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Sep 17 Program Review
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o Destinations
o Solos
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4 ’ PROGRAM SUMMARY

PROGRAM IS 13% BEHIND 5 M ROOM NIGHT GOAL

* As of September, program has generated 3.37 M RN, 67% of goal
« 4Yr. trend indicates program should be at 77% of goal by September to achieve forecast

4yrtrend 3.87 M
80% RMNTS

-
-
-

70% =

- Actual: 3 37 Il\v/!

60% - - meLudal. J.27
50% - / RMNTS

-
40% =

P
-
-

30%

-
-
-
-
-
-
-
-

20% -
10% -

0%

Jan Feb Mar Apr May Jun Jul Aug Sep
—2017 % to Goal - - 4 Yr Avg Monthly % to Goal

Marriott
*Based on EIR data REWARDS u%
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PROGRAM SUMMARY

EMAIL ENGAGEMENT REPORT

* 2.4% more members received 1+ emails in Sep compared to Aug
* 45% of members are engaged in MR emails (down 2% MoM due in part to below avg. Solo engagement)

# of MR Members Received 1+ Emails % of Emall Interaction (MR Mbr)

100% — — — —— —
17,800,000 1 A 0 8% 9% Tk 0% 9% 10%
16,134,850 80% 35%
15,689,251 38% 36% 36% 37% 35%
16,200,000 15678390 ' ~7>74>7
60%
14,600,000 A 40%
20%
13,000,000 -
Apr May Jun Jul Aug Sep
0%
Apr May Jun Jul Aug Sep
B Unengaged % of Total Passive % of Total Engaged % of Total
*Report Key:
- Received: # of emails received during time period
- Engaged: Received Opened and Clicked + Received not Opened but Clicked Aarrloﬁ
- Passive: Received Opened but not Clicked REWARDS
- Unengaged: Received not Opened and not Clicked 000000000000




6 ’ PROGRAM SUMMARY

SEPTEMBER 2017 EMAIL PROGRAM PERFORMANCE

« 7.4% open rate decline driven by low Solo and Lifecycle open rates; eNews remained flat at 23.8%
+ MegaBonus announcement in eNews drove financial lifts (+26% MoM and +14% vs. 12MAvg.)

99% 95.0MM 21.6% 20.5MM
Delivery Rate | Delivered OpenRate | Unigue Opens
0.0 pts. ’ +5.7% -1.6 pts. ( -1.4%
0.16% 2.2% 2. 1TMM 10.1%
Unsubscribe Rate Click Rate Unique Clicks CTOR
0.0 pts. +0.1 pt. +11.6% +1.2 pts.
Financial
186.4K 426.6K $66.7MM 9.0% 2.0
Bookings | RoomNights | | Revenue | Conversion [ | BPK
+13.0% +10.7% +13.8% +0.71 pts. +6.9%
MNarriott
Comparison against 12-month average
Using EIR Financial Data

REWARDS ‘ llas
0000000000000



7

PROGRAM SUMMARY

Audience*

95.0 M
5.7%

10
0.16% 0.09
-0.0 pts | -0.0 pts

Total I15.7M

Delivered

Audience

Unsub Rate

Delivery Rate

Open Rate

Opens

Engagement
]
a
a
z
d

Click to Open
Rate

Financial
o
m
<
m
=
c
m
'
- 0N
Eﬂ 0
-] \l
®x
o

9.0%

2.0 4.8
6.9% 62.4%

Conversion Rate

Bookings per
Delivered(K)

Hotel

Program eNews Specials

10.2M
0.12%
-0.0 pts

Dest.

13.4M

0.7
-16.6%

Solos

Lifecycle

pts pts
4.8
6 | 12.6%

- Calculated using Mailable Openers* from Active, Inactive, and Non Member Counts
- Total Mailable minus anyone who has not clicked/opened an email in past 15 months

MRCC METT

0.4 0.5
-42.0% -40.9%

- Using EIR Financial Data

- Month compared to 12-mo rolling avg.

Executive Dashboard

MegaBonus announcement
increased email engagement in
eNews, impacting overall program
KPI's

Welcome and Onboarding series
drove Lifecycle open rate declines

. Welcome: tested SL in Sep

. Onboarding: need deep dive
to pinpoint issues

Marrioft
REWARDS

| yes



8 ’ PROGRAM SUMMARY

KEY STORYLINES

1. Continue to see positive lifts with new email template

2. Positive impact of promotional content in eNews, but different
outcome in Hotel Specials

3. Campaign optimization drives increases & learnings for future efforts
4. Highlighted Solo's: NFL Kick-off and Drive Bookings

Narrioft
REWARDS




9 ’ KEY STORYLINE: TEMPLATE 2.0

CONSISTENT INCREASES IN EMAIL ENGAGEMENT AFTER MOVING TO
NEW TEMPLATE

22.8%

Open Rate

+0.1 ptS. —n

__ +0.3% +13.6%

Aarrioft
*June 28-Sep "17 campaigns compared to 12-Month Avg. (June ‘16 - May ‘17) REWARDS




10 ' KEY STORYLINE: TEMPLATE 2.0

LIFECYCLE EMAILS ARE CONSISTENTLY SHOWING AN INCREASED CTOR
SINCE NEW TEMPLATE CHANGE

eNews Hotel Specials Lifecycle

8.0%

CTOR

-0.1 pt. +8.9 pts.
— +7.2% — '1 .2% — +50.6%
. , Marriott
*June 28-Sep’17 campaigns compared to 12-Month Avg. (June ‘16 - May '17) REWARDS.
...............

yes



11 & KEY STORYLINE: ENEWS

SEPT 17 ENEWS

SL = Your Account: New MegaBonus Has Arrived

23.8% 4.7%
Open Rate Click Rate
0.0 pts. +1.4 pts.
19.7%
CTO Rate
+6.0 pts.
Financial
171.1K $27MM
Room Nights | | Revenue
+75.9% +81.1%
10.1% 4.8
Conversion I BPK
+1.2 pts. +62.4%

*Compared to 12-month average

HEADER
5% clks, 5% bks

SIAT 1WILE.
GET A FREE NIGHT.
UNLOCK MORE.

Ear

T & ‘-

‘
TOP OFFER %
76% clks, 83% bks

TOP OFFER 2
3% clks, 1% bks

MEMBER MODULE

9% clks, 6% bks

SEARCH
2% clks, 2% bks

TRAVEL, TRANSFORMED

Exclusive travel deals.
Pt

REWARDS
3% clks, 1% bks

(® CLICK TO PLAY VIDEO

WE'RE ON MESSENGER,

MITCHELL.

MESSENGER FEAT.
0% clks, 0% bks

PLAN YOUR NEXT TRIP TO THE
MILE HIGH CITY

MOXY NYC

Residence Inn-
Times Square London Bridge
stay a short

‘Soak In epic skylne views and a___Enjoy your extended

HOTEL OPENINGS
1% clks, 0% bks

SAVE 20% WITH eBREAKS®.

FIND YOUR NEXT

WEEKEND ADVENTURE.
Discov arica.

EBREAKS
0% clks, 0% bks

N\

worldwide

[rorvor |

Search availabilty
t 4,700+ hotels

|

MegaBonus announced in eNews

in place of Solo

+ 83% of bkgs from Top Offer

+ Generated more revenue than
past MegaBonus Solo's (section &
campaign)

+ Pulled engagement from other
sections

Subject line test leveraging
excitement and mystery drove an
8% higher open rate:
Your Account: New MegaBonus
Has Arrived (37.2%,)
* Your Account: Earn a Free Night
(34.6%)

* Your Account: New MegaBonus!
Earn a Free Night (34.5%)

Future consideration/test: eNews
vs. Solo announcement

+ Which one drives more
registrations and revenue?

Marrioft
REWARDS UBS



12 B KEY STORYLINE: HOTEL SPECIALS

SEPT 17 HOTEL SPECIALS

Engagement

SL = Erica’s October Travel Deals

18.5%

Open Rate
0.0 pts.

1.4%

Click Rate
0.0 pts.

7.7%
CTO Rate
0.0 pts.

Financial

254K

Room Nights
-11.8%

7.8%

Conversion

-0.7 pts.

HEADER
18% clks, 22% bks

e |

= Qela s

GET OUT THERE,
MITCHELL.
e

FIELD OFFERS
59% clks, 52% bks

< O ©)

i

9 MEMBER MODULE
W 12% clks, 16% bks

OO NOW-Reep Eamming.
D F t f ‘ Eam even more for your stays
Do S OUANLERE | rvousn sanvary 15,2018

$3.9MM

Revenue

-11.6%

1.1
BPK
-7.7%

*Compared to 12-month average

h I\:IWRCC

1% clks, 0% bks

MOMENTS
3% clks, 1% bks

See all experiences >

MIDDLE OFFER

2% clks, 5% bks

BookToday ~ MegaBonus'

DISCOVER MORE PLACES.

New ] DEST. NAV BAR 8
1% clks,1% bks

'WE PICKED THESE JUST FOR YOU.

SUNSEEKERS SAVE 20%.

Head to Florida this fall an book your hotel
in

Save 20%

E 3

CURATED OFFERS
3% clks, 21% bks

Up to 20% off in NYC 2,500 Points in NOLA

Book NYC Book New Orleans
o
SAVE 20% WITH eBREAKS®.

EBREAKS
1% clks, 1% bks

Open rates are up 8% MoM and
2% YoY, but previous declines led
to test plans for upcoming months

2nd time testing Friday deployment

to lift CTOR:

+ Up 4% MoM

+ Continue to monitor
performance (last test in Oct)

34% more clicks on Field Offer
section; 1 in 3 clicks on See All CTA

Only 2% of the clicks to the
MegaBonus offer; lowest seen for

MegaBonus in that section

Curated Offers section: '20% off
NYC' offer had the highest click

engagement (24%) and conversion
(5.6%) for section

Marrioft

©000000000000..
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KEY STORYLINE: HOTEL SPECIALS

ENGAGEMENT OBSERVATIONS

Most clicked content:

. MegaBonus (Middle Offer)

. Destinations Nav Bar

. eBreaks (last module)

. Country Cruise (Moments)

. MRCC

«  Thanksgiving Parade (Moments)

4.2K
24K
2.0K
1.9K
1.4K
1.4K

5

Use Points

707
19 BKS

Use Points

Use Points

See all experiences >

42K
34 BKS

IT'S MEGABONUS TIME.

Q

27 2
<7~ Book Now. Keep Earning.
! Earn even more for your stays
I I through January 15, 2018,

Book Today MegaBonus*

New York > Caribbean > Los Angeles >

DISCOVER MORE PLACES 24K

96 BKS

x
WE PICKED THESE JUST FOR YOU.

SUNSEEKERS SAVE 20%.
Head to Florida this fall and save when you book your hotel

in advance.

11K

— —

w2 | -
Up to 20% off in NYC 2,500 Points in NOLA

Book NYC Book New Orleans

Q 20K

SAVE 20% WITH eBREAKS] 1 O’I BKS

FIND YOUR NEXT
WEEKEND ADVENTURE.

Discover last-minute deals across North America.

o

Marrioft

©000000000000..
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KEY STORYLINE: DESTINATIONS

SEPT 17 DESTINATIONS

Engagement

22.0% 1.4%
Open Rate Click Rate
-0.3 pts. +0.1 pts.
6.3%
CTO Rate
+0.6 pts.
Financial
22.3K $3.5MM
Room Nights N Revenue
-11.0% -8.5%
5.2% 0.7
Conversion I BPK
-1.6 pts. -16.6%

SL = Top 6 Hotel Rooftops

HEADER
= 10% clks, 22% bks N

) Pl o

TOP 6 HOTEL ROOFTOPS

Check-in...then check out these jaw-dropping views.

TOP OFFER

75% clks, 66% bks

o

Experience New York's largest
rooftop bar scene.

The city is at your feet from this
fiop terrace.

See NYC See Rome

Take in a baseball game from 22 Warm up at the firepit and enjoy
stories high. views of the river.

See San Diego See Savannah

*Compared to 12-month average

Q
GET READY FOR YOUR TRIP, MITCHELL:

WHAT TO DO, SEE & EAT

Explore Chicago

M UPCOMING TRIP
1% clks, 2% bks

MIDDLE OFFER
1% clks, 0% bks

YOU'LL FALL FOR THESE TRIPS.

Stay close to Easy weekend Long-distance
home and save. escapes. romance.

Staycation Ti 9 Best Small Towr Love in Paris

TRIP PLANNER

11% clks, 7% bks

Fascination style subject line drove
an open rate lift of 5% YoY and 1%
MoM, but down 1% vs. 12-month
avg.

Email generated 21% more clicks
than 12-month avg.

« 75% of email clicks to Top Offer

* Recommend theme for future
campaigns - perfect content for
carousel test

Top offer engagement:

« NYC-27% of section clicks
+ LasVegas -22% ...

« Savannah-17% ...

Trip Planner section: 2" highest
click volume & % of clicks since

Destinations launch
+ 59% clicked weekend getaway

+ Higher engagement with themed
content vs. locations - test this

Marrioft

REWARDS



15 & KEY STORYLINE: SOLO

START OFF FOOTBALL
P

Email drove below program
average performance on primary
email KPI's

NFL KICK-OFF SOLO

Email Engagement
personalization (not in pre-

Basic SL = Football Fans: Get in the Game with These Members-Only Experiences
Elite SL = Today Only! Save Up to 50% During Our Football Flash Sale P L S YOU COULD WAKE UP AT header)
u the b SUPER BOWL LII
. Aug SL: [FNAME], Take a Look

at These Members-Only
Moments (23% open rate)

Q

e Subject line similar to Aug NFL
‘ Moments, but missing

18% | | 41%

Open Rate CTO Rate

B 0 - 0y .

16.7% vs. Program avg. 59.4% vs. Program avg. Open and CTO rate declines
mostly from Basic-Low Point
audience; consider sending to
previous NFL engagers and/or
shop earners

EIR EIR Bi/
Moments Solos Delivered Open% | CTO% | Conv%
Bookings | Revenue Del (K) .

NFL Moments Solos 517y 13.4M  7.9K  $2.7M  18.0% 4.1% 8.0% 0.6 Other Recommendations:
Basic - Low Point 9.4 M 911 $3058K 157% 2.5% 24% 0. « Leverage personalization
Basic - Mid Point 1.9 M 944 $2943K 202% 49% 51% 05 y o Subject line or pre-header

$30 OFF 4 SAVE 10% AT
Basic - High Point ~ 641.3 K 553 $159.6 K 249% 6.0% 57% 0.9 reurn NFLSHOP.Q NFLSHOP.COM (name, your)
Elite - Low Point ~ 248.4 K 161 $406K 232% 40% 7.0% 06 e - Email body (pts., name)
Elite-Mid Point  3740K 10K  $2974K 241% 7.7% 138% 26 ===
Elite - High Point  8215K 44K  $1.6M 287% 100% 185% 53 Aarrioft

REWARDS

yes
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KEY STORYLINE: SOLO

DRIVE BOOKINGS SOLO

Q

IT'S MEGABONUS® TIME.

Book Now. Keep Earning

GENERATED $4.8MM
AND 12.6K BOOKINGS SRR

NEXT ADVENTURE.

With over 4,700 propertie:
where will you go

Eﬂgagement

SL = Save up to 35% on resort vacations.

17.4% 6.9%

Open Rate CTO Rate

Save up to 35% on

-4.2 pts. vs. Program avg. -3.2 pts. vs. Program avg.

2017,

Book Now

10.0%
Conversion Rate Ol -

Account X00006%  Status Member
o

+1.0 pts. vs. Program avg. e o

Actiy > Use Points >

¥ Dreaming of a
2 Tropical Vacation?

over 40 resorts.
for stays now through December 7

Eam even more for your stays
through January 15, 2018,

ﬁ‘ Book Today ~ MegaBonus'

Q

SAVE 20% WITH eBREAKS®.

FIND YOUR NEXT
. WEEKEND ADVENTURE.

‘ Discover last-minute deals across North America.
=

Solo drove $4.8MM in incremental
revenue featuring Travel Deals,
Marriott Vacation Club, and
MegaBonus content

Open rate decreased 28% MoM;
personalization tactics moved to pre-
header (‘"Your' and First Name):

» Sep SL: Save up to 35% on resort
vacations.

« Aug SL: We've found your next
vacation, [FNAME].

CTOR decreased 26% MoM, but the
conversion rate increased 19% MoM

Consider lifting CTOR in future
campaigns with...

» Personalized destinations content
(CElI module from eNews)

» An exclusive member offer

Narriott
REWARDS u&s
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18 B TESTING & OPTIMIZATION SUMMARY: DESTINATIONS

SECTION CLICK DECLINES FROM FIRST DESTINATIONS
UPCOMING TRIP TEST - CONTINUE TESTING

Control Test

-50%
% of Clicks
Q Q

GET READY FOR YOUR TRIP, MEGHAN: GET READY FOR YOUR TRIP, MEGHAN:

YOUR UPCOMING TRIP TO LOS
ANGELES

WHAT TO DO, SEE & EAT

Explore Los Angeles

Local Tips

-

Hypothesis: a more direct
message about getting to know
the location you're traveling to will
increase clicks

Methodology: target top 5
destinations out of 17 with test

message; list split 50/50

Test #1 results:

Test group % of module
clicks down 50% vs. control

Consistent declines across all
5 locations

Declines stem from higher
engagement with Rooftop Top
Offer (75% of campaigns clicks)

Recommendations:

Include location in headline
. More direct language
“Plan Your Trip to Los Angeles”

Marrioft
REWARDS U%



19 B TESTING & OPTIMIZATION SUMMARY: HOTEL SPECIALS

120% HIGHER SECTION CTOR WITH EBREAKS
LIFESTYLE MODULE IN HOTEL SPECIALS

o, Lifestyle Image Map Image
CTOR ) Q

SAVE 20% WITH eBREAKS®.

SAVE 20% WITH eBREAKS®.

FIND YOUR NEXT
WEEKEND ADVENTURE. VS.

Discover last-minute deals across North America.

. Find your next weekend
adventure.

Discover last-minute deals across
the map.

Save 20%
Save 20%

Sep 'l 7 Hotel Specials . EIR EIR
Delivered ) Open%
eBreaks Test Bookings | Revenue

Map Image 5.1 M 58K
Lifestyle Image 5.1 M 56 K $1.8M

$I19M  186% 77% | 79% .1

I8.6%| 7.8% I 7.5% .1

3rd consecutive month running a
50/50 eBreaks module test: lifestyle
VS. map

Hypothesis: Lifestyle image version is
more on brand, engaging, bigger and
will drive more engagement

Lifestyle version generated a higher

CTOR at the campaign & link level all
3 months

* 1.5% higher campaign-level CTOR*

* 120% higher CTOR*

Future test recommendations:

. Test a different on-brand
lifestyle image (keep fresh)

. Test different image in article
style layout

*Statistically significant

Narriott
REWARDS

yes



20 B TEST & OPTIMIZATION SUMMARY: HOTEL SPECIALS

Q

COLLECT EPIC MOMENTS.

fo

DISCOVER MORE PLACES.

- -
'] &
ry G .

OPTIMIZED IMAGES - CTOR TOP 4 PERFORMING IMAGES
1 New York > 2 Caribbean >
3 D.C.» 4 London >
« & \OQ/?) S {\600 ,\CDQOO {\é@,} &o(y\\'o . ?)(\5 \%060 Qgéqﬁ Od}o(\ (\%\%\ )&){\@ Q\\’b ’b\\’b%
& (,7’(@ WSO« o O%VO RS
N
OPTIMIZED vs CONTROL LIFT
CONTROL IMAGES - CTOR
Control 0.07% 61 .29% I_ift
Optimized  0.11%
Segment Opens Clicks CTOR LIFT Slsgﬁ-:—éls&c,\f&
Control 273477 192 0.07%
Qd OQ@%Q \,0060 & (\éé‘} QQ?Q% & & & Q?}\?? @’\@ & %é\@qo Optimized 1810367 2050 0.11% 6129%  99.9%
& o S X
@ © N e v o9 Marmott | 11pe
A

REWARDS ‘ "M,
©000000000000.



21 B TEST & OPTIMIZATION SUMMARY: ENEWS

OPTIMIZED IMAGES - CTOR TOP 4 PERFORMING IMAGES
1) New York> /) London>
3 Caribbean > 4 Paris >
N X2 N S
@ 0‘2’%0 © 0600 \@7’%0 0‘&% «0(\@ 3 & & Qﬁ?@% o‘y’@(\ ooé@ %"’6@ Q\\?} >
& (,7’& WSO« o 6?3\ Q 0¥
o)
N/
OPTIMIZED vs CONTROL LIFT
CONTROL IMAGES - CTOR
Control ~ 0.05% 21.3% Lift
Optimized ~ 0.06%
Segment Opens Clicks CTOR LIFT SI%?ITIE&CI\I%E
Control 238348 112 0.05%
. O o
@O« @Q@Q &\%060 @& Q Q&@@ P Qg\e?%&&& S \@0 00600 Q?}\fe% &\@&%Q’b@?%&\% Optimized 1,584270 903  0.06% 21.30% 98%
SRS W T ~ M v 9 Marmott | 11pe
N B
REWARDS l

©000000000000..



22 ’ TEST & OPTIMIZATION SUMMARY: SOLO

OPTIMIZED IMAGES - CTOR

Boston DC Los
Angeles

New York Caribbean Orlando

CONTROL IMAGES - CTOR

Boston DC Los
Angeles

New York Caribbean Orlando

London

London

Atlanta

Atlanta

31% LIFT WITH DRIVE BOOKINGS SOLO SMARTMATRIX TEST

TOP 4 PERFORMING IMAGES

OPTIMIZED vs CONTROL LIFT

Control  0.39%

Optimized  0.,51%
Segment ~ Opens

Control 56,164
Optimized 443,823

Clicks

219
2,267

31.0% Lift

STATISTICAL

CTOR  LIFT giGNIFICANCE
0.39%

051%  31.0%

Narriott
REWARDS

....... YYD

99.9%

| yes
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24 ’ ACTIONABLE INSIGHTS

ENGAGEMENT AND BOOKING RECOMMENDATIONS

« Consider using eNews to announce MegaBonus in
future to drive engagement & bookings

o Fall17 eNews Announcement 13MM Del  $22MM Rev
o Summer 17 Announcement 12MM Del $18MM Rev
o Spring 17 Announcement 9MM Del $20MM Rev
o Fall"16 Preview 8MM Del $7MM Rev Themed
o Summer 16 Announcement 1T0MM Del $16MM Rev o
. ' . . YOU'LL FALL FOR THESE TRIPS. k Locatlon
« Leverage themed content in final Destinations — — 0

Hﬁh WHERE TO BOOK NOW.

module

o Test adding things-to-do copy to headline of locations version Saycioseto  Easywoskord] : . 4
home and save. escapes.
Staycation Tips 9 Best Small Towns

 Use personalization tactics to increase relevancy
and engagement e e M

o Inredemption messages, remind member of current point balance when
there is no member module

o Remind near-level member that next stay or redemption count towards

reaching Elite A\arriott
REWARDS
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INDUSTRY INSIGHTS

lifestyle.

EXPERIENCES

spg-moments Adventure awaits.

+ Join a team of top National Geographic
Photographers in one of the planet's most
photogenic places: the Galpagos Islands. >

spg.moments

The SPG Lifeis calllng

Get front-row seats, talk fashion with a designer
and much more with VIP access to London
Fashion Week. >

You're up

GET IN THE GAME
THIS POSTSEASON™.

+ Experience Barcelona culture through its art and
architecture, including a tour of the Palau Guell. >

VIEW ALL

VIEW EXPERIENCES

Time to step up to the plate — Major League
Baseball® Postseason Moments experiences
are now available. Get tickets (and VIP
experiences!) to the first three series now;
plus, get the opportunity to go to bat with
baseball great Paul O'Neill

Top feature shows
members enjoying

. For the win.
experience

+ Start the season offright with Kings, Lakers and

< Clippers preseason action from the SPG Luxury.
Suite at STAPLES Center. >

partin batting Gear up for unforgettable experiences with

Mercedes-AMG Petronas Motorsport in Austin.

Texas, or S30 Paulo, Brazil. >

+ Get Club Box seats at Wrigley Field™ as the
Chicago Cubs™ race toward the Postseason™. >

VIEW ALL

Go to bat with five-time
World Series® Champion
Paul O'Neill

Bring your best team — aspiring youn
ged — to learn from and challen
Neillin a home run competition. Step
hot at bragging rights

Top of the class.

Cayman. >

BID NOW  Master class: Tour the kitchen and enjoy a
cooking demonstration from Chef Barbara Lynch

at her Boston restaurant, Menton. >

+ Master class: Mingle with legendary chef Eric
Ripert at Le Bernardin and enjoy a six-course
tasting menu in NYC. >

Tune in.

+ Rock outin Brooklyn with luxury suite access for
a concert at Barclays Center. >

WILD DIVISION
CARD SERIES

REDEEM NOW > REDEEM NOW >
Sy,
World Series®

REDEEM NOW > GET ALERTS >

VIEW ALL MLB® MOMENTS >

* Eat and drink your way through foodie heaven at
NYC Wine and Food Festival. >

VIEW ALL

+ Dance the night away in premium seats at Zac
Brown Band's Los Angeles concert, plus get
Sccess totha Wine Iounge >

+ See the biggest concerts in style from the SPG
Luxury Suite at Mercedes-Benz Arena in
Shanghal. >

LEAGUE
CHAMPIONSHIP
SERIES™

EW ALL

@
B

explore the coral reefs of
Thal

Incent Redemption

take the adventure trip of a
lifetime to Zanzibar

Hilto

did you know you have
Hilton Honors Points saved up¢
Let us show you all the ways you can use
em!

view auction

jam with Blues Traveler
frontman John Popper

learn more

McLaren-Honda VIP
Experience in Abu Dhabi

view auction

X see Lady Antebellum live in
useyour points formect & greots; =4 concert in Nashville
concert tickets& more. - =
view auction

indulge your taste buds
at Conrad Algarve

experience

learn more

Electric Daisy Carnival VIP
experience in Orlando

discover see Lady Antebellum live in

concert in Europe

VIEW MORE AUCTIONS

learn more

VIEW MORE AUCTIONS




27 5 INDUSTRY INSIGHTS

HILTON PROMOTIONS & POINT OFFERS

Hilt [Filton] ==

stay twice as with

stay twice as with d °
A ouble points
-double points:: . QRS PO

Be in the heart of it all and fegl twice as inspired on every stay through December 31.
inspired on every stay through December:31." |

Hil _account login
HONORS

* Leverages icons
* Presence in promo solos romances
point accumulation

. . . are yours when you stay 2+ nights
* Thematic use in point offer solos

Hilton

HONORS

Here are 2 great ways to use your 5,000 Points

stay twice as with

double points

—a= SEL

Introducing even more ways to use your Points. —
= 2 &
—_—

on every stay through December 31. s
e —
BUS il B = e [~ e | e Comblia your Palits with
Book with any amount  Pool Points with Bid on exclusive of Roints & Money. S famdly and frienci’ head i - combination of Points and up to 10 family or friends Book a stay with any. Combine your Points with
of Points & Money.  family and friends, experiences. money starting at 5,000. with Points Pooling. combination of Points and up o 10 family or friends
‘monay starting at 5,000. with Points Pooling

gt I
I

stay twice as with

. double points { stay twice as with
Be in the heart of it all and fegl twice as double p°I nts

inspired on every stay through December

Introducing even more ways to use your Points.

_——
Introducing even more ways to use your Points. —Z—
QE
L s
— Book with any amount Pool Points with Bid on exclusive

‘Book with any amount. Pool Points with Bid on exclusive = 2 3
ofPoints & Money.  family and friends. B e of Points & Money. family and friends. experiences.

You're signed ip to earn Double Points on everf
stay through December 31. Start earning today)

are yours'when you jol
Honors & complete
~ <

e

Here are 3 great ways to use your Triple Points

S L

Redeem Points for  Use your Points to Pool Points with
reward stays with shop at up to 10 family
Points & Money Amazon.com or friends

Introducing even more ways to use your Points.

g 2 ﬂj:li Introducing even more ways to use your Points.
Bookwithany amount ool Points with Bid on exclusive é) m
experiences. s

of Points & Money. family and friends.
Book with any amount Pool Points with Bid on exclusive
of Points & Money.  family and friends. experiences.

Redeem Pointsfor  Use your Pointsto  Pool Points with
reward stays with shop at up to 10 family
Points & Money Amazon.com or friends.

reative, headline copy, & CTA copy/color
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A new season of
inspiration

rite, you car

: MM“ WZ‘ oW
y - — adventures

CARLSOD

i chen

reekends
s

museurvs, Chican
iy LetsGo>

HYATT REGENCY SAIPAN

VIEW OFFERS

Hilton Milwaukee City

Fall Special

Superior rooms starting at $119.+
‘with parking & two drinks

BOOK NOW

§ Discover the District
- % 2 Washington DC. & more than

EXPERIENCE THE M e raoni e

CHANGING LEAVES

Visit some of the best places across the country.
o enjoy the vibrant colofs/of the season. Rent a
car, pack a camera and#our favorite road-trip
partner and getready for the fall foliage.

SAVANNAH

AND ALL AT ONCE, SUMMER TURNS INTO FALL

CElbrat the Sescon o iy EXPLORE OUR LIST BELOW:

SPECIAL OFFERS

fRisaIERE wooxron B SAVE romoicarsweesns o nareeccuusve RADISSON HOTEL PARK INN BY- n(mssoN
T — E ™ . DENVER CENTRAL wl&lmseuas HISTORIC

Besr i ceebrabon of Olberest
Sakrday. 16 Seprember 2017

" Take sy o the e your vy i i i gy
CARLSON G gt o e e Paoay 3 e P kel

s o s spacitors, Shenandosh aions Park

wancnen Aectonang-aant

COOL WEATHER, HOT SAVINGS

begins to change, Country Inns & Suftes By
Carlson™ nvites you to save 15% this fall on your stay of two. COUNTRY.INNS
or more nights through October 31, 2017 &ISUITES MARQUETTE

BOOK NOW >>

Corcamporay pasta e made wi fesh
559 pata dovgh i cota cheese and
Shnach ling for 3 asy .
Fice-Uss22

JUST STAY. STAY INSPIRED. == TeppaNvAKI
fcus. Explore>

Devaur a man cowse of Cetied Angus
B2al® b cye steak. porct musrooms
Grsied v ed v reduiion

era et Us§30

Conrad New York

et 2 carand v along H3 for
witafals, Sancstons Lske Su
:

ors conner

i ot pasty specls e
ocoits aupia e 35

Vanila swawbery proftarces  $4

Brdsard Geman potao bresc $7

RELAX AT THE SPA

@

Fdus 24 Hour 3 day. 7 days ek

INNS

SOl COUNTRY I
MINNEAPOLIS DOWNTOWN | & SUITES GATLINBURG

Delight i th delciousand fresh cranberry
Aavors tht il ave you by
rizec

=

w. day tip to eat Smoky Mountains. home to (ﬂﬂa"‘a tums Wr\[)
NP o v e
o aton o h ocal "
ensnesor o

LooKFoR @m ToINDICATE MEMBERS Nty RaTE ExcLusive IS

bration sty tor e unexpectes
th bithdzy wit a fol
Get Away >

St healhy sty ol o he whole
Famiy o youel by purchssng
mambership st Ayatts Gl s
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PARTNER SUPPORT

[Hitton]

Svpg:;mnmrd

Preferred
Guest

Your sta

SELECT THE WAY YOU SAVE
WITH AAA/CAA

From Hawaii to New York City and more,
the options are endless across
our more than 1,300 hotels worldwide.
Save up to 15% off
our best available rates, daily breakfast for two,
resort credits and more.

SAVE NOW

check out our partner offers

share your opinion and earn
1,250 Bonus Points
€ c-Rewards

reward yourself with 500
Bonus Points

earn points with one of our
many partners

learn more learn more

FROM USD

104

PERROOM PERNIGHT t

join the weekenders,
book direct at Hilton.com

[Hitton]

drive away with

when you rent acar with
Alamo, Enterprise, or Natic

on points

earn 500 per rental plus
500 points a day on a car rental

.'“ : -

Alamo| REnterprise| NNational

account login

account login

Get a $20 statement credit for
spending $50 or more in a
single purchase at Whole
Foods Market® with your Hyatt
Credit Card.

Register your Hyatt Credit Card and make a $50+
purchase by September 25, 2017. One per person. See
Terms below.

REGISTER NOW

|
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WEEKLY/ WEEKEND DEALS

You're one click
away from a
Weekend
Getaway

Get away this weekend. Check in on September 21,
22 or 23 to enjoy this week's deals.

join the family weekenders
with breakfast,
premium wifi and late checkout’

book the lowest price at Hilton.com

VIEW OFFERS

A
2]

\

Folloirs.
YOUR TEAM

MAKE IT A 3-DAY WEEKE|
AND SAVE 507% ON SUNI]HE

IMRERDY B

REACH GREAT HEIGHTS WITH EMPIRE START EARNING 2X HILTON HONORS
STATE BUILDING TICKETS POINTS DURING YOUR NEXT STAY

et B
NEXT STEP

EXTEND YOUR WEEKEND FOR LESS: SAVOR SACRAMENTO WITH $25
SAVE 50% ON SUNDAY NIGHT T0 RIO CITY CAFE

e 4

NEXT STEP

award N’AM' [Hilton]

Torms Apply. Offor ends 10/4/20T7.

Spg-hot escapes
(RS

SPG" MEMBERS | NON-MEMBERS
UPTO 20% UPTO 15%

Save on stays over the next 6 wesks in Nevs York,
Georg, California and mere exciting deslinations

W New York - Times Square

WEBSITE GOES LIVE EVERY WEDNESDAY AT 6:00 PM
HONG KONG /10:00 AM GREENWICH MEAN TIME / 6:00
AM EASTERN TIME

spg.hot escapes

Escape with weekly savings.
BOOK BY SATURDAY

® rnerr

£ LIKE US ON FACEBOOK FOR THE FIRST LOOK AT OUR LATEST DEALS
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MEMBER RATES

Spg. oiticvicning iR e e s ol braseet
‘Starwood To ensure you receive future e-mails, please add gccustservice@starwoodhotels com to
Guest your address book.

COMPLETE BOOKING

It looks like you left without completing your booking. Here’s a great
reason to come back and book: Lock in our lowest rates with SPG
Member Exclusive Rates — the best available rate at SPG hotels and
resorts. Book right here on our site, and, as an SPG member, you’ll
also get free Wi-Fi and earn Starpoints® for your stay.

COMPLETE BOOKING ».

Learn about our
SPG MEMBER EXCLUSIVE RATES »

[ OLE?Sn

always get the

with Hilton"Hon
Join today - it’s fas

easy & free.

.

Dilomat Resort & Spa Holyweod, Curio Collection by Hilten, Flon:

Plus, enjoy other instant benefits on every stay

Free Digital Choose
Wi-Fi* Check-in**

Your Room’

=

Points towards
Free Nights

Hi
HONORS

pay less as a Hilton Honors
member when you book through
the app or at Hilton.com.

ol
ARayyen Hotel Deha, Curie Callection by Hilton

get in the know.

next up we'll show you all the ways the
Hilton H " <3

your

Hilton Honors members get instant
benefits when booking at Hilton.com

sl g
guaranteed freewi-fi™ digital check-in™* points towards
discount* free nights

All Carlson mailings have featured member
rates in footer since Apr ‘17

Marrioft
REWARDS
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SPg.t

Guest

A true SPG

NEW LOCATIONS & RENOVATIONS B s

more hotels to give you a better SPG® stay.

LEARN MORE »
CARLSON™

New properties, s chsos EsorTVIELAS &, sp
renovations, &
upcoming openings

@
@
Hilton

Hilton Stamford Hotel & Executive Meeting Center

CHECK OUT THE
NEW FLAVOR OF

Cuenca; The Westn
Los Cabos Resort Villas & Soa
and The Aloft Montevideo

25% Off .

Come back, enjoy our ™
renovations & save

BOOK RED CAMPINAS >>

New property &
ghioi
locale draws

EAT & DRINK

BOOK & SAVE

Big Renovations »
We've renovated the Sheraton Santo
Domingo Hotel and The Westin Grand

Cayman Seven Mile Beach Resort & Spa

to make your stay even more enjoyable.

LIVELY NIGHTLIFE

Previously booked location

renovations and % discount

HOTEL AMENITIES

Opening Soon
ART & GALLERI ES ‘Coming soon: Solaz, a Luxury Collection Resort, Los.

Cabos, Aloft Celaya and Four Points by Sheraton
Puebla; more options for your stay in Mexico.

LEARN MORE b

LoOKFOR @a@g 7o INDICATE MEMBERS oNLY RaTE ExcLusive [IESIZTI
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35 & SEPTEMBER 2017 EMAIL PROGRAM REVIEW: KPI TRENDS

CONVY% UP 19% MOM AND 2% YOY

24%

23% '\'\

/’/'w

-

e NS NS T

LY Open%

21%

20% T T T T T T
Oct-16 Nov-16 Dec-16 Jan-17 Feb-17 Mar-17 Apr-17 May-17 Jun-17 Jul-17 Aug-1

—Open% - - LY Open%
13%

7 Sep-17

12%

11%

10% LY-CTO% LTS -
9% -

8% b

7%
6%
5%

4%

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

—CTO% -- LYCTO%
12%

Sep-17

11% '\ (. yA
: BRI - LY Conva

10% L S~ e -

9%

8% —— /

7% Conv%
6%

——Conv% -~ LY Conv%

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

Sep-17

Open% was the lowest since
Apr'13

CTO% was the highest since
Sep 16

Conv% was up 19% MoM,
2% YoY, and 2% above the
12-month avg

Narriott
REWARDS u&s
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SEPTEMBER 2017 EMAIL PROGRAM REVIEW: TEMPLATE 2.0 EXECUTIVE DASHBOARD

Engagement

Open Rate

Click to Open
Rate

Financial

Conversion Rate

Bookings per
Delivered(K)

Program

22.8%
0.1 pts

9.9%
1.2 pts

7.9%
-1.4 pts
1.8
-3.3%

Hotel

eNews

25.0%

20p

15.9%
1.5 pts

8.7%
-1.2 pts

34
2.79

Specials
18.0%
ts -0.9 pts

8.0%
-0.1 pts
8.0%
-0.7 pts

1.1
A -13.7%

Dest.

21.6%
-0.8 pts
6.0%
0.4 pts
5.4%
-1.9 pts
0.7
-23.2%

Reg.
Con. Solos
55.1%
-1.6 pts
1.7%
-1.0 pts
24.9%
-0.4 pts
10.6
-15.2%

Lifecycle MRCC

21.5%
-0.4 pts
2.3%
-0.5 pts

32.5%

-4.4 pts
26.4%

8.9 pts
4.8% 71.6%

- -2.1 pts

4.1 0.4
-11.6% -35.9%
Note: Using EIR Financial Data

Campaign Template 2.0 Template 2.0 Data
Switch Date

MB Registration Confirmation 06/28/17 7117 - 9/30/17
Abandoned Search 06/28/17 6/28/17 - 9/30/17
Achiever 06/28/17 6/28/17 - 9/30/17
Renwer 06/28/17 6/28/17 - 9/30/17
Lifetime Achiever 06/28/17 6/28/17 - 9/30/17
Welcome Points Series 06/28/17 7117 -9/30/17
Welcome Miles Series 06/28/17 7N/17 - 9/30/17
Welcome Existing 06/28/17 71117 - 9/30/17
Welcome Double Opt-in 06/28/17 71117 - 9/30/17
Welcome Flipper 06/28/17 71117 - 9/30/17
Welcome Non-Member 06/28/17 7117 - 9/30/17
eNews 07/06/17 Jul'l7 - Sep'17
Destinations 07/14/17 Jul'l7 - Sep'17
MRCC Dom/Can 07/18/17 Jul'17 - Sep '17
Hotel Specials 07/25/17 Jul'17 - Sep '17
Post Redemption 08/16/17 8/16/17-9/30/17
Near Level 08/16/17 8/16/17-9/30/17
MRCC Qtr Newsletter 08/17/17 Aug'l7

MRCC Anniversary 09/29/17 Sep'l7

MRCC Free Night Certificate 09/29/17 Sep'l7

*KPI's based off A between 12-month avg
(Jun16-May "17) vs various template 2.0

time tables

REWARDS

Narriott

| yes
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35%
30%
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20%
15%
10%

5%

0%

SEPTEMBER 2017 MR CAMPAIGN REVIEWS: ENEWS

SEP 17 ENEWS EMAIL KPI' TRENDS

L;(KConv%

Oct-16 Nov-16 Dec-16
—Open%

Jan-17

CTO%

Feb-17 Mar-17 Apr-17 May-17

Conv% -- LY Open% --LYCTO%

Jun-17
- = LY Conv%

BPK was the highest since Sep
16

Open% was slightly above 12-

month avg; a subject line test

was conducted with a statistically

significant winner:

* Your Account: New MegaBonus
Has Arrived (37.2%)

 Your Account: Earn a Free Night
(34.6%)

* Your Account: New MegaBonus!
Earn a Free Night (34.5%)

CTO% was the highest since Sep '16

Conv% was 13% above the 12-
month avg and up 23% MoM

Narriott
REWARDS
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SEPTEMBER "1 7 ENEWS SECTIONS

September eNews announced Fall MegaBonus and generated 211K more clicks than the 12-month avg &
the 4t highest click volume since May 13
« Top Offer section generated the 2n highest click volume since Jun 13

o 'MB Register offer accounted for 99% of Top Offer clicks and was sent to 84% of the total

audience (Click% = 4.0%)
= MegaBonus generated more clicks and a higher % of clicks than any MegaBonus offer
before Sep 13

« All other section click volumes were below their respective 12-month avgs

o Rewards section generated the fewest clicks since Nov ‘14

= ‘SPG Link offer was served to 13% of the audience and generated a 0.1% Click%
‘Messenger Feature’ was served to 86% of the audience and generated a 0.01% Click%
eBreaks click volume and % of clicks was the lowest since it was first being featured (Apr ‘16)
o Both ‘Search’ and ‘Header’ sections accounted for the lowest % of clicks since before Jan 16
o Member Module generated the lowest click volume & % of clicks since first being featured
o Destinations Navigation Bar and Destinations Propensity module generated the lowest click
volumes and % of clicks since first being featured

(@]

Conv% was 25% above the 12-month avg
« Top Offer section Conv% was 42% above the 12-month avg
o Conv% was 24% above MB Top Offer avg and generated the most revenue since Jan '15

-+ Conv% was below avg for all other sections

HEADER
5% clks, 5% bks

SIAT IvwiILE.
GET A FREE NIGHT.
UNLOCK MORE.

E—

ea

TOP OFFER
76% clks, 83% bks

B

TOP OFFER 2
3% clks, 1% bks

& wicne siss,

MEMBER MODULE
9% clks, 6% bks

picn sy cven

SEARCH
2% clks, 2% bks

TRAVEL, TRANSFORMED

Exclusive travel deals.
Wesk at the beach? Weskend In
the city?

See Al Deals

t0 1,000 points.
8 Checkout and sam

REWARDS
3% clks, 1% bks

Save up to 20% across the
USA.

| Pienyourtrpin
10 20% from.

Book Now.

Eam 80,000 bonus points.
am ra your next

Leam More

. I More brands. More.
. countries.
Lnk " ar
= spo! s mekch,
g wranster poi or
I ——
i A= UinkAccounts

®

CLICK TO PLAY VIDEO

FIND A HOTEL

Search avalability.
4,700+ hotels

worldwide

WE'RE ON MESSENGER,
MITCHELL.

MESSENGER FEAT.
0% clks, 0% bks

PLAN YOUR NEXT TRIP TO THE
MILE HIGH CITY

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

a, Downtown City
h Book Now Center Hotel

DEST. CONTENT
1% clks, 0% bks

Q
NOW OPEN

MOXY NYC Residence Inn+
Times Square London Bridge
‘Soak In epi skylne views and a___Enjoy your exter 2 sho

HOTEL OPENINGS
1% clks, 0% bks

SAVE 20% WITH eBREAKS®.

FIND YOUR NEXT
WEEKEND ADVENTURE.

Disc

EBREAKS

0% clks, 0% bks
e VW
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SEP 17 ENEWS DESTINATIONS PROPENSITY SECTION ANALYSIS

HERO/CTA

Dest. Prop. Dest. Prop. |Dest. Prop. S CISERNRS

Delivered % of Audience Click%

Destinations Propensity exposure and
Click% were the lowest since first being
featured in May; click engagement may
have been cannibalized by MegaBonus
top offer

Sep 'l 7 eNews
Delivered | Click%
Dest. Propensity

D.C

NYC

Atlanta

San Francisco
Phoenix
Boston
Chicago

New Orleans
Denver
Miami

Dallas
Savannah
Orlando
London
Caribbean
Hawaii

Italy

1.3M
1.3 M
5224 K
340.8 K
316.4K
288.0 K
276.1 K
2453 K
219.2K
186.7 K
140.3 K
118.5 K
103.6 K
449 K
104 K
74K
1.8 K

0.03%
0.09%
0.03%
0.06%
0.05%
0.06%
0.04%
0.03%
0.03%
0.00%
0.03%
0.09%
0.06%
0.18%
0.17%
0.22%
0.71%

PLAN YOUR NEXT TRIP TO THE
MILE HIGH CITY

See Denver

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

and Spa, Denver Downtown City
Autograph Center Hotel
Collection® Book Now

Book Now
Book Now
PROPERTIES

65% clks, 65% bks

arriott
REWARDS u&s
0000000000000
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SEP 17 HOTEL SPECIALS EMAIL KP|
TRENDS

25%

Open% was slightly above the 12-
month avg and up MoM/YoY 8% &
2% respectively

CTO% was up 4% MoM and 1%
above the 12-month avg

Conv% was the 2d lowest in 2017 to-
date

20%

15%

10%

Conv%
5o, CTO%
0%
Oct-16 Nov-16 Dec-16 Jan-17 Feb-17 Mar-17 Apr-17 May-17 Jun-17 Jul-17 Aug-17 Sep-17
—Open% CTO% Conv% --LYOpen% --LYCTO% -- LY Conv%

Narriott
REWARDS

©e000000000000.

| yes
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SEP 17 HOTEL SPECIALS LINK ANALYSIS

Hotel Specials generated 4.8K (3%) more clicks than the 12-month avg
- Field offers generated 27.8 K (34%) more clicks than the 12-month section avg
o ‘See All Deals CTA' continued to drive more clicks (37% of section) than any other link
« Member Module generated 3% more clicks MoM and slightly more clicks than the Jul+Aug 2017 avg
+ Curated Offers generated 809 more clicks MoM
o 20% off NYC offer had the highest click engagement (24% of section) and Conv% (5.6%) in the
Curated Offers section

All other sections experienced click volume decreases from their respective section avgs
+ Moments section click volume was the lowest since first being introduced (Jun ‘16)
o ‘Little Goat’ generated the lowest % of section clicks (15%)
= % of clicks to the MegaBonus offer was the lowest out of any MB offer featured in Middle Offer
position
- eBreaks click volume was the lowest since first being introduced (Mar "16) and has been decreasing
25% on avg MoM since May 17

Conv% was the 3 owest since Jan ‘16
+ Both 'Header and ‘Member Module’ Conv%'s were the lowest since template 2.0 retrofit
o Conv% was 19.7% below the 12-month ‘template elements’ avg
+ 'Filed offers Conv% is typically ~2% lower than overall mailing; increased click engagement to this
section may have impacted total Conv%
+ 'Curated Offers’ Conv% was the lowest since first being featured (Jul "17)
o Alllinks generated lower Convo%'s than the section avg
o ‘Gaylord’ offer generated the lowest Conv%, along with the least amount of clicks

HEADER
18% clks, 22% bks

e Al

GET OUT THERE,
MITCHELL.

FIELD OFFERS
59% clks, 52% bks

beer tasting a
@w m§ig s .ZDQCO try Chiistmas »
o

See All Deals

(®) Mitchell Biiss,

MEMBER MODULE

12% clks, 16% bks

MRCC
1% clks, 0% bks

Q
COLLECT EPIC MOMENTS.

Get Prime
Parade Seats.

Take a Country  Dine and learn
Cruise. with Chef Izard.

C views of the

MIDDLE OFFER

2% clks, 5% bks

) ' "~ Book Now. Keep Earnlng.

l thro gh.l ry152ms

Book Today ~ MegaBonus*

DEST. NAV BAR
1% clks,1% bks

x
WE PICKED THESE JUST FOR YOU.

SUNSEEKERS SAVE 20%.

Head to Florida this fal you book your hotel

CURATED OFFERS
3% clks, 21% bks

Up to 20% off in NYC 2,500 Points in NOLA

Book NYC

EBREAKS
1% clks, 1% bks

FIND YOUR NEXT
WEEKEND ADVENTURE.

Book New Orleans

MOMENTS
3% clks, 1% bks
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SEPTEMBER 2017 MR CAMPAIGN REVIEWS: HOTEL SPECIALS

SEP 17 HOTEL SPECIALS LINK ANALYSIS

Observations
Most clicked content:

MegaBonus (Middle Offer)
eBreaks

Country Cruise (Moments)
MRCC

Thanksgiving Parade

20% Off NYC

4.2 K
20K
1.9K
1.4 K
1.4K
1.3K

X
WE PICKED THESE JUST FOR YOU.

SUNSEEKERS SAVE 20%.

Learn More > Head to Florida this fall and save when you book your hotel
in advance.

Save 20%

11K
49 BKS

707 i
? 19 BKS

Use Points

Use Points Use Points

See all experiences > Up to 20% off in NYC 2,500 Points in NOLA

Book NYC Book New Orleans

Q

IT'S MEGABONUS TIME.

Q 20K

-
; Book Now. Keep Earning. SAVE 20% WITH eBREAKS ‘] O’] BKS

gl

Earn even more for your stays
through January 15, 2018.

Book Today ~ MegaBonus* FIND YOUR NEXT
WEEKEND ADVENTURE.

Discover last-minute deals across North America.

DISCOVER MORE PLACES 24K

96 BKS

New York > Caribbean>  Los Angeles >
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In August & September, Hotel

HOTEL SPECIALS DAY OF WEEK TEST #2 SHOWS | e e enical rocsday

DECLINES IN CTOR deployment
YoY, Aug + Sep Open% decreased
3.8%
. * Aug'17 +Sep 17 Open%
Hotel Specials decrease was 6.4% lower from
respective 12-month avg than
Day of Week Aug 16 + Sep '16
Aug "6 - JU| "7 18.6% 7.9% YoY, Aug + Sep CTO% decreased
18.8%
Aug'l7 +Sep'l7 17.8% 7.5% - Aug“17 +Sep 17 CTO%

decrease was 312.7% lower
2017 A from respective 12-month avg
than Aug 16 + Sep 16

Narriott
REWARDS

yes
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SEP 17 DESTINATIONS EMAIL KPI'TRENDS

30%

25%

Open%

20%

15%

10% Conv% LY Conv%

—_— T =
5% B@(\

=<

To% LY CTO%
0% T

Oct-16 Nov-16 Dec-16 Jan-17 Feb-17 Mar-17 Apr-17 May-17 Jun-17 Jul-17 Aug-17
—Open% —CTO% —Conv% -- LY Open% --LYCTO% LY Conv%

Sep-17

Open% was 1% below the
12-month avg but up YoY
and MoM by 5% & 1%
respectively

CTO% was the 379 highest
since launch (Mar “16)

Conv% was the lowest since
launch (Mar "16)

Narriott
REWARDS

yes
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SEPTEMBER 17 DESTINATIONS LINK ANALYSIS

September Destinations generated 39.5 K (21%) more clicks than the 12-month
avg

- Top Offer featured Top 6 Hotel Rooftop Pools" and accounted for 75% of clicks; the
highest since Destinations launch (Mar'16)
o The following rooftops attracted the most clicks:
= NYC - 27% of section clicks

= Las Vegas - 22% of section clicks
= Savannah - 17% of section clicks

HEADER
o 10% clks, 22% bks N

Pt

o

TOP 6 HOTEL ROOFTOPS

Check-in...then check out these jaw-dropping views.

Q
GET READY FOR YOUR TRIP, MITCHELL:

WHAT TO DO, SEE & EAT

Explore Chicago

M  UPCOMING TRIP
1% clks, 2% bks

o Sep 16 Top Offer featured ‘6 of Our Favorite Pools’ and generated 72% of overall clicks
= Orlando was the most clicked pool last year

= Las Vegas generated a similar click volume YoY and was the 2™ most clicked pool

« Trip Planner featured 'Fall Trips' and categorized by distance; section generated the 2nd
highest click volume & % of clicks since Destinations launch

Experience New York's largest

e pr—— MIDDLE OFFER
—— 1% clks, 0% bks

o 'Small Towns' offer accounted for 59% of section clicks, ‘Staycation’ accounted for 30%,
and Long-Distance 11%

o In 2017, Trip Planner offers with thematic headline text generate a greater % of clicks
than location text

Stay close to Easy weekend Long-distance
‘Take in a baseball game from 22 Warm up at the firepit and enjoy home and save.
storles high.

escapes. romance.
views of the river.

Staycation Tig

9 Best Small Tow,
See San Diego See

Love in Paris

TRIP PLANNER

= Recommendation: Test trip planner section thematic vs location headline text
Conv% was the lowest since launch

11% clks, 7% bks

Narriott
REWARDS u&s

* All sections generated Conv%'s below their respective 12-month avg
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NFL KICK-OFF AND DRIVE BOOKING SOLO’S
CONTRIBUTED TO MONTHLY SOLO DECLINES

Program Solos

Total 95.0M | 29.0 M
o Delivered 5.7% 13.6%
< 0.16% | 0.16%
2| Unsub Rate
E -0.0 pts | 0.0 pts
% 99%
Delivery Rate 99%
-0.0 pts | 0.2 pts
21.6% 20.5%
Open Rate
-1.6 pts |-3.2 pts
205M | 6.0M
Opens
2 -1.4% -1.7%
@
2.2% 1.5%
§| Click Rate
& 0.1 pts |-0.9 pts
=
""' 437.4K
Unique Clicks
-27.8%
Click to Open 10.1% 71.3%
Rate 1.2 pts |-2.6 pts

Financial

Bookings

RoomNights

Revenue

Conversion Rate

Bookings per

Delivered(K)

186.4 K | 50.6 K
13.0% | -15.2%
426.6 K (114.0K
10.7% | -18.1%
$66.7M |$17.8 M
13.8% | -16.0%
9.0% 11.6%
0.1 pts | 1.7 pts
1.7
-25.3%

Solo Open% was the lowest since before

Jan"12

+ NFL Kick-off & Drive Bookings Open%'s
were lower than similar mailings and
lower than all other September solos

CTO% was the 2nd lowest since Apr ‘16

» MoM, NFL Kick-off Solo CTO%
decreased 25% and was lower than all
other September Solos

Conv% was the highest since Jan 17

+ Drive Bookings Solo Conv% was 2%
above the solo 12-month avg

September 17 L aunches of Note:

+ NFL Kick-off (46% of Solos Sep Del.)

« Drive Bookings (36% of Solos Sep Del.)
+ MB Reg Con (2% of Solos Sep Del.)

« MB Unlock (0.2% of Solos Sep Del.)

Narriott

©000000000000..
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NFL KICK-OFF

| )

Find s A

START OFF FOOTBALL
SEASON LIKE A CHAMP

[

All Mid & Low Point

All Mid & High Point

GAME CHANGERS

FOOTBALL FLASH SALE
SAVE UP TO 50% OFF

save up 10 50% offthe best taigating
15, portable

Q
GAME CHANGERS

YOU COULD WAKE UP AT
SUPER BOWL LIl

Sieep n & custom Courtyard” Sufe nside the staclum the.
gt before Super Sow LIl

Moments Solos Delivered EIR EIR Open% |CTO% | Conv% Bld
Bookings Revenue Del (K)
NFL Moments Solos (sep'17) 13.4M 79K $2.7M 18.0% 4.1% 8.0% 0.6
Basic - Low Point 94 M 91 $3058K 157% 2.5% 2.4% 0.1
Basic - Mid Point ~ |.9M 944 $2943K 202% 4.9%  5.1% 0.5
Basic - High Point ~ 641.3 K 553 $159.6 K 249% 6.0%  57% 0.9
Elite - Low Point  248.4 K 161 $40.6 K 232% 40% 7.0% 0.6
Elite - Mid Point  374.0 K 10K  $2974K 24.1% 77% 13.8% 26
Elite - High Point  821.5 K 44K $16M  287% 100% 185% 53
All High Point

EIR EIR :1%4
NFL Solos Delivered Open% CTO% Conv%
Bookings | Revenue Del (K)
0.6

NFL Moments Solos (sep'l7)  13.4 M 79K $2.7M 180% 4.1%  8.0%
NFL Moments Solos (Aug'17)  13.1 M 13.7K $5.0M  233% 54% 83% 1.1
NFL Shop (Oct'le) 9.9 M 29K $I.0M 19.0% 2.6% 6.0% 03
NFL 50-to-50 Winner (an'l¢) 132 M 10.7 K $3.6 M 22.1% 46% 8.1% 0.8
NFL 50-t0-50 (Oct'15)  13.0M 18.1 K $6.2M  214% 114% 57% 1.4
Mid & High Point Elite

$30 OFF AT
NFLSHOP.COM

Kick offthe season vith merchandise from your favorte NFL
toarms. Save $30 on orders of $100 or

Use code [0 forthis onetime,

g5t

All Mid & High Point

Mid & High Point Basics

September NFL Solo was segmented into 6
segments based on points (low/mid/high) and

status (basic/elite)

NFL Solo Open% decreased 21% MoM

+ Sep Basic SL: Football Fans: Get in the Game
with These Members-Only Experiences

- Sep Elite SL: Today Only! Save Up to 50%
During Our Football Flash Sale

« Aug SL: [FNAME], Take a Look at These
Members-Only Moments

NFL Solo CTO% and Conv% decreased 25% &

2% MoM respectively

REWARDS

Narriott
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IT'S MEGABONUS® TIME.

™ Book Now. Keep Earning.

Earn even more for your stays
through January 15, 2018,

Marriof i s . .
‘ ' ] September Drive Bookings Solo
% Book Today ~ MegaBonus

D Rl\/E B O O Kl N ( SS it Do featured Travel Deals, MegaBonus,

CHOOSE YOUR Marriott Vacation Club, and eBreaks

NEXT ADVENTURE.
With 0\1,9,;4‘7110’ ‘:)rupemes wv((;r\d'.-.\de, o

e s SAVE 20% WITH eBREAKS®.

Open% decreased 28% MoM and was
R — 27% below the 12-month solo avg;
WEEKEND ADVENTURE. August subject line included 'your' and

Discover last-minute deals across North America. Wa S p e rSO n a | ized
« Sep SL: Save up to 35% on resort
vacations.

« Aug SL: We've found your next
vacation, [FNAME].

See All Deals

Up to 35% on over 40 resorts.
( tys now thro ghD emb 07,
2017,

Book Now

CTO% decreased 26% MoM and was
31% below the 12-month solo avg

® Mitchell Bliss,
You're 10 Nights from Silver Elite

Status! 10

ot GO0GCRE St et
Ponts Nghts 0

Conv% increased 19% MoM and was
2% above the 12-month solo avg

Actvry > Use Points >

Drive Bookings EIR EIR Blk/
Delivered Open% | CTO% | Conv%
Solos Bookings | Revenue Del (K)
1.2

Sep'l7 105M 12.6 K $48 M 17.4%  6.9% 10.0%

Aug'l7  96M 18.3 K $64M  242%  9.3% 8.4% arrioft

i e an% 00 187 366% ewasos | (LS
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Find & Reserve Q

Early results show Fall 17 BPKis
above other 2017 reg

M B REG | ST RATl O N CO N Fl RMATl O N ;e'g‘aEBoEnu&d'g“T AHEAD. confirmations, however, is down

' 6% YoY
Engagement

57.1% 7.8%

Open Rate CTO Rate

Open% is below the last 3
MegaBonus periods; previous
registration confirmation subject
lines pertained to points
« Fall"17 SL: You're Registered to Earn
a Free Night
@ wesss « Summer 17 SL: You're On Your Way
S o St 10 to Infinite Points
= » Spring 17 SL: You're Registered to
Earn 2X Points

» Fall"16 SL: Great Choice: [5,000]
[50,000] Points

28.1% 12.5

Conversion Rate BPK

MB Reg Con Solos: EIR EIR Bk/
Delivered Open% | CTO% | Conv%
Ist Month Results Bookings | Revenue Del (K)

Fall'l7 5188K 6.5K $20M  57.1% 7.8% 28.1% 12.5
Summer 'l7 4315K 4.4 K $14M  594% 65% 265% 10.3
Spring'17  517.7K 6.1 K $22M  57.5% 83% 24.7% 1.8
Fall'l6 524.6 K 6.9 K $24M 683% 78% 24.7% 132

E2F

& @

CTO% was down slightly YoY

Conv% was above the previous 3
MegaBonus periods

Narriott
REWARDS

yes
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MEGABONUS UNLOCK

Engagement

Unlock

arme

@ Nomiim  rEwaRDs

FndaResere O

71.9% 69.6%

Open Rate CTO Rate

EARN 2,000 BONUS
POINTS.

Register by 11/30/2017 >

165.3

BPK

33.0%

Conversion Rate

MegaBonus Solos: . EIR EIR Bk/
Delivered ) Open% | CTO% | Conv%
Ist Month Results Bookings |[Revenue Del (K)

MegaBonus

YOUR MEGABONUS PROGRESS

Q
L

Stoy Onco Stay Again
Earn 2,000 Points  Unlock This Offer

Stoy Twico ' Agel
Earn a Fras Night

Fall 'I7 Unlock  59.9 K 9.9 K $33M  71.9% 69.6% 33.0% 1653

Fall '17 Registration Confirmation 518.8 K 6.5 K $20M  57.1% 7.8% 28.1% 12.5
Registration Confirmation Avg. 451.7 K 57K $2.1M 587% 88% 24.7% 12.7
Achievement Avg. 103.6 K 84K $29M  70.9% 44.1% 26.1% 814

Unlock Registration
Confirmation

Pt e O

MegaBonus
2,000 BONUS
POINTS AHEAD.

Above average engagement in
unlock emails; combined results

Missing campaign results for each
email due to set-up issues in Sep;
corrected for Oct.

In Unlock, we are using Wylei
dynamic content assembly in Top
Offer

In Unlock Reg Confirmation, we
are using Wylei SmartMatrix image
optimization in the bottom module

Narriott
REWARDS

yes
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A SPIKE IN WELCOME POINTS SERIES VOLUME

CAUSED OPEN%

& CONVY% LOWS

Program Lifecycle

Total 95.0 M 6.5M
Delivered 5.7% 14.8%

@
< 0.16% | 0.29%
2| Unsub Rate
2 -0.0 pts | 0.0 pts
99% 97%
Delivery Rate
-0.0 pts | -0.0 pts
21.6% 29.8%
Open Rate
6 pts 5 pts
H 1.9M
Opens 205 M
2 -1.4% 6.0%
L
2.2% 6.9%
E| Click Rate
& 0.1 pts 3 pts
&

1
Unique Clicks m

Click to Open 10.1% 23.1%
Rate 1.2pts | 5.7 pts

Financial

Bookings - 864K
13.0% 29.3%
426.6 K 749 K
10.7% 26.6%
$66.7M | $1 M
13.8% 3

9.0% 0%
0.1 pts pts

RoomNights

Revenue

Conversion Rate

Bookings per

2.0
6.9% 6%

Delivered(K)

Open% was the 39 lowest since Sep 14
« Welcome Miles series Open% was the 2n lowest since
Jan"15

o Welcome & EES1 Open%’s were the 2nd

lowest since Jan 15
- Welcome Points series Open% was the 3™ lowest since
Jan"15

o Welcome, EES2, & EES3 Open%'s were 39
lowest since Jan 15

o EES1T Open% was 2" [owest since Jan 15

« Onboarding series generated the 2" lowest Open%
since launch (Mar "16)

o Onboarding #1 Open% was the lowest since
launch and Onboarding #3 Open% was the
2nd lowest

« Hello Again accounted for 8% of Sep lifecycle delivered
volume and generated the lowest Open% since Jan 12

CTO% was the 2@ highest since May '15, but down 2%

MoM

« The following campaigns generated the highest CTO%
since Jan "16: Post-Redemption, Silver Focus Invitation,
SPG Security & Upgrade, New Member Activation

« The following campaigns generated the 29 highest
CTO% since Jan "16: Achiever, Anniversary, Lifetime
Achiever, Welcome Emails

Conv% was the 2" lowest since May '14

« The following campaigns generated the lowest Conv%
since Jan "16: Anniversary, Near Level, Non OTA
Enrollment, Onboarding series, Post-Redemption,
Silver Focus Invitation, SPG Security

= The following campaigns generated the 2" lowest
Conv% since Jan '16: Incent Redemption, Reactivation,

Welcome Emails

Marrioft
REWARDS
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FLITE OFF-TRACK Open rates below 2016

average
«  Consider subject line

REWARDS.

Narroft © oot "QH:"‘!S ""“:"d teSt |f C O n tl n U e d

Lifecycle: EIR EIR Bld/ - : i
OIS pelivered ) Open% | CTO% | Conv% Unsub% 3 declines
Elite Off-Track Bookings | Revenue Del (K) {

2017 187.2K 4.6 K $1.7M  484% 345% 14.8% 0.03% 24.8
2016 161.3K 14K  $5574K 50.8% 6.0% 287% 0.02% 8.8

| A 160%  2267% | 1984%  47% HOLD Ol 10 SOLD ELITE CTOR increased to 35%
— s which is 83% above 2016

~[ELITE BENEFITS.™

KEEP YOUR PLATINUM
ELITE STATUS.

L FNAVEEL

T

entary  25% Bonus
pgrade  Points on Stays

HOLD ON TO THESE PLATINUM ELITE
BENEFITS.™

‘T/ L\ ool
N/ ==

HOLD ON TO THESE PLATINUM ELITE BENEFITS

ZzZZ T' +50%

Guaranteed Late  Exclusive Lounge  50% Bonus Points
Checkout

Aarrioft
REWARDS u&s
©000000000000.

Guaranteed  Complimentary ~ 50% Bonus
Late Checkout  Room Upgrade  Points on Stays




