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atio! e the ed,geographlcally mapped onto the mght skythat ; ' Sy s :
symbollcally represents ihe galaxy of Ritz-Carlton.~ -
Our guests are promised a feast of other-worldly sensations, and like hungry -
¥ star-gazers, will anticipate the prediction, relish the chance to share the wondrous

experience and will eagerly await its next occyrence. - = ~ae
g "1"(?.1,;1}']- 9



STELLAR DINING SERIES BY THE RITZ-CARLTON
A RARE ALIGNMENT OF MICHELIN STARS

A brand-new concept first launched in 2018 highlighting the rare star alignments which can be experienced for
a limited time and at a specific location only. A series of awe-inspiring culinary experiences curated by
Michelin-starred chefs, patissiers, and mixologists of The Ritz-Carlton, as well as collaborating with each
other to create new exclusive dishes in a series of special dining events. It’s a journey that we are brining the
rare experiences to different destinations, and continue at our signature Michelin-starred restaurants.




Creative Strategy

Leverage storytelling and engaging content with several phrases
of creative execution to drive awareness of the new concept and
penetrate the message that highlight:

* Rare star alignments which can be experienced for a
limited time and at a specific location only, to build
excitement and anticipation from our guests.

* A series of “rare cosmic events” which are awe-inspiring
and celebrated, to stimulate the urge to record

« An unforgettable journey that we bring to our guests with
extraordinary dining experiences




Media Strategy

We developed an integrated marketing strategy across the
consumers funnels, to drive awareness, interest and further

amplify to drive bookings. We directed traffic to a dedicated
Stellar Dining Series

website, with inspirational content and event details. There is no
one size fits all in all the markets and different media channels

had their own distinct impact in each market.

Campaign website: www.ritzcarlton-stellardining.com

Key source markets: Hong Kong, Singapore, China, Japan



http://www.ritzcarlton-stellardining.com/

Brining the Concept to Life

We bring our guests a rare culinary journey at gourmet cities Singapore, Osaka, Hong Kong and Beijing in 2018, and
keeping the momentum to Tokyo, Kyoto and Guangzhou in 2019. The series will continue and ultimately building The
Ritz-Carlton as sought-after gourmet destination.
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BRAND EXPERIENCES + MARKETING
Create synergy between the concept and marketing messaging

A

1. CREATE UNIQUE 2. CONSISTENT AND
CULINARY EXPERIENCES STORYTELLING CONTENT
For example, 6 hands wine pairing dining with rare alignment of Created impactful and inspirational visuals and videos
Japanese-inspired French cuisine with Basque influences, » to communicate the Stellar Dining stories with unique
curated Afternoon tea and cocktails inspired by the stars, cheese branding identity inspired by “cosmic events” & “rare
masterclass, vintage Champagne pairing, etc. alignment of stars”. Strategically launched the campaign

with several creative approach to firstly tell the overall

Consumers touchpoints connected with story of Stellar Dining Series, then reinforced with
“Stellar”” Dining experiences across pre, during and post destination event experiences and chef stories to drive

consideration and booking.



Storytelling content is key
2018 content and creative strategy example
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Drive to
Stellar Impactful teaser video & visuals that resonate with campaign concept and experiences
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Owned channels

| Stage 1: Consistently leverage key creative to introduce Stellar Dining Series through different media platforms
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Influencers Market-specific creative  Market-specific creative
ontent collaboration

Amplification FB Carousel FB Collection
Stage 2: Amplify and penetrate the message through market-specific event message




Integrated Marketing Strategy

2018 & 2019 STELLAR DINING SERIES
Drive awareness and reinforce the reputation of The Ritz-Carlton as the
leading luxury brand in Asia Pacific

HONG KONG & SINGAPORE JAPAN Sl

«  Amplified and penetrated the «  Collaborated with key premium »  Created Stellar Dining Series page
message of Stellar Dining Series media partners’ platforms to drive leveraging Wechat mini app
through social and content awareness with inspiring content, »  Leveraged Tencent platforms to drive
collaboration with key publishers e.g. Elle Gourmet, Teads traffic online, e.g. OOT, video display
such as Michelin Guide, Tatler HK . High focus on social media and *  Collaborated with influencers for
& SG, Lifestyle Asia digital leveraging paid, owned, amplification

*  Engaged with key publications to earned channels to amplify the »  Strategically leveraged programmatic
drive awareness across the key message, e.g. LINE, Instagram, banners and key OTV channels
source markets Facebook

I

Pre 1. LOYALTY 2. DIGITAL + 3. SOCIAL _ 4. PR 5. ON-PROPERTY
DUri Curated luxury Marriott . Market-specific digital and Built adYocaCV and awareness for Property marketing strategy
uring B M N K ial media strat brand in APAC as synonym of Il APAC hotel
Post onvoy Moments packages social media strategy _ “Fine Dinine” from influencers across a otels
exclusively for members to . Inspirational content to drive dia and fg d critics th h, . Creatively promoted through
drive engagements traffic to dedicated website gellel el oot G g on-property touch points
targeted outreach
CONTENT

*  Amplified the message of Stellar Dining Series concept “A Rare Alignment of Michelin Stars” and the continuity of the luxury dining journey
. Supported by rich and elevated content assets including images, videos, and collaterals
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STELLAR DINING SERIES

BY THE RITZ-CARLTON

A RARE ALIGNMENT OF MICHELIN STARS

& 78,000,000.
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F&B REVENUE

USS$503,000.

TOTAL F&B REVENUE

“It’s a moveable feast, which
showcasing Ritz Carlton’s
signature service standards,
expressed creatively through
epicurean artisanship, creative
mixology and handcrafted dining
experiences,”.
— Michelin Guide

“Such an exclusive
experience! Collaboration
across different types of
dishes were so amazing.” -
— Precious.jp

“Stellar Dining Series is
setting the brand as the
leader of luxury dining”
— Conde Nast Traveler

“Exquisite food and wine,
elaborate setting, wonderful
people. The concept is brilliant
and experience was magical.
We still chat about the event
every now and then.”

— Bernice & Bryan,
loyalty members




STELLAR DINING SERIES

BY THE RITZ-CARLTON

9  SINGAPORE g OSAKA g HONG KONG g BEIJING
<> <o <o 2
NOV 1-4 NOV 8-10 NOV 22-25 NOV 29 -DEC 1
Total Revenue: US$149,131 Total Revenue: US$105,546  Total Revenue: US$185,128 Total Revenue: US$63,273

Total guests participated: 1,551  Total guests participated: 447 Total guests participated: 2,991  Total guests participated: 473




DIGITAL & SOCIAL MEDIA | STORYTELLING CONTENT
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STRATEGY:
Leverage multi-media creatives and targeted "¢ . —
platforms to engage with the Global Affluent
Tribe in pre, during and post campaign period
through paid, owned and social influencers’
channels.

il d SINGAPORE

D I G I TA L CA M PA I G N P E R I O D STELLAR DINING SERIES
28 Sep — 14 Dec, 2018 i
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HIGHLIGHTS:

Delivered above expected KPIs across the
channels. There is no one size fits all in &

markets and different componen

had their own distinct impact i
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PR BUZZ

Society’s Luxury Authority

PRESTIGE RIoSED RObb Report X»)ﬁ) MICHELIN GUIDE © GQ mﬁg’g B

SINGAPORE

Esquine am=ss B Tiailer THE BUSINESS TIMES Morning Post

STRATEGY:

Drive advocacy and positive
WOM for The Ritz-Carlton as the
leader of luxury dining space from

media, influencers and industry
professionals through impactful
engagement and targeted reach.

Lifestyle / News

HIGHLIGHTS:

M E D I A W h — - — {;/')—7‘ S OFEEL Iby The Ritz-Carleon |A3@IFH
from Singapore, Japan, Hong | l ‘l‘\“*xvv»/‘/»
Kong and China attended gT‘/'.\vl:leH

Stellar Dining Series.

170 clippings have been
generated with estimated

PR IMPRESSIONS
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LOYALTY ENGAGEMENT

STRATEGY:

Moments packages across 4 event destinations. Leverage Stellar Dining Series
events to provide an exclusive access and benefits to members for one-of-a-
kind luxury culinary experience and drive awareness through various loyalty

owned channels and Moments platform

455 y OOO POINTS REDEEMED

A RARE ALIGNMENT OF STARS
INVITE YOU TO DINE — STELLAR DINING SERIES




OWNED CHANNELS AMPLIFICATION

STRATEGY:
Leveraged all The Ritz-
Carlton hotels to promote STELLAR DINING SERIES
across all the owned channels £ AT CARLTO)
and on-property touchpoints. g

. ritzcarltontokyo « 7201

HIGHLIGHTS: o
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STELLAR DINING SERIES

BY THE RITZ-CARLTON

THE RITZ-CARLTON

STELLAR DINING SERIES BY
I'HE RITZ-CARLTON
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STELLAR DINING SERIES

BY THE RITZ-CARLTON

MANDCRAFTED COCKTANS CELESTIAL AFTEANOON TEA

A RARE ALIGNMENT OF MICHELIN STARS.

We Invite you 10 et your Cowrse by the siaes. Be wonderstruck os
Michesin-starmed chefs of The Raz.Carkion ign i Cosmic cotaboraion
10 being you &n unforgetiabie Joutny for the senses
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