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Luxury MAU — New Program Launch

New luxury monthly account update sent to luxury segmented members and non-
members

Contains thoughtfully curated inspirational content showcasing Matrriott's portfolio of
luxury hotels, destinations, and brands

Content strategy evolving as we learn more about the four luxury segments
Thoughtful diversity of brands and markets in each communication
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Performance Summary: August — October 2021

The launch of the monthly Luxury MAU newsletter generated higher engagement rates
compared to the Bonvoy 12-month average

Luxury MAU revenue was significantly higher than other Luxury emails
Luxury MAU click rates were similar or higher than other Luxury emails

Readers engaged with account information, hero content, offers, and brand inspiration;
animated content drove interest and clicks when included
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Luxury MAU: Aug-Oct 2021 Engagement

Overall, August saw highest engagement and bookings. Influences include: first
communication, seasonality, offer inclusion

Over $731k in bookings were attributed to this new email with August driving almost half of
the total revenue

. Aug-Oct
Luxury MAU Aug-Oct 2021 Engagement Trends Luxury MAU Aug-Oct 2021 Financial Trends Metrics 2021
Delivered Open Rate Click-to-Open Rate Revenue Bookings DeIivered 5.5M
40.0% 1.OM 18M L8M oM 800 51 $400.0 K Open 1.7M
35.0% 700 $350.0K Open Rate| 31.2%
30.0% S 15M 600 S300.0K Click 114.8 K
30.9%
25.0% 500 $250.0K
26.9% 371 CTR 2.1%
20.0% 1.0M 400 $200.0 K .
15.0% 300 233 $150.0K CTOR 6.7%
8.9% Unsub
10.0% 5.19 5.6% 5M 200 $100.0 K nsub. 0.11%
. (]
5.0% 100 $50.0K Rate
$362.6 K $207.9K $160.7 K -
0.0% oM 0 $.0K Bookings 14K
August September October August September October Revenue $731.2 K

5 ©2021 Marriott International, Inc. All Rights Reserved. Confidential and proprietary — may not be reproduced or distributed without the prior written consent of Marriott.



Luxury MAU Performance versus Other Luxury Emails

. . Luxur
Lux MAU has a smaller audience than Metrics Lux MAU Ritz eNews Escapgs
: . Aug-Oct Aug-Oct
the other luxury emails, however it Aug-Oct
drove significantly more bookings and Delivered 55M 8.5 M 6.3 M
revenue during same time period
Opens 1.7M 22M 1.8M
_ Open Rate 31.2% 25.4% 28.7%
Lux MAU open rate was higher, but o e1eK ——
overall click engagement performance cks 114.8K ; '
was similar to that of the established, CTR 2.1% 2.1% 1.2%
ongoing luxury emails CTOR 6.7% 8.4% 4.2%
Unsub Rate 0.11% 0.14% 0.08%
Q3 CTR for Bonvoy was 1.4% so we oo Lak 100 560
are seeing a 50% higher rate for Lux ooKings '
Revenue $731.2K $155.2 K $662.4 K
Rev/Del $0.13 $0.02 $0.11

% Rev to Lux 36.7% 34.7%

MARRIOTT AV 4
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Engagement by Luxury Segment
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Aug-Oct 2021 Opens

August September M October

287.6 K

722K
44,5 K
[ N

L1 L2A L2B

Aug-Oct 2021 Revenue

August September M October

139.4 K

6.6 K 4.4K

L1 L2A L2B
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L3
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L3
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Aug-Oct 2021 Clicks

August September m October

17.5K
I 57K
2.1K 19K
- - |
L1 L2A L2B L3

Aug-Oct 2021 Bookings

August September M October

171

I 44
|

L1 L2A L2B L3

Segment Name Segment Description
L1 Al stays are luxury
L& »= 50% of stays are luxury
LZB < 50% of stays are luxary
L3 All lumury stays are paid by bonus points

August drove the highest opens
and clicks across all segments

August L2B was the biggest
revenue and bookings driver

Keep in mind audience sizes for
each segment — L2B makes up
over 50% of Lux audience
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MAU Luxury Regional Breakdown

In October, Canada saw the highest open rate, followed by Europe
Open rates consistently declined over the quarter across all countries

Strong August subject line combined with travel trends and shift in
content strategy impacted decline

Canada, Europe and US saw increases in CTOR rates in October
versus the other regions

50.0%

40.0%

30.0%

20.0%

10.0%

0.0%

Open Rate by Region: MoM Engagement

August September m October

35.2%
31.7%
27.8%
22.8% I | 22.1%
APAC CALA CANADA  EUROPE

27.3%

U.Ss.

12.0%

10.0%

8.0%

6.0%

4.0%

2.0%

0.0%

Region L1 L2A L2B L3 Total
APAC 24.44%  18.08%  8.09% 4.66%  12.33%
CALA 1.19% 1.04% 0.64% 0.40% 0.77%

CANADA 2.22% 2.97% 2.75% 3.09% 2.70%
EUROPE 4.47% 4.84% 2.81% 2.17% 3.31%
MEA 10.03%  6.81% 1.67% 0.89% 3.96%
us 57.37% 66.10% 84.01% 88.78% 76.83%
N/A 0.26% 0.17% 0.03% 0.01% 0.09%
Total 100.00% 100.00% 100.00% 100.00% 100.00%

APAC

CTOR by Region: MoM Engagement

August September ® October
8.2%
6.6%
5.2% >-9%
. 0
3.3% I 3.7% I
CALA CANADA  EUROPE
MARRIOTT
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Engagement by Member Level

. Aug '21 Sep ‘21 Oct '21 Engagement Trends Total Aug-Oct ‘21
Observations: _
Deliv. 128.0 K 129.8 K 111.2 K MoM -14.4% (-18.7 K) 369.0 K
ngher tlers engaged as we mlght Non-Member Open% 22.1% 21.4% 19.3% .__"'-—-..‘ 21.0%
) . . CTOR 1.8% 1.5% 1.8% —_— 1.7%
expect with Members showing higher
performance than Non-Members Deliv. 746.4 K 703.7 K 704.9 K MoM +0.2% (1.2 K) 22M
Basic Open% 25.5% 23.2% 19.9% — 22.9%
Elite Members had highest CTOR 6.3% 4.5% 3.8% ——— 5.0%
engagement across all KPIs :
Deliv. 218.5K 215.6 K 214.0K MoM -0.8% (-1.6 K) 648.1 K
Titanium had slightly higher CTOR Silver Open% 34.4% 29.5% 25.8% — 20.9%
than Platinum and Ambassador CTOR 8.6% 5.4% 5.2% T 6.6%
members Deliv. 379.1K 376.7K 374.2 K MoM -0.7% (-2.5 K) 11 M
Gold Open% 42.6% 36.0% 31.2% ""'-w--..._‘ 36.6%
CTOR 9.4% 5.5% 6.2% ———— 7.2%
Recomm endatlons' Deliv. 158.1 K 158.6 K 158.3 K MoM -0.2% (-271 K) 475.0 K
. Platinum Open% 50.8% 241.7% 36.4% —— 43.0%
Continue to focus on Luxury MAU CTOR 1L4% 5 0% B —_— o 506
segments for personalization efforts
Deliv. 194.9 K 196.8 K 199.5 K MoM +1.4% (+2.7 K) 591.1 K
Titanium Open% 55.0% 44.7% 38.9% —— 46.2%
CTOR 12.2% 6.1% 7.8% — 9.0%
Deliv. 355K 36.7 K 37.9K MoM +3.4% (+1.3 K) 110.1K
Ambassador =~ Open% 58.8% 46.1% 40.1% ——— 48.1%
CTOR 11.6% 4.7% 7.3% ——— 8.2%
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Segment Name Segment Description

L1 All stays are luxury

Top Performing Modules by CTR

128 < 50% of stays are luxury

« Hero and Account Box, not surprisingly, in top for all segments

13 All luxury stays are paid by bonus paints

«  Offer content in top 10 for all, but significantly higher CTR for L2B and L3
«  Still looking for that silver bullet to engage L1 and L2A at higher rates

L2A L2B L3
Module Month Module CTR Month Module CTR Month Module CTR
All AccountBox | 0.40% Al ol e DB August Offers 0.78% August Offers 1.07%
0,
October Resorts 0.21% Al Hero 0.41% October Resorts 0.63% October Resorts 0.83%
August Offers 0.32%
All Hero 0.20% g : Aug, Sep|  Loyalty 0.20% Al | AccountBox | 0.70%
October Resorts 0.31%
0,
August Offers 0.16% Forel All AccountBox | 0.17% All | Brand 0.35%
All | Brand Inspiration | 0.07% All S ot"e ht 0.14% Brand nspiration
: potiig All IS 0.08% Aug, Sep Loyalty 0.30%
All Hotel Spotlight | 0.07% q
A Al Insiﬁ‘";‘;‘tion 0.14% All Culinary 0.03% All Culinary | 0.12%
ug,
Sep Lo B Al Hero 0.03% Al Hero 0.12%
Aug, Sep Loyalty 0.08%
All Instagram 0.03% All Instagram 0.07% October Moments 0.02% All Hotel Spotlight| 0.06%
All Cu“nary 0.01% All CU“nary 0.03% All Hotel SpOtllght 0.01% October Moments 0.03%
October|,  Moments 0.01% October Moments 0.01% All Instagram 0.01% All Instagram 0.02%

MARRIOTT “
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Heat Map by Content Module

Hero Image and Account Box
saw high engagement across
the quarter

October positioned Account

Box under secondary content
which may have impacted

Limited Time Offers in August
generated the third highest
click rate

Last Minute Getaways
Reconnect in Paradise

September Brand Inspiration
and Instagram out-performed
the other months

5 Destinations with Friends and
Love Letter to Miami

St. Regis Maldives animated
image with resort name and
Instagram logo within image

it Aug-21 Sep-21 Oct-21
Clicks | % Clicks | Clicks |% Clicks | Clicks | % Clicks
Header 4.1 K 5.7% 3.0K 8.2% 3.0K 8.9%
Hero 125K 17.5% 7.7K 21.3% 125K 37.2%
Account Box 244 K 34.0% 129K 35.8% 4.2 K 12.@
Resorts 95K 28.3%
Loyalty 49 K 6.8% 11K 3.2% - ---
Offers 11.6 K 16.1%
Moments 322 1.0%
Brand Inspiration 53K 7.4% 4.7 K I 13.1% 447 1.3%
Hotel Spotlight 6.4 K 8.9% 25K 6.9% 19K 5.6%
Culinary 492 0.7% S5 K 1.4% 393 1.2%
Instagram 702 1.0% 22K I 6.1% 241 0.7%
Footer 14K 1.9% 14K 4.0% 12K 3.5%
MARRIOTT
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Luxury MAU:
October 14, 2021

New Hotels. New Experiences.

Subject Line:

+ Your Account Update: 7 Exclusive
Resort Getaways

- Pre-Header:

« Plus, discover 2 new hotels in
Rome & Nashville for a truly
memorable experience

New Hotels. New Experiences.

MARRIOTT
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October 2021 Engagement Statistics by Luxury Segment

Observations:
Open rate dropped 4 points MoM, while CTOR increased by 0.5 points
CTR fairly steady MoM, and should be the primary KPI we look at given Apple iOS changes
L3 segment saw highest overall engagement
Recommendation:
Continue to develop content strategies by Luxury MAU segment to align with varying Luxury booking behaviors

LuX MAU October 2021 | october | September | MoM
Delivered CTOR Open Rate 18 M 18 M _10%
1.2M 40.0%
wazk  SLSK 138w
1.O0M 29.4% 0 0 0
30.0% pen Rate 26.9% 30.9% -4.0 pts.
8M
18.5% 0
oM 20.0% CTR 1.5% 1.6% -0.1 pts.
am 15.0%
' CTOR 5.6% 5.1% +0.5 pts.
10.0%
00%  015% 006 pis
L1 L2A L28 L3
MARRIOTT
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Revenue by Brand — October 2021

October Lux MAU saw the highest percent
of revenue given to luxury brands, but total
revenue followed the Luxury Escapes
campaign

While Luxury Escapes generated the
highest total revenue, it drove the lowest
percent of revenue given to luxury brands

% to Luxury

Campaign Total Revenue Brands

Lux MAU $160,666 41%
Luxury Escapes $211,661 22%

Ritz-Carlton $66,212 32%

*Data includes Luxury segmentation only

MARRIOTT
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Readers engaged in content from top to bottom with a tick up for New Hotels
Animated hero image drove the highest clicks with the header driving the highest percent of bookings

Account box saw a decrease in clicks MoM — possibly contributed to the increase in activity within the
hero and header sections along with lower placement in the email for October

Heat Map:

Continue to assess revenue impact and performance when including animated hero images in email

Header - : [‘ ~\‘H in New Hotels ‘“, :x[\ruAn\:\
8.9% clks. | New Hotels:
m' T— 5.6% clks.
41.2% bkgs. Brand Inspiration: IR 6 4%0bkgs ;
1.3%clks. ' '
, 0.0% bkgs. __ i
Hero: ™™ L -
372% C|kS - "f y» oo > Infinite Views of the
21.9% bkgs. : ‘ @
oo e coiccron 3 -
il Culinary: g &4
= Account Box: 1.2%clks. womeee \\ ;
R : T = ,
esorts 12.4% clks. e 0.0%bkgs. =~ ¢
28.2%clks. 16.3% bkas e li Instagram:
14.2% bkgs. ' gs- PURN 0.7% clks.
0.0% bkgs.
YourSeocrt Moments:
13.1% clks. | :
1.1% bkgs. e ——
_ , - - _ - _ Footer (not shown):
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Heat Maps by Segment Account box activity remains high for all segments, with L2A the highest

Hero and Resorts were top for all segments

October 2021
New Hotels also drove interest among secondary content across all segments
% of Clicks by Segment
Modules L1 L2A L2B L3
Header 11.56% 12.12% 8.50% 7.63%
Hero 23.86% 31.28% 38.82% 41.30%
Resorts 23.52% 25.04% 29.24% 28.95%

Endless Sunshine in Mauritius 5.96% 5.56% 7.52% 7.48%

Infinite Views of the Aegean Sea 2.53% 2.94% 3.50% 3.18%

Let it Glow in the Maldives 5.48% 5.76% 6.08% 6.03%

Live Exquisitely in Puerto Rico 4.26% 4.39% 5.66% 5.67%

Your Sanctuary in Miami 5.28% 6.40% 6.47% 6.59%
Account Box 14.20% 15.90% 11.94% 11.43%
Moments 0.88% 0.76% 1.02% 0.88%
Brand Inspiration 1.53% 1.13% 1.33% 1.29%
Culinary 1.05% 1.09% 1.11% 1.44%
New Hotels 5.14% 5.03% 5.78% 5.34%

W Nashville 2.39% 2.09% 3.05% 2.75%

W Rome 2.75% 2.94% 2.73% 2.59%
Instagram 1.51% 0.68% 0.61% 0.65%
Footer 16.76% 6.96% 1.67% 1.07%
TOTAL 100.00% 100.00% 100.00% 100.00%

MARRIOTT “
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Recommendations

18

Continue to monitor Lux holdout group performance in Core MAU

Test various content modules in order to drive additional engagement and bookings
within each of the four Luxury Segments (L1, L2A, L2B and L3)

Consider regionally targeted content similar to Ritz

Consider polling L1 and L2A audiences to ask what they want to see

Consider adding more personalized content including recent and upcoming stay
Continue to include animated content to drive interest and clicks

For high-performing modules identified in first three months continue to assess
engagement and performance

MARRIOTT AV 4
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ZADUN, A RITZ-CARLTON RESERVE, LOS CABOS, MEXICO




Luxury MAU:
August 14, 2021

Subject Line:
Your NEW Member Account Update:

Welcome to Extraordinary, Cindy

Pre-Header:
INSIDE: New Bermuda Hotel Opening, 25% Off
Last-Minute Getaways, Plus Mexico City in a

Post-Pandemic World

20 ©2021 Marriott International, Inc. All Rights Reserved. Confidential and proprietary — may not be reproduced or distributed without the prior written consent of Marriott.

An Extraordinary Journey,
Should Be Met With
Extraordinary Standards.
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Awaits Moment

Find iny

JOURNEY

Travel Off-the-Radar

Reconnect in Paradise

Exploration Awaits

hy ety

THE
ANGLE

Hello, Mexico City

a it

Creative: Member Version

Now Open
The St. Regis* Bermuda Resort

STREGIS
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o) svetes
natle sy e

scflwhio sand and.

DISCOVER BERMUOA
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A Feast for the
Senses
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[

Find What Inspires You
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Heat Map Top 3 most clicked modules: Account Box, Hero, and Offers
August 2021 Readers engaged with Hotel Spotlight placed lower in the email; strong clicks and bookings
Continue including offers to help lift engagement and bookings

Geo-targeting luxury offers and property features can help lift click activity; a proven personalization tactic

Header: - Yo pen
5.7% clks_ - = ] w . The St. Regis* Bermuda Resort
28.5% bkes. PR . Offers: Hotel Spotlight:
 Should Be Met With 16.1% clks. 8.9% clks.
Hero: 3.6% bkgs. 7.7% bkgs.
17.5% clks.
27.6% bkgs.
Account Box: Culinary:
34.0% clks. 0.69% clks.
30.9% bkgs. TN 0.13% bkgs.
Brand Inspiration:
7.37% clks.
0.67% bkgs.
Loyalty:
6.8% clks. Instagram:
0.53% bkgs. 0.98% clks.
0.0% bkgs.
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Creative: Member Version

Luxury MAU:
September 9, 2021

Experience the World of St. Regis
Where Indulgence Meets Sophistication

New Hotels. New Experiences

Spolsght

Dine in Decadence

Subject Line:

Your Account Update: Relaxing Retreats,

Friend Getaways & More (test winner) : :
[ view voeo J Discover What Inspires You

Exploration Awaits

p——

Discover

.

Pre-Header: e Py
f = 5 Destinations for Moments

Getaway With Friends

Plus, 3 NEW hotels for the perfect I
weekend escape. comm—

A Love Letter to
Miami

MARRIOTT AV 4
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Heat Map:

September 2021

Header:
8.3% clks.
45.3% bkgs.

Hero:
21.3% clks.
8.4% bkgs.

Account Box:
35.8% clks.
35.3% bkgs.

23

. ‘ ——— New Hotels. New Experiences.
: L 0 el ] R
Espeicnc the Workdof S Regis. 131. % clks. Hotel Spotl ig ht: r 3 e e
o 1.1%bkgs. 6.9%clks. | ‘
iy ﬁ - LuxuRy w L

Readers engaged in content from top to bottom

Engaging Instagram module pulled clicks from other content; click activity +5.2 pts MoM
Header and account box continue to drive bookings — over 80%
Consider geo-targeting content like hotel spotlight will increase relevancy for non-U.S. audiences

Expior

Brand Inspiration

7.3% bkgs.

Discover What Inspires You

Culinary:

1.4% clks.
2.2% bkgs. Instagram:
6.1% clks.
== 0.0% bkgs.

Loyalty:

3.2%clks. b
0.27% bkgs.
vhxas. ! Footer (not shown):

4.0%clk 27% bk
©2021 Marriott International, Inc. All Rights Reserved. Confidential and proprietary — may not be reproduced or distributed without the prior written consent of Marriott. .0%clks. 0. 0 b gS'



Top Performing Aug-Oct (Clicks): L1 Segment

24

The majority of Engagement and Bookings was driven from similar content across all months. Account
Box and Hero image were the most clicked modules. With these members only staying at luxury
properties, ease of allowing members to view activity resonates with this audience

Segment Name

Segment Description

L1

All stays are luxury

L2A

>= 50% of stays are luxury

LB

< 50% of stays are luxury

3

All luxury stays are paid by bonus paints

Within the secondary content modules, Brand Inspiration and Offers saw highest clicks while Maldives
Resort module drove the only additional booking

L1
Month Module Article Clicks CTR Bookings Revenue
August Account Box View Activity & See Benefits 27K 0.62% 20 $24.8K
September Account Box View Activity & See Benefits 1.8K 0.44% 10 $4.5K
August Hero Hero 880 0.20% 9 $2.0K
September Hero Hero 762 0.19% 4 $3.0K
October Hero Hero 715 0.18% 0 $0
October Account Box View Activity & See Benefits 492 0.13% 1 $54
September Brand Inspiration 5 Destinations for a Getaway With Friends 374 0.09% 0 $0
August Offers Last-Minute Getaways 357 0.08% 0 $0
August Offers Reconnectin Paradise 329 0.08% 0 $0
August Hotel Spotlight Bermuda 283 0.07% 0 $0
October Resorts Endless Sunshine in Mauritius 210 0.05% 0 0
September Instagram Instagram 207 0.05% 0 0
August Brand Inspiration Travel Off-the-Radar 203 0.05% 0 0
October Resorts Let it Glow in the Maldives 193 0.05% 1 $1.6 K
October Resorts Your Sanctuary in Miami 186 0.05% 0 0
September Brand Inspiration A Love Letter to Miami 177 0.04% 0 0
MARRIOTT
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Top Performing Aug-Oct (Clicks): L2A Segment

25

Engagement and Bookings mirrored the L1 segment with similar content across all months coming from
the Account Box and Hero. With over 50% of stays at Luxury properties, these members closely
resemble the behavior of the L1 segment

Within the secondary content modules, the August MAU led the way with additional Clicks, but only one
incremental booking from the Last-Minute Getaways module was made

Segment

Name Segment Description

L1

L2Aa

L28

All stays are luxury

>= 50% of stays are luxury

< 50% of stays are luxury

3

All luxury stays are paid by bonus points

L2A
Month Module Article Clicks CTR Bookings Revenue
August Account Box View Activity & See Benefits 25K 1.21% 18 $9.6 K
September Account Box View Activity & See Benefits 14K 0.72% 11 $3.2K
August Hero Hero 771 0.38% 9 $5.0K
October Hero Hero 693 0.35% 2 $467
September Hero Hero 525 0.26% 1 $988
October Account Box View Activitv & See Benefits 394 0.20% 3 $877
August Hotel Spotlight Bermuda 367 0.18% 0 $0
August Offers Last-Minute Getaways 340 0.17% 1 $1.8 K
August Offers Reconnectin Paradise 303 0.15% 0 $0
September Brand Inspiration 5 Destinations for a Getaway With Friends 219 0.11% 0 $0
August Brand Inspiration Travel Off-the-Radar 194 0.10% 0 $0
October Resorts Your Sanctuary in Miami 159 0.08% 0 $0
October Resorts Let it Glow in the Maldives 143 0.07% 0 $0
October Resorts Endless Sunshine in Mauritius 138 0.07% 0 $0
August Loyalty Adventure Awaits 134 0.07% 0 $0
August Lovalty Savor the Moment 121 0.06% 0 $0
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Top Performing Aug-Oct (Clicks): L2B Segment .
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Segment Name

Segment Description

All stays are luxury

L28

Engagement for this segment was higher than L1 and L2A segment within the Account Box and Hero. |

| < 50% of stays are luxury

>= 50% of stays are luxury

I All luxury stays are paid by bonus points

Revenue was the highest among this segment with almost all content driving bookings and revenue

Within the secondary content modules, August Offers and Hotel Spotlight led click engagement. August
Hotel Spotlight Bermuda and October Resorts Mauritius modules contributed a large number of bookings
and revenue

L2B
Month Module Article Clicks CTR Bookings Revenue
August Account Box View Activity & See Benefits 15.1 K 1.53% 161 $78.9K
August Hero Hero 8.4 K 0.85% 147 $63.8K
September Account Box View Activity & See Benefits 75K 0.77% 77 $51.2K
October Hero Hero 7.0K 0.71% 27 $43.9K
September Hero Hero 48 K 0.49% 22 $37.3K
August Offers Last-Minute Getaways 44K 0.45% 18 $8.2 K
August Hotel Spotlight Bermuda 42K 0.42% 48 $46.5 K
August Offers Reconnectin Paradise 3.3K 0.34% 4 $3.0K
August Brand Inspiration Travel Off-the-Radar 3.0K 0.30% 3 $3.9K
October Account Box View Activity & See Benefits 25K 0.26% 25 $5.8K
September Brand Inspiration 5 Destinations for a Getaway With Friends 2179 0.22% 3 $649
August Loyalty Savor the Moment 1928 0.20% 3 $1.4K
October Resorts Endless Sunshine in Mauritius 1575 0.16% 23 $31.7K
August Loyalty Adventure Awaits 1375 0.14% 0 $0
October Resorts Your Sanctuary in Miami 1355 0.14% 0 $0
October Resorts Let it Glow in the Maldives 1273 0.13% 5 $9.1 K
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Top Performing Aug-Oct (Clicks): L3 Segment

Overall engagement for this segment was highest across all segments. And similar to L2B, bookings and
revenue were driven from majority of the content modules

Segment Name

Segment Description

L1

All stays are luxury

L2Aa

>= 50% of stays are luxury

L28

< 50% of stays are luxury

3

All luxury stays are paid by bonus points

Within the secondary content modules, August Offers and Hotel Spotlight once again saw the most
clicks and also drove the most bookings and revenue

Module Article Clicks Bookings  Revenue
August Account Box View Activity & See Benefits 4.1K 1.75% 33 $7.8K
August Hero Hero 2.5K 1.06% 42 $14.1K
October Hero Hero 2.5K 1.05% 12 $3.5K
September Account Box View Activity & See Benefits 2.2K 0.92% 33 $7.6K
September Hero Hero 1.6K 0.67% 4 $2.1K
August Hotel Spotlight Bermuda 15K 0.65% 10 $5.6K
August Offers Last-Minute Getaways 14K 0.58% 3 $2.2K
August Offers Reconnect in Paradise 1.1K 0.49% 1 $330
August Brand Inspiration Travel Off-the-Radar 972 0.41% 0 $0
September | Brand Inspiration | 5 Destinations for a Getaway With Friends 837 0.35% 1 $0
October Account Box View Activity & See Benefits 768 0.33% 9 $1.5K
August Loyalty Savor the Moment 677 0.29% 1 $130
October Resorts Endless Sunshine in Mauritius 503 0.22% 2 $288
October Resorts Your Sanctuary in Miami 443 0.19% 0 $0
August Loyalty Adventure Awaits 433 0.18% 0 $0
October Resorts Let it Glow in the Maldives 405 0.17% 0 $0_markiorT
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Performance Metrics: Luxury MAU, October 2021

Segment Code Delivered Opens Open Rate Clicks CTOR Unsub Rate Bookings Room Nts. Revenue
LUXURY - L1 LUX ONLY 389.6K 72.2K 18.5% 2.1K 0.6% 3.0% 0.18% 8 24 $6.6K
LUXURY - L2A HIGH USER | 199.0K 445K 22.4% 19K 1.0% 4.3% 0.12% 10 21 S4.4K
LUXURY - L2B LOW USER 978.1K | 287.6K 29.4% 17.5K 1.8% 6.1% 0.06% 171 424 $139.4K
OLE)L(YURY - L3 REDEEM 233.3K 79.8K 34.2% 5.7K 2.5% 7.2% 0.05% 44 96 $10.3K
Total 1.8 M 484.2 K 26.9% 27.2K 1.5% 5.6% 0.09% 233 565 $160.7 K
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Luxury Escapes Performance: October XX, 2021

Subject Line: Escape to Luxury

Preheader: Get away with a credit of up to $300 at select properties
worldwide.

2  !, Segment Code Delivered Opens Open Rate CTR CTOR Unsub Rate

N L1 LUX ONLY 281.3K | 61.9K | 22.0% | 1.4K | 05% | 2.2% 0.2%
.

= .
. L2A HIGH USER 157.9K | 36.7K | 23.2% | 1.1K | 0.7% | 3.1% 0.1%
X - L2B LOW USER 1.0M | 257.8K| 250% | 97K | 0.9% | 3.8% 0.0%

t;'-)
m L3 REDEEM ONLY 269.7K | 762K | 283% | 33K | 1.2% | 4.3% 0.0%

A2 2

- Everyone Else 362.0K 90.0K 24.9% 2.7K 0.7% 3.0% 0.1%
Total 21M | 5225K| 24.9% |182K| 0.9% | 3.5% 0.1%
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Luxury MAU Targeting Criteria

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
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Luxury Newsletter Roadmap 2021-2022

LUXURY BRANDS

EDITION Lt \\‘.‘_-‘ R 2 w x

Goal: Grow revenue contribution and overall engagement from luxury segmentation through thoughtful content curation and an elevated marketing experience

Q3 2021 Q4 2021 Q1 2022
Aug Sep Oct Nov Dec Jan Feb

- Define Lux MAU email strategy & approach

e
g (uly)
3 - Document content & creative strategies (July)
- - Create control groups for A/B test (July)
c
g 9
28 set tation tracking (S Look f tunities t d tati
-l et-up segmentation tracking (Sep) - Establish email benchmarks (Dec) - Look for opportunities to expand segmentation
SE - Monitor & track segment level engagement (refresh segments, leverage 3rd party data)
=
"
c
3 .2 - Ongoing subject line & pre-header optimization - Ongoing subject line & pre-header optimization
_8 .CEU - A/B Test Lux MAU & BAU MAU (Aug.) - Test creative elements: images, CTAs, - Test creative elements:images, CTAs,
@ £ | - Start subjectline / pre-header testing (Sep.) headlines headlines
et g - Test geo-targeting and versioning content - Test geo-targeting and versioning content
MARRIOTT
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