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4 ’ PROGRAM SUMMARY

PROGRAM IS 12% BEHIND 5 M ROOM NIGHT GOAL

60%
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As of July, program has generated 2.617 M RN, 52% of goal
4 Yr. trend indicates program should be at 59% of goal by July to achieve forecast

Scheduled Aug and Sep booking solos support reaching goal

4yrtrend 297 M
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Aarriott
*Based on EIR data REWARDS u%
...............



5 § PROGRAM SUMMARY

MRCC ACQUISITIONS AHEAD OF As of July, MRCC accounts

are 60% of 33 K goal

FO RECAST YTD CUME MRCC Accounts by month . Refer—a—Frier_]d generated the
most acquisitions since Jan 17/

e K gl * Points Expiration drove the,
Lapattt 60% to goal most acquisitions since Jan "16

L + Confirmation acquisition
volume was the highest since
......... Jun 16

o .
o® .®
....
. .
______
. .

Total Email MRCC Acq (K)
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----- 2016 Total ----- 2017 Total

Narriott
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PROGRAM SUMMARY

EMAIL ENGAGEMENT REPORT

* More members received 1+ emails in July
«  Positive shift in click engagement tied to increased emails delivered and 2.0 template change

o . .
# of MR Members Received 1+ Emails % of Email Interaction (MR Mbr)

0, - - -
100% . .
16,200,000 - 16,134,850 o
50% 35%
15,757,457 38% 36% 36%
15,900,000 | ;¢ (oo 300 757, 15 689,251 .
15,600,000 -
40%
15,300,000 -
20%
15,000,000 : , . |
pri ay une uly 0%

April May June July

M Unengaged % of Total Passive % of Total Engaged % of Total

*Report Key:

- Received: # of emails received during time period

- Engaged: Received Opened and Clicked + Received not Opened but Clicked .Marrlon

- Passive: Received Opened but not Clicked REWARDS w
- Unengaged: Received not Opened and not Clicked ce00000000000..



7 ’ PROGRAM SUMMARY

JULY 2017 EMAIL PROGRAM PERFORMANCE

. Increased delivery resulted in more opens and clicks without impacting unsub rates
. Decreased Click Rate and CTOR for Solo’s, MRCC, and METT drive overall program declines
«  Solo's planned to address financial declines (Aug and Sep)

93.3MM 99% 23.4% 21.8MM
Delivered ] Delivery Rate Open Rate Unique Opens
+7.4% +0.2 pts. +0.7 pts. +9.4%
0.15% 2.2% 2MM 9.2%
Unsubscribe Rate Click Rate Unique Clicks CTO Rate
0.0 pts. -1.0 pt. +13% -4.7 pts.
Financial
160.7K 365.9K $55.4MM 8.0% 1.7
Bookings Room Nights Revenue Conversion BPK
-3.9% -6.7% -7.1% -1.0 pts. -39.4%
Aarriott ‘
Comparison against 12-month average REWARDS M
Using EIR Financial Data  eeeee 000000cs..



8

PROGRAM SUMMARY

Hotel
Program eNews Specials Dest. Solos Lifecycle MRCC METT

Total 93.3M [ I54M [ I0.3M | I3.IM| 268 M
Delivered 7.4% 12.4% | -0.6% 8.5% 11.0%

L
= 0.15% || 0.09% | 0.14% 0.12% | 0.30%
e Unsub Rate
3 0.0 pts |-0.0 pts | -0.0 pts | 0.0 pts | -0.0 pts | 0.0 pts
) 9% 98% 99%
Delivery Rate
Open Rate
o 21.8M
ns
o pe 9.4%
=
@
£ "
% Click Rate
C
w

Click to Open 9.2% 16.5% 8.9% 2
Rate -4.7 pts | 2.1 pts | 0.9 pts | 0.0 pts

RoomNights

) 160.7K | 477K | 143K | 8.2K
Bookings
-3.9% 6.8% %
] -

Financial
FY
<
©
]

c

o
*»
"
=
F'S
4

Bookings per 1.7 3.1 1.4 0.6 1.9 43 0.5 0.5
Delivered(K) -39.4% | -4.2% 7.5% | -29.6% | -19.8% | -1L.7% -39.1% -36.3%

- Calculated using Mailable Openers** from Active, Inactive, and Non Member Counts - Using EIR Financial Data
- Total Mailable minus anyone who has not clicked/opened an email in past 15 months - Benchmark is 12-mo rolling avg.

Executive Dashboard

CTOR lifts across key campaigns:

. eNews and Hotel Specials
included MegaBonus content

. Content updates to some
Lifecycle emails

Conversion declines across all

campaigns, some due to high click

engagement

Solo conversion down 1% which is
tied to Moments Rebrand solo (48%
of solos and generated lower than

avg. conversion)

Marrioft
REWARDS

| yes



9 ’ PROGRAM SUMMARY

KEY STORYLINES

Positive lifts with new email template

Record high click engagement with eNews and Hotel Specials
Campaign optimization drives increases & learnings for future efforts
Highlighted key initiatives: Summer MegaBonus & Moments Rebrand

W=

Narrioft
REWARDS




KEY STORYLINES



11 & TEMPLATE 2.0

NEW TEMPLATE DROVE INCREASED EMAIL
ENGAGEMENT

23.9%

Open Rate

+1.0 pt. —

__ +4.3% +16.3%

*Compared to 12-Month Avg. (June ‘16 - May ‘17)

Approach: pre/post
2.0 comparison of
regular monthly
emails

CTOR improvements
in core and lifecycle
campaigns

Continue to monitor
and optimize
content areas

Marrioft
REWARDS llas



12 ’ TEMPLATE 2.0

VISIBLE CTOR INCREASES ACROSS KEY CAMPAIGNS

eNews Hotel Specials Lifecycle

— +171.0% — +10.1% e +729.4%
- Compared July 17 to 12-Month Avg. June 16 - May ‘17) R mglgg S
-Using EIR Financial Data ~ eeeeeeeen-




13 & TEMPLATE 2.0: WELCOME POINTS SERIES (6/28 UPDATE)

41% LIFT IN CTOR WITH WELCOME POINTS SERIES

Open%: -6%

Conv%: -43%
BPK: +0.4%

Q
DISCOVER MORE REWARDS.

THE WORLD AT

YOUR
FINGERTIPS.

Open%: -4%

Conv%: -15%
BPK: -30%

Mobile Check-In ~ Mobile Key ~ Mobile Account

vvvvvvvvvvvvv

Open%:

Conv%:
BPK:

-1%

Open%:

Conv%:
BPK:

Earn points &  Easily cf
Elite status.

MEMBERS PAY THE

+13%

-32%
+12%

or Che
cancel your on the mobile
reservation.

Shifting account creation
content from EEST to Welcome
is showing positive results for
Welcome

Future content updates are
planned for EEST (Mobile App)

*Comparison of 12-Month Avg. (June ‘16 -
May ‘17) vs. July "17

Narrioft

©000000000000..



14 & TEMPLATE 2.0: WELCOME MILES SERIES (6/28 UPDATE)

Miles campaign showed similar

32% LIFT IN CTOR WITH WELCOME MILES SERIES overall and EEST engagement

results as the Points version

Primary change:

T Create Account content shifted
LOWEST PRICE. to Welcome from EEST
* Mobile App now the
~ primary focus for EES1
Open%:  +14% N (Updates pending)

TAKE OFF WITH BETTER

THE WORLD AT
YOUR

Open%:

Open%: -4%

Conv%: _+23%
BPK:  +67% : Future content updates are
planned for EES1 (Mobile App)

Conv%:
BPK:

Conv%: +14%
BPK: +90%

Earn miles &  Easily change o Check in & more
Elite status. cancelyour  on the mobile
eservation. app.

Q
DISCOVER MORE REWARDS.

«
a

@

Q
DISCOVER OUR BRANDS.

*Comparison of 12-Month Avg. (June ‘16 -
May ‘17) vs. July "17

,,,,,,,,,,, i — 2 Marrioft
........... REWARDS llas
0000000000000




15 & TEMPLATE 2.0: POST-REDEMPTION (7/11 UPDATE)

9.7% LIFT IN CTOR WITH POST-REDEMPTION
CAMPAIGN

Restarters

Leftovers

MORE REWARDS ARE ON
YOUR HORIZON
e

Open%: -5.2%

Conv%: -12.8%
BPK: -9.4%

Surplusers version was retired
and consolidated into Leftovers

Update point thresholds
. Restart = 0-79,999K
. Leftover = 80K+

Open rate decreased 5%

. Previous SL: Thank You for
Redeeming Your Points

. New SL: Thanks for Using
Your Points [FNAME]

Continue to monitor SL

performance and run segment
analysis to pinpoint declines

*Comparison of 12-Month Avg. (June ‘16 -
May ‘17) vs. July 17

Marrioft
REWARDS u&s



16 ’ TEMPLATE 2.0: NEAR LEVEL (7/26 UPDATE)

NEAR LEVEL INITIAL RESULTS SHOW DECREASES
IN KEY METRICS

Open%: -13.1%
Changes:
* Moved 'nights away’ from SL to PH for streamlined message

o SL=[LEVEL] Elite Status is within your reach

o PH=Keep going[, FNAME]: You're just [X] nights away from next-level
benefits. amalt =

«  Top Offer CTA changed to Plan A Stay
«  Added Member Rates

Conv%: -40.3%

2 Nights Away From Silver Elite Status
SILVER ELITE BENEFITS

Recommendations:

« Allow for more time to pass and then run segment
and link analysis to pinpoint declines

Priority Late  20% More Points _Elite Only
Checkout per Stay Redemption
Rewards

Q

*Comparison of Jan-Jun 2017 avg. vs. Aug 1-20 2017 avg.




17 & CAMPAIGN HIGHLIGHTS 7

ENEWS - 2NP HIGHEST CLICK VOLUME SINCE JAN "15

- Top Offer received the most clicks since Sep 16
o Contributing factors:
= MegaBonus image optimization
= Targeting eligible stayers with 1+ stays
= Member Deals generated the highest click rate (4.3%) of any
MegaBonus-alternative Top Offer since Feb 16

o Conversion was down 23% due to MegaBonus Generic Register group
o Suggest continuing segmentation-based content personalization
«  Continued engagement success with Destinations Propensity
module
o Generated 11% MoM increase in section click rate
o Creative & content enhancements planned for Nov eNews
« July featured 4 stacked MVP offers in the Rewards section and
did not feature MVP content in the Top Offer 2 position; overall
MVP Conv% was 5.1% & 7.9% lower than May & Jun respectively

HEADER
5% clks, 7% bks

KEEP EXPLORING,

TOP OFFER
73% clks, 71% bks

G

MEMBER MODULE
12% clks,12% bks

SEARCH BAR
3% clks, 4% bks

TRAVEL, TRANSFORMED.

REWARDS (MVP)
5% clks, 4% bks

PLAN YOUR NEXT TRIP TO THE
MILE HIGH CITY

DESTINATION
CONTENT
1% clks, 1% bks

NOW OPEN.

HOTEL OPENINGS

1% clks, 0% bks

THE HI-LO HOTEL,
AUTOGRAPH
COLLECTION

‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘

SAVE 20% WITH eBREAKS®.

EBREAKS
1% clks, 1% bks




18 & MVP

TOP REVENUE DRIVING MVP OFFERS

Focused on top 25% of revenue generating offers in Random group

$/% off Travel

+  Atlantis, receive up to $500 in resort credits
. Save up to 20% across US

. NYC for 15% less

. Florida for 20% off

. Save 20% Across USA

. Europe for 20% Less

. Save up to 20% across US (2x)

. Europe for up to 20% less

. MVC - save 20% at over 50 resorts

TSA Precheck

Hertz
* Hertz, up to 35% off + 5K
* Hertz, 35% Off

Ritz Content
 Escape to Ritz-Carlton package
* R-CClub Level

Sweeps

+ Moments KAABOO Del Mar Sweepstakes
« Canada 150th Birthday sweeps

« Sweeps - NBA South Africa Game 2017

Other

* MRCC-US - earn 100K, last chance
« Exclusive Travel Deals

« RewardsPlus, Basic, Silver, Gold

+ Explore Hawaii

« Merchandise US

Narriott
REWARDS

*% of clicks was greater than the % of revenue



19’ MVP

LET'S CHAT ABOUT MVP...

«  Confirm & support MVP email objectives
o Ifrevenue driving, increase offers in rotation and limit non-revenue content
o If supporting other initiatives, enable optimization for other metrics
o If both, track revenue vs. engagement offer performance and identify main KPIs

Narriott
REWARDS




20

CAMPAIGN HIGHLIGHT

DESTINATIONS - 2N® MONTH OF ROAD TRIP THEME

« CTOR up 5% MoM and slightly above the 12-month avg

«  Road trip continued to drive higher than avg. clicks YoY

- Top Offer content attracted a 47% higher % of clicks

«  Upcoming Trip module generated the 279 highest % of clicks &
conversion since first being featured in Feb 17

* Road Trip Tips drove Middle Offer click highs (% of clicks up 8%),

o Section conversion rate dropped by 23% due to non-booking related
messages

< Trip Planner section generated 1.4K fewer clicks than the 12-
month avg; content streamlined by removing body copy

«  Campaign conversion rate dropped to lowest since March "16 due
to high clicks and low bookings

Road Trip
Ideas

Road Trip
Personality Quiz

Road Trip Tips and
Car Games

HEADER
16% clks, 28% bks

Culinary wite
b

TOP OFFER
67% clks, 55% bks

-_—— SR o

2P 9 Vmenosdp s yourparseray?
¢ € ¢ Tereqizomaons

Q

HIT THE ROAD, MITCHELL.

YOUR UPCOMING TRIP TO LOS ANGELES

UPCOMING TRIP
1% clks, 2% bks

MIDDLE OFFER
10% clks, 7% bks

TRIP PLANNER
4% clks, 4% bks




21 B CAMPAIGN HIGHLIGHT

DESTINATIONS TOP OFFER TEST

Streamlined -
Larger image -
Rotating image -
More above fold -

Carousel

Higher campaign CTOR
(+9.5%) & BPK (+8.9%)

VS.

Marnott
@ Aexamaia  REWARDS Find & Reserve Q

ROAD TRIPS THAT MATCH YOUR STYLE.

13% higher % of clicks
Higher campaign Conv% (+0.9%)

- Tried and true 2-up

- Headline + body copy
- Smaller images

- Less above fold



22’ CAMPAIGN HIGHLIGHT

% OF CLICKS COMPARISON BY SECTION

Carousel

Carousel bottom section had
higher % of clicks compared to 2-
up same

Continue testing to determine

Impact of carousel on campaign
engagement

Impact of single image vs.
carousel

101%




23 ’ SUMMER MEGABONUS PERFORMANCE

SUMMER MEGABONUS PERFORMANCE

* 9 Campaigns featured in

o 23.2 M Reach*

* 5.5 M Impressions*

* 1.3 M Clicks

*  906.2 K Registration Confirmation Emails Sent
* $45.2 M Revenue (EIR)

« 133.2 KBookings

*  T10% Conversion Rate

* Represent solos only (does not include modules in the core communications) Marrioft
REWARDS




24 B SUMMER MEGABONUS REG. REMINDER

PERSONALIZATION INCREASES ENGAGEMENT WITH

MEGABONUS REGISTRATION REMINDER

Control

BONUS POINTS.

You've already made your MegaBon
up today to earn up to 4,000 bonus
with your

Marriott
@ Aexanaia  REWARD s Find & Resorve Q

DON'T MISS OUT ON
INFINITE POINTS.

YOU HAVE PENDING
BONUS POINTS.

The sky's the limit for bonus points, now through
September 4

KEEP EXPLORING.

Every new Marr
a

YOU'RE ELIGIBLE TO EARN

Test Group: 1 Stay

+116% Higher CTA clicks
+106% Higher campaign-level CTOR
7.1 BPKvs. 3.2 for control

Test Group: 2+ Stays

+155% Higher CTA clicks
+144% Higher campaign-level CTOR
31.1 BPK vs. 10.7 for control

2nd time personalizing
registration reminder copy in
MegaBonus solo

A/B Test: Half of 1 stay and 2+
stays audience groups

received eligible stay copy vs.
generic registration reminder

copy

Hypothesis: Tailored
registration message will drive

more engagement and
registrations

Recommendation: Continue to
leverage ‘eligible stay’
messaging in reminders when
possible

*All CTA & campaign-layel Fagifs were
Statistically significagte W AR D S [ U%



25 B SUMMER MEGABONUS BOOKING REMINDER

CAMPAIGN OPTIMIZATION RESULTS IN POSITIVE
EMAIL PERFORMANCE

Applied
Winning =
Image

Image
Optimization

YOUR MEGABONUS SO FAR:

72 You have not made your first qualifying stay.

Find & Reserve

42.2% 10.8%

Open Rate CTO Rate
-26.9% +56.1%

28.9% 13.2

Conv Rate BPK
+35.5% +54.7%

$3.3MM

Revenue
+82.7%

summer 17
SL = Book Today to Earn up to 4,000 Bonus Points
PH = [FNAME: JHere's your MegaBonus® status so far.

VS.
Spring17
SL = Your MegaBonus Status So Far
PH = Earn double points. Take in more moments with MegaBonus®.

Used winning image from June
eNews MegaBonus optimization
efforts

Open rate dropped 27%
compared to spring ‘17 email

. Consider testing previously
used status language; it drove
55% open rate

CTOR is up 56% compared to
spring 17 booking reminder
. Used 2.0 template

. No member module drove
focus to CTAs

. Image optimization

*Compared to Spring ‘17 booking reminder

Narriott u&s

REWARDS

©000000000000..




26 ’ SUMMER MEGABONUS BOOKING REMINDER

DESTINATION IMAGE OPTIMIZATION RESULTS

« 15 popular destinations

« Pure optimization - no control
« Low section clicks (only 416)
- Top 10 destinations by % of clicks

o o0 o O o o O o o o

New York - 0.28%
Beijing - 0.25%
Chicago-0.21%
Shanghai -0.16%
Dallas - 0.14%
Boston - 0.13%
DC-0.12%
Orlando - 0.12%
Montreal - 0.12%
Atlanta - 0.10%

Marrioft
REWARDS



27

CAMPAIGN HIGHLIGHTS

HOTEL SPECIALS PERFORMANCE INCREASED

ACROSS MOST METRICS

18.3% 1.9MM
Open Rate Unique Opens
-0.4 ppts. -2.9%
1.6% 167.6K 8.9%
Click Rate Unique Clicks CTO Rate
+0.1 pts. +8.5% +0.9 pts.

Financial
14.3K 32.4K
Bookings Room Nights
+6.8% +5.1%
$4.9MM 8.5% 1.4
Revenue Conversion BPK
+4.3% -0.1 ppts. +7.5%

*Compared to 12-month average

HEADER
19% clks, 23% bks

Qugall el

FIELD OFFERS
57% clks, 50% bks

US o

3@ X

mmmmmm

MEMBER MODULE
11% clks, 15% bks
0

MEET MARRIOTT REWARDS MOMENTS.

Use points for members-only experiences.

Shoot hoops See Ed Sheeran, ~ Wine and dine

MOMENTS
3% clks, 3% bks

See all experiences >

DEST. NAV. BAR
1% clks, 1% bks

Q
TODAY'S TOP OFFERS.

Your MegaBonus®
upd lorin:

CURATED OFFERS
6% clks, 7% bks

[

Save up1020% Save upto30% Save up to 20%
in Florida. in Las Vegas. in Texas.

From §109 From §79 From $101

See more travel deals >

Earn 80,000 bonus points.

MRCC
0% clks, 0% bks

SAVE 20% WITH eBREAKS®.

FIND YOUR NEXT

Save 20%

EBREAKS

Open rate was 2% below the
12-month avg, but up 2% vs.
last month

. No change in SL, but

slight difference in PH
MoM

CTOR was the highest since
Aug 16

. Featured MegaBonus

. High engagement with
Field Offers & new
Member Module

MegaBonus offer strongly
contributed to section
increase (click % up 33%)

«  Continue including
content

. Leverage eligible stay
copy test learnings for
improved engagement

Marrioft

©000000000000..



28

Engagement

MOMENTS REBRANDED

MOMENTS REBRANDED SOLO

22.2%

Open Rate

5.5%

CTO Rate

Subject lines tested:

+3.8% vs. Moments Solo Avg.

+4.8% vs. 16 Launch Solo

-1.0% vs. Moments Solo Avg.
+0.1% vs. June "16 Launch Solo

* Introducing Moments (20.8%)
« New: Marriott Rewards® Moments (20.7%)
+ Mind-Blowing Moments. All for You. (20.5%)

Find & Reserve O

@ irchon

MIND-BLOWING
MOMENTS.

Explore

noments

Q
ENTERTAINMENT

PN ' Sheeran

See THE LION KING on
Broadway.

Q
SPORTS

Shoot hoops with
Dwyane Wade.

Per
stor
f Miami.
Use Points

Go VIP at the NASCAR i
Bojangles' 500. L
Take a pre-raceride, photo with the
winner and mor
Use Points

See Real Madrid F.C. vs
" Manchester United F.C.

the basketball
Marauis®

See all Culinary Moments >

Q
LIFESTYLE

Subject line test resulted in the
2nd highest Moments solo open
rate to-date

Campaign results:

60% ahead of goal in key
metrics

. 199,556 site visits
« 160 redemptions

Future considerations:

*  Add points needed and
current balance since no
member module

«  Prominent placement of
sweeps, lower pt. auctions
and complimentary
redemptions for those
with fewer points

. Improve email targeting
with Moments redemption
data or previous email

click data

Narriott
REWARDS




SO NN

JULY TESTING &
OPTIMIZATION SUMMARY

DESTINATIONS CAROUSEL VS. 2-UP

MEGABONUS COPY

MEGABONUS BKG. REMINDER OPTIMIZATION
MOMENTS SUBJECT LINE

ENEWS MEGABONUS IMAGE OPTIMIZATION

HOTEL SPECIALS EBREAKS LIFESTYLE VS. MAP
WELCOME POINTS/MILES SUBJECT LINES

NAV BAR OPTIMIZATION (ENEWS & HOTEL SPECIALS)



30 ' TESTING & OPTIMIZATION SUMMARY

14% CTOR LIFT WITH JULY eNEWS IMAGE OPTIMIZATION

Control

Optimized

12.35%

Control

Opens
136,225
1,208,925

Clicks
16,819
170,372

Optimized
CTOR Lift
12.35%
14.09% 14.14%

14.14%
Lift

Significance

98.7%

Performance:

Images A and B were again the
best performing images, staying
consistent with the June test.

Image A saw the most lift with
Silver + levels.

Image B saw significant lift with
Basic members and iOS devices.

Image E performed well with
members with high nights (> 18)
but the low audience size didn't
drive significant overall lift.

Narriott
REWARDS




31 B TESTING & OPTIMIZATION SUMMARY

84% HIGHER SECTION CTOR WITH EBREAKS
LIFESTYLE IMAGERY VS. MAP IN HOTEL
SPECIALS

Lifestyle Image Map
Q Q

SAVE 20% WITH eBREAKS®. SAVE 20% WITH eBREAKS®.

adventure.

FIND YOUR NEXT t«/ o J Find your next weekend
WEEKEN D ADVENTU RE . Vs . w - Discover last-minute deals across
i

Discover last-minute deals across North America. the map.

Save 20%

Save 20%

Jul 'l 7 Hotel Specials
Delivered Open% | CTO% | Conv%
eBreaks Test Booklngs Revenue Del (K)

Map image 1.5 M 12K $4165K 197% 80%  5.1%
Lifestyle Image 1.5 M 12K $4305K |9.7%| 8.1%  52% | 0.8

Hypothesis: Image is more on brand
and will drive more engagement

Results:

« Lifestyle version generated a 1.2%
higher campaign-level CTO%*

+ Lifestyle creative an 84% higher

CTO%**

Recommendation:

Consider re-testing eBreaks before
replacing Map creative

+ Map creative has been the

consistent winner during multiple

Creative tests

+ Try same layout in next test

*Not statistically significant

**Statistically significa

nt

Destination Navigation Bar Clicks & Bookings not

included in results

Narriott
REWARDS

©000000000000.

| yes



32 B TESTING & OPTIMIZATION SUMMARY

MIXED RESULTS WITH JULY WELCOME POINTS SL TEST

EESI
EES2
EES3

Open%: -6%

Open%:

Previous Subject
Line (Feb 'l7 - Jun'17)
Welcome |Welcome to Marriott Rewards, [FNAME]!
Tip | of 3: Personalize Your Account

Tip 2 of 3: Get More From Your Points
Tip 3 of 3: Get the Lowest Price

-4%

Open%:

-1%

New Subject
Line (July '17)
It's Go Time [FNAME]!
3 Reasons You Need our Mobile App

[FNAME’s][Your] Guide to Earning & Using Points

Log in for Lower Room Rates

Openb%:

Open% A's

-2.4%
-1.0%
3.5%
16.4%

MEMBERS PAY THE
LOWEST PRICE.

Overall Welcome Points campaign
Open% experienced a 3% lift in July
compared to pre-period

Compared to 12-month avg,
campaign Open rate is down 1%

. Change in email content is a
factor in comparison

Current Aug SL test in progress
(concludes 9/8)

*Comparison of 12-Month Avg. (June ‘16 -
May ‘17) vs. July "17

Narrioft
REWARDS UBS



33 B TESTING & OPTIMIZATION SUMMARY

Overall Welcome Miles campaign

GREAT IMPROVEMENTS WITH JULY WELCOME Open?% experienced a 48% lift in

July compared to previous subject

MILES SL TEST line time period

Previous Subject New Subject

Line (Feb '17 - Jun '17) Line (July '17) Open A's Compared to 12-month avg,
Welcome [Welcome to Marriott Rewards, [FNAME] |It's Go Time [FNAME]! 39.9% campaign Open rate is down 2%
EESI Tip | of 3: Personalize Your Account 3 Reasons You Need our Mobile App 46.6% . Similar changes in email
EES2 Tip 2 of 3: Get More from Your Points Log in for Lower Room Rates 64.3% content as Points version is a

factor in comparison

L Sk Current Aug SL test in progress
‘ (concludes 9/8)

Open%: -4% - Open%: +0% Open%:

*Comparison of 12-Month Avg. (June ‘16 -
May ‘17) vs. July "17

Marrioft
REWARDS U%




34 ’ TESTING & OPTIMIZATION SUMMARY

NAV BAR OPTIMIZATION RESULTS - GLOBAL

«  Combined results for eNews and Hotel Specials, sorted by CTOR
« New York and Caribbean consistently in top positions

[8] Montreal
[9] Toronto [7] London

[1] New York
[3] Orlando

[12] Atlanta

[2] Caribbean

*July eNews & Hotel Specials results

[4] D.C.

[6] Los Angeles

[10] Chicago

[11] Dallas o\. [5] Paris fefshangngi

O oA W=

New York
Caribbean
Orlando
D.C.

Paris

Los Angeles
London
Montreal
Toronto
Chicago
Dallas
Atlanta
Boston
Beijing
Shanghai

Narriott
REWARDS
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NAV BAR OPTIMIZATION RESULTS - US, CANADA, ROTW

Other non-US locations rise up, but New York & Caribbean are consistently in the top 3

US [Aud. 69%]

1. New York
2. Caribbean
3. Orlando
4.D.C.

6. Los Angeles
5. Paris

10. Chicago
8. Montreal
11. Dallas

9. Toronto
12. Atlanta
13. Boston
7. London
14. Beijing
15. Shanghai

*July eNews & Hotel Specials results

CA [Aud. 6%]

9. Toronto
2. Caribbean
1. New York
8. Montreal

5.Paris

3. Orlando

7. London

6. Los Angeles
12. Atlanta
4.D.C.

10. Chicago

13. Boston

14. Beijing
15. Shanghai

11. Dallas

OTHERS [Aud. 25%]

1. New York
7. London

2. Caribbean
3. Orlando
5. Paris

6. Los Angeles
14. Beijing
8. Montreal
4.D.C.

11. Dallas
15. Shanghai
13. Boston
9. Toronto
12. Atlanta
10. Chicago

Narriott
REWARDS

©e000000000000.
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BOOKING

Leverage successful personalization

in other campaigns

o MegaBonus eligible stay copy

o Upcoming Trip Module

o Destination Propensity Module
Try destination image vs. Nav. Bar
optimization in Hotel Specials and

eNews to increase engagement

ENGAGEMENT

Continue summer road trip theme
to drive increased clicks and
campaign CTOR

o Use winning layout in 2018
Re-test layouts to determine which

increases CTOR more

o Carouselvs. 2-up

o eBreaks FUC lifestyle vs. article map
Try different images in same layout
Try same image in different layouts

Increase member personalization
to drive relevancy in Moments
Solos

Aarrioft

REWARDS

yes



MARRIOTT TRAVELER
NEWSLETTER UPDATE



39 B MARRIOTT TRAVELER

CAMPAIGN OVERVIEW LA B ]

) | n itial |a U nch date: J U n e 29, 201 7 G WMELR ~ ——Q + WHY WE TRAVEL D s WATR  ———Q WHAT EVERYONE'S READING

WAVELER = SUMMER CRAVINGS i o ety

- Campaign strategy: highlight content that drives
traffic to Traveler site

o 10 curated articles (5 based on monthly themes and 5
most popular)

o 2-3adplacements T
o Close email with curated content called “Why we recron - omvoes et
travel?” teemon-ovoms -
*  Maintain common thread with other Marriott =zEs

communications (Header/footer)

[ —

«  Cadence is monthly (Friday send aligns with —_—
high click engagement and site conversion )
days) N B

«  Send 2 weeks after MR Destinations email to e
complement other MR communications R ===
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TARGETING & PERFORMANCE
| July Email performance

Campaign Targeting

«  New domain
o From: Marriott Traveler
o DNS: traveler@traveler-marriott.com

«  2.5MM monthly deployment cap

« Target criteria
o USresidents
o Newer eBreaks flagged customers
o Active email openers
o Basic and Silver members

o Segment member level by age range
(18 to 55)

*Compared to June (launch email)

July Email Performance

2.1MM 12.3%

Delivered Open Rate
+23%

6.9% 0.05%

CTO Rate
+27%

Unsub. Rate

July Online Performance

11.7K

Visits from NSL
+89%

1:33
Visit Duration
-16%

2.31

Pages/Visit
-13%
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£ MERIDIEN

Le Méridien Kota Kinabalu

BOOK DIRECT

[Hampton)

view offers

STOP CLICKING
AROUND.
START PACKING.

Hampton Inn and Suites
Windsor/Sonoma Wine
Country is waiting for you.

VIEW LOWEST RATE

TripAdvisor Traveler Rating

NOW, HILTON HONORS MEMBERS GET A

GUARANTEED DISCOUNT

KIMPTON

BOOK A ROOM / OFFERS

Get More When You
Book Directly With Us.
Always.

By booking directly on our website as a
Kimpton Karma member, you'll enjoy what
you can’t get elsewhere. Get our
guaranteed best rate, along with other
sweet perks. We're talking better
cancellation policies, complimentary WiFi,
Raid the Bar, credit toward reward nights,
spa credits & more.

BOOK NOW

See all our Karma Rewards Exclusive
Offers:

BE SPG®. START
THE SPG LIFE
TODAY.

Lifestyle Benefits, Access
Around The World

Book directly at our website or here
to enjoy better lifestyle benefits and
discounts.

Stay along the famous waterfront
coastal walk in Kota Kinabalu,
explore vibrant markets

across and stay in comfort and style
in our newly renovated rooms with
panoramic sea views at Le Méridien
Kota Kinabalu.

Book DIRECT HERE and receive:

« Complimentary extra bed
+ Complimentary parking per
stay

Rates starting from MYR 400+ per
room per night. Valid for stays

by 31st December 2017. Blackout
dates apply

Book Direct Here >

LIMITED TIME 4
DAYS SALE!

Lowest rates between 19th July to
22nd July 2017! Book directly at
our website for EXTRA benefits and
food and beverage discount.

Book DIRECT HERE and receive:

« 5% off for SPG® members
« Food and beverage discount
« FREE upgrades*

Rates starting from MYR 400+ per
room per night. Valid for bookings
between 19th July - 22nd July
2017. Blackout dates apply.

BOOK DIRECT HERE

Le Méridien Kota Kinabalu

Jalan Tun Fuad Stephens, Sinsuran
Kota Kinabalu, 88000 Malaysia

Phone: (60) 883:

Fax: (60) 88

Ay ®
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FOOD IN

KIMPTON

BOOK A ROOM / OFFERS

Turn up the heat in San Diego this
summer & get tastings at our new
spots +
Up to 20% off our Best
Flexible Rate

Stay July 6 - September 30, 2017 / Any day
of the week / Subject to availability / At
participating hotels / Blackout dates apply

BOOK BY JULY 16, 2017

NAMAAZ POP-UP GASTRONOMIC DINNER

\
I.OBSESSION

SEAOOD G RO LAV A O A

All you can

Eat & Drink

Adelighttully umulgmx mealneed
gant on your pocket
AED 144 per person
e for lunch & dinner)

fabudibol 00 wipiburdito

Marrott intemationsi

Plzza

Please note this opt out does not cover any Marriott
International, Inc. programs, such as Marriott Rewards, Ritz-
Carlton Rewards. SPG, SPG Pro, or past guest
communications. ff you are a member of a Marriott program|
 a past guest of Marriott hotels, you may receive
communications depending on your previously selected
communication preferences and would need to inform the
respective program, or Marriott directly, if you wish to
unsubscribe from such mailing lsts.

© 2017 Marriot International, Inc.

0069

Sheraton Bur Dubai

aton Bur Dubai
Khalid bin Walid St

Dubai, Dubai PO Box 33, United Arab Emirates

TRY IT FOR FREE >

Unsubscribe

Does SPG know!?

R e

ey et

bmnchology

{sclonce ot brunching}

‘n'?,;":lfalffllnwm o 18303 nes par parsan

Bk

R % S SR

s i

Enjoy exclusive early
access to London
Restaurant Festival.

Explore a citywide celebration of the best of London's
restaurants. London Restaurant Festival, in partnership

you by Andaz London Liverpoal Street - the
official hotel partner of the festival.

Experience the best of London
Restaurant Festival.

val tick
publi
%017

xperience t

the
) it Gaatronomic

London

ay at Andaz London Liverpot
ime in Octobs

FLAVOURS TO SHARE
THIS SUMMER

el S o
e e e e e e

FRIDAY BRUNCH AT THE THAI KITCHEN

e e )

&) poust

DoubleTres by Hilton Hot Kusla Lumpur

pARAN KITCHEN DINNER BUFFET
SUNDAYS TO THURSDAYS!

-
“* | BOOKNOW

New dishes,
new exciting flavours!

LEARN MORE

Sun, fun & splash. It's a
Super Weekend Party!

p-'jé': »

s Tk

L.EARN MORE

Dine & Earn up to»1,000
Bonus Roints

LEARN MORE

30% off 80.dishes regular
dinner buffet

LEARN MORE
Rom UsO

Jointhe weekenders,
book direct at Hilton.com
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EXPERIENCES/MOMENTS

100 Points for a chance to win.

100.points gets you a chance to win a

Hilton METT's tied to experiences

CURIO

Hilton Times Square

Up To 20% Off

Plus Ripley's buy one, get one
tickets & much more,

VIEW OFFERS

_UNION STATION HOTEL |

Plus, infroducing our all-new WYNDHAM REWARDS AUCTIONS.
"

Use your points to bid on unfor

All Aboard
INCLUDES TRAIN RIDE
& A DELUXE ROOM OR THEMED SUITE

avee [ SPORTS

Starting bid: 3000 points Stating bid: 3,000 points

>3 B GET DETAILS

g | beee
s MApplcPsgs S
Al -~ la= o

Wyndham Grand Clearwater
Beach Florida g
dolphin watching tour with beach pass

Wyndham Championship

UFESTVLE , ENTERTAINMENT

Stating bid: 10000 points

Stating bid: 10000 points

LEGOLAND® Florida Resort
VIP experience for 4

Elton John: The Million
Dollar Piano, Caesars
Palace tickets for 2

pg.moments

Experience the
extraordinary.

VIEW EXPERIENCES

SPG® members lean tips and tricks from golf professional
Paul Casey at The Westin Kierland Resort & Spa.

MASTER ‘
CLASS

Master Your
Passion.

+ Tee-off following personal instruction with 21-
time tournament winner, Thomas Bjorn in
Benahavis, Spain. >

« Take your game to the next level with an
exclusive goff clinic with 3-time major champion
Padraig Harrington. >

+ Cook alongside Michelin-starred chef Eric Ripert
at Cayman Cookout. >

* Join NBA star Dwyane Wade on the basketball
court for a hands-on skills session. >

VIEW ALL

Sound check.

+ Rock out with three-time Grammy winners and
multi-platinum artists Zac Brown Band. >

+ Sing along with the biggest music stars from the
SPG Luxury Suite at Wrigley Field™. >

+ See the most exciting concerts from the SPG
Luxury Suite at STAPLES Center. >

VIEW ALL

sports.

Ready, set, go!

« Shift into high gear — enjoy new Formula 1°
experiences with Mercedes-AMG Petronas
Motorsport >

+ Step up to the plate at Wrigley Field™ for the
Members Only Softball Tournament. >

+ Hit summer out of the park with once-in-a-
lifetime Major League Baseball® experiences. >

Showtime.

+ Receive an exclusive backstage tour at Beautiful
- The Carole King Musical, >

« Join fashion leaders for a weeklong immersive
Tashion camp at IMG Academy. >

VIEW ALL
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CREDIT CARD SUPPORT/OFFERS

[Hitton]

Congratulations! Your
free anniversary night
is ready to enjoy.

5 cardmermber. enjoy your free anniversary ight at
Ay Hyat hotel or resort (Category 14). Thi free might

has been added to your account. You have one year from
issuance to use your free night

Thank you for being a Hyatt Credit Cardmember.

points from Hilton on.
Cruises for Hilton Amel
Express Card members

have an online
account?

set up your American
Express online account
today in order to login and
apply for this upgrade offer.

Hilton Honors
gold status

enjoy complimentary gold
status with your card?

earn 12x
bonus points

per $1of eligible purchases
charged on your card

directly with a participating
Hilton hotel or resort'

annual membership fee: $75
offer expires 7/31/2017

the every day with
the Hilton Honors
Platinum Visa

free night
e-certificate

when you spend £750
in the first 90 days of
accout opening™

enjoy silver
status

as long as you're a valid
Hilton Honors VISA
Platinum cardholder

earn bonus
points

3 points/£ spent on Hilton
hotel stays & 2 points/£
spent on other purchases

reg wil b Based o your g gua Crcumsiances

apply now

[Hilton]

when you apply and are approved
by 31 August 20172

lz‘i

EARN BONUS POINTS

4 points per $1spent at hotels and
resorts within the Hilton Portfolio
and1point per $1spent on all other

eligible purchases*>

th

TWO NIGHT CERTIFICATES®

when you spend $2.000 in the first 3
months® & each year your account is
open when you spend $12000"or
more on eligible purchases

Lo

AUTOMATIC GOLD STATUS®

includes complimentary space -available
room upgrades at select hotels’and a
25% bonus on all Hilton Honors
Base Points earned

=

2.99% PA BALANCE
TRANSFERS FOR 12 MONTHS
from card approval and then reverts
back to the standard variable interest
rate for purchases®

Pay $0 annual fee when you apply and are
approved by 31 August 2017%

9
8
¥
g
3
z
H
H
H
§
E
H

EARN 25000 BONUS STARPOINTS.

The Starwood Preferred Guest® Credit Card from American Io

Express. Terms & Conditions Apply. Learn more >

R

You are Prefer

SPG Hot Escapes.

EXPERIENCE THE SPG LIFE.

Your birth year = 2nd rights rate. >

Save up 1o 0% I New York Gy, >

st ates 11 North and Latin Amenica.>

EARN 25000 BONUS STARI

eoo e
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SL: You're Registered for SPG Take Three—But
Haven’t Linked Your Accounts

MAXIMIZE YOUR MEMBERSHIP: LINK, BOOK,
STAY, EARN.

Link your SPG® and Rewards accounts today to
open up a new world of destinations plus points
transfer.

Then, because you're registered for SPG Take
Three, book to earn triple Starpoints® on
weekends* and double Starpoints on weekdays
when you stay two or more nights at participating
SPG hotels and resorts now through September 4,
2017.

LINK NOW

Link. Transfer. Discover.

Link your SPG® and Marriott Rewards®
accounts. Then transfer points between
programs to redeem for more
destinations and options

LINK AND TRANSFER POINTS >

We miss \/ u

‘a) Stay with us
" soncyurroom g cec o soon
Koo vour Starpomts —ande.

Ready, set, redeem.

Fedeernyaur starponts or oo,
o1 52 o

(#)

REDEEM Now >

@) Link Transfer Discover
€ and armots neardse
T B
o o st
o

LINK AND TRANSFER POINTS >

@ Cash+points =room
ok yourrent sy by cambining
et

O Keep your Starpoints
and get mare.

Keep yoursccourt active wth The
Sl petered Gt Crel card
o American Expr

BUY STARPOINTS

e

it your expiring Starpol
tans

LINKS ACCOUNTS IN NEW LOCATIONS

Points Expiration

If you haven't already, link your SPG and
Rewards accounts now to get two new
advantages: Elite Status Match and
Points Transfer.

LINK ACCOUNTS

0
Aarrioft
REWARDS.

W PUNTA DE MITA, MEXICO

W
GUEST® PROGRAM,
Y 5P mamber umbs

Follow e s beiow 9.0

BERETE

Welcome Lifecycle

LCOME TO THE STARWOOD PREFERRED

ing st Regs:
Snviesent mneannﬂ:cunmes Simaly

ok onl
Sxausve

S—

il st

e e
Bt

S atated i th program,

YOUR IDEAL TRAVEL COMPANION.

Forescents inthe S Cansds, U fapan a1
Ehe GAE s ans I miestions 3051
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»

THE WEEKEND STARTS HERE!

Vith SPG Hote

WEEKEND DEALS

A romantic weekend or a relaxing vacation?
We've got you! Discover a wide selection of
artml\e and offers at Sheraton, L

You're one click away from a

Weekend Getaway

Rates start at $79.00 at these featured hotels when you check in on
August 3, 4, or 5. Featured hotels change each week.

Weekends are so rewarding

Eam 3 Bonus Points Lt dollar spent at Hyatt hotels
and resorts worldwide

You're one click away from a

Weekend Getaway

Rates start at $79 at these featured hotels when you check in on
July 27, 28, or 29. Featured hotels change each week.

ndering what to do this
kend? The WAZOBIA
Night at Le Meridien
% yi Place, Port-Harcourt
Live Music
flnger foods and up to
50% off on drinks.
Reserve A Table)

Weekends are for lovers!
From USD151 Indulge in a
romantic getaway with your
I one to Le
Meridien Ibom to enjoy
free upgrade to a
suite, daily breakfast
for two, Wi-Fi
sparkling wine.
chocolate. fruits and
unlimited golf & tennis
activites. Book Now»

d begin
From 7pm
g by the Blue
Bar at Four Points by
Sheraton Lagos for an
intense karaoke night of
fun. Reserve A Tablep

Wazobia Night at the
Pool Terrace Bar.

Sheraton Lagos Hotel,
has b a weekly fun

event you do not want to
miss. Experience Alfresco
dining and enjoy our
happy hour and
complimentary snacks.
Time: 6pm - 10.30pm
Reserve A Tabley

eat yourself
tion of

bang, Sec
broccoli, Ch -
more at the Papillon
Restaurant, Sheraton
Abuja Hotel. Time
Saturday, 6:30

11:00pm Reserve A
Table)

This weekend, take an
adventurous leap to the
wonders at Sheraton
Grand Conakry, Guinea
and enjoy a rejuvenati
rience. Book A Room
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Bucket list bound.

POINTS DISCOUNT —— 1

| === N—— Discount on

redemptions

Soak up the suite life —
and save 35%.

account login

when you buy 5,000+ points
through August 3

Start the fun sooner.

Purchase 5,000 Bonus Points or more through August 9,
2017 and earn up to 40% more Bonus Points.

Purchase Get an Additional
5,000 - 9,000 Points 30% Bonus Points
10,000 - 55,000 Points 40% Bonus Points
HiRen Lot Cabes Beach & Golf Resort, Mx Enjoy an extra award night, room upgrades and more Al Maha, a Luxury Collection Desert

Resort & Spa, Dubai, UAE

with your extra Bonus Points. Take advantage of this
limited-time offer through August 9, 2017.

PURCHASE NOW

The St. Regis Punta Mita Resort,
Punta de Mita, Mexico I-
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PROMOTIONS/SWEEPS

account login

|
account login

l_!gthORS

Embassy Suitos by Hilton Dorado dol Mar Beach Resort

Diamond Members get even more
with Triple Points on every stay
now through August 31.

No limits. No minimums. There's no stopping you.  Embassy Suitos by Hiton Dorado del Mar Beach Resort

go more. get more.
earn Double Points on every stay
through August 31.

No limits. No minimums. There's no stopping you.
earn 500

every time you book in the
Hilton Honors app

Thanks for signing up!
Start traveling to earn Double Points
on every stay now through August 31.

No limits. No minimums. There's no stopping you.

WYNDHAM Hello, Mitchell
REWARDS' Member # 1530912306
You've camed thi BLUE Member | 0 points

MITCHELL, YOU'RE JUST
1 QUALIFIED STAY AWAY

won 10,000 o

You registered, now book a stay at any of our 15 hotel brands.

) 1 WYNDHAM GRANDE

i 3

Book by September 30 and complete a Qualified Stay by October 9 at your
choice of over 8,000 Wyndham Rewards hotels worldwide. Then, 10,000
points toward a FREE NIGHT are yours.

PLUS, A SPECIAL OFFER TO EARN EVEN MORE POINTS

Stay 2 Nights. Save 15-20%
+ get 1,000 bonus points’.
That's on top of your 10,000 points.

Book by September 4.

SPG Take Three

THREE EXCITING WAYS TO EARN
STARPOINTS:

You're registered for SPG® Take Three. Book
today to earn triple Starpoints® on weekends*
and double Starpoints on weekdays when you

stay two or more nights at participating SPG

hotels and resorts now through September 4,

2017.

Don't forget: Starwood Preferred Guest® Credit
Card Members can earn an additional 1,500
Starpoints per eligible resort stay.
Learn more about the Card >

See links below for a list of properties participating in each
promotion. Terms apply.

BOOK NOW

£ MERIDIEN

ANNOUNCING SPG
TAKE THREE

SpPg
Earn triple

Starpoints®

Register by August 30 >

Earn triple and double
Starpoints® with SPG® Take
Three. Register by August 30,

2017, to earn:

3X TRIPLE STARPOINTS on
weekend stays of two or more
nights

2X DOUBLE STARPOINTS on
weekday stays of two or more
nights

Take advantage of both offers. Just
stay two or more nights at
participating SPG hotels and resorts
between May 27 and September 4,
2017.

Register Now >

FAVU LR RL AL

REWARDS
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ASSORTED

‘opLORE NOW>

Featured Hotels:

special offer
20% off our Best Rate & Parking
Hilton Los Angeles Airportt

book now

[Hitton]

more savings with 20%* off in
Philadelphia, Washington, D.C.,
Baltimore, Richmond, Pittsburgh
& Delaware

special offer
25% Off our Best Rate
The Logan Philadelphia, Curio Collection by Hiltont

book now

account login

[Hilton]

jump start your business trip
on a Sunday and get

And since you're a Member
for this

New Hilton Brand

SL: Don't forget to use your

birthday gift!

account login

y:u'll get Double Eoints too.
Business Travel

Sheraic

Summer M

®-

3 unspecified
Destinations;
mysterious

[Hitton]

from three fabulous destinations thi
winter and enjoy great deals!

let’s go

|

Come Visit Us!
snoESTORY MARKET 2017

250 iy 2017

ey s
Weding can b aranged 10 et you

Vot ki g shers o o

THEWESTIN
i B0 Westingal

Wedding

GRAND
HYATT

‘GRAND HYATT JAKARTA WEDDING FAIR 2017

Forthe skt year, we are prous t pracentCrand ot Jekarts Weckding i 2017. T year,

o0
designers, i Tien,vera Kebay, and onca vr, om0 wih he ciy's op wedldng
endors

g
packaGes from 1t Hotls and Rasors werdde

o view more otel speci ffers fam Grand iyt akart,cick ere

Make your birthday pop this year.

Days of the week vary by hotel / At
participating hotels / Blackout dates may
apply / Valid for one stay during your
birthday month, because you're awesome

0, KIMPTON GRAY HOTEL
# CHICAGO, IL

Whether an incredible dinner at our
restaurants, an amazing cocktail at our
bars, or a fully catered birthday bash, host
your party with us & let us celebrate you as
only Kimpton can.

Hilton .

get up to 40% off

enjoy 40% off on Hutong
Courtyard Suites

learn more

explore the alluring
Mount. Sanqgingshan

learn more

trip to Macao for an
exciting summer break

learn more

1,000 points with our new
Hilton XF'an High-Tech Zone

learn more

don’t miss out Summer Sale
with up to 40% off

learn more
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[Eam 500 points when you join

(Opinion Rewards Panel ardt
completa your first Strvey,

ASSORTED (CONT -

Mobile check-in

With these setaways rom Wyndham Vacation Rosorts,

Leave your everyday behind

k & BLLE ember Opars

Embassy Suites by Hien Washington OC Convention Center

New! Check in
with the SPG app
The Beach Is Calling

‘Sok 3 i, cafch o Wver o skl all = e JOUF & App Store ogle Play
perectbaach by in Bk i ary way you s,
Book n acvancs nd save p 0 0% on sy wih SPG mabers
eving n sdlfions| 5% oft,Click herefo evol o,
choose your travel destination N

Yes, this prics s for the whole vcation package—not st
person, pe ight.Choose your escape.

peresrerererrer .
‘Washingten, D.C. ree in Aruba <

To keep your account active,
just do any ONE of these you wish:

Where will ?
see what's new ere wil you go?

from Hampton by Hilton

Book and stay before

0712012017 to keep your

PSST ST THE SPYHUSEUH O A LET US VELCONE 00 ITH account active.
FALLS CHBRER STAY 1000 PONTS I CANCUN

Fraadom ol n Boston

Email Account
Consolidation

: - P
$
Turn on app ;Jﬂgm

-
P i
w3 e

Bite into the Big Apple n New York City, NY

START EARNING 21 HLTON ONORS | RAISE A GLASS T0 A CLEAWATER

PO BERNG 108 DT S0 T B OEREE e
signnto your
ming Stay
et discounts with
n, Michell s pnaes —
Update needed S
YOUR EMAIL ADDRESS IS ASSOGIATED
WITH MULTIPLE ACCOUNTS. ¢ ; ] $‘|4g >

Look for an Souven oty Stay 2 Nights, Save 15-20% ) e

invitation . 41,000 bONUS POINES? st s sk St . 217 o

to check in

Protecting your SPG® account is our top priority.
To help ensure your security, we now require that
an email address be associated with only one
account. Please update your email address now.

UPDATE EMAIL ADDRESS

The day before you
arrive, we'llalert you via
push notification to

Michel, summer suggestons fulof sun

be available on the "My
Stays” screen in
the app.

sulriags

RIDE AFTER THE pak cLoses*
Marmber ¥

A FEW REASONS THIS COULD HAVE 3
HAPPENED: ) 149

Pick up Savings up to 254
your keys. Go barefoot in beautiful Myrtie Beach, SC

on the day of arrival, we'll
alert you via push notification
ihen your room is available.
Just stop by the front desk for
your keys. When you're ready.
use the app to check out and
get your folio emailed to you

— © Spouses share a single email address and
bid your I [ — use it on two accounts,
e ki ponti syie Py next?
= © Amembers assistant or travel planner set

up the account and many others — using

X )lf > hisfher own emeail address
NN A member enrolled in the program years
TSy g0 and then enrolled again recently using

o

the same email address. WyNDHAM o

REWARDS | (2 REvikRos

A winning combination

|

[—— Please rest assured, your account and Starpoints®
Teft handed chat ara are vecurs;

oy BEST ROLLER COASTER FAce
ant yo may see yoursel on S o
i th month o iy

pr—c

Find the SPG hotels partcipating in Mobile $
Checkin and learn more about the SPG app.

ouble points

on your first and every stay ) g the U5, can contact the SPG Customer Care
’ Center

3 0AYS/2 NIGHTS

toh
Savings up to 426 - e
LEARN MORE =
Gatlost in the charm of Alexandria, VA

book now.
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54 & JULY 2017 MR CAMPAIGN REVIEWS

MRCC RESULTS AGAINST FORECAST (EMAIL)

Email Details Jan Feb Mar Apr May Jun Jul
Standalone email accounts 1,738 1,377 2,429 2,278 1,616 1,669 1,779
eNews accounts 20 188 168 2935 719 69 5
Hotel Specials accounts 3 3 27 6l 22 4 19
Points expiration accounts 77 85 105 43 112 96 134
Confirmation email accounts 46 36 34 28 110 147 167
Other ridealong 3 I 4 3 8 14 3
Refer-a-Friend 319 257 128 27 159 207 289
Total 2,206 1,947 2,895 5,375 2,746 2,206 2,396

% year elapsed 58.3%
YTD accounts 19,77
2017 email accounts budget 33,000
% to budget 59.9%
Prior year YTD 19,592
%Y/[Y 0.9% MNarrioft

REWARDS




55 & JULY 2017 EMAIL PROGRAM REVIEW: KPI TRENDS

1
3RD LOWEST CONV% SINCE NOV 12 Opend% was up 5% YoY and 3%
above the 12-month avg
25 — + eNews leveraged targeted subject
24 '-_Y__P_‘?f‘\ — 7 S lines and Open% was the 2nd
o P N //\\ highest since Dec 15
o o « METT Open% was 6% above the
2% Open% 12-month avg
21%
21%
20% T T T T T T T r
Aug-16 Sep-16 Oct-16 Nov-16 Dec-16 Jan-17 Feb-17 Mar-17 Apr-17 May-17 Jun-17 Jul-17 CTO% WaS dOWﬂ 8% YOY and
i o e 34% below the 12-month avg,
e 7 but increased 9% MoM
Sl A LY CTO% S + Solo CTO% was down 9% YoY and
o e . 19% below the 12-month avg
Z \/ « MRCC CTO% was the 2nd |[owest since
o CTO% Jan"12
% : : : ‘ ‘ ‘ ‘ « METT CTO% was the 3@ lowest since
Aug-16 Sep-16 Oct-16 Nov-16 Dec-16 Jan-17 Feb-17 Mar-17 Apr-17 May-17 Jun-17 Jul-17 ,
. —CTO% -- LY CTO% Jan 1 2
11% SR LY COI’]V% )
. e Conv% was the 319 [owest since
o Nov 12
- N « Conv% was below the 12-month avg
- Conv% for all campaigns
& Aug-16 Sep-16 ‘ Oct-16 ‘ Nov-16 Dec-16 ‘ Jan-17 ‘ Feb-17 Mar-17 ‘ Apr-17 May-17 ‘ Jun-17 ‘ Jul-17 R EAV\?':IF({)I‘D‘ S
—Conv% -~ LY Conv% ©0000000000000 .
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JULY 2017 EMAIL PROGRAM REVIEW: TEMPLATE 2.0 EXECUTIVE DASHBOARD

Hotel Reg.

Program eNews Dest. Lifecycle

Specials Con. Solos

Engagement

23.9% 25.8% 18.3% 20.9% 46.1% 38.2%
Open Rate
1.0 pts 2.8 pts -0.5 pts -1.5 pts -5.8 pts 1.4 pts

Click to Open 12.6% 16.5% 8.9% 5.6% 11.2% 22.9%
Rate 1.8 pts 1.6 pts 0.8 pts -0.0 pts -2.0 pts 5.2 pts

Financial

8.5%
-0.2 pts

5.5%
-1.2 pts

7.6% 7.3%
Conversion Rate
-1.6 pts -2.5 pts

5.4% 21.2%
-1.9 pts -1.7 pts

Bookings per
Delivered(K)

p 3.1 1.4 0.6 (N 4.8
-0.3% -71.4% 4.4% -30.8% -30.2% 10.4%

Note: Using EIR Financial Data

) Template 2.0
Campaign ) Template 2.0 Data
Switch Date
eNews 07/06/17 July "17
Hotel Specials 07/25/17 July "17
Destinations 07/14/17 July 17
MB Registration Confirmation 06/28/17 July "17
Abandoned Search 06/28/17 6/28/17 - 8/19/17
Achiever 06/28/17 6/28/17 - 8/20/17
Renwer 06/28/17 6/28/17 - 8/20/17
Lifetime Achiever 06/28/17 6/28/17 - 8/20/17
Welcome Points Series 06/28/17 July "17
Welcome Miles Series 06/28/17 July '17
Welcome Existing 06/28/17 July "17
Welcome Double Opt-in 06/28/17 July '17
Welcome Flipper 06/28/17 July "17
Welcome Non-Member 06/28/17 July '17
Post Redemption o7/11/17 711/17 - 8/20/17

*KPI's based off A between 12-month avg
(Jun 16-May "17) vs various template 2.0

time tables

Narriott
REWARDS

| yes



57 B NAV BAR OPTIMIZATION

POINTS

0 - 25K [Aud. 90%]

1. New York
2. Caribbean
3. Orlando
4.D.C.

6. Los

5. Paris

7. London
8. Montreal
11. Dallas
10. Chicago
9. Toronto
12. Atlanta
14. Beijing
13. Boston
15. Shanghai

2. Caribbean
3. Orlando
4.D.C.

9. Toronto
1. New York
7. London
11. Dallas

5. Paris

10. Chicago
14. Beijing
8. Montreal
13. Boston
12. Atlanta
6. Los

15. Shanghai

25 - 50K [Aud. 4%]

50K - 75K [Aud. 2%]

1. New York
2. Caribbean
3. Orlando
5. Paris

11. Dallas
4.D.C.

8. Montreal
7. London

6. Los

14. Beijing
9. Toronto
10. Chicago
13. Boston
12. Atlanta
15. Shanghai

N
o
(@]

5. Paris

8. Montreal
1. New York
13. Boston
9. Toronto
6. Los

15. Shanghai
2. Caribbean
3. Orlando
11. Dallas

7. London
14. Beijing
10. Chicago
12. Atlanta

75K - 100K [Aud. 1%]

100K + [Aud. 3%]

2. Caribbean
1. New York
8. Montreal
10. Chicago

7. London
5. Paris

3. Orlando
9. Toronto
6. Los
4.D.C.

13. Boston
12. Atlanta
15. Shanghai
11. Dallas
14. Beijing

Marrioft
REWARDS

| yes
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NAV BAR OPTIMIZATION

NIGHTS

0 - 5[Aud. 93%]

1. New York
2. Caribbean
3. Orlando
4.D.C.

6. Los

5. Paris

7. London

8. Montreal
10. Chicago
9. Toronto
11. Dallas
12. Atlanta
14. Beijing
13. Boston
15. Shanghai

6-10 [Aud. 2%]

1. New York
2. Caribbean
4.D.C.

13. Boston
9. Toronto
7. London
11. Dallas

8. Montreal
5. Paris

14. Beijing
12. Atlanta
15. Shanghai
3. Orlando
6. Los

10. Chicago

11-15 [Aud. 1%]

2. Caribbean
1. New York
8. Montreal

3. Orlando
7. London
11. Dallas
9. Toronto

5. Paris
10. Chicago
4.D.C.

13. Boston
14. Beijing

12. Atlanta

15. Shanghai

6. Los

16-20 [Aud. 1%]

2. Caribbean
3. Orlando
5. Paris

1. New York
7. London

8. Montreal
6. Los

9. Toronto
15. Shanghai
4.D.C.

14. Beijing
11. Dallas
10. Chicago
13. Boston
12. Atlanta

3. Orlando
1. New York
2. Caribbean
5. Paris
4.D.C.

10. Chicago
11. Dallas

8. Montreal
7. London
15. Shanghai
9. Toronto
6. Los

12. Atlanta
14. Beijing
13. Boston

21-50 [Aud. 3%]

51 + [Aud. .2%]

2. Caribbean
8. Montreal
13. Boston
6. Los

12. Atlanta
15. Shanghai
3. Orlando
7. London

1. New York
5. Paris
4.D.C.

10. Chicago
11. Dallas

9. Toronto

14. Beijing

Marrioft
REWARDS

| yes



59 B NAV BAR OPTIMIZATION

MVP

BAU [Aud. 50%]

1. New York
2. Caribbean
3. Orlando
4.D.C.

5. Paris

6. Los

8. Montreal
10. Chicago
11. Dallas

9. Toronto
7. London
15. Shanghai
14. Beijing
12. Atlanta
13. Boston

1. New York
2. Caribbean
3. Orlando
4.D.C.

7. London

8. Montreal
5. Paris

6. Los

10. Chicago
9. Toronto
12. Atlanta
11. Dallas
13. Boston
14. Beijing
15. Shanghai

OPTIMIZED [Aud. 40%]

RANDOM [Aud. 10%]

1. New York
2. Caribbean
3. Orlando
7. London

5. Paris

6. Los

8. Montreal
4.D.C.

9. Toronto
11. Dallas
13. Boston
12. Atlanta
10. Chicago
15. Shanghai
14. Beijing

Marrioft
REWARDS

| yes
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35%

30%

25%

20%

15%

10%

5% -

0%

JULY 2017 MR CAMPAIGN REVIEWS: ENEWS

JULY 17 ENEWS EMAIL KPI TRENDS

Open% LY Open%
- T T w S v~ PRl <
/ ---=- = - ~~ae
L7 e CTO% LY.CHO%
Conv% LY Conv%
Aug-16 Sep-16 Oct-16 Nov-16 Dec-16 Jan-17 Feb-17 Mar-17 Apr-17 May-17 Jun-17 Jul-17

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

Open% was the 2"d highest
since Dec'15, subject lines
reflected targeted top offer:

* MB Register: Your Account:
Sign Up for Infinite Points

« MB Earn: Your Account:
Prepare to Earn Endlessly

» Generic: Your Account: Reveal
Your Member Offers

CTO% was the highest since
Oct 16 & 15% above the
12-month avg

Conv% was the 2nd Jowest
since Jan"12

Narriott
REWARDS




62 & JULY 2017 MR CAMPAIGN REVIEWS

HEADER

B 5% clks, 7% bks

JULY 17 ENEWS SECTIONS

July eNews generated the 29 highest click volume since Jan "15; content above
the search bar attracted 92% of overall clicks
« Top Offer section generated the most clicks since Sep 16
o All MegaBonus top offers leveraged Wylei image optimization and ‘Register’ offers
were segmented (generic/eligible stays); collectively MB top offers generated the 2nd
highest MB top offer click volume since Sep 13
= MB Register - 57% of top offer clicks / Click% = 2.9%
= MB Register/Eligible Stay - 15% of top offer clicks / Click% = 14.1%
= MB Book - 4% of top offer clicks / Click% = 3.1%
o ‘Member Deals' top offer leveraged ‘first name’ personalization, was sent to 20% of

the audience, and generated the highest Click% (4.3%) of any MegaBonus-
alternative top offer since Feb 16

= June's MB-alternative Top Offer (Chirpify) leveraged first name’
personalization & generated the 29 highest MB-alternative Top Offer Click%
(1.0%) since Feb 16
« Member Module generated more clicks than the Top Offer 2 click volume avg; the
most clicked links were...

o "Activity’ = 38% of module clicks

o ‘Use Points/Miles’ = 26% of module clicks

o "Account # = 18% of module clicks

KEEP EXPLORING,

TOP OFFER
73% clks, 71% bks

G

MEMBER MODULE
12% clks,12% bks

SEARCH BAR
3% clks, 4% bks

TRAVEL, TRANSFORMED.

REWARDS
5% clks, 4% bks

PLAN YOUR NEXT TRIP TO THE
MILE HIGH CITY

DESTINATION
CONTENT
1% clks, 1% bks

HOTEL OPENINGS
1% clks, 0% bks

THE HI-LO HOTEL,
AUTOGRAPH

EBREAKS

1% clks, 1% bks
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JULY 17 ENEWS SECTIONS

High click engagement with content above the fold may have cannibalized clicks to sections in lower

positions...

-+ Rewards section included 4 modules containing MVP content and attracted the 2" lowest % of clicks since Nov 14 (A/A MVP
testing occurred in July)

+ Hotel Openings featured a new treatment that featured one halo property and a secondary “See All" CTA; it generated the
lowest % of clicks since Sep 16

o Recommendation: Feature properties in popular locations (New Orleans, Miami, New York, Hawaii) to gauge
effectiveness of this new treatment

 July featured a new Destinations Navigation Bar and was sent to non-recipients of the Destinations Propensity module;
collectively, both pieces of content generated a 22% lower % of clicks than the Destinations Propensity Module 2-month avg

o Collectively July destinations content generated 3% more clicks and 54% more bookings than the standalone
Destinations Propensity Module in June

o Destinations Navigation Bar (59% of audience) generated a 58.5% lower Click% than Destinations Propensity
 eBreaks leveraged frequently used content, featured a new design, and generated the lowest click volume & % of clicks
since Apr ‘16
o Conv% was the 2nd highest since Apr 16

Overall high click engagement drove 2.5K more bookings than the 12-month avg; Conv% was 20%
below the 12-month avg
+ Top Offer section Conv% was 23% below the 12-month avg

o MegaBonus top offers collectively generated the lowest Conv% (7%) of any MegaBonus Top Offer since Sep "13

= 'Generic Register’ offer accounted for 75% of MB clicks and generated a Conv% (5%) well below the other
MB offers

+ Header Conv% was 22% below the 12-month Account Box avg (lowest since Jan “15)

o Historically, the Account Box search function generated the highest Conv% within the section; reducing prominence

may impact Header Conv%

ACCOUNT BOX
5% clks, 7% bks

KEEP EXPLORING,
Mitchell.

TOP OFFER
73% clks, 71% bks

el

MEMBER MODULE

12% clks,12% bks

einspi o your it svenureFolow OMarctenacs o sisgan.

SEARCH BAR
3% clks, 4% bks

TRAVEL, TRANSFORMED.

Got pemts7 60 shoppmg'

_2A

Up to 35% off base rates.
Book your next ca i Hertz and
seupo soonpom and 35% off

REWARDS
5% clks, 4% bks

Europe for Up to 20%
less.

P KAABOO Del Mar

sweepstakes.

PLAN YOUR NEXT TRIP TO THE
MILE HIGH CITY

See Denver

The Brown The Ritz- Renaissance®
Palace Hotel Carlton®,
and Spa, Denver

DESTINATION
CONTENT
1% clks, 1% bks

NewYork>  Carlbbsan>  LosAngeles>  Atlanta>

°
NOW OPEN.

HOTEL OPENINGS
1% clks, 0% bks

g

THE HI- LO HOTEL,
AUTOGRAPH
COLLECTION

Anew Gountown boutiaue thet exudes luxury with o
distincty Portiand vibe.

EBREAKS
1% clks, 1% bks
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JULY 17 ENEWS DESTINATIONS PROPENSITY SECTION ANALYSIS

July was the first month that

. . . . ly'17 eN
Destinations Propensity did not feature [N cnck%
5 pensity

a bottom “See All" link NYC
D.C
Atlanta

MoM, Destinations Propensity Chicago
generated 484 more clicks & an 11.1% Boston
higher overall section Click% San Francisco
Denver

Miami

Phoenix

Orlando

Dallas

Savannah

New Orleans

London

Caribbean

Hawaii

Italy

1.3 M
1.0M
6442 K
530.0 K
485.6 K
284.0 K
203.9K
157.5K
148.5 K
139.1 K
117.7 K
100.6 K
788 K
44.0 K
11.0K
73K
LI K

0.11%
0.06%
0.05%
0.07%
0.09%
0.09%
0.05%
0.13%
0.09%
0.17%
0.04%
0.27%
0.06%
0.18%
0.69%
0.65%
0.73%

Book Now

The Brown The Ritz- Renaissance®
Palace Hotel Carlton®, Denver
and Spa, Denver Downtown City
Autograph Center Hotel
Collection® Book Now
Book Now
PROPERTIES

HERO/CTA
34% clks, 40% bks

PLAN YOUR NEXT TRIP TO THE
MILE HIGH CITY

See Denver

66% clks, 60% bks

arriott
REWARDS u&s
0000000000000




65 ’ ENEWS: INTERNATIONAL

NEW UK VERSION ADDED INCREMENTAL
ENGAGEMENT ALONGSIDE GLOBAL ENEWS

Open%
45% 2.0%
40%
35% 35.3% 35.8% 34.1%

31.7% 31.4%

30% | 27.4% 28.0% 27.5%

25% -

20% -

15% -

10% -

5% -

0% - T T T T T T T

Aug'lé Sep'l6 Oct'l6 Nov 'l6 Dec'lé Jan'17 Feb'l17 Mar '17 Apr'l7 May '17 Jun'17 Jul'17

m UK Countries, All Versions m UK Version

CTO%

25%

21.6%

Aug'lé Sep'lé Oct'l6 Nov 'l16 Dec'l6 Jan'17 Feb'l7 Mar '17 Apr'l7 May '17 Jun'17 Jul'17

m UK Countries, All Versions m UK Version

20%
15.1% 15.1% 15.8%
15%
11.9%
10.2% 0.8%
10% - - D
8.0% 8.2% 8.0%8.2%
7.4%
P i 6.9%

s I
0% T T T T T T T

European audience engagement
with Global eNews was not
significantly affected by the UK
version of eNews

The addition of UK eNews
created an additional touchpoint
with incremental exposure

Marrioft
REWARDS llas
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ENEWS: INTERNATIONAL

MEA audi t with
MEA QUARTERLY eNews does no seem to be

40%

significantly impacted during

35%

months MEA eNews is deployed

35.0%

30%

* MEA audience avg Open% &

25%

CTO% was higher during

20%

15%
10%
5%
0%

20%
18%
16%

14% -
12% -
10% -

8%
6%
4%
2%
0%

Aug'lé Sep'lé Oct'l6 Nov '16 Dec'l6 Jan'17 Feb'l7 Mar '17 Apr'l7 May '17 Jun'17 Jul'17

months MEA eNews is sent

Click engagement is lower with
the MEA version (which features

_ . . more local offers)
m MEA Countries, All Versions B MEA Version
CTO%
17.0% 17.6%
16.4% Rl
13.3%
12.1%
10.0%
8.4% o 8.9% 8.4% 2.0%

Aug'lé Sep'lé Oct'l6 Nov 'l6 Dec'l6 Jan'17 Feb'l7 Mar '17 Apr'l7 May '17 Jun'17 Jul'17

B MEA Countries, All Versions B MEA Version Aar"on

©000000000000..
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25%

20%

15%

10%

5%

0%

JULY 17 HOTEL SPECIALS EMAIL
KPI TRENDS

Conv% CTO%

T
Aug-16

T
Sep-16

Oct-16 Nov-16 Dec-16 Jan-17 Feb-17 Mar-17
—Open% —CTO% —Conv% -- LY Open% --LYCTO%

T T
r-17 May-17
y

LY Conv%

Jun-17

Jul-17

Open% was down 3% YoY
and 2% below the 12-
month avg, but increased
2% MoM

CTO% was the highest
since Aug 16
+ Featured MegaBonus

+ High engagement with Field
Offers & new Member
Module

Conv% was down 5% YoY,
2% MoM, and 2% below
the 12-month avg

Narriott
REWARDS

yes
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JULY 17 HOTEL SPECIALS LINK ANALYSIS

July Hotel Specials generated the most clicks since Aug '16; 24.4K more than the 12-month avg
« Field Offers click volume was the highest since Feb 16
o CTA generated 2.1X the clicks as the 12-month avg (+23K)

+ Curated Offers generated 3.7K more clicks and accounted for a 33% higher % of clicks compared to
the 12-month avg of content previously featured in a similar position

o MegaBonus offers drove 39% of Curated Offers clicks; MoM MegaBonus generated a 3%
higher % of total clicks and a 5.7% higher Conv%

o June and July 2017 featured destination-based offers in a 3-across design in a similar position;
July offers featured CTA's, as well as, ‘save %' headlines and collectively generated a 29%
higher % of clicks and generated a 42% higher Conv%

o Florida and Vegas offers generated the 2" and 39 most curated offer clicks; 21% & 18% of
section clicks respectively

+ Member Module accounted for 11% of clicks and had the highest section Conv% (38% above overall
mailing)

Opportunities for improvement:
+ MoM, Moments section generated 15K fewer clicks; most likely due to lack of sweepstakes content

+ eBreaks tested a new design that leveraged frequently used content and generated the lowest click
volume & % of clicks since first being featured in Mar 16

Conv% was the lowest since Dec'16

« Field Offers accounted for the highest % of overall clicks since May “13 and continued a historical trend
of generating a lower Conv% than the overall mailing

+ Lack of a prominent search bar within the Header may have caused section to generate a lower click
volume and Conv% than Account Box avgs

*Destination Navigation Bar Booking not included

HEADER
19% clks, 23% bks

FIELD OFFERS
57% clks, 50% bks

MEMBER MODULE
11% clks, 15% bks

Q
MEET MARRIOTT REWARDS MOMENTS.

Use points for members-only experiences.

MOMENTS

3% clks, 3% bks

many more. Perez at
Enoteca.

Use Points Use Points
Use Points

See all experiences >

DEST. NAV. BAR
1% clks, [*] bks

Q
TODAY'S TOP OFFERS.

Your MegaBonus®
egsvon update: Keep exploring.
Book nowi to eam up 10 4,000 bonus
points per stay,starting with your
second stay.

CURATED OFFERS
6% clks, 7% bks

Save upt020% Save up to30%  Save up to 20%

in Florida. in Las Vegas. in Texas.

From $109 From $79 From $101

See more travel deals >

MRCC
0% clks, 0% bks

Q

SAVE 20% WITH eBREAKS®.

FIND YOUR NEXT
WEEKEND ADVENTURE.

EBREAKS

1% clks, 1% bks
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365
TODAY'S TOP OFFERS. PANGTS

egaBonus®
leep exploring.

parn up to 4,000 bonus

(\ 482 BKS , starting with your

N

JULY 17 HOTEL SPECIALS LINK ANALYSIS

—

Plan a Stay

Observations
Most clicked content:
29K 25K
. I\/Iega Bonus (CU rated Offers) 53K MEET MARRIOTT REWARDS MOMENTS. 224 BKS 110 BKS
° eBrea kS 31 K Save up to 20% Save up to 30%  Save up to 20%
. in Florida. in Las Vegas. in Texas.
+  Florida (Curated Offers) 29K 1.5K 2.7K . oo i
. L 89 BKS 152 BKS
. Destinations Navigation Bar 2.8 K : 2 ,
«  Ed Sheeran/Bruno Mars (Moments) 27K Wit Dyame  Brae Mars and with Chef Poco
Wade. many more. Perez at
. Vegas (Curated Offers) 25K — Encteca.
Use pois - et
i
MoM, Curated offers click volume increased by 3K,

while Moments & eBreaks click volume decreased 31K 0
by ,I SK & 2 4K reSpeCtiVe'y DISCOVER MORE PLACES. 202 BKS VE 20% WITH eBREAKS®.

D.C.> Chicago > Los Angeles > Atlanta >

FIND YOUR NEXT

*Destination Navigation Bar Bookings not included z,s K R D
[*] BKS Discover last-minute deals across North America.

ave 20%



70 ’ JULY 2017 MR CAMPAIGN REVIEWS: DESTINATIONS

JULY 17 DESTINATIONS EMAIL KPI TRENDS

30%

25% Open% emel
0% o TTTmeees ——
LY Open%

15%

A0k LY Conv%
- M _— T
5% — L ----==

LY CTO%

0% ;

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

Aug-16 Sep-16 Oct-16 Nov-16 Dec-16 Jan-17 Feb-17 Mar-17 Apr-17 May-17 Jun-17 Jul-17

July generated the lowest
Open% in 2017 thus far

* SL: 4 Road Trips for Every
Personality

CTO% was up 5% MoM and
slightly above the 12-month
avg

Conv% was the 2nd Jowest
since launch (Mar “16)
* New Header and Top Offer

content generated 83% of clicks
and lower than avg Conv%'s

Narriott
REWARDS
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16% clks, 28% bks

Cuinay wite

Y

JULY “17 DESTINATIONS LINK ANALYSIS | A

July was the 24 month of the Road Trip theme and generated 25.1K more clicks MoM and 6.9K more clicks
than the 12-month avg

 All sections generated more clicks than their respective 12-month avgs, except for the Header & Trip Planner

« Top Offer content featured 4 different road trips with varying focuses of interest and attracted a 47% higher LI g v iviand
% of overall clicks than the 12-month avg

o ‘More Road Trips' CTA was the most clicked link within the Top Offer section and accounted for 26%
of section clicks 0

= Top Offer section CTA's have generated an average of 4% of section clicks in 2017 thus far e e
- Middle Offer section attracted an 8% higher % of clicks than the 12-month avg QUELECOMING TRIP TO LOS ANGELES

o ‘Road Trip Tips' generated 66% of section clicks UPCOMING TRIP
o ‘Car Games' generated 32% of section clicks 1% clks, 2% bks

- Upcoming Trip module generated the 29 highest % of clicks & Conv% since first being featured in Feb ‘17
(behind May “17)

July Conv% was the lowest since launch (Mar “16)
+ New Header generated a lower Conv% & % of clicks than any month the Account Box was featured

« All Top Offer content, except the 'travel personality quiz’ & the CTA generated a lower Conv% than the 12- MIDDLE OFFER
month section avg 10% clks, 7% bks

« Middle Offer section Conv% was 23% below the 12-month avg; both primary features had similar Conv%'s

Q

WHERE TO BOOK NOW.

TRIP PLANNER

4% clks, 4% bks

- et lloft
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JULY 2017 MR CAMPAIGN REVIEWS: SOLOS

OVERALL SOLO DECLINES TIED TO MOMENTS
REBRANDED DECLINES

Program Solos

Total 93.3M | 26.8M
° Delivered 7.4% 11.0%
g 0.15% | 0.12%
2| Unsub Rate
2 0.0 pts | -0.0 pts
99% 100%
Delivery Rate
0.2 pts | 0.7 pts
4% T%
Open Rate 2 23.1%
0.7 pts | 0.1 pts
21.8M | 6.4M
Opens
2 9.4% 11.5%
£
2.2% 1.9%
§, Click Rate
<A -1.0 pts (/-0.5 pts
=
- 20M |5203K
Unique Clicks
13.0% | -10.0%
Click to Open 9.2% 8.2%
Rate -4.7 pts (-2.0 pts
. 160.7K | 51.9K
Bookings
-3.9% -11.0%
. 155K
RoomNights 3659 K
-6.7% -15.3%
g $55.4M [$17.4 M
c Revenue
= -7.1% -16.0%
I
8.0% 10.0%
Conversion Rate
-1.0 pts ([-0.1 pts
Bookings per 1.7 1.9
Delivered(K) -39.4% | -19.8%

July BPK was down 21% YoY & 20% below
the 12-month avg

Open% was slightly above the 12-month
avg, but slightly down YoY

Moments Rebranded solo conducted a
subject line test:

* Introducing Moments (20.8%)

« New: Marriott Rewards® Moments
(20.7%)

+ Mind-Blowing Moments. All for You.
(20.5%)

CTO% was down 9% YoY and was 19%
below the 12-month avg

Conv% was down 12% YoY and was 1%
below the 12-month avg

uly 17 L aunches of Note:

+ MB Registration Reminder
* Moments Rebranded

+ MB Booking Reminder

Narriott
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73 B JUNE 2017 MR CAMPAIGN REVIEWS: MB TO-DATE RESULTS o "™ g e 03110

Announcement 9.8 M 456K  $16.1 M 47

Registration Confirmation 1.3 M 181K  $59M 142

Registration Reminder ~ 8.5 M 15.6 K $57M 1.8

Hotel Specials May '16 9.0 M 815 $261.9K 0.1

PO-Offers May '16 LM 424 $157.7K 0.4

l Destinations Jun'16  10.1 M 611 $2038K 0.1

SUMMER ‘17 MEGABONUS TO-DATE =5t & 2 &
Hotel Specials Jun'l6 9.3 M 17K $580.5K 02

PO-Offers jun'l6 1.1 M 678 $2190K 06

eNews Jun'l6  11.0M 101K $35M 09
PO-Benefits Jun'16 1.2 M 5.1 K $1.8M 44

eNews Jul'l6  11.IM 264K  $87M 24
Hotel Specials Jul '16 9.3 M 15K  $4919K 02
PO-Benefits Jul '16 12M 168 K $6.1 M 144

PO-Offers Jul'l6 1.1 M 641 $2440K 06

Promotion Results . EIR
) Delivered Regiraton Confomaton 063K 9% $16M 130
First 3 Months Bookings Revenue

Registration Reminder 7.9 M 27.1K $9.4M 34
Summer Promo 'l 6 86.0 M 1444 K $500M 1.7 oo ots 9am s sk o1

Achievement  102.9 K 140K $43M 1365

PO-Benefits Sep'l6 1.2 M 178K $67M 149

[] PO-Offers Sep'l6 1.1 M 509 $1620K 05

Fa" I 6 87.8 M I 25.4 K $43.7 M I .4 eNews Oct'l6  120M 18K  $6557K 02
Hotel Specials Oct'16 9.3 M 659 $2069K 0.1

. ' PO-Benefits Oct'16 1.2 M 844 $3182K 07
Sprlng I 7 68,8 M I 448 K $522 M 2 I PO-Offers Oct'l6 1.IM 289 $I087K 03
eNews Nov'lé 11.9M 21K $8223K 02
[ PO-Benefits Nov'l6 1.3 M ILIK  $3970K 09
Summer I 7 85,4 M I 33,2 K $45,2 M I _6 PO-Destinations Nov'16 12 M 37 $134K 00
Destinations Nov '16  10.6 M 127 $385K 0.0

Fall ‘16 87.8M  1254K $43.7M
Announcement 85 M 550K  $204M 64
Registration Confirmation  777.9 K 81K $29M 10.5
Achievement  162.9 K 42K $1.5M 257

Registration Reminder 8.0 M 199K $7.1M 25
Last Chance Registration 7.7 M 13.9K $48M 1.8
Last Chance Booking  645.5 K 55K $1.8M 85
eNews Jan'l7 137M 13.1K $45M 1.0

eNews Feb'l7 150 M 23.8K $8.6 M 16

eNews Mar'l7 144 M 12K  $4504K 0.1

Spring '17 68.8M 1448K $522M 2.1

Announcement 2.1 M 526K $I80M 44
Registration Confirmation  906.2 K 85K $27M 9.4

Registration Reminder 9.4 M 136K  $46M 1.4

Booking Reminder  801.6 K 10.6 K $33M 132
eNews Jun'l7  145M 197K $6.9M 1.4

Hotel Specials Jun'17 103 M 424 $1454K 0.0
Destinations Jun 17 1.7 M 13K  $3412K 0.1
eNews Jul'17 154 M 260K $9.1 M 1.7

Hotel Specials Jul '17  10.3 M 482 $1548K 0.0
Summer '17 854M | 133.2K $45.2M | 1.6
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JULY 2017 MR CAMPAIGN REVIEWS: LIFECYCLE

BPK FELL BY 1.7% AGAINST 12 MO

AVG DUE TO

LOW OPEN%

Program Lifecycle

Total 93.3 M 6.5M
Delivered 7.4% 21.2%

@
g 0.15% | 0.30%
2| Unsub Rate
2 0.0 pts | 0.0 pts
% 7%
Delivery Rate 99% ot
0.2 pts 0.5 pts
23.4% 31.5%
Open Rate
0.7pts | -1.3 pts
21.8 M M
Opens
2 9.4% 16.4%
2 9, ©,
&| Click Rate 22% | 6%
& -1.0 pts | 0.6 pts
<
- 2.0M 400.0 K
Unique Clicks
13.0% 34.4%
Click to Open 9.2% 19.4%
Rate -4.7 pts | 2.6 pts
. 160.7K | 283K
Bookings
-3.9% 19.2%
RoomNights 365.9K | 68.6K
-6.7% 16.2%
g $55.4M | $103 M
s Revenue
£ -71.1% 15.2%

8.0% 7.1%
-1.0 pts

Conversion Rate

Bookings per 1.7

Delivered(K) -39.4%

2nd highest delivery volume since Jan '12

+ Welcome Emails delivery volume was the 3rd
highest since Jan ‘12

+ Anniversary delivery volume was the highest
since launch (Jun 15)

+ Onboarding series delivery volume was the
highest since launch (Mar "16)

Open% was the 3 lowest since Jan 16

+ Although Onboarding series Open% was 3%
above 12-month avg; it generates a below
lifecycle avg Open% and had a 39% higher
volume than the 12-month avg.

+ Anniversary Open% was the 2" lowest since
launch (Jun "15)

CTO% was the 3 highest since Jan 16

+ Welcome campaign (38% of lifecycle Del.)
generated the 2nd highest CTO% since Jan '12

o Welcome Points generated the highest CTO%
since Dec 14

Conv% was the lowest since May '14

+ Hello Again campaign (9% of lifecycle Del.)
generated lowest Conv% since Dec'15

o Initial Hello Again Email Conv% was 3
lowest since Dec 15

+ Welcome campaign generated the lowest Conv
% since Jan"12
o Welcome Points generated the lowest Conv%

since Jan 12
Aarriott
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75 B JULY 2017 MR CAMPAIGN REVIEWS: NEW MEMBER ACTIVATION

NEW MEMBER ACTIVATION

SL: Get Silver Elite Status And A Free Night
= PH: Take your membership to the next level.

July '17 Lifecycle
Delivered Open% | CTO% | Conv% | Unsub%
Mailings Booklngs Revenue De! I(K)

Marriott
REWARDS

First Name
Last Name
ember Sta

i e
Points Nights

New Member Activation 3.7K 22 $8.3 K 40.0% 26.8% 5.5% 0.11%
e Hello Again  291.0 K 121 $448K 6.1% 125% 55% 021% 04
Upgrade To Silver Elite Status Winback 3.6 K 8l $27.1 K 35.4% 220% 29.3% 000% 228

Take your membership to the next level. Register by

otiaefinty e St

the next three months.
{First Name}, you can retain this Silver Elite status [through current year +1] wif| To P CTA

stay during the next three months. Marriott Rewards® members achieve Silver g 0 | H k

Status after 10 nights. You could earn yours with just one. To receive your free 58 A) C ICKS

night*, just stay a second time within the next three months.

Enjoy exclusive Silver Elite benefits including:

@ Utimate reservation quarantee
2L Acdtional 20% bonus on points
Il Priority late checkout

R Eiteonly offers and much more

BOTTOM CTA

“Free night available for categ

15% Clicks

MoM, audience decreased by 7%;

BPK increased 48%

* MoM, New Member Activation
Open% and CTO% increased
21% and 30% respectively, while
Conv% fell 46%

* InJuly, New Member Activation
CTO% was higher than initial
Hello Again and Winback Emails

CTA % of Clicks for similar mailings:

+ Hello Again [Update Preferences]
= 23% of Clicks

« Winback [Take Survey] =
Clicks

86% of

Narriott
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