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Quarterly Promo Insights
‘Mystery’
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Email Overview: Q2 2024
Mystery Promotions

BONVOY" FIND & RESERVE

ENG Versions A —

Reveal Your Points Bonus.
And a New Point of View.

%

Q2 2024
Promo Period: 5/23/24 — 7/24/24 (63 days)

» Offer Details: After logging in to Points.com, destination landing
page revealed a mystery bonus points offer — purchase or gift 2k — 9k

points = 15% bonus; purchase or gift 10k+ points = 25% bonus )

* Hero CTA button placement test — above vs. below Hero image M spendng o bz o o oty

ready for every trip-defining moment
Here's how.

1 Signinto see your bonus.

Buy or gift at least 2,000 points by July
24 10 get your bonus *

Use your points and find a new view.

REVEAL YOUR BONUS

Q3 2025

in by entering your Marriott Bonvoy® membership number

Promo Period: 8/19/25 — 9/17/25 (30 days) e e
+ Offer Details: After logging in to Points.com, destination landing
page revealed a mystery bonus points offer — purchase or gift 2k+

points = 40% bonus, 45% bonus or 50% bonus

Redeem Your Points for Free Nights

Whether you're booking a future trip or extending your
current stay, redeem points for free nights so you can be
teady for whalever inspires you

BUY POINTS

SL: Ready to See Your Points Bonus?

Q3 2025

MARRIOTT MY ACCOUNT

BONVOY. FIND & RESERVE

Your Bonus Points Await

Reveal your bonus points
AND FIND YOURSELF.

First, use your exclusive bonus to buy points for
experiences that shape your adventures — and you

REVEAL YOUR BONUS

Here’s how:

1 Sign in to see your bonus points.

2 Buy or gift at least 2,000 points through September 17
to get your bonus. And remember: You can buy or gift up
to 150,000 points each year.

3 Use your points to enrich your stay.

REVEAL YOUR BONUS

Log in by entering your Marriott Bonvoy® membership number
(XXXXXX1234) or email address and password (o purchase points.

SL: Don’t Miss Out: Discover Your
Bonus Points Now

MARRIOTT N

BONVOY' s\



Mystery Promotions Performance Highlights
Q2 2024 | Q3 2025

« Comparing the two mystery promos, overall email engagement was stronger in Q2 2024 with a higher 2.76% CTR and
lower unsub at 0.10%.

o The Q2 2024 Hero drove higher module CTRs at 2.54% for the Announcement and 2.68% for the Reminder
compared to the Q3 2025 Hero at 1.48% for the Announcement and 0.63% for the Reminder.

o The secondary module in the Q2 2024 creative also helped drive overall interest — compared to the Q3 2025
creative, which did not have a secondary module, the Q2 2024 Announcement and Reminder saw more Hero
activity with less header and footer activity.

« Announcement vs. Reminder CTRs were similar for the Q2 2024 promo — 2.68% and 2.84%, while the Q3 2025
Announcement CTR was +0.90 pts. higher vs. the Reminder.

» For both promos, we saw consistent spikes in points purchase revenue at the time Announcement and Reminder emails
were in market.

* Q2 2024 campaign and click engagement results showed that the email version with the Hero CTA placed above the

Hero image outperformed the version with the Hero CTA placed below the Hero image.

MARRIOTT

NS
BONVOY" s\



Mystery Promotions: Email Engagement Summary

ENG Versions

+ Comparing the two mystery
promos, overall email engagement
was stronger in Q2 2024 with a
higher 2.76% CTR and lower unsub
at 0.10%.

* Announcement vs. Reminder CTRs
were similar for Q2 2024 promo —
2.68% and 2.84%, while the Q3
2025 Announcement CTR was

+0.90 pts. higher vs. the Reminder.

+ Compared to MBV quarterly
averages, CTRs were higher and
unsub rates were lower for all

mailings.

All Mailings

Mystery Offer Engagement - ENG Ann. + Rem.

by Promo Qtr
Del. CTR Unsub
2.76% 57 4M
1.27%
24.0M
0.10% 0.15%
Q22024 Q32025
Mail Dates:

Q2 24 Ann: 5/23 — 5/25 | Rem: 7/9 — 7/10

Q3 25 Ann: 8/20 — 8/23 | Rem: 9/3 — 9/7
FloLo for Points Promo began May 2024.

For Comparison —
Points.com Emails
Q3 '25: 8.7M Del. | 1.65% CTR | 0.07% Unsub

MBV Avgs
Q2°24: 0.68% CTR | 0.19% Unsub
Q3°25: 0.61% CTR | 0.20% Unsub

Ann. vs. Rem.

Mystery Offer Engagement - ENG Ann.

by Promo Qtr
Del. CTR Unsub
2.68% 13.7M
1.72%
11.8M
0.09% 0.17%
Q22024 Q32025

Mystery Offer Engagement - ENG Rem.

by Promo Qtr
Del. CTR Unsub
2.84%
13.7M
12.2M
0.82%
0.10% 0.14%
Q22024 Q32025
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Mystery Promotions: Click Engagement Comparisons
ENG Versions

__________________________________

Q2 2024 ENG Recommendations:
B n Q2 2024
Ann. & Rem. Solos Header % of clicks Q3 2025 ENG ased on Q2 20 .
Ann: 4.4% performance, consider
weowe | Rerm: 7.0% Ann. & Rem. Solos tosti inal I
BONVoY e $7.9% Header % of clicks esting single vs. collage
FIRSTNAME, YOUR PERSONAL POINTS BONUS IS WAITING MARRIOTT MY ACCOUNT Ann: 26.3% Hero Images-
@ BONVOY' Rem: 42.1%
Reveal Your Points Bonus. .
i N Pt f Vi ot The Header in Q3 2025 saw A/B test including vs. not
Announcement Hero more activity vs. Q2 2024, includi d
% of Clicks: 88.7% . which pulled clicks away Including _a secondary
Module CTR: 2.54% Repveol your Sorus poms from the Q3 2025 Heroes. redemption-focused

AND FIND YOURSELF.

module to better
understand overall
engagement influence.

(3)
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(D)

Reminder Hero
% of Clicks: 85.1%
Module CTR: 2.68%

% of Clicks: 71.7%
Module CTR: 1.48%

Also test using pointable
activity data to help

When expanding your horizons is at the top of your First, use your exclusive bonus to buy points for pe rso n a I Ize red e m ptl 0 n
itinerary, buy points with your exclusive bonus and be experiences that shape your adventures — and you. .
roady o evry W ol ane g - ! @ module targeting &
Here's how .
7) Sor 1o 500 your o, . messaging.
e o bow Reminder Hero ging
> Buy or gift atleast 2,000 points by July .
24 to get your bonus.* 1 Sign in to see your bonus points % of ClleS . 55 . 9% .
= y Useo“’\ﬁ?'ﬁ'iﬁs-avm find 8 paw view, - ) 2 Buy or gift at least 2,000 points through September 17 Mod u |e CTR_ 0 . 63% Utl I Ize CO u ntd OWn
o ¢ -~ o get your bonus. And remember: You can buy o gift uj . .
o ; = Secondary module helped drive I - by gt messaging more often in
5 overall interest; compared to the W Tm——— :
< .’ ¢ se your points to enrich your sta Remlnder Heroes &
- Q3 2025 creative, Q2 2024 Ann. SL/PH to helo dri
and Rem. saw more Hero Log in by entering your Marrott Bonvoy® membership number O help darive

Redeem Your Points for Free Nights (XXXXXX1234) or email address and password 1o purchase points.
S I S

sense of urgency and
optimal Hero activity.
No secondary module L e . |

Whether you're booking a future trip or extending your

activity & less header and
B . footer activity.

BUY POINTS



Mystery Promotions: Q2 2024 Promotion Daily Revenue Trend

Points.com Reporting

Comparing the Marriott emails, the announcement had the larger revenue spike at just over $600 K.

Q2 2024 Promo: Daily Revenue

$1400.0 K
$1200.0 K
$1000.0 K
$800.0 K
$600.0 K _\ /__\
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$.0K
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T -
irh s e AL ENCEN S e et

Core MAU ENG/BEN

Promo Period: 5/23 - 7/24 (63 days) Offers section: 7/11-7113 ARRIOTT
Source: *Marriott_Points_Weekly Touch Base excel report. BONVOY" )-\



Mystery Promotions: Q3 2025 Promotion Daily Revenue Trend

Points.com Reporting

Like we saw in the Q2 2024 promo, the Marriott announcement had the larger revenue spike compared to the Marriott reminder; the announcement spike
was about +$200 K more vs. the Q2 2024 announcement.

Q3 2025 Promo: Daily Revenue

$1400.0K
$1200.0K
$1000.0 K
$800.0 K /\
$600.0 K /~
$400.0 K / \ -
$200.0 K
$.0K
AP AP I S A 3 B B AN A A A B SN R N
\ [ : Past Purchaser + \ Y } Points.com email Past Purchaser +
Cart Abandoner Cart Abandoner
Marriott email ANN. 88 Marriott email REM. e 12

Promo Period: 8/19 — 9/17 (30 days)

Source: *Marriott_Points_Weekly Touch Base excel report.
MARRIOTT
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Q2 2024 Hero CTA Placement Insights

Mystery Promo | ENG

Above Hero image Vs. Below Hero image
winner
MARRIOTT MY ACCOUNT MARRIOTT MY ACCOUNT
BONVOY' FIND & RESERVE BONVOY“ FIND & RESERVE

FIRST, YOUR PERSONAL POINTS BONUS IS WAITING FIRSTNAME, YOUR PERSONAL POINTS BONUS IS WAITING

Reveal Your Points Bonus.
And a New Point of View.

Reveal Your Points Bonus.
And a New Point of View.

o 41%

g

4 P RN T =
REVEAL NOW

When expanding your horizons is at the top of your
itinerary, buy points with your exclusive bonus and be
ready for every trip-defining moment

In future A/B Hero CTA testing, recommend holding
constant secondary CTA treatment for optimal read.

Jm;, ;o ;et ;ou’rit;or;us" " 2 Buy or gift at least 2,000 points by July
24 to get your bonus.*

When expanding your horizons is at the top of your
itinerary, buy points with your exclusive bonus and be
ready for every trip-defining moment

3 Use your points and find a new view.

REVEAL YOUR BONUS

Log in by entering your Marriott Bonvoy® membership number
(XXXXXX1234) or email address and password to purchase points.

3\, Use your points and find a new view.

REVEAL YOUR BONUS

Log in by entering your Marriott Bonvoy® membership number
(XXXXXX1234) or email address and password to purchase points.

Results Summary: The version with the CTA button placed above the Hero
image had stronger engagement.

Recommendation: Lean into higher placement for the Hero CTA for mystery
and other promo offers; also look for opportunities to A/B test CTA copy
approaches and with and without a secondary Hero CTA.

Engagement Results —

* CTR of 2.95% for the CTA ABOVE version was +0.54 pts. higher
compared to the CTA BELOW version.
» Unsub rate of 0.09% was consistent for both versions.

10

CTR Unsub

Q22024 Ann. Del. Clicks CTR ) Unsub ,

A/B Hero CTATest Lift Decline
CTA_ABOVE 59M 174.0K 2.95%  +0.54 pts. 0.09% same
CTA_BELOW 59M 142.1 K 2.41% 0.09% result

Total 11.8M 316.1K 2.68% 0.09%

22024 Ann.
Q nn CTA CTA .
A/BHero CTATest Total Click engagement for CTA ABOVE
. ABOVE BELOW .
% of Clicks version was also strong —
HEADER 3.4% 5.6% 4.0% N
HERO CTA 93.9% 82.3% 88.7% Less header & footer activity
HERO REVEAL YOUR BONUS 0.0% 8.1% 3.6% More overall Hero activity, even without
BUY POINTS 1.5% 2.4% 1.9% activity on secondary CTA
FOOTER 1.2% 1.7% 1.4% . .
Total 100.0% | 100.0% | 100.0% Higher total click volume
Total Clicks 224,003 182,405 406,408

MARRIOTT A\ V4
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Mystery Promotions Recommendations
Q22024 | Q3 2025

« Based on Q2 2024 performance, consider testing single vs. collage Hero images.

« A/B test including vs. not including a secondary redemption-focused module to better understand overall engagement

influence.
« Test using pointable activity data to help personalize redemption module targeting & messaging.

« Utilize countdown messaging more often in Reminder Heroes & SL/PH to help drive sense of urgency and optimal Hero

activity.

« Based on the CTA test results from the Q2 2024 Hero, lean into higher placement for the Hero CTA for mystery and

other promo offers.

* In future A/B Hero CTA testing —
» Look for opportunities to test CTA copy approaches;
» Consider testing with and without a secondary Hero CTA;

* Hold constant the secondary Hero CTA treatment.

MARRIOTT
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Quarterly Promo Insights
‘Mass’
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Email Overview: Mass Promotions

ENG Versions

Q3 2023
Promo Period: 8/10/23 — 9/8/23 (30 days)

« Offer Details: “The more points you buy, the bigger your bonus.” Received
bonus amounts up to 30%, 35% and 40% when members purchased or
gifted 2k+ points. Members’ exclusive bonus structure was revealed on the
storefront.

« ENG Announcement was mailed in Core MAU Hero

» Geo-targeted red. module; Boutiques promoted in U.S. ENG versions

Q4 2023
Promo Period: 11/1/23 — 12/20/23 (50 days)

+ Offer Details: Limited-time Early Access Received 40% bonus if purchased
or gifted points between 11/1 — 11/8. Received 30% bonus if purchased or
gifted points between 11/9 — 12/20.

+ HVMB Cash & Points redemption module

Q4 2024
Promo Period: 11/5/24 — 12/23/24 (49 days)

« Offer Details: Personal Points Bonus when members purchased or gifted
2k+ points & gift of 1k points when they purchased or gifted 20k+ points.
Once signed in, members saw their bonus.

» Targeted Starbucks redemption module

13

Q3 2023

Announcement
Core MAU Hero

BONVeY’

Sier Ele Reminder
Alexandra § o Solo

MARRIOTT MY ACCOUNT

BONVOY' 780 & RESERVE

JRE'S STILLTIME TO GET A BIGGER POWTS BOWS

Meet With the Team
e g _L

Find Work-Travel Balance.
And Boost Your Points Balance. | 7
Work-Travel Balance.
1ost Your Points Balance.

ion mode without taking a day off — own your
traved story with more points

i September 8. the more points you buy, the
st BONUS * Put your points to work for you by
‘extending your stay, upgrading your room, and 5o much more

membership number

Log In by entering
(XXXXXKBT89) o your emall A0dess and password 1o purchase poinds.

BOUTIGUES

Enjoy Hotel Favorites

ﬂ'
at Home d
Shop bedding, fragrances, and
emanite fom you fovorts ho ‘<§
brands

SHOP BOUTIQUES

MAU SL: Fname, Your Marriott Bonvoy
Account: How to Boost Your Points Balance

Rem. Solo SL: Last Chance: Get a Bigger
Points Bonus

Q4 2023

Early Access Ann. Solo

Q4 2024

MARRIOTT t¥ ACCOUNT

BONVOY' FINO & RESERVE

MOVEMBER 8 + EARLY-ACCESS OFFER * ONI|

Early Access: 40% Points Bonus

Start Your Best Travel Story Yet

From outdoor markets to hidden gems, immerse yourself in
the world's most fascinating destinations.

Buy points by November 8 to get a 40% bonus with early
access to our limited-time points offer. Or get a 30% bonus.
when you buy points November 9 through December 20 *
Plus, we raised the annual purchase limit to 150,000 points
for the entire offer period

GIFT POINTS

Log in by entering your Mamiott Bonvoy® membership number or emas address and
password to purchase points

A New Way to Redeem Points

Stay ke a local in a vacation home rental near cultural attractions,

in the heart of the iy, or just steps from the beach with Homes &

Villas by Marriott Bonvoy*. Now you can reserve elevated home
rentals with Cash & Points

BOOKAHOME

SL: Early Access! 40% More
Points Only Through
November 8

Ann. Solo
MARRIOTT MY ACCOUNT
BONVOY-

YOUR EXCLUSIVE FOINTS BONUS IS WATTING, GREGG

Pack In the Excitement
With More Points

] ' '
|. |' |I
Get a Personal Up to 150,000 A Gift of 1,000
Points Bonus + Points + Points
When you buy or gift With your limited-time When you buy or gitt at
at least 2,000 points annual limit increase. least 20,000 points.

Sign in to see your bonus by December 23, and be ready for more
excitement * Plus, don't forget to pack an exira 1,000 points
our gift 1o you. That's enough to warm up with a Starbucks coffee.
Or use it toward a spa service dunng your next stay, shopping at
Marriott Bonvoy Boutiques®, and more

.

ing your Marrott Bonvoy® membership number
ur emai adress and password fo purchase points

Points. Stars. Perks.

Now members who link their Marriott
Bonvoy® and Starbucks* Rewards
accounts can transfer points to
Stars, in addition 1o other program
benefits. Get 100 Stars for every
1,000 points you transfer — enough
for a brewed coffee of tea, o a
bakery item **

UNK ACCOUNTS

Foatured properties: W Vortiar Switzectand, Tho Rayhgavik EOITION icalane

SL: Pack In More: Your Points
Bonus Is Here, Fname



Mass Promotions Performance Highlights
Q3 2023 | Q4 2023 | Q4 2024

« Compared to each mass promo, overall email engagement was strongest in Q4 2023 at a 0.52% CTR, driven
primarily by the Early Access Announcement mailing.
o Urgency and feeling of exclusivity in the Q4 2023 Early Access Hero messaging helped make it the top
performer among the mass offers.
o Compared to all other Heroes across the mass promotions, the Early Access Hero also saw the highest
percentage of Hero CTA clicks to Buy Points vs. Gift Points.
« Among Reminder mailings, Q3 2023 saw the highest CTR at 0.48%; Q4 2024 had 2 reminders, and the second
mailing drove the higher CTR at 0.37% and lower unsub at 0.08%.
» A bit off trend, in the Q4 2024 promo the first Marriott email reminder did not see a typical points purchase revenue
spike; however, the second reminder mailing did see an increase.
» Compared to all redemption modules used in the mass promos, the more general “Redeem Points Your Way” module
had the highest CTR of 0.12% from the Q4 2024 Announcement solo.

o CTRs for other redemption modules were mostly consistent across mailings, ranging from 0.02% to 0.05%.

MARRIOTT
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Mass Promotions: Email Engagement Summary

ENG Versions

» Compared to each mass promo,
overall email engagement was
strongest in Q4 2023 at a 0.52%
CTR, driven primarily by the Early

Access Ann. mailing.

« Among reminder mailings, Q3 2023
saw the highest CTR at 0.48%; Q4
2024 had 2 reminders, and the
second mailing drove the higher CTR
at 0.37% and lower unsub at 0.08%.

« Compared to MBV quarterly
averages, overall unsub rates were
much lower; QoQ/YoY unsub trend
saw a steady positive decline, in line
with averages; CTRs were lower

than averages.

All Mailings

Mass Offer Engagement - All ENG Ann. + Rem.

by Promo Qtr
Del. CTR Unsub
0.52%
31.8M
24.3M
0.27%
0.14%
0.11%
Q32023 Q42023
Mail Dates:

Q3 ‘23 Ann. (MAU): 8/10 | Rem: 8/27
Q4 23 Ann: 11/1 | Rem: 12/7

Q4 24 Ann: 11/5-11/10 | Rem. 1: 12/2 — 12/7 | Rem. 2: 12/18 — 12/21

FloLo for Points Promo began May 2024.

MBV Avgs
Q3°23: 0.82% CTR | 0.26% Unsub
Q4°23: 0.69% CTR | 0.23% Unsub
Q4 °24: 0.56% CTR | 0.16% Unsub

Ann. vs. Rem.

Mass Offer Engagement - ENG Ann.
by Promo Qtr

Del. CTR Unsub
0.59%
19.6M
0.39%
12.8M
12.1M
0.14%
0.16%
0.12% 0.08%
032023 Q42023 Q42024
Core MAU
Hero

Mass Offer Engagement - ENG Rem.

by Promo Qtr
Del. CTR Unsub
0.48%
0.44%
0.27% 0.37%
12.3M
11.6M Lo 110M
0.11% 0.10% 0.10% 0.08%
Q32023 Q42023 Q42024 #1 Q42024 #2

2 reminder mailings
Q4 2024

MARRIOTT
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Mass Promotions: Hero Engagement Comparisons
ENG Versions

Urgency and feeling of exclusivity in | DA s ot e Early A emacc raccamine ek amaimet ~fhar ;e e o/ timare
the Q4 2023 Early Access Hero Recommendation: Test the Early Access messaging approach against other bonus % tiers

performer among mass offers.

@ ( messaging helped make it the top ] for deeper insights as to whether a smaller bonus offer would yield the same results.

Q4 2023 ENG
Early Access Ann. Solo Hero

MARRIOTT MY ACCOUNT
BONVOY' FIND & RESERVE
ACCESS OFFER « ONLY THROUGH NOVEMBER 8 *» EARLY-ACCESS OFFER « ON|

Early Access: 40% Points Bonus

o

Start Your Best Travel Story Yet

From outdoor markets to hidden gems, immerse yourself in
the world’s most fascinating destinations

Buy points by November 8 to get a 40% bonus with early
access to our limited-time points offer. Or get a 30% bonus
when you buy points November 9 through December 20.*
Plus, we raised the annual purchase limit to 150,000 points
for the entire offer period.

Log in by entering your Marriott Bonvoy® membership number or email address and
password o purchase points

% of Clicks: 66.3%
Module CTR: 0.47%

96% of Hero CTA clicks went
to Buy Points vs. Gift Points

Click reporting was not available for the Q4 2023
ENG Reminder mailing; Main Period mailing is
not shown because only INL versions were sent.

()

Q3 2023 U.S. ENG
Reminder Solo Hero

MARRIOTT MY ACCOUNT

BONVOY" FIND & RESERVE

NANCY, THERE'S STILL TIME TO GET A BIGGER POINTS BONUS

Find Work-Travel Balance.
And Boost Your Points Balance.

Activate vacation mode without taking a day off — own your
travel story with more points

Only through September 8, the more points you buy, the
bigger your bonus.* Put your points to work for you by
extending your stay, upgrading your room, and so much more

GIFT POINTS

Log In by entering your Marriott Bonvoy® membership number
(XXXXXX6788) o your emall address and password o purchase points,

% of Clicks: 55.4%
Module CTR: 0.30%

90% of Hero CTA clicks went
to Buy Points vs. Gift Points

Q4 2024 ENG
Ann. & Rem. Solo Hero

MARRIOTT MY ACCOUNT

BONVoY" FIND & RESERVE

YOUR EXCLUSIVE POINTS BONUS IS WAITING, GREGG

Pack In the Excitement
With More Points

:@\

Get a Personal Up to 150,000
Points Bonus + Points

A Gift of 1,000
Points

When you buy or gift
at least 2,000 points.

With your limited-time
annual limit increase.

When you buy or gift at
least 20,000 points.

Sign in to see your bonus by December 23, and be ready for more
excitement * Plus, don't forget to pack an extra 1,000 points —
our gift to you. That's enough to warm up with a Starbucks coffee
Or use it toward a spa service during your next stay, shopping at
Marriott Bonvoy Boutiques®, and more.

Log in by entering your Marriott Bonvoy® membership number
(XXXXX9862) or your email address and password to purchase points

Announcement Hero
% of Clicks: 38.6%
Module CTR: 0.24%

()

Reminder 1 Hero
% of Clicks: 38.7%
Module CTR: 0.16%

47

/ Meet With the Team " ‘ bt
gy Nl D A0

76% of Hero CTA clicks went to

Smaller % of CTA clicks to Buy
Points compared to the other

Buy Points vs. Gift Points in the —»  Heroes; some customers may have

Announcement and Reminder 1

Click reporting was not available for the
Q4 2024 ENG Reminder 2 mailing.

assumed Gift Points CTA was an

activation of ‘A Gift of 1,000 Points’ |

in Hero creative.

Q3 2023 U.S. ENG
Core MAU Hero Ann.

MARRIOTT

BONVOY' o s e

<XXXXX> points. Silver Elite

23 mights this year as of 321202

Find Work-Travel Balance.
And Boost Your Points Balance.

Activate vacation mode without taking

day off — own your trave
story with more points

Now through September 8, 2023, the more points you buy, the bigger
your bonus.* Put your poi

0w

for you by ex

ding your stay
oom, and 5o much more

BUY POINTS

upgrading you

% of Clicks: 11.6%
Module CTR: 0.14%

Of those who received Points Promo
Hero version; activity consistent with
MAU Q3 2022 Points Promo Hero.



Mass Promotions: Redemption Module Engagement Comparisons

ENG Versions

« Compared to all modules, the more general “Redeem Points Your Way” had the highest CTR of 0.12% from the Q4 2024

Announcement solo.

+ CTRs for other modules were mostly consistent across mailings, ranging from 0.02% to 0.05%.

« Consider using past stay, upcoming stay or M.com activity to dynamically serve secondary redemption content; A/B test against
“‘Redeem Points Your Way”; track at the audience level to trend engagement patterns and to inform future personalized

approaches.

Q4 2024 ENG Ann. & Rem. Solos
General

Redeem Points Your Way

Use points to enrich any journey at over 30 hotel brands and
10,000 global destinations. The choice is yours: Redeem for
free nights and so much more

r g H

Extra Nights Room Marriott Bonvoy
Upgrades Moments™

BUY POINTS

% of Clicks: Ann. 6.8% | Rem. 6.3%
Module CTR: Ann. 0.12% | Rem. 0.06%

Targeted to those who did not have a
Starbucks account.

Click reporting was not available for the
Q4 2024 ENG Reminder 2 mailing.

@

Q4 2024 ENG Ann. & Rem. Solos

Points. Stars. Perks.

Now members who link their Marriott
Bonvoy® and Starbucks® Rewards
accounts can transfer points to
Stars, in addition to other program
benefits. Get 100 Stars for every
1,000 points you transfer — enough
for a brewed coffee or tea, or a
bakery item.**

Starbucks

LINKACCOUNTS

©,
@

Targeted by linked vs. unlinked
Linked MBV/SB CTA >> Transfer Points
Unlinked MBV/SB CTA >> Link Accounts

Linked MBV/SB
% of Clicks: Ann. 3.9% | Rem. 4.6%
Module CTR: Ann. 0.05% | Rem. 0.04%

Unlinked MBV/SB
% of Clicks: Ann. 4.9% | Rem. 6.7%
Module CTR: Ann. 0.02% | Rem. 0.02%

©

Q4 2023 Early Access ENG Ann. Solo

HVMB (Cash & Points)

HOMES & VILLAS

Q3 2023 ENG Reminder Solo —

Boutiques

BOUTIQUES
Enjoy Hotel Favorites
at Home

Shop bedding, fragrances, and
amenities from your favorite hotel
brands

Villas by Marriott Bonvoy*. Now you can reserve elevated home

SHOP BOUTIQUES

% of Clicks: 5.2%

% of Clicks: 8.6% Module CTR: 0.04%

Module CTR: 0.05%

Targeted to U.S./CAN only. Targeted to all. Click reporting was not

available for the Q4 2023 ENG Reminder
mailing; only INL versions of the Main
Period mailing were sent.
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Mass Promotions: Q4 2024 Promotion Daily Revenue Trend

Points.com Reporting

A bit off trend, the first Marriott email reminder did not see a typical revenue spike; however, the second reminder mailing did see an increase.

$1600.0 K
$1400.0 K
$1200.0 K
$1000.0 K
$800.0 K
$600.0 K
$400.0 K

$200.0 K

Marriott
email ANN.

Q4 2024 Promo: Daily Revenue

—

Promo Period: 11/5 — 12/23 (49 days)

Source: *Marriott_Points_Weekly Touch Base excel report.

~

Highlight under Hero: 12/12-12/16

M ™ ™ D I P B D D be B
VAR VAR VAR VA Ul Ul : NS VA L A AN VAR VR VAR VAR R
«\c&«\@@«\g\\\\\@\.@@@«\@@@
R IR VR VAU S SO S SIS Sl SIS Sl
Past Purchaser + . Past Purchaser + )
Cart Abandoner Marrlott Cart Abandoner IV_Iarrlott
11/20 email REM. #1 1210 & 12/17 email REM. #2
Core MAU ENG/BEN

MARRIOTT
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Mass Promotions Recommendations
Q32023 Q4 2023 | Q4 2024

» Test the Early Access messaging approach against other bonus % tiers for deeper insights as to whether a smaller

bonus offer would yield the same results.

« Based on Hero performance in Q4 2024, A/B test single Hero image vs. collage; also consider testing short vs. long

Hero creative and messaging approaches.

« Track members who have previously bought points vs. gifted points to gain deeper insights on Hero engagement

trends.
» Consider using past stay, upcoming stay or M.com activity to dynamically serve secondary redemption content.
Additionally —
» A/B test against the general “Redeem Points Your Way” redemption module;

« Track stay and M.com data at the audience level to trend engagement patterns and to inform future personalized

approaches.

MARRIOTT

NS
BONVOY' s\



Quarterly Promo Insights

‘Segmented’

MARRIOTT
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Email Overview: Segmented Promotions

ENG Versions

Q1 2024
Promotion Period: 2/8/24-3/31/24 (53 days)

+ Offer Details: Active members who had a stay between 10/1/23 and
12/31/23 were eligible for a 40% bonus; all other eligible members
received a 35% bonus

* Redemption Module Test — winner applied to the remaining ‘24 emails

Q3 2024
Promotion Period: 8/15/24-9/23/24 (40 days)
+ Offer Details: Active eligible members received a 30-50% bonus point

offer after buying or gifting at least 2K points

Q1 2025
Promotion Period: 2/11/25-3/30/25 (48 days)

+ Offer Details: Up to 45% Bonus Points on eligible purchases; buy 2-9K
and receive 35%, test in market for number of points for 45% bonus

* Bonus Point Purchase Offer Test — Audience split 50/50 across Offers
A and B; A required 10-39K points purchased for 45%, B needed 10-19K

Q2 2025
Promotion Period: 5/14/25-7/16/25 (64 days)

« Offer Details: Active eligible members received a 30%, 40% or 50%

bonus point offer after buying or gifting at least 2K points

21

Q1 2024

Plan With 35% More Points.
Then Go With the Flow.

Redeem Points Your Way

Yaakia Hwal USA Tha

SL: Get a Points Bonus for
a Limited Time

Q3 2024 Q1 2025 Q2 2025
BONVOY ' BONVOY BONVSY

Set the Stage for What's Next Take Your I’assim}s Somewhere New. Get 40% Bonus Points.
Get a 40% Points Bonus With up to a 45% Points Bonus Then Go Where the Points Take You

Gend nowst
Iwough Saptermber 23, 2024 And youlf get your 4% bors on kp of £ 8

! =]
SL: Get [30/40/50]% More
o i Points to Do What You
— S Love
SL: [Fname,] Dream Big SL: Get up to a 45%
With a [30/35/40/45/50]% Bonus Points to Pursue
Points Bonus Your Passions MARRIOTT ’

BONVOY' s\



Segmented Promotions Performance Highlights
Q1 2024 | Q3 2024 | Q1 2025 | Q2 2025

« Compared to 2025 promos, engagement for 2024 Announcement and Reminder mailings was +0.16 pts. higher, at a 0.54%
CTR

2024 offers were more targeted, Q1 featured a higher points purchase bonus for recent stayers, while Q3 included five levels of potential points

bonuses.

 The Q1 2024 Points Purchase Promotion included a 35% bonus for points purchasers for most of the audience; members who
had a stay in Q4 ‘23 were eligible for a 40% bonus, and this drove nearly 3xs the engagement in the Reminder mailing with a

0.85% CTR compared to 0.32% generated from the 35% bonus group

» Q3 2024 Announcement and Reminder emails drove the highest CTR among the four promotional periods at a 0.55% CTR;
there were five bonus point percentage options, 30% bonus sent to 192K and generated the highest engagement across the

promotions with a 1.55% CTR and a low 0.02% unsub rate

* Q1 2025 featured an offer structure similar to Q3 2024, and this version had three groups compared to five in the previous

promotion; engagement rose as the bonus percentage grew, the highest CTR of 0.47% was driven from the 50% bonus offer

group

MARRIOTT
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Segmented Promotions: Email Engagement Summary

ENG Versions

» Q3 2024 drove the most overall
engagement at a 0.55% CTR,
consistent across both
Announcement and Reminder
mailings

* For the other promotions,
engagement dipped
slightly from the
Announcement to the
Reminder but remained

consistent

» 2024 segmented offers
generated more engagement
than 2025, possibly attributed

to the offer segmentation

All Mailings

Segmented Offer Engagement - ENG Ann. + Rem.

0.53%

18.3M

0.12%

Q12024

by Promo Qtr

Del. CTR Unsub

0.55% 26.7 M

215M 0.47%

0.09% 0.11%

Q32024 Q12025

Mail Dates:
Q1 ‘24 Ann: 2/8 | Rem: 3/24
Q3 24 Ann: 8/15 — 8/23 | Rem: 9/10

Q125 Ann: 2/12 — 2/15 | Rem: 3/12 — 3/15
Q2 ‘25 Ann: 5/14 — 5/17 | Rem: 6/24 — 6/28

FloLo for Points Promo began May 2024.

MBYV Avgs
Q1 °24: 0.86% CTR | 0.20% unsub
Q3 °24: 0.71% CTR | 0.19% unsub
Q1°25: 0.69% CTR | 0.18% unsub
Q2 ‘25: 0.59% CTR | 0.15% unsub

27.0M

0.29%

0.09%

Q22025

Ann. vs. Rem.

Segmented Offer Engagement - ENG Ann.

by Promo Qtr
Del. CTR Unsub
057%"‘0 055%
13.4M 13.7M
10.9M 0.50%
9.2M 0.30%
0.11% 0.09% e 0.09%
Q12024 Q32024 Q12025 Q22025

Segmented Offer Engagement - ENG Rem.

by Promo Qtr
Del. CTR Unsub
0.55%
0.49% 13.4M 13.3M
10.6M 0:45%
9.2M
0.28%
0.12%
' 0.08% B 0.09%
Q12024 Q32024 Q12025 Q22025
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Segmented Promotions: Email Engagement Summary cont.

ENG Versions

Q2 2025

........

» Two promotions included multiple levels of bonus points,
audiences received separate versions of the email based on their

offer group

« Engagement climbed as the bonus point % rose in Q1 25, but
varied in Q3 '24 with the most engagement generated from the

30% bonus group with a 1.55% CTR and an unsub rate of 0.02%

* Overall CTR-Q3 24: 0.55% | Q2 '25: 0.30%

Q3 2024

rrrrrrrr

BONV2Y

Set the Stage for What's Next
40% Poin U

Q2 2025 and Q3 2024 Engagement Trends - ENG Ann.

by Points Purchase Bonus % Version

» For future promotions structured like these, lean into point

8.9M
education and personalization to drive lifts in engagement with
the broader targeted offers
4.4M
» Targeting of offers based on previous customer activity can provide oAty 0-47%
opportunities for personalization 021V"
481.0K
0.10%

30% 40% 50%

2025

24 Cross comparison of segmented offers and the bonus purchase percentage on slide 27

e CTR Unsub
Unsub Rates

1.550% without a label
were below 0.10%

192.5K 342.5K
0.15%

30% 35% 40% 45% 50%
\ J

T
2024

MARRIOTT A\ V4
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Segmented Promotions: Email Engagement Summary cont. —
ENG Versions

* Q1 2025 Points Purchase offered members up to 45% bonus points

with a test in market based on the minimum purchase requirements

« To reach the maximum bonus points (45%), half of the audience was

targeted with a minimum purchase of 20K points, compared to 40K for

the other half
. : . Q1 '25Engagement Trends - ENG Ann. and Rem.
» Results indicate engagement was consistent across offer groups in 20K vs 40K min. for 45% bonus
both Announcement and Reminder mailings -~ Do del T ETR e
. .. . . 0.45% 0.44%
* The group with a 20K minimum generated a slightly higher CTR, +0.01 pts. for 6.7M -
6.7M )
both mailings, but the results were not statistically significant 8-7M
« Recommen ing thi f offer in limitations in click
ecommend testing this type of offer again due to limitations in clic || || || |
reporting and the lack of statistically significant results in email
engagement/CTR 20K 40K 20K 40K
Ann. Rem.

Click engagement differences in both deployments not statistically significant

Click reporting unavailable for Q1 25
MARRIOTT

NS
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Q1 2024

Segmented Promotions: Email Engagement Summary cont.
ENG Versions

» Recent Stayers targeted with the 40% bonus offer, with an audience of nearly

Plan With 35% Mo

2.9M; all other members received a 35% bonus — around 6.3M delivered i

* Note: Recent stayers defined as someone who had a stay between 10/1/23-12/31/23

« Engagement higher among recent stayers with a 0.85% CTR, overall
Q1 2024 Reminder Audience Split
engagement at 0.49%

* Thisis nearly 3xs the engagement generated from the rest of the audience ata 0.32% CTR 40% Bg;;sO’rfer

« Consider tracking recent stayers in future Points Purchase Promotions to

determine if a targeted offer test should be designed for this audience

35% Bonus Offer
69%

B 35% Bonus Offer  ® 40% Bonus Offer

Click and segment-level reporting unavailable for Q1 '24 Announcement

Q12024 Engagement by % Bonus CTR Unsub Rate
35% Bonus Offer 0.32% 0.15%
40% Bonus Offer 0.85% 0.07%

26 Cross comparison of segmented offers and the bonus purchase percentage on slide 27 M RR IO . N
BONVOY" s\



Segmented Promotions: Optimization Insights

30% Bonus 40% Bonus 50% Bonus

Groups Groups

Groups

g A 4 ) (" 50% A

30% 40%
Q3 24 - Highly targeted, Q1 ‘24 — Targeted to recent stayers from Q4 Q3 24 - Highly targeted offer
generated highest CTR across ’23 and generated the second highest CTR which drove the third highest
|| promotions at 1.55% across promotions at 0.85% — engagement with a 0.71% CTR
Q2’25 - Less engagement than || Q3’24 -3.6M received this percent bonus in Q2’25 — Highly targeted offer
Q3’24 at a 0.24% CTR, but this the ladder style promotion; 2" most which drove the most
offer was sent to the majority of engaged group at a 0.78% CTR \_ engagementata0.47%CTR )
the audience (8.9M) this quarter Q2 ‘25 — Highly targeted offer, but drove
more engagement than the previous step of
the offer ladder at a 0.41% CTR

4 A \_ J

35%
Q1’24 — Mass targeted offer for this 4 ) Q1 ‘25 — Featured offer up to 45% bonus points, but the percent a
promotion generating a 0.32% CTR 45% member received was based on the minimum points purchased.
| Q324-3.0M received this percent Q3 ‘24 - Largest audience for the percent
bonus in the ladder style promotion; bonuses at 3.7M, but drove the lowest Half of the audience received an offer of a 20K minimum for a
about 1/3 of the audience generated ] engagement at a 0.34% CTR 45% bonus, the other half needed to purchase a minimum of 40K.
a 0.44% CTR Q1 ‘25 — See box to the right, overall
\_ ) engagement at 0.47% across the The email was not versioned by the offer, and engagement was
Announcement and Reminder consistent in both the Announcement and Reminder mailings
- J when comparing the two groups.

MARRIOTT
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Segmented Promotions: Q1 2024 Promotion Daily Revenue Trend

Points.com Reporting

Q1 2024 Promo: Daily Revenue

$1600.0 K
$1400.0 K
$1200.0 K
$1000.0 K
$800.0 K /\
$600.0 K
$400.0 K /"
$200.0 K
$.0K
bs%b-bbmhb‘b‘b‘b‘ DA Ak A A DAl Al A A A o Deoqbe A DAl A A A [ PN RN
s Q\q’ & &@, @m&@mﬁfﬁm@ qSQ’« {ﬁ;»% ‘19{1;\‘19% m& mq} N q,@, q/,,, q{m Wm&mq ‘}Q;L q:q> rtna\qsgt&t&m&m&tq}q&m@ m\{bmq} qS;\, ‘ﬁgp& "’Q{L@\“S;L W@, r&q;} & {ﬁg, \m@' Qf:,@ < Q;Lk\ m&m&w Qq, “5’%@\‘915\ qs,m\\@m
WA AT T T T o q>“q>"'q>“q>%>‘“q> PP PP S S S ST P P R P W P P P P P S
) Past Purchaser + Past Purchaser + Marriott Past Purchaser +
Marriott Cart Abandoner Cart Abandoner arrio Cart Abandoner
email ANN. 227 3/6 email REM. 3/78
Core MAU ENG/BEN Core MAU ENG/BEN
Offers section: 2/15 Hero feature: 3/15

Promo Period: 2/8 — 3/31 (53 days)
MARRIOTT N
28 Source: *Marriott_Points_Weekly Touch Base excel report. BONVOY' »+\
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Segmented Promotions: Q3 2024 Promotion Daily Revenue Trend

Points.com Reporting

$1800.0 K
$1600.0 K
$1400.0 K
$1200.0K
$1000.0 K

$800.0 K

Q3 2024 Promo: Daily Revenue

A

$600.0 K /\
$400.0 K /\/ /
$200.0 K
$.0K
@%v quy quy quy quy wqy S f)?rb& & f»q'b‘ wq'b‘ @qp‘ @qp‘ 34 q'b‘% g o> b‘q, hq, uq, " q&“’q’b‘ q,q’b‘ qu’b‘ qu’b‘ qu’b‘ fﬁqy S quy fﬁrﬁﬂ q'kfv 0 b‘wq'b‘ mq'b‘ mq'b‘ %q'b‘% @’b‘ '19(1}
SR MR » W AN AV W gV AV Vo NV W M D AN
Q}'@ N \'\‘b Q}'\c’) Q}"I«Q q}q, q}"b & o -‘1‘,’3 ‘bq, &V ‘bq‘,b \q?’ H fb'\ o q,\'1> 3 P o & R o \'\Q S g '\rb \'{’5 S \\“3‘ o}(‘ 0}@ o}'@ Qq‘,a N q‘,’}
\ )
Y -
) Past Purchaser + Past Purchaser + Marriott Past Purchaser +
Marriott Cart Abandoner Cart Abandoner arrio Cart Abandoner
email ANN. 8/26 9/6 email REM. 9/20

Promo Period: 8/15 — 9/23 (40 days)

Source: *Marriott_Points_Weekly Touch Base excel report.
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Segmented Promotions: Q1 2025 Promotion Daily Revenue Trend

Points.com Reporting

Q1 2025 Promo: Daily Revenue

$2500.0 K
$2000.0 K A
$1500.0 K ‘
$1000.0K (7N
$500.0 K / o
$.0K
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\ J
Y_ Past Purchaser + Past Purchaser + Marriott Past Purchaser + Marri
Marriott Cart Abandoner Cart Abandoner larrio Cart Abandoner .arrlott
email ANN. 2/20 33 email REM. #1 3/95 email REM. #2
Core MAU ENG/BEN Core MAU ENG/BEN
Offers section: 2/20-2/24 Offers section: 3/13-3/17

Main Promo Period: 2/11 — 3/30 (48 days). “Surprise extension dates added additional days of revenue end of Mar/early Apr. MARRIOTT

30 Source: *Marriott_Points_Weekly Touch Base excel report. BONVOoY" ).(



Segmented Promotions: Q2 2025 Promotion Daily Revenue Trend

Points.com Reporting

Q2 2025 Promo: Daily Revenue
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email ANN. 5/28 6/16 email REM. 7114
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Offers section: 6/12-6/16 Highlight under Hero: 7/10-7/14
Promo Period: 5/14 — 7/16 (64 days)
o MARRIOTT
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Segmented Promotions Recommendations
Q12024 | Q3 2024 | Q1 2025 | Q2 2025

» Track engagement of recent stayers across upcoming Points Purchase promotions to determine if future promotions should

have bonus point offers targeted to this segment

» Consider re-testing the offer structure featured in Q1 2025, a minimum points purchase amount for the maximum bonus

A second round provides the opportunity to version the email based on the offer groups

» Lean into personalization and point education to drive lifts in engagement compared to the broader targeted offers

Consider tracking previous purchasers and create a secondary module encouraging members to purchase and get their largest points purchase

bonus to date (when applicable)

MARRIOTT
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Quarterly Promo Insights
Aggregated View
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Aggregated View: Email Engagement Summary
ENG Mailings | Q3 ‘23 — Q3 ‘25

+ Comparing the three offer types —

Segmented promos saw the most total deliveries at 93.5 M, while Mystery
promos had the fewest at 51.4 M.

Mystery promos generated the highest overall CTR at 1.97%, followed by
Segmented at 0.45% and Mass at 0.36%.

Unsub rates were low across all offer types and ranged from 0.10% overall for
Segmented promos to 0.13% for Mystery promos.

Aggregated Email Engagement by Offer Type

Del. CTR Unsub
1.97%
51.4M
0.36% 0.45%
Mystery Mass Segmented

MARRIOTT N
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Audience Insights
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Executive Summary: Member Level Engagement
ENG Mailings | All Promos

CTRs by Promo
+ On average across all promos, deliveries were ~70% Basics, by Member Level

. . HBASIC mSILVER ®mGOLD mPLAT. ®TITAN. mAMBASS.
~25% Silver/Gold and ~5% upper elites.
12.0%

* Highest CTRs for all levels were generated from the two
mystery promos — Q2 2024 and Q3 2025.

10.0%

8.0%

» All levels saw decreased Hero activity in Q3, which
6.0%
impacted lower overall CTRs compared to Q2; as Basics

4.0%
made up most deliveries, they had higher impact vs. other |‘“|
2.0%
levels — Basics Hero activity went from an avg. of 80% in “ I I
’ ] ’ 0.0% -llIII -lII -llll I -lIIII -lllll -lllll _lllll II

Q2 tO 38(%) |n Q3 . Q32023 Q42023 Q12024 Q22024 Q32024 Q42024 Q12025 Q22025 Q32025

* *In the Mass and Segmented promo mailings for which we had

data, module activity overall was mostly consistent for each Unsub Rates by Promo
by Member Level
Ievel' o BAS|C s S|LVER GOLD PLAT. TITAN. AMBASS.
* Unsub rates fluctuated for Basics, while other levels saw more 0.20%

0.18%

consistency across promos; Q3 2025 saw the highest unsub rate 016%

for all levels — ranged from 0.03% for Titanium to 0.19% for 0-14%
0.12%

Basics. All unsub rates were below MBV benchmark of 0.20%. 0.10%
0.08%

0.06%
Mystery Promos: Q2 24 | Q3 25

0.04% m J
Mass Promos: Q323 | Q4 ‘23 | Q4 ‘24 0,02 — %
Segmented Promos: Q124 | Q324 | Q1 25| Q2 '25 .

0.00%

P . . Q32023 Q42023 Q12024 Q22024 Q32024 Q42024 Q12025 Q22025 Q32025
Click reporting was not available for some Mass and Segmented promos.
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Executive Summary:

Member Level Engagement cont.
ENG Mailings | All Promos

As expected, upper elites were the most engaged across all offer

types; overall CTRs increased as levels progressed.

Among the popular mystery offers, overall CTRs ranged from 0.62% in
Q3 2025 for Basics to 10.68% in Q2 2024 for Ambassadors.

Comparing the mass offers, all levels saw more engagement in Q4
2023 vs. Q3 2023 and Q4 2024 — CTRs in Q4 2023 ranged from 0.25%

for Basics to 2.18% for Ambassadors.

Interest in the segmented offers was varied across levels — Silver
through Ambassador levels were most engaged with the 2024 promos,
while Basics saw a higher CTR with the Q1 2025 promo.

Mystery Promos: Q2 24 | Q3 25
Mass Promos: Q323 | Q4 ‘23 | Q4 ‘24
Segmented Promos: Q124 | Q324 | Q1 25| Q2 25

2.5%

2.0%

1.5%

1.0%

0.5%

0.0%

2.5%

2.0%

1.5%

1.0%

0.5%

0.0%

Mystery Promo CTRs
by Member Level

Q22024 m Q32025

BASIC SILVER GOLD TITAN. AMBASS.

Mass Promo CTRs
by Member Level

Q32023 Q42023 mQ42024

BASIC SILVER GOLD TITAN. AMBASS.

Segmented Promo CTRs
by Member Level

Q12024 Q32024 mQ12025 mQ22025

BASIC SILVER GOLD TITAN. AMBASS.



Audience-Level Recommendations

» For optimal insights and to trend audience-level engagement and performance, track in each mailing —

Members who have previously purchased points vs. those who have not purchased
Members who have redeemed points vs. those who have not redeemed

Points tiers

Prior Points Purchase Promotion email engaged members vs. not engaged

Member tenure

» Consider adding secondary brand or member benefits content for Basic members, especially Basics who have shorter

tenure, to help drive education around earning and using points.

* When it makes sense, test points-led messaging to further drive personalization tactics, especially for Basic members.

Ex: “For as little as 2,000 points, you can get xyz...” in redemption module messaging.

MARRIOTT
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Recommendations
Consolidated
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Consolidated Recommendations

Mystery Promotions

« Based on Q2 2024 performance, consider testing single vs. collage Hero images.

« A/B test including vs. not including a secondary redemption-focused module to better understand overall engagement

influence.
» Test using pointable activity data to help personalize redemption module targeting & messaging.

 Utilize countdown messaging more often in Reminder Heroes & SL/PH to help drive sense of urgency and optimal Hero

activity.

« Based on the CTA test results from the Q2 2024 Hero, lean into higher placement for the Hero CTA for mystery and other

promo offers.

* In future A/B Hero CTA testing —
» Look for opportunities to test CTA copy approaches;
« Consider testing with and without a secondary Hero CTA,;

» Hold constant the secondary Hero CTA treatment.
MARRIOTT
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Consolidated Recommendations cont.

Mass Promotions

Test the Early Access messaging approach against other bonus % tiers for deeper insights as to whether a smaller

bonus offer would yield the same results.

« Based on Hero performance in Q4 2024, A/B test single Hero image vs. collage; also consider testing short vs. long Hero

creative and messaging approaches.
» Track members who have previously bought points vs. gifted points to gain deeper insights on Hero engagement trends.
« Consider using past stay, upcoming stay or M.com activity to dynamically serve secondary redemption content.
Additionally —
» A/B test against the general “Redeem Points Your Way” redemption module;

» Track stay and M.com data at the audience level to trend engagement patterns and to inform future personalized

approaches.

MARRIOTT
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Consolidated Recommendations cont.

Segmented Promotions

» Track engagement of recent stayers across upcoming Points Purchase promotions to determine if future promotions should have

bonus point offers targeted to this segment

» Consider re-testing the offer structure featured in Q1 2025, a minimum points purchase amount for the maximum bonus

* A second round provides the opportunity to version the email based on the offer groups

« Lean into personalization and point education to drive lifts in engagement compared to the broader targeted offers

» Consider tracking previous purchasers and create a secondary module encouraging members to purchase and get their largest points purchase

bonus to date (when applicable)

MARRIOTT
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Consolidated Recommendations cont.

Audience-Level

« For optimal insights and to trend audience-level engagement and performance, track in each mailing —

Members who have previously purchased points vs. those who have not purchased
Members who have redeemed points vs. those who have not redeemed

Points tiers

Prior Points Purchase Promotion email engaged members vs. not engaged

Member tenure

» Consider adding secondary brand or member benefits content for Basic members, especially Basics who have shorter

tenure, to help drive education around earning and using points.

» When it makes sense, test points-led messaging to further drive personalization tactics, especially for Basic members.

Ex: “For as little as 2,000 points, you can get xyz...” in redemption module messaging.
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Points Promotions Reviewed Q3 2023 — Q3 2025

From Alignment Meeting 12/11/25

Requested
offer construct

Year

2023

2023

2024

2024

2024

2024

2025

2025

2025

Quarter Offer

Q3

Q4

Q1

Q2

Q3

Q4

Q1

Q2

Q3

30%, 35% or 40% bonus when you buy or gift at least 2k points.

40% bonus = 11/1 - 11/8 buy; 30% bonus = 11/9 - 12/20 buy or gift

40% bonus = had a stay between 10/1/23 - 12/31/23 & purchase
points; 35% bonus = all others eligible when they purchase
between 2/8/24 - 3/31/24

Mystery bonus offer after logging in to Points.com; purchase 2k - 9k
points, get a 15% bonus, purchase 10k+ points, get a 25% bonus

30%, 35%, 40%, 45% or 50% bonus when you buy or gift at least 2k

Personal Points Bonus when buying or gifting at least 2k points;
when you buy or gift at least 20k, get 1k points as a Gift

35%, 40% or 45% bonus when you buy or gift at least 2k points

30%, 40% or 50% bonus when you buy or gift at least 2k points

Mystery bonus offer after logging in to Points.com; 40%, 45% or
50% bonus

Comparing all offers above:
Mystery

Mass

Targeted/Segmented

Promo Start

8/10/2023

11/1/2023

2/8/2024

5/23/2024

8/15/2024

11/5/2024

2/11/2025

5/14/2025

8/19/2025

# promos:

© ~h WODN

Promo End

9/8/2023

12/20/2023

3/31/2024

712412024

9/23/2024

12/23/2024

3/30/2025

7/16/2025

9/17/2025
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Confirmed Campaign Analysis Approach

From Alignment Meeting 12/11/25

Channel
* Marriott emails

Time Period
Q32023 - Q32025 (last 2 years)

v' Offers — 2 Mystery, 3 Mass, 4 Segmented

Email Performance & Insights
» Compare Performance Between Same Offer Constructs: Delivered, CTR, Unsub Rate

» Compare Performance Across All Offer Constructs: Delivered, CTR, Unsub Rate
o Announcement & Reminder Trends —
=  Marriott Email Engagement

. Purchase Revenue & Points.com Delivered Emails

Influences to engagement & performance: targeting, offers & positioning, promo periods & durations, testing/optimizations
* Member Level Audience Insights

» Click Engagement Highlights

Considerations
* Q3 2023 ENG/BEN Ann. delivered in Core MAU Hero will be incorporated

* Annual purchase limit was increased to 150K in 2023
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