENCH AND ITALIAN
RIVIERAS

. Journey Destination Guides received strong

engagement despite the lower page position

. Included relaunch of Moments since pandemic &
T L b e VT

. Instagram imagery/.gif drove more BN
: Moments 1.9% Clks
engagement that previous month _ e

CELEBRATE TENNIS HISTORY

e JOURNEY
AROUND THE WORLD

DINING TOUR THROUGH
NEW ORLEANS

Journey Destination Guides : g —
6.5% Clks o ee e <
ﬂ.--- Footer (not shown)

3.4% Clks

US &  The Middle
Canbbesn  Canada Fast
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