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Sent Over 188M Dedicated Solo Emails To Support Q4 Initiatives

Additional support provided as ride-a-long messages or features in other core campaigns

EAT LTO Q3 GloPro Reminders All-Inclusive Week of Wonders
Delivered: 7TM Delivered: 58M Delivered: 27M Delivered: 30M
CTR: 1.5% CTR: 2.5% CTR: 1.6% CTR: 0.63%

Step Away From the Everyday,
Embrace the Unforgettable.

BNy

£
5 L
With New Al

0

Pt

[ peone sivians ]
(Excludes Confirms) (Launch Solo)
Q4 Points Promo Dynamic Pricing RCYC + MBV Other Supported Initiatives:
Delivered: 18M Delivered: 34M Delivered: 14M
CTR: 0.61% CTR: 0.46% CTR: 1.2% Cobrand ECM & ACQ

(Launch Solo + Reminder)

~~~~~~~~

Moments
Partnerships
Global Local

Regional Offers

*Data reflects point in time reporting and
does not include ride-a-long
messages/features in other email campaigns



Q4 2021 QoQ Performance Overview

36.2 M 726.0 M 146.5 M
Email Subscribers*  Delivered Emails Opens
as of Dec 21 +33.7% QoQ +8.3% QoQ
+1.1% MoM +0.3% YoY +8.6% YoY
20.2% 6.5M 0.9%
Open Rate Clicks CTR
-4.7 pts. QoQ -11.5% QoQ -0.5% QoQ
+1.5 pts. YoY +13.5% YoY +0.1 pts. YoY
4.5% —— 64.9 K
CTOR Unsub. Rate Bookings
-1.0 pts. QoQ QoQ +7.4% QoQ
+0.2 pts. YoY YoY +54.1% YoY
146.0 K $25.3 M 0.09
Room Nights Revenue Bookings/Dlvd. (K)
+7.2% QoQ +6.2% QoQ -19.7% QoQ

+55.6% YoY

+82.2% YoY

+53.7% YoY

5 *Emailable members & non-members globally; does not include anyone on a suppression list

1.6%
1.2%
0.8%
0.4%
0.0%

Most engagement KPIs & financials increased QoQ
Open activity impacted by Apple iOS update, understated
Open rate & CTOR now unreliable KPIs

Channel focus shifts to click activity and audience health
Continue tracking post-click conversion activity for
enhanced performance measurements

CTR trends in Q4 consistent with previous time periods

CTR Rate Trends
1.4% 1.4%

7 1.0% > ==

Ny
~

Q42019 Q12020 Q22020 Q32020 Q42020 Q12021 Q4 2021

Q2 2021

Q3 2021

Emailable audience continues to grow through year-end
(December’s contactable counts +1% MoM)
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36.2M Emailable Customers as of January 1%, 2022

Both member and non-member audience counts increased MoM (+1.1%, +380K customers MoM)

Leverage growth trends to set 2022 goals

37.0M
36.0M
35.0M

34.0M

34.0M 33.4M

33.0M
33.0M

32.0M
31.0M
30.0M

Sep20 Oct'20 Nov 20

Report date: January 1, 2022

32.2M

Dec 20

323 M

Jan'21

Email Eligible Audience Trends

36.3M
359M 36.0M

352M
348 M
34.0M

33.0M

3o5M  926M

Feb'21 Mar'21 Apr'21 May'21 Jun'21 Jul'21 Aug 21 Sep'21 Oct'21

Emailable customers = members & non-members globally; does not include anyone on a suppression list

358M

+1.1% MoM
(+380.6K)

Nov 21 Dec 21
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Visible Engagement Impacts From Apple 10S Update In September 2021

Open rates and CTOR unreliable until non-Apple activity can be tracked separately
Typical seasonal impacts also influenced December engagement

Quarterly Email KPI Trends

Delivered -#—Open Rate CTOR ,
200 M |
1
1
24.9% 800 M 1 Delivered, Open Rate & CTO Rate Trends
23.8% 238% | ' .
700 M H Delivered —+=0OPEN% CTOR
I 0
0.2% : 30.0% 350.0 M
600 M ! 24.1%
| 50% 280.0 M
500M !
| 20.0%
400 M : 210.0M
l15.0%
8.5% 300 M 1
1400 M
7.0% 6.8% 71% | 100
5.5% 1 ’
EAERE 4.3% 4.7% 4.5% 4.5% Z00M |
.J /o o : 5 0% 4.9% 19% 46% 5.2% 700 M
100 M o
1
oM | 00% oM
Sep'21  Oct'21  Nov'21  Dec'21
Q32019 Q42019 Q12020 Q22020 Q32020 Q4 2020 Q12021 Q2 2021 Q3 2021 Q4 2021 ! P © o =
1
1
1
1
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Higher Financials QoQ

80.0K
70.0K
60.0 K
50.0K
40.0K
30.0K
200K
10.0K

0K

Several booking and revenue driving solos contributed to QoQ financial gains

Oct. ‘21 Week of Wonders solos (combined): $1.8M
Oct ‘21 Dynamic Pricing solo: $1.4M
Nov ‘21 America’s Cyber Solo: $1.4M

Continue to send timely messages like the above in Q4 to help combat seasonal engagement lows

Email Financial Trends

——1Bookings Revenue
208l 5280
sfs_z_M $23-8-M
$17.3 M
$13.1M $ﬁ3.9 i
5.9 K 9.6 56.6 K 2.1 7.8 K 8.7 K 0.4 K

Q12020 Q2 2020 Q32020 Q4 2020 Q12021 Q2 2021 Q3 2021

Financial data source: Omniture 7-day

64.9 K

Q4 2021

$35.0 M
$30.0M
$25.0M
$20.0M
$15.0 M
$10.0 M
$5.0M
$0M

30.0K

200K

10.0K

0K

Email Financial Trends

3.9
Oct 21

s89M

4

Nov '21

$15.0 M
$10.0M

$5.0M
7]

$O0M
Dec '21
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Consistent Seasonal Lows In Q4 2021 For All Members

Deliveries increased to support Q4 initiatives
CTRs aligned with previous year levels for most

Q4'20 - Q4 '21 Engagement Trends

Segment Delivered Delivered Trends Open Rate Open Rate Trends CTOR CTOR Trends CTR CTR Trends

NON-MEMBER | 1295M | e | sew | T e | asw | T T 0.3% T

BASIC 418.0 M '\.__.\/ 19.2% /—"_\o 3.3% N 0.6% /\.

SILVER 728M \/\/ 23.7% m A% /v\ 1.8% /\/\

GOLD 59.5M w 21.3% /N——_\ 5.6% P“‘\A 12% M

PLATINUM 224 M .\/\/ 25 7% /’\—\ 11.2% "__v'—’ 2 9% /\/\

TITANIUM 205 M ‘\_”.\/ 28.4% /\-———\ 12.3% ,/\/—' e /\/\

AMBASSADOR 32M ~ 27.8% /\—-—\ 12.0% "__\/.—-—‘ 3.3% ‘/\/o-\.

Total 7259 M 20.2% 4.5% 0.9%

MARRIOTT N
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Recommendations

Leverage 2021 performance trends to determine 2022 goals

Reuvisit channel and campaign-level goals
Consider that open rates were impacted by Apple update
Determine if new KPIs are needed:

Focus on click counts to measure email traffic

Trend CTRs to measure audience engagement

Track unsubscribe rate to measure audience health

Shift relevant conversion rates to primary KPI

Continue to leverage email technologies to optimize engagement (PCIQ subject lines/content)

Continue to send timely messages in Q4 like program updates and Week of Wonders to help combat
seasonal engagement lows

Two new email personalization abilities in 2022; initial use cases defined — rollout plan forthcoming

3rd party data (TSP) to help improve content targeting
Send Time Optimization to help lift open activity

MARRIOTT “
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January 2022

Performance Summary
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January 2022 Performance Overview

36.1 M 177.2 M 33.0M
Email Subscribers* Delivered Emails Opens
-0.2% MoM -12.7% MoM -2.2% MoM
-13.0% vs. Avg. -29.4% vs. Avg.
18.6% 23 M 1.3%
Open Rate Clicks CTR
+2.0 pts. MoM +29.7% MoM +0.4 pts. MoM

-4.3 pts. vs. Avg.

+1.7% vs. Avg.

+0.2 pts. vs. Avg.

6.9% 0.19% 21.0K
CTOR Unsub. Rate Bookings
+1.7 pts. MoM +0.01 pts. MoM +17.4% MoM
+2.1 pts. vs. Avg. --- vs. Avg. +0.0% vs. Avg.
49.3 K $9.5M 0.12
Room Nights Revenue Bookings/Dlvd. (K)

+28.5% MoM
-0.9% vs. Avg.

+40.5% MoM
+12.9% vs. Avg.

+34.4% MoM
+15.0% vs. Avg.

12 *Emailable members & non-members globally; does not include anyone on a suppression list
Comparison time periods: MoM and 12-Month Rolling Average

31.0K

230K

150K

70K

Fewer deliveries characteristic of previous years
Open declines reflect suppression of Apple activity
Q1 Global Promo solo helped lift overall click activity

o  Announcement made up 15% of Jan deliveries and

generated 21% of clicks; strong CTR of 1.8%
Several campaigns, including Core MAU, contributed to
financial gains this month; top booking solos:

o  Global Promo (1.8K), ECM FNA Reminder (1.7K),

America’s solo (1.3K)

Email Booking Trends

271K
258 K 256 K

248K 89K ik @
87K
3 169K 79K

Jan 21 Feb'21 Mar 21 Apr'21 May '21 Jun ‘21 Jul'21 Aug ‘21 Sep'21 Oct 21 Nov ‘21 Dec 21 Jan ‘22

157K 15.0,

MARRIOTT A Y
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Click Activity Increased in January

Overall CTR +0.4 pts. MoM and

1.8%
+0.2 pts. YoY e
1.4%
Increases consistent for most levels,  12% - "%
except Titanium was flat MoM 0% og
0.8%
. . . .. 0.6%
Elites had high click activity on oo
global promo solo 0.2%
0.0%
Dec 20 Jan'21
1.00%

13

0.00%
©2022 Marriott International, Inc. All Rights Reserved. Confidenti

Feb '21

Bonvoy Email Engagement: CTR Trends
=1Delivered ——CTR

350.0M

1.6%

300.0M

1.3%
2500M
11% 1.1%

2000M

1500 M

100.0M

50.0 M

oM

Mar'21  Apr'21  May'21  Jun'21 Jul'21 Aug'21  Sep'21  Oct'21  Nov'21 Dec'21 Jan'22

Member Level Engagement Trends: CTR

NON-MEMBER ~ ==@==BASIC ==@==S|lVER =@=GOLD ==@=PATINUM =@=TITANIUM ==@==AMBASSADOR

4.32%

3.39%

3.21%
2.43%

1.70%

0.86%

0.48%

Oct '20 Nov '20 Dec 20 Jan'21 Feb '21 Mar'21  Apr'21 May ‘21 Jun'21 Jul'21 Aug 21 Sep 21 Oct 21 Nov 21 Dec 21 Jan 22



Campaign Highlights

MAU Q4 Engagement Trends
Luxury MAU Engagement Trends

Year In Review Performance Summary
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October 2021 November 2021 December 2021

MARRIOTT MARRIOTT - MARRIOTT
. . oV

Core MAU: Q4 2021 e

Sample Creative e —— & -
(ENG Version) i / 2\ T e LB i B N

Step Away From the Everyday. Earn 1,500 Bonus Points
Embrace the Unforgettable. on Each Stay

Embrace the
Great Outdoors

Seflact your Acrnd Chiace Berelt by Decernber 31, 2021

Vote Marriott Bonvoy = 5
o R Gift a Marriott

Bonvoy Moment

Discover a Perfect Destination

From mountainside biss to culinanry delights,
find getazoays to maich your desires

Reinvent Resort *
. Travel =
|
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Core MAU: Engagement Trends

Apple update continues to be a noticeable impact in open activity

and open rates compared to previous periods

Softer booking message in Dec hero and typical seasonal lows

influenced engagement; hero click activity -14 pts. MoM

Oct & Nov Global Promo messages contributed to overall Q4

engagement and QoQ booking lifts

MAU Q4 2021 Engagement Trends

DELIVERED  ==@==QPEN RATE CTOR  ==@=CTR

18.0%

L6 oo 26.2M 26.1M 26.0M
14.0% 16.1% —0
12.0% LIS 13.9%
10.0% LE

8.0% DAL 6.5%

6.0%

20%

1.1% 1.3% 0.9%

2.0%

foc > -

0.0%
Oct 2021

Nov 2021 Dec 2021

30.0M

25.0M

20.0M

15.0Mm

10.0Mm

50M

oM

S2.0M

S1.6 M

S12M

S8 M

S4M

SOM

MAU Q4 2021 YoY QoQ
Delivered 784 M -4.3% +5.5%
Opens 115 M -36.2% -31.0%
Open Rate 14.7% -7.4 pts. -7.8 pts.
Clicks 864.8 K -9.3% -29.2%
CTR 1.1% -0.1 pts. -0.5 pts.
CTOR 7.5% +2.2 pts. | +0.19 pts.
Unsub. Rate --- ---
Bookings 113K +58.9% +4.8%
Room Nights 24.2 K +58.1% -0.2%
Revenue $3.9M +74.7% -10.4%
MAU Q4 2021 Financial Trends
REVENUE ROOM NIGHTS
12.0K
9.8K
10.0K
8.1K
8.0K
6.3K
6.0K
40K
2.0K
$1.3M S1.6M $1.0M
0K
Oct 2021 Nov 2021 Dec-21



Core MAU: Top Performing Q4 2021 Content _ ccount Box Creative

First Last
Account Box consistently captured over 33% of email clicks each month e
Other Top Performing Content: —
Does not include header, footer, and account box click activity
Nov: Q3 Promo Hero Leisure Destinations
Q3 Global Promo: Both Oct and Nov hero’s were #1 and #2 most Explore Destinations Near You
clicked; strongest engagement was in Nov (27% of clicks; over 78K s e o e
module clicks) m | ! m
Leisure Destinations: consistent level of engagement each month
#2 most clicked in Nov & Dec and #5 in Oct
Consider returning module in 2022 as evergreen, scheduled content - use
PCIQ winners
Expand geo-targeting to other regions to increase relevancy as module R
continues to be the #2 most clicked in EMEA Oct: EAT LTO Fam 8X Points

Gel rewarded at 11,000+ US
aaaaaaaaaaaa

EAT LTO: Oct offer was #4 most clicked in Q4 (13.8K clicks)

Dec Year-End Hero: generated over 562 bookings from those ready for
their next trip; more than Oct and Nov GloPro hero bookings

MARRIOTT A Y

BONVOY

17




PCIQ Leisure Destinations Performance Results

(Core MAU)

Discover a Perfect Destination

From mountainside bliss to culinary delights,
find hotels and resorts to match your destres.

=

SPA & WELLNE

18

Initial observations:
Reporting combines U.S. and Europe results; separate segments needed for individual tracking

Category click rates varied across months; this could be affecting the recommendations, as the

model used historical data for predictions

Click rates seem to be more driven by the content (images/texts etc) than the category itself

Partnering with Epsilon on next steps and future optimization efforts

Overall Unique

Unique Click Rate for each category

DeploymentDate_M |Model Click Rate |BEACH |CULTURE |FOODIE |NATURE |THEME PKS. |WELLNESS
ML1 5.500% 5.5% 5.4% 5.5% 5.7% 5.7% 5.5%
11/19/2021 Random 5.538% 5.5% 5.6% 5.6% 5.5% 5.6% 5.5%
Lift -0.69%|  0.00% 0.93%| -0.26%
ML1 5.065%|  5.06%| 5.23% 5.06%  5.02% 5.18%|  5.03%
12/17/2021 Random 5.052%|  5.02%| 4.98%| 5.17%| 5.10% 4.99%|  5.06%
Lift 0.26%|  0.80% -1.45% 3.74%|  -0.49%
ML3 5.046%|  5.05%| 4.99%| 5.07%  5.00% 4.85%|  5.09%
12/17/2021 Random 5.052%|  5.02%| 4.98%| 5.17%| 5.10% 4.99%|  5.06%
Lift -0.11% 0.20%] -1.79%| -1.88%

MARRIOTT
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MAU Performance Summary: January 2022

All Versions: Global English (January 141 + In-Lang. (January 20t)

Metrics January 2022 MoM vs. MAU Avg.
Delivered 264 M +1.5% +1.6%
Opens 53m +45.2% +1.3%
Open Rate 19.9% +6.0 pts. -0.1 pts.
Clicks 2723 K +16.3% -22.0%
CTR 1.0% +0.1 pts. -0.3 pts.
CTOR 5.2% -1.3 pts. -1.5 pts.
Unsub Rates 0.14% +0.02 pts.
Bookings 3.7K +27.6% -10.7%
Room Nights 85K +35.2% -12.7%
Revenue S$1.6 M +63.0% +0.3%

©2022 Marriott International, Inc. All Rights Reserved. Confidential and proprietary — may not be reproduced or distributed without the prior written consent of Marriott.

Performance rebounded MoM with stronger open

and click activity and financials
CTR was steady MoM but slightly below average

Most of the clicks went to offer content in secondary

modules — consistent for all member levels

Expected engagement increases with Feb mailing —
including broad promotions or targeted offers in the

hero lifts performance

Next month: Q1 Global Promo featured in hero

MARRIOTT “
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MAU January 2022: Heat Map (English Version)

Travel With Your Fingertips

!

» Openers engaged more with Homes & Villas offer and Offer section lower in email than Mobile App hero

» Offers section generated 22% of email clicks; most of the engagement was from the Suiten Your Stay offer (16% of

section clicks), followed by the Homes & Villas offer (8% of email clicks)

 Intriguing Traveler winter getaways article drove a steady level of engagement across all levels, from 3 to 4.5% of clicks;

engagement was stronger than hero for upper Elites

Modules All Levels Combined % of Clicks by Member Level
ENG Version % el (a0 (.)f BASIC | SILVER | GOLD |PLATINUM | TITANIUM AMBASSADOR
Clicks Bookings
Header 20.91% 51.31% 24.49% | 18.23% | 16.85% 13.42% 11.99% 13.68%
Member Module 24.79% 29.68% 17.54% | 34.67% | 32.70% 34.69% 39.17% 34.71%
Hero - Mobile App 7.75% 4.45% 9.90% 6.06% 5.04% 3.59% 2.89% 3.74%
Homes & Villas 8.05% 1.19% 7.58% 7.26% 8.91% 10.52% 9.39% 10.85%
Offers 22.04% 12.53% 19.42% | 23.97% | 26.07% 27.56% 25.76% 25.06%
Cobrand BAU 1.35% 0.00% 1.47% 1.37% 1.28% 0.93% 0.68% 1.34%
Shop with Points 1.73% 0.00% 1.47% 1.52% 2.00% 2.33% 3.07% 3.74%
Boutiques 0.91% 0.00% 0.94% 0.85% 0.85% 0.90% 0.87% 1.01%
Donate Points 0.22% 0.00% 0.29% 0.10% 0.11% 0.14% 0.17% 0.24%
Traveler 3.46% 0.20% 3.30% 3.00% 3.70% 4.47% 4.37% 4.03%
Footer 8.80% 0.64% 13.60% 2.97% 2.48% 1.45% 1.65% 1.58%
Grand Total 100.00% 100.00% 100.00% | 100.00% | 100.00% | 100.00% 100.00% 100.00%




October 2021 November 2021 December 2021

Lux MAU: Q4 2021 |
Sample Creative |

Experience Two Remarkable

Resorts in Santorini Celebrate in the Swiss Alps,

For a Sky-High New Year.

Joww Marviots Bowroy® todary for accen 10 members-ondy benefits
z g g Fint Lastwame
Discover More Extraordinary Resorts o e S {0 P00ETS | ShceTS

e pocsers of the s v » seE ey

Expericnce the hea

Endless Sunshine in
Mauritius

Exploration Awaits

Fand inspiration for yous mext escape

More Ways to Spend Your Holidays

_

Your Sanctuary in
Miami

The Miami Beach
EDITION®

IWMARRIOT

Three Generations,
One Trip

JW Marriont*
Cancun Resort & Spa

3 TR RITE CARLTON
Live Exquisitely in
p % o
Pucrto Rico A Master Class in
Holiday Entertaining

MARRIOTT N
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Lux MAU Performance Summary: January 14, 2022

22

Email engagement continues to be in-line with other luxury emails, if not stronger in some cases

December open rates were down MoM for several Bonvoy campaigns, but luxury segment engagement was stronger with Lux
MAU compared to other luxury emails (open rate was +8 pts. vs Ritz eNews and +2 pts. vs. Luxury Escapes)

Recent A/B test results show consistent higher open rates with Lux MAU when compared to Core MAU control group

Regularly testing content to improve click activity; control group continues to have higher click rates with Core MAU offer content

Luxury MAU Engagement Trends Luxury MAU CTR Trends

Delivered Open Rate CTOR 2.0%
1.7%
30.0% 27.5% 27.5% 20M 1.6% 16%
24.6% . 1.4%
25.0% 22.0% 1.5% ’—/\/"
15M
20.0%
1.0%
15.0% 10M
10.0% _— . e s 0.5%
- 5M
5.0%
1.8M 1.7M 1.6M 1.5M 0.0%
0.0% oM Oct 2021 Nov 2021 Dec 2021 Jan 2022
Oct 2021 Nov 2021 Dec 2021 Jan 2022

MARRIOTT
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Core MAU: Top Performing Q4 2021 Content

(Does not include header & footer activity)

Openers continue to engage with content from top to bottom — strong click activity throughout

Oct & Nov Hero messages were top #1 and #2 click drivers in Q4

Content featuring specific properties or destinations, RCYC, and loyalty program messages were top
performers among secondary placements

Account box continued to drive engagement each month, regardless of placement

Oct Hero Nov Hero Account Box RC Yacht Collection
Fanet Yungwirth
TITANIUM ELITE | 137,000 POINTS | 74 NIGHTS )
Explore the
» VIEW ACTIVITY » SEE BENEFITS World Like

Never Before

Experience Tewo Remarkable

& Discover Majestic Mountain Retreats
Resorts in Santorini

For a Truly Elevated Experience Annual Cholce Beneﬂt

Your Annual Choice Benefit

» CHOOSE YOUR BENEFIT
MARRIOTT “
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Year in Review Solo: Jan 21, 2022

26 M 302.6 K 11.7%

Delivered Opens Open Rate

58.3 K 2.3% 19.3%
Clicks CTR CTOR
620 $291.6 K

Bookings Revenue

- Email tout’'s member achievements and program highlights, plus gives a
nod to exciting things to come in 2022

- Lower than average open rates; open activity impacted by Apple update

« Strong click activity overall and CTR; CTAs supporting each

achievement provided additional click opportunities

- Generated 620 bookings and $290K

SL: John’s 2021 Year in Review
PH: See how far you've come... and how to
go even further in 2022.

See How Far You've Come,
And Horw 1o Go Liven Further.

[t 4
& = oo
1 > &

» St P Hoa T linos®
S
w

1
More Flexibility When You Travel:
son




January Year-in-Review 2022: Heat Map (English Version)

% of Clicks All Segments Segments
Modules TOTAL LUX NON-LUX
Header 13.9% 12.5% 14.7%
Hero - Year in Review 53.0% 53.9% 52.5%
EARN MORE 12.0%
REDEEM MORE 14.3% 9.7%
STAY MORE (Deals) 8.5% 8.9% 8.3%
VISIT MORE (Brands) 7.5% 9.5% 6.5%
EXPLORE MORE (Traveler) 10.7% 9.1%
TikTok Module 2.4% 3.5% 1.9%
More Ways to Travel/Earn Points 19.8% 12.5% 23.7%
The Ritz-Carlton Yacht Collection 6.8% 3.8%
Eat Around Town 4.5% -- 6.9%
All-Inclusive by Marriott Bonvoy 7.2% --
Uber & Uber Eats 1.1% -- 1.7%
Cobrand ACQ Message 0.2% 0.2% 0.2%
More Places to Stay 8.1% 14.2% 4.9%
Ritz Carlton Maldives Fari Islands 5.4% 3.3%
W Philadelphia 1.2% 2.0% 0.8%
Santo Mauro, a Luxury Collection Madrid 1.5% 3.0% 0.7%
More Flexibility When You Travel 1.2% 1.7% 0.9%
Mobile App Updates 0.7% 1.1% 0.5%
Travel Insurance 0.5% 0.7% 0.5%
Footer 1.5% 1.7% 1.4%
Total 100.0% 100.0% 100.0%

Both Lux and Non-Lux segments had
similar engagement with the

achievement hero module overall

Lux segments were mostly interested in
travel inspiration and earning points:

hero & secondary modules

Non-Lux segment responded favorably
to the redemption message in the hero
and earning messages in both the hero

& secondary modules
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Industry Examples: Year In Review (Hilton)

Jan 13, 2022

_— Dec 20, 2021
SL: Your Hilton Honors Monthly Statement

SL: The future is looking bright for new memories

WHERE 2
IN '22

Sign-in e

Erica?

NEW YEAR
REFLECTIONS What's New in 2022

e assamn Dear Diana,

Pressent g CEO, v

5y e i iy bk :
i ek ki Vo e s e " boable e
o o o W Mt Sl e

g 1o har e sraes sy vy

Here's how Hilton Is helping you
2022 promizes to be another exciting yeas, full of new

make new memories in 2022
momories and moments ofjoy — thank you for trusting
s W those experiences.

EARN 2,500 POINTS
1

through May

From our HEton famiy to yours, we wish you # woedertul
okday season and at the best n the New Year

T Your Reminders

)
N . ey
Chis Nassetta
Presidentand CEO, Hilton What's New in 2022

YOUR 2021 RECAP
Plarvyeurdieom and eam up to
;. getaway with this 5,000 Bonus Points

Here's how Hilton is helping you special offer o ey

make new memories in 2022
explore now rent now

As 2 member. you enjoyed Points and perks st year
Want more of both? Upgrado te Siver status in .,
‘only 7 nights! That's 3 nights fess than you would HERE'S TO NEW MEMORIES
normallyneed. Leam mere>

Your Reminders

Hiton's Commitment to Your Return to Travel [Re——

MARRIOTT AV 4
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Industry Examples: End of Year Messages

Accor Accor

Dec 20
SL: fff There's still time to buy
an ALL Gift Card, Erica !

Jan 4
SL: ¥> Erica, our best wishes
for a great year ahead!

+ Timely, seasonal message + Timely subject line

» Seasonal message focused
on gaining more out of the
program in the near year

MARRIOTT “
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Industry Examples: End of Year Messages

1 e

Wherever You Are

Around the Globe
Happy Holidays

Gift the Magic of Trave

Independent Collection
Hotels & Resorts

Dec 21
SL: From The Golden Coast...

* Intriguing subject line
+ Timely, seasonal message
 Gift card content tied to

corporate social responsibility
message — feel good content

29
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Bt | Mot | S

A e bk e ol s Kl .

Merter | 0 Camet ot

JUMP-START YOUR 2022 WITH
2,022 BONUS POINTS

fae
T t your spit of achariurs. Bogin ycur naw yase i 3 brans.
new backdbop and jock forward 1o 3 the rewards tha come with &

ssssssssss

quvivg — sows
v 2 e = 2022 =5

CHODSE FROM 1,000+ HOTELS WORLDWIDE
Earn for up 0 20 quaying nights.

[— WORLD OF HYATT CREDIT CARDMEMBERS —

w1 210005

CHOOSE FROM 180+ HOTELS IN 10 CITIES
Ea0m for Up 10 10 i stays.

gy i 5 s il gt i
January 15 and Apdl 2. 2022.

Parkcipuing howls vary by offe e ofrs e 1t i al AV
Calacton Reearts

Boost your Bonus Journeys
with this rewarding offer

' 4 ummmmhmm
V—uunll!wh 5% off when you book by

sy

oy

PEACE OF MIND TRAVELS WITH YOU

Cisaniness Commitment oty Word of Wyait ape

World of Hyatt

Dec 8

SL: Registration Now Open for
Bonus Journeys

» Timely subject line

» Easy earning math

e Called out cardmember
earning opportunity

» 1-click registration

* Ride-a-long offer

MARRIOTT
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Industry Examples: Energy Moments

Independent Collection Hotels &
Resorts

‘ it Feb 14 (Valentine’s Day)
SL: 34 Our Love Letter to Travel

» Seasonal booking message

* Relevant destinations both near
and far

* Fun sweepstakes voting content

30 ©2022 Marriott International, Inc. All Rights Reserved. Confidential and proprietary — may not be

prior written consent of Marriott.

Accor

Feb 9

SL: Members of ALL get 10% off
their favourite hotel, Erica

+ Seasonal booking messages:
Spring and Valentine’s Day

» Destination & property features
with starting rates

MARRIOTT
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Q4 2021 Recommendations

Leverage 2021 performance trends to determine 2022 goals

Reuvisit channel and campaign-level goals
Consider that open rates were impacted by Apple update
Determine if new KPIs are needed:

Focus on click counts to measure email traffic

Trend CTRs to measure audience engagement

Track unsubscribe rate to measure audience health

Shift relevant conversion rates to primary KPI

Continue to leverage email technologies to optimize engagement (PCIQ subject lines/content)

Continue to send timely messages in Q4 like program updates and Week of Wonders to help combat
seasonal engagement lows

Two new email personalization abilities in 2022; initial use cases defined — rollout plan forthcoming

3rd party data (TSP) to help improve content targeting
Send Time Optimization to help lift open activity

MARRIOTT “
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Additional Recommendations

Consider returning Leisure destinations module to Core MAU in 2022 as
evergreen, scheduled content - use PCIQ winners

Expand geo-targeting to other regions to increase relevancy as module continues to
be the #2 most clicked in EMEA

Partner with Epsilon on next steps and future optimization efforts

Including broad promotions or targeted offers in the hero of Core MAU lifts
performance; test into other offer content to feature in the hero during non-
promo time periods (HVMI offers, Regional offers)

For Lux MAU, continue testing the addition of offer content to see if
messaging lifts click and booking engagement; optimize at segment level

THE ST. REGIS MARDAVALL MALLORCA RESORT, MARRIOTT Y 4
PALMA DE MALLORCA, SPAIN BONVOY’ ,'\




Thank You!
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January 2022 Engagement Trends

30.0%

25.0%

20.0%

15.0%

10.0%

5.0%

0.0%

36

24 3%
19.0%
4.6% 4.7%
Dec'20 Jan'21

Delivered, Open Rate & CTO Rate Trends

Delivered OPEN% CTOR
25.9% 25.6%
24.3% ’s 1o 25.0% 24.1%
228%  225% A%
21.8% 21 29
6.6%

45%  90% 4.0 47%  46% 52%  49% g, 46%
Feb'21 Mar'21  Apr'21 May'21 Jun'21  Jul'21  Aug'21 Sep'21 Oct'21 Nov '21
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16.6%

5.2%

Dec '21

350.0M

280.0M

18.6%

210.0M

140.0 M

6.9%

700 M

oM

Jan '22
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Member Level
Engagement
Trends

37

©20:

48.0%

40.0%

16.0%

8.0%

15.0%

12.0%

9.0%

6.0%

3.0%

0.0%

Oct 20

Nov 20

=== NON-MEMBER

Dec ‘20

e NON-MEMBER

Jan'21

Member Level Engagement Trends: Open Rates

o=@ BASIC  =@==SILVER ==@=GOLD

Feb'21

Mar 21

w=@==PLATINUM

Apr'21

May 21

Jun 21

Jul'21

TITANIUM e AMBASSADOR

Aug'21

Member Level Engagement Trends: CTOR

e BASIC

SIVER el GOLD === PLATINUM

Sep 21

Oct 21

Nov 21

w@e=TITANIUM e AMBASSADOR

Dec 21

25.5%

24.8%
23.6%
21.0%
19.1%
17.7%

16.7%

Jan'22

Oct 20

Nov '20

Dec 20

Jan'21

Feb'21

Mar 21

Apr'2l

May 21

Jun'21

—*—'_'-M-__

Jul'21

——

Aug'21

Sep'21

Oct 21

Nov '21

Dec'21

Jan'22 t
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2021 Campaign Category Dashboard

Jan-Dec 2021

i . . . T | .
- Brand Cobrand CC Continent Core Mktg. METT Informational Lifecycle Moments Partner Promotions rave Regional

Mktg. Inspiration

9% of Delivered Emails 10.4% 17.2% 10.5% 24.6% 4.2% 0.1% 1.5% 1.4% 4.0% 12.5% 13.7% 0.0%
DELIVERED 244B |2539M 4196 M 255.7M 601.5M 102.8 M 1.9M 36.2M 333 M 98.8 M 306.1M 3342M 5225K
DELIVERY RATE 98.8% 99.3% 99.5% 99.5% 97.8%  99.2% 98.1% 94.7% 99.7% 99.7% 97.8% 99.6% 89.9%
OPEN 561.3M | 59.7M 732 M 65.2M 141.0M 159M 512.5K 10.5M 8.9 M 26.1 M 69.0 M 91.1M 169.5K
OPEN RATE 23.0% 23.5% 17.5% 25.5% 23.4%  15.5% 27.6% 29.0% 26.6% 26.4% 22.5% 27.3% 32.4%
CLICK 26.8M | 45M 1.8M 23 M 7.6 M 831.8K 39.5K 23 M 296.4 K 11 M 3.8M 23 M 5.2K
CTR 1.10% 1.76% 0.43% 0.90% 1.26%  0.81% 2.13% 6.30% 0.89% 1.11% 1.24% 0.70% 1.00%
CTOR 4.8% 7.5% 2.5% 3.5% 5.4% 5.2% 7.7% 21.7% 3.3% 4.2% 5.5% 2.6% 3.1%
UNSUB == == oS s o === === o == = = o =
UNSUB RATE - - --- --- --- --- --- --- --- --- --- --- ---
BOOKINGS 251.8K | 10.2K 22.0K 38.0 K 947K 111K 46 28.1K 1.7 K 7.2K 26.1K 12.6 K 18
ROOM NIGHTS 596.7 K | 27.8K 429K 93.6 K 225.2K 27.0K 142 67.4K 3.8K 16.7 K 61.8 K 30.3K 51
REVENUE $101.0M| S5.6 M $6.2M  $S16.7M  $383M S$S49M  S35.0K S$11.0M  $630.2 K S2.5M $9.8 M S$5.3 M $7.9 K
CONVERSION RATE 0.94% 0.23% 1.23% 1.65% 1.25% 1.33% 0.12% 1.23% 0.57% 0.66% 0.69% 0.54% 0.35%
BPK 0.10 0.04 0.05 0.15 0.16 0.11 0.02 0.78 0.05 0.07 0.09 0.04 0.03
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Campaign Dashboard Categories

MI branded messages where the "friendly from" name is the actual

Brand brand name or business partner uses METT optimization Brand BPP emails, HVMI Solos, and other branded Solos
Cobrand CC Solo messages exclusively featuring a cobranded credit card é\igmz;“on and ECM campaigns (Welcome, Solos,
Continent Marketing  Field-sponsored, solo marketing campaigns (NOT METT) Regional Solos, Americas, Bonvoy Escapes

Marketing campaigns intended to drive conversion and revenue, and ~ MAU, Program Solos, Abandoned Search, Holiday

Core Marketing not otherwise defined elsewhere (Moments, Partner, Boutiques, etc.,) messages, MBV Boutiques

Offers and targeting submitted and deployed through the Field METT

AIELT Tool that run through METT optimization

Field METTS, Property Promotions

Service or transactional messages (may or may not have transactional

Informational
footer)

Points Sharing, Research/Survey, CEC, Apology

Triggered messaging to move customers through loyalty program

Lifecycle . Welcome, Achievers, Redemption, On Boarding
lifecycle
Moments Includes Moments Solos, METTs and Bi-Monthly/Recurring campaigns Special Events, Bi-Monthly Solos
Partner Campaigns featuring Loyalty partner Your World Rewards, United Airlines, Hertz, Cruises Only
. Includes Global Promo, Algorithmic Targeted Marketing and Model- ATM, Points.com, Global Promotion Announcement & Reg
Promotions X .
based Offers Confirmations
Travel Inspiration Messages that inspire travel and share travel tips & trends Traveler, Project Wanderlust

MARRIOTT \ V' 4
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Core MAU: Q4 2021 Top Content (English Version)

Does not include header, footer, and account box click activity

Content clie e Content Bookings
i 78,943
MAU NOV21 Hero Q3 GloPro Register + Book MAU DEC21 Hero YearEnd Booking 562
MAU_OCT21 Hero Q3 GloPro_Register 33,558 _
MAU_ NOV21 Hero Q3 GloPro Book + Register 519
MAU_DEC21 Hero YearEnd Booking 27,061
MAU OCT21 Offers EAT LTO 13.856 MAU_NOV21 Hero GenericBooking 253
MAU Leisure USCA Destinations Nov 13,260 MAU_ OCT21 Hero Q3 GloPro Book + Register 213
MAU_Leisure_USCA_Destinations Dec 12,240 MAU_OCT21 Hero_GenericBooking 205
MAU OCT21 Promo_Allinclusives 11,880 MAU OCT21 Offers NAD Staycation 104
i 10,470
MAU OCT21 RAB ThePointsGuy ' Urban Getaways 71
MAU_Lei A_Destinati 8,914 .
U_Leisure USC estinations Oct MAU NOV21 Offers USCA RediscoverDowntown 52
MAU_NOV21 Promo_Moments_Gifting 8,573 _ o
) 8175 MAU_Leisure_USCA_Destinations 43
MAU OCT21 Offers NAD Staycation ,
Urban Getaways 7,908 MAU_OCT21_Promo_Allinclusives 16
MAU_OCT21 Hero GenericBooking 6,842 MAU_NOV21 Offers CALA ResortRedemptions 13

MARRIOTT AV 4
40 ©2022 Marriott International, Inc. All Rights Reserved. Confidential and proprietary — may not be reproduced or distributed without the prior written consent of Marriott. BO NVOYk /.\



Core MAU Q4 2021 Heat Maps (English Version)

October 2021
Header

Member Module
Hero: GloPro/Generic
W Hotels Sweeps
Points Guy Banner
Promo: All Inclusive
Leisure Destinations
Offers

Benefits

Cobrand

News: Moments/More
Cravings

News: Travel Insurance
Footer

Grand Total

a1

% Clicks % Bookings

15.7%

33.3%

17.4%
1.9%
4.0%
4.5%
3.7%
8.5%
0.2%
1.9%

0.8%

0.3%
7.8%

100.0%

48.2%

34.7%

12.5%
0.0%
0.0%
0.5%
0.4%
3.2%
0.0%
0.0%

0.0%

0.0%
0.5%

100.0%

November 2021
Alert: Annual Choice
Benefit Reminder
Header

Member Module
Hero: GloPro/Generic
App Banner

Promo: Moments
Leisure Destinations
Offers

Benefits: Air and Car
Cobrand

News:
Uber/ShopwithPoints

News: Tours &
Activities/Dubai Expo

Footer
Grand Total

% Clicks % Bookings

0.8% 0.0%

17.3% 47.4%
34.1% 31.0%
26.9% 18.6%
0.2% 0.0%

2.8% 0.1%

4.4% 0.4%

4.7% 1.7%

0.3% 0.0%

2.3% 0.2%

0.6% 0.0%

0.6% 0.0%

5.0% 0.5%
100.0% 100.0%

December 2021

Alert: Annual Choice
Benefit Reminder
Header

Member Module

Hero: Year End
Booking

National Parks Promo
Leisure Destinations
Offers
Cobrand
Moments
Gifting Moments
Australia Open
Boutiques
Shop Marriott
Westin Store
Shop with Points
Traveler
Footer
Grand Total

% Clicks

2.05%

19.18%
37.43%

12.50%

0.38%
5.97%
6.65%
1.83%

0.39%
0.86%

1.82%
0.17%
0.43%
1.58%
8.75%
100.00%

M

% Bookings

0.00%

44.41%
30.83%

20.41%

0.04%
0.44%
3.16%
0.29%

0.00%
0.04%

0.15%
0.00%
0.00%
0.00%
0.25%
100.00%
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Lux MAU Q4 2021 Heat Maps (English \Version)

October 2021 % Clicks % Bookings ~ November 2021 % Clicks % Bookings  December 2021 % Clicks % Bookings
Header 8.9% 41.2% Header 7.8% 47.2% Header 9.8% 31.13%
Hero 37.20% 21.9% Hero 24.6% 10.6% Hero 12.7% 7.39%
Resorts 28.3% 14.2% Account Box 34.1% 37.0% Account Box 26.1% 26.46%
Account Box - B Inspiration 6.1% 0.4% Property Highlights 25.1% 19.84%
’ ' Offers 3.7% 4.5% .
0 0 Annual Choice Ben. 7.9% 8.95%
Moments 1.0% L Yacht Ann. 9.7% 0.0%
Offers 2.1% 0.39%
Brand Inspiration 1.3% 0.0% Loyalty (Moments) 1.5% 0.0% o ° °
cul ™ 0,00 Boutiques 1.9% 0.4% Inspiration 1.8% 0.00%
ulinary &7 70 New Opening 47% 0.0% Maldives Properties 10.1% 4.67%
New Hotels 5.6% 6.4% . . . Boutiques 1.4% 0.00%
Culinary 0.8% 0.0% ' '
Instagram 0.7% 0.0% Instagram 2 7% 0.0% Instagram 0.7% 0.78%
Footer 3.5% 0.0% Footer 2.4% 0.0% Footer 2.2% 0.39%
Grand Total 100.0% 100.0% Grand Total 100.0% 100.0% Grand Total 100.0% 100.00%
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Lux MAU: Q4 2021 Top Content

Does not include header and footer click activity

Month Content Clicks

Oct Hero: TLC Santorini 10,850
Nov Hero: TRC Mountains 8,111
Nov View Activity (Account Box) 7,819
Dec View Activity (Account Box) 4,163
Nov See Benefits (Account Box) 3,437
Dec Hero: 6 Iconic Brands, 6 Iconic Destinations... 3,333
Nov RC Yacht Collection 3,189
Dec See Benefits (Account Box) 2,701
Dec The Miami Beach EDITION® 2,636
Oct View Activity (Account Box) 2,448
Oct Endless Sunshine in Mauritius 2,426
Oct Your Sanctuary in Miami 2,143
Dec Annual Choice Benefit 2,082
Oct Let it Glow in the Maldives 2,014
Oct Live Exquisitely in Puerto Rico 1,826
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