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2020 Welcome Series
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* Email 2 Open Rate: 34%
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Most Opened Email Campaigns

* March 30 (First message prior to COVID-19 lockdowns)
= Open Rate: 28.7%

= Subject line: A Message from Your Friends in Ireland
= May 6

= Open Rate: 25.3%

= Subject line: Crafted in Ireland
= May 27

= Open Rate: 25%

= Subject line: Trace Your Irish Heritage
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Least Opened Email Campaigns

= April 1
= Open Rate: 18%

= Subject line: Your Guide to Ireland’s Literary Side

" Feb 6
= Open Rate: 201%

= Subject line: You'll Love These Ireland Vacations

= Feb 27

= Open Rate: 20%

= Subject line: Start Planning for St. Patrick’s Day
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Most Clicked Email
Campaigns

* April 15 - A Taste of Ireland at Home
* Click Rate: 3.5%
« Content:Irish Coffee video, Soda Bread
recipe, Irish Food Quiz, Irish Dishes
e Jan 16 - Ireland 101: Your Must-Have
Guide
* Click Rate: 3.5%

« Content:10 Things to Know, Weather, Money,
Festivals

* May 27 - Trace Your Irish Heritage

 Click Rate: 3.4%

« Content: Tracing Family Tree, Genealogy
Resources, Irish People Quiz, Spotify Playlist
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Least Clicked Email
Campaigns

* July 8 - The Ultimate Guide to Sports in
lreland

 Click Rate:.7%
« Content: Sports homepage, Golf, Sports Quiz, . D g |
Other categories —p—— N e
* Feb 27 - Start Planning for St. Patrick’s Day |
* Click Rate: 1.2%

« Content: St. Patrick’s Day homepage, Quiz, Global
Greening, Home of St. Patrick video
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 Dec 2 - True Ireland Experiences
 Click Rate: 1.3%

« Content: Myths + Legends, Road Trips,
Appalachian Trail

HORSE
SURFING RACING

EE]
PACRICK:

Ireland.com 00060

Ireland.com 000060

Irelandcom ©QOOO®®



Testing Results — Subject Lines

= A/B Testing — When testing subject lines, we saw an

overall above average open rate.

* First name personalization — Tested once for our
Thanksgiving email. Received the highest open rate that
month.

» Subject line: Happy Thanksgiving, Name

= Emojis —Inclusion of emojis did not increase open rates.

= Only incorporate emojis when they add substantial value to the
subject line.
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Dream of Ireland with These Videos

Testing Results -
Content Areas

= Content areas tested in order to

SECRET ISLANDS

he waters surrounding Ireland, even the smallest islands are

maintain subscriber engagement.

= |t was determined that content areas

with no sentences of description did not

KAYAKING

perform as well as those with.

= For example, the circle, square and
rectangle pods along the right side == (s
didn't garner as high of a click rate as

Great Escapes in

the sections along the left. s




Testing Results -
Gifs
= |[n sends where gifs were included, we saw

the lowest unsubscribe rates but an

inconsistent result in click rate.

» Qur Christmas email featured a gif and
garnered a 125% higher click rate than

last year’s Christmas email.

= The map gif was the top piece of
content clicked in the email it was

incorporated into.

= When gifs were incorporated as hero
images, there was a lower click rate

than usual.
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= The original layout has been running for e

Nature Inspires,
Ireland Delivers Watch: When You’re
Ready to Get Back...

1.5+ years. The new layout was tested
against the original template and

received 96% more clicks.

= The 2021 layout incorporates the new
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layout content areas in order to continue

positive click activity. Plus, additional Y e R pe Wl on i st your
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sections were added to align with the new
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Key Takeaways

= While 2020 required a shift in strategy from our typical trip planning content to
inspirational content, it allowed us the opportunity to test different areas of our emails -

from subject lines to layouts - in order to be prepared to achieve the best results in 2021.

= Qur open and click rates for the year were consistently above our YOY results (and overall

industry standards). With this success, we determined what content suits our audience the
best.

» Recipes, genealogy, and experiencing Ireland through videos were our top performing content for

the year, while sports and literature were our lowest.

= We consistently had a lower unsubscribe rate this year than previous years. Our

subscribers want to hear from the brand in order to learn how COVID-19 is being handled.

= As we move into 2021, we will look to promote overall safety of the island, precautions in place, and

why Ireland is the perfect place for their first international trip after the pandemic.
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Key Takeaways

= With understanding our audience’s preferences on subject lines, creative layouts, and
overall content, we can move into 2021 setting ourselves apart from other brands. This time

will be crucial to providing subscribers with the information they are seeking.

= Once the climate allows, we will look to set in place new email campaigns that take the

consumer on a journey related to content that best suits their interests.
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Thank you!
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