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MARRIOTT

BONVOY

Lifecycle Email Engagement

%

Del. CIR Above avg. CTR

even with rise in vol.

2.39% o o
Lift in deliveries

from F100 & Hello

0/ . .
2.00% Again in market

CTR dip typical with

68.1M delivery increase

132.9M

2024 2025

Del. +95.2% YoY  MBV 1H 25| CTR: 0.67%
CTR-0.39 pts. YOY Travel Ind. | CTR: 0.8% | 1.16%

Partner Email Engagement

Lifecycle/Partner Performance

Lifecycle Push Engagement

Del. CTR Lift in deliveries
5.58% from F100 & Incent
4.58% Red. in market
ATM made up most
deliveries each year
CTR dip typical with
8.9M 11.0M

delivery increase

2024 2025

Del. +22.7% YoY
CTR -1.00 pts. YoY

MBV 1H ’25 | CTR: 6.56%

Emailable Points Active Members

%
Del. CTR o >>> Jul '24 - Jun '25 Total of 11.6M
0.61% Deliveries up YoY 9.0M emailable active
from BetMGM, members as of
Uber, CwP mailings June 30, 2025
0.52% CTR lift influenced Earn/Redeem 90%
by EAT Jun ‘25 25M non-cardholders
0,
71.9M 74.2M (P GIR) 86.7K Both was 51%
2024 2025 Earned Redeemed Both cardholders
Del. +3.2% YoY ~ MBV 1H’25 | CTR: 0.67% New global report
CTR +0.09 pts. YoY  Travel Ind. | CTR: 0.8% | 1.16%
0.11% 0.43% 0.14
-0.04 pts. YoY -0.20 pts. YoY -51.8% YoY
Unsub Rate Unsub Rate BPK
Partner Lifecycle Lifecycle

>>> Supplemental slides follow

KEY TAKEAWAY

Overall Lifecycle and Partner engagement and audience health were strong YoY and compared

to MBV averages. Lifecycle revenue up YoY with increase in deliveries.

Lifecycle Email:

1 Annual Choice Ben. | 629.3 K | 29.37% | 0.03%

2 New Level Achiever | 514.0K | 8.73% | 0.07%

Partner Email:
1 EAT Jun|8.8M|2.44%|0.08%

2 Emirates Airlines | 3.2 M | 0.68% | 0.05%

Annual Choice Ben. EAT June

Top-Performing
Lifecycle Email
Campaign

Top-Performing Partner
Email Campaign
750 bonus pts. offer

BONVOY

Don't Miss Your Chance to Choose

CIIITIED
0.62% $7.0M
-0.38 pts. YoY +28.9% YoY
Conv. Rate Revenue
Lifecycle Lifecycle

Lifecycle Push:
1 Achiever | 306.5K | 11.30% | **

2 NearLevel | 122.6 K| 9.50% | **

**Push opt-outs are tracked at the customer level
and not by campaign; not included in analysis.

New Level Achiever

Top-Performing Lifecycle
Push Campaign

el
Congratulations, Katrinl &%
B You are now Gold Elite. Celebrate with a welcome

gift of points when you arrive for your stay Tap fo
learn about all the benefits that come with Marriott
Bonvoy!

voy

Example: Gold Elite message.
Messages varied by level.

MBV 1H 2025 Avgs (email):
Unsub benchmark = 0.20% | Conv =0.70% | BPK=0.05

Partner includes Airlines, Air+Car, BetMGM, CwP, EAT,
Hertz, Starbucks, Uber.

Stats = email only. MBV data issues in May ‘25 may impact
some metrics. See Appendix for Standard KPI Definitions.



» Lifecycle Email Engagement

50.0M

45.0M

40.0M

35.0M

30.0M

25.0M

20.0M

15.0M

10.0M

5.0M

.0M

1H 2025

ACHIEVERS

ANNUAL
CHOICE BEN.

ATM

DOWNGRADE

Lifecycle Email Engagement by Campaign

Jan-Jun'25
Del. e=—CTR
EARN EVERY ELITE F100 GATED OFFER HELLOAGAIN INCENTRED. NEARLEVEL NEWHURDLE NON-MEM  POINTSEXP.  RENEWER WELCOME
DAY WELCOME OFFER ACQ. SERIES
BACK
Includes all regions. MARRIOTT

BONVOY
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» Lifecycle Email Engagement
1H 2024

Lifecycle Email Engagement by Campaign

Jan-Jun'24
Del. ==CTR
30.0M
25.0M
20.0M
15.0M
10.0M
50M
OM
ACHIEVERS ANNUAL ATM EAPPEND  EARN EVERY ELITE GATED OFFER  INCENT RED. F100 DOWNGRADE ~ MEMBER ~ NEWHURDLE NON-MEM  POINTSEXP. =~ RENEWER  WELCOME
CHOICE BEN. DAY WELCOME REMEDIATION  OFFER ACQ. SERIES
BACK
Includes all regions. MARRIOTT

5 BONVOY
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» Lifecycle Push Engagement

1H 2025 & 1H 2024

1H '25 Lifecycle Push % of Del.
by 0S

Android i0S

10.3%

89.7%

1H'25 Lifecycle Push CTR
by OS

Android i0S

5.22%

4.50%

CTR

Lifecycle Push Engagement by Campaign
Jan-Jun'25

Del. =====CTR

10.60%

7.3M 1.7M 865.3K 521.4K 451.6K 122.6K

ATM POINTS EXP F100 RED'N ACHIEVERS NEAR_LEVEL

Lifecycle Push Engagement by Campaign
Jan-Jun'24

Del. s====CTR

6.75%

6.8M 1.6M 66/8 K

ATM POINTS EXP ACHIEVERS

ATM = Invite, Reg, Book. POINTS EXP = 30 & 90 Day. F100 = First 100 Days, Online Profile & Roadtrip
Planner. RED’N = Incent Redemption. ACHIEVERS = Achiever & LT Achiever. NEAR LEVEL = Near Level.

MARRIOTT

\V4
BONVOY' s4



» Partner Email Engagement

1H 2025 & 1H 2024

Partner Engagement hy Campaign

Jan-Jun'25
Del. ==CTR
2.44%
0.25%
.68%

0.36% 0.38% 0.36%
24.8M 9:0M 8.8M 3.2M 4.8M 23.6M
BetMGM CwP EAT Emirates Hertz Uber

MBYV data issues in May ‘25 may impact some metrics.
Partner Engagement by Campaign
Jan-Jun'24
Del. ===CTR
4.71%
1.25% 0
0.22% 0.37% ’ 0.38% j-ad% 0.38%
352.8K 4:9M 32:0M 110 M
Airlines BetMGM CwP EAT Hertz Starbucks Uber
, United.

Airlines 2024 include Cathay launch, Singapore launch, Emirates

MARRIOTT
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*New report tracks points activity for emailable

” Emallable Memb CI'S POlntS ACthIty members globally. Plans are in place to track monthly

for seasonal trends.

As of June 30, 2025
Total Emailable Members = 39.1M

9.0 M
78% of emailable points active members were
‘ \ 25 tead ing points as of June 30th, whil
Points 86.7 K — ? O?a 3(/1 earnlr:jg p?jlnzz ;Sdc')d bur;r(? , while
11?;::%’0% Earned Redeemed Both o redeemed an o did Doth.
Not Points
Active,
27.6 M, 70%
Cardholder No  Cardholder Yes Non-cardholders made up most of
100% — 5.8 K the activity due to size, but
of the emailable 80% 13 M cardholders were equally as busy.
audiences were actively earning 60% sam 50.9 K
and redeeming in the program 40% ' ' 51% of the Both segment were
as of June 30th. 20% 120 cardholders, which means they were
0% o Redeem Both actively earning and redeeming points.

MARRIOTT Y 4
*Global Marriott Bonvoy members who are emailable and have pointable Earned or Redeemed between Jul 1, 2024 and Jun 30, 2025 BONVOY" »«
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Renewer Sample Creative
Auto ENG Marketing Version

10

Goals:

#1 — Recognize Elite status renewal to further foster
loyalty and excitement with Marriott Bonvoy.

#2 — Generate bookings, cobrand enroliments, MBV

app downloads and consent (transactional version).

Targeting:
Members who have renewed their current Elite level

Versions:
Marketing | Transactional

Member Levels Silver+

Began migrating ENG versions as a trigger to Content
Pantry in Q2 2024; migrating INL this year. Push

messaging has been developed, but not yet live.

SL: You've Renewed Platinum Elite Status, Ashleigh

PH: Continue to enjoy your Elite benefits.

S091 Points Platinum Elite X00KX 1245

P"‘f
*.-_Q’;\‘T, = .

ACB
Congratulations, Ashleigh!
You've Renewed Your Platinum Elite Status.
Benefits MBV
. 0% u Elite Enhanced
Remlnder Foints on Stay: Welcoms Gift Room Upgrades App
Cobrand
Aim for Titanium Elits
Near Level Stay a minimum of 75 Quailying Nights par calendar year 1o achisve
Stretch Tranium Eile status
» BOOK NOW
Celebrate With Great Profile
Offers
ATM -
Or Other Offer

The Status That Keeps on Giving

Where to Next?

Get Closer to Your Next Elite
Status

Stay in the Know

MARRIOTT  wg
AN

BONVOY" »



Renewer Sample Creative cont.

MARRIO! T

BONVeY

Congratulation:!
You'e R:

nezoed Your Stlver

Aim foc Cold Eliss

Sy s irienn of 35 Clsing MHva e Samrer ye
e s

» SooK oW

Celebrate With Your
Escchusi

Achieve Gold Elite Statue

Stay in the Know

11

Where to Next?

MARRIOTT

BONVOY'

Congratulations, Ashleigh!
You've Renewed Your Gold Elite Status.

Erharced
Lae Checlout Room Upgrades

Aim for Platinum Elite

Stay a mirimum of 50 Qualfying Nights per calendar year 1o schieve.

Pratinun Elte status.

» BOOK NOW

Celebrate With Your
Exclusive Offer

Get Closer to Your
Next Elite Status

Stay in the Know

MARRIOTT v ACCOUNT
BONVOY' FND 8 RESERVE

Congratulations, Ash!
You've Renewed Your Titanium Elite Status.

Thank you for yous comenitment to staying wih Marmiott Bonvoy® — and

congratulations o reewing your Titanium Elte status ihrough 28 Fobruary

2026 Thase are some of the elevaled banafits* you'l continue to enjoy af our
‘xtraordinary portolo of hotels

75% Boas Elae Enhanced
Points on Stays Welcome Gt Room Upgrades
Redzem for exchusie. Crosse pois, 3 Enpy a compumentary

rewars soon treaitast otenng, o an e o the pest
Incudng ee s and | amenty upon amvaL® | avalatle foom, subject

Mamon Ecnvoy [rp——"

Moments™ vt for e evere

engin ofyour stay

Aim for Am!

00 Gusitying Nights par

Annssl Qusitying Spend to achiove A

Celebrate With Your
Exclusive Offer

Dont forget, you have a speciel
offer wailing! Register now to eam

moe on stays and take yous tavel
1010 next lovel **

REGISTER NOW

Where to Next?

Book, Check i, access your dital
membecshup cardand make
requests from snywhere. Gel the
most froen your app now

OPENTHE AP

Get Closer to Your

Next Elite Status

Eam & Elto NiphtCredis owards achiewny
igher status when you apply and are approved
for the Mariot Boroy® American Express®
Card. Torms apply.

LEARN MORE

Stay in the Know
Confirm your phone numbser 1s up to date S0 we can connect you
Wi the ght resources. And,fast assteed, your account detas e
atways secure

UPDATE PROFILE

MaRRIOTT e

ONVOY P

Congratulations!
You've Renewed Your Ambassador Elite Status

Tk o B yous comestmare 1 sty e st Bormoy® — ans
ctumnat, g ety 20, 2020, Y s
ot B Gt Sy pette v

o

Percaalie youn el pefevenses e perinal Abasssdor
Tesns e sbont you s yor el syl

1+ UPRATE YOUR PREFERENCES

Unmatched Attention to Detail

15 i e plan i yousurfoutaths woences

Z2

One-to-One Connection
Lowe 8k 5 yous sorsovel
bz Expy exceptons

2417 Assistance

Our Anphre Amtossoer oam

Celebrate With Your
Exclusive Offer

Where to Next?

Eam 15 Elite Night Credits

Gt 15 6 g vy
i sy, of gt e the ek wih
0 Mot Borwoy Bewy ™ Amancan Exprees®
Card Lumeshars d Tooms s

Stay in the Know

Cortiem your shcn manber 491 dot 50 wo can
1 Y e, A, o s, o Sccount et e

Transactional Version (Ambassador)

MARRIOTT

BONVOY" wraccouwT

Congratulations, David!
You 've Renewed Your Ambassador Elite Status.

Thank you for your commitiment 1o staying with Marrctt Bonvoy® — and
NS 0n renening your Ambassador EMe status, our highest level of
— 28,2026

‘skavatod banears" o€ aur axtraordiary poriolo of hotels, Mcudng

Ashassador ebseced Your
Service Room Upgrades Flewkdny
Letustbecae olanol | Enoy acompamertary | Chosee your checkn
Yo rave reods a0 checkout mas.
s signatee anyume, day o night

Sutyect 0 avasoy
mast oyal mempers

earn micre about you snd your travel atyle
»» UPDATE YOUR PREFERENCES

Unmatched Attention to Detail

‘Coniras ecjoying access 1o your personsl Ambassador and alow them
10 halp you plan allyour unforgetiable expenances

One-t0-One Connection

Leave f all fo your personal
Ambassador Enoy excaptionsl
vl e anct for wilh tsor et
Touchas ovarywhees you go

(EARN MORE

24/7 Assistance

O Anytime Ambassador toam
works alongsics your personal
Ambassador for ime-socsiliva

fequests, You can find the contact

Infoemation i your profile and the

Mamitt Borvoy ApD

LEARN MORE

Where to Next?

Book, chock in, access your dital
membershp card, and make
roquests fram anywhers.

DOWNLOAD THE APP

Be in the Know

To stay informed about important program updates, 153 1 now
» Your profie, a

0T INNOW




Renewer Email Performance Summary: Q1 2025 vs. Q1 2024

1.8 M 50.5 K
-16.1% YoY -29.7% YoY
Delivered Clicks

2.79% 0.08%

-0.54 pts. YoY -0.01 pts. YoY

CTR Unsub Rate

1.3 K $567.3 K
-26.1% YoY -19.7% YoY
Bookings Revenue

2.62% 0.73

+0.13 pts. YoY -11.9% YoY
Conv. Rate BPK
Lifecycle 1H 2025 Email Avgs:

12 CTR 2.23% | Unsub 0.43% | Conv. 0.62% | BPK 0.14

Engagement by Version

Marketing Transactional
46.9% 3390
0.14%
53.1% 2 330
0.02%
% of Del. CTR Unsub%

Engagement by Member Level
All Versions

Del. o= CTR === Conv.% (below line)

4.78%

4.13%

2.54%

2.67% 2.79% 2.70%

1.93% 2.03%
850.0 K 604.3K 211.0K 124.3K 20.6K
SILVER GOLD PLAT. TITAN. AMBASS.

Some data issues in Q1 2024 impacted member levels not coming through in
reporting; therefore, unable to compare member level metrics YoY.

See next slide for add’'l Q1’25 member level performance charts.

Overall YoY performance saw some declines, but
audience health remained positive with a mostly
flat and very low unsub rate of 0.08%.

« While BPK was down due to fewer
deliveries, conversion rate of 2.62% was a
+0.13 pts. increase indicating content
converted more clickers even though
overall click volume was down.

Comparing the marketing vs. transactional
versions, the transactional drove a higher overall
CTR at 3.32%, while marketing drove the lower
unsub rate at 0.02%.

Overall engagement by member level showed
higher conversion rates from Gold and Platinum,
while upper elites had the typical higher CTRs.
Prior to 2024, Renewer was a solo sent in
January. In January 2025 (looking at the 2024
earning year), we did a catch up run since some
members already rec’d the trigger version that
began in July (transactional) and September

(marketing).



Renewer: Q1 2025 Member Level Performance by Version

Marketing Versions

Renewer Engagement by Member Level
Marketing Versions

Del. e CTR
4.85%
3.84%
2.89%
471.7K 296.5K 112.1K 69.4K 11.6K
SILVER GOLD PLAT. TITAN. AMBASS.
Renewer BPK/Conv. by Member Level
Marketing Versions
BPK s Conv.%
2.94%
2.59%
2.44%
’ 2.21%
1.24%
0.51 0.65 0.70 0.85 0.60
SILVER GOLD PLAT. TITAN. AMBASS.

13 See Appendix for detailed member level performance by version.

Transactional Versions

Renewer Engagement by Member Level
Transactional Versions

Del. e====CTR
4.49% 4.69%
3.55%
3.25% 3.05//_
378.4K 307.8K 98.9K 54.9K 9.0K
SILVER GOLD PLAT. TITAN. AMBASS.

Renewer BPK/Conv. by Member Level
Transactional Versions

BPK s Conv.%

3.10%
274% 2.68% 2.94%
1.62%
0.89 0.83 1.04 0.73 1.45
SILVER GOLD PLAT. TITAN. AMBASS.

* All levels except
Ambassador had higher
CTRs in the transactional
version compared to the

marketing version.

* The transactional version

drove higher BPK for all
levels except Titan.; conv.
rates were mixed across

versions.

MARRIOTT

N
BONVOY' s\



14

Renewer:
Heat Map Insights

Hero activity in both the Marketing and

Transactional versions was highest for Titanium and
lowest for Gold members; as expected for Ambass.,
the Update Preferences banner pulled some activity

away from their Hero.

Secondary content drove most interest from

Ambassador and Gold members in both versions —

* The ATM module in the Marketing version had
the most overall click activity among secondary

content at 7.7%. See next slide for add’l insights.

* The MBV app module was the second most
popular secondary module at 2.2% overall in the
Marketing version; in the Transactional version it
was the top-clicked secondary module at 6.5%
overall, with Gold members having the most

interest at 8.4% compared to all members.

Recommend shortening Hero creative/messaging
approach to allow popular secondary content, like
ATM, to be seen even sooner and drive additional

engagement faster.

See Appendix for heat map with Generic Offer

% of Clicks
U.S. Marketing Version
HEADER
HERO
STRETCH BANNER
UPDATE PREF.
SEC. CONTENT
ATM
ACB
MBV App
Cobrand
Oneto One Conn.
24/7 Assistance
Update Profile
Footer
blank
TOTAL

Total Clicks

% of Clicks

U.S.Transactional Version
HEADER
HERO
UPDATE PREF.
SEC. CONTENT
ACB
MBV App
Oneto One Conn.
24/7 Assistance
OptIn
Footer
(blank)

Total Clicks

SILVER

3.4%

2.4%

0.1%
100.0%

26,976

SILVER

100.0%
34,381

26.8% 16.7%
48.4% 64.5%
3.7% 3.3%
15.8% 13.3%
8.6% 8.7%
0.0% 0.1%
2.8% 1.3%
0.4% 0.3%
3.9% 2.8%
4.8% 2.2%
0.5% 0.0%
100.0% 100.0%
22,601 10,082

28.7% 16.9%
57.0% 73.0%
11.8% 9.2%
0.0% 0.3%
8.4% 4.8%
3.5% 4.1%
2.1% 0.8%
0.4% 0.1%

100.0%
25,911

100.0%
11,138

TITAN.
15.6%
67.4%

2.9%
12.6%
8.0%
0.3%
0.8%
0.3%

3.0%

1.4%

0.1%
100.0%

8,012

TITAN. AMBASS.

100.0%

7,579

AMBASS.

16.2%
56.0%

7.4%
18.9%
10.3%

0.0%

1.3%

1.1%

2.8%

1.3%

2.1%

1.5%

0.0%

100.0%

1,644

15.6%
65.7%
6.6%
12.1%
0.0%
1.7%
4.3%
1.9%
4.2%
0.0%
0.0%

100.0%

1,081

Marketing

Transactional
21.4%

58.2%

3.1%
0.2%
13.9%
7.7% |
0.1% |
2.2%
0.5%
0.1%
0.0%
3.4%
3.0%
0.2%

100.0%

69,315

MARRIOTT

ONVeY

MARRIOTT

BONVOY My ACCOUN

Ticanium Elite 0000001249

Titanium Elite

336659 Points

XO0OXT166

Congratulations, Ash!
You've Renewed Your Titanium Elite Status

Congratulations, John!
You've Renewed Your Titanium Elite Status

Where to Next?

22.4%
66.4%
0.1%
9.7%
0.1%
6.5% _|
0.1%
0.0%
3.0%
1.2%
0.2%

100.0%
80,090

Get Closer to Your

l Next Elite Status

Stay in the Know

with the right reso

MARRIOTT

N
BONVOY' s\



Renewer: Q1 2025 ATM Module Engagement Insights

Q1'25ATM Module CTR

ATM Book by Member Level

ATM Register Reg. module CTRs

A

increased as levels

Celebrate With Your 2.6% 2 62'9%

Celebrate With Your Exclusive Offer 2.1% 2.2% Lo% progressed and ranged from
: - , 1.9% '

You've registered — now enjoy your 1.8% 1.7% .
Exclusive Offer - special offer! Book your next stay 1.6% 1.1% to 26%, bOOklng
Don't forget, you have a special — E D to earn more and take your travel to 1.1
offer waiting! Register now to eamn il theihaxtiovel = module CTR was h |g hest
more on stays and take your travel ‘ - BOOK NOW
L I from Ambass. at 2.9%,

REGISTER NOW
SILVER GOLD PLAT. TITAN. AMBASS. Total

followed by Plat. at 2.2%.

ATM modules are served
in the Marketing version to those eligible.

ATM_REG m ATM_BOOK

For comparison:
Avg. module CTR Renewer secondary content = 0.79%

Performance summary ATM recipients vs. non-ATM recipients - Q1 ‘25 compared to Q1 ’24:

15

* Overall ATM module engagement was mixed compared to same time
Q125 Delivered CTR Unsub% BPK Conv. ) o . _
last year — increased deliveries, mostly flat engagement and declines in
ATM_REG 48.1 K 2.62% 0.02% 0.71 2.69% :
= BPK and conversion.
YoY +68.9% -0.33 pts. +0.01 pts. -8.5% +0.08 pts.
The ATM Booking message had a +0.58 pts. YoY increase in
Received ATM_BOOK 253K 4.26% 0.01% 0.75 1.76%
ATM Off CTR, while the ATM Reg. message had a +0.08 pts. YoY
er YoY +38.8% +0.58 pts. 0.00 pts. -2.3% -0.32 pts. _ _ _
increase in conversion rate.
ATM Total 734K 3.19% 0.01% 0.72 2.27%
* In comparison, the group who received a generic offer (ATM_INELIG)
YoY +57.2% -0.05 pts. 0.00 pts. -6.3% -0.11 pts.
had a lower CTR at 2.25% and lower BPK at 0.59; conversion rate of
Received ATM_INELIG 887.9K 2.25% 0.02% 0.59 2.63% L . .
Gener?g%\;feer 2.63% was somewhat in line with ATM_REG segment and was slightly
2% -0. . -0.01 pts. 2.9% .67 pts.
Yoy H35.2% 0-68pts. | 0.07pts *29% | *o67pts higher than ATM Total of 2.27%.



Renewer: Recommendations

» To engage the audience even more with popular secondary content, like ATM, recommend shortening

Hero creative and messaging approach to allow secondary modules to be seen sooner.
« Could A/B test for several months to trend overall engagement differences in the approach.

* We are thinking the current education/benefits copy in the Hero may not be necessary, as the
Renewer audience is probably already aware of their existing tier level benefits. As a result, we can

take a more short-form Hero approach.

» For optimal insights, recommend comparing post-click KPls (# of app downloads/opens, # of profile

updates, cobrand enrollments and consent) to overall click engagement.

* To maintain audience health, continue to determine optimal channels to communicate to loyal members
who are renewing; for example, look for opportunities to include in-app member anniversary messaging;

could also promote a “special offer” in SMS to those who have consented to receive text messages.

« Consider testing a property or destination recommendation using RTI or other data models to

encourage a booking and experiencing a stay at their renewed level.

MARRIOTT

N
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Hello Again
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Hello Again Sample Creative

Goals:

#1 - Engage members and non-members who are
demonstrating email disengagement.

#2 - Gather updated contact information (email and/or

phone).

Targeting:

Members and non-members who have not opened or
clicked an email in 3, 6, 12, 14 months before they go
onto our 15-month exclusion list. Customer receives
this email once, and then if no engagement or activity

for 14 days, the customer receives another email.

Versions (ENG/BEN):
Member | Non-Member

Luxury | Non-Luxury
Stay | Non-Stay

”

We appreciate you choosing to stay with us recently at Hotel Adeline,
Scottsdale, a Tribute Portfolio Hotel ... but noticed you haven't been
opening our emails lately. So make sure you click above to confirm
we've got the best email address to stay connected. Then, check below

NO, | NEED TO UPDATE MY EMAIL

MARRIOTT

BONVeOY’

Please click the appropriate box below.

YES, THIS IS THE CORRECT EMAIL ‘

for exciting program news!

MY ACCOUNT
FIND & RESERVE

Let's Stay Connected, Halimah

Do we still have the right contact information for you?

»
3

Hero Pictured: Trigger_3 | Member | Stay | Lux or Non-Lux

SL: ICYMI

Non-Member
Tertiary

In Case You Missed It

Here are just a few of the things we've shared lately.

Benefits of Membership

When you join Mariott Bonvoye, you
can earn and redeem points for free
nights or memorable experiences,
plus enjoy free in-room Wi-Fi
Remember, you'll also get the best
rato guarantoed when booking
directly on Marriott com of through
our mobile app.

JOIN TODAY

More Flexibility
and Reassurance

We know that you are looking for
more flexibility and reassurance
when you travel, so we've enabled
more contactiess sarvices,
including mobile check-in and
mobile key. In addition, you can now
protect your Marriott Bonvoy® trips
through our collaboration with
Aftianz Travel Insurance

LEARN MORE

New Hotel Openings

Over the past few months, we've
opened many new hotels around the
world, including

| Allinclusive by Mamiolt Bonvoy®
properties, where you can eam and
redeem points on unprecedented
getaways in some of the most
coveted destinations across the
Caribbean and Latin America

EXPLORE ALL-INCLUSIVE

\

1
MARRIORL BONVOY.

TR/I\(/‘ELER..

Special Offers o
Travel Tips
Check out our latest travel
offers and start dreaming of
your next getaway, near or
far Marriott Bonvoy Travelor™

Get inspired for your next trip

SEE ALL OFFERS EXPLORE TRAVELER

Do you want to stop receiving our emails?

We hate to see you go, but remember you can always keep in touch
through our mobile app or website.

UNSUBSCRIBE

Featured property: Mystiue, 8 Lurury Coliection® Hote, Santocs, Graecs.

ICYMI: Join messaging in

Non-Member versions

ICYMI: New Hotels,
RCYC, Allianz

Tertiary: Offers, Traveler,

Member Updates, Journey

or take a virtual vacation with i

Experience More

Explore our latest
travel offers and
start dreaming of
your next getaway,
near or far.

SEEALL EXPLORE BENEFITS

More Reasons to Stay Connected

Member Updates

Stay informed about
your account status,
new program
updates, and
member benefits.

Member Tertiary

Inspiration

™MEJOURNEY

Journey into a world
of travel, style, and
culture with
inspiration from
The Ritz-Carlton®

EXPLORE JOURNEY
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Trigger_6

SL: Don't Miss Out[, Fname]!
PH: Open, Click, Stay Connected . . ... ... ..

Hello Again Sample Creative cont.

Trigger_12

SL: Open, Click, Stay Connected!
PH: [Fname, ]Is this the correct email address?

Trigger_14

SL: Final Reminder[, Fname]
PH: Please update your email address ASAP

MARRIOTT MY ACCOUNT

B O NVoY”’ FIND & RESERVE

Don't Miss Out, Hanna!

Do we still have the right contact information for you? Please click
the appropriate box below in order to continue receiving emails
from us.

& YES, THIS IS THE CORRECT EMAIL
NO, I NEED TO UPDATE MY EMAIL

We appreciate you choosing to stay with us recently at Aloft Columbia
Harbison ... but noticed you haven't been opening our emails lately.
So make sure you click above to confirm we've got the best email
address to stay connected. Then, check below for exciting program

newsl|

MARRIOTT MY ACCOUNT

BONVoY" FIND & RESERVE

Time 1s Running Out, Matt!

Please click the appropriate box below in order to continue
receiving emails from Marriott Bonvoy®.

& YES, THIS IS THE CORRECT EMAIL '
® NO, INEED TO UPDATE MY EMAIL

We appreciate you choosing to stay with us recently at Bethesda
North Marriott Hotel & Conference Center ... but noticed you haven't
been opening our emails lately. So make sure you click above to
confirm we've got the best email address to stay connected —
otherwise you may miss out on exciting program news, special offers,
and morel

MARRIOTT MY ACCOUNT

BONVoY" FIND & RESERVE

This is Your Final Reminder,Emily

Please click the appropriate box below in order to continue
receiving emails from Marriott Bonvoy®.

v YES, THIS IS THE CORRECT EMAIL

We appreciate you choosing to stay with us recently at Hotel Clio, a
Luxury Collection Hotel, Denver Cherry Creek ... but noticed you
haven't been opening our emails lately. So make sure you click

above to confirm we've got the best email address to stay connected
— otherwise you won't receive any more emails from us with

exciting program news, special offers, and morel




9.0 M
+60.8% YoY

Delivered

3.59%
-4.92 pts. YoY

CTR

13K
-29.9% YoY

Bookings

0.40%
+0.01 pts. YoY

Conv. Rate

322.6 K
-32.1% YoY

Clicks

0.29%
-0.14 pts. YoY

Unsub Rate

$692.2 K
-24.2% YoY

Revenue

0.15
-56.4% YoY

BPK

*Production pause in 2024, therefore comparing to Jan 2023

Lifecycle 1H 2025 Email Avgs:

CTR 2.23% | Unsub 0.43% | Conv. 0.62% | BPK 0.14

9.19%

19%

585.8K 8.4M

STAY NO_STAY

4.75%

41M

TRIGGER_3

Trigger_3 >=3 mos. and < 6 mos.
Trigger_6 >=6 mos. and < 9 mos.

Engagement by Segment

Del, e==—=CTR

6.82%

3.31%

718.4K 8.3M

LUX NON-LUX

Engagement by Timing

Del. e CTR Unsub%
1.94% 5 06Y%
2.4M 1.7M

TRIGGER 6 TRIGGER 12

Timing: email engagement =

3.87%
\2-98%
6.2M 28M

MEMBERS MNON-MEM

5.74%

793.6K

TRIGGER 14

Trigger_12 >=9 mos. and < 12 mos.
Trigger_14 >=12 mos. and < 14 mos.

Hello Again Email Performance Summary: Jan 2025 vs. *Jan 2023

* Hello Again continues to capture activity from

members and non-members, while also driving
$692K and 1.3K bookings. The inactive, non-
lux, members made up most deliveries and are

the ones to target in other communications.

Engagement by segment was mixed but
mostly expected. Comparing all segments —
* No Stay segment saw the most
deliveries at 8.4M, while stayers had the
least delivery volume at 595.8 K
+ CTR was highest for stayers at 9.19%

and lowest for non-members at 2.98%.

Comparing across email timing, the Trigger_14
continued to create engagement with the
highest CTR of the 4 mailings; unsub rates
remained steady across mailings.

See Appendix for detailed segment level performance summary.



Hello Again 2025 U.S. Member Versions: e S Tres

MARRIOTT W Accou MARRIOTT

Click Engagement Insights | Email Timing | Lux and Non-Lux o s

Let's Stay Connected, Halimah ay Connected, Shawn

+ Overall the “Yes, this is the correct email” Hero CTA drove more activity from the lux audience at
36.8% compared to the non-lux audience at 0.1%; “No, | need to update my email” CTA activity was slightly
higher from the non-lux audience at 2.5% overall compared to the lux audience at 1.6%.

+ For the lux audience, in each mailing over 90% of click activity was driven by either the Hero headline
“Let’s Stay Connected, [Fname]” in TRG_3 or the “Yes, this is the correct email” Hero CTA in all subsequent
mailings.

+ The non-lux audience was most engaged with the Hero headline in each mailing with click activity
ranging from 89.0% in TRG_12 to 94.0% in TRG_14; “No, | need to update my email” Hero CTA saw mostly
consistent activity in each mailing and averaged 2.5% activity.

In Case You Missed It

More F
and Re:

% of Clicks % of Clicks

i TRG_3 TRG_6 TRG_12 TRG_14 Total X TRG_6 TRG_12 TRG_14
Member Version | Luxury | U.S. Member Version | Non-Lux | U.S.
HEADER 1.4% 1.6% 1.2% 1.1% 1.4% HEADER 2.7% 3.4% 4.1% 1.6% 2.7%
HERO | 96.5% 96.1% 96.8% 97.3% 96.6% HERO 93.8% 92.4% 92.1% 97.2% 93.9%
Let's Stay Connected [,Fname] | 94.8% 58.1% Let's Stay Connected [,Fname] 91.4% 0.0% 0.0% 0.0% 57.4%
Time is Running Out [,Fname]! — o 0.4% . 0.0% Don't Miss Out[,Fname]! 0.0% 89.7% 0.0% 0.0% 11.5%
This is Your Final Rem. [,Fname] 0.2% 0.0% Timeis Running Out[,Fname]! 0.0% 0.0% 89.0% 0.0% 8.4%
Yes, thisis thecorrectemail | 0.0%  94.9%  948%  95.3% | 36.8% Lhisis Your Final Rem.LFnamel 1 0.0%  0.0%  0.0%  94.0% 1 14.0%
No, I need to update my email 16% 11% 16% 18% 16% Yes, this is the correct email 0.0% 0.2% 0.2% 0.2% 0.1%
IN CASE YOU MISSED IT 1.3% 1.6% 1.3% 0.7% 1.2% No, | need to update my email 2.4% 2.5% 2.9% 2.9% 2.5%
. . IN CASE YOU MISSED IT 1.7% 2.2% 2.1% 0.6% 1.7%
RC,YC Itineraries 1.1% 1.4% 1.1% 0.5% 1.1% Allianz Travel Insurance 0.5% 0.6% 0.8% 0.2% 0.5%
Allianz Travel Insurance 0.2% 0.1% 0.2% 0.1% 0.2% New Hotel Openings 1.2% 1.5% 1.3% 0.4% 1.9%
...STAY CONNECTED 0.5% 0.6% 0.3% 0.5% 0.5% __STAY CONNECTED 1.2% 1.6% 1.3% 0.4% 1.1%
Offers 01% | 01% | 01% | 01% | 0.1% Member Updates 0.4%  04% = 03%  01% | 0.3%
Inspiration 0.1% 0.1% 0.0% 0.2% 0.1% Offers 0.7% 1.0% 0.8% 0.2% 0.7%
Member Updates 0.2% 0.4% 0.2% 0.2% 0.2% Traveler 0.2% 0.1% 0.1% 0.1% 0.1%
Unsubscribe 0.0% 0.0% 0.0% 0.0% 0.0% Unsubscribe 0.0% 0.0% 0.0% 0.0% 0.0%
Footer 0.3% 0.2% 0.3% 0.4% 0.3% Footer 0.6%  04%  04%  02% | 05% i i oo waat o sopeiving oo et
(blank) 0.0% 0.0% 0.0% 0.0% 0.0% (blank) 0.0% 0.0% 0.0% 0.0% 0.0%

100.0% .0%  100.0% 100.0%  100.0%

Total 100.0%  100.0%  100.0% 100.0%  100.0%




Hello Again 2025 U.S. Non-Member Versions: TGS s
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Click Engagement Insights by Email Timing | Lux and Non-Lux s

Let's Stay Connected, John

* As we saw for members, “Yes, this is the correct email” Hero CTA drove more activity from the lux audience at
31.6% compared to the non-lux audience which had no activity on this CTA across mailings; “No, | need to update my
email” CTA activity was slightly higher from the non-lux audience at 6.8% overall compared to the lux audience at 6.1%.

» For both lux and non-lux, the TRG_12 mailing saw higher activity on the ICYMI module (driven by the
membership/join content) compared to the other mailings.

» For both member and non-member versions, revisit ICYMI secondary content to ensure we are pulling through the
most current offerings. Ex: — could replace Allianz with newer bookings drivers like Postcard Cabins, Sonder or MGM
Collection. Could also pull through activity drivers like Points Purchase (when applicable) or Points Expiration.

In Case You Missed It

% of Clicks TRG.3 TRG6 TRG_12 TRG_14 % of Clicks TRG.3 TRG6 TRG_12 TRG_14

NonMember | Luxury | U.S. NonMember | Non-Lux | U.S.

HEADER 6.6% 8.6% 16.2% 3.4% 8.0% HEADER 7.9% 9.4% 12.5% 4.2% 8.0%
MBV Logo 2.8% 3.7% 4.5% 1.9% 3.1% MBV Logo 3.4% 4.3% 5.2% 2.0% 3.5% Mor Fleibiy
Join 20%  34%  63%  05% | 2.7% Join 24%  2.8%  41%  11% | 2.4%
Find & Reserve 1.7% 1.5% 5.5% 1.0% 2.2% Find & Reserve 2.1% 2.3% 3.2% 1.1% 2.1%

HERO 86.0% 85.6% 52.4% 96.0% 81.8% HERO 81.2% 80.0% 70.7% 87.7% 80.9%
Let's Stay Connected [,Fname] 80.3% 43.4% Let's Stay Connected [,Fname] 74.6% 43.5%
Time is Running Out[,Fname]! 4.6% 0.8% Don't Miss Out[,Fname]! 72.5% 9.9%
This is Your Final Rem. [,Fname] 0.5% 0.1% Timeis Running Out[,Fname]! 63.9% 7.5%
Yes, this is the correct email 0.0% 78.3% 42.2% 88.7% 31.6% Thisis Your Final Rem. [,Fname] 80.6% 13.1%
No. | need to undate mvemail 5.7% 7.3% 5.6% 6.8% 6.1% Yes, this is the correct email 0.0% 0.0% 0.0% 0.0% 0.0%

IN CASE YOU MISSED IT 5.4% 4.3% 17.6% 0.6% 6.6% No, | need to update my email 6.6% 7.5% 6.8% 7.1% 6.8%
Privileges of Membership 2.8% 1.6% 9.4% 0.3% 3.4% IN CASE YOU MISSED IT 6.5% 6.7% 9.4% 3.9% 6.4%
RCYC Itineraries 2.1% 1.8% 5.3% 0.2% 2.3% Benefits of Membership 3.3% 3.4% 4.6% 1.6% 3.2%
Allianz Travel Insurance 0.5% 0.9% 2.9% 0.2% 0.9% Allianz Travel Insurance 1.4% 1.4% 2.6% 1.1% 1.5%

...STAY CONNECTED 0.7% 0.4% 3.4% 0.0% 1.0% New Hotel Openings 1.8% 1.9% 2.3% 1.3% 1.8%
Offers 0.4% 0.3% 1.7% 0.0% 0.5% ...STAY CONNECTED 1.6% 1.7% 1.9% 1.1% 1.6%
Inspiration 0.3% 0.1% 1.7% 0.0% 0.5% Offers 1.1% 1.3% 1.2% 0.7% 1.1%

Unsubscribe 0.0% 0.0% 0.0% 0.0% 0.0% Traveler 0.6% 0.4% 0.7% 0.5% 0.5%

Footer 1.3% 1.0% 9.2% 0.0% 2.4% Unsubscribe 0.0% 0.0% 0.0% 0.0% 0.0%

(blank) 0.1% 0.0% 1.1% 0.0% 0.2% Footer 2.5% 2.0% 3.3% 2.1% 2.5%

Total 100.0% 100.0% 100.0% 100.0%  100.0% (blank) 0.3% 0.2% 2.2% 1.0% 0.6%

100.0%  100.0% 100.0% 100.0%  100.0%

See Appendix for additional heat maps by No Stay vs. Stay segments.



Hello Again: Current Hero Click-Through Experience

Recommend optimizing
the experience by
developing separate
landing pages that
would include a
confirmation message
based on the action they
took from the Hero and
that links back to

relevant M.com content.

Hero CTAs -- YES, THIS IS THE CORRECT EMAIL or
the Hero Headlines: directs to booking page
https://www.marriott.com/default.mi

Same whether logged into MBV account or not

BONVOY™ 8ok Ofies Brands CredtCards MarottBomvoy —Meetings & Events @ Hop © Engish () Tis @ Signin, Shannon >

Where can we take you?

MARRIOTT BONVOY

ESCAPES

Members Save 20%

Find your next weekend getaway at participating hotels and resorts

MARRIOTT

) BONVOY"

Hero CTA — NO, | NEED TO UPDATE MY EMAIL:
directs to booking page
https://www.marriott.com/loyalty.mi

Members logged into MBV account

giish @ MyTrips @ ea1607prts
BONVeY

Find & Reserve  Special Offers Vacations OurBrands Our Credit Cards  About Marriott Bonvoy ~ Meetings & Events

Marriott Bowvoy ~ Benefits  EamPoints  Use Points and Awards  Manage Points

| 4

Get a $250 eGiftCard + Earn
50,000 Points

e it on an upcoming stay. Plus eam up to 17X points at participating hotels.

cTHI

® Help © English () MyTrigf & Sign In, Shannon b

Find & Reserve  Special Offers Vacations Our Brands Our Credit Cards About Marriott Bonvoy ~Meetings & Events

Hero CTA — NO, | NEED TO UPDATE MY EMAIL: |
directs to MBV Create Account page:
https://www.marriott.com/loyalty/createAccount/createAccountPage1.mi #

Members (not logged in) and non-members

S N

23

Join Marriott Bonvoy® for Free

Access exclusive rates and earn points toward free nights at over 30 hotel brands around
the world. Travel is better as a member.

Earn Free Nights Member Rates Free Wi-Fi Exclusive offers

Already a Member? Activate online account

|

— First Name — Last Name

MARRIOTT

BONVoy <


https://www.marriott.com/default.mi
https://www.marriott.com/loyalty.mi
https://www.marriott.com/loyalty/createAccount/createAccountPage1.mi

Hello Again: Recommendations

» Track app users to understand if additional personalization regarding Push and/or SMS messaging will keep audiences connected with
MBV through another channel preference. Also, as warranted, consider utilizing SMS and/or push consent at the customer level to suppress

anyone from Hello Again after trigger 6 or 12.

» Refresh non-lux Hero CTAs and messaging approach to increase engagement. To create an optimal experience, we recommend

developing dedicated landing pages that would include a confirmation message based on the action they took from the Hero.

« Update ICYMI secondary content to ensure we are pulling through the most current offerings. Ex: — could pull through activity drivers like

Retargeting, Points Purchase, Incent Redemption, Points Expiration, or other content that aligns with recent earning and redeeming activity.

» Refresh the tertiary module to highlight additional channels the recipients can connect with and enjoy MBV. Examples include MBV app

content (Road trip, Wishlist), Push, SMS, or Instagram. Rename the module to “More Ways to Stay Connected” to tie into this approach.

+ Test a transactional version for a shorter and more pointed message that also allows us to gather SMS and/or Push consent from

customers who have not engaged in email.

+ Test a new series of messages for each trigger time period that starts with survey at 3 mos., stronger message with consent to SMS and

Push at 6 mos., then increase urgency with last call messages at 12 and 14 mos.

MARRIOTT

N
BONVOY' s\



BetMGM
Year in Review

MARRIOTT

N
BONVOY' s\



your first bet (Up 10 $1,500).

Set Up the Perfect Score:

BetMGM Partnership: Overview + Timeline

OVERVIEW: The MBV + BetMGM partnership launched in March 2024 and allows MBV members to link their account to their

BetMGM account and exchange up to 500K BetMGM points for MBV points annually. Since launching, emails have generated...

# Qualified Players Wiﬁ]'\fﬁ\(e“ﬁzggﬁts BetMGM Registrations New MBV Sign-ups
EMAIL MARKETING TIMELINE
e Summer Sports 1K NFL Season 3K Q4 LTO 5K
) bonus pts. LTO bonus pts. LTO bonus pts.
Announcement Emails Link and place a $10 Link and place a bet Link and place a bet
4 ,\':I‘a'"tr)‘gsg‘:mm 314 'b4/7: bet on summer sports  for bonus points for bonus points
ember & non-member
: - -9/3 - LTO: 11/25 - 12/31
versions, and resends for each LT0.58‘I11a2ys Bite LT?,' 3la3ys 9" 37 days
Partnership
2024 Launch*
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
2025
Lo T - e LTO: 6/5 - 6/30 21 days 26 days
ays 26 days Sweepstakes: LTO: 8/28 - 9/26
7110-7/30
Q1LTO 5K
2LTO 7.5K Q3 LTO 6K
bonus pts. Qbonus ts Fantasy F_ootball bonus pts.
Link and _ pts. Draft Party in Vegas )

| bet f Link and place with Matt Ryan Link and place

piace a bet for a $5 bet for Sweepstakes a $5 bet for

bonus points bonus points Link to enter bonus points



Over 76M Dedicated Solo Email Deliveries to Support MBV/BetMGM Initiatives

Mar. 14/Apr. 2 (Partnership Launch) Aug. 13 (Summer Sports LTO) Sep. 3 (2024 NFL Season LTO) Nov. 25 (Q4 LTO)
Delivered: Mar. 4.9M | Apr. 6.8M Delivered: 502.7K Delivered: 9.8M Delivered: 10.3 M

CTR: Mar. 0.16% | Apr. 0.23% CTR: 0.27% | Unsub: 0.17% CTR: 0.36% | Unsub: 0.45% CTR: 0.18% | Unsub: 0.18%
Unsub: Mar. 0.20% | 0.24% :

April had the top
Hero of 2024
38% of clicks and
a0.13% CTR

ADNODN

Blake Griffen
sweepstakes was
the top secondary
content at 11% of
clicks and a
0.03% CTR

Mar. 18 (Q1 LTO) Jun. 6 (Q2LTO) Jul. 10 (Matt Ryan Fantasy Football Sweeps.)
Delivered: 12.3M Delivered: 12.6M Delivered: 17.8M
CTR: 0.48% | Unsub: 0.20% CTR: 0.24% | Unsub: 0.09% CTR: 0.20% | Unsub: 0.18%

BONVOY

Top Hero of
2025: 26% of
clicks and a
0.10% CTR

Data reflects point in

time reporting and

OONODN

does not include ride-

a-long messages or

features in other

email campaigns.




M

Reporting Period: Jan-July 2025
1.9K
+66.0% YoY

Qualified Players
42.6M

+27.3% YoY

Delivered

0.29%

+0.05 pts. YoY

CTR

MBYV Jan-Jun '25 | CTR: 0.67%
Travel Industry | CTR: 0.8% | 1.16%

32.3K

-48.4% YoY

Linked Accounts

125.3K

+55.7% YoY

Clicks

0.16%

-0.11 pts. YoY

Unsub Rate

76

Mar '24

Qualified Players by Email Deployment Month

1,270

417 414

214
150

5 35

Apr'24 Aug 24 Sep 24 Nov '24 Mar '25 Jun'25 Jul'25

Year 1 Contract Minimum March 2024 - March 2025

2024 Total Rev (Points + Bounty) $1,943,648
Points $ $1,506,398
Bounty $ $437,250

Year 2 Contract Minimum March 2025 - June 2025

2025 Total Rev (Points + Bounty) $1,392,697
Points $ $872,122
Bounty $ $520,575

Qualified Players by Calendar Year
2024 1,165
2025 1,934
2025 Goal 2,750|70% Reached

16.0K
14.0K
12.0K
10.0K
8.0K
6.0K
4.0K
2.0K
0.0K

MBV/BetMGM Linked Accounts by Month

2024 = 2025

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

* Partnership Launch in Mar ‘24

BV/BetMGM Performance Summary: Mar ‘24 - Jul ‘25

BetMGM 2025 email campaign CTR
increased by +0.05 pts. to 0.29%
compared to 2024; unsub rate also
had a healthy -0.11 pts. dec. YoY
Over 65% more Qualified Players
driven in 2025 with less overall
deployments (3 so far vs. 5 in ‘24)
* Qualified Players at 1.9K to
date in 2025
Most linked accounts during March
each year
+ 2024 attributed to the launch of
partnership, 2025 included the
Q1LTO
Year 2 contract revenue of $1.39M
through June ‘25 is already 71% of

the total revenue generated in Year 1



BetMGM Qualified Player Trends

Qualified Players by Email Deployment Month * Jun 25 solo drove the most qualified

players at 1,270 compared to all other
1,270 solos; it featured the highest bonus point

offer to date at 7.5K

 The Sep 24 LTO and the Mar 25 LTO
generated similar counts in qualified

players while having different offers

» Sep ‘24 NFL Kickoff featured a 3K
bonus points offer while the Mar 25
a17 414 March Madness LTO featured a 5K

bonus points offer

214
176 ,
150 108 163 « AQ32025LTO is planned to deploy from
76
2 6 5 5 22 19 35 8/28 — 9/4 featuring a 6K bonus point offer
Mar '24 Apr'24 May 24 Jun '24 Jul'24 Aug 24 Sep 24 Oct'24 Nov '24 Dec 24 Jan '25 Feb 25 Mar'25 Apr'25 Jun'25 Jul '25 e An analysis with YoY Comparisons

* * * * * * * * will be done and provided to

campaign owners after deployment
* BetMGM deployment



BetMGM Email Engagement Trends

BetMGM Campaign Engagement Trends by Month of Deployment

Delivered CTR ===Unsub Rate
20.0M 0.60%
18.0M
16.0M
14.0M
0.40%
12.0M
10.0M 0.30%
8.0M
0.20%
6.0M
4.0M
0.10%
2.0M
4.9M 6.8M 502.7K 9.8M 11.5M 12.3M 12.6M 17.8M
0.0M 0.00%
Mar '24 Apr '24 Aug 24 Sep 24 Nov 24 Mar '25 Jun '25 Jul'25
Year | Average CTR | Average Unsub Rate
2024 0.24% 0.27%
2025 0.29% 0.16%

CTR consistently above unsub rate for all 2025
deployments; yearly average of 0.29% is
+0.05 pts. higher than 2024
» Astronger CTR in 2025 can be attributed
to higher point value LTOs
Start of NFL season may have positively
impacted Sep ‘24 engagement; strongest CTR
in 2024
« We will analyze performance of the 2025
Q3 LTO and include YoY comparisons
2025 unsub rate of 0.16% is a healthy
decrease of -0.09 pts. from 0.27% in 2024
LTO base targeting includes members without
linked accounts and non-members in eligible
states; additional criteria required for inclusion,
refined for each deployment (i.e., 3P Data)
* Recommend to continue refining

targeting criteria for 2026 deployments



Launching Soon! BetMGM 2025 Q3 LTO on Aug 28®

RRRRRRRR

BONVeOY’

MY ACCC
ND &

e e * Q3 LTO features mobile and lifestyle photography to showcase betting activity; football-themed language is used

Link Your Accounts and Collect 6,000 Bonus Points.

in the SL, headline and body copy.
» Compared to the 3K bonus point offer in the Sep '24 NFL Season Kickoff LTO, this email features a 6K LTO.

» According to a Statista survey, Football is the most bet on sport in America. Results for this LTO will be intriguing,

as this is a high bonus points offer and is double the LTO featured last year.

* Next LTO planned for January 2026. Consider incorporating football again and highlight playoff season

generically; this can also work as a pre-cursor to March Madness.

Member
SL: Touchdown! Grab 6,000 Bonus Points Today, [Fname]

PH: Link your accounts and watch the points pile up

Non-Member

From Crimson Leaves

/ t© Cory Firesides SL: Huddle up For Fall With 6,000 Marriott Bonvoy Points
e — PH: Game days just got more rewarding

Marriott Bonvoy paints annually,

» MAXIMIZE YOUR BENEFITS



https://www.statista.com/chart/33925/share-of-us-respondents-bet-on-sports/

BetMGM Year in Review: Performance Insights

* Nearly 50% of the 2025 Qualified Players goal (2,750) was generated from the Q2 LTO with 1,270 Qualified Players.

* Q125 LTO, which featured a 5K bonus point offer, generated the most engagement compared to other BetMGM emails.
« YTD CTR of 0.29% is +0.05 pts. higher than 2024 with one deployment scheduled for the remainder of the year.

* Unsub rate has declined by -0.11 pts YoY, indicating that targeting is healthy for this program.

* Fewer linked accounts compared to last year, which is mostly expected after Year 1 and can be mostly attributed to the large spike of nearly

14K in March '24 after the partnership announcement email deployed.

* More 2025 deliveries (42.6M) than 2024 (33.5M) and with fewer deployments.

MARRIOTT
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BetMGM Year in Review: Recommendations

» Consider sending a version of future LTOs to members with linked accounts to increase

overall engagement from this audience segment and to track their performance

« Small audience of close to ~100K based on post-click data; the Aug ‘24 deployment
included 12K linked members which drove a 1.28% CTR

+ Recommend adding a join MBV enrollment module in the secondary content for non-

members. Leverage learnings from value-prop testing for copy direction.

» Consider featuring more sports photography in the Hero; Jun ‘24 Hero included a .gif of

summer sports, and this deployment drove the most Qualified Players to date

» Develop SL testing options based on tags relevant to the communication (i.e., FOMO option

indicating a limited-time offer)

Make Your Next Stay a Sure Bet

Score big with 7,500 Marriott Bonvoy® points.

MARRIOTT
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Industry Examples
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Industry Examples

Example of shorter email NCHORN Example of quick survey Uber

TEAKHOUSE

Subject Line: We haven’t seen It's not the same without you

Subject line: Open Carefully
you in an Uber lately

» Subject line plays on email hero
with animated flaming grill and

headline copy « Emotionally appealing

subject line and creative

« Direct approach to body copy

. . o UICk |n‘ema|l SUI'VG Erica, it's been a while since we've seen you. We'd love to
+ Clear call-to-action with dual CTAs Q ) y ’ e e
asking about the drop in
« Short email design engagement

(O Ihaven't needed aride »

* Short email design

(O Ican'tjustify the cost »

Been craving steak? We'll keep sending you

great offers and exclusive news. Otherwise, e Thisis an example of an
feel free to unsubscribe below. v g .
initial survey question sent

() Ididn't have a great experience »

L7 TEXT LHNENS) T0 41455 scrressmimsrsnenss,

MARRIOTT
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Industry Example

Points Activity | Grow & Recognize

Brand: Bath & Body Works

SL: Jennifer: your Rewards latest and
*GREATEST*

PH: Ready to find out? Your account
wrap up is inside.

Highlights:

» Points progress bar in the Hero

* Prominent secondary module
highlights their app features.

» Tertiary module tracks their points
earned and redeemed last month;
also includes their member
anniversary date.

« SMS consent right above the footer
with iconography creative treatment.

Q.YOUR POINTS PROGRESS

Check out how your points are stacking up, VIP.

21

POINTS UNTIL NEXT REWARD
979 POINTS EARNED

0 1000

EARN POINTS WITH THESE FAN-FAVES:

\ 4

LAST MONTH...

EXPERIENCE THE VIP TREATMENT

.?"N THE BATH & BODY WORKS APP. YOU REDEEMED YOU EARNED
REWARDS POINTS
7 EXPERIENCE THE VIP TREATMENT |
ALREADY HAVE THE APP’ . . /
S Thanks for being a Rewards member since [kl ECll LU SR
October 2022!

Shop right from the app and earn points
LAST MONTH.... no matter where you are.
YOU REDEEMED YOU EARNED

The Wallet keeps your rewards, offers and

REWARDS POINTS gift cards handy.

e Get the inside scoop on top-secret reveals,

et 5 oo &Y special offersan d.ann-exclusive content.
|||||||\|“|||!|N|||\||\||||| Dual app CTA
ual app
MORE TO LOVE ALREADY HAVE THE APP? approach

SEE WHAT’S HAPPENING

Get texts from us
Signup

Buy Online, Pickup in Store

MORE TO LOVE Shop now
% Get texts from u

Buy Online, Pickup in Stor
shopnow

MARRIOTT
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Industry Example

Consent | Communication Preferences

Brand: AT&T

SL: Friendly reminder: Prefer to get
updates straight to your phone?

PH: Get texts with exclusive offers,
updates, and deals.

Highlights:

» Short-form content focused on getting
consent to receive SMS messages.

» Footer includes link to update email
communication preferences.

» Confirmation landing page that says
“We appreciate you for confirming. If
you would like to learn more about
AT&T, please visit att.com.”

* For an optimal MBV consent
experience, explore a confirmation

banner or message on CTA landing
pages.

< AT&T

Hi Shannon,

You provided us the wireless phone number below as your
“can be reached” (CBR) number for your AT&T internet service.

AT&T would like to send text messages to your CBR number with
promeotional information on the entire AT&T family of products.

Would you like to receive these text messages?

Cell phone number here

. Click yes to receive text messages.

Thank you for being a loyal AT&T customer.

View AT&T Privacy Mofice.

Click here to update your ATET email preferences.

22025 A Al nights reserved. ATAT, Globe logo, and all other AT&T marks contained herein are trademarks
of AT&T Intellectual Properly andfor AT&T affiliated companies. All other marks are the property of their respective owners.

ATA&T, 205 South Akard Street, Dallas, TX 75202

View online

Confirmation landing page

|

Thank you

We appreciate you for confirming. If you would like

to learn more about AT&T, please visit att.com.

ATET Intellectual Property. Al rights reserved. ATET, the ATET logo, all other ATET marks contained herein are trademarks of AT&T Intellectual Property andior ATET
affiiated companies.

MARRIOTT
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Industry Example

Consent | Communication Preferences

Brand: Coinbase

SL & PH: Verify your info by [date]

Highlights:

« Transactional email approach; no unsub
link.

« Grabs attention with a somewhat assertive
messaging approach — “Your account is
missing some info that we need...”

» To help encourage immediate action, copy
indicates about how long it takes for most
customers to enter info — “this takes less
than 5 minutes.”

« CTAlinks directly to the account log in page.

Transactional

coinbase

Verify your info by April 20, 2024

od

Your account is missing some info that we need to comply with financial
regulations. Please take a moment to verify your info today.

If you don't confirm by April 20, 2024 your account will be limited to withdrawals
only.

Here's what you need to verify

« Government-issued photo ID
«» Latest versinn.of the Coinhasa ann

/
Once you're ready, you can sign in to your Coinbase account to enter your info.

\

R

@ Coinbase 2024 | Coinbase Inc.
248 3rd St#434
Oakland | CA 94607 | US
WWw coinbase. com

Get in fouch

. _—

-

Learn more link goes
to their FAQ page.

For most customers, this takes less than 5 minutes. Learn more./> Account log in page

.

Signinto Coinbase

Email

Your email address

[ MARRIOTT
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Marriott Bonvoy Example

Consent | Communication Preferences

CALA consent module — Aug 25 Loyalty Solo

Don’t Just Stav — Stay Informed

Sign up for SMS and push notifications and be first in line for
exclusive offers, room updates, and more.

GET UPDATES

MARRIOTT
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Industry Examples:

Consent | Communication Preferences

SMS Opt-In via Email

Member version

Hello Erica 'pemt: | res 1[N
Southwests

Login | Book now | Buy points

Wanna be in the know
when our fares go low?

Text FLYDEALS to 70139 to sign up
for promotional texts* from Southwest®.

*Msg & data rates may apply. Texts may be automated; msg frequency

varies. Consent to texts is not a requirement or condition of purchase.

Text STOP to 70139 to opt-out (a confirmation message may be sent).
Subject to Terms & Conditions and Privacy Policy.

h Book hotel ) ﬁ Book car ) ‘ View all offers )

® ©®

40 Help Center Update preferences Download mobile app

Non-member version

Login | Enroll

Southwests

Book now | View all offers | Join Rapid Rewards®

Wanna be in the know
when our fares go low?

Text FLYDEALS to 70139 to sign up
for promotional texts* from Southwest®.

*Msg & data rates may apply. Texts may be automated; msg frequency

varies. Consent to texts is not a requirement or condition of purchase.

Text STOP to 70139 to opt-out (a confirmation message may be sent).
Subject to Terms & Conditions and Privacy Policy.

ﬁ Book hotel ) ﬂ Book car ) ‘ View all offers )

® ®

Help Center Update preferences Download mobile app

Southwest Airlines

Email SL: Hey, can we text you?
Email PH: Just the good stuff, sales, offers, and more.

* No CTA button in email, only opt in info
* Engagement based on email opens and opt ins

10:499 wl =

Follow-up < %‘j
Text Message ’

Text Message
Today 10:48 AM

Flydeals

Southwest: Text Y to get automated
promotional texts from Southwest to
this phone #. Consent is not a
requirement/condition of purchase.
Terms apply https://link.swa.info/
dDYOyZEamHb

Welcome aboard to Southwest
promotional SMS. Msg&data rates may
apply; frequency varies. Reply STOP to
stop (confirmation msg may be sent),

HELP for help. MARRIOTT
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Industry Creative Examples: Loyalty Status Messagin

Compare your earning progress to last year

. AN AAdvant Gold=
American ‘g i

YOUR PATH TO STATUS & REWARDS

How far can you go?

Loyalty Points earned year-to-date as of 09/08/2024

thi: art to compare your prog thi ar with your progr t this time |

34,680 Loyalty Points to

Ahdvantage Gold

Time left t

Jessica, now’s the time to earn Loyalty Points and we're here to give you a hand. You
can still reach AAdvantage Golds status and enjoy great travel benefits until

March 31, 2026. We chose this goal based on your progress and will update it
throughout the year.

Earn 34,680 more Loyalty Points in the next 6 months* to get there.

Explore ways to reach your goal

E Earn with your credit card
Earn one Loyalty Point for every eligible mile earned on

purchases when you use your Citi® / AAdvantage® credit card.’

Learn more

Did you know?

SimplyMiles® makes it easy to earn every day, with
offers at fuel stations, drugstores, grocery stores, ? 22
quick-service restaurants and more. ‘.

Join SimplyMiles

Your AAdvantage® account

As of 09/08/2024 Manage your account —
*o\

AAdvantage Gold: 9 136,126 Award miles

Valid until March 31, 2025 @ 5,320 Loyalty Points

AAdvantage® status and Loyalty Point Reward levels

s . AAdvantage Gold*
American §

You're almost there

Keep spending through February 29 to reach status

You're only 6,946 Loyalty Points away from reaching AAdvantage Golde status
through March 2025, which means you're close to unlocking great travel benefits.

As a reminder, all Loyalty Points earned from March 1, 2023 through

February 29, 2024 count toward reaching status. This includes Loyalty Points earned
from A ge= credit card i of your credit card's statement
close date

As an AAdvantage- credit cardmember, you can earn Loyalty Points toward status on
everyday while earning A miles to use toward future travel,
upgrades and more.

Learn more about status and the benefits that await

Explore status benefits

Your AAdvantage® account

As of 11/07/2023
AAdvantage < 155,064 Award miles
b, W o

@ 33,054 Loyalty Points

Manage your account

Contact us Reservations
Privacy policy ~ Redeem miles
Unsubscribe  View on web

Download our mobile app

A

®2023 American Airlines, Inc. All rights reserved ‘

Your Prime-versary is coming up, Smiles Davis!

Before we bring out the party hats and sparklers, we wanted to take a moment to
remind you of your upcoming membership renewal.

On June 21, 2024, your Prime membership will automatically renew for another 1
year of Prime at a cost of $139.00 (plus any applicable taxes), unless you choose
to cancel. Now's a great time to check your renewal info or get some more info on
our help page.

If you wish to cancel before your renewal date, please visit the "Manage your
membership" page, select the "End membership” button, and follow the
instructions provided. Your payment method will not be charged and your Prime
benefits will no longer be accessible.

Here's to many more years of exclusive deals, super-fast deliveries, and endless
entertainment.

Thank you for being a Prime member!

Explore Prime
¥
.
. f—
1 1o »
e o
Shop Watch Read
Listen Photos Early Access

41

Booking.com o

Get rewarded for traveling

{ce with our Genius Loyalty Program

HLevel

Your Genius membership at a glance
Check your past bookings 1o 560 how much you
saved with your Genius membership and how

many bookings you need to complete o reach

Genius Level 2. Unlock this evel 10 enjoy up to

15% oft, 10% oft select car rentals, plus free
breaktast and room upgrades at seiect stays

[ |

Explore the world with your Genius
rewards

The 9 most beautiful 8 Miami food trucks to
beaches in the US check out

From coast to coast. explore Amenica’s  Discover dellcious 0n-the-go treats one
most breathtaking beaches. food truck at a time.

YYour discounts and rewards
Explore ways (0 save on your next irp

Lot (] ]

Book your next stay with Genius Level 1 rewards

orlando New York
184 optens 157 opues
von $47 v $88

NS
7\



Next Steps
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Next Steps

Determine any follow ups from this review

Prepare for the next Loyalty/Lifecycle & Partner Quarterly Business
Review scheduled for Nov. 4, 2025

Alignment meeting is scheduled for Oct. 1st, 2025

43 ©2025 Marriott International, Inc. All Rights Reserved. Confidential and proprietary — may not be reproduced or distributed without the prior written consent of Marriott.
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Standard KPIs

Unique clicks / emails delivered

Total Unsubs/ emails delivered (total unsubs include
direct unsubscribes, complaints captured and unsub link
clicks without direct unsubscribe)

Omniture cookie tracks booking activity over a 7-
day window after someone clicks on the email

Omniture cookie tracks revenue over a 7-day
window after someone clicks on the email

Total Omniture bookings/ unique clicks
(Total bookings/delivered) x 1,000

Total revenue/ delivered

# of non-members who join Loyalty program

# of non-member enrollments/ unique clicks
MARRIOTT
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Industry Benchmarks

Email

 Industry BM (Epsilon Q1 25 clients): CTR = 0.8%

 Travel Industry BM: (Constant Contact 2025 avg.): CTR = 1.16%
 Travel Industry BM: (Mailerlite 2024 avg.): CTR = 0.77% | Unsub = 0.21%

Push
Travel/Hospitality Apps

. CTR: Android (5.29%) | iOS (3.97%)

46
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Renewer: Q1 2025 Member Level Performance

Marketing and Transactional

o 202.5 Delivered Clicks CTR Unsub% Bookings | Revenue BPK Conv.
Marketing

SILVER 471.7K 9.3K 1.98% 0.03% 241 $101.6K 0.51 2.59%
GOLD 296.5K 6.6 K 2.22% 0.02% 193 $87.5K 0.65 2.94%
PLATINUM 112.1K 32K 2.89% 0.01% 79 $40.6 K 0.70 2.44%
TITANIUM 69.4 K 27K 3.84% 0.01% 59 $22.4 K 0.85 2.21%
AMBASSADOR 11.6 K 563 4.85% 0.01% 7 $3.5K 0.60 1.24%
Total 961.3 K 224K 2.33% 0.02% 579 $255.6 K 0.60 2.59%
'(I?reriggitional Delivered Clicks CTR Unsub% Bookings | Revenue BPK Conv.
SILVER 3784 K 12.3K 3.25% 0.20% 336 $97.5K 0.89 2.74%
GOLD 307.8K 95K 3.08% 0.13% 254 $147.7K 0.83 2.68%
PLATINUM 98.9 K 35K 3.55% 0.03% 103 $49.9K 1.04 2.94%
TITANIUM 549K 25K 4.49% 0.02% 40 $11.7K 0.73 1.62%
AMBASSADOR 9.0K 420 4.69% 0.01% 13 $4.9K 1.45 3.10%
Total 848.9 K 281K 3.32% 0.14% 746 $311.7K 0.88 2.65%

MARRIOTT
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Renewer: Marketing Version Heat Maps

% of Clicks % of Clicks
U.S. Marketing Version SILVER GOLD PLAT. TITAN. AMBASS. Total U.S. Marketing Version SILVER GOLD PLAT. TITAN. AMBASS. Total
HEADER 20.6% 26.8% 16.7% 15.6% 16.2% 21.4% HEADER 21.3% 27.6% 16.9% 16.6% 16.6% 22.0%
HERO 61.3% 48.4% 64.5% 67.4% 56.0% 58.2% HERO 61.5% 48.6% 65.3% 67.7% 56.8% 58.4%
STRETCH BANNER 2.9% 3.7% 3.3% 2.9% 3.1% STRETCH BANNER 2.9% 3.8% 3.4% 3.0% 3.2%
UPDATE PREF. 7.4% 0.2% UPDATE PREF. 7.5% 0.2%
SEC. CONTENT 12.6% 15.8% 13.3% 12.6% 18.9% 13.9% SEC. CONTENT 11.7% 14.3% 12.2% 11.1% 17.5% 12.7%
ATM 6.3% 8.6% 8.7% 8.0% 10.3% 7.7% | | Generic Offer 5.1% 6.9% 7.5% 6.5% 8.1% 6.3%
ACB 0.0% 0.0% 0.1% 0.3% 0.0% 0.1% ACB 0.0% 0.0% 0.2% 0.3% 0.0% 0.1%
MBV App 2.3% 2.8% 1.3% 0.8% 1.3% 2.2% MBV App 2.5% 3.0% 1.3% 0.9% 1.5% 2.3%
Cobrand 0.6% 0.4% 0.3% 0.3% 1.1% 0.5% Cobrand 0.7% 0.4% 0.4% 0.4% 1.2% 0.5%
One to One Conn. 2.8% 0.1% One to One Conn. 3.0% 0.1%
24/7 Assistance 1.3% 0.0% 24/7 Assistance 1.4% 0.0%
Update Profile 3.4% 3.9% 2.8% 3.0% 2.1% 3.4% Update Profile 3.5% 4.0% 2.8% 3.0% 2.2% 3.5%
Footer 2.4% 4.8% 2.2% 1.4% 1.5% 3.0% Footer 2.5% 5.2% 2.2% 1.5% 1.6% 3.2%
blank 0.1% 0.5% 0.0% 0.1% 0.0% 0.2% blank 0.1% 0.5% 0.0% 0.1% 0.0% 0.2%

100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
Total Clicks 26,976 22,601 10,082 8,012 1,644 69,315 Total Clicks 24,241 20,691 9,302 7,213 1,477 62,924
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Hello Again: Financial Charts

Jan 2025

0.48

0.12

$150.3K $541.9K

STAY NO_STAY

49

Financials by Segment
Jan'25

Revenue e BPK

0.32
0.13 0.15 0.14
R
$155.0K $537.2K $453.9K $238.3K
LUX NON-LUX MEMBERS NON-MEM

Financials by Timing
Jan'25

Revenue smBPK

0.17 0.16
\11 0.12
$371.0K $128.7K $115.5K $77.0K
TRIGGER_3 TRIGGER_6 TRIGGER_12 TRIGGER_14



Hello Again: Segment Level Performance Summary
June 2025 YTD Deployments

Jan/May/Jun ‘25 Delivered % of Del. Clicks CTR Unsub% Bkgs Rev. Conv. BPK
NO_STAY 243 M 94.5% 699.6 K 2.88% 0.26% 21K $1.1 M 0.31% 0.09
NON-MEMBERS 8.4M 34.5% 223.0K 2.66% 0.48% 818 $426.4 K 0.37% 0.10
MEMBERS 159 M 65.5% 476.7 K 2.99% 0.14% 1.3K $643.0 K 0.28% 0.08
BASIC 14.1 M 88.3% 355.2K 2.52% 0.15% 926 $457.0K 0.26% 0.07
SILVER 839.6 K 5.3% 47.3K 5.63% 0.06% 160 $64.3 K 0.34% 0.19
GOLD 792.0K 5.0% 51.2K 6.46% 0.06% 160 $81.1 K 0.31% 0.20
PLATINUM 148.3 K 0.9% 145K 9.78% 0.04% 50 $27.7K 0.34% 0.34
TITANIUM 71.3K 0.4% 8.1K 11.42% 0.05% 34 $129K 0.42% 0.48
AMBASSADOR 47K 0.0% 396 8.52% 0.04% --- --- 0.00% 0.00
STAY 14 M 5.5% 120.7 K 8.45% 0.04% 537 $246.6 K 0.44% 0.38
NON-MEMBERS 986 0.1% 27 2.74% 0.51% --- --- 0.00% 0.00
MEMBERS 14 M 99.9% 120.7 K 8.46% 0.04% 537 $246.6 K 0.44% 0.38
BASIC 451.1K 31.6% 253K 5.61% 0.06% 112 $44.8 K 0.44% 0.25
SILVER 283.6 K 19.9% 20.5K 7.23% 0.03% 79 $33.8K 0.39% 0.28
GOLD 354.0K 24.8% 314K 8.87% 0.03% 135 $80.5 K 0.43% 0.38
PLATINUM 179.1 K 12.6% 21.2K 11.83% 0.02% 86 $32.7K 0.41% 0.48
TITANIUM 1409 K 9.9% 19.5K 13.82% 0.02% 113 $46.3K 0.58% 0.80
AMBASSADOR 18.4 K 1.3% 28K 15.35% 0.04% 12 $8.6 K 0.43% 0.65
Grand Total 25.7M 100.0% 820.3 K 3.19% 0.24% 27K $1.3 M 0.33% 0.10

Production pause in 2024; therefore, not showing 2024 deployment metrics.
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Hello Again: Segment Level Performance Summary

All 2023 Deployments

Jan/Jul ‘23 Delivered % of Del. Clicks CTR Unsub% Bkgs Rev. Conv. BPK
NO_STAY 85M 88.8% 477.6 K 5.60% 0.41% 23K $1.1M 0.48% 0.27
NON-MEMBERS 1.2M 14.2% 324K 2.68% 0.70% 287 $1546 K 0.88% 0.24
MEMBERS 24 M 28.3% 96.3K 3.99% 0.13% 710 $327.9K 0.74% 0.29
Blank (no level identified) 49M 57.5% 348.9K 7.11% 0.49% 1302 $645.6 K 0.37% 0.27
STAY 11M 11.2% 160.6 K 14.96% 0.06% 990 $437.8 K 0.62% 0.92
NON-MEMBERS 167 0.0% 5 2.99% 0.00% --- --- 0.00% 0.00
MEMBERS 397.4K 37.0% 341K 8.58% 0.03% 428 $169.6 K 1.25% 1.08
Blank (no level identified) 675.8 K 63.0% 126.5K 18.72% 0.07% 562 $268.2 K 0.44% 0.83
Grand Total 9.6 M 100.0% 638.2 K 6.64% 0.37% 3.3K $1.6 M 0.52% 0.34

Production pause in 2024; therefore, not showing 2024 deployment metrics.




Hello Again 2025 U.S. Member Heat Maps:

No Stay vs. Stay | Lux and Non-Lux

% of Clicks

. NO_STAY % of Clicks NO STAY
Member Version | Luxury | U.S. Member Version | Non-Lux | U.S. -
HEADER 1.9% 0.9% HEADER 3.0% 1.4%
HERO 95.5% 97.6% HERO 93.4% 96.9%
Let's Stay Connected [,Fname] 58.2% 58.0% Let's Stay Connected [,Fname] 57.1% 58.9%
Time is Running Out[,Fname]! 0.0% 0.0% Don't Miss Out[,Fname]! 11.4% 12.5%
This is Your Final Reminder [,Fname] 0.0% 0.0% Time is Running Out [,Fname]! 8.3% 8.9%
No, | need to update 1.8% 1.4% This is Your Final Reminder [,Fname] 13.8% 15.0%
Yes, this is correct 35.5% 38.1% No, | need to update 2.7% 1.4%
IN CASE YOU MISSED IT 1.5% 1.0% Yes, this is correct 0.1% 0.2%
RCYCltineraries 1.2% 0.9% IN CASE YOU MISSED IT 1.8% 1.0%
Allianz Travel Insurance 0.3% 0.1% Allianz Travel Insurance 0.5% 0.2%
MORE REASONS TO STAY CONNECTED 0.6% 0.3% New Hotel Openings 1.2% 0.8%
Offers 0.2% 0.1% MORE REASONS TO STAY CONNECTED 1.2% 0.5%
Inspiration 0.1% 0.1% Member Updates 0.4% 0.2%
Member Updates 0.3% 0.2% Offers 0.7% 0.3%
Unsubscribe 0.0% 0.0% Traveler 0.2% 0.0%
Footer 0.4% 0.2% Unsubscribe 0.0% 0.0%
(blank) 0.0% 0.0% Footer 0.6% 0.1%
Total 100.0% 100.0% (blank) 0.0% 0.0%

Total 100.0% 100.0%



Hello Again 2025 U.S. Non-Member Heat Maps:

No Stay vs. Stay | Lux and Non-Lux

% of Clicks . NO_STAY STAY % of Clicks . NO_STAY

NonMember Version | Luxury | U.S. NonMember Version | Non-Lux | U.S.

HEADER 8.0% 28.6% HEADER 8.0% 0.0%
MBV Logo 3.1% 0.0% MBV Logo 3.5% 0.0%
Join 2.7% 28.6% Join 2.4% 0.0%
Find & Reserve 2.2% 0.0% Find & Reserve 2.1% 0.0%

HERO 81.9% 42.9% HERO 80.9% 96.9%
Let's Stay Connected [,Fname] 43.4% 42.9% Let's Stay Connected [,Fname] 43.5% 43.8%
Timeis Running Out[,Fname]! 0.8% 0.0% Don't Miss Out[,Fname]! 9.9% 15.6%
This is Your Final Reminder [,Fname] 0.1% 0.0% Timeis Running Out [,Fname]! 7.5% 18.8%
No, | need to update 6.1% 0.0% This is Your Final Reminder [,Fname] 13.1% 15.6%
Yes, this is correct 31.6% 0.0% No, | need to update 6.8% 3.1%

IN CASE YOU MISSED IT 6.5% 28.6% Yes, this is correct 0.0% 0.0%
Privileges of Membership 3.3% 28.6% IN CASE YOU MISSED IT 6.4% 3.1%
RCYCltineraries 2.3% 0.0% Benefits of Membership 3.2% 3.1%
Allianz Travel Insurance 0.9% 0.0% Allianz Travel Insurance 1.5% 0.0%

MORE REASONS TO STAY CONNECTED 1.0% 0.0% New Hotel Openings 1.8% 0.0%
Offers 0.5% 0.0% MORE REASONS TO STAY CONNECTED 1.6% 0.0%
Inspiration 0.5% 0.0% Offers 1.1% 0.0%

Unsubscribe 0.0% 0.0% Traveler 0.5% 0.0%

Footer 2.4% 0.0% Unsubscribe 0.0% 0.0%

(blank) 0.2% 0.0% Footer 2.5% 0.0%

Total 100.0% 100.0% (blank) 0.6% 0.0%

Total 100.0% 100.0%



Hello Again: Open Rate Trends

Hello Again Opens and Open Rate Trends Jan'25 Opens and Open Rate by Trigger Timing
Opens s Open Rate Opens s QOpen Rate
1.6M 30.00% 35.0K 12.00%
24.98% 9.73%
1.4M 25.00% 30.0K 10.00%
- 20.00% 250K 8.00%
5 (] ! ]
1.0M
20.0K
.8M 15.00% 6.00%
15.0K
o 98% 10.00% 78% 3.36% 4.00%
M b 5.11% 4.04% 10.0K 2.0V
2M — 5.00% 5.0K — 2.00%
1.4M 42.9K 35.1K 26.9K 33.0K 5.5K 2 5K 1.9K
.OM 0.00% .0K 0.00%
Jan'23 Jan'25 May 25 Jun'25 Trigger 3 Trigger 6 Trigger 12 Trigger 14

Providing open rate trends for directional information only; we do not track as a standard metric due to the Apple iOS privacy feature.

MARRIOTT

N
BONVOY' s\



BetMGM Email MBV Enrollments

MBYV Enrollments by Month
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