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CHTA COVID-19
Resource Center

Mot & member yet? Click here to join CHTA. f ¥ in o
- CARIBBEAN
: ':;;g—éﬁ:lgz“'ﬁ"* About CHTA Membership Events Knowledge Center Advocacy News Foundation Environment
» ’ )

. COVID-19 RESOURCES

CHTA's COVID-19 Initiatives | Global & Regional Alerts | Tools & Resources

Travel Advisories | THiS (Hotel Monitoring System) | Airline & Accommodation Policies/Guidelines

CHTA Partner Updates

www.caribbeanhotelandtourism.com/covid-19/
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Share with your fellow colleagues and
industry professionals!

Take a screenshot!

Tag #CHTALive
Next Week:
Return to the Skies: Instagram: @CHTAFeeds
Emerging Airline Search and Booking Patterns Twitter: @ CHTAFeeds

for 2020 and 2021
Thursday, June 25, 2PM ET

i,s. \

FB: @CaribbeanHotelandTourismAssociation
LinkedIn: Caribbean Hotel and
CARIBBEAN Tourism Association

HOTEL & TOURISM
ASSOCIATION




JOIN US!
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» —— Live on Fa.cebook
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m | Connect with us on Facebook TASTE o/ ve

today to join the party every Friday at 5PM ET! CARIBBEAN
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Today is about: Taking back Control

Digital Marketing
JFor many, digital marketing is uncharted territory
(dMost hoteliers are so engaged day to day — no time

(Depend on the OTAs and Tour Operators
Consumer Direct

dThe business of speaking directly to your own audience
(Creating a space in which you are in control of your own destiny

JEngaging present & past customers whilst also seeking to finds new followers



The Hotel Perspective

The 3 Essentials The Tactics

1. Guest Engagement 1. Engagement — Frequency & Interest
2. Guest Acquisition: 2. Acquisition - New people, first time
3. Guest Retention 3. Retention — Build loyalty & repeats




The Customer Perspective

Five Stages of Booking a Hotel (Google)

1. Dreaming

DREAMING PLANNING BOOKING EXPERIENCING SHARING 2 I -
PHASE PHASE PHASE PHASE PHASE C P annlng

3. Booking

4. Experiencing

Independent hoteliers must have marketing .
presence in all phases of the customer journey 5. Shari Ng




Indagare’
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-Seismic Shift: Aviation

The aviation industry has seen dramatic growth over the past 20
years, with passenger numbers rising from 1.5B in 1998 to 4.0B in
2017.
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today.

-Seismic Shift: Print

Paid circulation of print newspapers / media in the US continues to dramatically decline from 1985 to
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Today’s
Landscape

CONCIERGE SERVICES

Luxury travel is more
accessible and experiential

spend is outpacing luxury
OPERATORS

goods. But the purchase path | AIRLINES I o A |
is fragmented. “~J_ ATTACHI |~ BACKROADS \
/ SKYMILES WG o | SRR
I : : | wieageriv:  vror? Lo, A |
* Proliferation of choice = overwhelming L i L

— X
BRITISH AIRWAYS ‘

¢ Crowded and confusing provider marketplace

Abercrombie & Kent
® Travel review sites, destination websites— _
most important factor for affluent travelers Fd @ y []E!ﬂ!:!l:i .
® “72% of millennials prefer to spend money on ® ©Expedia |
experiences rather than material items.” Teaveler - o CRBITZ
/ . Google /
DEPARTURES / \

BOOKING
SERVICE

INDAGARE Source: 1- Harris Group 14




Indagare

Our ¢ u“: In 2007, Melissa'Biggsi Bra‘n:lle;.' founded Indagare,
fueled by the desire to inspire and empower people
to change their lives through travel.

At a time when travel content creation and trip-planning were
separate, Indagare set out to create a dialogue amongst travelers by
sharing connections, information and discoveries. We became an
innovative travel-planning company. Over the past decade, we have
grown from a team of three in an Upper East Side apartment to a
staff of more than 90 but our joint mission has never changed.

We Believe...

Authentic experiences are True understanding comes Firsthand reporting and

endangered but we can from person-to-person accountability are crucial,

preserve them by traveling contact, that's why we that's why every review is
intelligently and responsibly. cultivated a global travel backed by a name.

rrelw ll'l\ OVET dﬂ';llj(ri



Indagare

~Case Study: Swedish Tourism Board

To inspire our Indagare members, subscribers and
followers to place Sweden on the top of their bucket
list as travel opens up:

Integrated Marketing Campaign - June - August 2020

ARTICLES

The Best Places to See the Northern Lights

Contact Us To Start A Trip

Sweden: |cehotel

Indagare Travel
Sponsorec
Need help planning your bucket list trips?

Subscribe to our newsletter for the latest travel
news and intel.

o

Best Surfing in the World:
10 Luxe Destinations for
Surfers

Best Travel of 2020 Sign Uy
e The best travel tips, intel, and inspirat. ﬂ

Q0% 742

36 Comments

INDAGARE




~Case Study: Swedish Tourism Board

3 Key Messaging Pillars

CUISINE




The Results

CASE STUDY: SOCIAL MEDIA
f _\H The L()dge at Blue Sky indagaretravel

@ The Lodge at Blue Sky

THE PARTNERSHIP

To promote the anticipated reopening of The
Lodge at Blue Sky to our social audience of
55K+, we shared reasons why this Utah retreat
is at the top of our list this summer: adventure,
conservation, wellness and more.

THE PROMOTION
e May 29, 2020: Instagram +
Facebook Post + Stories

THE RESULTS
* Bookings Confirmed (after 7 days): $25K+

® Ongoing Inquiries: 30+

®QYv - [
“E¥® Liked by ebronzo and 516 others

indagaretravel As Americans cautiously

™ ROI 5X consider summer travels, many of us have
) wide-open spaces, privacy and... more
* Total Instagram -~ Facebook Reach: 23.3K View all 11 comments
* Total Instagram Engagements: 653
* 513 Likes ® 70 Saves
® 58 Shares ¢12 Comments

* 58% Instagram Stories Click-thru

INDAGARE

ADVENTURE IN THE AMERICAN WEST

The Lodge at
Blue Sky

A UTAH RETREAT IS REOPENING

Q_ dpdubbs Quelle belle piscine!
" ©

Tw 1like Reply

. ajayz13 @pedroimber this is
what I'm talking about...

1w 1like Reply

linzp14 We've been there. It's
fantastic!!!

Tw Reply

. threedrops Sounds incredible!
" 1w Reply

tuscany360 &
4d  Reply



The Results

CASE STUDY: NEWSLETTER

i
CORINTHIA

HOTELS

E.

THE PARTNERSHIP

As part of an integrated campaign, Corinthia London
partnered with Indagare’s editorial team to create a

dynamic program around family travel to London which

included a sponsored article and an adjacentad in a
targeted newsletter.

THE PROMOTION

* Premium Placement on Indagare.com for an 8-
week flight

e Integration into 1 Newsletter

¢ Social Media Feature

THE RESULTS

Our audience was highly engaged with the
newsletter, delivering a 41% open rate and 19% click
rate. Our Trip Designers promoted and booked
Corinthia Hotel for our clients interested in traveling
to London.

INDAGARE

A Legendary Safari Why Your Next

Lodge is Back Family Trip Should
We got ¢ firet look at a newly revamped Be to London

camp,cre of the continent's first luxury
lodges and heme tounparalleled gam=
wicwing.

Check aut the perfect izinerary, ncludirg
plenty of classic historical sites and kid
approved favoriles.

SEE INSIDE > SEE THE ITINERARY >

Cook in Europe's Most Famous Kitchen with a
Celebrity Chef

This Inside~ Journey will take guasts on aculinary jourrey through Paris, with expert
cooking lessons and dining at the city's hottest insider addresses.

LEARN MORE AND SIGN UP >

Featured Partner

Suite Life at Corinthia Hotel Londan

BOOK NOW


http://indagare.com/

The Results

CASE STUDY: INSTAGRAM GIVEAWAY

@ MANDARIN ORIENTAL

THE PARTNERSHIP

To build brand awareness among our engaged
subscribers and followers, Mandarin Oriental
Barcelona offered a 2-night stay giveaway to
Indagare’s audience.

THE PROMOTION

e Dedicated Newsletter
e |nstagram (2 posts, 2 stories)

THE RESULTS

Over 1,100 entered for a chance to win by
tagging their friends, and both @indagaretravel
and @mo_barcelona gained 1k+ new followers.

INDAGARE

Enter to Win:
Luxury Weekend Getaway to Barcelona

indagaretravel « Follow
A Mandarin Criental, Barcelona

indagaretravel #Giveaway alert! To celebrate
one of our favorite cities in the world, Barcelona,
we are offering a two-night stay in a suite at the
@mao_barcelana. Here's how to enter the

giveaway:

1) Follow Indagare on Instagram

2) Comment on this photo and tag a friend

#MandarinOrisntalBarcelona

Load more comments

kimbooly226 @amycatten That pool the &=
braokemarston @mr_lopat

amycatten @kimbooly226 yasssss
mircharry @phoebewareham

deandeblasi @monica.rd710

phoebewareham @catherinebialo
brianmfeldman Isn't this amazing

@harisenkardon
@ 0

760 likes

20



UTILIZING
DIGITAL

AND

DIRECT
MARKETING

FORBETTER CUSTOMER TARGETING

CREATIVE MARKETING MEDTIA CULTURIE

FIGMENT [BISSJI€IN

owered by Imagination
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GRAND ISLE
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ELEGANT HOTELS

A FOUR SEAS

‘\\"‘i‘;{ax Aakaa
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H O I S

THEWESTIN

GRAND CAYMAN

FIGMENT?

W JSERENITY

i

}M/ﬂ@/ _Marenas

3%
PURE GRENADA

The Spice of the Caribbean

A

SAINT LUCIA

LET HER INSPIRL YU

CARIBBEAN
HOTEL & TOURISM
ASSOCIATION




TOPICS OF DISCUSSTION .

Identifying your digital campaign goals Know your budget and choose yourchannels

Brand Awareness vs Revenue Goals Why do | have to know my budget?
Staying relevant and top of mindtoday Consistency throughout all channels

Give the consumer what theywant

How to build a direct marketingprogram Capturing beyond “just theirinterest”

- Capitalize on yourdata Data Collection is a gold mine
Use external resources Clean Data
Newsletters/internal database Reporting doneright

Retargeting

CARIBBEAN

b
HOT
ASSO




I DENTTIFYTING Y O UR CAMPATIGN G OA LS

‘Shark Tagging Adventure Dates Avaiable In Februsry 22 - 23, 2020

Grand Isle Resort & Spa
Sponsored- @

Only: Baok a last
$150 resont credit

eKeep Your Goals andKPlI’s clear

receive up 1o 15% off plus:

*Brand Awareness Goals

eRevenue Goals
e YOU CANNOT BE SILENT — Staying Relevant

DON'T MISS OUT ON THIS
EXCLUSIVE EXPERIENCE

%

T, 7
: 4 ‘//?g GRANDSLERESORTCOM

(What’s the one goal that shouldalways exist?)

Exuma, Bahamas Vacation
Be adventurous and get rewarded, book your last minute.

o Like

O comment

ot el AT HOME IN PARADISE
J l\!\\'.sj\A|I||L \\I“!kLA RECEIVE A $1000 RESORT CREDIT"

~wING ADVENTURE? MA‘b FA l R

ML, FLORIC:,

MIAMI BEACH
AN ICON REVIVED

serve Now for
o

3OA

Savings

g March 31,20

Res
CARIBBEAN

HOTEL & TOURISM
ASSOCIATION

Bagk Now



K N O W Y O UR B UDGET A N D C HOOSE Y O UR CHANN

E L

*Why Do | have to Know My Budget? eConsistency Throughout All Channels «Give the Consumer What They Found and What They Want

Grand Isle Resort and Spa | 15% Off & $150 Resort Credit
www.grandisleresort.com/lastminute  844-615-6272

Be adventurous and get rewarded with Grand Isle’s last minute escapes offer. Our resort has a family
friendly, low-key attitude that immediately puts guests at ease.

Exquisite Cuisine - AAA Four Diamond Awarded - Sublime Spa Services - Spacious Villas

Amenities: Fitness Center, Emerald Bay Golf Course, Concierge, Daily Housekeeping, Nanny Service Av...
Amenities: Seastar Spa, Infinity Pool, Fitness Center, Golf, Water Sports, Exquisite Dining

Villas & Penthouses Adventures & Excursions
Your Grand Isle Resort & Spa Swim with the Famous Pigs,
luxury villa is home, Iguanas or Sharks.

Weddings and Events Amenities & Services
Great Exuma is a vivid panorama for Seastar Spa, Golf, Water Sports
your wedding & joyous celebration. Family Fun and much more.

finute Escapes

EWARDED

e Grand isle Resort cinfo@grandisieresort coms
-

LAST MINUTE
ESCAPES ‘

RECEIVE 1 5%

OFF
PLUS $150 IN RESORT CREDITS

SAVE UP TO 15% PLUS §150
IN RESORT CREDITS

BE ADVENTUROUS AND
GET REWARDED

CARIBBEAN
HOTEL & TOURISM
ASSOCIATION




H O W bo I BUILD A DIRETZCT M ARKETTING P R OGRAM

| "b ," ) lth > . .
MA} FIP eCapitalize on YourDatabase
—
: R

eUsing Resources Like External Third Party

eCreating Newsletters and Email Campaigns with Your Database

WINE & DINE THURSD
@ MAYFAIRKITCHE!

JL

LANDING:
A s

LUXURIOUS FITNESS VACATION
SHow SreciaL

( CARIBBEAN
HOTEL & TOURISM

3
ASSOCIATION



http://www.grandisleresort.com/

CAPTURTING

eData Collection is aGOLD Mine

YOUR LANDING PAGES ANALYTICS

Sessions

466,772

New Users

328.1K

Overall Revenue

$3.92M

v

? REVENUE BY DEVICE

- Device Category

Transactions Revenue v

B EY OND

J us T

eClean Data — Garbage In Garbage Out

REVENUE DEMOGRAPHICS

@® male @ female

@4554 @3544

" T HETIR

2534 @ 5564 @65+ @1824

1. desktop 695 $2,875,191.73
2. mobile 172 $701,210.83
84 $346,052.4

REVENUE BY REGIONS

Region Transactions Revenue ~
1. Texas 140 $594,043.65
2. Florida 138 $475,674.91
3. California 77 $303,540.38
4. Georgia 64 $258,997.10
5. New York 63 $235272.12

INTERESTS

eReporting Done the Right Way eRetargeting

1-79/79 4 >

REVENUE US MAP

\ ? |

817.06 M 594,043.65

REVENUE BY ACQUISITION CHANNEL

Acquisition Channel

Transactions Revenue ~

1. Direct 665 $2,803,081.49
2. Organic Search 176 $684,448.73
3. Paid Search 72 $293,496.49
4 Referral 7 $38,189.42
5. Email 6 $23,239.81
6. Social 1 $1,982.2

) ( CARIBBEAN
7‘ HOTEL & TOURISM

3
ASSOCIATION




THANIK Y OU

. FOLLO W

w 2977 McFarlane Road, 2nd Floor, Coconut Grove, Florida33133 O®E @ @@

Office: 305.593.7488

) ( CARIBBEAN
| HOTEL & TOURISM
ASSOCIATION




t.ADARA

Smart Ways to Reach the DATA DRIVEN MARKETING SOLUTIONS
American Traveler in a Post-COVID Era THE AUDIENCE THAT BOOKS DIRECT

CARIBBEAN
) | HOTEL & TOURISM
ASSOCIATION




Together with 250+ trusted travel brands,
we are growing the travel industry together

N ?’?) MARRIOTT sl=iyl
ARmines & 23/}? BONVOY  SSAREY, ermap HYATIT [ODEBOA ANAS
- UNITED =

ticketmaster- @Vl' te @ orenmable Thoraiy (" CHOICE & National Rail malayggg!) @
’ THE RiTz-CARLTON®

. 0 - e e
scoot avisbudgetgop QMIO w Houvie Ligtets hhga NORWEGIAN

TAP PORTUGAL com CRUISE LINE
S

| P \o . -
Ii\lllgh| t ol ‘:,‘ preoy C) l,:!iﬁ;.}p!:!G' bo|ngo spirit PEGASUS Hotels . Travelport =

...nDan ° t’CketmaSter _ ADARA private & confidential




Who Is ADARA?

ﬂ Founded in 2009 with 100+ employees

Based in Palo Alto, CA with offices in New York, Chicago, London, Paris,
Dublin, Dubai, Hong Kong, Singapore, Tokyo & Sydney

4

& 9}

<
Increasing Traveler Value: Holistic View of the Traveler: Data Integrity:
ADARA enables you to With robust ADARA data, we TheerDs'g_RQ ﬁ:c:Tforgtwgs
apply traveler behavior connect traveler's disparate purp VIiT1o prote

partner data. Our data

infelligence across the data dots, providing you the : :
Learn, Act, Measure and most complete view of the r?rlz’roscrr{o i%toeﬁgﬁ?mggg
Modify process to win share traveler so you understand rig%rous stongor ds. Even the
of wallet and increase individual fravel needs and L
lifetime value wants R Eilenielg [PE =

trust ADARA.




: .
20 Week Forecast **ADARA

™
25.0%
™
0.0%
@ 750K -
: 0
E a1}
5 =
V500K 25.0% %
250K -50.0%
K

Travel Week

— Searches @ %Change (Year-Over-Year) # CARIBBEAN
HOTEL & TOURISM

ASSOCIATION




'o ﬂDﬂRﬂ

Best Practices / Expectation Post COVID

- be strategic — think short, mid and long term - plan to pre-pay; new monthly minimums

- leverage ethically sourced, fresh data - optimize your existing leads (retarget your website and
newsletters)

- understand all benchmarks and source markets will be new
- creative messaging and landing page should include
measures addressing crowd control and cleaning
enhancements per CDC

- ensure rate parity ; give consumers a reason to book direct

- ensure phone / reservations lines accessible and efficient
- make certain website functionality is in tact

- understand booking windows will be shorter

) CARIBBEAN
HOTEL & TOURISM
ASSOCIATION



THE RITZ-CARLTON, NAPLES UPDATE:
Customers should review government guidance to confirm eligibility to travel & stay at hotel. See

Reservations will not be honored where prohibited.

Our Resort is open and accepting reservations. For property information, please call 239-598-3300.

280 Vanderbilt Beach Rd.
% Naples, FL 34108 United States
+12395983300
THE RITZ-CARLTON
NAPLES
HOTEL OVERVIEW ROOMS & SUITES DINING SPA AREA & ACTIVITIES MEETINGS WEDDINGS

RESORT (1/30)

A luxury hotel destination on Florida's Paradise Coast, The Ritz-Carlton, Naples offers unfettered access to the sandy beach and shimmering
waters of the Gulf of Mexico.

MAKE A RESERVATION

Naples, FL - The Ritz-Carlton, Naples @ Jun 17,2020 - Jun 18, 2020 &= |

VIEW EXISTING RESERVATIONS
1Room ~ 2 Guests ~ [ MY DATES ARE FLEXIBLE

BOOK HOTEL, AIRFARE & CAR TOGETHER

Enter Code (optional) [ USE MY REWARDS POINTS RESERVE BY PHONE



COVID-19 Overview ~~ Rooms & Suites Offers Photos Dining ——

E1.BOow BEACH

Bermuda's Premier Beachiront Resort

Best rates from $ 249.00

CHECKIN CHECKOUT

17 18

JUN JUN

BOOK NOW

~ Enjoy a Quarter-Mile of Pink Sand B

at Bermuda's Premier Beachfront Resort



T — Bl Sta Golf Ski Plan Your Tri il GET LODGING
SHANTY CREEK RESORT :@ . Y . Q 76 RATES

866.695.5010

Go Outside-and. Play



Travel Information: COVID-19 Update
f ' RESORTMAP BLOG CLUBS RENTALMANAGEMENT RENTAL PROTECTION PLANS SANDESTIN FOUNDATION FORKIDS  (800) 622-1038

Golf and Beach Resort

. . Sandestin, FL: 74 °F | 86 °F <
S\ Sandestin T .
FAY g

STAY EXPERIENCE GOLF MEETINGS WEDDINGS EVENTS REALESTATE BOOK NOW

|lF YOU " RE READY,

SANDESTIN IS OPEN.

Get ready to summer more.

BOOK NOW




Contact Us

Vivian “Teddi” Mur 305-495-6296

vivian.mur@adara.com

Don Jones 646-342-6372

don.jones@adara.com

CARIBBEAN
HOTEL & TOURISM
ASSOCIATION



mailto:vivian.mur@adara.com
mailto:don.jones@adara.com

Leveraging Technology - Build loyalty & Repeat Business

John Saldat

Major Account Executive

RZVINAT=

9



of travelers who intend to
stay at a hotel feel most

comfortable booking
where they've stayed before

“Will stick to familiar
locations year over year.”

“I'll choose hotels with more
limited services for less
(nteraction.”

“I need to see transparent
communications about
safety and cleanliness.”
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Hotel Rebound Strategy Pillars:

5 key factors in developing a competitive, effective strategy

that will win demand

Warm up your guests Take the guesswork out Distribute the right message, Stand out from the Think on the bright side of
now so you that you of what to promote by at the right time, to the right noise with campaigns low occupancy. Use your
have their attention when gathering insights from guests. Segmentation is the targeting the demand extra bandwidth to execute
they're ready to travel your guests on what key to securing demand before  that others are ignoring. memorable experiences
and you'll be the first to types of travel they will competitors when the market (Think late Q3-Q4 for (i.e. upgrade their stay)

secure their bookings explore first gets noisy lower risk travel)



INSPIRATION

A /\/ERTINE

Prospect navigates to your

website. Not ready to book, she

clicks to leave the site and

receives a pop-up to sign up for : 0
promotions.

Jessica signs up and her Rich Guest Profile is created.
It's noted in her profile that she is interested in Spa

f\'F'Ff\ rc

CARIBBEAM
HOTEL & TOURISM
ASSQCIATION




INSPIRATION

Summer Special - drip SETTINGS DESIGN

Select designs for your campaigns

Summer Special 2019-10f 3 » Summer Special 2019 -1 of 3

SELECT DESIGN

Summer special - drip SETTINGS

PREVIEW

SEGMENT

SCHEDULE eview [ x|

Schedule your campaign

You can modify each campaign 30 minutes before its scheduled delivery time.

Send at  6:00AM on 4/5/2019

Jessica begins to receive a compelling series of
drip emails with spa messaging.

Send at  2:00PM on 4/10/2019

Exclude guests who have not opened or clicked the previous campaign

She opens an email, sees the relevant offer and
makes a direct booking. o -

a

Hi Jessica,

> {\ . ......... -4 - B >




Your own home... with added safety features
Independent A/C units with ozone air filtration prior to

. . EDEN ROC

r & CAP CANA your arrival. Air purification systems with peroxide, of the
- M brand reSPR are also available for continuous use
i - . —
i throughout your stay.
j A C i 5T L ] o

.. on your own private beach
Beach cabanas have been spaced even more between them, m
and we have redesigned the beach layout for a transit flow =
that reduces unnecessary clutter. All beach loungers are 5
sanittsad dadly, B |

.. with your own table reserved
With plenty of open air spaces, the restaurants will have
reduced seating capacity and table reservation and
assignation for you and the rest of guests in Eden Roc Cap
Cana

...and even more space for your enjoyment
Plenty of space for lounging in the hotel has been one of the
maost loved aspects of our property. WE have redesigned
some of our outdoor and lounges to make it even easier to

Ready to Welcome you back
EDEN ROC starting July 1st

give you space to rest, relax and umwind in your oun

private Eden.

Subject: Welcome our Lux-Members to Eden RoOC [

and the whole team at Eden Roc

Our thoughts have been with everyone over these unprecedented last few months and we
hape everyone has managed to navigate safely through the dramatic changes to our
normal ways of life in good health. We have refrained from over communicating during the
last hwo months as we deemed it inappropriate in light of some of the extreme difficulties in
some parts of the world. However, it was fantastic to be in contact with many of you
personally, and we really, really appreciated everyone who reached out to us.

Obuiously the travel industry has been one of the sectors heavily impacted by rhepandmuc
although surprisingly, Eden Roc has maintained an operation, albeit at a signific

® reduced level, throughout the period. & but we ended up
egmented by: Lux-Members (Loyalty Program == o
operate on that basis. We basically decided to create a bubble around the hotel and
maintained a service and culinary team whom agreed, under “great duress”, to reside in
our employee housing for the entire period of time to minimise risk to our guests and

o Safety protocols related to COVID e e

our team, that is ahvays even surprising us with their great dedication.

The Dominican Republic government acted very early in implementing preventative

measures and social controls to contain the spread of COVID-19. In addition to closing the

e Updated Images of the property/outlets e o e e o sl e 4
curfew for the past 2 months with nobody being permitted out of their homes from s5pm — 5 = .
6am. This appears to have been as successful as it was surprising, in controlling the a

infection rate nationally, to the point we are not aware of any employees, friends or
associates who have had their health affected.

As many countries begin to relax restrictions with many tourism locations opening on

June 1st, the DR still has controls in place and wishes to delay the immediate resumption of R

mass tourism with a phased resumption of activities. We have just been informed this week CHATEALIX
O P E N RAT E CT R the airports will reopen on the 1st of July and incoming travel wrﬂbepcrmllkd'ﬁ'om lkm

date but hotels must remain below 50% We are aslow r

vacation travel, starting in July, and we will restrict occupancy to below 30% for the _ﬁm

Jew months to allow us to easily embrace the new operational standards. We have had the
o o benefit of honing our new Health and Sanitation practices over the last 2 months “live” with
direct feedback from the remaining clients and we believe this will not detract from our
o o usual experience.
Copyright © 2018 EdenRocCapCana, All rights reserved.

et 'f"d'_":'“"d’ror o B! w'"_"ol S PN SRR e e Md. Cap Cana, Juanillo, Punta Cana, Provincia la Altagracia 23000, Dominican Republic
numerous inquiries from members regarding the summer and for anyone who does wish to

“escape” we are extremely confident we can maintain a safe an environment. The hotel has info@edenroccapcana.com
already implemented international best practice health and sanitation procedures and
A ing elimination of any kind of bffts, employee PPE and T:+1 809 469 7469 | +1 B9 695 5555 F: +1 809 469 7470

testing, anti viral cleaning of all touch points and surfaces, increased spacing in
restaurants and on the beach and predominantly outdoor dining. This will be
communicated in full via the hotels media channels.

No longer want to receive this emails? Unsubscribe



Your own home... with added safety features
Independent A/C units with ozone air filtration prior to

EDEN ROC

i, ] =] 1 CAP CANA your arrival. Air purification systems with peroxide, of the
- brand reSPR are also available for continuous use
Il . L A 1 i throughout your stay.
5 o y L & | ... ON your own private beach
. Beach cabanas have been spaced even more between them, m
and we have redesigned the beach layout for a transit flow =
that reduces unnecessary clutter. All beach loungers are 5
sanittsad dadly, B |

.. with your own table reserved
With plenty of open air spaces, the restaurants will have
reduced seating capacity and table reservation and
assignation for you and the rest of guests in Eden Roc Cap
Cana

...and even more space for your enjoyment
Plenty of space for lounging in the hotel has been one of the
maost loved aspects of our property. WE have redesigned
some of our outdoor and lounges to make it even easier to

Ready to Welcome you back
EDEN ROC starting July 1st

give you space to rest, relax and umwind in your oun

private Eden.

Subject: Ready to welcome you back! e

and the whole team at Eden Roc

Our thoughts have been with everyone over these unprecedented last few months and we
hape everyone has managed to navigate safely through the dramatic changes to our
normal ways of life in good health. We have refrained from over communicating during the
last hwo months as we deemed it inappropriate in light of some of the extreme difficulties in
some parts of the world. However, it was fantastic to be in contact with many of you
personally, and we really, really appreciated everyone who reached out to us.

Obuiously the travel industry has been one of the sectors heavily impacted by rhepandmuc
although surprisingly, Eden Roc has maintained an operation, albeit at a signific

® reduced level, throughout the period. & but we ended up
eg mente y. anne uests O e e il o o e s s o e
operate on that basis. We basically decided to create a bubble around the hotel and
maintained a service and culinary team whom agreed, under “great duress”, to reside in
our employee housing for the entire period of time to minimise risk to our guests and

o Different Subject line (Welcome back) P e e e

our team, that is ahvays even surprising us with their great dedication.

The Dominican Republic government acted very early in implementing preventative

measures and social controls to contain the spread of COVID-19. In addition to closing the
o Safety protocols related to COVID e o e e o sl e | o
curfew for the past 2 months with nobody being permitted out of their homes from s5pm — 5 = .

6am. This appears to have been as successful as it was surprising, in controlling the a
infection rate nationally, to the point we are not aware of any employees, friends or

e Updated Images of the property/outlets P -

As many countries begin to relax restrictions with many tourism locations opening on

June 1st, the DR still has controls in place and wishes to delay the immediate resumption of R

mass tourism with a phased resumption of activities. We have just been informed this week CHATEALIX
O P E N RAT E CT R the airports will reopen on the 1st of July and incoming travel wrﬂbepcrmllkd'ﬁ'om lkm

date but hotels must remain below 50% We are aslow r

vacation travel, starting in July, and we will restrict occupancy to below 30% for the _ﬁm

Jew months to allow us to easily embrace the new operational standards. We have had the
o o benefit of honing our new Health and Sanitation practices over the last 2 months “live” with
direct feedback from the remaining clients and we believe this will not detract from our
o o usual experience.
Copyright © 2018 EdenRocCapCana, All rights reserved.

et 'f"d'_":'“"d’ror o B! w'"_"ol S PN SRR e e Md. Cap Cana, Juanillo, Punta Cana, Provincia la Altagracia 23000, Dominican Republic
numerous inquiries from members regarding the summer and for anyone who does wish to

“escape” we are extremely confident we can maintain a safe an environment. The hotel has info@edenroccapcana.com
already implemented international best practice health and sanitation procedures and
A ing elimination of any kind of bffts, employee PPE and T:+1 809 469 7469 | +1 B9 695 5555 F: +1 809 469 7470

testing, anti viral cleaning of all touch points and surfaces, increased spacing in
restaurants and on the beach and predominantly outdoor dining. This will be
communicated in full via the hotels media channels.

No longer want to receive this emails? Unsubscribe



ARRIVALS REPORT

RZVINAT=

LOYALTY LEVEL

Arrivals Report for Wed Aug 30,2018 « S &

Premium
ARRIVING

53 guests

DEPARTING

42 guests VIP

ROOM REVENUE

*23,986

Standard
GUEST MIGHTS ROOM ADR RATE CODE LOYALTY LEVEL EMAIL T Standard STAFF MOTES GUEST 5TAY MOTES
Rickey McKenzie 3 DBLG 3199 SAVEZ0 Premium » Wine & Dine, Late checkout, Quiet Room, extra pillows
New York, NY, US Extra pillows, Sparkling water
George Duarte 2 DELO $199 sUM18 ViP » Premium Late Check-1n, Spa
Toronto, ON. CA
Jefrey Scott Korek 2 KING $245 SAVEZ0 Standard x Golf, Spa, Extra towels 2 extra towels
Dallas, TX. US
Caroline Brettel 3 DBLG %175 CORP1 Standard » "'ul" I P Family, Sparkling water Travelling with a 1yr old baby, need a crib and
Seattle, WA, US blankets
Ivan Costas 5 DBLG $162 DIR1O Premium v Late checkout, Airport MNeed a cab to the airport at 4 pmon Sep Znd.
Paris, FR transportation Thank you.
Standard
Pamela Shier 2 KING $245 CORP1 VIP v - Wine & Dine, Late checkout,
London, UK Extra pillows, Sparkling water
Ellana Dowdy 1 DBLG $1%0 wi Standard v Late Ci - Checking out late due to a conference in the
Kansas City, KS, US Prﬂmium ity
Irwin Jacobs 4 KING $245 - Premium v - Afrport transportation Need transportation to airport around 1:30
Hong Kong, CH PM at checkout
Miguel Diaz 1 KING $245 sUM18 ViP v - vIP Afrport transportation

Mexico City, MX




_d . ARIBBEAN KNOW YOUR GUESTS: DATABASE INSIGHTS DASHBOARD
; A OVERVIEW ~

This product is currently in BETA. Data does not include profifes loaded from contact lists without bookings, and refreshes twice a day.

TOTAL PROFILES PROFILES WITH EMAILS PROFILES WITHOUT EMAILS EMAIL HEALTH

7,297 5,033 2,264 65 %

DATA COVERAGE TOP LOCATIONS STATES  COUNTRIES
Ermail No City
City Chicaga
Country San Francisco @
Phone New York . 5%
Company Takyo I 2%
BOOKING CHANNELS RESERVATIONS QUSR] sTevs  LENGTH  LEADTIME
20 70
18% 18%
17% o o 8%
15
s0
125%
40
10
30
20 19%
5
10 9% 8%
0 0 H N

TRV ORB EXEC SALES Other 1 night 2 nights 3 nights 4 nights B nights

EXP




R AVERTINE

Gift Cards

Subject: Something Special For You

Preview Text: Don’t Miss This! Get 20% off Gift Cards - an advance on happy days!

Get 20% off right now

right no W A hotel gift card is worth much more than money! It gives the
you something to look forward to and provides lasting
memories We understand that planning ahead is not easy at
the moment, but we are confident that life will resume as
normal within time. Buy your gift card now at 20% off to have a
hotel stay to look forward to.
Gift cards are valid for two years and can be used for all our

facilities

Segmented by: Past Guests, Website Sign-ups
o Discounted vouchers - more for less! Dissovss our dassnstcns!

o Generates cash flow

London Barcelona
Placeholder text to promote local  Placeholder text to promote local
offers offers

A
e . . i

Hotel Name | 123 Main St., City, ST 98765

1 & 1(800) 123-4567

000

Unsubscribe from our marketing emails.

-

48



N4 Pre-arrival

10/5 days before check-in

EDEN ROC

’

We look forward to welcoming you!

Dear Jagoda Phelan,
We look forward to helping you enhance your stay at Eden Roc at Cap
Cana. In preparation for your arival, we wanted to take a moment to
share a few details of the amenities and services you wil scon be
enjoying. Our concierges are dedicated to ensuring your needs are met
- both within and cutside the resort,

Feel free to request your desired amenities and services before arriving:

UPGRADE YOUR STAY

Extraordinary Experiences.
Only et Eden Roe at Cap Cana

Sinceraly,
Stefano Baratell
Maitre de Maison

AIRPORT PICKUP ARRANGEMENT

YOUR ARRIVAL DETAIL WHATSAPP CONTACT
CONFIRMATION NUMBER #: 33734 Contact Frant Office foday o reserve
ARRIVAL DATE: March 14,2014 your airpart frensportation

e
AMENITIES
=3 4 ;

HALF-BOARD MEAL PLAN

It includes cll Breaklast Plan rate items plus a daily 3-
course ginner ol Medileranes Restourant of La
Polopo by Egen Roc [incluging waler, soft drinks ona

FULL GUEST LIFECYCLE

N Welcome

When guest is checked-in

EDEN ROC

CAP CANA

Dear Jagoda Phelan,
It is our pleasure to have you as our guest. On behalf of the entire team
of Eden Roc at Cap Cana, we extend you a very warm welcome and
trust your stay with us will be both enjoyable and comfortable.

Stefano Baratelli - General director

ASK US ANYTHING!
Get in touch with your concierge on whatsapp:

e Whatsapp

ACTIVITIES TO DO IN PUNTA CANA

N Goodbye Email

Day of the check-out

View in Browser

EDEN ROC

Dear Jagoda,

Thanks for staying at Eden Roc at Cap Cana. We truly hope you had a
fantasiic time with us. May those exclusive moments remain memorable
and meaningful. We wish you all the best. We are looking forward to
meet you again, you and your families and friends---

Your Concierge Team at Eden Roc Cap Cana

Your feedback is important to us:
Help us get even better!
Don't forget to leave us areview on your desired platform.

21?
RELAIS &
CHATEALX

000000OG0

Copyright & 2018 EdenRocCapCana, Allrightsreserved.
Cap Cana, Juanilo, Punia Cana, Provincia lo Altagracio 23000, Dominican Repubic.
infoedenmccapcona.com
T:+1 809 469 7449 | +1 809 695 5555 F: +1 809 469 7470

No lenger want o receive this emails? Unsubscribe

N \We Miss You

180 days since last check-out

EDEN ROC

CAP CANA

We would love to see you again. Come back to
Eden Roc Cap Cana and discover all the new
stuff we are preparing for you:

Solayo Spa & Wellness Center.
We are improving the overall experience of all our
guests fo maximize their relaxation.

I’
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SEGMENTATION FOR HIGHER ENGAGEMENT = REVENUE

Loyal Guests - Fenced Offers
No# of Stays or/and Spend

Repeat Stays +5

Modified by Darya Subotka on 2/11/2019

w2248

reachable by emall

(4] $348
average room spend per stay
Check-out Date isin the last 2 year

Total # of stays is greater than or equal to 5

Total Room Lifetime Spend +$10,000

Modified by Darya Subotka on 2/11/2019

—

@ 345

reachable by email

(] $414

average room spend per stay

Check-out Date isin the last 2 year

Lifetime Total Room Spend is greater than ...

Geo-Targeting - Staycations

By location

Locals Only

Created by Anisha Yadav on 3/17/2020

& 251

reachable by email

[a] $392

average room spend per stay

Guest Location is within 100 mi

California Residents

Modified by Anisha Yadav on 3/17/2020
—

® 561

reachable by email

$403

average room spend per stay

Guest Location is in California, U...

Rat

Direct Booker - Gift Cards with no

expirations

nnel
Direct Booker by Booking

Channel
Modified by Anisha Yadav on 3/17/2020

% 8,564

reachable by email

[a] $564

average room spend per stay

Booking Channel is Hotel Websit...

OTA Guests by Rate Code

Created by Anisha Yadav on 3/17/2020

3,000

reachable by email

[a] $401

average room spend per stay

Rate Code is (EXPD), (BKNG), (E...




Loyalty Tiers

STANDARD

Created by Nikolay Tchaouchev on 12/22/2018

LOYALTY TIERS

PREMIUM

Created by Nikolay Tchaouchev on 12/22/2018

RANK YOUR TIERS CREATEATIER

VIP

Created by Nikolay Tchaouchev on 12/22/2018

2,530

members

Total visits is between 1 and 3

Excluding future stays

1,425

members

Total visits is between 4 and é

Excluding future stays

786

members

Total visits is greater than 7
Total spend is greater than $5000

Excluding future stays




PUTTING GUEST DATA TO USE ... HYPER SEGMENTATION

Demographics

O

O o0 O O O O O O O

O

Stay Data

O

O O O O O O O

O

Birthday
Company

Email

Gender

Location (Geo-Targeting)
Language
Lifetime spend
Survey NPS

Total no. of nights
Total no. of stays
VIP Status

Booking Channel and Date
Check In/Out

Guest Status

Family Travel

Length of Stay

Market Code

Rate Code

Room Type

Average Room Rate

Guest Preferences

Segment Name*

Number of Nights

REACHABLE BY EMAIL@

11,707

PROFILES IN THIS SEGMENT

16,300

Find guests who match the following conditions:

belect A

Stay Data

Booking Channel
Booking Date
Booking Lead Time

Check-in Date

Chark-aut Data

Exclude guests with future stays

Create new guest segment

TOTAL LIFETIME ROOM SPEND

¥°14,115,658

AVERAGE ROOM SPEND PER STAY

USD383

CREATE

<\
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Thank You for Attending!

CHTA COVID-19 Resource Center:
caribbeanhotelandtourism.com/covid-19/

Next Week:
Return to the Skies: Emerging Airline Search and
Booking Patterns for 2020 and 2021
Thursday, June 25, 2PM ET

RESILIENCE

SERIES ,
Get in Touch!
Smart Ways to Reach the American Traveler Join our Mailing List
In a Post-COVID Era caribbeanhotelandtourism.com
. membership@caribbeanhotelandtourism.com
#C HTA lee ) : CARIBBEAN

............ m uket
||||||| !--:' mastercard e E,.u_'“ﬂ

aMaDEUS FievenTEmEmN nterval & @ IRAVEIZOO AU 1Mo
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