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Key Storylines

Starting to see open rate and CTOR engagement impacts after the Sept 20" Apple iOS 15 update

Noticeable engagement differences for several recurring campaigns, like MAU and Drive Market Solo

Focusing more on click rate, audience health, and bookings to measure engagement
October and November supported several key initiatives that contributed to increased deliveries & high monthly revenues
Engaging Drive Market Solo offer content drove strong revenue numbers
Both October and November bookings and revenue were higher YoY; October was the highest revenue month YTD
Throughout both months we leveraged member stay data and several targeted point activation modules that engaged readers

October mabile app content used new copy approach and generated highest downloads to-date

Continued PCIQ SL Optimization which now included Luxury vs Default testing
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Above average financial performance

October was first month impacted by the September Apple iOS update; shifting focus to tracking click counts and CTR
going forward; Open and CTOR impacted

Strong Conversion Rate from both October and November

Experienced data issues in both months — engagement reflects available campaign reporting; fix planned for end of

week
Engagement  Nov ‘21
Delivered 14.6M
Open Rate 22.93%
CTR 1.15%
CTOR 5.02%

Reporting Notes:

Oct 21 MoM vs. Avg
18.9M -22% +20.3%
27.46% -16.5% -5.2 pts.
1.17% -1.8% -0.1 pts.
4.27% +17.6% +0.4 pts.

Experienced data issues in both months — engagement reflects available campaign
reporting; fix planned for end of week

EMEA 12-Month Average = Nov '20 — Oct 21
Financial data source: Omniture 7-day cookie
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Financials Nov ‘21
Bookings 1.2K
e aax
Revenue $677.0K
Conversion 5.02%
BPK .08

Oct 21

16K

4.7 K

$964.6 K

4.27%

.09

MoM

-28%

-28%

-30%

+17.6%

-1.7%

vs. Avg

+36.6%
+29.8%
+31.7%
+0.1 pts.

+0.9 pts.
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November Shows Highest Revenue Month TD

Legend: Delivered, Open Rate, and CTOR
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Oct. with the

highest deliver
count and Open
Rate was steady

Oct and Nov
were top
booking and
revenue
generating
months
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October open rate extremely strong 3.1pts over our monthly goal

EUROPE

Both October and November revenues were well above our monthly goal:
October - Europe: 128.7% | MEA: 99.5%

November - Europe 50.6% | MEA 141.1%

MEA

October and November Revenue Above Goal

Nov '21 Oct 21 Monthly Goal Ng\c/);/ls.

Open Rate 24.5% 29.1% 26.0% -1.5 pts.
CTOR 5.9% 5.0% 6.5% -0.6 pts.
Revenue $473.5K | $796.6K $348.3 K +50.6%

+34% vs. YTD Goal

Europe 2021 Revenue Goal

YTD Actual e s5.1m

VTD Goal I 3.8 M

Goal I - sa.2 M

7

SoM

SLOM

$2.0M

$3.0M

$4.0M $5.0M

Financial data source: Omniture 7-day cookie

$6.0M

+51% vs. YTD Goal

Nov '21 Oct 21 | Monthly Goal Ng\;;/ls.

Open Rate 20.8% 25.1% 19.0% +1.8 pts.

CTOR 3.6% 3.1% 4.5% -0.9 pts.

Revenue $203.6 K $168.0 K $84.2 K +141.7%
MEA 2021 Revenue Goal

Goal N s1.0M

SoM $2Mm

SAM

S6M

$.8M

$1.0M

s$12M

YTD Actual . s1.4m

YTD Goal I $925.8K
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234 downloads in October, 266% above average with falling

2021 EMEA Enrollments
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numbers continue
Monthly Avg. 11 seasonal decline
starting in October
Oct Total 6
Nov Total 3
vs Avg. -12%
MoM -100%
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2021 Mobile App Downloads
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download creative
treatment Oct Total 234
Nov Total 88
vs Avg. +37.5%
MoM -62%
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Oct + Nov 2021 Drive Market Solo
CREATIVE EXAMPLES

New this month: October
October T e 5
*  New member status module
*  Week of Wonders offer in the hero
Featured Global Promotion
UAE: Dubai World Expo
New Brand Education Section
New Mobile App Messaging
November
* Flash Sale Hero Offer vs. Lux Offer
+ Targeting by member stay data
Use PCIQ for Cross-Border Content
» Targeted Careem Rides Content (UAE + KSA)
New brand Education Module

November

11



Drive Point Usage

October:
Provided a non-member join banner or member view activity/benefits link for members

New member status module
Week of Wonders offer in the hero
Upcoming trip/Recent Stay module

Wonders of Wonders of Wonders of
Escape Adventure Delight

ake r trip more

November:
Global promotion targeting members and nonmembers

Marriot Bonvoy Events off: 2x points across EMEA

Join Marriott Bonvoy

Redem ptlon Incentlve Oﬁ:er targ etl ng m em bers Only Not a Mamo‘tt Bonvoy member yet? Join now for access tg
Free n|g hts at 5’000 pOlntS tohnez\e/eescslias;fe Week of Wonders offers, plus more benefits

Member points wrapup
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Noticeable Seasonal Declines, but Still Generated Nearly $200K

13

Open rates trending down; declines might be an impact of Apple update
Revenue continues to recover from YoY totals against 2020

October CTR was higher MoM, but below EMEA monthly average; readers responded favorably to Week of Wonders content

All Regions

Delivered, Open Rate, and CTOR

¥ 21%
2
&
5%
304 4%
3%-——————\2%,/\4%
Engagement
2021
Sep ‘21 Oct'21 Nov ‘21
Delivered 2,996,380 2,836,348 2,960,196
Open Rate 29.1% 27.6% 23.4%
CTR 0.96% 1.08% 0.80%
CTOR 3.3% 3.9% 3.4%

4%

Financial

Bookings

Room Nights

Revenue

Conversion
Rate

Bookings/Dlvd.

(®)

4%

1,053

$218,894

1.20%

3%

4%

2021

Oct 21

312

910

$199,599

1.01%

0.11

23%

3%

796

$146,090

1.02%

0.08

Open and CTO Rate
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Engagement numbers continued to increase throughout October

Both October and November financials for Europe and MEA were significantly above their

YoY totals

Revenue and Bookings

MEA

Delivered, Open Rate, and CTOR

®
3
&
3% = 3%
2% 2% =i 2% 2%
= 3% 2%
Financial Engagement
2021 2021_
Bookings 48 63 47 Delivered 1,263,426 1.269.144 1,274,133
Room Nights 194 227 208 Open Rate 27.2% 25.5% 21.6%
Revenue $38,951 $48,387 $31,010 CTR 0.60% 0.78% 0.58%
LR 0.64% 0.64% 0.63% CTOR 2.2% 3.0% 2.7%
Rate
Bookings/Dlvd. a4 .05 0.04

(K)
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Open and CTO Rate

Europe

Delivered, Open Rate, and CTOR
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Financial Engagement
2021
Bookings 297 195 Delivered 1,732,954
Room Nights 859 683 588 Open Rate 30.4% 29.3%
Revenue $179,943 $151,212 $115,080 CTR 1.22% 1.33%
e 40% 19% 1.19% CTOR 4.0% 4.6%
Rate
i /I
Bookings/Dlvd. 0.17 0.16 0.12

(K)

Open and CTO Rate

3.9%



Top Performing Oct ‘21 Content: Offers, Personalization, Brand Educ.

Hero (Week of Wonders)
#1 most clicked
(all markets)

Ly A\': 1’
Secondary Hero Ei !- e

(Week of Wonders) "
Click-catcher in most markets

View in ENG link (ARB only)
Captured strong click activity in
Qatar (26%), Egypt+ (10%), and UAE (8%)

Account Box
Competed with Brand Educ. in several markets
#3 or #4 most clicked

TJanet Yungwirth
Titanium Elite | 137,000 Points | 74 Nights

» VIEW ACTIVITY  » SEE BENEFITS

Get to Know Westin*

Brand Education
#3 or 4 most clicked
in several markets (#2 in Egypt+)

View in English >

MARRIOTT (st
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Top Performing Nov ‘21 Content: Offers, Destinations, Brand Educ.

Hero: Secondary Content

Escapes Flash Sale vs. Luxury offer Competed with hero in several markets
#1 or 2 most clicked Brand Education

O i Gy Strong click-catcher
S s New creative!

o N
» Holiday Close 10
: \ Home ) ‘ - )
!4%& Dreaming of the Perfect Holiday?
- o We Know Just the Place.
Uncover Saudi b = mer .7

e s w
i % 3 ~ Arsbia
wl 2o . - =
F \ &
Celebrate the Season,
pnt 5 X: ¢ Things

! Flash Sale Ends 29 November!

With a Luxwuy Escape.

~ %o in Db
Celebrate the Season, ok .

With Holiday Savings.

w EDITISN  Loxuny L 4 R
. A e ' HoTELS Cocenene® w Sravois

View in English >

View in ENG link (ARB only) ARRIOTT -
Captured strong click activity in BONVOoY’ rally 2l
Qatar (25%), Egypt+ (17%), and UAE (6%)



High Engagement From Luxury Segments

October revenue significantly higher in October for L1, L2A, and L2B
Extremely strong November revenue for Everyone Else segment

L3 and L2B most engaged audience in November and October

Segment Name

Segment Description

L1

All stays are luxury

L2A

>= 50% of stays are luxury

L2B

< 50% of stays are luxury

L3

All luxury stays are paid by bonus points

L2B highest revenue for both months outside of everyone else with the largest individual share

. Everyone
Drive Market Solo L1 L2A L2B L3 y Total
Else

Month November October November | October |November October November | October November October November October
Delivered 146,737 144,421 48,127 47,363 85,148 80,519 14,484 13,175 2,665,700 2,550,870 2,960,196 2,836,348
Open Rate 23.2% 27.7% 25.0% 30.4% 30.1% 37.5% 33.0% 40.9% 23.1% 27.2% 23.4% 27.6%
CTOR 2.4% 3.7% 3.3% 6.2% 4.8% 9.8% 5.5% 10.9% 3.4% 3.6% 3.4% 3.9%
CTR 0.56% 1.03% 0.82% 1.88% 1.43% 3.67% 1.80% 4.45% 0.79% 0.97% 0.80% 1.08%
Bookings 3 10 2 7 16 83 5 7 216 205 242 312
Room Nits. 8 48 7 20 48 243 10 17 723 582 796 910
Revenue $1,321.51 | $19,560.84 | $339.00 | $6,604.51 | $9,480.17 | $56,534.37 | $1,282.83 |$1,327.87| $133,666.17 | $115,571.56 | $146,089.67 | $199,599.15
Rev/Del. $0.01 $0.14 $0.01 $0.14 $0.11 $0.70 $0.09 $0.10 $0.05 $0.05 $0.05 $0.07

17
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October ‘21 Heat Map:

Primary offer was the highest clicked module across all luxury segments
L2B and L3 were far more engaged with all content than the footer which typically has strong click volume

Highest Account/Join engagement out of L2B and L3

Module L1 L2A L2B L3 Everyone Else | Grand Total
Header 17.86% 19.29% 10.28% 9.14% 17.25% 16.65%
Hero 44.90% 47.11% 66.05% 65.29% 43.97% 46.17%
Secondary Offer 8.54% 9.07% 15.10% 15.43% 9.68% 10.13%
Upcoming/Recent Stay Module 0.10% 0.18% 0.20% 0.14% 0.07% 0.09%
Primary Offer 36.26% 37.87% 50.74% 49.71% 34.22% 35.96%
Account Box/Join Banner 8.10% 14.13% 10.14% 10.43% 4.70% 5.62%
Secondary Content 7.03% 6.22% 6.22% 6.86% 8.26% 7.97%
Domestic Destinations 1.76% 2.04% 2.12% 2.43% 3.33% 3.11%
Cross Border Destinations 1.12% 0.53% 0.46% 0.71% 1.21% 1.13%
EXPO Dubai 0.98% 0.71% 1.02% 0.57% 0.44% 0.52%
Traveler Articles 3.17% 2.93% 2.61% 3.14% 3.28% 3.21%
Brand Education 4.20% 4.00% 5.20% 6.14% 5.11% 5.07%
Mobile App 1.46% 1.51% 0.20% 0.14% 1.21% 1.13%
View in ENG 0.15% 0.18% 0.03% 0.00% 0.09% 0.09%
Footer 16.30% 7.56% 1.89% 2.00% 19.42% 17.31%
Grand Total 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%

18 ©2021 Marriott International, Inc. All Rights Reserved. Confidential and proprietary — may not be reproduced or distributed without the prior written consent of Marriott.
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November ‘21 Heat Map:

19

L2B was most engaged in cross border destination content

Brand Education module saw the highest engagement from L1, L2A, and L2B
L3 highest engagement with offer content, split between loyalty and redemption
L2B and L3 were most engaged with secondary content, with almost 20% of L3 clicks going to domestic destinations

Module L1 L2A L2B L3 Everyone Else| Grand Total
Header 16.76% 20.16% 14.89% 11.68% 16.12% 16.11%
Hero 27.22% 30.96% 28.37% 32.30% 41.72% 40.37%
Secondary Content 16.35% 23.22% 32.34% 33.33% 15.96% 16.94%
Domestic Destinations 6.39% 8.35% 11.28% 18.21% 6.99% 7.27%
Cross Border Destinations 4.73% 5.09% 11.77% 7.22% 4.71% 5.05%
Traveler Article 1.16% 3.26% 1.99% 1.03% 1.03% 1.11%
EXPO Dubai 3.90% 6.11% 7.02% 6.53% 3.08% 3.36%
Careem 0.17% 0.41% 0.28% 0.34% 0.15% 0.16%
Brand Education 11.62% 10.59% 9.43% 7.56% 3.67% 4.35%
Offers 3.24% 2.44% 8.09% 9.97% 3.28% 3.53%
Loyalty 0.75% 0.61% 3.83% 3.78% 0.83% 0.98%
Redemption 2.49% 1.83% 4.26% 6.19% 2.45% 2.55%
Secondary Offers 1.49% 1.22% 1.42% 2.06% 0.85% 0.92%
Holiday Package 0.25% 0.41% 0.35% 0.00% 0.12% 0.14%
More Cravings 1.24% 0.81% 1.06% 2.06% 0.73% 0.78%
Mobile App 1.74% 1.02% 0.92% 0.34% 1.15% 1.15%
View in ENG 0.17% 0.20% 0.00% 0.00% 0.11% 0.11%
Footer 21.41% 10.18% 4.54% 2.75% 17.13% 16.51%
Grand Total 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%
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October ‘21 Heat Map:

Hero drove strong engagement and revenue across all audiences

Primary offer performed strongest within offer content

20

AUSTRIA_ BELARUS BENELUX EGYPT+_AEGYPT+_E FRANCE_ FRANCE_ GERMANY ITALY_EN

ITALY_ITA

QATAR_A QATAR_E

Rleule GER _RUS _ENG RB NG ENG FRE _ENG G RB NG
Header 14.63%  800%  16.02%  7.00%  22.81%  17.80%  13.76%  16.58%  14.80%  11.19%  8.45%  15.33%
Hero 58.500  46.67%  46.28%  46.00%  44.77%  41.43%  53.38%  41.76%  4507% = 49.17%  42.25%  46.22%
Secondary Offer 16.27%  13.33%  12.41%  7.00%  7.88%  11.65%  1359%  11.75%  11.88%  11.58%  7.04%  7.12%
Upcoming/Recent Stay Module ~ 0.73%  0.00%  0.00%  1.00%  0.00%  000%  0.74%  0.00%  0.00%  039%%  0.00%  0.00%
Primary Offer 4150%  33.33%  33.87%  38.00%  36.89%  29.78%  39.04%  30.01%  33.18%  37.19%  35.21%  39.10%
Account Box 713%  267%  6.64%  10.00%  545% = 6.16%  527%  4.83%  7.85%  4.61% = 9.86%  5.59%
Secondary Content 4.39% 1.33% 9.84% 1.00% 6.49% 12.15% 8.90% 8.34% 11.21% 8.73% 2.82% 7.89%
Domestic Destinations 439%  1.33%  9.15% 10.82%  890%  7.29%  10.31%  8.73%  2.82% = 4.71%
Cross Border Destinations - - 1.00% 3.45% - — - - —
EXPO Dubai --- - - --- --- --- - --- ---
Traveler Articles 0.69% 3.04%  1.33% 1.05%  0.90% 3.18%
Brand Education 731%  133%  355%  11.00%  3.28%  2.16%  3.13%  11.70%  3.14%  7.07%  141%  0.33%
Mobile App 037%  533%  1.03% 163%  083%  107%  079%  0.00%  0.79% 2.08%
View in ENG 10.00% 26.76%
Footer 7.68%  34.67%  16.65%  15.00%  1558%  19.47%  14.50%  16.00%  17.94%  18.45%  8.45%  22.56%
Grand Total 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%  100.00% 100.00% 100.00%  100.00%
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October ‘21 Heat Map:

Hero drove strong engagement and revenue across all audiences
Primary offer performed strongest within offer content

RUSSIA_E RUSSIA_R SAUDI_ AR SAUDI_AR SCAND.+_E SPAIN_EN SPAIN_SP SWITZER_ UAE_ARB UAE ENG UK_ENG

eelne NG US  ABIA_ARB ABIA ENG NG ® A GER
Header 2254%  12.19%  8.25%  17.26%  26.08%  18.87%  12.12%  12.87%  12.99%  14.72%  12.41%
Hero 4165%  65.11%  63.11%  38.850%  40.05%  40.83%  57.22%  49.31%  46.75%  45.68%  51.41%
Secondary Offer 14.08%  18.63%  7.28% 8.88% 9.08%  11.07%  1253%  14.26%  10.39%  8.64%  10.30%
Upcoming/Recent Stay Module 0.00% 0.50% 0.49% 0.00% 0.00% 0.00% 0.47% 0.79% 0.00% 0.00% 0.00%
Primary Offer 27.57%  4599%  55.34%  29.98%  30.97%  29.76%  44.23%  34.26%  36.36%  37.03%  41.11%
Account Box 2.01% 1.59% 8.74% 3.30% 5.03% 5.44% 5.33% 6.53% 5.19% 5.67% 7.61%
Secondary Content 7.44% 7.04% 2.91% 8.05% 443%  14.16%  1020%  6.14%  10.39%  12.50%  7.28%
Domestic Destinations 6.04% 7.04% 3.72% 12.52% 10.20% 6.14% 0.00%
Cross Border Destinations --- 2.91% 4.29% --- - - ---
EXPO Dubai 10.39%  6.16%
Traveler Articles 1.41% 3.76% 0.72% 1.63% 6.34% 7.28%
4 m Brand Education 3.42% 2.87% 7.28% 3.51% 4.03% 5.26% 451%  14.65%  5.19% 2.13% 7.20%
Bt Mobile App 1.41% 1.39% 2.48% 0.86% 0.18% 0.93% 0.79% 1.66% 0.78%
= |Viewin ENG 0.97% 7.79%
Footer 21.53%  9.81% 8.74%  2647%  1952%  1525%  9.68% 9.70%  11.69%  17.64%  13.32%
Grand Total 100.00%  100.00%  100.00%  100.00%  100.00%  100.00%  100.00%  100.00%  100.00%  100.00%  100.00%
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October ‘21 Heat Map:

Footer outperformed hero for several audiences: France, Germany, Benelux, and Belarus

Strong join banner engagement from Belarus

AUSTRIA_ GE BELARUS R BENELUX E EGYPT+ EN FRANCE_EN FRANCE_FR GERMANY_E
Module R US NG G G E NG ITALY ENG ITALY ITA
“ Header 17.86% 15.79% 3.70% 19.62% 16.67% 6.25% 12.20% 0.00% 3.23%
g Hero 50.00% 26.32% 33.33% 38.21% 27.78% 39.58% 21.95% 53.85% 45.16%
e Secondary Offer 21.43% 10.53% 7.41% 8.95% 5.56% 4.17% 6.71% 7.69% 3.23%
[ & oS Primary Offer 28.57% 15.79% 25.93% 29.26% 22.22% 35.42% 15.24% 46.15% 41.94%
Join Banner 0.00% 10.53% 1.85% 4.13% 5.56% 4.17% 6.30% 0.00% 0.00%
Secondary Content 0.00% 0.00% 16.67% 5.34% 5.56% 12.50% 2.85% 0.00% 9.68%
E Domestic Destinations 0.00% 0.00% 14.81% 0.00% 5.56% 12.50% 2.03% 0.00% 9.68%
Cross Border Destinations - - 2.58% - - - - -
& EXPO Dubai
Traveler Articles 1.85% 2.75% 0.00% 0.81% 0.00%
; ; 7.14% 5.26% 1.85% 4.48% 5.56% 0.00% 7.11% 0.00% 3.23%
}io ﬁ‘ Brand Education 0 0 0 0 0 0 0 0 0
Mobile App 1.03% 0.41% 6.45%
== View_in ENG
' Eooter 25.00% 42.11% 42.59% 27.19% 38.89% 37.50% I 49.19%| 46.15%) 32.26%
_ 3 Grand Total 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%
MARRIOTT
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October ‘21 Heat Map:

Highest Primary offer engagement from Quatar, Spain, Saudi Arabia, and Russia
Very strong engagement with Brand Education module from Switzerland audience

Module QATAR_ENG RUSSIA_ENG RUSSIA_RUS SAL:LDIEQEABI SCAN8'+—EN SPAIN_SPA SWITZER—GE UAE_ENG UK_ENG
ﬂ Header 16.92% 13.51% 10.34% 15.11% 15.58% 7.27% 0.00% 20.12% 11.37%
g Hero 36.92% 21.62% 41.38% 37.41% 25.52% 54.55% 0.00% 40.85% 40.78%
p— Secondary Offer 10.77% 5.41% 10.34% 3.60% 8.61% 20.00% 0.00% 12.20% 9.41%
i’ﬂmj Primary Offer 26.15% 16.22% 31.03% 33.81% 16.91% 34.55% 0.00% 28.66% 31.37%
Join Banner 4.62% 5.41% 13.79% 2.88% 4.75% 0.00% 0.00% 6.10% 0.78%
Secondary Content 4.62% 5.41% 3.45% 5.76% 2.52% 10.91% 0.00% 7.93% 4.31%
- Domestic Destinations 1.54% 2.70% 3.45% 0.00% 1.48% 10.91% 0.00% 0.00% 0.00%
E Cross Border Destinations 0.00% --- 2.16% - --- 0.00% -
& EXPO Dubai 0.00% - 0.00% --- - 4.27% ---
Traveler Articles 3.08% 2.70% 3.60% 1.04% - 3.66% 4.31%
o ﬁ' Brand Education 4.62% 2.70% 6.90% 2.16% 5.79% 10.91% 66.67% 1.83% 9.02%
,t Mobile App 3.08% 2.70% 0.72% 0.74% 1.82% 1.83%
== View in ENG 0.00%
g Footer 29.23% 48.65% 24.14% 35.97% 45.10% 14.55% 33.33% 21.34% 33.73%
== Grand Total 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%
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November ‘21 Heat Map:

Brand Education consistently performed higher amongst Luxury audiences

Secondary content outperformed hero in several audiences but Hero generated very strong numbers on average

AUSTRIA_G BENELUX_E EGYPT+_AR EGYPT+_EN FRANCE_EN FRANCE_FR GERMANY_ GERMANY_

Module ER NG B G G E ENG GER ITALY_ENG ITALY_ITA
Header 24.32% 23.08% 5.00% 20.61% 25.00% 11.25% 14.77% 14.55% 14.49% 7.69%
Hero 24.32% 34.07% 35.00% 26.21% 25.00% 42.50% 25.23% 24.24% 26.09% 41.03%
Secondary Content 8.11% 20.88% 15.00% 23.16% 25.00% 26.25% 27.38% 29.70% 26.09% 26.92%
Domestic Destinations 0.00% 4.40% 5.00% 5.09% 7.50% 13.75% 4.31% 10.30% 10.14% 8.97%
Cross Border Destinations 8.11% 5.49% 10.00% 7.89% 5.00% 12.50% 11.69% 19.39% 5.80% 17.95%
Traveler Article 3.30% 6.62% 0.00% 3.38% 5.80%
EXPO Dubai - 7.69% 0.00% 3.56% 12.50% - 8.00% - 4.35%
Careem - 0.00% - 0.00% 0.00% - 0.00% - 0.00%
Brand Education 16.22% 6.59% 20.00% 8.91% 2.50% 6.25% 12.92% 12.73% 18.84% 5.13%
Offers 10.81% 7.69% 10.00% 4.07% 5.00% 7.50% 3.38% 13.94% 7.25% 7.69%
Loyalty 5.41% 1.10% 5.00% 1.27% 0.00% 2.50% 1.23% 10.30% 1.45% 1.28%
Redemption 5.41% 6.59% 5.00% 2.80% 5.00% 5.00% 2.15% 3.64% 5.80% 6.41%
Secondary Offers -—- 1.10% 0.00% 1.02% 5.00% - 1.23% - 1.45% 3.85%
Holiday Package - 0.00% 0.00% 0.00% 0.00% - 0.00% - 0.00% 0.00%
More Cravings - 1.10% 0.00% 1.02% 5.00% - 1.23% - 1.45% 3.85%
Mobile App 0.00% 0.00% 1.20% 0.00% 2.62% 0.00% 2.60% 0.99% 1.41% 0.00%
View in ENG - 0.00% - - -
Footer 16.22% 5.49% 15.00% 13.49% 12.50% 3.75% 14.15% 3.64% 5.80% 7.69%
Grand Total 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%
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November ‘21 Heat Map:

Spain very highly engaged with EXPO and domestic destinations content

Switzerland had the highest engagement with cross border content

QATAR_A RUSSIA_E RUSSIA_R SAUDI_AR SAUDI_AR SCAND.+_ SPAIN_EN SPAIN_SP SWITZER_

Module RB NG US  ABIA ARB ABIA ENG ENG G A GERI /E-ARBIUAEENGEUKENG
Header 33.33%  20.83%  4.44%  17.24%  11.98%  15.90%  10.71%  22.22%  15.15%  4.76%  16.16%  14.73%
Hero 22.22%  27.08%  51.11%  37.93%  31.14%  33.18%  21.43%  37.78%  24.24%  47.62%  19.20%  30.94%
Secondary Content 11.11%  18.75%  26.67%  24.14%  22.16%  22.35%  39.29%  10.00%  30.30%  19.05%  29.51%  31.49%
Domestic Destinations 000%  833%  13.33%  13.79%  8.38%  7.37%  17.86%  6.67%  12.12%  952%  8.90%  19.71%
Cross Border Destinations 11.11%  8.33%  13.33%  3.45%  4.19%  553%  3.57%  3.33%  18.18%  952%  6.09%  5.89%
Traveler Article - 0.00% - 0.00% 3.46% 0.00% --- 0.00% 0.00%
EXPO Dubai 2.08% 0.00%  898%  5.99%  17.86% 0.00%  1311%  5.89%
Careem 6.90%  0.60% 0.00%  1.41%
Brand Education 11.11%  12.50%  4.44%  6.90%  9.58%  8.29%  10.71%  8.89%  9.09%  14.29%  11.94%  8.29%
Offers 0.00%  417%  4.44%  3.45%  479%  3.92%  1429%  8.89%  1515%  476%  4.92%  534%
Loyalty 000%  417%  4.44%  0.00%  1.80%  1.15%  10.71%  1.11%  9.09%  0.00%  2.11%  1.84%
Redemption 000%  000%  0.00%  3.45%  299%  2.76%  357%  7.78%  6.06%  476%  2.81%  3.50%
Secondary Offers 1111%  4.17% 3.45%  0.00%  1.61% 4.44% 000%  211%  1.29%
Holiday Package 0.00%  0.00% 0.00%  0.00%  1.61% 0.00% 0.00%  0.00%  0.00%
More Cravings 1111%  4.17% 345%  0.00%  0.00% 4.44% 0.00%  211%  1.29%
Mobile App 000%  000%  1.96%  0.00%  2.33%  000%  125%  0.98% 0.00%  0.00%
View in ENG 11.11% 9.52%
Footer 0.00%  1250%  6.67%  6.90%  190.16%  13.82%  357%  6.67%  6.06%  0.00%  14.99%  6.81%
Grand Total 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%  100.00%
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November ‘21 Heat Map:

Hero module performed the highest amongst non-lux audiences
Offer content performed higher in lux versus no lux audiences

Module AUSTRIA_ BELARUS BENELUX EGYPT+_ EGYPT+_ FRANCE_ FRANCE_ GERMANY GERMANY ITALY_EN ITALY ITA QATAR_A QATAR_E
GER RUS ENG ARB ENG ENG ERE. ENG GER G = RB NG
Header 14.34% 12.86% 16.81% 9.86% 24.88% 18.27% 15.70% 15.82% 13.21% 17.65% 10.79% 50.77% 17.86%
Hero 43.80% 35.71% 37.54% 36.62% 35.61% 37.18% 41.52% 33.20% 44.59% 39.45% 37.56% 16.92% 41.07%
Secondary Content 11.24% 11.43% 16.81% 12.68% 14.92% 15.71% 14.18% 14.42% 16.42% 13.15% 18.65% 4.62% 9.03%
Domestic Destinations 4.26% 11.43% 4.78% 5.63% 3.14% 6.09% 5.32% 3.20% 7.83% 4.84% 9.01% 1.54% 6.78%
ﬁ'ﬂ Cross Border Destinations 6.98% 0.00% 4.39% 7.04% 4.45% 7.69% 8.86% 4.16% 8.59% 4.50% 9.64% 3.08% 2.26%
Traveler Article 1.72% 4.69% 0.00% 2.25% 1.04% 0.00%
EXPO Dubai 5.92% 0.00% 2.65% 1.92% 4.81% 2.77%
Careem 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00%
Brand Education 3.49% 12.86% 2.10% 5.63% 3.14% 1.28% 7.59% 2.50% 4.50% 3.81% 8.12% 0.00% 6.78%
Offers 5.04% 1.43% 3.72% 5.63% 3.44% 2.88% 2.53% 4.26% 4.38% 1.04% 4.57% 0.00% 2.46%
Loyalty 2.33% 0.00% 0.10% 2.82% 0.85% 0.64% 0.38% 1.20% 2.28% 0.35% 1.14% 0.00% 1.23%
Redemption 2.71% 1.43% 3.63% 2.82% 2.59% 2.24% 2.15% 3.05% 2.10% 0.69% 3.43% 0.00% 0.62%
Secondary Offers 1.05% 2.82% 0.60% 1.28% 0.70% 0.69% 2.16% 1.54% 1.23%
Holiday Package 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 1.23%
More Cravings --- 1.05% 2.82% 0.60% 1.28% - 0.70% 0.69% 2.16% 1.54% 0.00%
Mobile App 0.78% 0.00% 0.38% 1.96% 1.28% 1.14% 0.20% 0.70% 0.69% 0.76% 6.06% 0.00%
View in ENG 16.90% 24.62%
ooter 21.32% 25.71% 21.59% 9.86% 15.44% 22.12% 17.34% 28.89% 16.19% 23.53% 17.39% 1.54% 17.04%
Grand Total 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%
MARRIOTT
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November ‘21 Heat Map:

o4
i3

Hero and Secondary Content drove a majority of engagement across all audiences

Module RUS%A—EN RUSUSS'A—R igt’;ﬁk@g ig:ﬁéﬁg SCA“g*—E SPAE\‘—EN SPAIN_SPA SW'GTégR— UAE_ARB UAE_ENG UK_ENG
Header 17.63% 11.69% 12.84% 13.36% 14.65% 17.99% 17.01% 11.54% 8.33% 13.98% 12.91%
Hero 41.34% 57.87% 50,68% 47.07% 40.61% 38.85% 46.29% 39.62% 41.67% 35.95% 48.53%
Secondary Content 15.20% 13.50% 18.92% 13.29% 13.18% 17.27% 11.74% 10.77% 20.83% 19.15% 18.20%
Domestic Destinations 7.90% 5.85% 6.76% 4.95% 4.01% 6.83% 6.48% 3.85% 12.50% 7.67% 12.69%
Cross Border Destinations 3.65% 7.65% 4.73% 2.33% 3.23% 6.12% 5.27% 6.92% 2.08% 2.73% 3.21%
Traveler Article 0.30% 0.00% 0.00% 1.64% 0.00% 0.00% 0.00%
EXPO Dubai 3.34% 6.76% 5.18% 4.29% 4.32% 2.08% 7.39% 2.31%
Careem 0.00% 0.00% 0.68% 0.83% 0.00% 0.00% 0.00% 0.00% 4.17% 1.36% 0.00%
Brand Education 2.43% 5.16% 4.05% 3.60% 3.70% 2.88% 5.79% 3.85% 4.17% 3.58% 2.53%
Offers 1.22% 1.81% 2.03% 2.25% 3.51% 2.88% 3.89% 5.00% 2.08% 3.95% 2.98%
Loyalty 0.00% 0.52% 0.00% 1.05% 0.81% 0.36% 0.26% 3.08% 0.00% 1.51% 0.38%
Redemption 1.22% 1.29% 2.03% 1.20% 2.70% 2.52% 3.63% 1.92% 2.08% 2.45% 2.60%
Secondary Offers 0.00% 0.68% 0.30% 0.84% 1.08% 4.23% 4.17% 1.79% 0.55%
Holiday Package 0.00% 0.00% 0.00% 0.84% 0.00% 0.00% 0.00% 0.00% 0.00%
More Cravings 0.00% 0.68% 0.30% 0.00% 1.08% 4.23% 4.17% 1.79% 0.71%
Mobile App 0.00% 0.00% 4.52% 0.61% 1.81% 0.00% 0.00% 2.10% 0.92% 0.57%
View in ENG 1.35% 6.25%
Footer 21.58% 8.17% 9.46% 18.02% 22.59% 18.35% 9.50% 29.23% 12.50% 19.29% 13.73%
Grand Total 100.00%  100.00%  100.00%  100.00%  100.00%  100.00%  100.00%  100.00%  100.00%  100.00%  100.00%
MARRIOTT
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Monthly Account Update
(MAU)
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October November

Oct & Nov MAU e
CREATIVE EXAMPLES -
gtftffe?te Lrine | . . AR *

Your Marriot Bonvoy Account Update: 1,500 Bonus Pointer Per
Stay, Exclusive Offers, And More

Pre-Header G Iégﬂ [r—

See what's new in October.

S A P e Bty Esrm 1,500 Banus Points
I i U on Eac

November o o =

SubjectLine e
Your Marriot Bonvoy Account Update: 1,500 Bonus Pointer Per
Stay, Exclusive Offers, And More )

Pre-Header e :

See what's new in November.

MARRIOTT

. | BONVOY



November

MAU Targeted Content e .

Bring the
Whole Family

Kids stay anc eat free at

paticpating hores thioughout

Europe, the Middle East
Africa

October

EUR Stay Longer — BE, ES, FR, DE. IT

CULTURE & HERITAGE BEACH ACTIVITIES NATURE & WILDLIFE

Stay Longer, on Us

Discover more savings when you

extend your stay to three or more
nights Proma — Famdy Offer — MEA

BOOK NOW THEME PARKS FOODIE SPA & WELLNESS

EUR Stay Longer — BE, ES. FR. DE, IT

Bring the
Whole Family

MEA+UAE Stay Longer — BE. ES, FR, DE, IT

Recharge a Little
Longer

Enjoy 20% off when you stay three
nights or more at participating hotels

Stay Longer, on Us

Discover more savings when you and resorts.

extend your stay to three or more >

nights. RESERVE NOW
BOOK NOW Prom  Famy Ot — Soumn b

Recharge a Little
Longer

1 MEA Stay Longer — BE, ES, FR, DE. IT
Bring the

Whole Family

Kids stay and eat free at
participating hot
Europe, the Middle East, and
Arca

Enjoy 20% off when you stay three
nights or more at participating hotels
and resorts

thioughout

Reward Your Travels

Treat yourself with bonus peints, RESERVE NOW
exclusive savings, and more

members-only offers.

» EXPLORE NOW

AN




14 & 25 October 2021 MAU
Performance Summary

Europe Delivered Opens Open CTR CTOR Revenue MoM growthin reven.ue for both
Rate Europe and MEA audiences
British English 5.2 M 1.4M  27.3% 1.3% 4.8% $228.9K
English 43 M 1.3M  29.5% 1.3% 4.5% $347.9K
French 3159K 103.9K 32.9%  17%  5.3% $45.6 K Lifts in delivered counts with several
German  4045K 1545K 382%  3.2%  8.5% $71.7K standout CTRs in both regions
Italian 256.9K 832K  32.4% 1.7% 5.2% $65.7K
Spanish 4539K 154.9K 34.1% 1.9% 5.6% $19.6 K Drive Market solo featuring WoW
Grand Total 109 M 3.2M 29.1% 1.4% 4.9% $779.3K was sent a few days earlier and may
MoM +31.8% +26.0% -1.3pts. -0.4pts. -1.1pts. +32.1% have pu”ed 0pen/c|ick engagement’
_ Open but overall revenues were up MoM
MEA Delivered Opens Rate CTR CTOR Revenue
British English  4.2M  1037.0K  24.7% 0.8% 3.2% $35.1K
English 3.4M 9M 25.5% 0.7% 2.8% $121.9K
French 40.6K 119K  29.2% 1.6% 5.3% $1.4K
German 807 300 37.2% 3.3% 9.0% $4.1K
Italian 352 141 40.1% 2.3% 5.7% $0.0
Spanish 1.7K 554 33.3% 2.0% 6.1% $0.0
Grand Total 77 M 1.9M 25.1% 0.8% 3.0% $162.5K
MoM +29.1% +19.8% -19pts. -0.2pts. -0.6pts. +5.4% MARRIOTT v g

) 3 0
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11 & 19 November 2021 MAU

Performance Summary

Europe

British English
English
French
German
Italian
Spanish

Grand Total
MoM

MEA

British English
English
French
German
Italian
Spanish

Grand Total

MoM
32

Delivered

35M
3.7M
240.5K
429.2K
201.7K
259.5K
83 M
-24.1%

Delivered

3.0M
3.1M
51.3K
891
383
13K
6.2M
-19.9%

Opens

815.8K
897.8K
64.3K
121.7K
54.0K
75.5K
2.0M
-36.1%

Opens

588.5K
670.8K
13.2K
274
131
385
13 M
-33.9%

Open
Rate
23.5%
24.5%
26.7%
28.3%
26.8%
29.1%
24.5%

-4.6 pts.

Open
Rate
19.7%
21.6%
25.8%
30.8%
34.2%
29.2%
20.7%

-4.4 pts.

©2021 Marriott International, Inc. All Rights Reserved. Confidential and proprietary — may not be reproduced or distributed without the prior written consent of Marriott.

CTR

1.4%
1.3%
1.7%
2.7%
1.7%
1.9%
1.4%
-0.0 pts.

CTR

0.8%
0.7%
1.7%
2.6%
1.8%
1.5%
0.7%
-0.0 pts.

CTOR

5.8%
5.3%
6.3%
9.7%
6.4%
6.6%
5.9%
+0.9 pts.

CTOR

4.0%
3.2%
6.7%
8.4%
5.3%
5.2%
3.6%
+0.6 pts.

Revenue

$127.2K
$255.0K
$21.7K
$40.0K
$14.4K
$11.4K

$469.6 K
-39.7%

Revenue

$43.3K
$155.3K
$109
$0.0
$0.0
$0.0
$198.7K
+22.3%

Revenue continued to trend
upward for MEA audiences
into November

Additional data needed to
understand MoM delivery
declines

MARRIOTT  wg
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Top Performing Oct ‘21 Content

Global Promo & Generic Hero: Most clicks and bookings (ENG)

Leisure Destinations: 2"d most clicked in ENG version

All-Inclusive module: 2" most clicked in BEN version

Stay Longer: competed with hero in driving revenue; strong performer in INL versions

EUR Stay Longer — BE. ES, FR, DE. IT

Step Away From Routine.
Embrace the Extraordinary.

Discover a Perfect Destination
Stay Longer, on Us

Discover more savings when you

p extend your stay to three or more
Reinvent Resort o — g ights
[ = Travel e
BOOK NOW

Stay Longer, on Us

Discover more s
extend your stay
nights

BOOK NOW

MARRIOTT AV 4
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Top Performing Nov ‘21 Content

Global Promo & Generic Hero: Most clicks and bookings (ENG & INL versions)

Leisure Destinations: 2"d most clicked in all versions

Family Offer: 2"d most revenue driver in INL versions

Stay Longer Offer: pulled in high clicks and bookings in several versions

Other strong click-catchers: Q4 Points Promo in ENG version and EXPO Dubai in MEA

i

Bring the
Whole Family
|

Discover a Perfect Destination

Experience Expo 2020

Step Away From the E
Embrace the Ur;fovget!abl&

Recharge a Little
Longer

4 Points Purchase — ALL
Recharge a Little
Lon

Go From Idea to
Itinerary

|, & T MARRIOTT \
I - reproduced or distributed without the prior written consent of Marriott. B O N VOY r’\
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Luxury Monthly Account Update
(Lux MAU)

MARRIOTT AV 4
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LUX MAU CREATIVE:

October
EXAMPLE OF MEMBER VERSION

Subject Line:

*  Your Account Update: 7 Exclusive Resort

* Your Account Update: Indulge in an
Exclusive Resort Getaway to Santorini

*  Your Account Update: Resort Getaways to
Santorini, Miami, the Maldives and More

Pre-Header:

Plus, discover 2 new hotels in Rome &

Nashville for a truly memorable experience

Your Sanctuary ia
Mizmi

Let it Glow in the
Maldives

s

Infinite Views of the

Aegean Sea

or written consent of Marriott.

W Rome

WOOURNEY W Nashville

Ressrasze Rareass

The Beauty of
Sileace

Discover What Inspires You

MARRIOTT o
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LUX MAU CREATIVE: =

November —
EXAMPLE OF MEMBER VERSION

Subject Line:

* [Fname’s ][Your ]Account Update:

Mountain Getaways, Holiday Master Class,
Gift Guide & More
* [Fname’s ][Your JAccount Update: Majestic

Mountain Retreats, Multi-Generational

Travel, Extraordinary Moments & More

Discover Majestic Mountain Retreats
For a Truly Elevated Experience

* [Fname’s ][Your ]Account Update: From

Majestic Mountain Retreats to Kitty the el e ﬁ

Bernese Mountain Dog & More A A”"”:\
Pre-Header: LE‘I T‘
Plus, Announcing The Ritz-Carlton Yacht h
Collection and our newest opening in - I

Reykjavik

= : -
ﬁ MARRIOTT o

or written consent of Marriott. B O N V o\(s ’-\



Launched Lux MAU 14 October

Observations:

140.0 K 27.3% 6.3% Overall engagement above EMEA monthly average;
Delivered Open Rate CTOR also in Europe

1.7% $54.3 K _ o _

CTR Unsub. Rate Revenue First month of seeing impact of Apple iOS update on

open and CTO rates; Apple opens not included in
open counts

Region Delivered Open CTR CTOR Revenue
Rate
0, 0, 0, P .
Europe  73.1K  315% 25% 81% $34.9K Shifting engagement focus to click rates and

MEA 669K 22.6% 0.8% 3.7% $19.4K audience heath to monitor engagement trends

Total 140.0K 27.3% 1.7% 6.3% $54.3K

Unsub rate impacted by recent data issues, so
EMEA Oct ‘21 Average: excluded from reporting
* Open rate: 27.5%
« CTR: 1.2%
« CTOR: 4.3%
* Unsub. Rate:

38



Launched Lux MAU 11 November

128.9 K 25.8% 6.4%

Delivered Open Rate CTOR
1.7% $13.9 K
CTR Unsub. Rate Revenue

Open

CTR CTOR Revenue
Rate

Region Delivered
Europe 65.1K 29.6% 2.2% 7.4% $13.4K
MEA 63.8K 22.0% 1.1% 5.0%  $523

Total 128.9K 25.8% 1.7% 6.4% $13.9K

EMEA Nov ‘21 Average:
* Open rate: 22.9%
« CTR: 1.2%
« CTOR: 5.0%
* Unsub. Rate:

39

Observations:

Overall engagement above EMEA monthly average

Open and CTO rates continue to be impacted by recent
Apple iOS update; rates don’t include Apple opens

Strong CTR for both regions, Europe remains above

average

Testing into geo-targeting hero and offer content in
coming months to see if messages lift click and booking

engagement; optimize at segment level



MARRIOTT
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Top Performing METTs: October 2021

Oct: Highest Revenue
EMEA_WesternEurope_Vienna_10ct_DE

Subject Line: Experience the cultural
metropolis in the heart of Europe
(translated)
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Oct: Strongest Engagement
EMEA_Loyalty_ WoWMoments_Mem
bers_220ct_EN

Subject Line: Explore Unforgettable
Moments Curated for You

s

[ MARRIOTT BONVOY" T & Reserve Q

2,000 BONUS POINTS PER NIGHT

Points par ight =  slecion of betels s et o Spasn

el to wwvel and sdersan rouemens Bosk wrd
coaidence v fleibie cascell

Oct: High Open Rate and Clicks
EMEA_TLC_Greece_Half_Term_
UK_80ct_ENG

Subject Line: Plan your Half term
in Greece

ENJOY 20% OFF AND FREE
BREAKFAST




Oct 2021 METT
Performance Summary

Email Description Delivered | Open Rate CTR Clicks Total Revenue by Region
October 2021 Total 1.5M 15% 20.1% | 12607 52,872.00_\575|4-01 $463.00
e $4,927.60
B Europe
Month Bookings Room Nights Revenue % to EMEA u US East
October 2021 89 278 $57,125 72% " Middle East A
Africa
MoM -52% -51% -54% -21% = US West
m Canada
- Over 70% of revenue attributed to  Central America
EMEA properties

Top 5 Hotels booked in EMEA by European campaign creators
LONDON GROSVENOR SQUARE

BR AMSTERDAM HOTEL

AK HABTOOR GRAND BEACH RESORT&SP
WI THE WESTIN EXCELSIOR, ROME
RIYADH MARRIOTT HOTEL

*Missing Nov METT data
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Continuing to leverage PCIQ optimization tech. to lift Solo engagement

* Subject lines:
+ October — ENG only
* November — versioned for luxury vs. non-luxury, still ENG only
- Expanding to in-language versions in 2022

‘Tags: Landscape/Nature, Lifestyle Tags: Summer, Lifestyle, Resort, Pool

- Hero images (non-luxury): Europe vs. MEA
- Plans are in place to continue efforts in future campaigns

Tass: Winter, Property Tass: Summer, Property

- Cross-border module: UK only
+ Waiting for initial performance results and insights

Discover Dazzling
Dubai

Master Milan

[

Find Charm in Paris

o ’ Experience Egyptian
~ History

MARRIOTT AV 4
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Initial observations:

PC | Q Su bJ ECt |_| ne » Personalization tactics drove higher open rates each month (list approach in June and exclusivity in
other months)

Pe rfO rmance Resu ItS + In August, giving a higher discountinfluenced rates

+ Additional data needed to understand engagementlifts and regional / versioning differences
» Continuing to partner with Epsilon on future optimizations and insights

Date [Subject Lines Oepn Rates Date [Subject Lines Oepn Rates
124 Hotels for a Summer Staycation in the UK (39 with a Pool) 27.7% How to Earn Nights Away on Us 27.1%
69 Hotels for a Summer Staycation in the UAE (17 with Beach...) | 25.9% Step Away From Screen Time and Reward Yourself in Small Ways 27.2%
Discover Our Collection of 69 UAE Hotels for Any Style 26.0% Sep |Would You Like to Earn Points With Ease[, Fname]? 27.2%
Discover Our Collection of UK Hotels for Any Style 27.1% [Fname's][Your] Guide to Earning Points With Ease 27.8%

JuneHow to Save 20% on Summer Holidays in the UAE. - i [Fname, ]Discover Member Exclusive Offers and Enjoy Nights Away on Us| 28.0%
How to Save 50% on Your Second Room for a Family Holiday 27.3% - - -

- Tom, Don't Miss Out on These Member Exclusive Offers and Experiences 25.8%

Save 20% on Summer Holidays 24.4% - - -
Save 50% on a Second Room for Your Family Holidays 271% Guide to Member Exclusive Offers and Experiences 26.1%
What are your summer plans[, Fname]? 26.6% Oct |Member Exclusive Offers and Experiences 26.0%
Are you ready for one last summer getaway and 15% off? 26.3% Time is Running Out for These Member Exclusive Offers and Experiences 26.3%
Are you ready for one last summer getaway and 20% off? 26.8% Mai, have you seen these member exclusive offers and experiences? 26.4%
Are you ready for one last summer getaway and 25% off? 27.4% Don't Miss Out on Exclusive Savings, Experiences, and More 22.0%
Especially for You in August... 28.5% Nov |One Week Only to Save on Your Holiday Travel 22.1%
How to End the Summer on a High With 15% Off. 26.1% Non- |[Exclusive Savings, Experiences, and More 22.0%
How to End the Summer on a High With 20% Off. 26.1% Lux |Your Special Holiday Savings Are Inside 22.3%

Aug [How to End the Summer on a High With 25% Off. 27.3% Have you started planning your holiday travel? 21.7%
Save 15% on Last-Minute Summer Getaways 25.2% Tis the Season to Be Showered in Luxury 24.9%
Save 20% on Last-Minute Summer Getaways 25.7% Now Is the Time to Book a Luxury Experience 24.2%
Save 25% on Last-Minute Summer Getaways 26.6% Nov [y ur Luxury Getaway Awaits... 25.2%
[Fname, ]End the Summer on a High With 15% Off. 27.0% Lux Your Guide to a Luxury Holiday Getaway 25.0%
[Fname, ]End the Summer on a High With 20% Off. 27.6% Where will you holiday this year? 24.3%
[Fname, ]End the Summer on a High With 25% Off. 27.9%
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Established 2022 Learning Roadmap and Agenda

Email
Performance

Personalization

Content

New Member
Enrollment

Q12022

- Explore Epsilon widget roadmap for additional global
capabilities
- Optimize luxury segment engagement
- Use PCIQ subject line to optimize
- Explore trigger campgin/retargeting capabilities

- Test versioning content for luxury segments
- Explore creative options for evergreen member module
(lite version)
- Plan poll schedule and data usage
- Explore capabilities for listing nearby hotels
- Continue PCIQ cross-border optimization

- Test creative treatments cross border content

- Introduce in-language Traveler content
- Test headlines, copy and CTAs for point earning messages
- Test poll placement

- Submit request for additional enrollment code (METTS)

EMEA 2022 Learning Roadmap:
Monthly Drive Market Solos

Q2 2022

- Leverage Epsilon widgets to increase engagement
- Optimize luxury segment engagement
- Use PCIQ subject line to optimize

- Test versioning content for luxury segments

- Launch member module test (lite version vs point balance)
- Test approach to poll questions
- Begin testing nearby hotel listings

- Continue PCIQ cross-border optimiization

- Test headlines, copy and CTAs for point earning messages
- Test into regular offers CTA/module to increase clicks &
bookings

- Test point earning messages for non-members
- Test creative and/or copy for enrollment message
- Implement METT tracking code

Other Supported Priorities:

Q3 2022

- Leverage Epsilon widgets to increase engagement
- Optimize luxury segment engagement
- Use PCIQ subject line to optimize
- Plan to test trigger campaign

- Test versioning content for luxury segments
- Test using poll results for 1:1 personalization
- Continue PCIQ cross-border optimiization
- Continue member module testing (lite version vs point balance)

- Test creative treatments for mobile app CTA
- Test headlines, copy and CTAs for point earning messages
- Test placement of personalized poll results

- Test creative and/or copy for enrollment message
- Test point earning messages for non-members

Q4 2022

- Leverage Epsilon widgets to increase engagement
- Optimize luxury segment engagement
- Use PCIQ subject line to optimize

- Test versioning content for luxury segments
- Test presenting content based on poll results
- Continue PCIQ cross-border optimiization

- Test headlines, copy and CTAs for point earning
messages
- Test creative treatments for member module
- Test placement of personalized poll results

- Test creative and/or copy for enrollment message
- Test point earning messages for non-members

- Grow and activate members

- Mobile App download/usage

- Cobrand acquisition/usage
- Global Promotions



Q1 Plans
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January 2022

Expand PCIQ SL to in-language versions
Acknowledge loyalty - thank you banner
Add point balance to encourage usage
Personalized poll results from Dec poll
Dynamic resorts content for lux segments

Test new cross border creative

©2021 Marriott International, Inc. All Rights Reserved. Confidential and proprietary — may not be reproduced or distributed without the prior written consent of Marriott.

February 2022

Continue PCIQ SL for all languages

Add point balance to encourage usage
Continue PCIQ cross border optimization
Dynamic brand educ. for lux segments

Interactive content with Traveler quiz

MARRIOTT
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Learning Agenda: Email Performance

Business Objectives Key Questions

- How can we improve performance
- Set benchmarks (annually) by leveraging additional customer
data & insights?

- Leverage Epsilon widgets to increase engagement and
optimize content; look at tech roadmap (global capabilities)

- Increase email KPI's through - Are there technologies that will help

targeting and content optimization improve engagement? - Optimize luxury segment engagement

- Are we able to increase
engagement & personalization efforts - Use PCIQ subject line to optimize in-language versions

with additional data that identifies - Optimize member engagement around driving points activation

those who have a propensity to stay - Explore trigger send campaign opportunities
at luxury brands?

MARRIOTT
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Learning Agenda: Personalization

Business Objectives Key Questions

- Are we yielding the biggest impact/ROI
from email versioning - luxury vs. generic?
If so, for which markets?

- Increase relevancy and
engagement

- Test into versioning for luxury segments: luxury images,
tone of voice, featured brands

- Can we improve clicks with additional
member data to foster amore 1to 1
relationship?

- Support localization goals &
initiatives

- Test into an evergreen member module (lite version) vs.
only adding point balance to lift clicks

- Does a repeatable feedback loop
increase engagement and help to inform
future content?

- Test poll questions to determine which types of questions
drive more clicks

- Which localization tactics improve - Plan schedule for poll questions for the year and how to
engagement more than others? use data

- Test presenting content based on poll results at the
customer level for 1to 1 messaging

- Continue PCIQ cross-border optimization
- Test into listing nearby hotels

MARRIOTT
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Learning Agenda: Content

Business Objectives Key Questions
- Test creative treatments for mobile app (ex. add button icon),

- Activate, educateand - How do recipients engage with member module, and cross border content - which new creative
grow program loyalty content? drives more clicks
- Test headlines, copy and CTAs for point earning messages

- Present content that - Do some articles drive more clicks - Test poll placement
drives valuable clicks than others? - Test placement of personalized poll results

- Test in-language Traveler content

- Drive mobile app - What content engages readers more - Test Journey content for relevant markets for luxury segments (ENG
downloads and drives ongoing readership? only)

- Test into regular offers CTA/module to increase clicks & bookings

MARRIOTT
- O
50 ©2021 Marriott International, Inc. All Rights Reserved. Confidential and proprietary — may not be reproduced or distributed without the prior written consent of Marriott. BO NVOY F AN



Learning Agenda: Non-Members

Business Objectives Key Questions

- Is there a more comprehensive way of
- Grow Bonvoy member database  tracking and reporting on new member - Test point earning messages for non-members
enroliments from email?

- What s the best way to convert? - Test creative treatments for enrollment message

- Set-up tracking for additional enroliment code

MARRIOTT
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Next Steps

Year in Review highlighting member stay data

New Resorts offer will be highlighted in December with exclusive offer
Interactive Resorts Poll

Domestic/Cross-border PCIQ optimization
New Hotel Highlights Module

53

THE ST. REGIS MARDAVALL MALLORCA RESORT,
PALMA DE MALLORCA, SPAIN




Thank you!
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Appendix: Luxury segment with Mom for November to October

Everyone

Drive Market Solo (Nov '21) L1 L2A L2B L3 Else Total

Delivered 146,737 | 160% | 48,127 1.61% 85,148 5.75% 14,484 9.94% 2'6%5’70 4.50% 2'99660’1 4.37%
Open Rate 23.2% | -16.35% | 25.0% -17.88% 30.1% -19.82% | 33.0% | -19.23% | 23.1% | -14.89% |23.4% |-15.23%
CTOR 2.4% -35.52% | 3.3% -46.81% 4.8% -51.36% 5.5% -49.84% 3.4% -4.49% | 3.4% | -12.58%
CTR 0.56% | -46.06% | 0.82% -56.32% 1.43% -61.00% 1.80% | -59.49% | 0.79% | -18.72% | 0.80% | -25.89%
Bookings 3 -70.00% 2 -71.43% 16 -80.72% 5 -28.57% 216 5.37% 242 | -22.44%
Room Nts. 8 -83.33% 7 -65.00% 48 -80.25% 10 -41.18% 723 24.23% 796 | -12.53%
Revenue $1,321.51| -93.24% | $339.00 | -94.87% |$9,480.17| -83.23% $1’2382'8 -3.39% $13:1)"7666 15.66% $8194g,70 -26.81%
Rev/Del. $0.01 | -9335% | $0.01 -94.95% $0.11 -84.14% $0.09 -12.12% | $0.05 10.67% | $0.05 | -29.87%
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