





DURATION: July — December 2021

2UIDICI=IE T s25 Million




BUSINESS Overcome the hesitation for traveling via cruises
CHALLENGE created by the COVID-19 pandemic




- Business Objective: Increase bookings by 15% by the end of 2021

- Marketing Objective: Increase market share among competitors
by 10%

OBJECTIVES

- Communication Objectives:
« Add 1 million new subscribers to their email database

* Increase RCCL website visits by 30%

* Generate 5 million (positive) social mentions about RCCL by the end
of 2021.




SWOT

ANALYSIS

° Strengths
+ Caribbean destinations are the most

popular among US passengers?, and
RCCL has 28 ports of call in the
Caribbean.3

RCCL operates the four largest cruise
ships in the world: Symphony,
Harmony, Oasis, and Allure of the
Sea.%

* Weaknesses
* RCCL is lacking in digital marketing,

earning only 88 impressions/dollar
(digital spend $13.5m, total
Impressions 1,140).>

In the 2020 Friends of the Earth Cruise
Line Report Card, RCCL received a D.
The Report Card is evaluated on
sewage treatment, air pollution
reduction, water quality compliance,
and company transparency of
environmental information, and
young travelers are becoming more
environmentally conscious.

© Opp

ortunities

HHIs are rising, which allows more
people to be able to afford cruises.?

* The three main drivers to cruising are

surroundings, value, and
experiences.?

- Demand for cruise travel is projected

to rise over the next five years, as
positive economic conditions
encourage US consumers to make
more discretionary purchases.®

* Threats
* The biggest barrier for consumers is

the cost of getting to the departure
point.2 RCCL has 13 US departure
ports in nine different states.3

Climate change is causing stronger,
more frequent hurricanes that are
disrupting the Caribbean market,
which can increase operating cost and
fear among potential travelers.?






MARKET
SHARE

ALL COMPETITORS

MSC Cruises Norwegian Cruise Line
$3.9B, 5% $6.4B, 8%

Disney Cruise Line
$1.6B, 2%

Royal Caribbean
$10.98B, 14%

Carnival
$20.8B
26%

Disney Parks

$26.2B, 33%
Sandals

$2B, 2%

Playa Hotels & Resorts

S636M, 1%
Universal

$5.9B, 7% Six Flags
$1.5B, 2%



MARKET
SHARE

CRUISE LINES

MSC Cruises

Disney Cruise Line
$3.9B, 9%

$1.6B, 4%

Norwegian Cruise Line
$6.4B, 15%

Carnival
$20.8B, 47%

Royal Caribbean
$10.9B, 25%



BRAND
POSITIONING

MAP

Lowest Cost ($200/day)

Most Ports of Departure (55)

&7

Z

©

Fewest Ports of Departure (17)

(Rep/ore$) 1500 1s8UBIH




Royal Caribbean
$65.5M, 40%

ADVERTISING
SHARE OF

Carnival
$32.7M, 20%

Disney Cruise Line
Norwegian Cruise Line S$5.2M, 3%
$55.3M, 33%

VOICE

MSC Cruises
$7.2M, 4%




MEDIA MIX

ROYAL CARIBBEAN

Business-to-Business
Spot TV $2M, 3%

$88,900, 0% Local Newspapers

$577,500, 1%

Hisp. Newspapers

$41,200, 0%

Nat'l Spot Radio
Cable TV S1M, 2%

S32M, 50% Local Radio

$1M, 2%
Internet Display
S9M, 14%
Network TV
$16M , 25% Outdoor

S2M, 4%



MEDIA MIX

CARNIVAL

Network TV  Spanish Lang. TV
$129,400,0% ,.$16,800,0% Cable TV
Outdoor $185,100, 1%

Syndication
$227,500, 1%

Spot TV
Internet Display $10.98B, 24%
S9M, 29%

Magazines

1.7M, 5%
Local Radio > °

$4M, 13% Business-to-Business

$2.3M, 7%

Local Newspapers
$34,800, 0%

Hispanic Newspapers
$3,400, 0%

Natl. Spot Radio
S4M, 13%



MEDIA MIX

NORWEGIAN CRUISE
LINES

Syndication

v
$324,900, 1% . PO

$4.8M, 9%

Local Magazines
$38,200, 0%

Business-to-Business
$2.3M, 4%

Local Newspapers
Cable TV S$1M, 2%

$24.9M, 45% Hispanic Newspapers
$24,900, 0%

Local Radio
S$5.9M, 11%

Internet Display

(v)
Outdoor 51.8M, 3%

Network TV $2.2M, 4%
$4.6M, 8%



MEDIA MIX

ROYAL CARIBBEAN

Business-to-Business
Spot TV $2Mm, 3%

$88,900, 0% Local Newspapers

$577,500, 1%

Hisp. Newspapers

$41,200, 0%

Nat'l Spot Radio
Cable TV $1M, 2%

S32M, 50% Local Radio

$1M, 2%
Internet Display
S9M, 14%
Network TV
$16M , 25% Outdoor

S2M, 4%



TARGET AUDIENCE




* Age: 35+

- Gender: Male & Female

* Education: College Educated

* Race: Mostly White Men and Women

DEMOGRAPHICS * HHI: $50,000+

* Brand Loyalists
» Customer Switching

* Shops at: Costco & Whole Foods

* Purchases Environmentally-Friendly Products




GEOGRAPHICS

——
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* PRIZM: Upward Bound

Dallas County, AR

% Households Segment
13: Upward Bound,
2020 by Counties

Bl 0.00% - 0.58%

B 0.59% - 2.00%
2.01% - 4.84%
4.85% - 16.45%

16.46% - 18.90%

Edit




GEOGRAPHICS
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* PRIZM: Cruisin’ to Retirement

Lake County, TN

% Households Segment
12: Cruisin' to
Retirement, 2021 by
Counties

B 0.00% - 0.85%

B 0.86% - 2.81%
2.82% - 5.94%
5.95% - 10.30%

10.31% - 16.81%

Edit




Ny , » &= Dallas County, AR

\ | H 7 A % Households Segment

16: Beltway Boomers,
2020 by Counties

——

A

Bl 0.00%-0.45%

e 23 Bl 0.46% - 1.46%

GEOGRAPHICS o0 i ' 4]5; s - ‘ 1.47% - 2.94%

7] 2.95% - 4.99%

5.00% - 7.46%

Edit

* PRIZM: Beltway Boomers




PERSONAS




INTRODUCING...
FAMILY-FOCUSED
STANLEY COOPER

* PRIZM segment: Beltway Boomers

* Age: 46

* Gender: Male

* Location: Tampa, Florida

- Education: Bachelor's Degree

* Occupation: Real Estate Agent

* Relationship Status: Married with two young children

- Activities: Enjoys coaching his kids soccer team, enjoying Chick-Fil-A lunches,

spending time with his family, and shopping at Costco.

- Day in the Life: Family-Focused Stanley starts a seamless day closing deals on

beachfront condos, after a long day of work he enjoys sipping Mai-Tai's when
he's not coaching his kids’ soccer team. On weekends he enjoys walking the
aisles of Costco to ensure he doesn't miss a special deal. If he's lucky enough to
not have to coach his kids' soccer team, Stanley enjoys a hot chicken biscuit
from Chick-Fil-A on Saturday mornings.



INTRODUCING...
FOREVERYOUNG
JANE SMITH

* PRIZM: Cruisin’ to Retirement

© Age: 66

* Gender: Female

* Location: Houston, Texas

* Education: Board Certified PA

* Occupation: Physician's Assistant

* Relationship Status: Married w/ 2 kids out of college

- Activities: Enjoys driving her Volkswagen Beetle along the bayou, avid jazz

festival attendee, er]{o /s learning about the stock market on Fox Business,
and enjoys taking wildlife photos in Alaska.

- Day in the Life: ForeverYoung Jane Smith wakes up read¥ to enjoy the

wind ripping through herVolkswagen Beetle on the way to her work as a
PA. After a raucous weekend at Houston's Jazz Festival and spending a bit
too much money, Jane checks in on her 401k on Fox business. Jane eagerly
awaits the opportunity to return to Alaska's tundra to take pictures of
Alaska's wildlife.



3. Jane reads different google
reviews on Alaskan cruises, but
she’s on the hunt for a cruise that
takes a seaplane to the tundra.

4. Jane hears from a friend
Information gathering, shopping how seamless RCCL's

ruises are and decides to
mediately book her trip.

2. Jane compiles a list
of cruise lines that
travel to Alaska

Initial-

consideration 6. After an unforgettable
set and relaxing trip, Jane is
excited to return start

planning her next cruise.

JANE'S CDJ

purchase

JOURNEY

Trigger

1. Jane overhears a
patient talking about
their cruise to Alaska

Ongoing exposure

5. Jane is comforted by RCCL's
ability to keep her engaged with
her trip by keeping her up to
date with possible itineraries.




INTEGRATED PLAN
RECOMMENDATION




Allocation Option 1

Facebook brand group / page: 0.1 %

¢ 1c nnn
Brand / company websites desktop: 0.1 %

(e TaWa'ala)
Brand / company websites mobile: 0.1 %
< 20 000

Facebook ads mobile: 28.5 %
$7,114,625

Facebook ads desktop: 10 %
$2,512,024

\ 1 P parison websites mobile: 0 %
- $10,000

Branded mobile apps: 0.4 %

Emails - subscribed: 13.7 %

424 20
Personal recommendation: 0 %
‘. aTata
Professional recommendation: 0.1 %

$ 25,000

Internet advertising desktop: 8.9 %
$2,222,372

‘ 1V dUb: ££4.0 70
$5,632,411

- Paid Medi - Owned Media
STRATEGY ! oo * Branded mobile app

* TV advertisements

* Magazine advertisements * Brand websites (desktop
and mobile)

Internet advertising
(desktop) * Facebook brand page

Mobile search advertising - Earned Media

* Facebook advertis_ing - Personal & Professional
(desktop and mobile) recommendations
* Emails to subscribers * Price Comparison websites

(desktop and mobile)
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"% CHANNELS




- Budget: $4,632,411
* Impressions: 51,892,001
* GRPs: 220

- Example: Place ads on a variety of
popular channels, such as NBC, FOX,
CBS, and ESPN.

* Rationale: TV ads are the most
expensive channel in our campaign,
TV ADS but they reach a lot of people, which
increases awareness towards RCCL.

While they are expensive, they are
needed to reach a broad audience,
which is the campaign's intent. TV ads
are very good at conveying emotion
and help consumers visualize the
cruise experience, which is critical
because you cannot try the
experience before booking a cruise.




\VCY-VAIN|=

ADS

Budget: $1,299,609
Impressions: 51,892,001
GRPs: 77

Example: RCCL having a vivid ad
in Garden and Gun to appeal to
affluent southerners.

Rationale: Magazine Ads are
excellent resources for their ability
to explain lots of detailed
information. Through vivid
advertisements, it allows them to
convey affective qualities, while
certain magazines are invaluable
in tapping into specific audiences.
Target specific audiences
demographically, such as Garden
and Gun in the south.

ONLY ON

ROYAL
CARIBBEAN

' MOUTHWATERING
DINING
On Oasis and Quantum
class ships, choose from
rustic dishes at Jarmie’s

Itaan and classic
burgers at Johnny
Rockets? or make t

OVER-THE-TOP
ACCOMMODATIONS

Only on Oasis Class ships, we can arrange
value-packed DINE DRINK DISCOVER package that
includes balcony views of the Boardwalk or Central Park.

DELIGHTFUL ENTERTAINMENT

Meet your favorite DreamWorks characters and marvel

a. Oasis



f L ANV ‘i Scarch this site

NOMADIC'g MATT ABOUT BLOG TRAVELTIPS DESTINATIONS RESOURCES COMMUNITY MEMBERS [(SHOPY =

6 REASONS YOU SHOULD LEARN THE LOCAL LANGUAGE
BEFORE YOUR TRIP

INTERNET
ADS —

DESKTOP

° Budget: $2,222,372 * Rationale: Aside from being
_ one of the most cost-
* Impressions: 70,832,268 effective ranking channels,

. _ 93.3-96.3% of our target
GRPs: 300 aqc?lence uses Internegt daily.
It is one of the most cost-

’ E;?,g? %Ilg:gAv\I?eagls?fersad on effective CPMs available.




MOBILE

SEARCH ADS

Budget: $2,569,170
Impressions: 56,631,113
GRPs: 240

Example: If someone searches
"“cruises” on Google, RCCL's
website will be the first link
shown.

Rationale: Another cost-
effective channel, but younger
demographics use mobile
phones more often than older
generations. It ranks right
around the 6oth percentile in
channel ranking. Mobile Search
ads have the ability to convey
detailed information, and can
offer high reach for certain
keywords.

- E&~ o
%
—(

O, cruises X

«Q

Al News Images Videos Maps Shoppin

Ad - https://www.royalcaribbean.com/

Royal Caribbean® Cruises - The Best
Cruise Deals

Cruise with Confidence. Enjoy Free Cancelations, Cruise
Credits, & Best Price Guarantee. Book Your Cruise with
Royal Caribbean, Voted Best Cruise Line Overall 18
Years Running. Fun for Families. Summer 2021 Cruises.
World Class Entertainment.

Hot Deals
Adventure Is Back

https://www.royalcaribbean.com

Roval Caribbean




FACEBOOK
ADS —

DESKTOP

Budget: $2,512,024
Impressions: 86,768,889
GRPs: 381

Example: Place
advertisements in
people’s news feeds.

Rationale: 70% of the
target audience log into
Facebook via desktop
daily, while the rest log on
incrementally. Its CPM is
the second most cost-
effective. The older
segment of the audience
are more likely to have a
Facebook, and are
frequent desktop users.

& P &P = d

S Royul Caribbean Inlernstionsl o
foorened Q

Everyone de - wion. Are you ready for & different knd of down time?




)
u

5:49 .l:i

Royal Caribbean International @
Sponsored - Q

Budget: $7,114,625

Everyone deserves a vacation. Are you ready for a

Impressions: 5081491,949 | different kind of down time?
GRPs: 2,156

Example: Place advertisements in
users’ news feeds.

FACEBOOK

Rationale: From the media
ADS o MOBILE consumption, 62.7% of our target
audience use Facebook mobile on
a daily basis, and the remaining
37.3% might not use it daily, but
they still use it incrementally. Its
CPM is the most cost-effective. It

prOdUCES the mOSt Impl’eSSIOns In :\;:)%RII!EEDms-rWi-Fi! Up to $1,100 Book Now
our Campaign strategy. in Value.
Q015 @~

o Like () comment &> Share




EMAILS
SUBSCRIBED/

THIRD PARTY
EMAILS

- Budget: $3,434,789

* Impressions: 114,100,564
- GRPs: 484

- Example: Partnering with a

travel booking website to
distribute emails to their
subscribers.

Trouble seeing this email? | Unsubscribe Call: 0800 000 0000

Calls cost 7p per minute plus you
network access charge

|3 ¥

RoyalCaribbean Cruise Deals >  Packages >

EXPERIENCE MORE
PACKAGE DEALS AT

GREAT VALUE PACKAGE HOLIDAYS WHEN YOU
BOOK DIRECT WITH US

Did you know we offer package holidays and what's more, for a limited time they're at incredible
prices too. Our packages take the hassle out of holiday planning with flights, hotel
accommodation AND your cruise all included. They're sp ly for an unri holiday
experience.

Book direct with us by Friday 25 September and enjoy our holiday packages for one amazing
price. Our d will port you to d packed with unique sights and
culture. From the vibrancy of to the extravag: of Dubai; the beaches of Miami to
the beauty of Venice and the Greek Isles. Experience more in 2016.

Terms & Conditions apply**.




BRANDED

MOBILE APPS

Budget: $o

Impressions: 47,171,103
Daily
GRPs: 200 Planner

Example: RCCL has two
apps: Royal Caribbean
International and MyRCL

Rationale: Branded
mobile apps allow RCCL to
communicate directly with
their customers through
owned media. This app is
invaluable in
communicating with
loyalists of the brand
because their rewards
program is attached to the
app. It also has the ability
to influence future
purchase decisions.

-
reservations
- on the ship




Cruise with Roys! Caribbesn | - X JIRH

) CB® © & hitpsy//www royalcaribbean.com o @ | Q search

Help Q

PLAN A CRUISE THE EXPERIENCE DISCOVER CRUISING ALREADY BOOKED

BOOK NOW

COMPANY
WEBSITE —

Ultimate Abyss™ - Only on Royal Caribbean®

60-OFF + 1%S200 enotn 3229731

DESKTOP

REPOSITIONING v | Anvwrere v ANy oaTe ﬂ
—— ————
* Budget: so communicate detailed information, the
_ company website is a critical owned media
* Impressions: 58,963,879 outlet. It ranks second overall of all of the

channel rankings.
* GRPs: 250

- Rationale: Due to the target audience's
media consumption and its ability to




Budget: $0

Impressions: 58,963,879
GRPs: 250

Rationale: From the

COM PANY media consumption, About e (@ Create poct
FAC E B O O K 68 7% |Og I nto Fa ce bOO k © #Comeseek the Royal Caribbean. & Photo/Video ©Q cCheckin & Tag Friends

o You're on the ocean, but this is not a

Vi a D e S kt O p d a i Iy’ a n d cruise. It's an adventure filled with robot
.. 0 bartenders,.tht.e world's Ionggst ,? Royal Caribbean International @
PA E t h e re m a I n I n g 3 1 . 3 A) | O g overwater zip line, and more incred... 7h - %

See More .
Less Mondays, more Mexico.

on | ncrementa | |y Its Wb 4924743 people like this including 2 of o

your friends

CPM is the second most K1
COSt'EffeCtive. It also 4,896,959 people follow this

Royal Caribbean International
°

. o © Send Message
@royalcaribbean - Cruise Line

Home Groups Events Reviews More v i Like Q

° 1,333,960 people checked in here

h a S t h e a b i I ity tO S h a re @ http://bit.ly/RoyalCaribbean_ComeSeek
information with ease. o etible 247 st te 0. &

Canada: (305) 341-0204

= Typically replies within minutes
Send Message

X4 royalsocial@rccl.com




PERSONAL

RECOMMENDATION

- Budget: $o
* Impressions: 58,963,879
* GRPs: 250

- Example: A passenger telling a friend about their experience

- Rationale: It is an incredibly persuasive form of WOM

advertising, and the target audience values this form of
recommendation. It is invaluable for its ability to create trust
in a brand and its ability to share information. It is one of if
not the most influential earned media drivers.



PROFESSIONAL - Budget: $25,000

RECOMMENDATION

* Impressions: 35,378,327
* GRPs: 150
- Example: Partnering with a travel agency to promote RCCL

cruises

- Rationale: The brief explicitly state the use of Travel agents,
which a majority travel agents' sales come from cruise line.
While it does not perform as well as others it is highly
effective and the client deserves to be heard.




PRICE
COMPARISON

WEBSITE —
MOBILE

Budget: $10,000
Impressions: 47,171,103
GRPs: 200

Example: Advertisements placed
on priceline.com

Rationale: It is an effective
earned media channel that is
even more persuasive than the
desktop version. It is also the
strongest in conveying Trial to the
target audience. It is a great
addition to add to the

comprehensive approach sought
by the brief.

© \ @ cruises.priceline.com/?ut... \

(@ My Cruise Reservation

w Q Cruise Search 800-735-8000

r21 RoyalCaribbean

J

Exclusive: Up to $300 to Spend on

Board

Plus, get up to $350 in instant savings + 60% off
your 2nd guest & more

Royal Caribbean

00 0 »
Cruise Search Clear Jgilacs
Your Selections:

< > ¢ [ =




g Expediq More travel v @ English List your property Support Trips  Signin

B X = fe = v

Stays Flights Cars Packages Things to do Cruises

For expert cruise advice, call 1-800-916-8586. 2 travelers v
Going to > Departs as early as m Departs as late as ‘
Select destination Apr 26 May 26

PRICE
COMPARISON

WEBSITE —
DESKTOP

WHERE EXTRAOR y .Y HAPPENS

WHERE EXTRAORDINARY HAPPENS

G Help

* Budget: $10,000 * Rationale: It is an excellent resource to
promote hlgh-t_?_uallty communication with

* Impressions: 47,171,103 the consumer. The Target audience heavily
engages in desktop computingand

- GRPs: 200 coupled with its ability to encourage hlfg -
quality communication; it's necessary for

- Example: Advertisements placed on our target audience.

expedia.com



DELIVERY & BUDGET
ALLOCATIONS




Target: RCCL
$ 24,785,000

41.1 % influential reach 99.4 % campaign reach

TVads 220GRP 51,892,001 IMPRESSIONS €32 AAADDNL $5,632,411

Magazine ads 77 GRP 18,245,235 IMPRESSIONS M $1,299,609
Internet advertising desktop 300GRP 70,832,268 IMPRESSIONS £ 424" $2,222,372
Mobile search 240 GRP 56,631,113 IMPRESSIONS M $2,569,170
Facebook ads desktop 381GRP 89,768,839 IMPRESSIONS #2423 ¢ $2,512,024
Facebook ads mobile 2,156 GRP 508,491,949 IMPRESSIONS €2 2NN L  $7.114625
Facebook brand group / page 250GRP 58,963,879 IMPRESSIONS $ 15,000
Brand / company websites desktop 250GRP 58,963,879 IMPRESSIONS $ 20,000
Brand / company websites mobile 300 GRP 70,756,655 IMPRESSIONS | $ 30,000
Price pari! bsites desktop 200 GRP 47,171,103 IMPRESSIONS $ 10,000
Price comparison websites mobile 200 GRP 47,171,103 IMPRESSIONS $ 10,000
P L A N Branded mobile apps 200 GRP 47,171,103 IMPRESSIONS ( $ 100,000
Emails - subscribed 484 GRP 114,100,564 IMPRESSIONS $3,434,789

S U M M I \ I E Y Personal recommendation 250GRP 58,963,879 IMPRESSIONS $5,000

150 GRP 35,378,327 IMPRESSIONS | $ 25,000

Plan reach (Option 1 - RCCL) Plan allocation
Influential reach I 1% Facebook ads mobile I 2.7 %
Net campaign reach I 5o.0% TV s 27 %
TV ads B 6% Emails - subscribed Bl 139%
Magazine ads _ 44.9% Mobile search - 10.4 %
Internet advertising desktop _ 56.8% Facebook ads desktop - 10.1%
Mobile search _ 32.1% Internet advertising desktop - 9%
Facebook ads desktop H (534% Magazine ads Bs52%
Facebook ads mobile HE  (938% Branded mobile apps |0.4%
Facebook brand group / page - 11.1% Brand / company websites mobile  0.1%
Brand / company websites desktop - 19.4% Professional recommendation 0.1%
Brand / company websites mobile - 18.3% Brand / pany websites desktop  0.1%
Price comparison websites desktop _ 445 % Facebook brand group / page 0.1%
Price ison websit bil _ 42.8% Price comparison websites desktop 0 %
Branded mobile apps - 15.2 % Price comparison websites mobile 0%
Emails - subscribed _ 40.2 % Personal recommendation 0%
Personal recommendation B 195%

Professional recommendation N 33 %




FLOWCHART

‘cuem: RCCL

Campaign: Final Project

Al — —
TV ads National 51892001 129730004 129730008 12973,000§ 12973000 5632411
Fox,CBS,LocalNews, ABC Efc. l I
18245235 1299609

_Magazine ads SelectMarkets
New Yorker, Time, National Geographic, e§ Targetaudienc

e,such as Garden & Gun for the South.

2222372

2569170

Intemnet Advertising Desktop SelectMarkets 70832268
\ Banner ads &pop-ups on blugs.vlugs.rain & Suburban areas
'Mobile Search | Natonal 56,631,113
Travel.vacation, adventure fun. family oriented, efc.
'Facebook ads Desktop SelectMarkets 89,768,889 14961481 14961 14961481 14961481 14961481 14961

‘ A35-65+, HHI60k+, New adveniures &thojn & Suburban areas

Facebook ads Mobile SelectMarkets

508491949

\ A35-65+ HHI60k+ New adventres &thojn & Suburban areas

84748658 B84,748658 84748658 B84,748658 84,748858 84748858 7114625

2512024

| Emails - subscribed Nasonal

FPYEToTI Gl

3rd Party Paid email biitzes 1o reach potential customers in

vaves b increase awareness.

3434789

|Price Comparison Websites (Desk.) Naitonal

47.171.103

Expedia, Travelocity, Google Flights, etc.

Price Comparison Websites (Mobil{ _Natonal

47171,103

7861851

 Owned Media channels will post and engage with cons:

umers about the results from these websites to bolster

‘Pononal Recommendation Natonal

58963879 19654626 19654626 19654626
At the start of the campaign personal recommendations will be posted on owned media channels to drive consumer trust

58963879

9827313

‘Faoebook Brand group/page National
Pay someone b aclively engage with customers seeking information or

7861851

9827313 9827313 9

1g on posts.

Brand/Company Websites (Desk.) National

58963879

9827313

‘Tweak desktop site to better convey safety measures and resources for those

Brand/Company Websites (Mobile)] Natonal

9827313 9827313

‘Tweak mobile site to better convey safety measures
‘Bnndod Mobile Apps National 47,171,103 11,792,776 11,792,776 5896388 5896388 100,000

e to ensure ed Covid protocols are communicated to current
‘meunlonal Recommendation National 35378327 $250008
Pay someone to train Travel Agencies/Agents to correctly give the correct information Covid protocols. Promoting travel agents bookings through social media.
JOTALS: 1,334,501,946 $24,78500]




MEASUREMENT




* Increase bookings by 15% by the end of 2021.

- This will require a focused effort to overcome consumers’ objections
to placing a $500 non-refundable deposit to secure their reservation.

* Achieve a +60% reach to the target audience over the course of
BU SI N ESS the next 6 months (July — December 2021) by calculating net reach
through Commspoint.

O BJ ECTIVES - Overcome consumers’ objections to placing a $500 non-

refundable deposit to secure their reservation

* Increase attitudes among the target audience that RCCL offers the
safest practices in the cruise industry. Through a Pre/Post test
campaign survey we can measure the brand affinity before and after
the campaign to check if we met our objectives.




* Increase market share among competitors by 10% by promoting

MARKETl N G RCCL's newest ships and extensive ports of call (in tandem with
their Cruise with Confidence guarantee).

O BJ ECTIVES * Reach the target audience at an average of 135% in 6 months by

measuring average frequency through Commspoint.




* Add 1 million new subscribers to RCCL's email database from July
— December 2021

* Metric: Measuring how many new subscribers signed up using
Google Analytics.

* Increase RCCL's website visits by 30% from July — December 2021
COMMUNICATION * Metric: Measuring how many people visited the website during the

OBJECTIVES campaign using Google Analytics

* Earn 5 million (positive) social mentions about RCCL from July —
December 2021

° Metric: Measuring how many positive mentions or shares took place
using Facebook Analytics




