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4 ' JANUARY 2017 EMAIL PROGRAM REVIEW

JANUARY 2017 KEY STORYLINES

Low send volume resulted in low monthly bookings but the highest booking per delivered (BPK)
since July '16

eNews announced the launch of MegaBonus but generated lower Open% & CTO% YoY

Jan’ 17 MegaBonus Announcement generated high BPK and supporting touchpoints generated
insights through new content & testing

Destinations saw above avg Open% & created demand for a high number of destinations

Hotel Specials new Field Offer design did not reverse low Q4 click & booking engagement
trends

Engagement with some Lifecycle campaigns continued to show declines

Test Summary: eNews CTA, Offer positioning, CTA copy, Subject line optimization

M\arrioft
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5 & JANUARY 2017 EMAIL PROGRAM REVIEW: EXECUTIVE DASHBOARD

Hotel

Program eMNews Specials Dest. Solos Lifecycle MRCC METT

Audience®
- Total 75.0M 13.7M 10.4 M 128 M 5.2M
§ Delivered -12.4% 18.2% 13.6% % | -5 48.8%
3 0.22% 0.20% 0.19% % | 0.18% 0.28%
2| Unsub Rat
nsu e
-0.1 pts | -0.1 pts | 0.0 pts -0.2 pts | -0.2 pts
Deli Rat. 99% 99% 99% 8 99% 97%
ive e
v 2.8pts | 0.1 pts | -0.3 pts
o Rat. 24.0% 21.4% 22.3% % | 28.4% 32.7%
n Rate
pe 05pts | -1.4 1.1 pts | 4.0 pts | 2.B pts | -2.9 pts
o 180 M 29M 23 M
ns
w2 pe -10.3% 10.8% 19.7% %
% Click Rat. 2.1% 2.5% 1.5% 1.0% 4.1% 5.5%
ic e
& 0.0 pts | -0.5pts | -0.6 pts |-0.1 pts| 1.8pts | -2.0 pts
C
u Uni Clicks 1.6 M 3360K | 1568 K |120.TK| 5243 K | 2844 K
nigue Clic|
d -10.8% -1.8% -18 -9.0% | -2 9.4%
Click to Open 8.8% 1 4.3% 14.5% 16.8%
Rate 0.0pts | -1.5 -3.2pts |-1.Tpts| 5.6pts | -4.2 pts
Booki 9.8 K 38K 24.0K 5.4 K
ngs
¢ 0.3% -34.9% -22 -5.9%
$18.1M | $3.3 M I.3M |$I12M
= Revenue
g -11.6% -4.1% -35.9% % %
£ ) 3.3% 2.9% 2.4% 4.6% 1.9%
*- | Conversion Rate
-0.2pts | 0.l pts | -0.6 pts | 0.0 pts | 0.3 pts | -0.3 pts | -0.1 pts | -0.8 pts
Bookings per 0.7 0 » 1.9 1.0
Delivered(K) -15.2% | -42.7% 92.1% | -36.8%

* Calculated using Mailable Qpeners* from Active, Inactive, and Non Member Counts

** Total Mailable minus anyone who has not clicked/opened an email in past 15 months

YoY bookings decreased by 15%
due to 12% email volume drop

eNews BPK decreased YOY due to
declines in Open & CTO% despite
featuring MegaBonus

Hotel Specials low booking per
delivered continued due to low
CTO%

Destinations Open% increased
YoY supporting “12 Months of
Travel” theme, while CTO% fell

Lack of MegaBonus Preview &
Protea/Delta lowered Solo delivery
& booking volume but increased
overall KPI efficiency

Lifecycle YoY KPI decreased
across multiple campaigns & due to
Onboarding KPIs

MRCC featured 80 K offer & 150 K

vs LY’s 50 K

Marrioft
REWARDS
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6 & JANUARY 2017 EMAIL PROGRAM REVIEW: MOM BY CAMPAIGN

2ND L OWEST SEND VOLUME IN THE PAST YEAR DUE TO LOW SOLO VOLUME

100 120
90
100
80
70
L 30 E
- 2
= o
£ 50 - Le0 &
- m
S 3
@ 40 - £
z
L 4,0 _—
30 3

223
187 19.4 158 152

9.8 100 e 78 104 93 28

° Jan-16 ‘ Feb-16 ‘ Mar-16 I Apr-16 ‘ May-16 ‘ Jun-16 I Jul-16 I Aug-16 ‘ Sep-16 ‘ Oct-16 ‘ Nov-16 I Dec-16 I Jan-17 °
eNews W Hotel Specials BENSclo BN eBreaks WM lifecycle BEEMRCC BEFMT Destinations =—=Delivered
January Key Solo Mailings Delivered / Bookings Delivered / Bookings
Jan’17: MB Announcement 9.1M/146K Jan’16: MB Preview 78M/12.1K
Abandoned Search 294K /3.4K MB Announcement 7.8M/10.6 K
METT 23M/23K Protea/Delta 15.0M/4.7K
MB Reg Confirmation 420K /1.9 K Abandoned Search 119K/1.6K
Marrioft
rewaros | YBS




7 ’ JANUARY 2017 EMAIL PROGRAM REVIEW: KPI TRENDS

KPIS IMPROVED FROM Q4 & NEAR
FLAT YOY

05 Open%

CTO%

Cor]v%

——Open% ——CTO% ——Conv% — - LYOpen% --LYCTO% LY Conv?%

Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-16

jan-17

Open% was 3% above
2016 avg due to MB

Announcement Solo,
Destinations & MRCC

CTO% was flat YoY and
5% below 2016 avg

« Destinations & Hotel
Specials CTO% were the
3'd Jowest since Jan 16

* Reduction of low CTO%
Solos balanced overall
CTO%

A\arrioft

REWARDS
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9 B KEY STORYLINES: ENEWS

MEGABONUS DID NOT DRIVE THE SAME
ENGAGEMENT IN ENEWS AS EXPECTED

Spring ‘16 MegaBonus shortfall t

1% clks, Wo%:g".ﬁ‘_ii.‘.'_j;, e
1% bks —TT—

+ Similar clicks as Jan ‘16 (did not ft MegaBonus) —
* Fall'16 MB launched in Sep eNews: 55% of email clicks (vs Jan’16: 47%) DS

1% clks,
1% bks

Low engagement with content overall
* Account Box/Search had double digit increases in section % of clicks vs 2016
- All sections (except City Scene) generated lower click volumes than 2016 avgs e

- NFL mobile milestone message takeover resulted in 77% decrease in clicks vs
2016 avg; lowest click engagement with NFL Redemptions in 2" Top Offer

» eBreaks generated below avg clicks & no bookings

i i 1% clks, >

The bright side _

- City Scene featuring Cuba generated more section clicks than 2016 avg a——

« ShopMarriott sweepstakes generated 2.5x more clicks than any other piece of s
content below the Top Offers

« Brand Propensity may have generated more engagement than Brand Spotlights m i s
o bks W s .

2% clks, ChametYour nner Hemingway in Havana
0% bks —




10 B KEY STORYLINES: MEGABONUS ANNOUNCEMENT

FOR WHPH, BRAND PROPENSITY MAY HAVE
GENERATED MORE CLICK ENGAGEMENT THAN
BRAND SPOTLIGHT

Jan ‘17 Brand Propensity July “16 Brand Spotlight

Play More at Courtyard
DISCOVER AC HOTELSe © COURTYARD
Narnott Put more play in your stay! Savor signature cocktails and step
outside your travel routine with your next stay at Courtyard.
We've got hotels everywhere you need - or want - to be.

- (o—

GENERATED
HIGHER % OF
o B o s e, vy deal Courtyard New York Manhattan Central Park
E MA I L C L I C K S E%:e‘ ) m& '“‘“":e"’::x:z E;I';s Conquer your world from a room with a view of Central Park, Times Square
THAN BRAND N— s e

SPOTLIGHT AVG

SH Courtyard San Francisco Courtyard Seoul Times
ckh Union Square Square
Faca Experience the energy of the Stay inside the city's
‘Book Now | | Book Now | | ‘Book Now ‘ Bay area from downtown. » entertainment district.

Further analysis is
recommended due to key
differences between the
two sections:

* Amount of content
+ Redemptions

* Brand Propensity
generated half the clicks
as Brand Spotlights

* Comparing when MegaBonus
type offers were featured

Increase in WHPH audience
due to Jan’17 rescore

Marrioft
REWARDS




11 B KEY STORYLINES: MEGABONUS ANNOUNCEMENT

SPRING ‘17 ANNOUNCEMENT GENERATED
MORE BOOKINGS AND HIGHER BPK YOY

Announcement . . Bl/
Delivered Bookings | Open% | CTO% | Conv%
Solos Del (K)

Spring 'lé 7.8 M 10.6 K 24.1% 18.3% 3.1% 1.4
Summer'lé 9.1 M 206 K 25.0% 19.2% 4.7% 2.3
Fall 16 79M 45K 23.2% 17.3% 1.4% 0.6
Spring 'l7 85M 143K 25.8% 158% 4.1% 1.7
Base Offer 79M 48K  24.1% 107% 2.3% 0.6
30K Offer 5339K 6.1 K 447% 468% 55% 1.5
45K Offer 103.3 K 34K  523% 58.6% 108% 33.0

A\arrioft
REWARDS
cecssespeeseer

EARN 2X POINTS
ON YOUR FIRST 3 STAYS
More points means more moments with MegaBonus®.

REGISTER NOW >

HOW TO EARN YOUR MEGABONUS

Q REGSTER Deo

Unique campaign
elements

2x point bonus offer
No preview for Spring ‘17

Segments (& offer) focused on
more frequent travelers

Earlier launch than Spring ‘16
* eNews (1/3)
* Solo (1/10)
- 2016
o Preview (1/7)
o Announcement (1/27)

Marrioft
REWARDS
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12 B KEY STORYLINES : MEGABONUS REGISTRATION CONFIRMATION

INCLUDING OFFER DETAILS IN THE REGISTRATION
CONFIRMATION SUBJECT LINE INCREASED OPEN%

Table 1. Open% Registration Confirmations

Registration
) . Open%
Confirmation

Subject Line

Spring 'l 6 51.9% You're All Set to Win With MegaBonus®
Summer Promo '16 55.2% Ready. Set. Earn Points This Summer
Fall'l6 68.1% Great Choice: [5K or 50 K] Points
Spring 'l 7 57.5% You're Registered to Earn 2x Points

OFFER DETAILS
HELPS OPEN%

Aarrioft
REWARDS

YOU'RE REGISTERED TO
EARN 2 X POINTS

Eam on your first 3 stays” between January 16
and April 15,

FIND A HOTEL >

Learn about and register for SPG Double Take ©

TAKE A MEGABONUS TRIP

-
b "y WHERE TO GO IN 2017
mo PR Get travel ideas and trip tips on Marrott
T o\ [ Traveer

L -4
O

Also, unlike Announcement
Registration Confirmation
emails universally generate
Open% > 50%

 Across campaigns
- Across offer segments

Capitalize on the high
Open rate to highlight key
initiatives, for example:

* Hotel Recommendations
* Member rates

+ eBreaks

* Booking opportunities

+ Redemption opportunities

Marrioft
REWARDS
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13 ’ KEY STORYLINES : MEGABONUS REGISTRATION CTATEST

“BOOK NOW” CTA COPY GENERATED THE HIGHEST | 3 Raticration oroucte

BPK FOR REGISTRATION CONFIRMATION Confirmation
e “Book Now” version
EEWa s generated the highest
bookings per email
delivered

“Find a Hotel” generated
the highest campaign &

' CTACTO%
YOU'RE REGISTERED TO
EARN 2X POINTS
a3 s s ey In a previous Oct test,
13 th]
PLANASTAY>|| [FINDAHOTEL>| | BOOKNOW> Plan a Stay ' generated a
: higher BPK; Key
+20% differentiators:
HIGHER * MB Offer
BPK + CTAstyle

* Supporting content

Marrioft
REWARDS

2000000008008
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14 ’ KEY STORYLINES : MEGABONUS REGISTRATION CTATEST

RESULTS DIFFERED AT THE SEGMENT LEVEL 30 K + 45 K Offer

- “Book Now” generated
the highest BPK

- “Plan a Stay” was 2n”

i * Oct testing results were
reversed

— “Book Now” & “Plan a
. T Stay” drive similar
# .= : lue to high val
el value to high value
Lf A segments
‘YOU'RE REGISTERED TO

ARG SPOINTS

FINDAHOTEL >l | BookNow> P\ PLAN A STAY >

FAVORED BY “NO FAVORED BY 30 K
OFFER” SEGMENT & 40 K SEGMENTS

No Offer

* “Find a Hotel” & “Book
Now” similar BPK
* “Find a Hotel” also

generated the highest
CTO%*

* campaign & link level

A\arrioft
REWARDS
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15 ’ KEY STORYLINES : MEGABONUS ACHIEVEMENT

MEMBERS VALUED HOTEL PROPENSITY AS A
2N FEATURE IN MEGABONUS ACHIEVEMENT

Marrioft
REWARDS
ROve

MB OFFER

25.2% clks
YUU EARNED ZA FUINID —
NOW EARN MORE
Well donef, FNAME]: You eamned 2x points on 3 stays.
[Now eam up to 45,000 more point 20 nights to get

y 2
30,000 points, then get 1,500 points per night on your next 1
nights afer that.]

FIND A HOTEL >

RECOMMENDED FOR YOU

HOTEL

RECOMMENDATIONS
24.8% clks

MegaBonus Achievement
featured 3 Hotel
Recommendations based
on hotel propensity
model used in Incent
Redemption

Hotel Recommendations
generated as much clicks
as the Top Offer

Consider including this
content module in other
communications

Marrioft
REWARDS
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16

KEY STORYLINES: DESTINATIONS

JAN DESTINATIONS OPEN RATE WAS 3% HIGHER YOY

The same subject line resonated across PO segments

Destinations Core: Descriptors of winning subject line
* Where (and Why) to Travel Every Month (3.7%)* Unique subject line vs traditional listicle style
* 12 Placesto Go in 2017 (3.4%) Not just recommendations, but reasons

. 12 Cities in 12 Months | Your 2017 Trip Planner (3.3%)

Destinations TSAT:

. Where (and Why) to Travel Every Month (8.7%)*

. 12 Cities in 12 Months | Your 2017 Trip Planner (8.5%)
. 12 Places to Go in 2017 (8.0%)

Destinations WHPH:

. Where (and Why) to Travel Every Month (14.3%)*

. 12 Cities in 12 Months | Your 2017 Trip Planner (14.2%)
. 12 Places to Go in 2017 (13.9%)

* Note: Results are statistically significant; Open rates are from 1 hour window of SL testing A "
arrio

REWARDS



17

KEY STORYLINES: DESTINATIONS

% Clicks Jan ‘17 Destinations

JAN DESTINATIONS CREATED DEMAND FOR
A HIGH NUMBER OF DESTINATIONS

Distribution of clicks throughout months suggest the entire content was
viewed

The value of Destinations isn’t defined by clicks, opens = reach

. While overall click volume was 10% below the 2016 avg, content & CTAs were less
booking oriented

. Destinations has generated similar Open rates to eNews and in Jan nearly the same
opens

The 4 top clicked destinations were beach destinations with beach image
1. Sanibel Island (Mar) = 18.6 K clicks

2. Sydney (Jan) = 7.4 K clicks

3. Los Cabos (May) = 7.3 K Clicks

4. Kauia (Nov) = 6.2 K clicks

Rio De Janeiro, a beach destination (Feb) ranked 9" in clicks however was
the only beach destination without a beach image

REWAR

Marrioft

DS

ooooo




18 ’ KEY STORYLINES: HOTEL SPECIALS

HOTEL SPECIALS OPEN% WAS THE best of breed subject ines were
HIGHEST SINCE JAN'15 BUT CTO% o February Travel Deals
AND CONV% WERE NEAR LOWS Lo el Deats: Save

* We Picked These Deals Just for
You
25%

3" Jowest CTO% since Jan 16

* Nearly all section clicks have
fallen

Open%

o Lowest Conv% since Jan 16

CTO%
5% An analysis for Hotel
Conv% Specials optimizations is
0% : : : : : ‘ ‘ : ‘ ‘ ‘ : | underway; support updates
Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-l6 Jan-17 W|th announcement |n Other
—Opent ——CTO% ——Comv% == LYOpen% == LYCTO% LY Convé communications (e.g. eNews
milestone message)

Aarriott
REWARDS
2000000008008
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19 B KEY STORYLINES : LIFECYCLE CAMPAIGNS OPPORTUNITIES

PLANS TO ADDRESS DECLINES IN LIFECYCLE CAMPAIGNS ENGAGEMENT

« Collaborate with member experience team
- Visibility to all email Lifecycle campaigns -
. Delivered Del (K)
* Understand how email KPIs translate to WELCOME SERIES (TOTAL)  20M  -3.1% -157% -29.6% -42%
campaign objectives ANNIVERSARY 9100K  -0.6% -18.1% -158% -31%
HELLO AGAIN 20K -467% -10.1% -70.6% -86%
o ) L EARLY ENGAGEMENT 1920K  -18.1% -27.8% -25.5% -56%
* Prioritize campaigns for optimization POST REDEMPTION 186.0K  46% -177% -17% -15%
HAPPY BIRTHDAY 1336 K -1.2% -54% -27.5% -32%
. . . INCENT REDEMPTION 1076 K  -82% -20.7% -5.9%  -33%
. Levgrage Orchestratlo.n. migration & Template RENEWER 034K dar s1% e 1o
2.0 timing as opportunities to enhance content REACTIVATION 40K 100%  -7.6% -153%  -14%
NEAR LEVEL IS8K  4.1%  -66% -450% -47%
. . ACHIEVER 152K  3.0% -62% -292% -32%
« Additional team resources to increase WINBACK J0K 3% 185%  01% .17
frequency of updates BIRTHDAY DATE REQUEST 459 3.8%  -27.9% 37.0%  -5%
Marrioft

REWARDS
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JANUARY TESTING SUMMARY

MEGABONUS REGISTRATION CONFIRMATION CTA
ENEWS/BENEFITS TOP OFFER POSITION

MRCC POINTS OFFER

HOTEL SPECIALS/OFFERS PRICE PLACEMENT
SUBJECT LINE OPTIMIZATION



21 B JANUARY TESTING: ENEWS TOP OFFER

ENEWS TOP OFFER CENTERED CTA GENERATED | MegaBonus CTA layout was

tested in eNews Top Offer for

MORE CLICKS THAN THE HORIZONTAL members

The Centered CTA
Standard CTA layout (Control) Centered /Stacked (Test) alignment generated 3%

more clicks**

MegaBonus®
P

A similar test* showed
horizontal CTA generated a
higher CTO, however:

F . » Centered CTA was full width
Earn 2X Points With MegaBonus® » Different Color

Earn 2X Points With Mega Bonus® More points means more moments, beginning January 16. ..
More points means more moments, beginning January 16 © LI m Ited CO nte nt

Aligns with new template
design

~3% HIGHER CLICK

ENGAGEMENT
(73,032 CLICKS*)

* July Summer Promo Registration Confirmation
**While Open data was not provided results would
have been statistically significant if one cell generated
a 39% Open% (1.8 M opens) vs 17% (780 K opens)

Marrioft u&s

REWARDS
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22

JANUARY TESTING: MRCC OFFER TEST

HIGHLIGHTING MAX BONUS POINT
POTENTIAL ATTRACTED MORE CLICKS

80K Offer

Earn 80,000
Bonus Points

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

00 ¢ )

$85 annus: | fee”

“Offer Detsils
1Pricing & Terms

85,000 Points

Eliot, as a valued member, it is our pleasure to offer you the Marriott Rewards®
Premier Credit Card. Apply by February 28, 2017, and you will enjoy the following
benefits:

85,000 Points

150K Offer

so00 4 80000 [

Earn up to 150,000
Bonus Points
That's 5 points for every $1

spent on all purchases within
your first year up to $30,000.*

Plus, $0 introductory snnus!
yesr, then $85°

I fee your first

A%, 4 150000

Up To 150,100 Pomts

Pncng&'r ms

Eliot, as a valued member, it is our pleasure to offer you the Marriott Rewards®
Premier Credit Card. Apply by February 28, 2017

+7% HIGHER EMAIL CLICKS
+36% SECTION CLICKS

80 K offer was tested against
150 K bonus pt potential

150 K Offer generated more
clicks

« Section CTO by 36%
« Campaign level by 7%

Across nearly every segment

Resulting acquisitions would be
particularly valuable to validate
a different approach to MRCC
offers

Marrioft
REWARDS
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23 B JANUARY TESTING: HOTEL SPECIALS

HOTEL SPECIALS OFFER PLACEMENT TEST
DID NOT GENERATE CONCRETE RESULTS

No Price CTA Price Headline Price
%% Sunny Escapes See All © % Sunny Escapes See Al © %% Sunny Escapes See All ©
kel 0.69% SECTION & 0.66% SECTION 0.66% SECTION

o =

CTO%

. . - = B= —
Snow Bird in South Florida Free Night in Myrtle Beach Snow Bird in South Florida Free Night in Myrtle Beach Save 20% in South Florida Myrtle Beach from $139
2o ey =T
Getaways
Experiences
Z Get Away for the Weekend See All © # Get Away for the Weekend See Al © # Get Away for the Weekend See All ©

i

0.41% SECTION ¢

New York City on Sale

Deep Savings across 5 States

0.43% SECTION

CTO%

New York City on Sale

Deep Savings across 5 States

e
|

0.38% SECTION

CTO%

New York City from $143

Savings in 5 States, from $79

3 versions of Headline &
Copy were tested:

* No price in Body &CTA
* Pricein CTA
* Price in Headline

Results:

There was no statistically
significant winner at a
campaign or section level

The nature of the offer
may impact results

Takeaways

Will be tested again in
March Hotel Specials

Marrioft
REWARDS

Yes
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JANUARY TESTING: SUBJECT LINE TESTING

SUBJECT LINE TESTING

Hotel Specials Core:

. Your February Travel Deals (10.5%)*
. We Picked These Deals Just for You (10.0%)
. February Travel Deals: Save 20% on Hotels (9.9%)

Destinations Core:

. Where (and Why) to Travel Every Month (3.7%)*

. 12 Places to Go in 2017 (3.4%)

. 12 Cities in 12 Months | Your 2017 Trip Planner (3.3%)

Destinations TSAT:

. Where (and Why) to Travel Every Month (8.7%)*

. 12 Places to Go in 2017 (8.0%)

. 12 Cities in 12 Months | Your 2017 Trip Planner (8.5%)

Destinations WHPH:

. Where (and Why) to Travel Every Month (14.3%)*

. 12 Cities in 12 Months | Your 2017 Trip Planner (14.2%)
. 12 Places to Go in 2017 (13.9%)

Descriptors of winning subject line

Personalized

Unique subject line vs traditional listicle style

M\arrioft
REWARDS
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KEY TAKEAWAYS



26 ' KEY TAKEAWAYS

JANUARY ‘17 KEY TAKEAWAYS

- Brand & Property propensity may have driven click engagement; expand on Brand
Propensity module learning

- “Book Now” and “Plan a Stay” appear to be effective CTAs for high value segments;
“Find a Hotel” & “Book now” for rest of MB eligible audience

 Leverage high Registration Confirmation Open rates to highlight key initiatives

* Include offer details in Subject lines to increase Open rates

- Continue to explore positioning Destinations subject line copy as curated
recommendations

 Plans are in place to address declining Hotel Specials & Lifecycle campaigns

A\arrioft
REWARDS
+2000000008088ss

Yes



27 ’ KEY TAKEAWAYS

HIGHLY ENGAGING CONTENT

* Cuba

- Map eBreaks (but investigate zero bookings)
- Beach imagery

- Maximum-value offer positioning

A\arrioft
REWARDS
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29 B COMPETITIVE INSIGHTS

NEW BENEFITS FROM HILTON

that just keep getting better

3 new ways to use your Points...

o Points and Money

In addition to using Points for free nights, now choose ANY
combination of Points and money to pay for your stay’
With this new perk, Points pricing will be more flexible

When rates go down, Points prices go down
No blackout dates

COMING LATE FEBRUARY

Y — » g‘sl,
Points Money

And a new promotion you're going to love.

‘v
~2k-

A S

next step

Hilton Honors
Rebranding from ‘HHonors’ to ‘Honors’

Email design updates:
- Font change
- Rotating secondary module

3 new ways to use points
- $/points mix
- pool points w/ family/friends
- Points on Amazon

New promotions launch: 2K points for
every stay through April 30th

Marrioft
REWARDS

Yes



30 B COMPETITIVE INSIGHTS Kimpton

NEW YEARS [= =
L 2 fi}?’”"?f;ﬁ?”fé’;"

Wyndh Year of New Dining Experiences
|

'‘TIS THE SEASON
FOR TRAVEL

WYNDHAM
REWARDS

Top offer
mentions new
years and reset
of point
accumulation
towards tiers

Book your next escape

Mitchell. celebrate another year of Wyndham Rewards magic.

Your free night "]rhjwr.' are wide open I

T,
Wy
1

-
N \F

pESTINATSNS
SHERATON

NASHVILLE
DOWNTOWN HOTEL

W Two magical offers are yours for booking ahead I

Thanks for joining our Hilton HHonors family this past year, You'rs going
1o love what we have in store for 2017, because we're making the Thanks for making It a great year,
program even better for members ik you. Stay tuned for more soca! Mitchel|

Happy New Year,
Your friends at Hilton HHonors

Alludes to program

enhancements for the year

Redeem points at amazing properties around the globe
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COMPETITIVE INSIGHTS

Hilton
48) pousieTeze

DoubleTree by Hilton Hotel Kuala Lumpur

~
o Galden Jannar
okt e

MORE DETAILS

Qe

CHINESE NEW YEAR

AUSPICIOUS LUNAR NEW YEAR DISHES AT SHA TIN 18

fady T,
valsble
ingrodeet, ‘Beancurd dough.
which. Qinese
acitonal soya bean paste and served hot m a cay pot
lodo
@ st
plentil wealh snd reasure.

‘Chnese Wem ear cookoes and Ch
20dia¢ chocolata gt sets aro avalable %
Patissane Each cookse features radbonal
itien 11 Chivese and.

ot setis

o zodac
sign. making these the pectect oftfor
Fiends and famiy

ENJOY INDULGENT GOURMET OFFERINGS AND CELEBRATE WITH US
IN GRANDEUR

the Now Your
Aoemadabad with us.

iresitble ndgence.

plan your y

CHINESE NEW YEAR PEAST

Usher in the Year of the Rooster, th
Chinese New Year it China House s
delve into a specialy cralted menu that
inchades delectable Chivese New Tear
Deights fram January 28th - February
2nd, 2017

SWEET SPLASHES OF PINK, LUSCIOUS
BITES OF THE BERRY

Belish a plethora of “mek in the mouth
creatons and savour the creme de la
créme dasserss 3t Chal

delicious strawbermes sgeciaty hand
folded by Chef Gautam.

Sth till 26th,

'SUNDAY BRUNCH BAZZAR AT TINELLO

Enjoy a avish beunch laden wih Ralin,
s

Sunday Brunch orly @ INR 1400}-

SET YOURSELF TO THE PATH OF
COMPLETE WELLNESS

Sumender to the heaing touch of massage.
followed by soothing arcmati facial that
slevatas the mood. orly at our Aadi Spa &
Foness Contre

Sheraton Grande Sukhumvit, a
Luxury Collection Hotel, Bangkok

Celebrate the Year of
Rooster with Special
Offers

ebsite

wene
Ve Mare >

More Exclusive Offers

RESERVE 7 DAYS IN
ADVANCE AND SAVE
20%

® Eomilname

mrm now

STAY LONGER, SAVE
MORE

msm wow

WESTIN

Revitalizing Comfort
on Chinese New Year

Your Relaxing City's Retreat

SPECIAL OFFERS

from AMAL0 per
gt

N 33

nven

THE WESTIN
SINGAPORE

The Westin Singapore

'WESTIN
The westin St. Francis San Franciscd
on Union Square

Chinese New
Parade Package

[The Westin st. Francis san Franciscol

Union Square

riott

RDS



32 B COMPETITIVE INSIGHTS

o HILTON
Y HHONORS EXPLORE HHONORS | DOWNLOAD APP | OFFERS

HILTON WEEKENDERS e e

| Point Balance Your tier is Blue. Track your pr

Hilton has branded book direct message p— . =
as “weekenders” leveraging community 2 .
theme see what's new e— I

from Hampton by Hilton Youte egitared Tor I Doutie Up Wit Doue Poris 2ooxnon ©

promotion

Romantic Port Aransas Hit the beach in Corpus Christi, Big savings in the Big D Rates from $99 are heating
t ith bubbly & king included
getaway with bubbly & more parking include from $99 a night up Chicago

oM

/. A'-v LEARN MORE

Pizza, pool & popcorn for Keep warm in Ithaca with Great start to the New Year | Earn 50,000 Bonus Points
family night in Rochester pizza, popcorn and more 2017 with triple-points! Torms Aopty

Buy 5,000+ Points by
February 17 and recelve
80% more.

e ’ o 7 A4
BUY POINTS . NEXT STEP NEXT STEP LEARN MORE
il VR

FROM USD FROM USD FROM USD

join the weekenders, join the weekenders, join the weekenders, $
book direct at Hilton.com book direct at Hilton.com book direct at Hilton.com
PERROOM BERMIGHTY SRRSOy PERROOM PERNIGHT §

REWARDS

2000000008008



APPENDIX

RRRRRRRR

...............



34 ’ JANUARY 2017 MR CAMPAIGN REVIEWS

FOR WHPH BRAND PROPENSITY MAY HAVE GENERATED MORE CLICK
ENGAGEMENT THAN BRAND SPOTLIGHT

Month+Year Total Clicks BSL Clicks| BSL % of TTL Clks
February '16 61,639 1,255 2.0%
June '16 65,890 720 1.1%
July 16 68,172 583 0.9%
August '16 56,605 498 0.9%
September 16 98,973 1,293 1.3%
Jan '17 33,340 603 1.8%

2016 average 1.2%

Jan '17 lift from '16 avg. 46.1%

Aarriott
REWARDS
2000000008008

Yes



35 B JANUARY 2017 MR CAMPAIGN REVIEWS

MEGABONUS TABLES (EIR)

Preview 79M 187.5 K
Announcement 7.8M 345.1 K
eNews/Benefits Feb'l6  [I.5M  286.0 K

Announcement 9.1 M 4354 K

eNews/Benefits Jun'l6é  12.1 M 159.8K

Hotel Specials/Offers Jun'l6 104 M 26.6 K
Summer'16 | 31.6M J621.8K]
Preview 7.7 M 139.1 K

eNews/Benefits Sep'l6 127 M 5246 K

Hotel Specials/Offers Sep'l6  10.3 M 13.1 K
Fats | a06m 6768k
eNews Jan'l7 13.7M 177.0K

Announcement 85 M 3476 K

Registration Confirmation 508.1 K 243K

Spring '17 227M (5488 K Narrioft

REWARDS

2000000008008

Yes



36 & JANUARY 2017 SUMMARY PROGRAM REVIEW: MEGABONUS REGISTRATION CONFIRMATION CTATEST

RESULTS WERE DIFFERENT BASED ON OFFER SEGMENTS

CTA
CTO%

Bk/
Delivered Bookings Revenue |Open% CTO% Conv%
Del (K)

Plan A Stay 745K 349 $1186 K 57.6% 89%  9.2% 4.7 Plan A Stay 2.30%
Find A Hotel 92.1 K 477 $140.1 K 58.1% 11.7% 7.6% 52 Find A Hotel 3.20%
Book Now 703 K 359 $1142K 592% 78% 11.0% Book Now 1.72%
CTA
30K Offer |Delivered Bookings Revenue Open% | CTO% Conv% 30K Offer

Del (K) CTO%

Plan AStay 49.0K 165 $555K 559% 6.5%  9.3% Plan A Stay 0.85%
Find A Hotel 34.0K 94 $274K 56.1% 7.0% 7.1% 2.8 Find A Hotel 0.93%
Book Now 523 K 283 $1059K 57.3% 6.6% 14.4% Book Now 0.94%
CTA

Delivered Bookings Revenue Open% CTO% Conv%

Del (K) CTO%

Plan A Stay 16.7K 68 $20.7K 555% 6.7% 11.0% Plan A Stay 0.69%
Find A Hotel 14.1 K 39 $290K 546% 6.8% 7.4% 2.8 Find A Hotel 0.73%
Book Now 17.7K 97 $424K 56.0% 67% 14.7% 5.5 Book Now 0.72%

REWARDS

Sadalliuvi \
+200000000888s5



37 B JANUARY 2017 MR CAMPAIGN REVIEWS: HOTEL SPECIALS

HOTEL SPECIALS GENERATED 33% LESS CLICKS THAN 2016 AVG & 48%
LESS YOY

All sections except Experiences generated low levels of click engagement ACCOUNT BOX
. Field Offers generated 50% fewer clicks and accounted for a 25% . 24%clks, 52% bks
lower % of clicks than 2016 average | SRR e
. Search generated the least clicks since Jan ‘16 = 9% clks, 14% bks 8% clks, 5% bks
- Getaways generated 13% lower click volume than 2016 avg — S e TR

. . . FIELD OFFERS
. Lack of Middle section (featuring MegaBonus/Summer Promo) 43% clks, 25% bks

Experiences generated the highest click volume since May '16

* NYC Offers continue to be a draw as it generated 49.6% of section
clicks and had the highest Conv% in this section

- England Bonus Points offer generated the 2" most section clicks
(34.4%)

EBREAKS
8% clks, 0% bks

GETAWAYS
8% clks, 4% bks

S |

eBreaks generated the most clicks of any offer but did not generate any —
bookings meeme—

An analysis for Hotel Specials optimizations is underway; support
updates with announcement in other communications (e.g. eNews
milestone message)

Marrioft
REWARDS

2000000008008




38 ’ KEY STORYLINES: MEGABONUS TAKEAWAYS

JAN'16 MEGABONUS TAKEAWAY S

« Spring ‘17 Announcement performance surpassed previous campaigns
» Include offer details in subject lines

 Registration Confirmations consistently generated >50% Open rates & are
valuable vehicles to support key initiatives

 “Book now” CTA copy over “Plan a Stay” & “Book a Hotel”

« Hotel Propensity in Achievement generated as much click engagement as the
Top Offer

M\arrioft

REWARDS
+200000000888s5

Yes
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40 ’ JANUARY 2017 MR CAMPAIGN REVIEWS: ENEWS

BPK FELL DUE TO OPEN & CLICK
TO OPEN RATE DECREASES

eNews +

Program Benefits eMews Benefits

Audience

Total 75.0M 13.7M (123 M
Delivered -12.4% 18.2%
Unsub Rate 0.22% 0.20%
-0.1 pts | -0.1 pts | -0.1 pts

Delivery Rate

0.1 pts | 0.1 pts

Engagement

24.0% 21.4%
Open Rate
0.5 pts | -1.4 pts |-0.9 pts
18.0 M 29 M
Opens
-10.3% 10.8%
Click Rate 2.1% 2.5% 2.3%
0.0 pts | -0.5 pts | -0.3 pts
336.0K | 279.6 K
Unique Clicks
B I 574
Click to Open 8.8% 11.5% 10.9%
Rate 0.0pts | -1.5 pts |-1.1 pts

Financial

Bookings 9.8 K
0.3%
$18.1M | $3.3 M (S25M
Revenue
-11.6% -4.2%
Conversion Rate 33% 2.9%
-0.2pts | 0.1 pts | 0.2 pts

Bookings per 0.7
Delivered(K) -15.2%

January deliveries
increased 18.2% YoY
and bookings were
flat, resulting in a
15.2% decrease in
booking per delivered

* Second lowest
CTO% since Jan
'16

* Open% was 7.5%
below 2016
average

Marrioft
REWARDS
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41 ’ JANUARY 2017 MR CAMPAIGN REVIEWS: ENEWS

JAN 17 ENEWS & BENEFITS
EMAIL KPlI TRENDS

M
20%

CTO%

Conv%

Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16
—QOpen% ——CTO% ——Conv% == LYOpen% =-LYCTO% - - LY Conv%

Open% was 8% below
2016 avg

Earn 2x Points with
MegaBonus

Find Your Moment in More
Places

2016: Travel Ideas for 2016

Second lowest CTO%
since Jan ’16

Conv% was 29%

| below 2016 average

Marrioft
REWARDS

---------------
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JANUARY 2017 MR CAMPAIGN REVIEWS

JANUARY 17 ENEWS SECTIONS

Performance notes

Overall mailing generated a similar amount of clicks YoY despite MegaBonus feature
All sections except City Scene generated lower click volumes than 2016 avgs

Section highlights

Account Box and Search received 11% & 20% higher % of clicks than 2016 section
averages, suggesting that content did not resonate

Top Offer announced MegaBonus or New Destinations offers
o MegaBonus Top Offer generated 65% fewer clicks than similar Sep ‘16 “announcement”

NFL Moments was featured in 2"d Top Offer and generated the 2" lowest clicks since
Jan 15 (89.6% below 2016 avg), suggesting continued lack of interest in NFL content

Rewards section generated the 2nd lowest click volume since Dec 15

o NFL mobile takeover of milestone message resulted in 77% decrease in clicks
vs 2016 avg

eBreaks generated the fewest clicks since first being featured

ACCOUNT BOX

24% clks, 46% bks

TOP OFFER
50% clks, 39% bks

TOP OFFER 2
2% clks, 1% bks

SEARCH
6% clks, 9% bks

REW - HEADER
2% clks, 1% bks

REW - MAIN

8% clks, 2% bks

REW - EARN
1% clks, 0% bks

REW - FITNESS
1% clks, 0% bks

BRAND TRIAL
1% clks, 1% bks

HOTEL OPEN
1% clks, 1% bks

.

CITY SCENE
2% clks, 0% bks

EBREAKS
1% clks, 0% bks
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JANUARY 2017 MR CAMPAIGN REVIEWS

JANUARY 17 ENEWS SECTIONS

Section highlights (Cont)

City Scene focused on Cuba & featured SPG account & was the only section to attract
more section clicks than 2016 avgs

. Main CTA generated the most clicks within the section (48.1% of section clicks)
. Link Accounts generated the 2" most clicks (26.0%)

New Brand Trial section generated 1.5% of total email clicks, similar to Brand Spotlight
. Used propensity model on 4 featured brands
. Propensity properties collectively generated the most section clicks (45.6%)

ACCOUNT BOX
24% clks, 46% bks

TOP OFFER
50% clks, 39% bks

N
TOP OFFER 2
2% clks, 1% bks

SEARCH
6% clks, 9% bks

REW - HEADER
2% clks, 1% bks

REW - MAIN

8% clks, 2% bks

BRAND TRIAL
1% clks, 1% bks

REW - EARN
1% clks, 0% bks

REW - FITNESS
1% clks, 0% bks

HOTEL OPEN

1% clks, 1% bks
T ) ]
wate By <

CITY SCENE
2% clks, 0% bks

EBREAKS
1% clks, 0% bks




44 B JANUARY 2017 MR CAMPAIGN REVIEWS

JAN 17 ENEWS LINK ANALYSIS

MORE
DESTINATIONS
THAN EVER

ShopMarriott Sweepstakes generated the most clicks in the rewards section S
. ShopMarriott Sweepstakes generated -37% lower % of clicks than other —
sweepstakes featured in Rewards during months MegaBonus was featured T

Up to $450 Resort Credit
in the Bah:

‘Find Your Happy Place’ generated the 2" most clicks in the rewards section with
65.1% of offer clicks going to ‘Link Accounts’ CTA
Eam 2X Points o Your 2X POIN 29K

. ‘See All Brands’ 11.9% of offer clicks oo
. ‘Join Now’ 8.5% of offer clicks (436 clicks)

Treat Yourself to
ur  a Fitbit Charge 2
i Saoptortaness gnarwtn
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JANUARY 2017 MR CAMPAIGN REVIEWS

TRAVEL RECOM19.1% clks [FNAME][YOU]

DISCOVER 3.3% clks ARLTON®®

16.0% clks

Luxury With A Distinctly Local Touch

ue mirz-camron 1 NE Ritz-Cariton crafts unforgettable travel experiences, offering
luxurious hotels and resorts set among exceptional surroundings.

9.9% clks
K Find Your Ne 6.1% clks See Al ©@

The Ritz-Carlton®, Half ~ The Ritz-Carlton® New  The Ritz-Carlton®,
Moon Bay York Battery Park Bachelor Gulch

Book Now | | Book Now | | Book Now

Marrioft
REWARDS

ENEWS BRAND TRIAL % OF SECTION CLICKS

Yes
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JANUARY 2017 MR CAMPAIGN REVIEWS: HOTEL SPECIALS

2N L OWEST BPK IN AYEAR
DUE TO LOW CTO% & CONV%

HS + Hotel

Program Offers Specials Offers

Audience

Total

Delivered

Delivery Rate

75.0M [ 104 M
-12.4% 13.6%

Unsub Rate 0.22% | 0.19%
-0.1 pts | 0.0 pts | 0.0 pts

99% 99%
2.8 pts | 2.6 pts

Engagement

Open Rate

Opens

Click Rate

Unique Clicks

24.0% | 22.3%
0.5 pts
180M | 23 M
-10.3%
2.1% 1.5%
0.0 pts -0.6 pts | -
156.8 K| 124.9K
-10.8%

Click to Open

8.8% % .6%
0.0 pts |-3.2pts| -3.2pts | -

Financial

Rate
Bookings

38K
-34.9%

Revenue

Bookings per

Delivered(K)

. 3.3% 2.4%
Conversion Rate
-0.2 pts |-0.6 pts| -0.6 pts

$18.1 M | $1.3 M |$869.0K
-11.6% | -35.9% | -40.1%
0.4
-42.7%

YoY deliveries increased
by 13.6% & bookings
decreased by 34.9%,
leading to a decrease in
bookings per delivered
of 42.7%

*  Highest Open%
since Jan 16 (Jan
“15)

*  Near-low’s in CTO &
Conv% since Jan ‘16

Second lowest
booking per
p%eGIivered since Jan

Marrioft
REWARDS
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a7 ’ JANUARY 2017 MR CAMPAIGN REVIEWS: HOTEL SPECIALS

JAN ‘17 HOTEL SPECIALS &
OFFERS EMAIL KPI TRENDS

25%

Open%

CTO%

Conv%

T T T T T T T T T T T
Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16

—Open% ——CTO% ——Conv% - - LYOpen% --LYCTO% LY Conv%

Highest Open% since Jan
‘15; best of breed subject
lines were used:

* Your February Travel
Deals

* February Travel Deals:
Save 2% on Hotels

* We Picked These
Deals Just for You

3rd Jowest CTO% since
Jan ‘16

Lowest Conv% since Jan
‘16

Marrioft
REWARDS

---------------




48 ’ JANUARY 2017 MR CAMPAIGN REVIEWS: HOTEL SPECIALS

JANUARY 17 HOTEL SPECIALS CORE LINK ANALYSIS

Hotel Specials generated 33% less clicks than the 2016 average
and down 48% YoY

« Field Offers generated 50% fewer clicks and accounted for a
25% lower % of clicks than 2016 average

«  Search generated the least clicks since Jan ‘16
- Getaways generated 13% lower click volume than 2016 avg
- Lack of Middle section (featuring MegaBonus/Summer Promo)

Experiences generated the highest click volume since May '16

«  NYC Offers continue to be a draw as it generated 49.6% of
section clicks and had the highest Conv% in this section

- England Bonus Points offer generated the 2" most section
clicks (34.4%)

eBreaks generated 10% more clicks and a 30% higher % of clicks
than 2016 avg

ACCOUNT BOX
24% clks, 52% bks

SEARCH
9% clks, 14% bks

u ruary

FIELD OFFERS

43% clks, 25% bks

GETAWAYS
8% clks, 4% bks

i VAR w e e sy

EXPERIENCES
8% clks, 5% bks
b

EBREAKS
8% clks, 0% bks

2000000008008

Marrioft
REWARDS

Yes



49 ’ JANUARY 2017 MR CAMPAIGN REVIEWS: HOTEL SPECIALS

JAN 17 HOTEL SPECIALS LINK ANALYSIS

Observations
Most clicked content: -
8.g K Save 20% in South Florida Myrtie Beach from $139
eBreaks 14.8K e e

South Florida (Experiences) 8.9K
NYC (Getaways) 7.1K
Myrtle Beach (Experiences) 5.7K
England (Experiences) 4.9K

Ohio (Experiences) 1.6K
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JANUARY 2017 MR CAMPAIGN REVIEWS: DESTINATIONS

DESTINATIONS CLICK% WAS FLAT
WITH OPEN RATE INCREASING WHILE

CTO% FELL

Dest. PO
Program Dest. Core Dest.
Total 75.0M
Delivered -12.4%
o
g 0.22%
2| Unsub Rate ‘
3 -0.1 pts | 0.0 pts
< ,
Delivery Rate
24.0%
Open Rate ‘
0.5 pts |-
18.0 M
Opens
o -10.3%
g
£ "
A Click Rate
3
=
L
Unique Clicks
Click to Open

Ra

Financial

te -1.
Bookings m : .
$18.1 M | $1.2 M |$896.7 K |3$315.4 K
Revenue
-11.6% | -9.3%
Conversion Rate S8 A
-0.2 pts | 0.5 pts

Bookings per .
Delivered(K) -14.6%

Destinations deliveries
increased 3.3% MoM
while click volume
decreased by 27.8%,
resulting in a Click%
decrease of 0.4%

* Open% was 2.5%
above 2016 average

« CTO% was 20.3%
below 2016 average

Destinations featured
content for each month,
making this version the
longest to date

Marrioft
REWARDS
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51 ’ JANUARY 2017 MR CAMPAIGN REVIEWS:DESTINATIONS

JAN 17 DESTINATIONS
EMAIL KPI TRENDS

Open%

CTO%

Conv%

T T T T T T T T
Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 QOct-16 Nov-16

—Open% —CTO% —Conv%

Dec-16

Jan-17

Open% was 2.5% above
2016 average; subject line
test:

¢ 12 Places to Go in 2017

+ 12 Cities in 12 Months |
Your 2017 Trip Planner

* Where (and Why) to
Travel Every Month

CTO% was 20.3% below
2016 average despite the
additional content

3" Jowest Conv% since
launch despite direct linking
to booking pages

Marrioft
REWARDS
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52 ’ JANUARY 2017 MR CAMPAIGN REVIEWS

DESTINATIONS FEATURED CONTENT FOR EACH
MONTH & LINKED DIRECTLY TO BOOKING PAGES

Overall click volume was 10% below the (Mar—Dec) 2016 average

« Account Box, Search, and Content received similar distribution
as 2016 averages

The 4 most clicked pieces of content mentioned ‘beaches’ and
were dispersed throughout the mailing

1.  Sanibel Island (March) = 18.6 K clicks
2. Sydney (January) = 7.4 K clicks
3. Los Cabos (May) = 7.3 K Clicks
4. Kaui (November) = 6.2 K clicks

Despite a beach destination Rio De Janeiro (February) ranked 9t
in clicks however was the only beach destination without a
landscape beach image

ACCOUNT BOX
31% clks, 67%

SEARCH
6% clks, 9% bks

HEADLINE
3% clks, 1% bks

JANUARY
6% clks, 1% bks

¥ TR 7 Ll
LAY - Pk
P IR TRaG .~

FEBRUARY
2% clks, 1% bks

CH
15% clks, 7%
bks
w B ]
/ol
APRIL
4% clks, 1% bks

Y g

MAY
6% clks, 2% bks

L e

JUNE
4% clks, 2% bks

e 4 R
JULY
2% clks, 1% bks
e
\ /& x *

AUGUST
3% clks, 2% bks

SEPTEMBER
2% clks, 1% bks

' ,' ‘Y,,
WA QM“

OCTOBER
2% clks, 1% bks
NOVEMBER
5% clks, 2% bks

DECEMBER
3% clks, 1% bks

SEE MORE CTA
3% clks, 1% bks

REWARDS



53 ’ JANUARY 2017 MR CAMPAIGN REVIEWS: SOLOS

BKD INCREASED BY 92% YOY DUE TO
MB ANNOUNCEMENT AS THE ONLY

MAIN SOLO

Program Solos

Audience

:

Total 75.0 M 128 M
Delivered -12.4% -59.5%
Unsub Rate 0.22% 0.18%
-0.1 pts | -0.2 pts

%

99% 99

Delivery Rate
0.1 pts | -0.3 pts

Engagement

Open Rate 24.0% 28.4%
0.5 pts

2.8 pts

18.0 M 3.6 M
Opens
-10.3% | -55.0%
Click Rate 1% %
0.0 pts 1.8 pts
5243 K
Unique Clicks

-26.9%
14.5%
5.6 pts

Click to Open 8.8%

Rate 0.0 pts
240K

Financial

Bookings
-22.2%
$18.1M | $8.7M
Revenue
-11.6% -14.4%
Conversion Rate 33% 4.6%
-0.2 pts

-]

0.3 pts
Bookings per
Delivered(K)

92.1%

Solo deliveries decreased
59.5% YoY and bookings
decreased by 22.2%

YoY differences were a
result of what Solos were
in market each year

« 2016: Protea/Delta, MB
Preview, and late MB
Announcement

- 2017: MB
Announcement only

MegaBonus
Announcement launched
earlier in the month than in
2016, which positively
impacted the month’s
numbers

Marrioft
REWARDS
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54 B JANUARY 2017 MR CAMPAIGN REVIEWS

SPRING ‘17 MEGABONUS ANNOUNCEMENT
GENERATED HIGHER BOOKINGS & BPK

THAN THE PREVIOUS FALL & SPR

EARN 2X POINTS
ON YOUR FIRST 3 STAYS

EARN 2X POINTS
ON YOUR FIRST 3 STAYS

More points means more moments with MegoBonus'” .
More points means more moments with MegaBonus'

MB Announcement Bld/
Delivered  Bookings | Revenue | Open% CTO% Conv%
Solo Del (K)
Base Offer 79 M 48K $I5M  24.1% 107% 23% 0.6
30K Offer 533.9 K 6.1 K $2.1 M 447% 468% 5.5% 1.5

45K Offer 1033 K 34K $I3M 52.3% 586% 108% 330

Fall'16 79M 45K $I3M 232% 173% 1.4%
Spring '16 78M 10.6 K $3.IM  24.1% 183% 3.1% |.4

A\arrioft
REWARDS
teessesseeece

EARN 2X POINTS
ON YOUR FIRST 3 STAYS

More points means more moments with MegaBonus®.

HOW TO EARN YOUR MEGABONUS

REGISTER: Deadline is March 15 (but just do it now)

STAY": We have 4.400+ options around the world

EARN: Get double points

nts do you ean at our hotels?

Regis

000000

Your upcoming oy o t XO00X counts towards your MegoBonus.

MB Announcement launched
without a Preview, which may
be a valuable touchpoint to
drive bookings

* The 2016 Preview generated
more bookings and a higher
BK/Del than the
Announcement & higher Open
rate & Conv% than 2017

While the audience of bonus
point offers were higher value
members, providing details of
offer may have stimulated
response

* For previous MB promotions,
MR Insider community were
aware of other offer tiers &
may have recognized the
distinct value of the bonus

offers they received

Marrioft
REWARDS
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SPRING ‘17 MEGABONUS
REGISTRATION CONFIRMATION

Aarrioft
REWARDS

YOU'RE REGISTERED TO YOURE REGISTERED TO
EARN 2 X POINTS EARN 2 X POINTS
Eam on your first 3 stays” between January 16 Eam on your first 3 stays” between January 16
and April 1. and April 15.
FIND A HOTEL > FIND A HOTEL

Q Additional Offer: 30,000 Bonus Points

Afer your frst 3 stays, stay 10 nights to get 15,000 points. Then eam 1,500
bonus points per night afer thet (up 10 15,000)

Q Additional Offer: 45,000 Bonus Points

After your irst 3 stays, stay 20 nights to get 30,000 bonus points. Then eam
1,500 bonus points per night after that (up o 15,000)

Lsam about st Tegkter for SRG Double Tke & Learn about and register for SPG Double Take ©

MB Registration . ) i 1)
. Delivered | Bookings  Revenue Open% CTO% Conv%
Confirmation Solo Del (K)
Base Offer 2742 K 13K $414.1 K 580% 97% 85% 48
30K Offer 1683 K 710 $233.BK 57.0% 67% Il.1% 42
45K Offer 65.6 K $1263K 562% 67% 11.8%
mmm
Fall'l16 5746 K 33K $1LIM 68.1% 8.0% 10.6%
Spring '16 2962 K 22K $686.1 K 51.9% 93% 15.0% 7.3

First Name
Last Name

YOU'RE REGISTERED TO
EARN 2 X POINTS

Eam on your first 3 stays” between January 16
and April 15,

FIND A HOTEL >

Learn about and register for SPG Double Take ©

TAKE A MEGABONUS TRIP

WHERE TO GO IN 2017
P Get vaves ideas and rip tips on Marrott

Traveler

How many points will you ear at each hotei?
See Chart »

Offer details in the subject line likely

increased Open rate

» Spring ’17 : You're Registered to Earn
2x Points

» Fall “16 : Great Choice: [5K or 50 K]
Points

» Spring ‘16 : You're All Set to Win With
MegaBonus®

While Open rates to the Announcement
difference by offer segment, they were all
above 50% for the Registration
Confirmation

Registration confirmation emails should be
universally leveraged as it will likely be
widely seen

» Communicate other program information
« Offers

A CTA test conducted for the Fall ‘16
Registration Confirmation Solo was
repeated of Spring ‘“17; Book Now” was
the winner

Marrioft
REWARDS

2000000008008

Yes
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RESULTS WERE DIFFERENT BASED ON OFFER SEGMENTS

CTA
CTO%

Bk/
Delivered Bookings Revenue |Open% CTO% Conv%
Del (K)

Plan A Stay 745K 349 $1186 K 57.6% 89%  9.2% 4.7 Plan A Stay 2.30%
Find A Hotel 92.1 K 477 $140.1 K 58.1% 11.7% 7.6% 52 Find A Hotel 3.20%
Book Now 703 K 359 $1142K 592% 78% 11.0% Book Now 1.72%
CTA
30K Offer |Delivered Bookings Revenue Open% | CTO% Conv% 30K Offer

Del (K) CTO%

Plan AStay 49.0K 165 $555K 559% 6.5%  9.3% Plan A Stay 0.85%
Find A Hotel 34.0K 94 $274K 56.1% 7.0% 7.1% 2.8 Find A Hotel 0.93%
Book Now 523 K 283 $1059K 57.3% 6.6% 14.4% Book Now 0.94%
CTA

Delivered Bookings Revenue Open% CTO% Conv%

Del (K) CTO%

Plan A Stay 16.7K 68 $20.7K 555% 6.7% 11.0% Plan A Stay 0.69%
Find A Hotel 14.1 K 39 $290K 546% 6.8% 7.4% 2.8 Find A Hotel 0.73%
Book Now 17.7K 97 $424K 56.0% 67% 14.7% 5.5 Book Now 0.72%

REWARDS

Sadalliuvi \
+200000000888s5
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HIGHER MB BONUS THRESHOLDS

RESULTED IN LOWER ENGAGEMENT
TO ACHIEVEMENT

MB Achievement

BK/ : |
Delivered Bookings Revenue Open% | CTO% | Conv% ::zACCOUNT BOX'm
Solo Del (K) 47.6% clks
Base Offer 0 0 $0 0.0% 00% 0.0% 0.0
30K Offer 383K 351 $1159K 684% 94% 143% 9.2 — LW
45K Offer 305K 288 $1070K 705% 7.9% 17.0% n MB OFFER
wa
Fall'l6 934K 35K $10M  753% 86.1% 57% 37.1 AT RS
Spring '16 107.0 K 4.1 K $13M  73.6% 737% 7.0% 382 YOU EARNED 2X POINTS —

NOW EARN MORE

Well donef, FNAME]: You eamed 2x points on 3 stays.

Marrioft
REWARDS.

[Now eam up to 45,000 more points: Stay 20 nights to get
30,000 points, then get 1,500 points per night on your next 10
nights after that ]

AHOTEL >

RECOMMENDED FOR YOU

PROPENSITY
43.5% clks

CLAIM YOUR BONUS

Spring “17 MB promo had
significantly larger thresholds to
achieve to bonus points and it was
reflected in MB Achievement Solo
response

e ~10x lower CTO%

*  Previous campaigns had 2
stays for initial bonus & one
more stay for additional
rewards

Spring ‘17 featured Hotel
Recommendations based on hotel
propensity model

. Propensity generated 30-
40% of email clicks

Marrioft
REWARDS

2000000008008

Yes
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UPDATING THE MRCC GENERATED
HIGHER CLICK ENGAGEMENT

80K Offer 150K Offer

Earn up to 150,000
Earn 80,000 S "Eﬁii*rjéa Bonus Points
SUPER = 0.839 SECTION CTO%

rrrrr

NONT = 0.47% SECTION CTO%

CTRLI = 0.54% SECTION CTO% & ‘gl ] CTRLIT = 0.66% SECTION CTO%

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

Pem\e c edit Cal u ApplyhyF bruaryzs 2017, and you will enjoy the following N Eliot, as a valued member, pleasure to offer you the Marriott Rewards®
beens E Pem\e c edit Card. ApplybyF n ry25 2017

0.69% SECTION
CTO%

Offer was repositioned to
highlight 150 K bonus point
opportunities vs standard 80
K offer

150 K Offer generated more
clicks

+ Section CTO by 36%
+ Campaign level by 7%

Across nearly every
segment

Resulting acquisitions would
be particularly valuable to
validate a different approach
to MRCC offers

Marrioft
REWARDS

Yes
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JANUARY 2017 SUMMARY PROGRAM REVIEW

JAN 17 SOLO MOM PERFORMANCE SUMMARY

50

40

30

20

EIR Bookings (000s)

- 40.0

/\/\

r 350

" 30.0

r 250

20.0

15.0

10.0

]Illh

Illllmi

5.0

0.0

Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16

= Bookings = | Y Bookings

Jul-16

Aug-16 Sep-16 Oct-16 Nov-16 Dec-16

—Delivered —LY Delivered

Jan-17

(W) spewy passmpqa

January Key Solo Mailings

Delivered / Omn Bookings

Delivered / Omn Bookings

Jan’17: MB Announcement 9.1M/146K Jan’16: MB Preview 7.8M/12.1K
Abandoned Search 294K/ 3.4K MB Announcement 7.8M/10.6 K
METT 23M/ 23K Protea/Delta 15.0M/ 47K
MB Reg Confirmation 420K/ 1.9K Abandoned Search 119K/ 16K
Marrioft

REWAR

DS

ooooo
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SPRING 17 MEGABONUS TO-DATE

« Spring ‘17 leveraged less Solos

MegaBonus . . Bld/
Delivered Bookings [Revenue

First Month Del (K)

Spring '16 157 M 232K $7.6 M 1.5

Fall 'l 6 77M 52K $l6 M 0.7

Spring '17 228 M 20.7 K $70M 0.9

MegaBonus ) ) Bk/
Delivered | Bookings| Revenue
First Month Del (K)

Preview 79M 121 K $43M 1.5
Announcement 7.8 M 10.6 K $3.1M 1.4
Reglstmtlon Confirmation 575K 519 $1694K 9.0
st st en s
Preview 77 M 52K $16M 0.7
B e o

Announcement 85M 14.3 K $49M
Registration Confirmation 508.1 K 23K $7743K 45
Achievement  68.7 K 639 $2229K 93

eNews Jan'l7 13.7M 34K $1.IM

Sprng 17 zzer BTk som 6o |
Marrioft
REWARDS

2000000008008

Yes
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DELIVERY INCREASED YOY BY 48.8% AND
BOOKINGS DECREASED BY 5.9%,
RESULTING IN A 36.8% DECREASE IN BPK

Program Lifecycle

Audience

Total

5.2 M

Delivered 48.8%

Unsub Rate 0.22% 0.28%
-0.1 pts | -0.2 pts

99% 97%

Delivery Rate
0.1 pts | 0.9pts

Engagement

24.0% 32.7%
0.5 pts | -2.9 pts

18.0 M I.TM
Opens

-10.3% 36.7%

Click Rate 2.1% 5.5%
0.0 pts | -2.0 pts
1.6 M 284.4K

Unique Clicks
-10.8% 9.4%

Click to Open 8.8%
Rate 0.0 pts

Open Rate

Financial

54K
Bookings
-5.9%
$18.1M | $1.8M
Revenue
-11.6% -5.0%
Conversion Rate 33 5%
-0.2 pts | -0.3 pts
Bookings per 1.0
Delivered(K) -36.8%

Second lowest
Open%, Conv%, and
booking per delivered
since Jan '16

Significant increase in
Early Engagement &
Renewer volume with
BPK fell by ~ 50%

Mar ‘16 Onboarding
(High volume, low
CTO%)

Marrioft
REWARDS

2000000008008

Yes
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Marrol!
o

CTO% has been ~4.5% below
2016 avg since Sept'16

LIFECYCLE: INCENT
REDEMPTION

Incent Redemption
Delivered | Bookings | Revenue | Open% | CTO% | Conv%
Lifecycle Del I(K)

Starting Dec ‘16, Moments
modules were featured for
members with 100K+ points:

* NFL Experiences (12/19 — 1/6)
* Moments Generic (1/13 - 1/27)
* NBA Experiences (1/27 - 2/3)

Jan'lé 757K $I121.0K 50.6% 187% 4.2%

Feb'lé 560.9 K 13K $484.1 K 42.1% 146% 3.8% 23

Mar'16 88.7 K 326 $I1216 K 449% 158% 52% 37 Aosoegment level brl?%kdown for
Apr'lé 1246 K 44| $I387K 467% 160% 47% 35 i:lhveE:i-gsaetgénteonfj\r,]V(ljersetand the
Mayl'l6 925K 323 $I195K 457% 16.0% 4.8% 35 impaCt of this temporary feature
Jun'lé 769K 248 $61.5K 450% 16.6% 4.3% 32

Jul'lé 102.6 K 313 $I1205K 458% 163% 4.1% 3.0

Aug'lé 50.1 K 173 $472K 47.0% 18.6% 4.0% 35

Sep'lé 4786 K 907 $272.7 K 39.2% 143%  3.4% 1.9

Oct'l6 1084 K 268 $71.7K  446% 146% 3.8% 25

Nov ‘16 105.4 K 242 $81.0K 432% 144% 3.7% 23

Dec'lé 136.7K 313 $942K 443% 147% 3.5% 23

Jan'17 107.6 K $1025K 46.5% 144% 4.0%

S average 162k | 419 [S1K 45001508 1% | 25|

A\arrioft
REWARDS

2000000008008

Yes
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LIFETIME ACHIEVER MAINTAINED
HIGH ENGAGEMENT

Platinum ROTW

Marroft

CONGRATULATIONS!

YOU'VE EARNED LIFETIME
PLATINUM ELITE STATUS

e
[XXXX]

P

Elite Status

Lifecycle
Dec'l6

Jan'17

Bk/
Delivered Bookings|Revenue Open% CTO% Conv%
Del (K)
286 12 $44K 81.5% 378% 13.6% 420
26K 53 3171 K 782% 408% 6.3% 20.1

Lifetime Achiever 29K = 65 |$21.5K 78.5% 40.5% 7.0% m

Achiever

Renewer

838K 748
152K 572

$259.6 K 669% 413% 32%
$IB3SK 61.5% 180% 4.5% 5.0

Platinum MEA

CONGRATULATIONS!

YOU'VE EARNED LIFETIME
PLATINUM ELITE STATUS

Vo i . PUAME - Platinum Fite Stats s yours o
. Hore' 103 Hacme of adverured fogeehar:

[XXXX]

Generated 17.3%
and 27.6% higher
Open% than
Achiever &
Renewer
respectively

Marrioft
REWARDS

2000000008008
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Onboarding generates ~13% of

LIFECYCLE: ONBOARDING

CTO% are typically below
Lifecycle campaign average KPI’s

How to Use Your How to Earn Points:  Let's Plan Your Next  You Have 50 Million
Rewards Account No Travel Required  Trip New Friends

Insider Tips Earning Points

‘I‘x.ave.l CTO% iS 444% beIOW 2016
R T average and is the 3 lowest

“ W fig' | N b since launch

Status Bar Status Bar Status Bar

’ Mar'16-Jan"IT | Jivered Bookings R Open% | CTO% C Bld
Dynamic Intro Points 101 ) elivere ookings Revenue Open% % | Conv%
Onboardin, Del (K -
_ L Lowest Conv% contributed to
Account Tips 2.0 M 10K  $2774K 200% 100% 25% 05 | booki deli q
Pre Travel tips e EarningPoints  19M 518  $I319K 17.1% B86% 18% 03 owest booking per delivere
ave. H
: 3WaystoEarn ||| Inspiration copy Travel Inspiration 1.8 M 465 $I199K 165% 67% 23% 03 since launch

& Infographic Community 1.8 M 302 $80.2K 155% 44% 25% 02

Total 75M 23K $6095K 17.3%| 7.7% 2.2% 0.3

Open% was the highest since
launch

Redemption

Opps
Social Channel )
Module Items in development:

prevpi . Themed subject lines

. 1 week between mailings
and deployment on
Mondays

Marrioft
REWARDS

Yes
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LIFECYCLE: HELLO AGAIN

Hello Again
[FNAME], it's true!
Aarriott

REWARDS
....... CLLTTeeS

First Name
Last Name

Update your emall prefel

Exclusive member New hotel openings  Helpft
offers

Update Preferences

sincerely

& [FNAME], this is it!

A\arrioft

First Name REWARDS.
Last Name

cesessneeetecs.

alioum 75 Your Account oints

like to stay connected? This is your last chance 10 be the first 1o know

24-nour

Mobile check.

b
Q
L) Account updates

Gain the iatest information on

Exclusive member  New hotel openings  Helpful travel tips
offers

Sincere

Hello Again Reminder

Hello Again
Lifecycle

Jan'lé
Feb'lé
Mar'l6
Apr'lé
May 'l 6
Jun'lé
Jul'lé
Aug'lé
Sep'l6
Oct'l6
Nov 'l6
Dec'l6
Jan'17

2708 K
256.8 K
313.9K
2754 K
149.3 K
376.6 K
252.7K
187.6 K
3103 K
315.1 K
369.6 K
444.1 K
357.5K

102
58
68
62
42
107
55
50
67

40
38
24

$25.7K
$124K
$24.2K
$22.1 K
$13.3K
$39.0K
$15.6 K
$124K
$31.1K
$13.4K
$10.5K
$13.0K
$6.8K

7.2%
6.9%
6.0%
5.5%
7.1%
4.9%
6.6%
6.3%
5.4%
5.0%
4.4%
4.0%
4.0%

16.7%

16.6%
19.4%
19.5%
15.5%
22.1%
17.4%
21.2%
18.7%
15.6%
14.8%
15.3%
14.3%

Delivered |Bookings | Revenue | Open% | CTO% | Conv%

3.1%
2.0%
1.8%
2.1%
2.5%
2.6%
1.9%
2.0%
2.1%
1.8%
1.6%
1.4%
1.2%

Bk/ Del
)
0.4
0.2
0.2
0.2
0.3
0.3
0.2
0.3
0.2
0.1
0.1
0.1
0.1

Open% was the lowest
since Jan ‘16 and has
steadily decreased since
July ’16 (-45.0% YoY)

«  Consider conducting
subject line test

CTO% and Conv% were
the lowest since Jan ’16
and have decreased
14.7% & 62.0% YoY
respectively

Marrioft
REWARDS

2000000008008
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Highest delivery volume

JAN “17 PROJECT ORANGE | i o
PERFORMANCE SUMMARY | giowscrons cows

Project since contributed to 2"
lowest booking per

---_ felivered since Jan 0
Delivered Bookings| Revenue | Open% |CTO% Conv Unsub%
Orange Del (K)

_17M 31K SLIM 307% 102% 5.9% _0.07% | Compared to the base

Program Orange

Total
Delivered
0.22%
-0.1 pts

Unsub Rate

Audience

Delivery Rate Benercs 558.5 K 6K $5084K 32.1% 169% 52% 2 8 o 07% Em@" program, p.o
Destinations  598.0 K 690  $255.7 K 29.4% 49%  8.0% 1.2 0.07% dedicated cam paigns
Open Rate  |[aie Offers 508.1 K 817  $2923K 30.6% 86% 6.1% 0.07% generated:
0.5 pts
- TSAT | 28M 12K S@17K 230% 6% 22% m X8 | - +7.7% Open%
pens o 0, 0
: 10.3% Benefits 835.0 K 753 $261.3K 224% 13.9% 2.9% 0.17% . +6.5% CTO%
2.1% Destinations 1.0 M 168 59.6 K 224% 44% 1.6% 02 0.21%
AR N - +20.8% Conv%
B Olpes Offers  898.7 K 277 $100.8K 242% 86% 1.5% 0.21%
i ] ] 1.6 M
Click to Open 8.8% .3%
Rate 0.0 pts | -3.
Bookings m '

$18.1 M
-11.6%
3.3%
0.2 pts | -0. Marrioft
REWARDS

sess00000000ss.

Revenue

Financial

Conversion Rate

Bookings per 0
Delivered(K)

Yes
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All Benefits KPI's were below

JAN ‘17 EMAIL OVERVIEW G

delivered 48.8% below 2016

& MOM TRENDS

, 50 Offers generated the highest
Bookings by Month . Open%, lowest Conv%, and 3
100 40 lowest CTO% since Jan ‘16,
60 3 yielding the second lowest
' 30 ‘t%%oking per delivered since Jan
6.0 25

20

EIR Bookings (000s)
(suol|jii) siew3 pasaapq

* 15 Destinations CTO% and Conv%
20 10 were 22.9% & 16.3% below

os 2016 average, resulting in the
00 o 0 second lowest booking per
delivered since Jan ‘16

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

2016 PO Bookings ~ mm2017 PO Bookings 2016 PO Delivered ~ ——2017 PO Delivered

300% Email KPI’'s by Month

25.0%
20.0%
15.0%
10.0%

5.0%

0% A\arrioft

Jan-16  Feb-16 Mar-16 Apr-16 May-16 Jun-16  Jul-16 Aug-lé Sep-16 Oct-16 MNov-16 Dec-16 Jan-17
REWARDS

2000000008008

Yes

PO Open’ PO CTO% PO Convi
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Observations

Overall, 3 lowest booking per delivered
since Jan “16; down 42.1% YoY
* Open% was 11.8% below 2016 avg
* CTO% was 20.7% below 2016 avg

I\/I O I\/I I R E N D S + Conv% was 26.8% below 2016 avg
70

. . . 9.0
Bookings vs Delivered, Emails by Segment TSAT
60 : 80 Booking per delivered was 26.6% below
| | 70 2016 average; down 12.8% YoY

g 501 I 60 g + Open% was 12.2% below 2016 avg
g B | , : CTO% was 15.6% below 2016 avg
E’ v ‘ 50 §
. g WHPH
z 49 302 Booking per delivered was 52.8% below
“ 20 8 2016 average; down 43.4% YoY

10 o + Open% was 9.6% below 2016 avg

o | _ _ _ | oo CTO% was 24.6% below 2016 avg

: Jan-16  Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-16 Jan-17 : COnV% was 307% belOW 2016 an

wn TSAT Bookings e WHPH Bookings TSAT Delivered WHPH Delivered
45.0% - Email KPP’s by Segment
400%
35.0% - 7 > - 2 \
30.0% \ / \
25.0% \\A_/\—/\
20.0% \’ S / > -— N
s\ . < N
isos N / e s o
100% .-0."..\.'-:'-:‘-"’/.'0.._..---o. = e
5.0% .----::o--oo-l.,. .0. - "."-....
oo ... ouono-ouo...""g...-.-..n.-- A |,1,
o | , , : arrio
Jan-16  Feb-16 Mar-16 Apr-16 May-16 Jun-16  Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-16 Jan-17 REWARDS w
2000000008008

e TSAT Open% === TSAT CTO% « » « TSAT Corv% =w=WHPH Open% === WHPH CTO% « « « WHPH Conv¥%
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JANUARY WHPH BENEFITS S

Delivered  Bookings  Revenue Open% | CTO% Conv% Unsub?%
Benefits

WHPH 5585 K .6 K  $5084K 32.1% 169% 52% 2.8 0.07% 4% clks, 6% bks

SEARCH
3% clks, 4% bks

BRAND TRIAL
2% clks, 2% bks

AP WHENELY a0 b Ysaa

TOP OFFER
55% clks, 37% bks

TOP OFFER 2

HOTEL OPEN
1% clks, 2% bks

)

Spring ‘16 MegaBonus shortfall
« Overall mailing generated 26.8% less clicks than 2016 average F;;,VZ”;: E&ng
« Fal'16 MegaBonus announced in eNews & generated 350.5% more clicks

o~

REW - MAIN
12% clks, 5% bks

Low engagement with content overall

. : - CITY SCENE
* Account Box had double digit increases in section % of clicks vs 2016 average e I 2% clks, 0% bks

« All sections (except Account Box and City Scene) generated lower click volumes than 2016 averages
* NFL mobile milestone message takeover resulted in 58% decrease in clicks vs 2016 avg
» eBreaks generated the fewest clicks since first being featured & no bookings

. . REW - EARN
The bright side 0% clks, 0% bks
» City Scene featuring Cuba generated more section clicks than 2016 avg e

« ShopMarriott sweepstakes generated 1.7x more clicks than any other piece of content below the 1% clks, 1% bks
Top Offers -

* New Brand Trial section generated 1.8% of total email clicks, similar to Brand Spotlight

EBREAKS
2% clks, 0% bks .
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JANUARY TSAT BENEFITS

an Bld/
J Delivered | Bookings | Revenue | Open% | CTO% Unsub%
Benefits Del (K)
0.9

TSAT 835.0K 753 $261.3 K 224% 13.9% 2.9% 0.17%

Spring ‘16 MegaBonus shortfall
+ Overall mailing generated 6.3% less clicks than 2016 average
» Fall’16 MegaBonus announced in eNews & generated 86.0% more clicks

Low engagement with content overall

- 2"d Top Offer featured NFL Moments and generated low click volume (81.0% below 2016 avg),
suggesting continued lack of interest in NFL content

* NFL mobile milestone message takeover resulted in 66% decrease in clicks vs 2016 avg
» eBreaks generated the fewest clicks since first being featured & no bookings

The bright side
 City Scene featuring Cuba generated more section clicks than 2016 avg

. S?fopMarriott sweepstakes generated 2.0x more clicks than any other piece of content below the Top
Offers

* New Brand Trial section generated 1.8% of total email clicks, similar to Brand Spotlight

ACCOUNT BOX

19% clks, 35% bks

TOP OFFER
54% clks, 46% bks

TOP OFFER 2
2% clks, 1% bks

SEARCH
6% clks, 12% bks

REW - HEADER
2% clks, 1% bks

REW - MAIN

9% clks, 1% bks

REW - EARN
0% clks, 0% bks

REW - FITNESS
1% clks, 0% bks

BRAND TRIAL
2% clks, 1% bks

AT WHENG Y an ety

HOTEL OPEN
1% clks, 3% bks

CITY SCENE
2% clks, 0% bks

'\\a EBREAKS
2% clks, 0% bks
REW Y »

IEYTYTYY - v
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Bookings vs Delivered, Emails by Segment

16 100 Observations
14 reo Overall, 2" lowest booking per
80 delivered since Jan ‘16; down 44.7%
12 7 L 70 YoY
10 l | | || .

» Highest Open% since Jan ‘16
« 2 Jowest CTO% since Jan ‘16
* Lowest Conv% since Jan ‘16

06 - 40

04 30

4 20 TSAT

02 1 1o Booking per delivered was lowest
00 _ . . . . . : : : " 00 since Jan ‘16; down 54.0% YoY

an- Feb-1 Mar- Apr-1 May-| un-| ul -1 Aug-| Sep-1 Oct-16 Nov-16 Dec-1 an-17 . .
fancle Febrl6 Marl6 Aprel May-l6 Jun-lé Jul-16 Avgrl6 Sep-1é Octlé MNowlé Declé Janl - Open% was the highest since Jan
‘16

EIR Bookings (000s)
o
™

(3001) siew3 paitsmpa

w TSAT Bookings e WHPH Bookings TSAT Delivered ‘WHPH Delivered

« CTO% was 18.9% below 2016
average

* Lowest Conv% since Jan ‘16
Email KPI's by Segment

35.0% WH P H

300% 2" Jowest booking per delivered since
o — \_/ Jan *16; down 30.4% YoY

+  Open% was the highest since Jan
“16

20.0%

« 2nd lowest CTO% since Jan ‘16

15.0%
- - - - = + Conv% was 22.4% below 2016
10.0% e ST = =T A -. - e — - average
°® 0, 4008, oo =-_-
5.0% ° @ TR
....OIUIDQOIII..'ll'.....-.-....-.......-.-'.....
00%
Jan-16 Feb-16  Mar-16  Apr-16 May-16 Jun-16  Jul-16  Aug-l6 Sep-16 Oct-16 Nov-16 Dec-16 Jan-17
wwnTSAT Open% s TSAT CTO% o« + «TSAT Conv¥% wsssWHPH Open% == WHPH CTO% « » « WHPH Conv% Marrioft

REWARDS

Yes
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JANUARY WHPH OFFERS

Blk/
E orert STOR SO pery
e

WHPH 508.1 K 817 $2923 K 306% 8.6% 6.1% 1.6 0.07%

A high Open% aided WHPH Offers to generate 6.7%
more clicks than the 2016 average

» Account Box generated most clicks since Apr ‘16
* Field Offers generated the most clicks since Jun ‘16

Experiences generated the most clicks since Feb '16

* NYC Offers continue to be a draw as it generated
52.5% of section clicks

eBreaks generated by far the most clicks to date

ACCOUNT BOX
19% clks, 33% bks

SEARCH
5% clks, 6% bks
Your February Travel Deals
FIELD OFFERS
47% clks, 44% bks

GETAWAYS
10% clks, 11% bks

EXPERIENCES
10% clks, 6% bks

e

L
. ﬂﬂl

EBREAKS
10% clks, 0% bks

Marrioft
REWARDS

ooooo
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JANUARY TSAT OFFERS

E Delivered Bookings Revenue Open% CTO%

TSAT 898.7K 277 $1008 K 24.2% 8.6% 1.5% 0.3 0.21%

A high Open% aided TSAT Offers to generate the most clicks since Jan ‘15
. All sections except the footer saw higher click volume than 2016 averages

. Field Offers and Search generated 2.1% & 39.1% higher % of clicks respectively
compared to 2016 averages
Both sections generated the most clicks since Jan ‘16

Experiences generated the most clicks since Feb '16

. NYC Offers may be more appealing to TSAT than WHPH & Core, as it generated
a higher % of section clicks (55.2%) than both audiences

eBreaks generated by far the most clicks to date

ACCOUNT BOX
16% clks, 44% bks

SEARCH
9% clks 16% bks

FIELD OFFERS
50% clks, 32% bks

GETAWAYS
9% clks, 5% bks

EXPERIENCES
7% clks, 1% bks

rk City from $143 Ohio & More from $79

Bonus Points
Across England &
More
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EBREAKS

8% clks, 0% bks

Marrioft
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Observations

D E T I N AT I N V E RVI EW Overall, CTO% was down 22.9%
from 2016 average and 12.1% YoY

* Conv% was 16.3% below 2016

Bookings vs Delivered, Emails by Segment average
16 120 - 2 Jowest booking per delivered
14 since Jan ‘16
100
1.2
g o I B 80 g TSAT
e g 2" lowest CTO% since Jan ‘16;
g0 [ l b g down 10.1% YoY
3 o6 v B + Lowest Conv% since Jan ‘16
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02 - ‘ ‘ ' 20 3 since Jan ‘16
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CTO% was down 17.5% from 2016
o TSAT Bookings s WHPH Bookings TSAT Delivered ‘WHPH Delivered average and 124% YOY
* Open% was 3.2% above 2016
35.0% average

Email KPI's by Segment
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JAN UARY WHPH DESTINATIO

Delivered | Bookings | Revenue | Open% | CTO% | Conv% Unsub%
Destlnatlons eI( K)

WHPH 598.0K 690 $255.7K 294% 49%  8.0% 0.07%

Overall click volume was 6.3% above the 2016 average

. Account Box and Search received 15.7% & 47.3% lower % of clicks than 2016
averages, suggesting that WHPH found this content appealing

. Both Headline and Bottom CTA generated ~3% of overall clicks, suggesting
openers may have read entire Email

The 4 most clicked pieces of content mentioned ‘beaches’ and were dispersed
throughout the mailing

1. Sanibel Island (March) = 2.3 K clicks
2. Los Cabos (May) = 791 Clicks
3. Kaui (November) = 542 K clicks

4, Sydney (January) = 518 clicks

Rio De Janeiro (February) was an another destination that mentioned beaches, but
ranked last in clicked content despite its high positioning

. This was the only beach content that was not supported by a landscape image

ACCOUNT BOX
24% clks, 44% bks

SEARCH
3% clks, 4% bks

HEADLINE
3% clks, 1% bks

JANUARY
5% clks, 4% bks

FEBRUARY
2% clks, 0% bks

MARCH
22% clks, 17% bks

APRIL
5% clks, 3% bks
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JAN UARY TSAT DESTINATION

Delivered Booklngs Open% | CTO% | Conv% -
Destlnatlons

TSAT I.OM 168 $59.6 K 224%  4.4% 1.6% 0.2 0.21%

Overall click volume was 18.2% above the 2016 average

. Account Box and Search received 28.8% & 39.4% lower % of clicks than 2016
averages, suggesting that TSAT found this content appealing

. Both Headline and Bottom CTA generated ~3% of overall clicks, suggesting
openers may have read entire Email

The 4 most clicked pieces of content mentioned ‘beaches’ and were dispersed
throughout the mailing

1. Sanibel Island (March) = 2.7 K clicks
2 Los Cabos (May) = 835 Clicks

3. Kaui (November) = 781 K clicks

4 Sydney (January) = 587 clicks

Rio De Janeiro (February) was an another destination that mentioned beaches, but
ranked last in clicked content despite its high positioning

. This was the only beach content that was not supported by a landscape image

ACCOUNT BOX
19% clks, 62% bks

SEARCH
5% clks, 8% bks
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3% clks, 0% bks
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