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December 2016 Key Storylines

« High monthly delivery generated low bookings due to non-booking focus of Solos & eNews,
& MRCC

+ 30 Days of Members Get it campaign concluded & overall cohesively integrated 17
independent initiatives & featured in nearly half of emails delivered

«» eNews Year in Review generated high Open% & low CTO% consistent with previous YIRs
+ Destinations generated the 3'9 highest CTO% leveraging the successful Sept format

+ Hotel Specials underperformed due to seasonality, amount of content, & day of
deployment

« Test Summary: eBreaks creative, MRCC CTA button & offer, Hotel Specials/Offers no body
copy, subject line optimization




Program & campaign performance overview

eNews+ HS+

Program Benefits Offers Dest. Solos Lifecycle MRCC

Audience®
° Total 995 M 13.7TM | 104M . 254 M 48M .
§ Delivered 34.6% 23.4% 17.4% 2% 2.0% 50.0% 3%
§ 0.19% 0.14% | 0.17% | 0.16% | 0.17% 0.28% .24%
Unsub Rate
-0.1 pts | 0.1 pts |-0.1 pts|-0.2 pts| -0.3 pts | -0.3 pts |-0.
% 4 97% %

) 99% 99%
Delivery Rate

NIA NIA .
23.3% 25.3% 17.9%
Open Rate
-0.2 pts | -0.7 pts | -0.9 pts
o 35 M 1.9 M
ns
pe 19.9% 11.6% .
) 1.4% 2.2% 1.1% 4%
Click Rate
-0.7 pts | -0.4 pts | -0.6 pts| 0.
1.4 M 3078K | 1164 K
3.5% 5%

-8.8%

Click to Open 6.1% 8.9% 3% 6.2% 16.0%
Rate -2.8pts | -l.4pts |-2.8 pts| 1.3 pts | -4.6 pts | -3.9 pts

6TM I.5M
% 1.7% 41.7%

Engagement

Unique Clicks

. 109.0K | 279K 8.6 K 304K 17.6 K
Bookings
-11.5% -18.8% | -42.1% 3% | -24.8% 10.0%
$378M | $9.3 M $109M | $64M
Revenue
-9.5% -23.6% % | -12.1% 2.8%

Firancial

Conversion Rate

T1.7% 9.1
-0.2pts | -2.5p -2

1.1 2.0 0.8 2
-34.3% | -34.2% | -50.7% | -11.6%

Bookings per
Delivered(K)

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

METT

3l.4% 2% 9%
-1.8 pts | 0.8 pts | -2.

1.6% 5.0% .
-1.2 pts | -1.6 pts |-0.0 pts|-0.
414TK | 239.9K | 1294 K -
-41.4% 14.1% -31.8%

% 7.3% 7.3% 0%
1.6 pts | -0.3 pts | 0.2 pts |-1.
1.2 3.7 .
-26.3% | -26.7T%

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

YoY bookings fell 11% & booking per delivered fell 35%

eNews/Benefits Year in Review theme generated CTO%
& Conv% lows (excluding WHPH)

Hotel Specials/Offers CTO% and Conv% were
negatively impacted by seasonality & overall less content

Destinations generated 3" highest CTO% YTD
leveraging Sept’s successful layout

The highest volume Solos were focused on Account
linkage & MRCC acquisition which decreased CTO%

Lifecycle YoY KPI decreases consistent with Onboarding
launch and due to attrition in Anniversary & Hello Again

MRCC acquisition email was sent twice with little
decrease in KPIs between mailings




High MRCC volume & Link Account Reminder

dio

not translate into bookings

Bookings (K)

47.0 349 40.0 467

34.1 27 327 21.0 25.6 29.5 303 31.6 276 21.6
T T T T T T T T
Qct-15 Nev-15 Dec-15 Jan-16 Feb-l6 Mar-16& Apr-16 May-16 Jun-1¢é Jul-16 Aug-16 Sep-16 Qct-16 Neov-16 Dec-16
eNews W Hotel Specials BENSclo MM eBreaks M lifecycle BSEMRCC mmFMT Destinations B Project ——Delivered
Orange
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December Key Solo mailings

Delivered / Bk/Del Delivered / Bk/Del

Dec ‘16: MRCC (2 mailings) 27.6 M/ 0.5 Dec ‘“15:  Year in Review 9.9M/1.3
SPG Link Reminder 11.3M/ 1.3 Points Expiration 3.8M/ 3.3
MR Marriott 94M/ 0.1 Mr. Marriott Holiday 8.0M/ 0.7
Abandoned Search 318.2K/16.0 Abandoned Search 200.2 K/20.2

(W) sirew3 peasssijag
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CTO% and Conv% were low even with
seasonality considered

LY Open%
- -~ ~

LY CTO%
e Conv% ==
= - e — e
e St — ST T >
— = S50 LY Conv®
Oct-15 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-16
——OQOpen¥% —CTO% Conv%s == LYOpen% =-=LYCTO% - - LY Conv%

Observations:

* Open% was 1% above YTD average, driven by increases in Destinations Open% YoY

» Overall CTO% was the lowest since Jan’12 with lows from all campaign categories except Destinations
* Overall Conv% was the lowest since Jan’12 with below avg Conv% across nearly all campaigns




Key Storylines




30 Days of Members Get It overview

Increased consumer awareness & engagement to specific initiatives thru a member-centric,
cohesive & recognizable campaign

ec &
Mr.|Mariott

E) B S e ~ $

a Solo Hotel Specials
______ S e OLT Joy

30 Doy o

MEMBERS GET IT

o

'E;J WHAT WL YOU GAT
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2016 Mr. Marriott significantly increased donations

2016
SL: 30 Days: Thank You, [FNAME]

Observations

2016 version focused on charitable donations
» 384 total donations to 190 charities

» Mailing increased Week over week donations by
1820%

2015

Pt et
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Year In Review eNews

High Open% & low CTO% consistent with previous years
* Overall, 2"d highest Open% in 2016
* Lowest CTO% since 2012

Lowest engagement of previous YIRs
+ Slightly lower Open rates
* Lowest CTO & Conv%

Different elements:

* MR Year in Review feature content, prominence, positioning
+ CTAover image

* Rendering issue below Near level bar to some Gmail users
+ Delayed launch

Year in Review is still a compelling theme

* “Your Year in Review” SL has generated among the highest Open%

* Member 2016 activity box attracted the most section clicks by two-fold*
* excluding account box/header

Header
39% clks, 51% bks

ALEXANDRIA'S

Member YIR
27% clks, 25% bks

MARRIOTT REWARDS"

YEAR IN REVIEW

MR YIR'
14% clks, 19% bks

Majority of
bookings

Negligible

30 pagd of
MEMBERS GET IT

30 Days
6% clks; 3% bk

e —— N i

—
i Rewards
| 6% clks, 6% bk

NFL
0%'clks, 0% bks

A NEW HOTEL ©

[ Hotel Open

£ 1% clks, 1% bks
= -




WHPH responded favorably t0 YIR  paggem ™"

(30 p dof

MEMBERS GET IT

ALEXANDRIA'S

Content resonated with WHPH more than Core & TSAT (Fig 1)
* WHPH CTO% was 13% higher than non-promotional month avgs i a
 More content was relevant to WHPH s {08 8
— Account Box & Member activity
— Explore New Benefits
— MegaBonus i e

Would we benefit by giving WHPH one experience & Core/TSAT another?




Year in Review content highlights

Gift cards & holiday shopping season continued to be a strong match (Fig 2)
» Generated 2x the clicks as Shop Matrriott
* In top 5 of overall clicked content (excluding member activity stats & header)

Low engagement with Experiences & Moments (Fig 3)
» Experiences Marketplace generated lowest clicks out of the four YIR features
* NFL redemptions — among lowest clicked content (even less to the Tailgate feature)

Interested in SPG properties (Fig 4)
« As 2" to last content generated more clicks than Hotel Openings & NFL
redemptions

Fig 2: Gift card popularity

20 Dayfé o

MEMBERS GET IT

N
Bes

Fig 3: Low engagement with
Moments & Experiences

SAISE YOUR GAME @

Fig 4: Interest in SPG properties

Link your Marriott Rewards and SPG accounts to redeem points at more
brands in more countries.

Vicameaie 8

Vedema Resort, W Maldives The St. Regis Bora
Santorini Bora




Fig 5: eBreaks generated the most clicks of
any content below the red line

eBreaks generated high clicks

» eBreaks generated more clicks than NFL Redemption, Hotel Openings, i
and SPG content combined

U pocooinen @ poooa Ge=] Tl
» eBreaks clicks were 12% higher than Q4 avg when most content clicks fell

Was eBreaks the most attractive content available or does eBreaks have a
loyal following”?

m (30 ﬁ of
MEMBERS GET IT

ALEXANDRIA'S

=X D EARN MORE POINTS °

eBreaks should be leveraged as MVP eligible eNews content vs e
evergreen placement i v

» Only shows eBreaks to those that value it
* To those that value it, it is given higher visibility

Other potential content for MVP to consider

» Countdown eBreaks may appeal more to a specific audience
* New member benefits (for WHPH)

» Popular evergreen benefits (Breakfast offer)

* Florida destinations in Q4 (slide 15)

« Gift Cards

211:51:32

ons wowes s sees [




High engagement to Destinations
following Sept layout

December Destinations Performance highlights:

« 2"d most clicks YTD

* “6 Must See Cities for 2017” generated 2"d most section clicks since launch
High number of featured items appeared to be a successful layout

Top clicked destinations:

* Key West (24.6% of section clicks)
» Barcelona (17.6%)

* Nashville (16.2%)

Florida destinations may be particularly attractive in Q4
* Orlando was the most clicked destination in Nov

“PTO Planning” did not generate the kind of click engagement as other Travel tip
content in previous months
These features can be the most engaging content & should be continued

[FNAME], See These 6 Cities in 2017

Account-Box [ e
22% clks, 51% bks

SEE
5% clks, 8% bks

7St

Must-See Cities
; 66% clks, 37% bks

NAPA = DENVER =
el e lice From mountaintops to beer hops: 4

17y Denwer acthtes.

™¢ PTOPlanning
| 1%clks, 1% bks

WHERE TO BOOK NOW

(7 Trip Planner

NS 4% clks, 2% bks

\
HOUSTON, TX

Bookyour stay for rab v
footbals biggest game.  powder i
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Subject line testing validated PO segment trends

TSAT continued to prefer authoritative tones; WHPH preferred recommendations without an imperative

Destinations Core Descriptors of winning subject line
» See These 6 Cities in 2017 Recommendation, CTA

* 6 Must-See Cities for 2017

* The Hottest cities for 2017 are...

Destinations TSAT

* 6 Must-See Cities for 2017* Lists, Authoritative, Imperative
» See These 6 Cities in 2017

» The Hottest cities for 2017 are...

Destinations WHPH

+ See These 6 Cities in 2017* More recommendation than imperative
* 6 Must-See Cities for 2017

* The Hottest cities for 2017 are

*Statistically Significant Results




Sends around Christmas holidays may impact
performance

Hotel Specials performance may have been impacted by Christmas Eve; YoY decreases:
-5% Open% -31% CTO% -25% Conv% -52% bk/del

This also may have been a factor to Nov Hotel Specials performance & other instances

Marriott Rewards & Ritz-Carlton Rewards Email Launch Calendar Marriott Rewards & Ritz-Carlton Rewards Email Launch Calendar
Aarriott
_Narrioft e ) O Narnott THE RITZ-CARLTON
S0 omamett @ D b 2015 e o [ RITZCARLTO
December 2016 @ wsama @ popgono ecember
Sunday Monday Tuesday Wednesday Thursday Friday Saturday Sunday Monday Tuesday Wednesday Thursday Friday Saturday
[l 1 2 zJ 1 2 4
|Green is RCRRC eNews RCRCC Mr. Marriott's Solo
(Orange is METT
7] 5 6 7 8 9 10 6 7 chaan [ 8 9 Higher Email
RC NYE Solo eNews MINALO METT Mr. Marrlott Concierge MRCC MIILO & BPP .
Engage People (11 Million) RC METT Hollday Card Holiday Flash Sale Solo RCME
Solo (600K) (14 Million) KP I S
RCRCC (800K)
n 12 13 14 15 16 17 13 14 8 d ays ap art
MRCC MIILO METT SPG Link Account Concierge Hotel Specials | MIN\LO & BPP METT
RC eNews (1.3M) (11 Millien) RC METT Solo RCR/RCR eNews (12M)f | eNews-in Lang (CN, JP, ES)) RCMETT
eNews Chinese + eNews In-Language 2llion) ProjectOrange | eNewh-In Lang German
Japanese (683K) /_\ \ Offers /\\
18 19 20 1 Christmas Eve 20 21 22 23 4 christmasEve | 25 \ChristmasDay | 26 Kwanzaa begins
Hotel Speclals BPP
RC Hollday Solo (1.3M} (11 Million)
25 ChristmasDay | 26 Kwanzaabegins | 27 28 31 NewYear'sEve 27 28 29 30 31  NewYear'sEve
Chanukah Destinations Concierge Year in Review Solo
(11 Million)

Confirming this trend can guide timing of touchpoints to maximize engagement
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December testing summary
v Subject line optimization

» eBreaks creative in Hotel Specials
» Hotel Specials/Offers no body copy
« MRCC CTA button




Like Oct, eBreaks “Map” received more clicks &

offer body co

Control: Offer body copy & Map eBreaks

Test: No body copy & Countdown eBreaks

€ Get Away and Save See All ©

Weekend in Washington Winter in the Bahamas
Experience history, explore world-class Swim with dolphins, indulge in celebrity chef
museums & get inspired in our nation's capital.  dining & feel the stress melt away.

Save 20% In DC Get $450 Credit

& Who Couldn't Use a Break? SeeAll ©

Serenity in Sanibel  Spa in Scottsdale Carefree Coronado

Massage plus breakfastfor  Golfin the o moring,spa inthe aplorem is San Diego island
two included in your stay. afternoon. Ahhh. d get a $60 resort credit.

From $299 »  $100 Credit » From $274 »

Save 20% With eBreaks®

Map eBreaks

+107% click
engagement

& Get Away and Save See Al ©

Weekend in Washington Winter in the Bahamas

Save 20% In D Experiences &
Getaways +3%

Serenity in Sanibel  Spa in Scottsdale Carefree Coronado

From $299 »  $100 Credit » From $274 »

Save 20% With eBreaks®

Act Fast to Save 20%

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

DAYS HOURS  MINS  SECS

oy did not increase clicks

Getaways & Experiences offers with no body
copy generated higher click engagement

eBreaks Map generated significantly higher
clicks than eBreaks Countdown

Both results are consistent with Sept — Nov
trends despite muddied results

Takeaways

Likely little to no impact from removing
Offer body copy in Hotel Specials

Use eBreaks Map over Countdown

20



CTA In Top Offer body copy attracted more clicks

12/13 SUPER
J\arrioft

REWARDS Hypothesis:
« CTA in main body copy will add more click engagement

A\arrioft
REWARDS
o

Skl (0 7504 Section : ReSUItS

CTO% o . . .
= - * CTA in body helped attract more clicks to the Top Offer section

— * While there was no incremental increase in campaign clicks, there
were slightly more clicks to Apply Now links in the test version

Takeaways:

Aarrioft
REWARDS

Aarrioft

REWARDS

B - * There was a slight increase in Apply Now clicks with the CTA
inclusion in Top Offer copy

» Aretest may result in stronger results as the test version had
unique CTAs

pur
e
APPLY NOW

80,000 Points

Notes:
* Red CTA in body copy for 2 MRCC mailings, 12/13 & 12/22
* Results consistent in both segments, Super & Non

21



Key Takeaways
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December ‘16 Key Takeaways

Content Highlights

+ Continue Year in Review theme in Dec: prominently feature member activity & explore opps to improve engagement

through compelling offers or content
« Gift Cards are potent content during the holidays
* Members continue to engage poorly with Experiences & Moments redemptions
* Members are interested in SPG properties
» Continue to leverage Listicle layout for Destinations
* Apply learnings from PO subject lines to inform copy & positioning
— WHPH: Non-authoritative TSAT: Authoritative, strong recommendations

MVP offer considerations
» eBreaks

* New member benefits

* Popular evergreen benefits

Testing learnings:

* Map version of eBreaks is the current champion

* Removing offer body copy did not impact clicks in Hotel Specials

* Testing day of deployment around key holidays may help optimize performance

23



Competitive
Insights
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Holiday Activity

Hilton Winter &
Flash Sales

P EHONoRs P EiONors

THE HILTON SALE

SAVE ON ALL WEEKENDS IN 2017

WINTER SALE

WRAP UP 2016 IN STYLE

SAVE ON ALL WEEKENDS THIS WINTER AND IN 2017

(D)

Hilton Hilton

Hilton Anatole Hilton Manhattan East

72 Hour Sale ber Week Sale

Hurry! Experience the Holidays Breakfast for two, Wi-Fi plus
at the Anatolen'\ v $10 MTA gift card - all from $116

LEARN MORE GET SPECIAL OFFER

Wyndham

Top offer positionin
£ = - Holiday rates

WYNDHAM
REWARDS

FOUR,#
POINTS

Four Points by Sheraton San
rancisco Bay Bridge
HOLIDAY RATES

Sharing our best rates
this holiday season

Deals 55 i wnde Steals 60 st unde Unreal s »

“Tis the season for holiday rates at
Four Points. No matter what brings
you, your friends, or family home, we
have a little magic for everyone
Book your next stay today and enjoy
exclusive holiday rates.

Enter for a chance to win 500,000
Wyndham Rewards pointst

Book online or call 866-716-8133 and
mentian rate plan DAILY.
Check Rates >

MORRPERS'AL

VIEW MORE
EXCLUSIVE TRAVEL
DEALS

Every stay earns points toward FREE NIGHTS

-

Have anather adventure in ming?

Check out our special offers page
where you'll find a variety of exclusive
offers and packages for your next
trip

Four Points by Sheraton San
Francisco Bay Bridge

1603 Powell Street
emeryville, California 94608 United State:
Phone: (1)(510) 547-7888
Fax: (1}(510) 652-4426

Terms & Conditions

Starwood

Chinese New Year

starwood

NEW YEAR DEALS - SAVE
UP TO 30%

PARTICIPATING PROPERTIES

&) sheraton ne

SHERATON TOWERS
SINGAPORE

WESTIN' EK¥%®0

THE WESTIN RESORT
NUSA DUA, BALI

CELEBRATE THE
SPARKLING 2017

New Year's Best Offar

FEATURED HOTELS

SHERATON BANDUNG
HOTEL & TOWERS

nv®o

SHERATON BANDARA
OTEL




Increase In Partner Solos with holiday focus

hd HILTON

Hello, Mitchell
WYNDHAM 7 HHONORS ACCOUNT LOGIN

REWARDS" Member #153091230G
You've earned this. BLUE Member | 0 points

Hilton partner offers
FTD feature with holiday theme

Wyndham &Shutterfly

$20 off holiday cards + free shipping _ HOATBAY RS

Supporting copy ties in holiday SRR

Spread holiday cheer
theme, partner offer, and travel

with gifts from FTD and
earn 3,000 Bonus Points
on every purchase.*

Shutterfly
BUY NOW

sand or snow, relaxed or on-the-go, we hope your
adventure was your own kind of wonderful. Share
the special moments and wish everyone a happy
holiday with your favorite vacation memories. It's
simple, create your personalized holiday cards now,
from your phone, tablet or computer.

ONORS ACCOUNT LOGIN

THE MOST OF YOUR WEEKEND

STOP CLICKING AROUND. BOOK THE LOWEST PRICE HERE.
Redeem your offers by December 29, 2016. ; check out our partner offers
$20 off holiday cards:
WD42-016D-ZY82-94Z1CM

Free shipping: 3,000 Bonus Points 1,500 Points + up to
WDASAITLAK2Y-YHXR33 on Every Purchase 25% off base rates.
Get started » ) o ‘b - <
L R S .
BEST " - a
Ranked the #1 Best Travel Rewards Hotel Program by U.S. News and World Report.
= LEARN MORE LEARN MORE

AVIS

Earn 2,000 Points
for Dining Out

- B
ey

LEARN MORE




Appendix

27



Year in Review eNews svucis, e - | IR

T — MEMBERS GET IT

ALEXANDRIA'S

VEAF | REVI B

City Scene omm—|

Top Places to See in 2015

Header E

clks, 8% bks

39%, 15.0 Kbks =~

[ ———— ]

‘7‘74 g Y AT

] Earn
3%, 1.4K bks'
MARRIOTT REWARDS"

Top Offers o Aoy Tt ' RAISE YOUR GAME © -
30%, 9.5 K bks R L o~ o

More Destinations in More Countries

G on

EARN MORE POINTS ©

" Rewards’" .
(6% clks, 6% bks

&5 oo

Find the petect notd 1
3,800 Mamon® hotels

0%'clks, 0% bks

Rew - Head
B >1%, 135 bks
401 4.4

Our Program Reach is Growing

Chotme Yo mom thas 200 sew hotes Wt inchute
Cur eegare Margus® poseries

From Aflof Us —

Rew - Main |
%, 358 bks

Bilon Bl

Prod Rdm

WHEREVER YOU 00...YQU ARE HERE




35.0%

30.0%

25.0%

20.0%

15.0%

10.0%

5.0%

Dec ‘16 eNews & Benefits Email KPI trends

- e em=-- . 0 Open%
P o~ N LY Open% S~

e
- -
) I ""‘-.____
_____ - - ~
- -
~

s S ——
4 e
’ e N
-~ - N o = - - ,"’.:--— -“"- \\.
LY Conv% . e
Conv%
Oct-15 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-16
——Open% —CTO% ——Conv% - - LYOpen% --LYCTO% - — LY Conv%

Observations

« 2nd highest Open% YTD continued to validate member interest in Year in Review theme, as well as, MR communications
during Christmas

» Lowest CTO% to date suggesting disconnect to member’s expectations to Year in Review & content

» Conv% was slightly below YTD average, consistent with Q4 trends

29



Non I\/Iember eNews

December Non-Member eNews

December Enroll/
Delivered | Enrollments | Clicks Open’% |CTO%|Conv% Unsub?%
Non-Member Revenue

Destination: Everywhere

Top Offer
57% clks, 11 bks

eNews [.I M 34K $I152K 192% 1.6% 13.8% 435% 0.57% @

Marriott Rewards Member Rates

Observations

Non-Member acquisition efforts were expanded from 76 K Non-Members (PO WHPH & TSAT only)
to 1.1 M selected Non-Members

While Open & Click to open rates were on the lower end of what WHPH & TSAT efforts have
generated, the enrollment rate was roughly the same at 13%

New Member Benefits

MR YIR section received the majority of clicks: Y
 Join + Link Accounts = 57.2% of section clicks -
Find a Hotel = 23.0% of section clicks

Explore Benefits = 13.0% of section clicks ot
. Find Experiences = 4.3% of section clicks | [ S

* You Are Here = 2.6% of section clicks I MRCC
[ 5% clks, 0 bks |

1 eBreaks
| 10% clks. 3 bks




Dec ‘16 Hotel Specials Core link analysis

Observations

Hotel Specials generated the least amount of clicks since 2013 & 2nd
lowest Conv% YTD

* In addition to expected seasonality, Dec featured the least amount of
content in the past 5 months

Overall click engagement to template elements hit near lows
» Account Box generated he lowest click volume since Jan ’15
* Clicks to Search were the lowest since Nov ’15

* Field Offers generated 37.4% fewer clicks than 2016 avgs; there have
been less cluster offers in 2016 than in previous years

Getaways generated below average clicks partially due to only 2 offer
features

Experiences click volume was 21.2% above 2016 avg with most clicks
going to Florida & Scottsdale offers (42% & 27% of clicks respectively)

» Featured MRCC click engagement was low (0.4% of total clicks)

eBreaks generated the most clicks since August

Hotel Specials
[FNAME]'s January Travel Deals

we| ACCOUNt BOX  pmwmsem
*123% clks, 45% bks

0 0
ot tognts

Search
11% clks, 14% bks

Field Offers
43% clks, 25% bks

Broakfast & anplanes

Vail from $149
Valet parking, resort room )

Kansas City from $149
Book carly & save ©

Marina def Rey from $219
Stay connected on vacation ©

Save at 400+ hotels
Breakfast, Wi-Fi & more o

Salt Lake City from $164
$25 hotel credit, shopping [>)

Newport Beach from $179
Stay for breakfast o

The Woodlands from $269
Breakiast + spa treatment o

Syracuse from $139
Stay seven or more nights ©

See All ©@

K |

FROM $299

Weekend in Washington

Experiences

Winter in the Bahamas

Get $450 Credit

7% clks, 4% bks

Serenity in Florida

e

Spa in Scottsdale
$100 CREDIT « FROM $274 +
Points for Your Next Vacation?
You can eam 80,000 bonus points towards

‘your next vacation with the Mamott Rewards®
Premier Credit Card.

Learn More

Save on stays this weekend
Where wil you go?

See All @

Carefree San Diego
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SPG Remlnder # 2 Sep Launch Dec Reminder (Platinum)

Marriott + Starwood is Oct Reminder Your Status Match Offer:
Here, [FNAME]

Link to SPG, [FNAME] Platinum at SPG®

D o
Aarriott — . Marnoft sarve
REWARDS » Bl MMM pEwaRrDps  SPEeiE
Pty

SPG Account . . EIR
Delivered  Clicks Open% | CTO% Conv%

Linkage Solos Bookings

THREE PROGRAMS. FNAME: IYou' ligible for Pl SPG*,
ONEREASON: YOU e ey

enjoy your SPG benefits, including:

Dec Reminder 13 M 2474K 142K 253% 8.7% 5.7%
Oct Reminder 134M 5298K 256K 27.0% 147% 4.8%

Sep Launch 182 M 493.7K 362K 24.4% 11.2% 7.3% DID YOU HEAR, MITCHELL? ]
THREE LOVALEY. PROGR‘AMS LINKED Marriott International and Starwood Hotels & Resorts have joined
FOR'ONE GOOD REASON: YOU 1o become the world's largest hotel company. Now you can enjoy = b

the benefits of both loyalty programs by linking your Rewards
and SPG* accounts.
ENHANCED ROOM

UPGRADES
e —
T

50% BONUS ON
STARPOINTS

Observations
* While CTO% was the lowest out of all mailings, the audience
may be increasingly less likely to link accounts
» 7 targeted versions were sent, leveraging dynamic subject
lines and copy to the following segments
— Opened 15t Email
— Members with MRCC

WHY LINK ACCOUNTS?

q p
LINK ACCOUNTS NOW \/
P

LINKING IS EASY

e Account Link page

Click "Link” and yourl ge.

nt Status Match

GET STARTED
MORE PLACES. MORE POINTS, MORE POSSIBILITIES.

— Didn’t Open 15t Email (Silver status & US Only) [Comms |
— All other Members (US Only)
— Gold Members:

— Platinum Members:

- ROTW Members

()
l #YouAreHere Sweepstakes
30 Dastinations. 30 Winners. One could be you

MORE OF EVERYTHING YOU WANT

32



Lifetime Achiever generated the highest Open%

Platinum ROTW

Marrnott
REWARDS

First Naeme
‘‘‘‘‘‘

Q Search Marriott Rewards Member Rates

CONGRATULATIONS!

YOU'VE EARNED LIFETIME
PLATINUM ELITE STATUS

Look at All You've Accomplished

Lifetime Points Edrhed
[xxxx1 [XXX,XXX]

City You Visited Most Hotel Nights
[City Name] [XXX]

Enjoy Your Benefits

Platinum MEA

MNarriott

oname  REWARDS [

Last Name

Q search Maniors Rewards Member Rates.

CONGRATULATIONS!

YOU'VE EARNED LIFETIME
PLATINUM ELITE STATUS

uunl.mmﬂ Platinur Elite Status i yours for
Ifetime of adventures together!

e, Heres o

Ci o
[Clty Name]

= Hotel Nights
[XXX]

Enjoy Your Benefits

Elite Status
Delivered Open% CTO% Conv%
Dec 'l 6 Lifecycle Bookings Revenue Del (K)

Lifetime Achiever 22 $8.4 K 81.5% 378% 25.0% 76.9
Achiever 687 K 25K $9969 K 665% 41.6% 13.4% 37.0
Renewer |11.7K 255 $883 K 63.6% 22.0% 155% 21.7

Observations

Generated 23% higher Open rates than Achiever & Renewers
 Highly qualified audience
* Highest recognition: Congrats! You've Earned Lifetime Status

Capitalize on similar recognitions as reasons to reach out, make

members feel special & increase opportunities to promote

program initiatives

* First Stay, redemption, upgrade....increase awareness to program features
that facilitate further activity & growth

« Recognize Milestone achievements: 1000t Stay....
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Bookings are low in December

M.com booking trends indicate bookings below monthly average

Average m.com Homepage % Change in Bookings & Revenue

Maonth Average of Percent Difference Average of Percent Difference Revenue

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

Chart shows monthly bookings & revenue against the average
month per year, 2013-2015




