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October 2016 Key Storylines

« October generated the 39 highest clicks but lowest bookings YTD

« Top 3 offers generated the majority of eNews click engagement

« Destinations disruptive design did not generate strong click engagement

+ Linked Account Reminder Solo drove higher click response than launch Solo

+ MegaBonus Achievement Solo generated the highest email KPls

+» Rewards Plus Acquisition Solo generated similar performance to Abandoned Search

« Test Summary: CTA copy, Body copy, Moments type, MRCC offer & subject lines




High click engagement, low bookings

eNews+ HS+

Program Benefits Offers Dest. Solos Lifecycle MRCC METT

Audience*®
° Total 88.TM 13.2M | 103M | 119 M -
§ Delivered 1.4% 16.2% 15.0% -29.0%
§ 0.18% 0.13% | 0.17% 0.28% .
Unsub Rate
-0.0 pts | 0.0 pts | 0.0 pts | -0.1 pts -0.3 pts | 0.0 pts
) 99% % 97% 9
Delivery Rate
0.2pts | -0.3 pts . -2
23.8% 24.0% 18.5% 2% 25.2% 35.1% 3%
Open Rate
0.7 pts 0.8pts |-0.8pts| 2.4 pts | -0.7pts | 0.8 pts !
212M 3.2M 1.9 M . 70M 2.1 M .
Opens
u 4.4% 20.4% 10.1% 2% 4.6% 52.9% | -26.2%
E ) 2.2% 4.1% 1.4% . 2.8% 5.2% .
3 Click Rate
E 0.3 pts 0.5 pts |-0.4 pts|-0.2 pts| 0.5pts | -1.2 pts |-0.0 pts
C
w ) ) 20M 5408 K |143.8 K| 865K | 789.9 K | 305.2K | 79.6 K
Unique Clicks
16.6% 31.8% -8.2% | -27.1% | 30.3% 20.5%
Click to Open 9.4% 17.0% 7.5% 4% 11.2% 14.8%
Rate 1.0 pts 1.5 pts |-1. 2.2 pts | -4.0 pts |-0.2 pts
) I553K | 415K | 100K . 6l.6 K 217K
Bookings
-2.2% -12.0% | -28.6% | -34.7% | 16.3% 14.5%
$57.3M | $15.2M | $3.6M | $2.TM | $23.0M | $84M
= Revenue
g -1.1% -14.2% 8% | -33.1% | 21.9% 11.7%
£ . 7.8% .7 0% 7.8% 7.1%
Y| Conversion Rate
-1.5 pts | -3.8 pts |-2.0 pts|-1.]1 pts| -0.9 pts | -0.4 pts | 0.5 pts
Bookings per 3.1 1.0 A 2.2 3.7 d
Delivered(K) -24.3% | -37.9% 8.3% -23.3%

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

Program Performance Summary

eNews & Solos supported non-booking initiatives like
Account linkage & sweepstakes which generated a high
CTO% but low Conv%

MegaBonus did not appear to attract the type of
engagement it had in the past, impacting eNews & Hotel
Specials CTO% & Conv%

Destinations generated the lowest click volume and
CTO% supporting a Halloween theme

Lifecycle bookings increased 15% YoY but booking per
delivered hit a 2.5 year low due to low email KPIs across
multiple campaigns & Onboarding

** Total Mailable minus anyone who has not clicked/opened an email in past |5 months




A number of Initiatives supported were not

booking drivers

RewardsPlus Acquisition 218K /7.4K
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eNews mHotel Specials BEMSclo MM eBreaks Mlifecycle B MRCC BFMT 00 Destinations B8 Project =——Delivered
Orange
October Key Solo mailings Delivered / EIR Bookings Initiatives Supported in Base Communications
Oct ‘“16:  Account Linkage Reminder 13.4M/25.6 K Cruise Sweepstakes Moments
NFL Shop 99M/24K Account Linkage NRG
MB Achievement 645K/10.1K Shop Marriott Marriott Traveler
Abandoned Search 306 K/7.8K
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Support of non-booking initiatives impacted Conv%
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Observations:

* Open% was the 3rd highest in over a year, led by Destinations over 2015 eBreaks

* CTO% was 12% higher YoY due to account linkage support in eNews and Solo

* Conv% fell to the lowest since 2012 due to eNews & Hotel Specials performance as well as non-booking Solos




Key Storylines




90% of clicks went to content above Chat with Travel Stickers (Rewards)

Content included high click generating content
Link Accounts (Top Offer) 49% of email clicks
MegaBonus (Rewards) 7% of email clicks
Cruise Sweepstakes (Rewards) 6% of email clicks

Consider reducing workload in other eNews sections when strong
offers are featured

ex. Jan/Feb, Jul, Sept/Oct were MegaBonus months

== 90% of ==
i clicks

e Soe Rewards Chat ©

- Eam 80,000 Bonus Points. »
Pl e 1 7 0 o many et s can e, Loam

M=)

eNews
Your Account: Link to SPG®

City Scene
0% cl bks =




Disruptive design & content did not drive

engagement

1) There were a number of new elements that may have
contributed to a lack of engagement
* No Main CTA & unique body CTA
* Non destination based imagery
* Reduced # of destinations
» Content revolved around holiday
« Strong influence of theme in content & copy

2) Family content remains a challenge to feature

successfully
+ “Kid Family Fun” received the least clicks in the top section
* Targeting may be the key to making family content relevant

Future design & content are focused on expanding on
successful elements from Sept Destinations

Destinations (Top Half)

Booooooo(k a Halloween Trip)

Marrioft
REWARDS. _

Halloween's a Big Deal in the U.S.A.

@ Halloween Around the World

@ Go Ghost Hunting

. o,

sxayH If You Dare Where to Walk with Ghosts

¥ Trip Planner: Where to Book Now

ﬂogx

Nashville Park City
umemesCasit  Qetssd Thomas
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MegaBonus Achievement should be part of
migration to Orchestration

Spring ‘16
You've Unlocked Another MegaBonus® Offer
2 e D

J\arroft
REWARDS
“eeeseeseeenns-

First Name
Last Name

Gola 5 Your Account Points Nights

You've Unlocked a New Offer: 2,500 Points

Congratulations{, Alexandria]! You've sk
wins #1 and #2. Want more? Go for win

twice and achieved MegaBonus®
Make one more stay* and eam 2.500

bonus points.
Wil
= N
ot

Eam 2,500 bonus points to use towards future stays, shopping, dining and more

Register Now

d a8 consecaiive gt spent at ihe same hotel, ragerdiem of chedk-inichech-out sctity

Fall ‘16
You Got Your MegaBonus, But There's More
Marrioft MegaBonus EIR EIR Bk/
REwarps [N = Delivered Open% CTO% Conv%
Achievement Solos Bookings | Revenue Del (K)
Fall 'l16 63.3 K 10.0 K $3.1 M 756% 87.8% 238% 1579
Spring '16 295K 37K $12M  73.1% 755% 23.0% 127.0

Observations
MegaBonus Achievement Solos generated the highest
email KPIs

* Members continue to find a combination of acknowledgment & a
new offer highly valuable

Members get it: You made 2 stays and got your MegaBonus!
Now register by [DATE1] and stay one more time by [DATEZ]
and you'll double your bonus.

CLAIM YOUR BONUS
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Continue to support RewardPlus Acquisition as a Solo

SL: Double Status Looks Good on You, Marriott

A\arriott

RewardsPlus generated the same monthly bookings as Abandoned o jEwaros (R
Search at a higher booking per delivered

Solo development may not be resource intensive

* Nearly identical creative was used in April with minimal fatigue e
Double Your Status with RewardsPlus
RewardsPlus . EIR EIR Bk/ e s you wnyw moi wvu s
Delivered Open% | CTO% | Conv% e
Solos Bookings | Revenue Del (K)
Oct'l6 2182K 74K $3.1 M 46.0% 287% 258%  34.0 ORISRy =y
Apr'lé 185.0K 74K $3.1 M 459% 299% 29.0%  39.8
Jul'13 287.7K 152K $59M  52.7% 33.8% 297% 529 Chock YourBagor ChosseYour  Uprade Yor

More Benefits for You »
2 You at the airport with Premier

Accs s, earn seven award miles per

dollar on

fights,

‘‘‘‘‘‘‘‘
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Linked Account design update may have

Impacted engagement

Oct Reminder generated higher engagement than Sept Launch
* Higher Open rate due to action-oriented subject line
» Higher CTO% due to simplified design & Sweepstakes

SPG Account E

IR
Delivered | Clicks . Open% CTO% | Conv%
Bookings

Linkage Solos
256 K 27.0% 147% 4.8%
362K 244% 112%  73%

134 M
182 M

5298 K
493.7K

Oct Reminder
Sep Launch

Design updates

* More direct

* Less copy

* Increased white space

Link level analysis to be conducted to separate design
clicks from sweepstakes clicks

Oct Reminder
Link to SPG, Jim
0

THREE:PROGRAMS.
ONE-REASON: YOU

DID YOU HEAR, MITCHELL?
Marriott International and Starwood Hotels & Resorts have joined

to become the world's largest hotel company. Now you can enjoy
the benefits of bath loyalty programs by finking your Rewards

LINK ACCOUNTS NOW

Sept launch
Marriott + Starwood is Here, Jim

)

W Narmoft
LM pEwaRDs.  SPE:

WHY LINK ACCOUNTS?

THREE LOYALTY PROGRAMS LINKED
FOR ONE GO H

Unlock 3 world of NEW possibilbes today when you Bk your accounts

13



October testing summary

MRCC offer test

CTA copy test

Offer body copy & eBreaks test in Hotel Specials
Moments: Specific vs Category test in eNews
Subject line testing in Destinations




A new credit card offer generated higher click
engagement over the 80 K pt offer

Control (80 K)
Campalgn CTO%: 2.4% Campalgn CTO%:

Q Search Mamiott Rewards Member Rates.

Z
Earn 80,000 “
Bonus

montns®

Test 1 (Math Box)
2.4% Campaign CTO%: 2.6%

Test 2 (New Offer)

P, -ypothesis: Featuring a new credit card offer (2
free nights & credit) can create a higher click
engagement than repeating a strong offer

5,000 Your batance as of 1011212016
+80.000 Ater you spend $3.000 in tne first 3

17 Emte Night Credis (encugn for Siver Elte
Status)

69 Samt 85.000 Ports

ot Dutwa 1P Teme

fallowing benetes

(Cat. 1-5) Your Elite
e i your accoun Membership

anmmearsary

3 new cardmember bonus for s Card in the past 24 montns

— as
Premier Credit Card. Apply by November 30, 2016, and you wil enjoy the Fremier Creat Card ApplyhyN ovember 30, 2016, and you w lrrmyl
s

e ’
Coceeet”

1Free Night Stay 15 Credits Toward Na Fomgn 15 Credits Toward ~ No Fomgn
u

i PURHSES 1 e WL S MoniG oo iccoint Aner Yo $pen $3,000 o0 purchases i frst 3 marktsfrom account

NOIZE0 Uses 010 Take & purchase I he firs 3

0 not
Thes product s avatable 10 you i you do not have this card and have ot recewved e e e e ot

Earn 2 Free Night
Stays + a $200

Statement Results:

* The new offer generated a higher CTO% at a
g o campaign and section level

* Changes in Do the Math box did not impact click
engagement (Control vs Test 1)

16 Eie Night Creats (encugn for Siver Elte
50 nocectory sl Facaty

e for the e yeor,
hen 835

0L 45 & Vakled MeMDer. 15 0L peasire 0 OTTEr You the MaTIOH Rewarase
Premer Creait Cara. Apply by November 30, 2016, and you wil enjoy the
Tollowing benefts

= (P @ Takeaways:

f:;:ﬁf"‘m m“ e » Keep offers fresh to optimize response

» Testing Do the Math has not resulted in
meaningful results
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"Plan a Stay” CTA copy generated more bookings

5,000 Points CTA link results Fig 1.50,000 Points CTA link results
Aarrioft o “ ” i tt
werel R EWARDS H)_/pothe5|_s. Book Now” copy is the strongest CTA to e e Awrng ==
drive bookings =
———e i
3 Silver 10 |Gold50  |Piatinum 75 Your Account » Points Nights
Q Search Mamiott Rewants Memer Rates Updated Results: “Plan a Stay” generated a higher

./2-’

nus®

Xy booking per email across both MB reward tiers

“ =

Ay

MegaBe

/' f 5 .
BCTL A 5 K: “Plan a stay” won at a CTA & campaign level

50 K “Book now” won at a CTA level (Fig1) but
. “Plan a stay” won at a campaign level
5,000 MEGABONUS

p O I N TS ° U se “ Pla n a Stay” i n fUtu re reg i Strati o n Great choice: You're registered to earn 10,000 bonus points

C 0 n f| r m at | 0 n e m al | S every 10 nights. To get your MegaBonus, book, stay & earn

between September 15 and January 15, 2017

Great choice: You're registered to earn 5,000 bonus points.

To get your MegaBonus, make 2 stays between September 15 e “Plan a Stay” will be main CTA copy in Dec

and January 15, 2017

3.6% 3.9% Destinations - |
CTO% CTO% « Recommend testing in different booking CTA

campaigns (e.g. Feb Hotel Specials)

| PLAN A STAY }"1 BOOK NOW I""' FIND A HOTEL

st s sowtl ol the wevw Sebal rege TR of chedh o vhech o By

16



Like Sept, offer body copy

engagement

Control: Offer body copy & Old eBreaks

& Where to Celebrate See Al ©

Christmas Season at Gaylord Thanksgiving Stays From $79
Stay near the shops on Black Friday.

Save 30%

Rock around the tree in Washington, DC,
Nashville, Kissimmee or Dallas.

Save 20%

$100 Spa Credit in Sonoma

Relax by the fireplace, wine in hand,
, after your massage.

R

Dine Out in Hilton Head

Savor two good meals seaside.
Breakfast & dinner included.

eBreaks section

+47% click engagement
than Test

Test: No body copy & New eBreaks

&) Where to Celebrate See All ©

Christmas Season at Gaylord:  Thanksgiving Stays from $79

Experiences section
+40% click engagement
than Control

Dine Out in Hilton Head

From $259 @

1
Save 20% With eBreaks®

Act Fast to Save 20%

Save with eBreaks® this weekend at a
location near you.

DAYS HOURS ~ MINS  SECS

did not increase click

Control vs Test emails generated nearly identical
Open%, CTO% & Booking per delivered

* However, there was different engagement between
Experiences & eBreaks sections

Test results impacted by eBreaks new creative testing
« Control: Offer Body Copy & Old eBreaks
+ Test: No Body Copy & New eBreaks

Future test planned for Dec Hotel Specials to confirm
findings

17




Moments received low engagement; little
difference between specific vs general

Redeem for Experiences 7'iniwnv» Y

-

Al Clicks

" ts for More than Travel

Specific Experiences (1.4 K clicks total) st o vt you can oy row o Generic Experiences (1.9 K clicks total)
, T TR S —
: ! Clicks .y ay
¥ d
. I8}
Sail With Football See Chris Botti in Food & Drink Sports & Activities ~ Entertainment &
Hall of Famers Concert Events Lifestyle
Cruise the Caribbean with Listen to Grammy-winning
football stars. jazz at Strathmore.

* Moments module consistently has not attracted clicks

» Support specific Moments with “See All” links
» General “see all” links generated the most clicks

18



Oct Subject line test & roll summary

Destinations (Core)

* Booooooo(k a Halloween Trip)

» Ghosts, Zombies, & Haunted Hotels, Oh My!
» 3 Cool Places to Celebrate Halloween

TSAT Destinations

* Ghosts, Zombies, & Haunted Hotels, Oh My!
» Booooooo(k a Halloween Trip)

» 3 Cool Places to Celebrate Halloween

WHPH Destinations

» 3 Must-See Halloween Cities
 Celebrate Halloween Like You Mean It
» 3 Cool Places to Celebrate Halloween

Open rates** Descriptors of winning subject line
5.8%* Disruptive, playful
4.9%
4.7% Passive
6.5%
6.5%
6.0% Passive
10.3%* Imperative, listicle
10.0% _
9.6% Passive

“3 Cool places...” consistently generated the lowest open rate in all segments

*Statistically Significant

** Open rates appear low due to the delay in when Opens occur vs when emails appear in inbox. Roughly half the recipients that opened did so within 2 hours of receipt

19



Key Takeaways
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October ‘16 Key Takeaways

Content Highlights

» Reduce workload in other eNews sections when strong offers are featured
« Family content remains a challenge; leverage targeting

» Members love being recognized and discovering new rewards

Orchestration
* Ensure achievement notifications are a part of MegaBonus Orchestration

Testing learnings:
» Keep offers fresh to optimize response
» Current MRCC “Do the Math” testing has not yielded results

» Booking consideration CTA continued to generate more bookings than “Book Now” or Find
a Hotel” in MB Reg Conf

* Hotel Specials may not need offer body copy
» Support specific Moments with “See All” links

21



Competitive
Insights
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HYALT

GOLD PASSPORT Welcome, Mitchell

Hyatt Loyalty Rebrandin

Introducing World of Hyatt,
your new loyalty program,
replacing Hyatt Gold Passport®

on March 1, 2017

Loyalty Program Rebranding Solo
» March 1, 2017 “Hyatt Gold Passport” will

become “World of Hyatt”
» Positioned as “Celebrating yol,l" Simply put, World of Hyatt is a celebration of you and your

journey. Beyond just great locations, luxurious rooms and top-
. : notch amenities — it's about connecting you to the people,
CTA Explore World Of Hyatt places and stories at the heart of your world
We designed the program for you. We heard what makes
your experiences better and more meaningful — and we
tailored World of Hyatt to meet those needs, so you can
expect the exceptional.

Discover more, including the new Program Terms and details
for when and how your Hyatt Gold Passport membership will
transition to World of Hyatt at
HYATT.COM/WORLD




Generic fall theme was
leveraged by Wyndham B

WYNDHAM

vou nave O ponss Wl 51ue Member
REWARDS

50 free 15,00 polres O ne
90 fasts 3,000 polt &

3 g 10 g0 s youlbe-

Wyndham Fall Savings
Event

WYNDHAM Hello, Mitchell

You've earned this: BLUE Member | 0 points

Victory is sweet

510 OFF per night
and so are the savings

+ 200 bonus points
e ighus

Book weekday stay and
save $10 off/night after 2+
nights and earn 200 points

Don't miss

ut on our Fall Saving

Steals Unreal

news and offers

$10 OFF per night
+200 bonus points

when you stay 2 or more nights"

Don't miss out on our Fall Savings Event.

Just book your weekday stays (Sunday-Thursday arivals) between October 8—
November 28, 2016 to save $10 off each night when you stay at least 2 or more
nights at a participating hotel. Complete your stays by January 31, 2017. Plus, eam
200 bonus points

Hospitality on iin a trip

wheels down

Have another adventure in mind?

Did you hear that, Mitchell?
It’s an autumn adventure calling your name.

Eam up 1o 30,000 bonus points with the NEW

Hike somewhere new. Gather with family for the feast. Go back to your alma mater for
homecoming

Wherever you venture, this offer makes Fall even more rewarding.

$10 OFF per night
Get the offer + 200 bonus points

when you stay 2 or more nights

Eamn up to 30,000 bonus points with the NEW
Wyndham Rewards® Visa® Card." That's enough for up to
2 free nights.? Plus, receive NEW magical perks.®

e J 24




SPG used fall theme In travel inspiration emails

Dreaming of a warm
vacation this fall?

Surround yourself with white sand beaches, crystal blue water,
and plenty of local flaver in the Carlbbean at one of our 8
destinations. Relax on Seven Mile beach in Grand Cayman,

snorkef in St Maarten or discover the hidden

Vieques, Whatever fype of escape you are looking for, we have a

rosort that is perfect for you! Enjoy free nights and resort credits
when you book with us foday

reasures of

AWdY<

2ar Insice
" facebook

TRAVELING OUTSIDE STAY CONNECTED WITH

OF THE CARIBBEAN? STARWOOD CARIBEEAN
We have our Sunsafionad Savings ke cur Facebook page for the hoftest
offer in cur Maxico hotels as wall duals & fraval tips in the Canbbean.

!

>~ Many unigue dest
50 Mmany storles to tel

Check out the Caribbean's hidden treasures.

Fall for savings

Discover destinations fo seek out all season long
SPG* members are invited fo enjoy an additional 5%
savings, plus complimentary Wi-Fi

EXPLORE NOW >

e T

s

DETROIT, MI NASHVILLE, TN

Take & datour 1o Motor City snd Escape to Music Cty and
explom top local aftractions akag xperience the best in funes,

Play all day.

From Miami fo Minnaapolls, put 3 itie play in your stay at W Hotels. Live
up with wo valat parking and

EXPLORE >

No plans? Try some of ours

EXPLORE >

Let's dofall

The year's most colorful seasan brings cooler temperatures
and plenty of reasons o fravel. Book your next getaway and
save up to 15% off your stay.

EXPLORE NOW >

Next stop, fall escapes

ONLY IN OCTOBE SOUTHERN CHARM

Maamito Bock 1%

New Orisans, iscorsr savings you'll a# hotals and rasoets across the
et only in October; South this season,

I One night is never enough I

Book two o more consecutive nights and receive 40% off
every second night in Hawall, Callforia, New York andl mors.

EXPLORE >

Travel inspiration

e
Y
-

TURN ON YOUR
WETKIND.

oscovronss @




Halloween theme was leveraged more by Field

Subject Line Only Halloween Themed content Halloween Copy

BOO! NYC is on SALE this December...

BOOK YOUR PERFECT STAY

with the Hilton HHonors App

% E“J?ﬁen Innv

(@)
Hitton

WOTCLS & RESORTS

TRICK OR SUITE?

BOOK BY OCTOBER 31 &

£
The Drake
e i SAVE UP TO 15%

=== Hilton Garden Inn New York/West 35th Street ——]

SAVE NOW

Spooktacular Savings

Book by October 30th to unmask rates
from $92 + exciting fall festivities

UP TO 208
IN-MIDTO

PLUS DISCOUNT COUPONS TO
THE RIDE, THE TOUR & MORE

Save on a getaway that's suite-r

than candy. Treat yourself to

thrilling savings up to 15% on

BOOK NOW

upgraded room types when you

BOOK Nd\N book by October 31, 2016.

ros

—

08 WA

ows

STOP CLICKING AROUND
START SAVING

Get the lowest price anywhere
online, for members only EXPLORE




October was promotion-heavy

Carlson Work Hard
Play Hard

CARLSON"

i

s 2
M PLAY
/HARD FLAYS

TR oM wEEKENOS
| DOUBLE PORTS ALL WeEK

¥ recommmons

Hilton Double/Triple Points

NOW EARN

TRIPLE POINTS

WHEN YOU BOOK THROUGH THE
HILTON HHONORS APP AND STAY
THROUGH DECEMBER 31.

Lx!:‘-n::‘!- 2

e =
< gy

—_—— e
REGISTER IN 1 CLICK

PLUS, GET AN ADDITIONAL

5,000 POINTS

after 5 stays.

YOU'RE REGISTERED!
LET'S GET YOU CLOSER TO THAT FREE NIGHT.

ARy £ARN
DOUBLE POINTS TRIPLE POINTS

BOOK ONLINE

When you bock Broush
H w
Do have e app yot?
ioed & now
Every Day. Every Hotel. Ever

rywhere.
Now hrough Deceen 016

Hilton|
, ®

L= @ =y

Wyndham

Promotion

MORE POINTS.
MORE play.

WYNDHAM
REWARDS

BL

sy |

GET 3,000 BONUS POINTS
just for staying 2 NIGHTS*

Mitchell, it's a magical day for you.

You've been selected for this special offer

Hyatt More Points
More Play

SPG 2X Pts
Weekdays/3X Pts
Weekends

Turn stays into
vacation days

ONE-CLICK REGISTRATION

22X

STARPOINTS
Weekdays

3X 2

STARPOINTS
Weekends

There’s still time to register for SPG® More
for You. Earn double and triple bonus
Starpoints® at hotels participating in

this global promotion now until
18 December 2016.%

ONE-CLICK REGISTRATION >

Register b r 2016,




Appendix
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Members may be booking more in October

M.com booking trends indicate bookings above monthly

Average m.com Homepage % Change in Bookings & Revenue

Month Average of Percent Difference Average of Percent Difference Revenue

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

Chart shows monthly bookings & revenue against the average
maonth aVT-TAV/-}-T2 20112.2015




Hotel Specials Field Offers has generated less
clicks throughout the year

600,000

500,000

400,000

300,000

200,000 -

100,000 -

0

2013 2014 2015 2016

QI =Q2 =Q3 = Q4




Both Core and PO Hotel Specials generated
less bookings in 2016 than 2015

12.0

—
/—/ \ - 100
2" \
- 80
15
_ o
3 g
E 60 =
- 3
] -9
= 10 m
E :
a 40 =
x —_
o 2
5
20
0 0.0
S 0, /. £ J A 5
4”@‘-/5 ®./5 Oct'/ 5 NOKI 0 ety -, 5 eb‘a"s "ar, N/ 4’0".’6 Ma)"/ﬁ- ), 6 Yhis lq“@'—/g ®- /g ort'!s
= Bookings mmELY Bookings = PO Bookings ®mLY PO Bookingg ——Delivered ——LY Delivered

Observations
Hotel Specials generated 29% less bookings YoY despite an 15% increase in delivered emails

31



October 2016
MR Campaign
Reviews

32



October ‘16 eNews performance summary

eNews +

Program Benefits eNews Benefits

Total 88.7M 13.2M
Delivered 1.4% 16.2%
@
< 0.18% | 0.13%
£2| Unsub Rate ‘
S -0.0 pts | 0.0 pts
T
Delivery Rate
23.8% 24.0%
Open Rate ‘ ‘
0.7pts | 0.8 pts
21.2M 3.2M
Opens , ]
2 4.4% 20.4%
o
2.2% 4.1%
§| Click Rate “ -
[ 0.3 pts | 0.5 pts
=
. 20M | 540.8K |479.9K
Unique Clicks
16.6% 31.8% :
Click to Open 9.4% 9%

17.0%
1.0 pts 1.5 pts

Financial

Bookings 15K
-12.0%
$57.3 M | $15.2 M $II6M
Revenue LI

-14.2%
7.8%

1.7% 6%
-1.5 pts | -3.8 pts |-

Conversion Rate

Bookings per

1.7 3.1 ]
-3.6% -24.3% | - 4

Delivered(K)

Observations

October eNews+Benefits deliveries increased 16.2% YoY and bookings
decreased by 12.0% YoY, resulting in a 24.3% decrease in
booking/delivered

» Lowest Conv% since 2012

» While Conv% fell across all segments, PO segments generated lower Open &
CTO% open rates

Targeted alliance messaging was featured in the Top Offer; other
content highlights

* MegaBonus

» Cruise Sweepstakes

» Chat with travel stickers

» ShopMarriott

* Rewards Chart link

Moments section A/B tested generic vs specific experiences
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35.0%

30.0%

25.0%

20.0%

15.0%

10.0%

5.0%

Oct ‘16 eNews & Benefits Email KPI trends

LY Open%

- .z P \ __Open% S~

- - -

Oct-16

S~——— - 0 — - _ ==~ -
Conv% LY Conv% T~
T T T T T T T T T T T
Aug-15 Sep-15 Oct-15 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16
——Open% —CTO% —— Conv% — — LY Open% - - LYCTO% - — LY Conv%

Observations
» Open% was above YTD average & featured Linkage messaging
— Your Account: Link to SPG®
+ CTO% was above average for mailings that did not feature MegaBonus in the Top Offer
« Conv% was the lowest to date likely due to the prominent feature of non-booking CTAs (Account linkage, Cruise
Sweepstakes, Travel stickers, NRG)
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October ‘16 eNews sections

Observations
eNews generated the 2" most clicks in over a year but the lowest Conv% since 2012

Top offer section generated the type of click engagement as months where MegaBonus
& Summer Promo were announced (> 50% of eNews clicks)

* However, the lack of direct booking opportunity impacted Conv% (nearly half of promo
months)

The Rewards section generated the most clicks since June’15 but Conv% was 21%
below YTD averages

» The majority of clicks went to MegaBonus and Cruise sweepstakes placements & the
MegaBonus Conv% was below average

* Multiple non booking CTA content (ShopMarriott, Rewards Chart, Travel Stickers)

Additionally, the Header generated the lowest Conv% YTD which contributed to the
overall low Conv%

The concentration of clicks to the Top Offer and Rewards may have cannibalized click
interaction with Moments section & below

Account Box m=
17% clks, 26% bks

Top Offer
51% clks, 46% bks

. Search

‘@ 4% clks, 6% bks
L3 o

“I' Rew - Header .
7% clks, 5% bks
) - pstakes! Win a Free Cruise
Rewards Main
15% clks, 12% bks

eNews
Your Account: Link to SPG®

§| Hotel Open [
1% clks, 0% bks

AC Hotel San Jose Downtown
e s n

it ocem reor e By area ek
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October ‘16 eNews link analysis

Observations

MegaBonus generated the most clicks in the Rewards section, followed closely by the
Cruise Sweepstakes

» MegaBonus offer generated 38.4% lower Conv% than last time it was featured in
Rewards (Nov ‘15)

Shop Marriott generated the 2" highest click engagement

» $1200 savings was offered, which generated a 15% higher Conv% than a previous
ShopMarriott offer (20% off)

While the Rewards chart click engagement fell compared to previous months, it still
generated above average click engagement for content in Rewards

Mitchell's October Updates 155 K | seerewaro- -

Tip: Now's the best time tc 2l S 182 K
your holiday travel. 795 bks

- it =:t!  Get Your [5,000][50,000] Bonus

. 344 K -. Points
‘| 1.8Kbks
-\ $ FlndaHotsl

v 8 Sweepstakes! Win a Free Cruise
|

YYou chose a MegaBonus® — now book a stay
to eam your bonus points.

Enter to win a 7-night Celebrity® Caribbean
cruise for two — and more.

31.7K
1.5 K bks

Chat with Travel Stickers

Now there's a sticker for every travel moment.
Add them to your iMessage conversations.

Download Now

3K
134 bks

Earn Points on Your Car Rental

3.7K
185 bks B

Save up to 35% and earn up to 5,000 points
with Hertz.

Reserve a Car

{

Install Solar Power
(and Get 30,000 Points)

Choosing NRG Home Solar could mean big
savings on your electricity costs.

Sleep Like You're on Vacation

Relax on a hotel bed - in your own home. Save
up to $1,250 on beds, bedding & more.

Buy Bedding

n 80,000 Bonus Points »
. there is no limit to how many points you can earn. Leamn
49

o How many points do youlman ©
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Both Core and PO eNews generated 12.0%
less bookings in 2016 than 2015

YoY & MoM eNews Bookings

100 140
90
- 120
80
70 - 100
60
- - 80
8
S 5o
@
-1
60
S 40
=]
=}
m
o
m

20
I I 2.0
) I I I l
0.0
@

0, S A S S Se Q,
s Mo, /5 .y g /¢ "o, /s 4”’-/5 M"“)'-fs “n-1g 15 4“6’-/6 ®/¢ g

5
KR

B Bookings mmELY Bookings ®mLY PO Bookings = PO Bookings ——Delivered ——LY Delivered

(W) sirewy paJaalpQg
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Both Core and PO eNews generated 31.8%
more clicks YoY and a 13.4% higher Click%

YoY & MoM eNews Clicks

(W) s|rewy

— (] w B ) 1% o ~l Q
o 8 3 3 3 3 3 8 3
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Core

i Account Box m=m
17% clks, 26% bks

o

I Top Offer
1% clks, 46% b

Welre Linked for Yo
Search
4% clks, 6% bks

7% clks, 5% bks

Earn 80,000 Bonus Points »
P, Tere 1 4 0 how many et yoscan earm Leam

© oy sors oy e Sen Remares Gt ©

Moments ‘ _

.| 1% clks, 1% bks

Use Points for More than Travel

[ b \i z

w! % i O -
OineWihChef Sl Wih Footoal  Ses Civis Bottin
Michael Jacobs  HallofFamers  Concert

“l Rew - Header .

See: Frigs Kanio
0

i| Hotel Open [§
1% clks, 0% bks

Visit Mexico's Cultural Capital

™| City Scene
0% clks, 0% bks

Th citywas built on a fake — asd it's slowly sinking, like Venice

Eat Tacos 8|
Pastor

TSAT-CTRL

[ Account Box =
14% clks, 20% bks

Q Searcn Uamott Rewarés Wemoe Rates

Top Offer
51% clks, 43% bks

Search
4% clks, 9% bks

“I Rew - Header '

7% clks, 15% bks
Rewards Main
16% clks, 6% bks

Chat wen Travel Stickers

- Earn 80,000 Bonus Pornts »
Pl tere 19 4t 0 how many oty can earm Lesm

Q) oy s 0y Sow Rewarés Chare ©

Moments \

1% clks, 0% bks

Use Points for More than Travel

&

Dine With Chef Wih Footoal  See Chris Bott in
Michae! Jacobs. Famers 2

i Hotel Open [
1% clks, 0% bks ‘

™| City Scene
0% clks, 1% bks

The citywas built on a lake — aad it's slowly sinking, like Venic

: eBreaks g
% clks, 3% bks A

WHPH-CTRL

I Account Box m
8% clks, 10% bks

Q searcn Mamott Rewarcs Memoer Rates

Top Offer
66% clks, 65% bks

Search
2% clks, 3% bks

“I Rew - Header .
4% clks, 3% bks

pstakes| Win a Free Cruise

Rewards Main
15% clks, 14% bks

‘Chat with Travel Stickers

install Solar Power

Eam 80,000 Bonus Points.

Q) vy pors 0 y0u e see Remarts chan ©

Pl e 12 418 1w many pots you can eam. Leam
Mo

Use Points for More than Travel

s 2 I
a7

Dine With Chef  Sail With Footoall  See Chis Bottiin
Michael Jacobs  Hall of Famers Concert

i[ Hotel Open B
1% clks, 0% bks

AC Hotel San Jose Downtown

Ao sanate
e ey

B City Scene
0% clks, 0% bks

The citywas built on a lake — aad it's slowly sinking, lice Yen
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Oct 16 Hotel Specials performance summary

HS + Hotel
Program Offers Specials

Total 88.7M | 10.3 M
Delivered 1.4% 15.0%

a . -
g 0.18% | 0.17% 7
£ Unsub Rate ‘
E -0.0 pts | 0.0 pts 0.0 pts
Delivery Rate
23.8% 18.5%
Open Rate ‘
0.7 pts (-0.8 pts
21.2M | I9M
Opens
2 4.4% 10.1%
-
2.2% 1.4%
£|  Click Rate “
& 0.3 pts (-0.4 pts
=
(48]

20M (143.8K| 122.2K
Unique Clicks ]

16.6% -8.2% 0%
Click to Open 71.5% 3%

1.0 pts [-1.5 pts

Financial

10.0 K .
Bookings
-28.6% T%
$57.3 M | $3.6 M .
Revenue
-1.1% -28.8% | -33.4%
7.8% 7.0% 2%
Conversion Rate
-1.5 pts |-2.0 pts| -2.

Bookings per 1.0 :
Delivered(K) -37.9% | - 4

Offers

Observations

YoY deliveries increased by 15.0% & bookings decreased by 28.6%,
leading to an decrease in bookings per delivered of 37.9%

» Lowest booking per delivered since 2012 due to the lowest CTO% and Conv%
since Nov ‘15

Placements that generated lower than expected click engagement
* Field Offers

* MegaBonus

» Cruise Sweepstakes

» eBreaks

There were multiple tests conducted
 Offer body copy in Getaways & Experiences
» eBreaks creative
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Both Core and PO Hotel Specials generated
less bookings in 2016 than 2015

12.0

—
/—/ \ - 100
2" \
- 80
15
_ o
3 g
E 60 =
- 3
] -9
= 10 m
E :
a 40 =
x —_
o 2
5
20
0 0.0
S 0, /. £ J A 5
4”@‘-/5 ®./5 Oct'/ 5 NOKI 0 ety -, 5 eb‘a"s "ar, N/ 4’0".’6 Ma)"/ﬁ- ), 6 Yhis lq“@'—/g ®- /g ort'!s
= Bookings mmELY Bookings = PO Bookings ®mLY PO Bookingg ——Delivered ——LY Delivered

Observations
Hotel Specials generated 29% less bookings YoY despite an 15% increase in delivered emails
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Oct 16 Hotel Specials & Offers Email KPI trends

25.0%
23.0%
21.0%
19.0%
17.0%
15.0%
13.0%
1 1.0%

9.0%

7.0%

5.0%

LY Open%
_________ ’4’\
__________ _ - ~
—— - ~
— /\ ==
e = e T == ---7'-'—:—...____._,__.:.:
Open%
LY CTO%
- " ""-.. -~ CTO%
- = - ~ ———
= T - — =< ===
—————— - I Copvd— == = = T T T T e e e e e e m m e === T T
= LY Conv%
Aug-15 Sep-15 Oct-15 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Oct-16
——Open’% —CTO% ——Conv% — — LY Open% - - LYCTO% - = LY Conv%

Observations
« Open% was the 2" [owest since Mar 12
Oct ‘16 SL: 119 Travel Deals for November Oct15 SL: Jim’s November Deals + Discoveries (Test Winner)

» Lowest booking per delivered since 2012 due to the lowest CTO% and Conv% since Nov ‘15
— Click engagement with Field Offers & MegaBonus was lower than expected

42



Oct "16 Hotel Specials Core link anal

Observations
Hotel Specials generated the least amount of clicks since 2013
 Field Offers generated the lowest clicks since Nov ‘15

» Field Offer clicks have decreased steadily throughout the year for the
past 3 years

MegaBonus did not appear to generate the same click engagement
Summer Promo in a similar placement

« Summer Bonus averaged ~ 20 K clicks as a Middle Offer
* MegaBonus has average ~8.5 K clicks in two months
« Summer Bonus was featured outside of Getaways unlike MegaBonus

Getaways generated 15.3% more clicks than ‘16 YTD average due to the
Cruise Sweepstakes

Experiences section generated the 2" lowest section clicks despite
featuring 4 offers in an expanded layout

eBreaks generated the lowest clicks to date, 60% lower than YTD average
A test was conducted with new creative

Account Box &=
27% clks, 33% bks

525 restau

mmmn marsn

Search —

11% clks, 12% bks ’-

Your November Travel Deals

Fre e paking by ipors
canaa

Anaheim Mamon® $456+
0 Cuemmmuvwmeysm O

Manina del Rey from 5210
©  Vaktpanng, fast W

SeeAll @

K

NYC: Save Up to 20%

[ S -

Las Vegas: Up to 30% Off

Get Points Back in Paris

g t rewarsed

Hotel Specials
119 Travel Deals for November

Win a Caribbean Cruise for Two
e Ceety ruse, 350 e

Christmas Season at Gaylord-  Thanksgiving Stays from $79
-7 . $100 Spa Crednt in Sonoma

[ . IS

Dine Out in Hitton Head

= @
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October ‘16 Hotel Specials link analysis

W 19K
€Y Promos & Points 160 bkg See Al ©

Observations
Most clicked content:
« Caribbean Cruise Sweeps (Getaways) 6.8K | crrmes SeasenatGayers - Thenkegiing Steysfrom 79
° MegaBonus 5.7K Earn Your MegaBonus: Points
* Las Vegas 30% Off (Getaways) 4.3K 000 o pi o ow. st caming your ‘ $100 Spa Creditin Sonoma
* NYC 20% Off (Getaways) 4.0K R
+ eBreaks 3.9K [ 43K V.
+ Gaylord 2.1K 138 bkg

NYC: Save Up to 20% Las Vegas: Up to 30% Off Dine Out in Hilton Head
eBreaks generated the lowest % of clicks and click volume to- &
date; engagement has been steadily declining since June "

2 Get Points Back in Paris
992 o it T ey
1 60 bkg

Save 20% With eBres 217 b kg
Act Fast to Save 20%
Save with eBreaks® this weekend at a
BOGL1216 ==

DAYS HOURS  MINS ~ SECS

Win a Caribbean Cruise for Two

Enter to win a 7-night Celebrity* Cruise, $500 cruise m
cash &4 nights at the JW Marriott* Miami
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Offer body copy testing was disrupted by
eBreaks creative testing

Control

By Section %click comparison

Test

© Promos & Points

Getaways
Test: 4% higher

© Promos & Points Secht @

Win a Caribbean Cruise for Two

Experiences
Test 40% higher

€ Where to Celebrate Al

mm

Christmas Season at Gaylord:  Thanksgiving Stays from $79

—‘ $100 Spa Credit in Sonoma

i

Dine Outn Hiton

W

o) Make Your
Weekend Escape

eBreaks
Control
47% higher

5:06:12:16 :
ows hours wvs  secs R

October EIR EIR
Delivered Open% | CTO% | Conv%
HS Bookings | Revenue Del (K)
Control 52M 48K $1.7M 18.4%  7.5% 6.7% 0.9
Test 52M 47K $I1.7TM 18.4%  7.5% 6.6% 0.9

Ongoing body copy testing results were impaired by eBreaks
new creative testing

Control: Offer Body Copy & Old eBreaks
Test: No body copy & New eBreaks

Results do not contradict Sept results that offer body copy
was necessary

Retest planned for Dec Hotel Specials

0.17%
0.17%

Unsub%
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Cleveland from $179
Sy for breaktast °

National Harbor $23+
520 bas crect near OC

Las

G0 on a goif escape °

Okiahoma City from $120
525 restausant g cany

Core

Account Box &=
% clks, 33% bks

11% clks, 12% bks

-
- St

‘Sanibel Harbour $300+
50-mnute spa treatmest °

Emeryvile, CA flom $149
0 swpmymany

Gat engaged at Disneyand °

Marina del Rey from 5219
© Vet parong. tast W F:

See Al @

K

© Promos & Points

INYC: Save Up to 20%

|13% clks, 10% bks #7.

Getaways

Las Vegas: Up to 30% Off

DAYS HOUR

Win a Caribbean Cruise for Two

Enler 1o wn 3 7-nght Celedrtye Crusse, $500 cruse:
€3N & & nights 2 e S0 Mamiott Mams

oWy

Experiences
4% clks, 3% bks

Christmas Season at Gaylord:  Thanksgiving Stays from $79

Dine Out I Hiton Head

- W

$100 Spa Credt in Sonoma

[~ [0

eBreaks
3% clks, 3% bks

Get Points Back In Paris

TSAT-CTRL

Account Box &=
21% clks, 27% bks

)N

R 4

Cleveland from $179

National Hasbor $230+
520 bar creat new DC

Las Vegas reson $26+
Gaon agoltescape

Okiahoma City from $129
525 restaueant gn car

Search
12% clks, 16% bks

b

Field Offers
b | 39% clks, 37% bks

Sanibel Harbour $30%+

©  50miue spa veatment

Emeryville, CA from $149

0 somyacs

Anaheim Mamoti® $456+
Get engageo at Disneyand. o

Marina del Rey from 5210

©  Vaktpaning. fast WAF

-
S
=

<

SeeAll @

K

2

© Promos & Points

NYC: Save Up to 20%

%

Getaways °
| 16% clks, 6% bks .

Las Vegas: Up to 30% Off

Get Points Back in Paris

SeeAl @

DAYS HOUR:

Enler 10 wn 3 7-ight Calebrtye Crusse, $500 Cruse
cash 8 4 nigps

© Wp——s
5| Experiences

" 4% clks, 1% bks ||

Win a Caribbean Cruise for Two

S 3 e W Marmot® Miamy

Christmas Season at Gaylord:  Thanksgiving Stays from $79

Dine Out In Hitton Head

= @

$100 Spa Crednt in Sonoma

[ . IS

eBreaks
3% clks, 3% bks

WHPH-CTRL

Account Box &=
18% clks, 12% bks "
o Search
5% clks, 5% bks
) W e £
Field Offers
b | 410% clks, 35% bks

R 4

Win a Caribbean Cruise for Two

Enter 10 wna 7-ngnt Celeby Cruse, 5500 ciuse:
Sanibel Harbous $308+ cash 8.4 mghes e 0 Marot M
e ———— °

Cleveland from $179
S2ay for reaktast °

Natonal Harbor $230+
520 bar crect o DC. °

Emeryile, CA from $149
709 1 you arop

oWy

Las Vegas reson $26+
Ga.on a golt escape

Anaheim Mamott® $456+
Get engageo at Disneyand. o

Experiences
4% clks, 7% bks

Okiahoma City from $129
525 restaueant gin cara o

Christmas Season at Gaylord-  Thanksglving Stays from $79

-‘ $100 Spa Credtt in Sonoma

[ . IS

SeeAll @

K 3

© Promos & Points

See Al ©

Dine Out In Hitton Head

Getaways °
117% clks, 20% bks .

eBreaks
3% clks, 1% bks

NYC: Save Up to 20% DAYS HOUR:

Las Vegas: Up to 30% Off

Get Points Back In Paris

Redeem yous poits n Parts and get rewarded
—win moxe powst
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Oct "16 Destinations performance summary

Dest.

Core

Program Dest.

Total 88.7M
Delivered 1.4%
@
< 0.18%
Z| Unsub Rate ‘
S -0.0 pts
T
Delivery Rate
23.8%
Open Rate ‘
0.7 pts
212 M
Opens
o 4.4%
g
2.2%
|  Click Rate .
B 0.3 pts
=
- 2.0M
Unique Clicks
16.6%
Click to Open 9.4%
Rate 1.0 pts

Financial

Bookings E
$57.3 M | $2.7TM
Revenue
-1.1%

7.8%
-1.5 pts

Conversion Rate

Bookings per
Delivered(K)

Observations

Destinations (Core & PO) deliveries increased 2.2% MoM & bookings
decreased by 43.2%, resulting in an overall decrease in booking per
delivered of 44.5%

* Lowest click volume and CTO% since launch

» Conv% was 10.6% above YTD average

A significantly different design was employed to support Halloween
theme

* No Main CTA & unique body CTA

* Non destination based imagery

» Content revolved around holiday

 Strong influence of theme in content & copy

There was a subject line test conducted for Core Destinations & icon
vs twitter test in the Trip Planner section

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

25.0%
20.0% Open%
15.0%
Conv%
10.0% \
CTOY% — 70(
5.0% - - - ~_
0-0% T T T T T T T
Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Oct-16
—Open’% —CTO% —Conv%

Observations

* Open% has been slightly increasing MoM since July

* 3.4% CTO% was an all-time low

» Conv% increased likely due to higher booking intent of those that actually did click




Oct ‘16 Core Destinations

Observations

October generated the least amount of clicks since launch

Top Offers generated the lowest click volume and % of clicks since launch

» Destinations October banner and headline received the most clicks out of this
section 35%

* New York (Some Eye Candy) Las Vegas (Wild Party) & received 25% & 19%
of this sections clicks respectively

Middle Offers click volume and % of clicks were 37.8% and 5.8% below the
“16 YTD average respectively the most popular content in this section

» See Haunted Hotels (40% of clicks)

* lIreland (22%)

*  Tour new Orleans (15%)

Content that did not resonate
+ Kid-friendly fun generated the least clicks of any Top Offer
» Travel Tip did not resonate least clicks of any middle section except headlines

Trip Planner generated less than half the clicks as average with Nashville
generating the most

October generated the highest Conv% since launch
* Primarily due to the high % of clicks to the Account Box

» Given low overall engagement with content, clickers may have had high book intent

Account Box s
44% clks, 69% bks
Search
@ 905 clks, 10% bks D

Halloween's a Big Deal in the U.S.A.

Top Offer
24% clks, 11% bks

Hights

Destinations
Booooooo(k a Halloween Trip)

@ Halloween Around the World

. ™ Middle Offer ¥
* e 17% clks, 7% bks

Oct31-Nov2 Oct14-Nov 6
Mexico - Day of the Dead Ireland - Spirits of Meath
o sewnovepassedon  Travel o 7 st nos

@ Go Ghost Hunting

Stay Here ... If You Dare Where to Walk with Ghosts

Bottom Offer
3% clks, 1% bks




Core

Account Box &=
44% clks, 69% bks

Middle Offer
17% clks, 7% bks

Search -
9% clks, 10% bks
NS

Top Offer
‘| 24% clks, 11% bks

auntea picest pan

Oct31-Nov2 Oct14-Nov 6
Mexico - Day of the Dead Ireland - Spirits of Meath

-

@ Go Ghost Hunting

TEGY X

Stay Here ... If You Dare

Halloween's a Big Deal in the U.S

Where to Walk with Ghosts

Bottom Offer

3% clks, 1% bks

Nashville Park City st
PSS homas

Search -
11% clks, 21% bks
NS

Top Offer
‘| 26% clks, 13% bks

TSAT-CTRL

Account Box &=
38% clks, 55% bks

Halloween's a Big Deal in the U.S.A.

Middle Offer
18% clks, 4% bks

Oct31-Nov2 Oct 14-Nov 6
Mexico - Day of the Dead Ireland - Spirits of Meath

4

@ Go Ghost Hunting

s el

Stay Here . If You Dare

Where to Walk with Ghosts

Bottom Offer

5% clks, 4% bks

Nashville Park City st
TemecssoCiolal Oaimacytorsisemon=:  THORIES

WHPH-CTRL

Account Box &
33% clks, 50% bks

Search
4% clks, 3% bks
&

Top Offer
32% clks, 24% bks

4

Halloween's a Big Deal in t

Oct31-Nov2 Oct14-Nov s
Mexico - Day of the Dead Ireland - Spirits of Meath

' cne

@ Go Ghost Hunting

s

Stay Here .. I You Dare

Where to Walk with Ghosts.

Bottom Offer
4% clks, 2% bks

Nashville Park City st
ennessee Contal  Getready or si sea Thomas

elebrate Carvealin Ap
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October ‘16 Solo performance summary

Program Solos
Total 88.7TM | 28.0 M
Delivered
g 0.18 0.15%
= OB ‘&
2| Unsub Rate ‘ “
E: -0.0 pts | -0.0 pts
99% 99%
Delivery Rate “ ‘
0.2 pts | 0.2 pts
23.8% 25.2%
Open Rate ‘
0.7 pts | -0.7 pts
21.2 M 70M
Opens , .
o 4.4% 4.6%
s
2.2%
& Click Rate “
& 0.3 pts | 0.5 pts
=
w

2.0M | 789.9K
Unique Clicks

16.6% 30.3%
Click to Open 9.4% 11.2%

1.0 pts | 2.2 pts

Financial

61.6 K
Bookings
16.3%
$57.3 M | $23.0M
Revenue
-1.1% 21.9%

1.8% 7.8%
-1.5 pts |[-0.9 pts

Conversion Rate

Bookings per 2.2
Delivered(K) 8.3%

Observations

Solo deliveries increased YoY by 7.4% and bookings increased by 16.3%,
resulting in a net increase in booking per delivered of 8.3%

« The majority of Solos were non-booking CTAs; Oct Solos generated 3™
highest clicks YTD

There were multiple high volume mailings that resulted in the highest
volume delivered since Nov ‘15

» Account Linkage Reminder

* NFL Shop

* MegaBonus Achievement

* RewardsPlus Acquisition

51



Oct ‘16 Solo MoM performance summary

120 70.0
100 - 60.0
- - 50.0
g 80 5
=2 <
@ - 400 8
2 60 - g
3 -0 o
a 5
o 40 T f
o - 20.0 3
20 7 100
0 - - 0.0
Aug-15  Sep-15 Oct-I5 Nov-15 Dec-I5 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16  Jul-16  Aug-16 Sep-16 Oct-16
= Bookings = LY Bookings —Delivered —LY Delivered
October Key Solo mailings . :
Y g Delivered / EIR Bookings Delivered / EIR Bookings
Oct “16:  Account Linkage Reminder 13.4M/25.6 K Oct 15:  NFL50to 50 13.0M/18.1K
NFL Shop 9.9M /29K Points Benefits 11.0M/25.1K
METT 28M/3.2K METT 729K /1.6 K
SPG Cobrand 930K /24K Atlantis 447 K /536
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NFL Shop Solo

EIR EIR
NFL Solos Delivered
Bookings  Revenue

NFL Shop 99 M 29K $1.0M 19.0% 2.6%  6.0%
NFL 50-to-50 Winner 132 M 10.7 K $3.6 M 22.1% 46%  8.0%
NFL 50-to-50 13.0 M 18.1 K $62M  214% 11.4% 57%

SL: Love Your NFL Team for Less ??

CTO% | Conv%
Del (K)

0.8
|.4

Observations
* NFL Shop main offer was a coupon for $20 off of $100+ at NFLShop.com

» Marriott Rewards provided supporting content, including Moments redemptions & Courtyard

sweepstakes
« Lasik provided style guide
« Different Font treatment
* Hero Treatment
« CTA/Copy on top of image

Aarriott
REWARDS

mmmmmmmm
sssss

Points

Hgnts

Get $20 off your order of
$100 or more!

Shop NFLShop.com and enter your Coupon Code at Checkout *

Your Code: RXBLGLDMQXRN7

Score More With Marriott Rewards-

V"*—_“-l

PUT YOURSELF
IN THE HUDDLE

SLEEPOVER
AT SUPER
BOWL LI

o0 cousd spent e night at

MAKE THIS THE

TAILGATE LIKE A
PRO BEST SEASON

oee  EV
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SPG Link Announcement Reminder

SPG Merger kngsl
Delivered| Clicks Open% | CTO% | Conv%
Solos Booklngs Revenue

Account Link Reminder Oct'l6 13.4M 529.8K 256K $I10.IM 27.0% 147% 4.8%
Account Link Sep'l6 182M 493.7K 362K $13.8M 244% I11.2% 7.3% 2.0
Shareholder Approval Apr'lé |1.7M 754K 86K $32M  27.1% 24% 114% 0.7
Announcement Nov'l5 170M 793K 50K $1.7M  296% 1.6% 6.2% 0.3

Observations
Oct ‘16 Link Announcement Reminder maintained similar interest from members
» Above program avg Open rate, consistent with previous mailings

« 2x higher CTO% than other informational Solos and highest Merger Solo CTO%; this mailing
also featured the “YouAreHere” sweepstakes which increased click engagement

Tracking # of accounts linked as an Email KPI can help define success and optimization
opportunities

L: Link to SPG, [First Name]

N

Marrioft
™ REWARDS. SPg- i

THREE PROGRAMS.
ONE-REASON: YOU

DID YOU HEAR, MITCHELL?

Marriott International and Starwood Hotels & Resorts have joined
to become the worid's largest hotel company. Now you can enjoy
the benefits of both loyalty programs by linking your Rewards
and SPG" accounts.

LINK ACCOUNTS NOW

WHY LINK ACCOUNTS?

ENTER TO WIN
ter fo

=
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MegaBonus Achievement Solo

Spring ‘16 Fall ‘16

You've Unlocked Another MegaBonus® Offer You Got Your MegaBonus, But There's More
Marrolt Marrott MegaBonus EIR EIR Bl/
et v . 8 Delivered . Open% | CTO% | Conv%
Achievement Solos Bookings  Revenue Del (K)
Fall '16 633K 10.0 K $3.I M 75.6% 878% 238% 1579
Spring '16 29.5 K 37K $1.2M  73.19% 755% 23.0% 127.0
Observations

You've Unlocked a New Offer: 2,500 Points

Congr {. Alexandria]l You've stayed twice and achieved MegaBonus®
# Want more? Go for win #3: Make one more stay* and eam 2.500

Fall MegaBonus achievement Solo generated some of the highest email
KPIs, similar to Spring Achievement Solo

3

Members get it: You made 2 stays and got your MegaBonus!
Now register by [DATE1] and stay one more time by [DATE2]

i st e Members continue to find a combination of acknowledgment & a new
offer highly valuable

Eam 2.500 bonus points o use towards future stays, shopping. dining and more

4 s Conmecutive nights soant at e same hose, regerdiem of checkin/hed-out activity

fines 82 consecutive NGNS 156N 3t e 38 hote! FEQITIEZE Of Checkinichaut Bt
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Cobrand Card Benefit Solo e T Spg

SL: New! Now You Earn [5x] at SPG

EXi Sti ng C I'ed it Now you'll earn 5x points at both Marriott Rewards®
Delivered (@) pe n% CTO% | Conv% and SPG® participating hotels, too.
Card Solos Bookmgs Revenue Del (K)

Cobrand CC  930.5K 24K  $7805K 453% 54% 10.5%
Q3 'l16 CC Newsletter 894.2 K 47 K $I5M 404% 87% 14.9% 52
Q2'l6 CC Newsletter 862.6 K 49 K $I5M  409% 124% 11.2% 5.7
QI 'l6 CC Newsletter 856.3 K 57K $20M 42.6% 86% 182% 6.6 Anouncing an exclusive new cardmember benefit:you can iow ean

Marriott Rewards® points across the new Marriott portfolio of 5,700 properties
in 110 countries.

Aarriott
RE WARDS,

.. N

Use your [Marriott Rewards® Premier Credit Card] at any hotel in the SPG
program and you'll now earn 5 points per $1 - just like you do at Marriott
Rewards and Ritz-Carlton Rewards® hotels.

R New hotels to earn Marriott Rewards points:
Observations
. S .BZ‘Z'.‘,.““S
« Cobrand Card Solo generated high Open rates as other messages send to cardholders ‘ P&
(Qual’teﬂy NeWSletterS) . WESTIN MERIDIEN gl Rores
. . a FQURX L uxums glor w &
* CTO% was lower compared to these given the single CTA

MORE PLACES. MORE POINTS. MORE POSSIBILITIES.
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SL: Double Status Looks

Good on You, Marriott

RewardPlus Acquisition

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

Oct'l6 2182K 74K $3.1M 46.0% 28.7% 25.8% 34.0
Apr'lé 1850K 74K $3.1 M 459% 29.9% 29.0% 39.8
Jul'13 287.7K 15.2 K $59M  527% 33.8% 29.7% 52.9

Silver 10 Gold50  |Platinum 75

Observations

» October and April versions were nearly identical and while they generated similar email KPIs,
the April version generated slightly higher email KPIs

A\arriott
REWARDS.

Marriott
Seed

XXXXX6789

Q search Marriott Rewards Member Rates

Marrott
REWARDS, | MieagePlus

RewardsPlus

Double Your Status with RewardsPlus

Enjoy upgrades, everywhere. Your Platinum Elite
status is your ticket to complimentary United
MileagePlus® Premier® Silver status* with
RewardsPlus.

o Your MileagePlus Premier Silver Benefits See All ©

Check Your Bag for Choose Your Upgrade Your
Free Favorite Seat Flight

Upgrade your cabin for free
on the day of your departure

Forgetthe baggage feesand  Get access to United
stuff your bag with souvenirs  Economy Plus® seating at

instead. check-in for you and a with Complimentary
companion. Premier® Upgrades.
More Benefits for You »

— 2 You'll also enjoy the fast lane at the airport with Premier
Access® priority airport services, eam seven award miles per

dollar on United® flights, and more™.

tandsrd size bag no more than 50 bs. (23 kg). Compimentary upgrades and scoess &
bject to svailabilty. Benefits sre subject o the rules of the United MissgePius program. For
ed.com

350,000 76
‘Your Account » Points Nights
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‘Plan a Stay” CTA generated more bookings

50,000 Points

5,000 Points

Aarrioft

Mitchell
Blss

Q Search Marmiott Rewards Member Rates
& YTV

s® [
(‘ =

o

o |

A

5,000 MEGABONUS'
POINTS

Great choice: You're registered to earmn 5,000 bonus points.
To get your MegaBonus, make 2 stays between September 15
and January 15, 207

I 6%
CTO% CTO%

| PLAN A STAY "'°°" BOOK NOW I"‘“"" FIND A HOTEL

| 8 oy & dufned 09 corsencive Vs soet! ol 1he Save Sebel regE TS of ootk hacs o arvly I

MB Reg Con ) EIR EIR
Delivered . Open% CTO%
CTA Test Bookings | Revenue
S5K Total 324.2K | 34K |$984.4K| 68.3% 7.6%
Plan a Say 1043 K 12K $3654 K 69.2% 7.6% 222% 1.6
Book Now 1123 K 13K $3695K 695% 7.3% 221% 1.2

Find a Hotel 107.6 K 10K $2495K 663% 8.1% 167%

8.9
S0k Toral 2779 K| 45K SLaM | &16% 8% 206% 16

Plan a Stay 874K 19K $8456 K 69.7% 7.3% 416% 213
Book Now 102.8 K 1.7K $6024K 679% 88% 27.8% 16.7
Find a Hotel 877K 10K $346.2K  65.1% 92%  184% (N

Aarriott
REWARDS

+200000000000..

First Name
Last Name

#iH #itH HitH

Silver 10 |Gold50  |Piatinum 75 Your Account » Points Nights

Q Search Marriott Rewards Member Rates

.. 4

Great choice: You're registered to earn 10,000 bonus points
every 10 nights. To get your MegaBonus, book, stay & earn
between September 15 and January 15, 2017

2.8%
CTO%

2.3%

CTO%

mum1
FIND A HOTEL

| “A stay is defined s consecutive nights spent st the ssme hotel, regardless of checin/check-out sctivity.
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Oct 16 Lifecycle performance summary

Program

Total 88.7TM
o Delivered 1.4%
£ 0.18%
2| Unsub Rate ‘
S -0.0 pts
I
99%
Delivery Rate ‘
0.2 pts
23.8%
Open Rate ‘
0.7 pts
212 M
Opens
o 4.4%
5
2.2%
§| Click Rate “
& 0.3 pts
=
w 2.0M
Unique Clicks
16.6%
Click to Open 9.4%
Rate 1.0 pts

Financial

Bookings

;

$57.3 M
-1.1%
7.8%

-1.5 pts

Revenue

Conversion Rate

Bookings per

Delivered(K)

Lifecycle

59M
49.3%

0.28%
-0.3 pts
97%
5.0 pts
35.1%
0.8 pts
2.1 M
52.9%
5.2%

-1.2 pts
305.2K
20.5%
14.8%
-4.0 pts

21.7K
14.5%
$8.4 M

11.7%
1.1%
-0.4 pts
3.7

-23.3%

Observations

Delivery increased YoY by 49.3% and booking increased by 14.5%,
resulting in a 23.3% decrease in bookings per delivered

* Lowest CTO% and booking per delivered since Feb ‘14

* Lowest Conv% since May ‘14

For the past 3 out or 4 years, CTO% has fallen throughout beginning of
the year to the end, suggesting a seasonal trend

A number of Lifecycle campaigns generated low or near-low CTO% YTD
* Hello Again

* Reactivation

* Post Redemption

*  Missing Birthday

* Birthday

Taste of Gold did not run in October
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Linked account =
Delivered Open% CTO% Conv%

SPG Emails Bookings Revenue Del (K)
SPG Security 3479 K 562 $2398K 66.8% 24% 10.2% 1.6

I I Iessaglng SPG Status Match  269.5K  L.IK  $469.3K 618% 53% 124% 40

SPG Upgrade 68.7 K 681 $2775K 678% 188% 7.8% 9.9

Linked Account

SPG Match SPG Upgrade

Your Account Link Confirmation Welcome to [Status] Elite Status

0\
< AT, g

Aarroft
ARDS.

Aarrioft
REWARDS

First Name
Last Name

THREE LOYALTY PROGRAMS LINKED
FOR ONE GOOD REASON: YOU

Success. .
Your accounts are linked

o The Rtz Ca

Dear [FRAMEMember]

nd Mariott Rew

wdyol

Three programs linked for
one good reason: You

LINK ACCOUNTS NoW

Sincerely

Your Marriof Rewarcs Team

[l W
[ 1] L AP

SPG Security ECETTE

T OET THESE

Your Account Link Confirmation g -

e poar v ardand marags you asceit 147
Use e 30 90 ok 2k oo aam mors 1
g comikears.

Card Bk e e fomes

MORE OF EVERYTHING YOU WANT

LINK ACCOUNTS




Lifecycle: Onboarding

Onboarding generates ~12% of Lifecycle volume; Open%,
CTO% are typically below Lifecycle campaign average KPI's

CTO% is 20.6% below YTD average and is the lowest since

launch

* Open% after the first message averages ~
average

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

16%, below program

Items in development
* Themed subject lines
» 1 week between mailings and deployed on Mondays

Mar-Oct EIR EIR Bk/
Delivered Open% CTO% Conv%
Onboarding Bookings Revenue Del (K)
Account Tips 1.4 M 9K  $6398K 198% 10.6% 6.7% 1.4
Earning Points 1.3 M 12K $4372K 167% 97%  6.1% 1.0
Travel Inspiration 12 M 963 $3544K 162% 74% 6.7% 0.8
Community .1 M $247.7K 15.0% 5.0%  8.4% 0.6

How to Use Your
Rewards Account

Insider Tips

Status Bar

Dynamic Intro
Copy

Pre Travel tips
Stay
Recommendation

Earning Points

Status Bar

Points 101

3 Ways to Earn

Redemption
Opps

Dynamic MRCC

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

Travel
Inspiration _

YO !

="

Status Bar

Travel
Inspiration copy
& Infoqgraphic

Dream stay

Social Channel
| Module

You Have 50 Million
New Friends

Social
Community
channels




Lifecycle: Membership Anniversary

Happy [number of years] anniversary!

Anniversary Bk/ Del
A\arnoﬂ . I Delivered Booki R Open% | CTO% | Conv%
First Name REWARDS Ifecycle ookihgs | Revenhue

LEELTTE te00000000000.. Oct'I5 8178 K 29K $991.1 K 349% 14.1% 7.1%
Nov 'I5 7503 K 24K $8260K 348% 14.1% 65% 32
- = - #ith i it Dec'I5 6188 K 1.9 K $706.7 K 323% 13.0% 7.5% 3.1
Silver 10 |Gold 50 |Platinum 75 Your Account » Points Nights
Jan'lé 820.9 K 31K $12M 36.1% 13.0% 8.1% 38
' ' Feb'lé 812.1 K 25K $9240K 320% 13.0% 7.5% 31
CGWt“&]M’ Mar'lé6 9220 K 31K $I.IM 34.8% 124% 7.8% 34
Celebrate [XXX] Years with Marriott Rewards Apr'lé 890.0 K 33K $I.IM  352% 129% 82% 37
[Alexandria], we appreciate your loyalty and thank you for your May 'l6 970.5 K 29K $IOM  33.1% 122% 7.3% 29
membership! Jun'l6 8925 K 28K  $9685K 334% 120% 77% 3.
Make your experience even more rewarding by updating your profile.
Jul'lé 986.0 K 32K $ILIM 333% 122% 7.9% 32
m Aug'lé 969.7 K 30K $I.OM  33.0% 122% 7.7% 3.
Sep'lé 846.3 K 24K $8812 K 33.10% 119% 72% 29
We also recommend you update your member password each year.
Oct'l6 I.IM 24K $7915K 30.6% 11.4% 6.4%
Observations

* Anniversary performance has shown slow but steady decreases in CTO%
* There also appeared to be a decrease starting June ‘| 6, the year anniversary for
this campaign.

Opportunities to increase value and engagement with Anniversary
* An anniversary reward

* Lifetime information

* Increasing focus on member password refresh

"Travel is the only thing you buy
that makes you richer."

— Unknown




Oct “16 Project Orange performance summary

Project

Program Orange

Total 88.7M
Delivered 1.4%
@
£ 0.18%
2| Unsub Rate ‘
S -0.0 pts
<T
99%
Delivery Rate ‘
0.2 pts
23.8%
Open Rate ‘
0.7 pts | -3.
21.2M (8615K
Opens ,
o 4.4% 9%
8
2.2% .6%
5| Click Rate -
B 0.3 pts
=
- 2.0M
Unique Clicks ]
16.6%
Click to Open 9.4%
Rate 1.0 pts |-I.
Bookings E e
$57.3 M | 349 M
= Revenue :
Ei -11% -29.5%
£ % %
i | Conversion Rate 1.8 e
-1.5 pts
Bookings per
Delivered(K)

Oct Project Bk/Del
Delivered Open% | CTO% | Conv% Unsub%
Orange Booklngs Revenue

WHPH

“loak | sam | amsw | mox 2135 13 ooss

Benef ts 499.8 K 79K $29M  329% 21.4% 224% 157 0.05%
Destinations 505.3 K 735 $274.7 K 26.0% 3.1% 18.3% 1.5 0.07%
Offers 431.0K 8K $7153K 262% 87% 18.6% 0.06%

mmmm

Benefits 742.3 K 20K  $696.6 K 226% 153% 7.9% 0.16%
Destinations 734.9 K 452 $1483 K 20.9% 3.3%  9.0% 0.6 0.17%
Offers 650.4 K 682 $229.6 K 203% 89%  5.8% 0.17%

Total $4.9 M | 24.2% | 10.6% | 14.9% 0.12%
—lmlm----m-

Observations

* Lowest Open% since launch

* CTO% was 12.0% lower than ‘16 YTD average
« 2d [owest Conv% YTD

Compared to the base email program, PO-dedicated campaigns generated:
+14.2% Open%, +5.3% CTO%, +120.4% higher Conv%
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October 16 Emall overview & MoM trends
Oct Project . . ,, | Bk/Del . Bookings by Month
— [ ]

WHPH 28 5% .0 o 2I 3% .06% 30.0

Benefts 499.8 K 7.9 K $2.9 M 32.9/, 21.4% 22.44, |5.7 0.05% - 200 | 0 g
Destinations 505.3K 735  $2747K 260% 3.1% 183% 15  0.07% g o 25 g
Offers 431.0K 18K $7I53K 262% 87% 18.6% 0.06% £ 20§
Benefits 7423K 20K  $696.6K 226% 153% 7.9% 0.16% B 100 Y E
Destinations  734.9K 452  $1483K 209% 33% 9.0% 06  0.17% 50 - I I s B
Offers 6504K 682  $229.6K 203% 89% 5.8% 0.17% 00 00
= 2015 PO Bookings = 2016 PO Bookings 2015 PO Delivered  ——2016 PO Delivered

Observations
October generated a combination of below or well below email KPIs Email KPI's by Month
averages driving booking per delivered 33% below ‘16 YTD average 35.0%
oo M
Benefits Open% and Conv% were 13.2% and 17.8% below the YTD 25.0% -
average respectively 20.0% Leel . .
coeet Ce, .'.'. . : oo, o~ ./'\.
. 15.0% ~ s — N o ~ v
Offers generated the lowest Open% & Conv% since launch S - 4 .
10.0% - _— ~ g
- -— e
Destinations generated the lowest Open% & CTO% since launch o
o Jul-15 Aug-15 Sep-15 Oct-15 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Oct-16

w==PO Open’% === POCTO% + + «POConv’%
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Benefits overview and MoM trends

Observations

Overall

Content was engaging but not booking-oriented,

impacting overall Conv%

» Account Linkage as primary message

* MegaBonus did not drive bookings as expected

* Non-booking CTAs: Cruise sweepstakes, partner
offers (ShopMarriott & NRG)

TSAT
* Open% was 14.0% below ‘16 YTD average
« 2" Jowest Conv% YTD

WHPH
* Open% was 9.2% below ‘16 YTD average
« 2" Jowest Conv% YTD

Bookings vs Delivered Emails by segment

25.0 8.0
7.0
20.0
7 e
=] -
8 150 50 §
0n o
2 4.0 ™
= m
2 10.0
E 3.0 E
& b4
] 2.0 %2
5.0 g
1.0
0.0 8 | : 0.0
o o ) ) o o © o © o ° © o o © o
~ S o \ ~ ~ S S ~ N N S ~ S ~ ~
MR A PP DT A AR S A R R
= TSAT Bookings == WHPH Bookings TSAT Delivered ‘WHPH Delivered

45.0%
40.0%
35.0%
30.0%
25.0%
20.0%
15.0%
10.0%

5.0%

0.0%

Email KPI's by segment

N
/ I _/_I Ny 17 ~
loo o / ooy o
,: - .'°0--ao.o'o. .0. ..:h.'a; .'0000""°"°00

Jul-15 Aug-15 Sep-15 Oct-15 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Oct-16

«w=TSAT Open% === TSAT CTO% =« » *TSAT Conv% e«===WHPH Open% == WHPH CTO% « * * WHPH Conv%



PO segment open & click engagement was
higher with Control than Benefits

Oct eNews/
Delivered Open% CTO% Conv% Unsub%
Benefits Booklngs Revenue

TSAT eNews 737K 202K 238 $87.8 K 27.5% 19.0% 6.2% 0.13%
TSAT Benefits 7423 K 1676 K 20K  $696.6 K 226% 153% 7.9% 2.7 0.16%
%A -18%  -19% 27% -15%

WHPH eNews 538K 210K LIK  $4114K 39.1% 27.6% 185% 19.9 0.04%
WHPH Benefits 499.8 K 1643 K 79K $2.87 M 329% 21.4% 22.4% 15.7 0.05%
YAN -16%  -22% 21% -21%

Both PO segments had higher Open% with the Control copy vs Test (Benefit) copy

» eNews: Your Account: you're Linked to SPG Link to SPG
» TSAT Benefits: Your Account: See Your New Benefits Account Linkages. Get More.
* WHPH Benefits: Work Your New Benefits Account Linkage & Earn More

eBreaks was not featured in Benefits but was in Control

While there has been a standard difference between Control vs test engagement, email KPls may have been
impacted if the composition of Linked & not yet linked were different
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WHPH Benefits Moments

O . Your Account: Work Your
Cto er WH P H Bene ItS New Benefits
[m ’
12% clks, 14% bks
[W
2% clks, 3% bks
Top Offer
9% bks

Oct EIR EIR Bld
Delivered CTO% Conv% Unsub?%
Benefits Bookings | Revenue Del (K)

WHPH 4998 K 79 K $29M  329% 21.4% 22.4% 5.7 0.05% e

Observations

Top Offer featured Account linkage content and generated slightly less click
engagement compared to months when promotions like MegaBonus were featured
* Click volume was 12 K below promo month avg

+ 16 K above non-promo months avg Hotel Openings
As this placement was not a booking CTA, Conv% was 16.4% below YTD Top Offer avg i ) 1% clks, 1% bks

Brand époitlight \
1% clks, 1% bks

- —

Rewards section generated 78% more clicks than ‘16 YTD average
« MB-Register generated 2" most clicked content in Rewards all time
* CruisesOnly Sweeps 4 most

Moments generated less clicks than previous months, however data for one featured
moment was lost

Brand Spotlight redemptions generated 7.8% higher % of clicks than Aug, when the
Brand Spotlight & redemptions were combined




October TSAT Benefits

Delivered Open% | CTO% | Conv% Unsub%
Benefits Booklngs Revenue

TSAT 7423 K 20K  $6966 K 226% 153% 7.9% 0.16%

Observations

Top Offer featured Account linkage content and generated slightly less click
engagement compared to months when promotions like MegaBonus were
featured

* Click volume was 11% below promo month avg
* 161% above non-promo months avg

October was the highest clicks the Rewards section has ever received

« MB-Register generated the 51 most clicked content in Rewards all time
* CruisesOnly Sweeps 2" most

Moments generated the least amount of clicks for this section, however data for one
featured moment was lost

Brand Spotlight generated 14% lower % of clicks than when it was featured in August

TSAT Benefits

Your Account: Account
Linkages. Get More.

[ Account Box
18% clks, 31% bks‘
[ Search
5% clks 7% bks
[ Top Offer
43% clks, 31% bks
Rewards - Head
9% clks, 13% bks

Rewards - Main
20% clks, 14% bks

ot et 11
et e o e e

City Scene
0% clks, 0% bks

The ity was bailt on 2 fal




Oct Non-Member TSAT&WHPH Benefits

Oct Non-Member Enroll/
Delivered | Enrollments Clicks Open% | CTO% | Conv% Unsub%
Benefits Revenue

WHPH & TSAT 725K

284

$23 K

19.3%

2.0%

Non-Member Benefits

How Much Do You Travel?

0.56%

Observations

Note: WHPH & TSAT Non member efforts were consolidated starting Sept

October featured significantly less content than previous months but generated

a similar amount of click engagement as previous months

The Non-Member version of Benefits featured member rate & Cruise

sweepstakes, generating 284 clicks
» Sept generated 308 clicks

» August generated 23 enrollments off 232 clicks
+ July generated 58 enrollments off 444 clicks featuring Free Night offer, New

Member Benefits, sweepstakes, and MRCC offer

Account Box
31% clks, 2 bks

First Name
Last Name

i i i
——eunt » Points Nights

Search
12% clks, 0 bks

fRates____
s T AT .

Top Offer
21% clks, 0 bks

e ¥ o

Get Our Lowest Rates All the Time

Join to See Rates

Tap into the power of Marriott Rewards® membership.
Members get our lowest rates at Marriott.com.

REWEI S

Enter to win a 7-night 27% ClkS 1 bks
to the Caribbean, $500 cruise cash & 4-night
the JW Marriotte Miami.

Cruise Like a Celd

Earn Free Night Stays Faster »

Get the Marriott Rewards Premier credit card and we'll give
you a Free Night Stay every anniversary plus earn points
towards your next vacation.
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Offers overview and MoM trends

Bookings vs Delivered Emails by segment

Observations
Overall
» Lowest Open% and Conv% since launch

» Lowest booking volume and booking/delivered since
launch

* Lowest CTO% YTD

TSAT

« 2d [owest Open% and Conv% since launch
* Lowest CTO% YTD

+ 2nd lowest booking/delivered since launch

WHPH

« 2nd Jowest booking volume and booking/delivered
since launch

» Lowest Open% since launch
» Lowest CTO% and booking/delivered YTD
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Email KPI's by segment
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WHPH CTO% & Conv% were higher with Hotel
Specials than Offers

Oct HS/ EIR EIR Bk/
Delivered X Open% | CTO%  Conv% Unsub%
Offers Bookings Revenue Del (K)

TSATHS 715K 4.6 K 79 $3I5K  20.5% 9.1%  6.0% .1 0.19%
TSAT Offers 6504 K 131.9K 682 $229.6 K 20.3% 89%  5.8% 1.0 0.17%
%/ -1% -2% -3% -5%

WHPHHS 463 K 2.3 K 256 $1012 K 265% 9.3% 224% 5.5 0.05%
WHPH Offers 431.0K [I13.1K 8K $7I153K 262% 87% 18.6% 4.2 0.06%
FLYAN -1% -7% -17%  -23%

While Brand Spotlight continued to be a difference between Test & Control versions, smaller differences

also existed:
+  Offer body copy & eBreaks test conducted for Control
+ Copy and image nuances
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October WHPH Offers

Oct EIR EIR
Delivered
Offers Bookings | Revenue

WHPH 431.0K I.8K  $7153K 262% 87%

Open% | CTO% Conv%

18.6% 4.2 0.06%

Observations
CTO% and click volume was the lowest YTD

* Field Offers % of clicks is down 23.9% from ‘16 YTD average and generated
the least clicks in 2016

» Middle Offer generated well below half of any other offer featured

— Typically, MegaBonus & Summer Promo offers generated ~4.3 K clicks in this
position

» Though Experiences % of clicks was 18.0% above ‘16 YTD average, click
volume was down

* Since first being featured, eBreaks continued the trend of generating fewer
clicks MoM,; click were down nearly half from September

Getaways generated 4.7% more clicks than ‘16 YTD average and 66.6%
higher % of clicks
» Cruise Sweepstakes generated 42.0% of section clicks

Account Box B
21% clks, 20% bks

Ra.. 0

Search -
7% clks, 6% bks

Bl 39% clks, 36% bks

Cleveland from $179 Sanibel Harbour $309+
Stay for breaktast ©  s0.mnute spa treatment °

Anaheim Mamot® $459+
Goona golf escape GetengigeoaDeyans @

(a a del Rey y fros rr‘§?|9
25 testaurant it card ©  vaetpang,

See Al @

© Earn Like a Boss Seel ©

Get 30% Lucker in Las Vegas

Sty two or
Yourve it he jackoodt

Get 10,000 Points

¥ Redeem your points for a S-night stay In the
(City of Lights - plus get points back!

WHPH Offers

[First Name’s][Your] November
Travel Deals

-
chyX&mfw,_

Win a 7-Night Celebrity* Cruise

‘Conquer the Carbbesn wih 500 In cruise cash plus
3 four-night stay at the W Marmiotte Marmi

Christmas at Gaylord Resorts  Thanksgiing Stays From $79

6,
asmve

$100 Spa Credit in Sonoma
You fotally deserve some RAR.
{08

Wine & Dine in Hilton Head -~

Gome or g sy o et & . =
s0ak up some ccoan

[ I
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October TSAT Offers

Oct EIR
Offers

TSAT 6504 K

EIR

Delivered Open% |CTO%

Bookings | Revenue

682 $2296 K 203% 89%

5.8% 1.0

0.17%

Observations
Overall click volume was 29.0% below ‘16 YTD average

* Field Offers % of clicks is down 18.2% from “16 YTD average and generated
the least clicks in 2016

» Middle Offer drew 70% fewer clicks than ‘16 YTD average
— Summer Promo Middle Offers generated >2.1K clicks
— MegaBonus generated less than 1.0K clicks

» eBreaks generated the lowest click volume and % of clicks since first being
featured

Conv% was 12.2% below the “16 YTD average

* Account Box Conv% was the lowest since launch and generated 31% of
email’s clicks

Getaways drew the second highest click volume since launch due to
Cruise Sweepstakes
* Cruise Sweepstakes generated 38% of section clicks

Account Box
21% clks, 28% bks

Search
11% clks, 13%

| 41% clks, 31% bks

Kigs

Cleveland from $179 Sanibel Harbour $309+
Stay for breaktast ©  50.minute spa veatment °

National Harbor $239+
$20 bar creot near DC

Anaheim Mamofi® $459+
Get engaged at Disneyland

Las Vegas resort $269+
Go cap

Okiahoma City from $120 Marina del Rey from $219
525 restaurart gin card ©  Valetparking, fast VFI °

See All @

See Al ©

MegaBonus

’ 5% clks, 6% bks

Choose Your MegaBonus«[, FNAME]

Whether you travel a iitle or a ot, there's
MegaBonus perfect for you - up to 50,000 points,

Register Now

NV( Save Up 10 20% Las Vegas: Up 10 30% Off
e 89 Avple s

From §79

ers J§ Get Points Back in Paris
olilcoo e D
¥ onrermova
==

TSAT Offers

[First Name's ][Your ]November
Travel Deals

 com Y

Sweepstakes Alert! Win a Caribbean Cruise

Ectr f v Tl Cultrye Cru or b, 8600
cnise cash .4 gt a e W Marite Mia

© Wiy

Christmas at Gaylord Resarts
Caieato o sasson n Washirgon, OC.
Nastie

Thanksgiving Stays From $79
LT L e ——

$100 Spa Credit in Sonoma

Recharge your batteries in this wine-
lovers paradise.

! on X8

Dine Out in Hilton Head

Savor two good meals seaside.
Breatast & dinner includes.

=

q
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Destinations overview and MoM trends

Observations

Overall

* Lowest Open%, CTO%, and booking/delivered since
launch

TSAT
* Lowest Open% and CTO% since launch
« 2nd highest Conv% and booking/delivered YTD

WHPH
» Lowest CTO% and booking/delivered since launch
* Lowest Open% YTD

3.0

EIR Bookings (000s)

Bookings vs Delivered Emails by segment

Ly
=]
(31 001) sTrewWg paiaateq

Aug-15 Sep-15 Oct-15 Nov-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Oct-16
= TSAT Bookings  w= WHPH Bookings TSAT Delivered WHPH Delivered

Email KPI's by segment
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Test & Control engagement differed despite
seeing nearly identical Destinations

Oct . EIR EIR Bl/
Delivered | Opens Open% CTO% | Conv% Unsub%
Destinations Bookings Revenue Del (K)

TSAT Control 736K 16.8 K 56 $175K 228% 39% 85% 0.8 0.12%
TSAT Test 7349K 1534K 452 $1483 K 209% 3.3%  9.0% 0.6 0.17%

AN -8% -17% 6% -19%
WHPH Control 53.8 K 155K 115 $36.0K 287% 3.6% 20.6% 2.1 0.04%
WHPH Test 5053 K 131.3K 735 $2747 K 26.0% 3.1% 183% 1.5 0.07%
%\ -10%  -15%  -11% -32%

Both segments had higher Open and CTO% to Control vs PO versions
* These differences were beyond the Sept difference where the exact same content was shown

The only difference between Test & Control versions were the subject lines & the Insider tip line item

This suggests meaningful differences in control vs test group:
* An Open% difference may need to be greater than 6% to be meaningful.
» Based on historical patterns, TSAT CTO% difference may need to be greater than 9% while WHPH may need to be greater than 5%
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October WHPH Destlnatlons e

h Celebrate Halloween Like You Mean It
Searc
October
Delivered Open% | CTO% | Conv?% Unsub?%
Destinations ooklngs Revenue Del (K)

3% clks, 4% bks Ly Middle Offer
WHPH 505.3 K 735 $2747 K 260% 3.1% 18.3% ) 0.07%

| 26% CIks 22% bks

. Top Offer
Observations 37% clks, 25% bks

October generated the least amount of clicks since launch
» Top Offers generated 56.9% fewer clicks compared to ‘16 YTD average
— New York “Some Eye Candy” received the most clicks out of this section (34%)
— Destinations October banner/headline & Las Vegas “A Wild Party” received 26% aloneepsalbgealintic
& 18% of section clicks respectively
» Middle Offers click volume was 46.0% below the ‘16 YTD average, the most
popular content in this section:
— “See Haunted Hotels” (51%)
— lreland (23%)
— Tour New Orleans (13%)
 Trip Planner generated 20% of the average click volume with Nashville generating
over half the clicks to this section

Bottom Offer
4% clks, 3% bks

Stay Here ... If You Dare Where to Walk with Ghosts
u stay at haunted

A Trip Planner: Where to Book Now

Ye [X| o

Nashville Park City St
seCentral  Getr ason - Th

Content that did not resonate
» Kid-friendly fun generated the least clicks of any Top Offer
» Travel Tip did not resonate least clicks of any middle section except headlines
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October TSAT Destinations

.. Delivered Open% | CTO% Conv% Unsub%
Destinations Bookmgs Revenue

TSAT 7349 K 452 $1483 K 209% 33%  9.0% 0.17%

October generated the least amount of clicks since launch

Top Offers click volume and % of clicks were 59.8% and 18.0% below the ‘16 YTD

average respectively

» Destinations October banner/headline received the most clicks in this section (33%)

* New York “Some Eye Candy” & Las Vegas “A Wild Party” received 30% & 17% of section
clicks respectively

Middle Offers click volume was 42.1% below the ‘16 YTD average, the most

popular content in this section:

* “See Haunted Hotels” (52%)

* Ireland (19%)

* Tour New Orleans (14%)

Trip Planner generated the 2" [owest click volume since launch, with Nashville

generating over half the clicks to this section

Content that did not resonate
» Kid-friendly fun generated the least clicks of any Top Offer
» Travel Tip did not resonate least clicks of any middle section except headlines

October generated the 2"d highest Conv% since launch
* Primarily driven by Account Box Conv% (34.8% of clicks)
+ Clickers may have had high booking

Account Box
35% clks, 65% bks

Search
8% clks, 13% bks

Top Offer
27% clks, 11% bks

Halloween's a Big Deal in t

TSAT Destinations

Booooooo(k a Halloween Trip)

Middle Offer
25% clks, 8% bks

Oct 31 -Nov 2 Oct 14-Nov 6
Mexico - Day of the Dead Ireland - Spirits of Meath

Bottom Offer
4% clks, 1% bks

Stay Here ... If You Dare

¥ Trip Planner: Where to Book Now

Where to Walk with Ghosts

Ve [X| v

Nashville Park City st
enval  Getready for i season Thomas
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Regional
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Wyndham eStatement SPG Prom Reg = Y

Confirmation

Save 15% with Hilton
in Makkah & Madinah

Acquisition Promo Registration
BOOK YOUR PERFECT STAY &l
with the Hilton HHonors App with the Hilton HHonors App R i

HIFRED | POINTS:0 | TIER: BLUE
hd HILTON
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JOIN FOR FREE
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Hilton HHonors App
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. BOOK NOW
Rewards App today.

All you Expect at
Hilton Garden Inn
Mall of the Emirates

 Fall Savings Event
Top Offer
» Book weekday
stay and save
$10 off/night after
2+ nights and
earn 200 points X i — i=.r.
+ Wheel of Fortune L Ve T

Australia sweeps o e &

-
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7
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‘-giﬁ 1 7 REGISTER NOW Sl

Choose your room

New Member Benefits Listed: : iy
. 11"“"

» Lowest price

* Free Wi-Fi

¢ Join for free CTA

@

b

Get our lowest rates,
free Wi-Fi and Starpoints.

Maximize your membership — book your stays
through the SPG apps or at to receive
your members-only benefits

LEARN MORE

Hilton HHonors App




Point Buying Solos

Hyatt

Purchase 5K-10k pts = 30% more
Purchase 10K-50k pts = 40% more

View this e-mail online | Visit hystt.com | Customer Service

HYALT

GOLD PASSPORT

STOP DREAMING...
start packing

Get away even sooner with
up to a 40% bonus on

all point purchases.

PURCHASE Now D>

Mitchell

Account Balance: 0 MY ACCOUNT

Want to get away and spend quality time with your loved ones? Now you can get to your dream
destination even sooner with up to a 40% bonus on all point purchases. So whether you want to
spend your time soaking up the sun, hitting the slopes or exploring city life, the vacation you've been
waiting for is closer than ever.

Purchase Point Bonus
5,000 — 9,999 Points 30%
10,000 — 55,000 Points 40%

Don't miss out and take advantage of this limited-time offer through October 25, 2016

.
‘ PURCHASE POINTS

Hilton
100% more points
Lowest price in footer

P HHONORS T

when you purchase
Hilton HHonors Points
by October 21.

LEARN MORE

Conrad Koh Samui, Thailand

BOOK THE

LOWEST PRICE

ONLY AT HILTON.COM =
¥, ::1 o -".L. x)WlL T«L

' SAVE NOW }

Hilton Ngapal, 3, Myanmar
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SPG Hot Escapes
New weekly deals every Wed.
SPG members save 20%

Non-members save 15%
“Like” us on FB for 15t look on latest
deals

BOUURN BY SATURDUAY

om/escapes* every Wednesday to see new hatels and resorts

f LIKE US ON FACEBOOK FOR THE FIRST LOOK AT OUR LATEST DEALS

Transactional Emails

Access to SPGis Yours.

Here's the SPG® username and temporary password you requested.

Since this is a temporary password, you'l be asked to create a new password the next
time you log in. In the meantime, keep this email for your records.

You can update your profile anytime by visiting the My Account section on SPG.com

Questions? Contact the SPG Customer Contact Center. We're here to help.

We noticed that the web security (p:
profile has been updated. i
make this change, please

rd and/or security que:
this update, you dc
your nearest SPG Cust

ciated with your
do anything more. If
nter as soon

you
as possibl

and practices to

Updite praforances b

Accounts Linked (MR)

nesmess | pEwarDs. | SPGHE

G
L e

olicCcess, ,
Your accounts are linked

You've successfully linked your SPG® and Marriott
Rewards® or The Ritz-Carlton Rewards® accounts.

Now you can take advantage of additional opportunities
— including reciprocal elite status match and transfer of
points between the programs.

Remember, we don't anticipate launching a newly
combined program until 2018 at the earliest. This
means SPG will continue to run separately until then.
During this period, you can continue to earn and
redeem as you normally do, and there is no change to
how you manage your SPG account or book
reservations.

LEARN MORE

Please note: Unlinking your two accounts will result in forfeiting
a status match awarded during the linking process and the
ability to transfer points between programs.

Terms and Conditions | FAQs

Featured Property: The St. Regis Langkawi, Mala

The Weekend

“The Weekend”
Regularly occurring
activities on the
weekend



