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Summary
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August generated the lowest monthly clicks & bookings YID driven by a lack of
booking-driving Solos and general decreases in Open rate across campaigns

After four months the Summer Promotion continued to drive clicks & bookings in the
campaigns where featured (eNews, Hotel Specials, MegaBonus preview)

Moments was supported by Solos and eNews & established a baseline of member
engagement

Destinations generated the lowest CTO% YTD

Content insights from Core campaigns
eNews Rewards section generated the most clicks since Aug ‘15
Hotel Specials maintained YID performance featuring Summer Promo & popular destinations

Test summary: DC offer image test, MRCC benefit layout, simple header & subject lines



Executive Summary: Aug 2016 YoY overview

eNews+ HS+

Program Benefits Offers Dest. Solos Lifecycle MRCC METT

Audience

Audience*

Total
Delivered

Unsub Rate

8l.0M 12.1M | 10.4M 226M | 49M

10.8% 1.8% 13.7% 21.9% 18.3%

0.16% 0.10% | 0.15% | 0.12% | 0.13% 0.29% | 0.24% | 0.19%
-0.1pts | 0.0pts | 0.0pts |-0.1pts| -0.0pts | -0.1 pts | 0.0 pts | 0.1 pts

Delivery Rate

-0.3 pts | -0.2 pts | -0.6 pts

Open Rate

Opens

22.1% 19.8% | 18.9% Y 23.5% 32.4%
-3.4pts | -4.0pts | 0.4pts | 0.9pts | -2.9pts | -3.9 pts
17.9M 2.4M 2.0M 5.3 M 1.6 M
-3.9% -10.2% | 16.1% 13.6% 5.6%

Click Rate

1.9% 3.1% 1.9% 1.8% 5.9%
-1.0pts | 0.4pts | 0.2pts [-0.3 pts| -2.1 pts | -1.5 pts

Engagement

Unique Clicks

1.5 M 380.1K (196.5K| 99.4K | 416.6 K | 292.0K
-28.2% 23.4% | 29.3% -40.6% | -5.1%

Click to Open
Rate

8.6% 15.9% | 10.1% 1.9% 18.3%
-2.9pts | 43pts | 1.0 pts -1.2pts | -2.2 pts

Financial

Bookings

160.0K 48.1K | 16.8K 446K 248K
-1.4% 35.2% | 34.4% -38.6% 0.0%

Revenue

Conversion

Bookings per
Delivered(K)

$55.1M | $11.1M | $5.1M | $2.6 M | 515.5M | $9.2M | $2.1M

-13.3% 20.2% | 25.1% -41.4% | -4.0%
10.4% 12.8% 8.6% 10.1% 8.5% Y
2.3 pts 1.1pts | 0.3 pts 0.3pts | 0.5pts

2.0 4.0 1.6 - 2.0 5.0
-16.5% 25.4% 18.1% -52.0% | -15.5%

* Calculated using Mailable Openers** from Active, Inactive, and Non Member Counts
** Total Mailable minus anyone who has not clicked/opened an email in past 15 months

Program Summary

Compared to Aug ‘15, deliveries increased
10.8% and bookings decreased 7.4%,
resulting in 16.5% decrease in booking per
delivered

- Overall Open rates generally decreased YoY
across most campaigns

- Click to open rate fell YoY where Summer Promo &
sweepstakes were not promoted

Non-booking Solos were the primary sends
which negatively impacted email KPIs

Taste of Gold & Silver Focus campaigns did
not run in Aug’16

MRCC featured 80 K pt offer




Bookings (K)

Solo volume increased YoY by 28% but

bookings fell 39%
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August Key Solo mailings

Delivered / EIR Bookings

Bug ‘16: Moments 11.6 M/12.2K
Fall MB Preview 7.7TM/19.4K
METT 2.3M/4.0K

Points Exp Reminder 315K/1.5K
Abandoned Search 188K/4.4K

Primary Aug ‘16 Solo was a non-booking CTA while Aug ‘15 was the MegaBonus Announcement

Delivered / EIR Bookings

Aug ‘15: Fall MB Announcement
Fall MB Preview
METT
Duplicate Email

8.9M/50.6 K
6.7M/15.2K
816 K/ 874
711K/ 180

(IAD) srrewry paiaasiied



Program MoM & YoY KPI trends: August 2016
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Observations:

- YoY Open rates fell due to general decreases in eNews, Solos, Lifecycle, MRCC & METT

- Decrease inYoY Click to Open rate was due to lack of high converting MegaBonus announcement Aug’15
- Conv% continued to consistently surpass 2015 Conv% rates




1) eNews achieved its lowest Open rate to date

Aug ’16 SL: Compare to Aug ‘15 Compare to 2nd lowest (Mar ‘16)
* Primary: Bring Home the Bonus Points * Aug ’'15: Get the 5th night Free » Core: Escape the madness
* Secondary: Full Price? Not for you « WHPH: Conquer your world, Jim

* TSAT: Go more places, Jim
2) Solo campaigns hit the lowest Open rate in the past 3 years

Moments Auction and MegaBonus preview were 85% of Solo volume & both generated lower than
average Open rates

3) Lifecycle campaign achieved the lowest Open rate to date
Onboarding lower than average campaign Open rate; no Silver Focus or Taste of Gold

4) METT, 2nd lowest Open rate in the past year

Other potential factors
- August seasonality « Subject line testing opportunity cost



August may be a seasonal low in member
travel activity and interest

M.com booking trends indicate that August is low point in bookings

Average m.com Homepage % Change in Bookings & Revenue

Month Average of Percent Difference Average of Percent Difference Revenue
Jan 26.80% 49.43%
Feb -7.89% -10.31%
Mar 15.28% 13.44%
Apr -6.56% -5.89%
May -0.96% -1.26%
Jumn 3.51% 1.81%
Jul 5.36% 4.37%
Aug -12.13% -12.87%
Sep 1.59% 2.63%
Oct 2.73% -0.71%
Mowv -3.92% -8.82%
Dec -5.31% -7.57%

Chart shows monthly bookings & revenue against the average
month per year, 2013-2015



Members continued to respond

positively to the Summer Promotion




Members continued to respond well to the
Summer Promo in it’s 4" month

Summer Promo links have generated more revenue through email than previous MegaBonus

Summer Promo Delivered
iv
First 4 Months Bookmgs Revenue Del (K

Summer Promo '16 108.6 M 165.6 K $57.69 M
Spring MegaBonus '16 59.7M 152.6 K $50.78 M 2.6
Fall MegaBonus '15 74.5 M 173.8K $56.56 M 2.3

Observations:
* Drove 13.3% of August bookings

* While there may have been some slippage in click engagement with the Summer Promo...
— eNews CTO% was lower than the previous two months

— Hotel Specials click engagement to this placement decreased slightly each month the Summer Promo was featured
...overall, eNews & Hotel Specials campaigns generated higher click and booking engagement with
continued support of the Summer Promo; highlight promotions during the length of the promotion
in core campaigns to maximize promotion engagement and KPIs




Highlighting different elements of the Summer
Promo may have influenced engagement

August Hotel Specials Core vs PO

August HS/
Deli | o % | CTO% | Conv% Unsub%
G P OB g moanag 0P ST S

TSATHS 67.6K 14.5K 143 $49.2K 21.8% 12.8% 1.7% 0.12%
TSAT Offers 615.1K 128.0K 1.1K $405.1K 20.8% 12.1% 71.3% 1.8 0.12%
Y% A -3% -5% -5% -13%

WHPHHS 479K 13.0K 362 $116.3K 27.2% 12.0% 23.1% 1.6 0.06%
WHPH Offers 444.5K 119.0K 3.0K $1.09M 26.8% 11.3% 22.3% 6.8 0.05%
Y% A -2% -6% -4% -11%

PO segments had slightly higher engagement with Core version vs PO version (Offers)

In featuring the Summer Promo:
* Hotel Specials positioned the Summer Promo to those that registered as: Win 100 K points
* Offers positioned the Summer Promo to the same audience: Each stay earn points (10 K)

Promoting the higher value of the promotion likely increased promotion response

12



Promoting 100 K sweeps” generated higher
clicks & bookings than “Earning 10 K”

“Winning 100 K points” was highlighted to Hotel Specials registrants vs “Earning 10 K” in Offers

Hotel Specials Registered: “Earn” PO Offers Registered: “Earn”

YOU COULD WIN STAY & EARN

10,000 POINTS

Just a Few More Weeks to Earn Points

100,000 POINTS

Last Chance! Win 100,000 Points

[FNAME, the][The) more you stay, the more you eam
N our sweet summer swoepstakes - and it ends
Seplember 5th, 50 act quickly.

You're regasiened In OUr SUMMEr DIOMO, SO every stay
yOu make by Septamber 5 gives you & chance 1o win

Comparing the two placements, “100 K points” generated a higher link CTO% & Conv%
» TSAT Click to Open rate and Conv% were 2x as high with the 100 K
 WHPH generated higher CTO% and slightly lower Conv% for an overall net gain

TSATSs prefer the opportunity to win a trip vs earning it & can inform how to position promotions
in the future

13




Including a reminder for Summer Promo
increased MegaBonus Preview bookings

MegaBonus EIR EIR :
Deli d O % C ol

Fall '16 71M 194K $68 M 225% 80% 14.1%
Spring '16 79 M 258K $9.8 M 28.7% 88% 13.1% 3.3
Fall '15 6.1M 152K $58 M 242%  9.5% 9.9% 2.3
Spring '15 6.0M 98K $34M 24.1%  9.7% 1.0% 18
Observations

The Fall ‘16 MegaBonus preview included a Summer Promo reminder
& generated the highest Conv% from previous iterations

The Fall ‘16 also generated the 27¢ highest booking per delivered

despite the lowest Open rate

» Fall ‘16 was the only preview that did not mention MegaBonus in the
subject line

Leveraging the Preview to remind members of current
promotions was an ideal way to add value to an awareness-
driving touchpoint & should always be considered

Fall ‘16
How to Earn More This Fall

Aarriott

Last Name

Gold50  [Platinum 75 Your Account »

CHOOSE THE WAY YOU'LL EARN

Get ready, Alexandria! On September 1. you can register for our next promotion
and choose how you'll earn this fall. Your bonus. Your choice.

& MARK YOUR CALENDAR

SWEEPS - BONUS POINTS

There's stll time 1o earn up 1o [10,000](12,000] bonus

points — and enter o win 100,000 points.

Spring ‘16
The All-New MB is Coming

MegaBonUS

Fall ‘15

Register for MB on Aug

MEGAB: ‘NUS
Starring You

EARN
BONUS POINTS &

[Alexandrla Jit's Almost MegaBonus‘ Tlrne

Mark Your Calendar: Outiook | iCalendar | Google Calendar

Spring ‘15
Register for MB Dec 18

e/
-MEGABONUS




Moments was supported by Solos

and eNews & established a baseline
of member engagement




Member response to Moments Solos were
consistent but below average

Program Benefits/ EIR EIR :
Deli d O 5 C %

Moments Bidding 11.6 M 12.2K $42M 22.2%  5.3% 8.9%
Moments Intro  11.2 M 11.1K $42M 21.2%  55% 86% 1_0 New: Bid Points for
Elite Benefits 11.1 M 324K $118M 259% 89% 12.6% 2.9
Member Rates 144 M 19.8K $7TTM 23.1%  6.0% 9.9% 1.4
FabFour 113M 25.1K $9.0M 299% 671% 11.0% 2.8

@ F2ce the hghest bd by the end of the aucton — and the
experience is yours!

Moments Bidding performance was similar to the Intro Solo
» Consistently lower Open and Click to open rates than previous Benefit Solos

fl-RB&

Featured Redemptions

A subject line test validated trends that simple, to the point copy is an optimal
way to communicate new benefits

 Introducing Points Bidding

» New! Use Points to Bid on Experiences

Cruise the Caribbean for New Year's Eve

* Got New Year's Eve Plans?
A baseline has been created, future opportunities include: Q M
* Aggressive subject lines for future Solos & w

Mixology 101 Winery Concerts Pebble Beach Golf

* Increase in experiences featured
* Geo-targeted experiences (local, or traveling to)

16



Moments generated similar clicks positioned

in different layouts MoM in eNews

Moments was featured as a dedicated module in July eNews between
the Top Offer & Rewards

In August, Moments was featured in two placements in eNews
» Account Milestone: New! Use points for foodie experiences & more
* Moments Module below the Main Rewards section

Both months Moments generated similar clicks: 14 K clicks, ~3% of
eNews clicks
* Both Aug placements contributed clicks (Account Milestone, 54% of clicks)

There are ways to feature Moments, and other content, that don’t
require “premium” placement
* e.g. MegaBonus supported in 4% month with Milestone & footer banner

Mitchell, Your Marriott Rewards#

Give the gift of points. Gift, transfer
or donate.

Pure Nashville: Hockey, Country Music & More

SR center ice at the Predalors hockey game, tour the m
Country Music Hall of Fame and enjoy dinner for two.

Create Cocktails Party in Miami NYC Thanksgiving

Watch e iconsc parade wih
finary  your fa rewing




Header test: presence of Account box
generated incremental clicks & bookings

Simplified Header

Observations

A header test was conducted: No Account Box (Simplified) vs
Account Box (Control)

* Overall, the Control version generated an overall email higher
9.2% CTO% & 5.5% Conv%

* However, the Main CTA (bid with Points) of the simple header
version generated slightly more clicks than the Account Box
version

Insight

* Presence of account box generates incremental clicks &
bookings while engagement with the body may increase
without it

Recommended next steps

» Continue to test to validate findings; consider testing in a
campaign whose objective is driving bookings (Hotel Specials)

Control Header

Header/Acct Box
1.8% CTO% 0.8% CTO%

anarrioft A\arrioft
’ P,
Mitchell REWARDS P e, REWARDS

Biiss Last Name
R L LT seoes.

Header/Acct Box

Q Search Marriott Rewards Member Rates

| Search
0.3% CTO%
Point Bidding
2.1% CTO%

Gold50 | Planum 75

NeroerRaes ]
Search
0.3% CTO% New: Bid Points for Experiences
a1 e poris for rings e ruses andconcrs”low youcanse youe
[ Point Bidding
2.1% CTO%

‘own price, by bidding auction-style on certain experiences. Here's how

@ £ an expenence, from spors events to cunary
aaventures.

@ 56 poris oy nd wi st ke anaucon

@ £ e et by the end of the aucion —ana e
experience is yours!

fl~B®

Featured Redemptions

. -L,_
g R
| Major Redeem 0 k8 | Major Redeem
0.7% CTO% | o 0.7% CTO%

Cruise the Caribbean for New Year's EVS
Use Points: Sail Into the new year with Royal Caribbean B Sy

| Minor Redeem ﬁ Q Minor Redeem
1.4% CTO% Mixology 101 Winery Concerts  Pebble Beach Golf 1.6% CTO%

TN 18




Destinations generated the lowest

CTO% YTD




PO & Core Destinations email KPI summary

25.0%

Open%
20.0%
15.0%
Conv%
10.0%
CTO%
5.0%
0.0%
Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16
—Open% —CTO% ——Conv%
Observations
Open% was flat to YID average suggesting members were not fatigued to the Road trip theme
East Coast: Your Ultimate Sports-Fan Road Trip
West Coast: Your Ultimate Scenic Road Trip
ROW: Your Ultimate Beach-Lover's Road Trip

CTO% were the lowest YID for both Core and PO versions suggesting the content may not have met
member expectations

20



Geo-targeted Destinations East Coast West Coast Rest of the World

Account Box Account Box

Account Box

39% clks, 62% bks 31% clks, 59% bks 38% clks, 65% bks
= l Search e DS Search = Search
Observations @m| 30, clks, 11% bks ™ | S=| 7% clks, 9% bks e I\ 8% clks, 9% bks
August continued a Road Trip theme with geo-targeted B T
content w AE %
° : . : : ] s - y/L
East coast version: Midwest baseball road trip  (vs July’s NY to DC) Main CTA Main CTA (" Main CTA
* West Coast: Calgary to Edmonton (SF to LA) 5% clks, 14% bks 1% clks, 14% bks

21% clks, 9% bks
* ROW: Australia’s PCH (Italy)  stops Aong Sops AoE

Vay
M
M ¢

The West Coast audience engaged better with the

content presented them than East Coast
* Overall CTO% of West Coast was higher than East (4.3% vs 3.5%)

* 60% of West Coast email clicks were in the body, 49% for East Coast : o Body
3 18% clks, 10% bks 22% clks, 13% bks 23% clks, 10% bks
£ Ui N More Cool Road Trips °

Overall, Bottom Offer click engagement remained high B o s e ﬁ

throughout support of the Road Trip theme

* Section received the highest % of clicks since June; Section CTO%
was 8% above YTD average

* Caribbean was the most clicked for Each Coast

* Denver was the most clicked for West Coast

N More Cool Road Trips See Al ©

N More Cool Road Trips el ®

W Trip Planner: Where to Book ! W Trip Planner: Where to Book N

Bottom Offer Bottom Offer
— | 7% clks, 3% bks = 6% clks, 4% bks =

Wi Trip Planner: Where to Book Now

There was a higher engagement to local regions; could geo- [m
targeting help future versions of Hotel Specials? | 6% clks, 3% bks °

Soon:

21




eNews Rewards section generated

the most clicks 1n over a year




August ‘16 eNews & Benefits Email KPI trends

35.0%

30.0%

25.0%

20.0%

15.0%

10.0% —
v \\‘/ ~—. = —m=-
Conv% Y Conv%

5.0% T T T T T T T T T T T T T 1
Jun-15  Jul-15  Aug-15 Sep-15  Oct-15 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16  Ju-16  Aug-16
CTO% Conv% - - -LY Open% - - -LYCTO% ~ — -LY Conv%

—— Open%

Observations

* Aug ‘16 Booking per delivered was 25% higher than Aug ’15, increases inYoY CTO% &
Conv% overcame a softer Open rate

* YoY CTO% increased by 37% due to support of Summer promo & Island sweepstakes

» Conv% was the 2™ highest YTD and 17.0% above YID average

23



Rewards section generated the
most clicks since Aug ‘15

1) Island Vacation Sweepstakes generated 46.4% of Reward section clicks

* Previously featured Apr’16 Hotel Specials; the Conv% in eNews was 135% higher than in Hotel
Specials, suggesting context in which content is presented may impact engagement.

Featuring content in multiple communications may create additional and different
types of engagement

2) Event planning module featured gif animation and unique positioning &
appeared to generate click engagement
* Compared to the last Event module (Apr ‘16) this module generated 50% more clicks

3) Rewards chart link generated the 2™ most clicks in the main Rewards section
* Despite low visibility: Text link and last placement in this section in May, June, and August
» This link generated good click engagement when not featured in consecutive months

Like evergreen items like “5'" night for Free” members engaged well with this link
and may benefit from regularly, but infrequent, inclusion in eNews

4) eBreaks clicks nearly doubled MoM reversing a declining trend
A creative refresh is planned and may increase engagement further

1) Top of Rewards

Win an Island Vacation

You could win a 5-night stay in Hawail or Hilton Head
You pick the istand — and get a $1,000 Visa gift card

2) Event Planning (Aug’16 vs Apr‘16)

Are You Planning an Event?

Birthaay? Meeting? Wedding? Get rewarded
Tor v -

[
()
e _* 000 paints

]

Your Party Can Earn You Points

Plan an event with Rewarding Events and you
oints. That's enough

o How rmiany points get you a free night? See Rewards Chart ©

4) eBreaks
Get Away With eBreaks*

Make Your
Weekend Escape




Hotel Specials maintained YTD

performance featuring Summer
Promo & popular destinations




Aug ‘16 Hotel Specials & Offers Email KPI trends

25.0%
23.0% | T =e —
LYOpen% = T --o---"7 7T =—o______ - S
21.0% <
19.0% — __________//\ — - — e ——— —— —
0,
17.0% Open%
15.0%
13.0% LY CTO%
0 0,
11.0% = e ek CTO%
. - - ~
9.0% z':/\_;/;*_ -
7.0% A -
Conv% LY Conv%
5-0% T T T T T T T T T T T T T T 1

Jun-15 Jul-15 Bug-15 Sep-15 Oct-15 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Bug-16
Conv% = = -LY Open% - =-LYCTO% LY Conv%

—— Open% —CTO%

Observations
* YoY deliveries increased by 13.7% and bookings increased by 34.4%, leading to an increase in bookings per
delivered(K) of 18.1%
* There was a subject line test conducted for Hotel Specials and Offers (combined results):
* We Picked These Deals for You (100,060)
* Your New Travel Deals (97,003)
* CTO% has been above 10% for the 3'¥ month in a row which correlates with prominent feature of Summer Promo
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August ‘16 Hotel Specials Core link analysis

Observations

Note: 11.7 K clicks (7% of total) were undefined and have been omitted from
click analysis

Middle Offers generated average click engagement despite
additional content (DC Offer & Back to School link) indicating some
Summer Promo fatigue

Getaways generated the most clicks since the Middle Offer was
introduced in June

* Featured the new layout supporting 3 offers, animated icons
» Featured Perennially top clicked destinations generated the most clicks

DC Offer (Middle Section) 6.6 K
Florida package (Getaways) 46K
Nashville (Experiences) 3.7K
San Diego offer (Getaways) 3.6 K
Arizona Offers (Getaways) 2.3K
St Louis (Experiences) 674

For consideration, Hotel Specials should always feature Popular
destinations to maximize per campaign revenue; consider as an alternative
to Experiences/Getaways categories a “Most Popular” category

"I Account Box

19% clks, 31% bks

Search

[ L
.-9-% clks, 11% bks
Lt T B - N
e

Mitchell's Latest Travel Deals

m$204

fakw| Field Offers

Crampagne brunch 10r 2

Los Angeles from $195 Monterey from $179
Park ghts Kds eat freet

Manhatian Beach $169+ Adington, VA from $89
Movie, Ki's activiy bucket ©  Breaktast, parking, city view

Ktast, parking. ciy

sTAY §| Middle Offer
10,0(21% clks, 14% bks

2% clks, 29% bks [§

See All @

Hotel Specials
[First Name] - We Picked These
Deals for You




Hotel Specials Aug’16 ALL Segments: Overall winner

Image test was conducted for the DC Offer in the Middle Section
CTO%

0.00%

0.05%

0.10%

Control

0.15%

Image
Total
A
B
C

0.20% 0.25%
Opens Clicks CTO%
222,461 657 0.30%
73,620 197 0.27%
74,222 205 0.28%
74,625 255 0.34%

0.30%

0.35%

28



Hotel Specials Aug’l6 ALL Segments: Optimized

Properrty;_

CTO%

0.35%
0.30%
0.25%
: :
0.20% 10.81% Lift
0.15%
0.10%
0.08%
0.00%

Control Optimized

Opens Clicks CTO% Lift Significance
Control 222,461 651 0.30%

Optimized 1,994,748 6,528 0.33% 10.81% 99.6%



Hotel Specials August 2016 ALL Segments: Insights

Property

Core Members on Desktop Clients

Mobile clients outside the US

WHPH and Gold+ members, also in high humidity

These results appear to somewhat contradict June Hotel Specials image testing as:
- Property worked best with Silver, Gold, Platinum, nights > 8
- Destinations images worked best with Core, TSAT and Basic level

These results will be included in the overall image test results for any actionable patterns

30



August testing summary
v’ Simple header testing in Moments Auction Solo

v’ Image testing for D.C. in Hotel Specials
* Bullet point benefit testing in MRCC
* Subject line testing in Solos & Hotel Specials




Larger icons & new benefits layout generated
higher click engagement in MRCC

Control Test

it J\arriott
kg ~ REWARDS | Find & Reserve

: Two segments tested non-bulleted MRCC benefits: s

i ) 1t
Observations Narrio

REWARDS

EETTT Y TP

XOO0GTEY 015 52 e Gmm FERmT veeseoms o e
= * Super Test generated higher CTO% (statistically significant)
Search Marriott Rewards Member Rates —

* Non Test generated CTO % (not statistically significant)

Earn 80,000
Bonus Points

after you spend $3,000 on
purchases in the first 3
months.*

Consistent results

* Higher Section CTO% tO TOp Offer Main CT.A. as We].]. as Earn 80,000 Bonus Points after you spend
. . . . $3,000 on purchases in the first 3 months.*
Benefit section in Test version

50,015 Your balance as of 08/17/2016

+80,000 Aferyou spend 3000 nhe st 3 * The two top left-most benefit icons in Test generated 2-3x -

months

ottt 130,015 Pois more clicks than their position in the Control version

*Offer Details 1Pricing & Terms

3,000 Your balance as of 06/15/2016
+80,000 Afteryou spend $3,000 in the first 3 months

83,000 Points

Apply Now

‘O Detass {Pcing & Tams

2-3x increase
in clicks

[er you the Marriott Rewards®
you viill enjoy the following

i

Eliot, as a valued member, it is our pleasure to offer you the Marriott Rewards®

Prrir Gt Card Aply b Stmber 3, 207, ndyou v ey e Wylei may be able to optimize best set of benefits to
’ 80 OOhU l;onus points after you spend $3,000 on purchases in the first 3 hlgh]'lght to maXImlze Clles
months from account opening.*

v 7.500 bonus points when you add the first authorized user and make a
purchase in the first 3 months from account opening.*

This product is available to you if you do not have this card and have not 3
A received a new cardmember bonus for this card in the past 24 months. l Free nght
| ’,D 1 Free Night Stay (Cat. 1-5) every year after your account anniversary* stav annuallv

& No foreign transaction feest and enjoy wider acceptance when you travel
%9 with your embedded chip card

| ! 15 Qred‘\ts toward your Elite membership annually after your account 1 5 Credits toward Elite
anniversary*
status annually

R 1 additional Elite Credit for every $3,000 you spend on card purchases*

i
months from account opening.*

Plus, when you get the Marriott Rewards Premier Credit Card, your points won't
expire as long as you make purchases every 24 months.*

This product is available to you if you do not have this card and have not received a
new cardmember bonus for this card in the past 24 months.




Fall MegaBonus Preview Solo
* You'll Want to Save This Date (98,257)*
 Put This Date on Your Calendar (98,077)
* How to Earn More This Fall (83,012)

Hotel Specials (+ Offers)
* We Picked These Deals for You (100,060)*
* Your New Travel Deals (97,003)

Moments Point Bidding Solo
* Introducing Points Bidding (70,567)*

* New! Use Points to Bid on Experiences (63,189)
* Got New Year's Eve Plans? (62,039)

* Statistical significance achieved

Descriptors of winning subject line

Curiosity, more suggestive, less authoritative than below

Personalized, helpful

Simple, direct call out to new benefits
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Key Takeaways
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Opportunities to maximize promotion engagement
Persistent presence in core communications throughout the campaign
Highlighting the “bigger prize” may increase response particularly to TSATs
Leverage other promotional touchpoints (Preview, Scorecard) to further promote current one’s

Content Highlights

Popular destinations continued to drive click engagement with Hotel Specials, continue consistent
feature of most popular destinations

Rewards chart may generate the same type of interest as evergreen benefits (e.g. 3% night free)
There may be other ways to promote content that are as effective as “premium” placements
Geo-targeting content & offers can increase engagement and should be explored

Testing learnings

Presence of Account box generated incremental clicks and bookings while removing it may create
more click engagement with body content

New layout for MRCC benefits drove higher overall click engagement & section engagement
Simple, direct subject lines are the optimal way to introduce new benefits
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Competitive

Insights
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Significant promotional activity continued

HG e \ccelerate
Earn the extra rewards you deserve
[ dispecial opportunity to earn 36,000 bonus points

| [ressiERvow|

© REGSTERNOW

Pt Value Ofter Doscrption Status

5,000

1,000 it
Than

30,000 Dot i

Tiered promo from IHG (36 K pts)
Stay once: 1 K pts
Stay again: 5 K pts
Every stay thereafter: 2x pts

CARLSON™

Hi, Mitchell Acct. ending: 4091 Points: 0* | Red Member

WIORK o5 v
: PLAY
HARD HARD

V! recisternows

it's time to Work Hard, Play Hard with our newest promotion. Earn DOUBLE and TRIPLE
IGold Points® on stays August 1 through October 31, 2016! Here's how it works:

« Check in Sunday through Thursday to earn DOUBLE Gold Pointst
« Check in Friday or Saturday and earn TRIPLE Gold Points®
« Book on the mobile app to get an extra 1,000 points per Eligible Stay

[Reward yourself and register today!

REGISTER NOW

Carlson Work Hard Play Hard Promo
2X pts for weekday stays
+ 3X pts for weekend stays
* 1K pts for mobile booking

% HHONORS

FiLIoN ACCOUNT LOGIN

EARN

EVERY.DAY,,
EVERV-HOTEL.

=

Earn Double Points on every stay.
Plus, earn 5,000 Points after your first

Book & stay at any hotel stay of 2+ nlghts

now through August 31t

HHONORS MEMBERS
GET INSTANT BENEFITS WHEN
BOOKING AT HILTON.COM

) katem = ot

»

DOUBLE POIN S
ARE BACK srrEreerist

EVERY DAY. EVERY HOTEL. EVERYWHERE.

REGISTER NOW

HILTON HHONORS MEMBERS
GET INSTANT BENEFITS WHEN
BOOKING AT HILTON.COM

s =\,
el S

Hilton Unlimited Bonus Promo
» Earn 2X points on every stay
+ Earn 5k points after first stay of 2+ nights
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Hilton continued to featured Direct Bookin
enefits across thelr email

CLRIO

Hilton

check out our partner offers

. @0

DOUBLE POINTS
ARE BACK =

EVERY DAY. EVERY HOTEL. EVERYWHERE.

REGISTER Now

STOP CLICKING AROUND
START SAVING

EXPLORE

HILTON HHONORS MEMBERS
= INSTANT BENEFITS WHEN
CTROOKING AT HILTORCOM
STOP CLICKING AROUND
SA\

SIS — Get the lowest price anywhere

online, for members only

P— mEED

STOP CLICKING AROUND
SAVING

ot e lowestgrice anyuere
P

VIEW MORE OFFERS

(oo oAD", L

STOP CLICKING AROUND
JART SAVII

Gat the lomestprce snywhere PSP
online, for members o

T T T . i ON HH R S ER
o N
Hilton Lli '; N l
: BOOKIN o
STOP CLICKING AROUND

ART SAVII =
haor' o g iyt ccoq | R aLAR: D R EI OWARD

ART SAVENoOW D O e R

Gt thelowsst oice anyuhere
aniine. for mambsrs

Stay 4 nights got the "

night free in Hawail

& oo ez

500K NoW
STOP CLICKING AROUND STOP CLICKING AROUND STOP CLICKING AROUND STOP CLICKING AROUND
START SAVING 'ART SAVI START SAVING START SAVING
S s oy I Gettnetonest Efi i o ow |

Getthe lowest prce anpwhere
e, for mernbers only

STOP CLICKING AROUND
START SAVI

Gat the lowest price anywhere
online, for members only

-

Earn Double Points on every
P, oom 5000 Polnts after yourfrst
stayof 2

RS MEMBERS
‘GET INSTANT BENEFITS WHEN
BOOKING AT HILTON.COM




Wyndham & Carlson promoted survey panel

CARLSON™

» Using in-house (branded) survey tool Hello, Mitchell
* Earn 500 points upon joining &
completion of 15t survey

Member #153091230G |
BLUE Member | 0 points

Hi, Mitchell Acct. ending: 4091 Points: 0* | Red Member

YOUR
OPINIONS ‘,
YOUR -
REWARDS ..

Share your opinion and earn Gold Points®

IAs a Club Carlson® member, you are part of an elite group receiving this exclusive invitation
o join the e-Rewards” Opinion Panel

e Eam e-Rewards Currency for taking surveys selected to match your interests
* Redeem your e-Rewards Currency for Gold Points

e Help shape future products and services of major companies with your o . Z
o There is no cost to participate 8500 rewards pOlI'I.tS upon earn 500 points.

« Membership is by invitation onl o st
. 4 X Completlng 1 SurVeY As a Wyndham Rewards member it’s free to join Opinion Rewards Panel. Start earning
. ; § SiI‘l Rewards 111.1 n Panel points by sharing your input on how to best improve the products and services you use every
:;0 get 23?‘:% —?";Oy "ﬁ‘” through ‘h'lb :Pec'é" 'f”V‘;a“O” only email, and you'll rec .‘U g ene . Op © © day. Plus, you will earn points each time you complete a survey and your points will be
NS SoC RIS el Yol complete YOur fsuatvey Currency customizable to match placed into your Wyndham Rewards account for you.

Make sure to use your Club Carlson membership number when you enroll interests or rewards points

Positioned with
m invitation/exclusivity

It’s simple — join Opinion Rewards Panel, complete your first survey and

Learn more >
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August ‘16 eNews performance summary

eNews +

Benefits

Program Benefits eNews

Total 81.0 M
o Delivered 10.8% 7.8%
-E Unsub Rate 0-16%
E -0.1pts | 0.0 pts
Delivery Rate
Open Rate 22.1% 19.8%
-3.4pts | -4.0 pts
- Opens 179 M 24M
5 -3.9% -10.2%
& _ 1.9% 3.1%
g Click Rate 1.0 pts
& Unique Clicks 15M
-28.2% 23.4%
Click to Open 15.9%
-2.9pts | 4.3 pts
Bookings 1600
-1.4% 35.2%
3| Revemue 555.1 M $10.3 M
e -13.3% 20.2%
_E Conversion 10.4% 12.8%
[

2.3 pts 1.1 pts
Bookings per

Delivered(K)

2.0 4.0
-16.5% 25.4%

Observations

August eNews+Benefits deliveries increased 7.8% YoY and
bookings increased by 35.2% YoY, resulting in a 25.4%
increase in booking/delivered

* Lowest Open% since May ‘13

* Conv% was 17.0% above YTD average

* CTO% and booking per delivered were inline with YTD averages

Intended Alliance message/announcement was suspended

and Summer Promo & Member Rates were promoted
* 3rd month that Summer promo was featured

Content featured:

* Summer Promo/Member rates

* Island vacation sweepstakes

* Experiences/Moments

* Autograph highlight in New Hotels
 Asheville, NC in City Scene
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35.0%

30.0%

25.0%

20.0%

15.0%

10.0%

5.0%

August ‘16 eNews & Benefits Email KPI trends

/!
- /\
-~ p— “ + ~
- ~
"3 ~ -
’ ~ - S -
/\, k-"---

Conv% LY Conv%

Jun-15 Jul-15 Aug-15 Sep-15 Oct-15 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16
CTO% Conv?%o = = -LY Open% = = -LYCTO% LY Conv%

—— Open%

Observations
* Aug ‘16 Booking per delivered was 25% higher than Aug ’15, indicating increases in YoY CTO% & Conv%
overcame a softer Open rate
* Lowest Open% since May ’13
Aug ’16: Your Account: Bring Home the Bonus Points Aug ’18: Your Account — Get the 5" night Free
Your Account — Full Price? Not for You
* YoY CTO% increased by 37% due to support of Summer promo & Island sweepstakes vs Aug ‘15 5" night Free
* Conv% was the 2™ highest YID and 17.0% above YTD average
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August ‘16 eNews sections

Observations
The Top Offer section received the lowest # of clicks since Aug’l5
* Note: There may have been a click tracking issue with eNews Summer Promo in Top Offer

Rewards section generated the most clicks since Aug ’15
* Island Vacation Sweepstakes generated 46.4% of Reward section clicks

* This sweepstakes was featured in Apr’16 Hotel Specials; the Conv% in eNews was 135%
higher in eNews than Hotel Specials, suggesting context in which content is presented may
impact engagement.

Featuring content in multiple communications may create additional, and different
types of engagement

Account module received the highest clicks since it’s May launch

Event planning module featured gif animation and different positioning; compared to
the last Event planning module (Apr ‘16) the new layout generated 50% more clicks
which suggests these new elements may have generated higher click response

Rewards chart link generated the 2™ most clicks in the Rewards section

eBreaks clicks nearly doubled MoM reversing a declining trend

Account Box
24% clks, 38% bks

il Search
—{¥:12 clks, 10% bks -
~| Top Offer
g 28% clks, 26% bks —

ugusﬂ You'll Pay Less

" Rew-Head -
{ 9% clks, 6% bks *

‘ Rew - Main
— 15% clks, 12% bks -

8o

Win

an Island Vacation

Moments
2% clks, 1% bks

eNews
Your Account: Full Price? Not
for You

Hotel Open

g | 2% clks, 1% bks

eBreaks
3% clks, 3% bks




August ‘16 eNews link analysis

Observations
Rewards section
» Hawaii/Hilton Sweeps helped generate the most clicks for this section since Jul ’'15

Rewards Main 54.1K
Earn Module 18.7K
Account Header 17.6 K
Account Module 14.5 K; highest clicks for this module to date

Highest click-generating content

Rewards chart text link generated the 27 most clicks in the main Rewards section as
a text link and as the last placement

Hawaii/Hilton Head Sweeps 48.7K
Rewards Chart 7.3K
Cruise Redeem & Save 8.7K
2X Elite Nights (Int’l) 3.5K

This link was featured in May, June, and August
* May the Rewards Chart generated the 39 most section clicks as a text link and last
placement
June the Rewards Chart was one of the lower clicked items

Like evergreen items like “5' night for Free” members engaged well with this link and
may benefit from regularly, but infrequent, inclusion in eNews

Mitchell, Your Marriott 1 1 -6 K See Rewards »

881 bks
Give the gift of poirs. wir, wansier 14.4 K
or donate. = 788 bks

EHWA

Win an Island Vacation

You could win a 5-night stay in Hawaii or Hilton Head. _
You pick the island — and get a $1,000 Visa gift card. Entesto )

401 bks

Elite Status Twice as Fast See What's On in Europe

herels st tima to eam Dousle Eits Night o i S iy
Credits for every paid stay g vt R s s,

o 0w ===

Take a Cruise Using Points

Redeem your points for a cruise and get up to
15,000 points back.

Book by August 12
d

=5 e”

Are You Planning an Event?

Birthday? Meeting? Wedding? Get rewarded
for your event, up to 50,000 points.

Earn 80,000 Bonus Points

Plus, there is no limit to how many points you
can eam 3 = 3 K
138 bks

13K
o How many points| 297 bks Rewards Chart ©




EIR Bookings (000s)

Both Core and PO eNews generated more
bookings in 2016 than 2015

YoY & MoM eNews Bookings
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Clicks (000s)

Both Core and PO eNews generated more
clicks in 2016 than 2015

YoY & MoM eNews Clicks
800 14.0

700
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£
Sy, Is Juy, 5 4119"15- Sep“f.f Oq,\’s Yy vis Dg cg Jay, 6 ) b‘fs‘ Mir‘la {tha qu.Is Suy, l6 iy, g 4&,‘9‘!&

mm Clicks mmmLY Clicks mmPO Clicks mmLYPO Clicks ——Delivered ——LY Delivered

(IAD) strewr3 paraanad
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Account Box .
24% clks, 38% bks

I ( Search -

8% clks, 10% bks ;

Top Offer
28% clks, 26% bks

Traveling in August? You'll Pay Less
wenpers oox

Rew Head
9% clks, 6% bks

‘ Rew - Main
15% clks, 12% bks =z

Win an Island Vacation

Eam 80,000 Bonws Points .
0 At 1o o ary pots Yo

) oy poets et you s e it S0 Rewards s ©

Moments
2% clks, 1% bks

-

NYC Thanksgiving

Core

1| Hotel Open
2% clks, 1% bks

Bouthue Slyle in the Blg Easy

OBC Hote New Oriears, Autogiagh Cotecsor

B Los Angeies: S

® Syracuse, NY Dne

City Scene
2% clks, 1% bks

- lﬂnlanaH)‘bre:ﬂej beers

Escape to the Mountains in North Carolina

EI=TE
.
g

AUTOGRAP
COUECTIO

eBreaks
3% clks, 3% bks

Account Bo
% clks, 39% b

{ Search 7
8% clks, 16% bks-

I Top Offer
29% clks, 22% bks

Traveling in August? You'll Pay Less

Rew Head
9% clks, 5% bks

\ Rew - Main
18% clks, 9% bks

Win an Island Vacation

&

Earn 80,000 Bonus Points -
0 4t 1o how tary B s

et you & e nh7 See Rewards Chant @

Moments
2% clks, 1% bks pm

TSAT-CTRL

Boutique Style in the Big Easy

Q4C Hote! ew Crisaen, Aogragh Catecsort

eBreaks
4% clks, 1% bks

Account Box
15% clks, 23% bks

“Search -
5% 5% clks, 6% bks -

Top Offer
34% clks, 36% bks

Traveling in August? You'll Pay Less

[ Rew-Head -
6% clks, 6% bks

Rew - Main
24% clks, 19% bks =

Win an Island Vacation

Earn
5% clks, 2% bks

Moments
3% clks, 2%bks m

WHPH-CTRL
Hotel Open

o | 2% clks, 1% bks

Boutique Style in the Big Easy

QAC Hotel ew Crisars, Atogrash Coectorr

B Los Angeies: Sty

City Scene
2% clks, 1% bks

— 100 locally brewed beers

Escape to the Mountains in North Carolina

See: Artsts st Work  Do: Bitmore Estate  Drink: Craft Beer

Autocrars Grand Bohemian Hotel Asheville, Autograph
CUECToN Cotection:

eBreaks
4% clks, 3% bks




Aug ‘16 Hotel Specials performance summary

HS + Hotel
Program Offers Specials

Offers

Total

8l0M |104M
10.8% 13.7%

o Delivered
-E Unsub Rate 0-16%
E -0.1 pts | 0.0 pts
Delivery Rate
Open Rate 22.1% 18.9%
-3.4pts | 0.4 pts
= Opens HES
5 -3.9% 16.1%
g _ 1.9%
g Click Rate -1.0 pts | 0.2 pts
G 15M |1965K

Unique Clicks 28.2% 29 3%

10.1%
-2.9pts | 1.0 pts

Click to Open

Financial

160.0K | 16.8K
-1.4% 34.4%
$55 IM |$5. 1M
Revenue 13.3%
Conversmn 10.4% 8.6%
0.3 pts

2.3 pts

Bookings

Bookings per

2.0 1.6
-16.5% 18.1%

Delivered(K)

Observations

YoY deliveries increased by 13.7% and bookings
increased by 34.4%, leading to an increase in bookings
per delivered(K) of 18.1%

* Click to open were above YID averages

Summer Promo was featured for the 4th month in a row &
generated high click engagement with some fatigue

A DC Offer was featured in the Middle section

There was a subject line test conducted for Hotel
Specials and Offers (combined results):

* We Picked These Deals for You (100,060)

* Your New Travel Deals (97,003)
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Both Core and PO Hotel Specials generated
more bookings in 2016 than 2015

EIR Bookings (000s)
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Observations
Hotel Specials generated 34% more bookings YoY

12.0

- 10.0

- 8.0

6.0

4.0

2.0

0.0

(AD strewr3 pazaafag
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Aug ‘16 Hotel Specials & Offers Email KPI trends

25.0%
23.0% e E—
LY Open% Tt T T T T S ———__ " ~
21.0% = S
/\___\___ -~
19.0% SN — — = = -
17.0% Open%
15.0%
13.0%
11.0% LY CTO%_ CTO%
S
9.0% — ————————
7.0% Sem === RS
5.0% Conv’ LY Conv%
. (1] T T T T T T T T T T T T T T 1
Jun-15  Juw-15  Aug-15 Sep-15 Oct-15 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Ju-16 Aug-16
—— Open% —CTO% Conv% = = -LY Open% - =--LYCTO% - = -LY Conv%
Observations

* CTO% has been above 10% for the 39 month on a row which correlates with prominent
feature of Summer Promo
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August ‘16 Hotel Specials Core link analysis

Observations

Note: 11.7 K clicks were undefined and have been omitted from click
analysis

Middle Offers generated average click engagement (volume and %)

* Although Summer Bonus experienced an 8.0% drop in % of clicks MoM,
Conv% was strongest since being featured in May

* DC Offer generated more clicks than any single destination featured in
Getaways/Experiences

Getaways generated the most clicks since the Middle Offer was
introduced in June, while Experiences generated the least

* Getaways featured the new layout supporting 3 offers
» Experiences featured only two

19% clks, 31% bks

[

Search

.3% clks, 11% bks

Mitchell's Latest Travel Deals

Cincinnati from $204

Crampagne bruneh 10r 2 Free breaktast near L A

Los Angeles from $195
Parking up 107 nights

Monterey from $179

Manhatian Beach $169+
Movie, Ki's activiy bucket Y

sTAY §| Middle Offer
10,0/12% clks, 14% bks

Last Chance! Earn 10,000 Points
iy by

Adington, VA from $89
Breaktast, parking. oty view

See All @

]

sl Hotel Specials

[First Name] - We Picked These
Deals for You

n in Florida
pools with this

eBreaks @7
y| 5% clks, 4% bks 2




August ‘16 Hotel Specials link analysis

603

Observations
Getaways header had an 80.6% lower Conv% than YID
average

Most clicked offers were traditionally popular destinations

+ DC Offer (Middle Section) 6.6 K
* Florida package (Getaways) 46K
* Nashville (Experiences) 3.7K
+ San Diego offer (Getaways) 3.6K
* Arizona Offers (Getaways) 2.3K
 StLouis (Experiences) 674

eBreaks generated more clicks than any offer, although
monthly click volume and Conv% were 15.6% and 18.9%
below YTD average respectively

499

5 bkg

€) Sun-Seeker Escapes See All ©

Soak at the spa or take in the views
from tranquil Coronado Isiand

2]
From $274

Ultimate Relaxation in Florida

Unwind at one of three pools with this
Seaside Summer Package

7 Escape to Arizona

Golf or spa? You choose the package
that makes you happy. We'll do the rest

From $179

29 bkg

¢ Nights to Remember

. ¢
Rock It in Nashville Baseball Spirit in St. Louis

See All ©

Eam 4,000 points with this escape to the Get baseball tickets with your hotel stay. Tip:
home of country music & mouthwatering You can see the Arch from inside the ballpark.
BBQ.
See St. Louis
Visit Nashville

Save 20% with eBreaks®

You Deserve a
Long Weekend

Make your escape and save
20% this weekend with
eBreaks.
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Core

Account Box &
_ [20% clks, 31% bks

Search =
% clks, 11% bks N

Mitchell's Latest Travel Deals
Free beeaktastin Europe Cincinnas trom $204

BooKwin VieID 1250 nolels @ 4 200 tickets & mexe )

Long Beach from $100 Brooklyn from §279

Field Offers
44% clks, 29% bks

Manhattan Beach $160+ Aringion, VA from $9.
Wovie, k65 acsvay bucket © Gemnupaegcywew @

See Al @

-~ Eamad Points? Go Shopping!

5100k up on schoc! suppls, new sk and the ltest
8096t - and pay wih pores

Experiences

*y o

eBreaks
5% clks, 4% bks

_ |15% clks, 21% bks

TSAT-CTRL

Account Box =&

Search -

9% clks, 8% bks

Mitchell's Latest Travel Deals

Free breakfast in Europe Cincinnas from $204
Bookwin VieaB i 250 nalels @ 4 200 tickets 8 mexe °
Long Beach from $100 Brooklyn from §279

Sy tor by T °

fex| Field Offers [N
48% clks, 37% bks

Los A

Parking °

Manhattan Beach $160+ Aringon, VA from $69

Movie, kb5 acsvay bucket ©  Gemmspom e ©
See Al @

2% clks, 2% bks

Eamed Points? Go Shopping!

Sock up on sehccl supeies. hew Hshen and e itest
G096t - 300 pay i pores

Getaways
6% clks, 4% bks

Experiences

2% clks, 0% bks

eBreaks

5% clks, 5% bks

WHPH-CTRL

Account Box &
~ |\16% clks, 17% bks

o

Search -

clks, 4% bks

Mitchell's Latest Travel Deals

Free breaktast in Europe Cincinnat from $204
Bookwin VisaD 250 hotels @ 4 200 kel & more °
Long Baach from $100 Brooklyn om $279

Sy for b s s °

Field Offers [N

45% clks, 44% bks

Manhattan Beach $169+
Movie, KoTs acoviy buckel

Artington, VA from $69
ot paneg. chyview @

Seeh @

Eamed Points? Go Shopping!

tock up on schocl supples, new ashion and the atest
309615 - 300 pay i pores.

Getaways
1% clks, 3% bks

Experiences
3% clks, 3% bks

eBreaks
5% clks, 5% bks
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Hotel Specials August 2016 ALL Segments

CTO%

0.00%

0.05%

0.10%

Control

0.15%

Image
Total
A
B
C

0.20% 0.25%
Opens Clicks CTO%
222,461 657 0.30%
13,620 197 0.27%
14,222 205 0.28%
74,625 255 0.34%

0.30%

0.35%
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Hotel Specials August 2016 ALL Segments

CTO%

0.35%
0.30%
0.25%
: :

0.20% 10.81% Lift
0.15%

0.10%
0.08%
0.00%

Control Optimized

Opens Clicks CTO% Lift Significance
Control 222,461 651 0.30%

Optimized 1,994,748 6,528 0.33% 10.81% 99.6%



Hotel Specials August 2016 ALL Segments

Core Members on Desktop Clients

Mobile clients outside the US

WHPH and Gold+ members, also in high humidity
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Aug ‘16 Destinations performance summary

Dest. P

Program Dest. Core Dest.

Total 8l1.0 M
o Delivered 10.8%
o
g Unsub Rat 0-16%
= ns e
T -0.1 pts
G
Delivery Rate
o Rat 22.1%
pen Rate -3.4 pts
o 17.9M
& pens 3.9%
& _ 1.9%
o Click Rate
@ -1.0 pts
o
& Uni Click 15 M
nique Clicks |[RFPIN,
Click to Open 8.6%
Rate -2.9 pts
Booki 160.0 K
ookings 7.4%
— $55.'1M $2.6 M
o
E Revenue 13.3%
_E Conversion 10.4%
B Rate 2.3 pts
Bookings per 2.0
Delivered(K) -16.5%

Observations

Destinations deliveries increased MoM by 4.5% and
bookings decreased by 24.8%, resulting in an overall
decrease in booking per delivered of 28.1%

¢ Destinations CTO% was the lowest YTD for both Core & PO
segments

* Conv% has continually decreased throughout 2016, reaching
the lowest since launch

August Destinations continued the Road trip theme
from June for the 3 month

* Geo-targeted Top Offer city-to-city routes (outside the region
targeted)

* Pro Tips
¢ Facebook social share

Note: Dashboard % changes & % pt changes are
Month over Month, not Year over Year
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Aug ‘16 Destinations(Core+PO) Email KPI trends

25.0%

Open%
20.0%
15.0%
Conv%
10.0%
CTO%
5.0%
0.0% T T T T T
Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16
—Open% —CTO% ——Conv%
Observations

* Open% was flat to YID average suggesting member continued to be interested in a Road trip theme
East Coast: Your Ultimate Sports-Fan Road Trip
West Coast: Your Ultimate Scenic Road Trip
ROTW: Your Ultimate Beach-Lover's Road Trip
* CTO% & Conv% were the lowest YID for both Core and PO versions suggesting the content may not have met
member expectations 58




Aug ‘16 Core Destinations

ﬁ:gt‘::;g:;‘: Delivered Bof;;gs ReEIeII:ue Open% CTO% Conv% D::‘(/K) Unsub%
EastCoast  4.5M 26K $816.5K 19.2% 3.5% 6.I% 0.6  0.10%

WestCoast  2.1M 1.4K  $689.8K 22.8% 4.3% 4.0% 05  0.16%
ROTW 3.1M 22K $688.5K 21.3% 47% 57% 071  0.12%

|__Total ___10.3M 62K _ $2.2M _20.8% 4.1% 5.5% 0.6 _ 0.12% ]

Observations

August continued a Road Trip theme with geo-targeted content
* East coast version: Midwest baseball road trip

* West Coast: Calgary to Edmonton

* ROW: Australia’s PCH

Generated the lowest click volume & CTO% since launch
* The locations featured may not have resonated as well as the previous
months (NY to DC, SF to LA, Italy)

The West Coast audience engaged better with the content

presented them than East Coast

* Overall CTO of West Coast was higher than East Coast, 4.3% vs 3.5% CTO

* 60% of West Coast click engagement was with the body, 49% for East
Coast

Overall, Bottom offer received the highest % of clicks since the

road trip theme launch (and 7.8% above YTD average)

* Caribbean was the most clicked for East Coast; tropical offers have
consistently generated the highest click offer in this section

* Denver was the most clicked for West Coast

East Coast

Account Box ¢

39% clks, 62% bks .

Search
8% clks, 11% bks

T— [

Top Offer
25% clks, 14% bks |}

Middle Offer
18% clks, 10% bks

W1 Trip Planner: Where to Book Now

Bottom Offer
6% clks, 3% bks

West Coast

Account Box g

31% clks, 59% bks

E
Search ~

1% clks, 9% bks "~

Top Offer
31% clks, 14% bks

Rest of the World

Account Box g
38% clks, 65% bks
‘ »

Search

8% clks, 9% bks

ARG

Top Offer
21% clks, 9% bks

Middle Offer
22% clks, 13% bks

Bottom Offer |
1% clks, 3% bks

Middle Offer
, 23% clks, 10% bks

Bottom Offer
6% clks, 4% bks
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TSAT-CTRL

Account Box
27% clks, 49% bks -

Account Box
36% clks, 61% bks .
*. ‘ -
Search
1% clks, 10% bks J

}

Search
7% clks, 10% bks

Top Offer
32% clks, 18% bks

Top Offer
26% clks, 13% bks

Middle Offer
25% clks, 16% bks

Middle Offer
21% clks, 11% bks

Bottom Offer
1% clks, 4% bks

WHPH-CTRL

Account Box °
21% clks, 33% bks -
L[ \ J

Search
3% clks, 3% bks

Top Offer
34% clks, 28% bks

Middle Offer
21% clks, 29% bks

N More Cool Road Trips

Calgary to Eamonion Utimate Costa Rica

Ot he Rocey

See kges inabexches

Bottom Offer
1% clks, 1% bks

Observations
TSAT & WHPH exhibited similar click distribution behavior whereas TSATs will typical follow Core
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Aug ‘16 Solo performance summary

Program Solos

Audience

Total 810M | 226 M
Delivered 10.8% 27.9%

Unsub Rat 0.16% 0.13%
ns © -0.1 pts | -0.0 pts
98% 99%

Delivery Rate 0.3pts | -0.6 pts

o Rat 22.1% 23.5%
pen Rate -3.4pts | -2.9 pts

17.9M 5.3 M

Opens 3.9% | 13.6%

Click Rat 1.9% 1.8%
! © -1.0 pts | -2.1 pts

Engagement

. . 15M 416.6 K
Unique Clicks _28.2%
Click to Open 8.6% 1.9%

Rate -2.9pts | -1.2 pts

Financial

. 1600K | 446 K
Bookings 7.4% -38.6%
$55.1M | $15.5 M

Revenue [13.3% | -41.4%

Conversion 10.4% 10.7%
Rate 2.3 pts 0.3 pts

Bookings per 2.0 2.0
Delivered(K) [ UREZNN BTN 1P

Observations

Solo deliveries increased YoY by 27.9% and bookings decreased
by 38.6%, resulting in a net decrease in booking/delivered of
52.0%

+ 2 Jowest monthly delivery since Sep ’15

* Lowest Open% since Sept ‘13

2 primary reasons for YoY decreases in email KPIs:
* Largest volume Solo featured Experiences (Moments) a non-booking CTA
* Aug ‘15 was the MegaBonus Announcement email

August Solo launches

* Moments

* MegaBonus Preview

* Points Expiration Reminder
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August ‘16 Solo MoM performance summary

120 70.0
100 60.0
- 50.0
g a0 3
o =
Y 400 3§
£ a0 2
= 30.0 b1
2 40 :
B 200 @
B 2
20 10.0
0 0.0
Jun-18  Jul-15 Aug-15 Sep-15 Oct-13 Nov-15 Dec-13 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16
= Bookings Y Bookings —Delivered ——LY Delivered
August Key Solo mailings ) .
g y 9 Delivered / EIR Bookings Delivered / EIR Bookings
Aug ‘16: Moments 11.6M/12.2K Aug ‘15: Fall MB Announcement 8.9 M/ 50.6 K
Fall MB Preview 7.1TM/ 194K Fall MB Preview 6.7M/18.2K
METT 23M/40K METT 816 K/ 874
Points Exp Reminder 315K/ 1.5K Duplicate Email 711K/ 180

Abandoned Search 188K /4.4K




Fall MegaBonus Preview Solo

MegaBonus
Deli d o] % | CTO% C %
Bookmgs Revenue - :

Fall'l6 7.TM 194K $6.6 M 22.5% 8.0% 14.1%
Fall'l5 6.7TM 15.2K $5.6 M 24.2% 9.5% 9.9% 2.3
Spring '15 6.0 M 9.8K $3.4 M 24.1% 9.7% 7.0% 1.6
Observations

The MegaBonus preview generated a slightly higher booking per
delivered than previous iterations due to a higher Conv%

Typically the smaller the MegaBonus audience the higher the email
response which correlates with overall lower Open and Click to
Open rates

However, the Fall ‘16 version featured new design which could have
impacted Conv%

* Summer Promo reminder
* Inclusion of Search, which typically generates high Conv%
* Lack of mailings prior to Aug 9" launch

Spring ‘15
XXXXXXXXXX

Aarrioft

20 Fall ‘15

LI MEGABCINUS Register for MegaBonus

Fall ‘16

Gold50  Plainum 75

MEGAB: ‘N
Starring Yo

arriott
REWARDS
eeesseseeenees

v EARN
¥ BONUS POIN

Mark Your Calendar: Outlook | iCalen|

SWEEPS - BONUS POINTS

There's s 0110000812001 boms
000

points - a 100,000 poin!




Moments Experiences Bidding Solo

Marnott

Michel REWARDS
Program Benefits/ . EIR EIR Bk/
Redemptions Solos Delivered Bookings | Revenue Open’ CTO% | Conv’ Del (K)
Standard Header 5.8 M 6.5K $2.3M 22.2% 56% 9.2% 1.1
Simplified Header 5.8 M 5.6 K $1.9M 22.3% 51% 8.7% 1.0
Moments Bidding Total 11.6M 12.2K $4.20M 22.2%

Moments Intro 11.2M 11.1K $42M 21.2% B5.5% 8.6% 1.0
Elite Benefits 11.1 M 32.4K $11.8M 25.9% 8.9% 12.6% 2.9
Member Rates 144 M 19.8K $7.7M 23.1% 6.0% 9.9% 1.4
Fab Four 11.3M 25.1K $9.0M 29.9% 6.7% 11.0% 2.2

Performance was similar to the Intro Solo sent in June

* Generally these Solo generated lower email KPIs compared to other HeeB®
new Benefit highlights Featured Redemptions

* The Main CTA & bullet points linked to the Caribbean cruise auction = - 1
which may have impacted Conv%

Cruise the Caribbean for New Year's Eve

Use Points® Sail into the new year with Royal Cantbean

Mixology 101 Winery Concerts Pebble Beach Golf




Moments simplified header test

Observations

A test was conducted: No account box (simplified) vs
account box (Control)

* Overall, the Account Box version generated an overall
higher 9.2% CTO% & 5.5% Conv%

* However, the Main CTA (bid with Points) of the simple
header version generated more clicks than the Account
Box version

Insight

* Presence of account box generates incremental clicks &
bookings while engagement with the body may increase
without it

Next Steps

» Continue to test; consider testing in a campaign whose
objective is driving bookings (Hotel Specials)

| Header/Acct Box
1.8% CTO%

Gold50 | Plabnum 75

Simplified Header

‘Q search Mamott Rewards Member Rates

| Search
0.3% CTO%

| int Bidding
2.1% CTO%

Major Redeem
0.7% CTO%

Minor Redeem
1.4% CTO%

New: Bid Points for Experiences

Want to redeem points for things like cruises and concerts? Now you can set your
own price, by bidding auction-style on certain experiences. Here's how:

o Find an experience, from sports events to culinary
aaventures

e Bid points 1o try and win — just ike an auction

e Piace the highest bid by the end of the auction — and the
experience Is yours!

fl-RB&

Featured Redemptions

Cruise the Caribbean for New Year's Eve

Use Points: SailInto the new year with Royal Caribbean

Headerx/Acct Box e
0.8% CTO%

Q search Marriott Rewards Member Rates

Search
0.3% CTO%

.1% CTO%

Major Redeem

0.7% CTO%

g 'E’
-
ﬁ g

v

Mixology 101 Winery Concerts Pebble Beach Golf

inor Redeem

1.6% CTO%
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Summer Promo Deli d EIR Bkt
First 4 Months elners: Bookings Flevenue Del [K

Announcement 456K FE1M
Reqistration Confirmation 1.4 M 200K ¥6.6M 14.2
Summer Bonus results to-date
- Reqistration Reminder G5M 5.6k FE.TM 15
Hatel Specials May 16 3.0M 815 F2E19K 01
PO-OffersMay 16 111 424 $IST.TK 04
Destinations Jun 16 10.1M BN $203.8K 01
PO-Destinations Jun "6 12M 313 F1021K 03
Hotel Specials Jun 16 33M 17K $950.5 K 0.2
PO-Offers Jun6  11M B8 $213.0K 06
ehlews Jun'E  TLOM 01K $35M 04
Summer Promo . EIR EIR Bk/ PO-Benefits Jun5  12M 51K $18M  dd
. Dellvered . eMewsJulE  T1L1M 2E.4K $8.7M 2.4
First 4 Months Bookings | Revenue Del (K) HowlSpecids 6 83M 15K wsLak 02
PO-Offers Jul6 111 £ $244.0K 06
Summer Promo '16 1086 M 1656 K $5769 M 1.5 ehewsBug s 10.9M 31K $10M 0.3
. , Hatel Specials Aug 16 33M 14K $478.5K 0.2
Spring MegaBonus '16 59.7M 152.6 K $50.78M 2.6 e, i e smbk _oa
[ Summer Prome ™6 [ 108.6M | 165.6K [$57.7M [ 15 |
Fall MegaBonus '15 74.5 M 173.8K $5656 M 2.3 Achievement 1913 K ZEOK  $9.24M 1361
Announcement TaM 45 9K $16.21M 513
Preview  7.9M 256K $9.85M 0 33
Reqistration Confirmation 4873k E.SK F243M 141
Regiztration Reminder 30M 134K 4. 6IM 4.5
eMewsFeb 6 10.GM 293K $4.38M 28
Hotel Specials Feb 5 9.0M 294 $926K 00
. . PO-Benefits Feb 6 907.2K K $63TM 185
Observations: PO-Offers Feb™ 6 11M 79 $27.7K 01
. 0 : ehlewsMarE  10.6M 4.2K $147M 04
Drove 13 3 Yo of AuguSt bookmgs . . Hotel Specials Mar 16 10.1M 440 $B41K 00
. PO-BenefitsMar 6 11M 14K $57BZK 13
Featured in eNeZlv]so & If{gtel Sfpecl11als and helped generate high click Roehen T e e o
ehews fprlE 10.THM $3913K 0.3
engagemen.t an (?0 Ings 1ot t e.se campalgns . m_mm
* Lower booking/delivered to previous MegaBonus campaigns are Arrouncemert  B7M  S0OK  $1B03M 57
. . . First Hurdle Pragress Checkln - 151.0K d 5K $15510K 238
due to less dedicated Solo touchpoints and reliance on Core NoStaysProgressCheekin 175K 16K $5513K 41
. Preview  B.TM 52K $55TM 2.3
campaign S'L'I.ppOI't Flegistration Confirmation  BTS.8K 54K $£3.BM 124
Registration Reminder 25M Bk 217 M 2.4
eMewsSeps  10.2M 272K $450M 27
-Eenelits Se| . . . .
PO-Benefits Sep5  10M 1B $6.398M  1RE
ellewsOct'15  10.3M 129K #486M 12
PO-Benefits Oot5 1.0M 79K $301M TH
ehewsMouS  10.2M 822 $371.1K 0.1
Hatel Specials Dec 115 TEM F34.4 K

mm



Aug ‘16 Lifecycle performance summary

Program Lifecycle

Total 8l.o M 4.9 M
Delivered 10.8% 18.3%

(]
[ #]
8| Uncud Rat 0.16% | 0.29%
= ns e
T -0.1 pts | -0.1 pts
= Delivers Rat 98% 96%
shvery fale ¥l pts | -0.3 pts
Ooon Rat 22.1% | 32.4%
pen Rate -3.4pts | -3.9 pts
° 17.9M | 1.6M
E pens -39% | 56%
g Click Rat 1.9% 5.9%
o ' © -1.0pts | -1.5 pts
E‘-
[

PN (5™ | 2020K
Sl 28.2% | -5.1%

Click to Open 8.6% 18.3%
Rate -29pts | -2.2 pts

Financial

Book 1600K | 248K
coxings 1.4% 0.0%

Re $55.7M | $9.2 M
venue 113.3% | -4.0%

Conversion 10.4% 8.5%
Rate 2.3 pts 0.5 pts

Bookings per 2.0 5.0
Delivered(K) -16.5% -15.5%

Observations

Delivery increased YoY by 18.3% while bookings were {lat,

resulting in a 15.5% decrease in bookings per delivered (K)

* Open% and CTO% are 4.1% and 2.9% below YTD average
respectively

» Taste of Gold & Silver Focus (Points) did not launch in Aug

* YoY decreases in CTO% and booking/delivered have been BAU
due to the Onboarding campaign KPIs generally lower than
Lifecycle average
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Lifecycle: Onboarding

Onboarding generates ~11% of Lifecycle volume; Open%,
CTO% are typically below Lifecycle campaign average KPIs

August performance has been consistent with YTD
performance

* Open% after the first message averages ~ 16%, below program
average

* Welcome (Points) Email series KPI's follow similar trends with each
progressive message

There is a deep-dive analysis pending

Future considerations

* Connecting the series together: themed subject lines, less
than 10 days between mailings

March-August
Onboarding

Account Tips 945.0K 15K
Earning Points 873.6 K 908
Travel Inspiration 801.7K 709
Community 725.1K 513

How to Use Your
Rewards Account

Insider Tips

I

Pre Travel tips
Stay
Recommendation

EIR

Delivered
Bookings  Revenue

3.3M 3.6 K

Earning Points

Status Bar

Points 101

3 Ways to Earn

Redemption
Opps

EIR

$479.1K 20.0%
$321.4K 16.7%
$265.6 K 16.3%
$183.5K 15.1%
$1.25M 11.2%

How to Earn Points:  Let's Plan Your Next
No Travel Required Trip

Travel
Inspiration _ _

)

Travel
Inspiration copy
& Infographic

Dream stay

, | Bk/
Open% CTO%  Conv% Del ()
11.2% 6.9% 1.6
10.3% 6.0% 1.0
71.9% 6.8% 0.9

5.4% 8.1% 0.7
9.1% 6.8% 1.1

You Have 50 Million
New Friends

Social Channel
Module
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Aug ‘16 Project Orange performance summary

Project
Program Orange
Total oM Aug Project Delivered Open% | CTO% | Conv% Unsub%
g| Delivered 10.8% Orange Bookmgs Revenue peno ° ° De l(K) °
= 0,
% Unsub Rate 0.16% 28 4% | 11.3% | 271.5% | 13.5 0.04%
2 R - Beneflts 504.0K 15,6 K $5.8M  30.6% 33.8% 29.9% 31.0 0.04%
Delivery Rate Destinations ~ 503.7 K 1.OK  $342.1K 27.6% 4.0% 17.8% 2.0  0.05%
Offers 4445K 3.0K $1.1M 26.8% 11.3% 22.3% 6.8 0.05%
openkate RN TSAT | 2.0M | 43K  $1.6M  21.5% 12.3% 2.2 0.12%
-3.4pts : Benefits 674.5K 2.7K $1.0M 21.5% 20.4% 9.2% 4.0 0.10%
- 17.9M - Destinations 681.1K 476 $151.4K 22.0% 4.6% 7.0% 0.7 0.13%
|  Opens -3.9% %
g : : Oiffers 615.1K 1.1K $405.1K 20.8% 12.1% 7.3% 1.8 0.12%
— ol 5.4 oK _SeqM_zawe 146 19.4% Lo 005
@ :
z Unique Clicks [IEgNs
nique 1CKS 28.29%
Click to Open [EXLZ ] Observations
Rate -29pts | 4 ¢ August ‘16 had the lowest overall Open% since PO launch
Bookings 160.0 K . + 3* highest Conv% since launch
Lo - « CTO% and booking/delivered were higher than YTD averages
~ 55.7 M
.E Revenue $13 39
g —— Compared to the base email program, PO-dedicated campaigns generated:
5| Conversion 10.4% - +25.6% Open%, +58.4% CTO%, +118.5% higher Conv%
- Rate 2.3 pts
Bookings per 2.0
Delivered(K) -16.5%




August ‘16 Email overview & MoM trends

Aug Project Deli d EIR EIR o % CTO% C o Bk/ Unsub%
elivere en onv nsu
Orange Bookings Revenue P ’ ’ ’ | Del (K) ’

st ze.av |17.9% 21.5% ] 135 | 0.04%

Benefits 504.0K 15.6 K $5.8M 30.6% 33.8% 29.9% 31.0 0.04%
Destinations 503.7K 1.0K $342.1K 27.6% 4.0% 17.8% 2.0 0.05%
Offers 4445K 3.0K $1.1M 26.8% 11.3% 22.3% 6.8 0.05%

TSAT | a0M_ 43K | SLoM  215% 12.3% 8.3% | 22 0.12%
Benefits 674.5K 2.7K $1.0M 21.5% 20.4% 9.2% 4.0 0.10%
Destinations 681.1 K 476 $151.4K 22.0% 4.6% 7.0% 0.7 0.13%
Offers 615.1K 1.1K $405.1 K 20.8% 12.1% 7.3% 1.8 0.12%

Total | 3.4M | 209K | S.IM | 24.4% 14.% 194% 1.0 0.09%

Observations

Featured Summer Promo in Benefits & Offers, against YID avg:
* Openrate was 7% lower

* Click to open rate was 19% higher

* Conv% was 10% higher

* Booking per delivered email was 22% higher

Benefits generated 3* highest monthly bookings & CTO% YTD
resulting in 3" highest booking/delivered in 2016

Offers generated KPIs consistent with YID benchmarks

Destinations featured Road Trip theme for the 3™ month &
generated CTO% & Conv% YTD lows

20.0

15.0

10.

EIR Bookings (000s)
o

o
=}

0.0

35.0%

30.0%

25.0%

20.0%

15.0%

10.0%

5.0%

0.0%

Bookings by Month

| 51— 1 s
3.0
25
2.0
| - 15
0.0

Jan Feb Mar Apr May Jun Jul Aug Sep Oct

Nov Dec

(SUOK[FA) STTeWT PataAl[2Q

o
w

w2015 PO Bookings == 2016 PO Bookings 2015 PO Delivered  ——2016 PO Delivered

Email KPI's by Month

\_\/\__/x

.o
cecce®” ®e
*e
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~ ’-.,n' 't. -~
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[ ] e =~
_zes e
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===PO Open% == POCTO% @+ +PO Conv%
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Bookings vs Delivered Emails by segment

25.0 8.0
Observations 70
Overall 20.0 60 o
 Benefits generated 34 highest monthly 3 6o B
bookings & CTO% YTD resulting in 3" highest | 3'*° g
booking/delivered in 2016 2 oo o o
» Featured Summer Promo & Hawaii/Hilton Head | £ 80 %
sweepstakes B o 2.0 E
1.0~
TSAT 0.0 0.0
. 31’d hlghest bOOkingS & CTO% YTD Jul-15 Aug-15 Sep-15 Oct-15 Nov-15 Dec-18 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16
* Booking per delivered was 6% higher than TSAT Bookings ~ w WHPH Bookings -~ TSAT Delivered -~ WHPH Delivered
YTD average
Email KPI's by segment
45.0%
WHPH 40.0%
« 3« highest bookings driven by 3 highest 35.0%
CTO% & highest Conv% YTD 30.0%
« 3« highest booking/delivered YTD 25.0%
20.0%
Ongoing prominent feature of Summer Promo 16.0%
& sweepstakes feature continued to drive 10.0%
engagement 5.0%
oo Jul-15 Aug-15 Sep-15 Oct-15 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16

TSAT Open% TSAT CTO% TSAT Conv% WHPH Open% WHPH CTO% WHPH Conv%



PO segment click engagement was
significantly higher with Benefits than control

Bugust eNews/ . ) ] ]
m —Tox De 1 (K) fnsubt

TSAT eNews 69.8K 15.5K 276 $83.0K 22.3% 17.7% 10.0% 0.08%
TSAT Benefits 674.5K 145.2K 2.7K $1.00M 21.5% 20.4% 9.2% 0.10%
Y%A -3% 15% -8% Z%

WHPH eNews 53.8K 16.2K 744 $2488K 30.2% 18.5% 24.8% 13.8 0.04%
WHPH Benefits 504.0K 154.4K 156K $5.75M 30.6% 33.8% 29.9% 31.0 0.04%
PLYAN 1% 83% 21% 124%

There may be a reporting/tracking issue that is being investigated
* eNews (Core) Top Offer links counts do not appear consistent with previous months featuring Summer Promo
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August WHPH Benefits
August : EIR EIR Bk/

WHPH 504.0K 15.6 K $5.8M  30.6% 33.8% 29.9% 31.0 0.04%

WHPH Benefits

Your Account: Pay Full Price?
Not for You Moments

AccountBox , W ~| 1% clks, 0% bks
6% clks, 6% bks A .

[ Search %
clks, 1% bks
pu
1 Top Offer
18% clks, 83% bks

Observations
CTO% was 51% higher than the YID Average

Top Offer generated 78% of clicks with the majority going to Summer Promo,
featured for the 3™ month in a row

+ Typical click engagement when featuring MegaBonus promotion

* % of clicks to this section decreased 2% MoM (Conv% increased 4%)

There appeared to be little drop in interest by WHPH for Summer Promo
which suggests future promotions can be persistently featured to WHPH

The Island vacation sweeps was featured in the top section of Rewards & appeared

to cannibalize clicks from the remaining content as MoM clicks to all sections

decreased

* Clicks to Moments fell by 78% due to it’s lower position and potential cannibalization
Milestones (black Bar) clicks continued to fall, dropping 22% MoM

eBreaks was the exception as MoM clicks increased, although only representing 1% of
clicks

Brand Spotlight
ks, 1% bks

T

Rewards - Head
2% clks, 2% bks

Rewards - Main
l 7% clks, 5% bks =

A
f

Hotel Openings
1% clks, 0% bks .

B dd

Earn
1% clks, 1% bk

eBreaks
1% clks, 1% bks




Aug Non-Member WHPH Benefits

Non-Member Benefits |
[FIRST NAME, JEarn Points in More
Places Now

Ang Non-Member
Deli d o % | CTO% | C Vo 'LT ub%
m- DEI [K

34K $187 23.2% 1.4% 5.6% 0.19 0.32%

Observations

Note: Enrollments counts may be incomplete

The Non-Member version of Benefits featured MRCC, Free Night offer, Member Rates,
generating 18 clicks

* July version featured Free night offer, New Member Benefits & generated 7 enrollments off 48 clicks
* June version featured New Member benefits & sweepstakes & generated 28 clicks

* May version featured Member Rates & generated 35 clicks

July Free Night Offer solo sent generated 7 enrollments and 1.3 enrollment/delivered Email (K)

WHPH & TSAT Non member efforts will be consolidated starting Sept
* Segment level email performance will not be available




August TSAT Benefits

August
Deli d o % CTO% C %o Unsub%
De l(K)

TSAT 674.5K 2.7K $1.0M 21.5% 20.4% 9.2% 0.10%

Observations
37 highest CTO% to date

Top Offer generated 56% of clicks, a decreased from July’s 66% featuring the
same Summer Promo

The Island vacation sweeps was featured in the top section of Rewards &
appeared to cannibalize clicks from the remaining content as MoM clicks to
nearly all sections decreased

Two placements generated more clicks than July which suggested interest above
other content

* Brand Spotlight which did not feature point redemptions from July

* eBreaks generated 25% more clicks

TSAT Benefits
Your Account: Pay Full Price? No Way.

Account Box
13% clks. 22% bks

[ Search

5% clks, 5% bks

l Top Offer

56% clks, 51% bks
Top Offer 2

1% clks, 1% bks

Rew-Head
4% clks, 6% bks

l Rew—Mam
11% clks, 5% bks

[ Earn
2% clks, 1% bks




Aug Non-Member TSAT Benefits

Non-Member Benefits §
[FIRST NAME, JExplore New
Destinations & Rewards

Ang Non-Memb
S Delivered Open’e Convie Unsub%o
Benefits Revenue
TSAT

405K $195K a3.2% 4.5% 8.5% 0.54 0.28%

Observations

The Non-Member version of Benefits featured MRCC, Free Night offer, Member rates, generating
232 clicks

* July generated 58 enrollments off 444 clicks featuring Free Night offer, New Member Benefits,
sweepstakes, and MRCC offer

* June-337 Clicks
* May-276 Clicks

WHPH & TSAT Non member efforts will be consolidated starting Sept
* Segment level email performance will not be available




Offers overview and MoM trends

Observations
Overall
- 84 highest Click to open rate YID

. Summer Bonus was featured in Offers for the 4th
consecutive month

- A subject line and image test was conducted in
Offers & Hotel Specials, across all segments

- Price point was featured in CTA for Experiences
and Getaways

TSAT
* CTO% was 6% above YID average
* Booking per delivered was 2% above YTD average

WHPH
* CTO% was 3% above YID average
* Open% was 2% below YTD average

Bookings vs Delivered Emails by segment
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TSAT engagement was slightly higher with
Core versions than Offers

August HS/ . . j ]
m erox De 1 (K Unsub%

TSATHS 67.6K 145K 143 $49.2K 21.8% 128% 1.7% 0.12%
TSAT Offers 615.1K 128.0K 1.1K $405.1K 20.8% 12.1% 1.3% 1.8 0.12%
% A -3% -5% -5% -13%

WHPHHS 479K 13.0K 362 $116.3K 27.2% 12.0% 23.1% 1.6 0.06%
WHPH Offers 444.5K 119.0K 3.0K $1.09M 26.8% 11.3% 22.3% 6.8 0.05%
% A -2% -6% -4% -11%

While email KPIs have tended to be higher with Control, there were different messages used to
promote the Summer Promo that may have impacted engagement

Summer Promo Earn message Hotel Specials (Core) Offers (Test)
Image: You could win 100 K points Stay & Earn 10 K points
Headline: Last Chance! Win 100 K points Just a Few More Weeks to earn...
Body Copy summary: Every stay helps your chance The more you stay, more you earn

Promoting the higher value of the promotion may have increase click engagement




WHPH Offers

Account Box .
Au g-u S t ‘ " ’ I_I P I_I O f f e I- S Ty A1 [FIRST NAME] - We Picked These Deals for You
r—

Getaways
7% clks, 5% bks

See Al ©

Coronado Island Retreat

WHPH 4445K 30K  $L1M 26.8% 11.3% 22.3% 0.05% =z
= e Escape to Hutchinson Island
Observations S R e i ey ool
Generated click engagement & click volume consistent with o Trmmmmo® =
2016 YTD averages, though increased 2.8% MoM Cumeemecixz @  Femeansin p————
* M.com trends suggests booking should have fallen July to Aug otansis erionsi ot vewi s amazing dea
[ Fromsi7o ]
Despite MoM increased content in the Middle Offer there was g A
less click engagement Seeht ©
* The volume of clicks and % clicks to the Middle Offer section Bl

decreased (9% and 11% respectively) Middle Offer

. . At
Summer Promo generated strong click engagement in its 4 SIY | 804 clks. 20% bks
month, indicating the ongoing appeal of featuring promotions lll,ﬂ.,u Ve - .
+ Washington DC offer was additional content but did not help _ e
. Just a Few More Weeks to Earn Points Sweet stash of points 1o your account Cardinals Ticket Package t this new hotel.
generate more clicks IPNAVE, e e you st s vou am et From 109
September 5th, 50 act quickly.
Getaways generated 7% of email clicks, well above YID avg s i,
» San Diego & Florida offers attracted clicks, as they typically do e Youb )
— Ou Deqy
k| 5% clis, 4% bks | )
20% s weekana

While click engagement with eBreaks fell, Conv% remained
consistently above the Field Offer section

eBreaks.

Visit DC for 20% Less

S e




August
Deli d o % CTO% C % Unsub%
Offers |~ or¢ Bookmgs Revenue L De 1 K)

TSAT 68l.1K 476 $151.4K 22.0% 4.6% 7.0% 0.13%

Observations
Overall clicks fell 2.7% MoM

Middle section generated slightly less % of clicks than YTD
average but an 8.1% higher Conv%, which was driven
primarily by the Summer Promo Offer

¢ Summer Bonus offer seemed to have cannibalized clicks from
other sections

Getaways and Experiences had substantially lower click
engagement and Conv% than YTD average

eBreaks % of clicks and Conv% were down from YTD
average 18.0% & 15.2% respectively

! Account Box &=
16% clks, 35% bks

JR—. - Lo
Siver 10 \ Nghes

- Search )

9% clks, 12% bks "

Field Offers

48% clks, 31% bks

Bookwith VisaBat 250 holels @ 4 200 lickets & more °

Long Beach flom $199
Stay for breaktast L)

Brooklyn from 5279
$30 Pizza & $20 bar credits ©

Spokane from $239 Burbank from $229
Champagne brunch for 2 ©  Freebreaktast near LA °

Los Angeles from $195 Monterey from $179
Parking up o 7 nights. [>) Kids eat freel o

Manhattan Beach $169+ Arfington, VA from $89
Movie, Kid's activty bucket ©  Oreaast, parking, ciy view °

See All ©@

Middle Offer
12% clks, 13% bks

Just a Few More Weeks to Earn Points

[FNAME, the)[The] more you suy the more you esm

in Our sweet summer sweepstal
September 5th, 30 book today.

Earned Points? Go Shopping! »
=) Stock up on school supplies, new fashion and the latest
gadgets — and pay with points.

Visit DC for 20% Less

Get away 10 our naton's capital. Tour moruments &
experience the city from e middie of & all

TSAT Offers
FIRST NAME - We Picked These Deals for You

See Al ®

R&RIn Coronado

Feel your stress melting away at this
gorgeous San Diego resort. Ahhh..

Ultimate Relaxation in Florida

Unwind at one of three pools with this
Seaside Summer Package.

Escape to Arizona

Golf or spa? You choose the package
that makes you happy. We'll do the rest.

See Al ®

Experiences
2% clks, 1% bks ™=

Baseball Spirit in St. Louis
Eam 4,000 points with this escape to the home  Even if they're not your team, everyone should

Rock It in Nashville

of country music & mouthwatering BBQ.

experience a Cardinal's game once in their ife.

Save 20% with 22

‘ eBreaks N
5% clks, 5% hks }

Make your escape and save
20% this weekend with
eBreaks.




Destinations overview and MoM trends

Observations
August continued a theme of Road Trips from

June

» Offered specific routes and itineraries targeted by
geography

* Content linked to Traveler

* Social Share with Facebook

Destinations generated the lowest CTO%, Conv%, and
booking per delivered since launch

TSAT

* Lowest CTO% since launch

* Conv% & booking per delivered were 12.8% and
34.7% below YTD average respectively

WHPH

* Lowest booking per delivered and 2™ lowest CTO%
since launch

* Open% was 4.5% below YTD average
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PO segments had higher engagement with
Control versions than Core

August . . ] }
m cro% De 1 (K Unsub%

TSAT Core 70.5K 16.3K 51 $17.2K 23.2% 5.0% 6.2% 0.10%
TSATPO 68l.1K 149.7K 476 $151.4K 22.0% 4.6% 1.0% O.'Z 0.13%
%A -5% -9% 12% -3%

WHPH Core 53.7TK 16.0K 147 $48.3K 29.7% 4.2% 21.9% 2.1 0.05%
WHPHPO ©603.7TK 1389K 1.0K $342.1K 27.6% 4.0% 17.8% 2.0 0.05%
%A 1% -4% -19%  -28%

The same subject lines were used at a segment level & there continued to be discrepancies in Open rate, suggesting
meaningful differences in control vs test group

* Open% differences less than 6% may be noise
East Coast: Your Ultimate Sports-Fan Road Trip
West Coast: Your Ultimate Scenic Road Trip

Test & Control may have received different % of West/East Coast versions & may have had different Conv% with each
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August WHPH & TSAT Destinations

August o o 0 o
Destinations Delivered Bookmgs Revenue Open% CTO% Conv%

WHPH 503.7K 1.0K $342.1K 27.6% 4.0% 17.8% 0.05%

TSAT 681.1K 476 $151.4K 22.0% 4.6% 1.0% 0.7 0.13%

| Total ___12M 15K __$493.5K 24.4%

4.3% 11.8% 1.2 0.09% ]

Observations
Note: Geo-level reporting not available at the PO segment level

Account Box/Header generated 28% of clicks, slightly higher MoM
suggesting content resonated less than previous months

Similar to July, the Top Offer generated ~ 34% of clicks, however
the supporting content did not appear to generate similar interest

* Lack of interest in individual destinations (Stops Along the Way)
against Road trip suggests lack of interest in featured destination

* More Cool Trips generated more click engagement than the two
above, Stops Along the Way and Plan Your Route/Pro Top

Both Caribbean & Denver generated 2x as much clicks as the
DC offer in the Trip Planner: Where to Book Now bottom section

WHPH
(East+West)

\arnoft
RDS.

Account Box
28% clks, 39% bks _

TSAT
(East+West)

Marriott
rewaro b Recount Box
28% clks, 55% bks

Search
4% clks, 6% bks

Midwest
35% clks, 28% bks

Stops along..
9% clks, 8% bks

Plan...route
3% clks, 1% bks

N More Cool Road Trips

More Cool Trips
13% clks, 11% bks

Bottom Offer
1% clks, 1% bks

Search
1% clks, 9% bks

Calgary to...
33% clks, 18% bks

Stop along..
9% clks, 3% bks

Pro Tip
3% clks, 1% bks

Mozre Cool Trips
| 11% clks, 7% bks

Bottom Offer
1% clks, 5% bks
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