Q4 2021 Email Review

February 8, 2022
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Meeting Agenda

* Q4 Performance Summary & Engagement Trends
« Q4 Recommendations
« December eNews Performance

« New Year’s Eve Solo Performance
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Performance Summary: Q4 2021

. Delivered count had a significant increase QoQ (+42.5%) with inclusion of all luxury segments beginning in

November and over 2M more subscribers seeing newsletter as of December mailing

. Performance has decreased for all key KPIs on a rolling 12-month average, impacted by introduction of
newsletter to luxury segments for the first time and differentiated engagement behavior with newer audience
. Engagement trends were consistent with overall email performance for most CRM segments and Bonvoy

member levels

. Click activity continued to be heavily concentrated in two modules: Hero and Journey (Destination Guides)
o  Oct Geo-targeted Hotel Spotlight and Dec Near You modules also generated interest from readers

o  Oct Instagram feature was top Instagram feature for 2021 featuring Koh Samui Thailand property; #RCMEMORIES #KohSamui
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Q4 2021 Performance
Summary & Recommendations
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New Audiences and Industry Changes Impacted Q4 Engagement

Metrics Q4 2021 QoQ Inclusion of additional luxury audiences in Nov & Dec increased Q4

Delivered 121 M +42.5% deliveries (+42.5% QoQ); growth drove overall Q4 engagement shift

Opens 25M +6.5% o  Typical engagement shift as new audiences warm up to campaign

Open Rate 20.4% 6.9 pts. o  Continue to monitor engagement for KPI improvements

Clicks 178.1 K 16.5% . Open rates and CTORs are now unreliable KPIs after Apple’s iOS

o 1.5% 1.0 pts. update in September; open counts no longer include Apple opens

CTOR 7.29% -2.0 pts o Plans in place to continue optimizing subject lines to help drive open activity

. CTR slightly below Q3; shifted after adding new audiences

Unsub Rate - -—--

. Unsub rate impacted by data issues in both Oct and Nov; to resume
*Stats are for the Newsletter, does not include the

12/31 Solo tracking after data cleaning concluded
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KPI Trends Impacted by Audience Growth In Nov & Dec

Noticeable decline after adding the rest of the luxury segments to email audience; engagement shift typical with new audiences

Open rates were also understated after Apple iOS update in Sept

Newsletter Engagement Trends
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For Comparison:

RC eNews 2019 Engagement Trends

The Ritz-Carlton Newsletter 2019 Engagement Trends
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Delivered Count Significantly Increased QoQ Impacting CTR

. Delivery volume increased 42.5% QoQ with inclusion of additional luxury segments beginning in Nov; impacted MoM CTR shift
. Continue to monitor as primary KPI and track seasonal changes

Newsletter Engagement Trends

Delivered —e—CTR Delivered Count
6.0 M 26.3%. MoM 3.5%
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Improvements in Q4 Regional Engagement

Regional CTR
October November M December
3.5%
3.0%
2 5% 939 2.4%
2.0% 1.6%
1.5% 1.2%
1.0%
0.5%
0.0%
U.S. CANADA CALA EUROPE

*Canada was suppressed in Nov 21
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December 2021
Delivered Counts

1.1%

APAC

0.9%

MEA

Dec 2021 CTRs had slight increases in most regions, even with a significant rise in delivered counts MoM
Engagement for the U.S. was -0.14 pts. MoM, and CALA was near flat with only a -0.04 pts. MoM decline
Geo-targeted content made up the top 3 most clicked Dec modules in most regions: hero, nav bar, holiday experiences, and hotel spotlight
Yacht collection article was an exception in the U.S., CALA, and Canada — it was #3 most clicked

Region Counts (MoM)
u.s. 4.3 M (+21%)
CANADA 161.1 K
CALA 37.2 K (+89%)
EUROPE 153.9 K (+38%)
MEA 166.6 K (+21%)
APAC 313.7 K (+28%)




Similar CTR Trend For All Bonvoy Levels

All loyalty tiers saw a decline in CTR as Q4 progressed.
Non-Members continue to show lower engagement than Members. Deeper analysis needed to pinpoint engagement differences.

June 21 -Dec’21

June’21 -Dec’21

Del. 1923K  360.5K  354.2K MoM -1.8% (-6.3K)
NON-MEMBER  Open%  13.0% 15.3% 9.3% /‘\\/\
CTR 1.1% 0.8% 0.6% /\/\

Del. 13M 1.9M 26M MoM +42.4% (+787.5K)
BASIC Open%  22.9% 21.2% 18.2% /\\
CTR 1.7% 1.3% 13% /\/\_

Del. 339.9K  4723K  594.8K MoM +25.9% (+122.5K)
SILVER Open%  24.8% 22.9% 17.4% /\\\
CTR 2.0% 1.3% 1.2% /\,\
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Dell. 339.9K 4723K 896.2 MoM +89.7% (+423.8K)
GOLD Open% 24.8% 22.9% 18.0% »\\\
CTR 2.3% 1.5% 1.4% /\,\_‘
Del. 1945K 267.7k 294.7K MoM +10.1% (+26.9K)
PLATINUM  Open% 24.8% 25.3% 17.8% A\—\
CTR 2.7% 1.6% 1.5% /\\"\__,
Del. 230.4K 315.9K 338.8K MoM +7.2% (+22.9K)
TITANIUM  Open% 24.8% 25.1% 17.9% h\\_\
CTR 2.7% 1.6% 1.5% /\'\_‘
Del. 36.1K 537K 57.8K MoM +7.5% (+4.0K)
AMBASSADOR  Open% 22.4% 23.8% 17.2% ‘_ﬁ\/\
CTR 2.5% 1.4% 1.4% /\x_‘




(U.S. Version)

Top Performing Q4 2021 Content:
Mountain Retreats, Journey Nav Bar, Hotel Spotlight, Instagram

" JOURNEY

WHERE WILL YOU GO NEXT,
KAITLIN?

RNEY
AVEL TAKE YOU
. KAITLIN?

™ JOURNEY

mce e " ‘:“::‘ = F.~\\4|I.[ Y i“h(" 'l,l? I'Xf‘l‘tRVIPT(‘i' SROMEMORIES
ETN
Oct: Mountain Retreats Nov & Dec: Journey Nav Oct: Hotel Spotlight & Journey Oct: Instagram
Most clicked Journey content Geo-targeted hotel spotlight and Most clicked Instagram
moaule in 2021

neighboring Journey article each
had nearly 13% of clicks in Oct 6% of monthly clicks
(under Hero) (above Footer)

Most clicked Hero in Q4

42% of email clicks in Oct
(Hero placement)

42% of email clicks in Nov
(under Hero)

12 THE RITZ-CARLTON | data axde



13

Content / Module Performance: Q4 2021

% of Module Clicks

Header

Hero

Hotels Near You
Journey Promo
Journey (Nav Bar)
Journey 2
Property

Yacht Collection
Hotel Spotlight
New Openings
Video

Travel by Interest
Scenography
Ladies & Gentlemen
Loyalty/Moments
Promos

Shop

Instagram

Footer

October'21
(Mountains & Outdoors)

5.71%
4.74%

November "21
(Holiday Travel Planning)

4.36%
1.88%
1.64%
3.83%
3.83%
0.75%
8.04%

December ‘21
(Holiday Travel Planning)

2.66%
35.72%
10.15%

21.64%
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(U.S. Version)

Hero returned #1 most clicked in Dec.

Journey/Nav Bar continued as top performer

Strong click activity on property features
« High engagement in Hotel Spotlight
+ Hotels Near You was 3 most clicked

Yacht Collection was consistently a strong
click-catcher each month in Q4

High Dec footer clicks in Nov and Dec were
an impact of new audiences

Scenography, Shop, New Openings, and
Ladies & Gentlemen were among the lower
performing modules this quarter
 Revisit content goals, message frequency,
and creative in 2022



Q4 2021 Performance Recommendations

Continue to focus on tracking click activity and audience health since Apple iOS update in order to assess and

optimize email performance
o Resume tracking unsubscribe rates after database has been cleaned
. Continue to monitor new audience engagement trends; consider setting-up tracking for new readers
. Determine need for CRM segment tracking in 2022

. Consider conducting a Non-member deep dive to understand low engagement trends and opportunities to

improve targeting and/or personalization
. Explore using 3 party data to improve targeting criteria and content personalization

. Evaluate engagement trends with new luxury segments; measure engagement impacts and determine need for

any content versioning
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Content Recommendations

+ Set 2022 learning agenda and optimization roadmap that align with brand goals & content plans
«  Consider testing listicle style headlines; approach positively influenced Oct click activity

« Revisit goals for lower performing content, their message frequency, and creative treatment in 2022:

Scenography, Shop, New Openings, and Ladies & Gentlemen

« Journey Nav Bar module continues to engage openers; continue using for themed content, F1 race
locations, or for several culinary articles targeted to foodies (use past clicks or 3™ party data to help

target content)
«  Consider testing Hotel Spotlight CTAs to drive engagement: Explore vs. Reserve vs. Stay

«  Continue leveraging geo-targeting where relevant in order to lift engagement; consider subject lines

and the hero again
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Monthly Engagement:
December Newsletter + NYE Solo 2021
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December 4t Newsletter

Theme: Holiday Travel Planning

Subject Line (Used PCIQ Optimization):

(List) INSIDE THE RITZ-CARLTON: 5 Magical Holiday Getaways
in [Destination]

(Authority) INSIDE THE RITZ-CARLTON: Where to Go for a
Magical Holiday Getaway in [Destination]

(How to) INSIDE THE RITZ-CARLTON: Tips for Planning a
Magical Holiday Getaway in [Destination]

(Solution) INSIDE THE RITZ-CARLTON: Your Guide to Magical
Holiday Getaways in [Destination]

(Intrigue) INSIDE THE RITZ-CARLTON: These 5 Destinations
are Magical!

Pre-Header:

Plus, your guide to 2022 travel - close to home or around the world

THE RITZ-CARLTON | data axde
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THE RITZ-CARLTON

EXTRAORDINARY HOLIDAY
GETAWAYS IN THE U.S. AND
CANADA

STAY IN SAN FRANCISC
T

MORE HOLIDAY
EXPERIENCES IN THE U.S.

T IOURNEY

WHERE WILL TRAVEL TAKE YOU
NEXT YEAR, KAITLIN?

NOW OPEN
THE RITZ-CARLTON, HARBIN

Creative: U.S. Version

LET US STAY WITH YOL
HOLIDAYS PERFECTED

RCMEMORIES



December 2021: Decrease For Key KPIs Driven By New Luxury Segment Inclusion

5.2 M

Emails Delivered
+80.3% (2.3 M)

904.1 K

Opens
+16.9% (130.8K)

B g

.
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17.4% 67.0K
Open Rate Clicks
-9.4 pts. +26.0% (13.8K)
1.3%
CTR
\ il -0.56 pts.
7.4%
B ——
= T CTOR
i ¥ +0.54 pts.

December 2021 vs. Rolling 12-Month Average (November 2020 — November 2021)

*Apple iOS 15 update and suppression of open data also impacted open and click activity



Segment Engagement Remains Mixed

. Overall performance higher for non-luxury segment

o New luxury audience engagement typical to be lower than existing audiences

for those not as familiar with newsletter

o  Will continue to track as luxury segments become more seasoned readers;

look for segment level engagement trends and content differences

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

December 2021:

Luxury vs. Non-Luxury Segment Engagement

Segments Delivered Open Rate Clicks
L1 Lux Only 537.9K 56.5 K 10.5% 42K 0.79% 7.5%
L2A High User 253.4 K 31.3K 12.4% 2.8K 1.12% 9.1%
L2B Low User 1.2M 161.5K 13.6% 14.1 K 1.19% 8.7%
L3 Lux Redeemer 293.6 K 44,5 K 15.1% 3.7K 1.27% 8.4%
Non-Luxury 29M 610.2 K 20.9% 42.1K 1.45% 6.9%
Grand Total 52 M 904.1 K 17.4% 67.0 K 1.29% 7.4%
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A” Segments Heat Map: . Hero and Nav Bar (Journey Destinations) generated most click activity
December 2021 . Hotels Near You returned this month and was 3" most clicked with 10%+ of clicks

o  Footer drove click activity slightly higher than normal; impact of new audiences
(U.S. Version)

Header: ..
2.7% clks.
Yacht Collection: Let Us Stay:
0, o)
Hero: 5.6% clks. 1.3% clks.
35.7% clks. e T
==
Hotel Spotlight: :
4p4% flks n New Hotel Opening:
’ ’ 18% C|kS. Boutiques:
1.4% clks.
Hotels Near You:
10.2% clks.
R Ladies & Gentlemen:
T p— 2.5% clks.
— Instagram:
2.0% clks.
Nav Bar: | B '
21.6% clks. *:A = [ -
e [ ——
20 . Footer (not shown):
— 10.8% clks.
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Top Performing Content: December 2021

(U.S. Version)

Hero content was the most engaging this month, followed by Nav Bar which held 2 of the top 10 most clicked list
Strong performance from hotel specific content (Near You & Spotlight)
Instagram made the top 10 list with over 1.3K clicks

Module Article Clicks CTR
Hero Extraordinary Holiday Getaways in the U.S. and Canada 239K 0.55%
Nav Bar Florida 7.0K 0.16%
Yacht Collection Discover Pura Vida in Costa Rica 3.3K 0.08%
Nav Bar California 3.1K 0.07%
Hotel Spotlight More Holiday Experiences in the U.S. 29K 0.07%
Hotels Near You U.S. East Coast Washington D.C. Holiday experiences 25K 0.06%
Hotels Near You U.S. West Coast Maui Holiday experiences 1.7K 0.04%
Hotels Near You U.S. East Coast New Orleans Holiday experiences 15K 0.03%
Ladies & Gentlemen Ladies & Gentlemen, New York 1.4K 0.03%
Instagram Instagram 13K 0.03%

THE RITZ-CARLTON | data axde



Creative: U.S. Version

December 31t NYE Solo

Subject Line:
+ INSIDE THE RITZ-CARLTON: A New Year's Message for Kaitlin

THE RITZ-CARLTON,
PARADISE VALLEY

THE RITZ-CARLTON,
MEXICO CITY

Pre-Header: ] o
DISCOVER SOMEPLACE NEW

Discover 7 of our newest hotels and resorts for a new year of

relaxation and escape

THE RITZ-CARLTON
NEW YORK, NOMAD

THE RITZ-CARLTON,

AR |_snmin ]

THE RITZ-CARLTON,

GRAND CAYMAN
) R 2
m SET SAIL INTO THE NEW YEAR
THE RITZ-CARLTON DT
MALDIVES, FARI ISLANDS pante .
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NYE Solo 2021

«  Strong 2021 Solo performance compared to Dec 4™ newsletter and 2019 NYE Solo
« Additional deliveries drove more open and click activity; open activity still understated for Apple users

4.1 M 788.5 K 19.1% 88.9 K

Emails Delivered Opens Open Rate Clicks
+64% +29% -5.3 pts. +98%

2.2%

CTR
+0.4 pts.

11.3%

ALD AR AND CTOR
+3.9 pts.

Compared to 2019 NYE Solo
23 THE RITZ-CARLTON | data axde



FOR REFERENCE: Dec 31, 2019 Solo Performance

NYE & NEW OPENINGS SOLO: DEC 3157 PH.-We ook forar 1o weloaing you o o newest ropertiesn 2120

SEGMENTS DELIVERED OPEN OPEN% CLICKS CTR CTOR UNSUB BKGS RMNTS REV/DEL REVENUE o
IOTHER GUESTS 210M |484.4 K| 23.04% |32.6 K| 1.55% |6.73% | 0.24% | 245 | 484 | $0.04
WELL-TRAVELED EXECUTIVES | 101.6 K | 34.2K | 33.68% | 3.5 K | 3.48% [10.34%| 0.16% | 22 67 $0.17
SUN SEEKERS 89.0K |306K|34.33% | 36K |4.07% [11.86%|0.14% | 18 | 49 | $0.15
ITHE CELEBRATORS 845K [27.7K| 32.76% | 2.8K | 3.33% |10.15%| 0.17% | 20 40 $0.12
(OCCASIONAL EXPLORERS 840K |236K|2812% | 1.7K [206% |7.32%|0.17% | 10 | 23 | $0.10
ITHE ASPIRERS 416K |105K | 25.18% | 735 | 1.77% |7.02% | 0.24% | 4 7 $0.04
TOTAL 2.50 M |610.9 K| 24.41% |45.0 K| 1.80% | 7.37% | 0.23% | 319 | 670 | $0.06

Performance Summary:

Brands Revenue % of Total
Higher KPIs than Dec eNews sent 11 Marriott Hotels & Resorts| $27.9 K 19%
days prior and to the same audience -
Ritz-Carlton $22.0 K 15%
Open rates were +8.9 pts. and CTOR Autograph Collection | $19.3 K 13%
was +2.7 pts. compared to Dec eNews Edition $12.4 K 8%
Courtyard $9.9 K 7% . 084% -2
' 0, 4% cl
Generated $143K in revenue and 15% Residence Inn $7.4 K 5%
went to Ritz-Carlton brand hotels :
Westin $6.1K 4%
- V1 ST. THOMAS
Same email approach is planned for 2020 St. Regis $54 K 4% : —
All Other Brands $39.2 K 26%

THE Rl’l‘Z-(IARL’l'()N‘ yes
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Timely, personalized subject line drove open rate and click

rate engagement in Dec 315t NYE Solo

Winner was used in 2019 solo

Winner: A New Year's Message for You 411,751 79,863 19.40% -- 12,806 | 3.11% | 16.03%
Subject Line 2: Happy New Year from The Ritz-Carlton | 411,721 73,565 17.87% | +1.5 pts. | 10,614 | 2.58% | 14.43%
Subject Line 3: INSIDE THE RITZ-CARLTON: A New Year's 411676 73,898 17.95% | +1.4 pts. | 10,033 | 2.66% | 14.79%

Message for You

Pre-Header: Discover 7 of our newest hotels and resorts for a new year of relaxation and escape

THE RITZ-CARLTON | data axde




All Segments Heat Map:

December 31t NYE Solo 2021

Hero copy wished the reader a “Happy New Year From The Ritz-Carlton”

Hotel Spotlight generated the most clicks & bookings; Turks & Caicos and by New
York, and Mexico City properties received bookings from email

(U.S. Version)
Hfader: Paradise Valley:
2.3% clks. 0.0% bkgs. to prop.

11.9% bkegs.

Hero:
4.7% clks.
3.0% bkgs.

Hotel Spotlight:
75.3% clks. (total)
68.7% bkgs. (total)

Turks & Caicos:
26.1% bkgs. to prop.

Maldives, Fari Islands:

0.0% bkgs. to prop.

26

DISCOVER SOMEPLACE NEW

THE RITZ-CARLTON,
TURKS & CAICOS

THE RITZ-CARLTON
MALDIVES, FARI ISLANDS

Mexico City:
8.7% bkgs. to prop.

Harbin:
0.0% bkgs. to prop.

Grand Cayman:
0.0% bkgs. to prop.

i gﬂl,\]}l

THE RITZ-CARLTON,
MEXICO CITY

THE RITZ-CARLTON,
HARBIN

THE RITZ-CARLTON,
GRAND CAYMAN

New York, NOMAD:
13.0% bkgs. to prop.

Yacht Collection:
10.3% clks.
0.0% bkegs,

Footer (not shown):
10.7% clks.
16.4% bkgs.

THE RITZ-CARLTON,
PARADISE VALLEY

THE RITZ-CARLTON
NEW YORK, NOMAD

SET SAIL INTO THE NEW YEAR
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Segment Engagement Mixed for Solo

Overall click performance highest for L2A, L2B and L3

L1 Lux Only and Non-Luxury had lowest CTR; 1pt. lower than other segments

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

December NYE Solo 2021:

Luxury vs. Non-Luxury Segment Engagement
Segments Delivered Opens Open Rate Clicks CTR CTOR
L1 Lux Only 1345K 21.1K 15.7% 25K 1.9% 11.9%
L2A High User 106.0 K 18.5K 17.5% 3.0K 2.9% 16.4%
L2B Low User 738.2 K 126.2 K 17.1% 20.4 K 2.8% 16.1%
L3 Lux Redeemer 197.1K 37.4K 19.0% 5.6K 2.8% 14.9%
Non-Luxury 29M 585.2 K 19.9% 57.4K 1.9% 9.8%
Grand Total 4.1 M 788.5 K 19.1% 88.9 K 2.2% 11.3%
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Member Engagement Increased As Levels Progressed

. Overall click performance highest
for more Elite member levels with
gradual increase all the way from
Basic to Ambassador

. Open rates were fairly comparable
across all member levels; 19 -20%
range

. Non-Members were the least
engaged audience but still had
strong 1.1% CTR

December NYE Solo 2021:
Member Level Engagement

Member Level Delivered Opens  Open Rate Clicks CTR CTOR
Non-Member 185.3 K 15.8 K 8.5% 2.0K 1.1% 12.4%
Basic 21 M 416.1 K 19.6% 41.1K 1.9% 9.9%
Silver 488.3 K 93.8K 19.2% 10.2 K 2.1% 10.8%
Gold 750.6 K 147.8 K 19.7% 19.0K 2.5% 12.8%
Platinum 241.3K 48.3 K 20.0% 6.9 K 2.8% 14.2%
Titanium 281.0K 57.0K 20.3% 8.3K 3.0% 14.6%
Ambassador 47.8 K 9.5K 20.0% 15K 3.2% 15.8%
Grand Total 4.1 M 788.5 K 19.1% 88.9 K 2.2% 11.3%
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NYE Solo Recommendations

«  Plan for sending another timely year-end solo in 2022 featuring key locations to inspire future travel
«  Continue with personalized, timely subject line to drive open rate engagement, and clicks

o Winner: "A New Year's Message for You”

o Listicle pre-header calling out newest locations also helped increase open activity
« Changing to more prominent property feature modules worked to attract more click activity

«  Positive response to Yacht Collection content at end of email; more clicks than hero — consider

including in future NYE solos

«  Look for opportunities to version for key segments: luxury and non-members to lift engagement
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Thank you!



2021 RC eNews Heatmaps

January 21 b April 21
L (Family) 0 oad Trip (Celebrity) 0 ..- 0 P an 8
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% S - -—- 10.2%
Journey Promo 5.4% --- --- --- --- --- --- --- 8.2% 2.83% -—- -
Journey 4.5% 17.0% 6.0% - 5.6% 15.3% 17.5% 6.5% 4.4% 12.9% 42.1% 21.6%
Journey2| 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% - --- e 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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Most Clicked Dec ‘21 Content By Region
Geo-targeted content in top 3
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U.S. Europe
Module Article Clicks Module Article Clicks
Hero Extraordinary Holiday Getaways in the U.S. and Canada | 23,927 Hero Extraordinary European Holiday Getaways 3,316
Holiday Nav Bar | Florida 6,960 Holiday Nav Bar UAE 686
Yacht Collection | Explore the RC Yacht Collection 3,326 Holiday Experiences | More European Holiday Experiences 606
Canada MEA
Module Article Clicks Module Article Clicks
Hero Extraordinary Holiday Getaways in the U.S. and Canada| 1,550 Hero Magical Middle Eastern Holiday Getaways 1,204
Holiday Experiences| More Holiday Experiences in Canada 825 Hotel Spotlight Stay in Oman 396
Yacht Collection | Explore the RC Yacht Collection 239 Holiday Experiences |More Holiday Experiences in the Middle East 382
CALA
Module Article Clicks
Hero Magical Holiday Getaways in Mexico & the Caribbean 472
Hotel Spotlight | More Holiday Experiences in CALA 116
Yacht Collection | Explore the RC Yacht Collection 92
APAC
Module Article Clicks
Hero Magical Asia-Pacific Holiday Getaways 2,656
Hotel Spotlight | Summertime Holiday in Perth 940
Holiday Nav Bar | Indonesia 692




2 Creative: U.S. Version
October 2" Newsletter

Theme: Mountains and Outdoor Getaways

Subject Line (Used PCIQ Optimization):

 (List) INSIDE THE RITZ-CARLTON: 11 Majestic Mountain
Retreats

(Authority) INSIDE THE RITZ-CARLTON: Your Guide to Majestic
Mountain Retreats

* (How To) INSIDE THE RITZ-CARLTON: How to Plan a Majestic
Mountain Retreat

+ (Solution) INSIDE THE RITZ-CARLTON: Where to Find a
Majestic Mountain Retreat

11 MAJESTIC MOUNTAIN RETREATS

W JOURNEY

* (Question) INSIDE THE RITZ-CARLTON: Are you ready for a 6 OUTDOOR ADVENTURES EVERY

FAMILY SHOULD EXPERIENCE

72 HOURS IN ISTANBUL

majestic mountain retreat?
Pre-Header:
Plus, 6 family adventures, our newest hotel opening, and stories
from our Ladies and Gentlemen

STORIES FROM OUR
LADIES AND GENTLEMEN

EXPERIENCE THE WORLD
UNTETHERED

#RCMEMORIES
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Header 2.11% Clks

e P
*C:.

October 2021 Heat Map hlg ¥ -
(Creative: U.S. Version) ﬁxﬁ New Openings 2.83% Clks = - ¥
\:t‘: \ [T e 2 Property 4.10% Clks

. Intriguing mountain retreat hero article . o M Cls THE Rszgf?AESlwgri(l)v?ghco CITY AN ESTATE WITH A STORY

R RS | T ausk
engaged Openers, module C||Ck act|V|ty II !\\MJI-STI('\1()K'NT/\I\‘ RETREATS
+4 pts. MoM T

o Possible increase from using listicle [ R — Loyalty 2.77% Clks
Hotel Spotlight 12.68% Clks

approach in hero and CTA copy — a

Scenography 1.04% Clks

PERTH: WHERE NIGHT TAKES FLIGHT

proven engagement driver; also
previous CTA test winner

. 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

EXPERIENCE THE WORLD
UNTETHERED #RCMEMORIES

Footer (not shown) 4.74% Clks




Creative: U.S. Version

November 8t Newsletter

Theme: Holiday Travel Planning e

Subject Line (Used PCIQ Optimization):
» (List) INSIDE THE RITZ-CARLTON: 5 Types of Travel for One
Perfect Holiday

CELEBRATE ART WEEK IN
SOUTH BEACH

ONE DESTINATION FOR

* (Authority) INSIDE THE RITZ-CARLTON: One Destination for INFINITE HOLIDAY MEMORIES

Infinite Holiday Memories
* (How To) INSIDE THE RITZ-CARLTON: How to Plan the Perfect
Holiday Celebration
+ (Solution) INSIDE THE RITZ-CARLTON: Your Guide to Planning
the Perfect Holiday I£F= » i
* (Question) INSIDE THE RITZ-CARLTON: How Will You Spend B‘.i
the Holidays?
Pre-Header: LADIES AND GENTLEMEN

Plus, explore our newly redesigned resort, The Ritz-Carlton

NEWLY REDESIGNED
ORLANDO RESORT

™ JOURNEY

WHERE WILL YOU GO NEXT,
KAITLIN?

Orlando, Grande Lakes

A MASTER CLASS IN
HOLIDAY ENTERTAINING

SUN-DRENCHED HOLIDAYS AT SEA

#RCMEMORIES
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https://nam12.safelinks.protection.outlook.com/?url=https://email-marriott.com/T/v70000017d01d55e5392468e6e96638918/1be1ae933ab7421d0000021ef3a0bcde/1be1ae93-3ab7-421d-b89b-4c0da13ee6ab?__dU__%3Dv0oQlZ2XmHtXjKKCycNLIk04888UAVMa5S575yBLsoKzM4fwBvfuHkRA%3D%3D%26__F__%3Dv0fUYvjHMDjRPMSh3tviDHXIoXcPxvDgUUCCPvXMWoX_0JoZLAZABQF4zau-oFBc2TNlTq7z8LKg1QvzA5YufE33mvZNeVWafCkvRmITC628O8D07XborpLBDfKLZL7D5Q6ppFj63PBkbU536Sbk__fsh4sr7rcDvrS6xA_Y5nhl8rrZ6A8sOcshHvDR1AN9TRC9n3wQWmlxy_slhquwUbnUUH9IaR2ptfxtnuyqtMql3fp07yZU5SSRqQsz5aNPr7FQGK1UO87aFznKHT_WB99S44tK7DVHXEVIYLwZCMoPw79iIM-u6PC9dOOvMRJjc1AKvB20uOV4rgxxsas9mL6iy4dpqOnHn6lELmwtC-_8pJnsSX6ebbJpO-zJgRvcNIi6uyrpGprOqsYo5WUP6XKDyF_pgTFFQFeBMU-15vn-0%3D&data=04|01|Donovan.Parisi@data-axle.com|26ac2e6dda00485de9a108d9a30d98cb|843d9d80d65143668ce87a742772332b|0|0|637720101080486644|Unknown|TWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D|1000&sdata=gIlmR0UQ3d%2Brwge%2BmPRb0hj0gYUNaizI1J8kSL0m7Vw%3D&reserved=0
https://nam12.safelinks.protection.outlook.com/?url=https://email-marriott.com/T/v70000017d01d55e5392468e6e96638918/1be1ae933ab7421d0000021ef3a0bcdc/1be1ae93-3ab7-421d-b89b-4c0da13ee6ab?__dU__%3Dv0oQlZ2XmHtXjKKCycNLIk04888UAVMa5S575yBLsoKzM4fwBvfuHkRA%3D%3D%26__F__%3Dv0fUYvjHMDjRPMSh3tviDHXIoXcPxvDgUUCCPvXMWoX_0JoZLAZABQF5CLXdhWzb_SmF07lK6yUfEdf7WCC060KYFSNjeK080hSKYuhwPKk-l-vCM0NYwKgjf_5mtK_5_y2_2M8TfjoBThZlsXjJJ88h65wjXjhO59HqhnwCSMvLGOSzDpxXIPOQUuaPA1sO813-wNXFAhANe--5fybc6vISdTIFxHlfpujFyTZM9XGFMqnAoD5HUhx4-3awbreRjGlpP23WTJaFfLWztKdCLkt1bFOoCdH77QpDgw8D4QIWUjsLEKEnawB0F1UMQ2HRu_F0HNIeqDIiVl0yXU0WfYcmQgcJ88U_ZmMgNy9rOlNu5qxpSVpnsgB7Qiz5s6Jk7z4orlrvnu1DUU3C1EzW7jR2TstUnqVuLUVxAifgiT8fqBJnchazxAaw%3D%3D&data=04|01|Donovan.Parisi@data-axle.com|26ac2e6dda00485de9a108d9a30d98cb|843d9d80d65143668ce87a742772332b|0|0|637720101080476691|Unknown|TWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D|1000&sdata=BX9WvbjMI/25LeHvVv53Z4ZwZodjByMnS0ikgn6d%2BrI%3D&reserved=0
https://nam12.safelinks.protection.outlook.com/?url=https://email-marriott.com/T/v70000017d01d55e5392468e6e96638918/1be1ae933ab7421d0000021ef3a0bcda/1be1ae93-3ab7-421d-b89b-4c0da13ee6ab?__dU__%3Dv0oQlZ2XmHtXjKKCycNLIk04888UAVMa5S575yBLsoKzM4fwBvfuHkRA%3D%3D%26__F__%3Dv0fUYvjHMDjRPMSh3tviDHXIoXcPxvDgUUCCPvXMWoX_0JoZLAZABQF5CLXdhWzb_SmF07lK6yUfEdf7WCC060KcmSUUMLkyFtjOYJSCrocNhC3FgWlc7QFDwEqpRnDt0-xmU5mdfIeoCHcuj8q26NGCq6gcS5ZTYGOH23Czc9KbvnJ7fY-TmlovW5wOPcpndTrryac7xaMTJC1eSoheJkbKXYoEvDC29OvqjhbcHxuTKiH6ozFUj_STovJfP2E67wgoNq8G0J0628nPVghd_-dU9tS74rG1i_O0JJsl-iY2mcH7ANIZUPtCcBrHPfjCsk6srqXRjKD4OFV2sg1LAaP6Jfa3tzLuPoeNcJyl3ne4kexVoP2n7282W9urXPubpPChcGdO-_DxALJGHZQSec06szOQ8qN0PUzr4bXwE6XtW0I_ZmS-TlV0WnQHl0YpjL&data=04|01|Donovan.Parisi@data-axle.com|26ac2e6dda00485de9a108d9a30d98cb|843d9d80d65143668ce87a742772332b|0|0|637720101080466732|Unknown|TWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D|1000&sdata=JvAx%2BziAfsb5A5gfmOmVnqSbiQhuQ3GxijamYJJVgXQ%3D&reserved=0
https://nam12.safelinks.protection.outlook.com/?url=https://email-marriott.com/T/v70000017d01d55e5392468e6e96638918/1be1ae933ab7421d0000021ef3a0bcc4/1be1ae93-3ab7-421d-b89b-4c0da13ee6ab?__dU__%3Dv0oQlZ2XmHtXjKKCycNLIk04888UAVMa5S575yBLsoKzM4fwBvfuHkRA%3D%3D%26__F__%3Dv0fUYvjHMDjRPMSh3tviDHXIoXcPxvDgUUCCPvXMWoX_0JoZLAZABQF5CLXdhWzb_SmF07lK6yUfF1hjNKYhZVmRuRdAIzrQ3wE-Dk0npTEm8qnelDj481LfViimr4PHzjOt4ZtJ8brcFouvYPdQkQXDO2EhbrpvfqGudKID1Wfh2S2R5pGWv_jeabrGNMWcluJi8QOb1hUkCSuDrmFMUnh64EGcEK1v-HUTqBQwYa1FGa-jt3plckiDyDixEc__ZajtvXFSfRg-tmqDYDMJOctqtK4R1cw7A-UoYkTYRtlac3u8Yu2b_3I_lBY6H3hMT_m1IbnolV_XQ-hUcUAylJSFCDIsEH7nEde2QgDEaNnrcmQNjLa6tjuapNlmr8XANFpdGMuXwpzNxvkf1_tw_hfk7mJ0wvtc7A&data=04|01|Donovan.Parisi@data-axle.com|26ac2e6dda00485de9a108d9a30d98cb|843d9d80d65143668ce87a742772332b|0|0|637720101080317388|Unknown|TWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D|1000&sdata=aeBjGDBYYHI2H7ErrhAEAluqlNMwyzy9NAMCrvD92KU%3D&reserved=0

November 2021 Heat Map
(U.S. Version)

. Hero saw significant decrease in click activity MoM
with Holiday Travel Nav bar driving most click
activity at 42.07%

o Last month the Hero generated 42.28% of clicks

o Newer luxury audience could be engaging
differently than non-luxury audience due to this
being their first time seeing this newsletter

. Property Spotlight had strong engagement, 3
highest, despite being positioned lower in the email
o Preheader did encourage readers to check out
new property: “Plus, explore our newly redesigned
resort, The Ritz-Carlton Orlando, Grande Lakes”
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Header 3.52% Clks

THE RITZ-CARLTON

e,

ONE DESTINATION FOR
INFINITE HOLIDAY MEMORIES

" JOURNEY
WHERE WILL YOU GO NEXT.
KAITLIN?

Hollday Travel 42.07% Clks
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Beach
e, Expeences.

NSO .Y, |
Journey 4.13% Clks

A MASTER €
HOLIDAY ENTE

Loyalty 3. 83% Clks
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1.64% Clks Scenography §8% Clks
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STORIES FRD\] OU] R
LADIES AND GENTLE!

Yacht 4.27% Clks

SUN-DRENCHED HOLIDAYS AT SEA

Footer (not shown)
8.04% Clks



Targeting Criteria 2021

. 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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