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Feb 2016 Key Storylines

«~ Program generated the highest monthly bookings since Feb ’15 and the highest
conversion rate since Jan 2012

« 415 Fall MegaBonus campaign bookings grew 43% YoY and ‘16 Spring MegaBonus
campaign bookings outpaced last year this time February

+ PO campaigns achieved the 2" highest monthly bookings & highest Click to open rate

«~ PO segments continued to demonstrate different engagements to MegaBonus,
propensity modeled Field Offers & new Destinations layout

+ Hotel redemptions & Point earning opportunities were content highlights across
eNews/Benefits & Hotel Specials/Offers

< A refreshed Incent Redemption launched to combat steadily declining campaign KPIs



Executive Summary: Feb 2016 YoY overview

eNews + H5 +

Program Benefits Offers 50los Concierge Lifecycle MRCC METT  Dest.

Budience*
] Total 83.9 M 11.5M | 100M | 26.5M 16.2 M 43 M
Z| Delivered 20.5% 8.6% 4% -8.1% 218.8% 110.7%
5 0.29% 0.25% 149 0.32% 0.30% 0.41%
Z| Unsub Rat
99% 91% 99% 99%
Deli Rat:
civery rate 21% | 04% | -05%
Open Rate 22.6% 22.5% 19% 24.4% 16.8% 33.8%
P -48pts | 46pts | 05pts | -T9pts | -T4pts | -1.0pts
- Opens 20.1M 2.6 M 1.9M 6.5 M 2.IM 1.5M
3 P -0.5% -9.9% -2.1% -31.1% 121.5% 104.5%
E
) ) 2.0% 4.0% 1.9% 1.9% 0.1% 6.1%
Click Rat
g ° -l.1pts | -0.8pts | 0.0pts | -2.2pts | -0.Ipts | -2.1pts
=
%]

Unique Clicks 503.8K | 118.0K | 2614K
m 84% | -19% | -51.6% | 65.9% | 56.3% !
Click to Open [IEXZA 17.9% | 9.1% 4.3% % 89
Rate -2.6pts || 0.3pts | 0.0pts | -4.9pts | -14pts | -5.6pts | -0.

192.4K 66.8 K 16.0K 52.6 K 128K 209K

Saat N 105% | 37.0% | 13.0% | 53.1% | s1.4% | 31.4%
2| Revenze $6.0M | $519.1M | $45M | $8.4M
g -9.9% 36.1% | 12.7% | -53.5% | 59.9% | 32.9%
E| Conversion [ETRUANIETY AN YT 10.4% 0Y
Fa Rate 1.6 pts 4.8 pts llpts | 0.9pts

Bookings per 2.2 5.8 1.6 2.0

Delivered(X) e300 26.1% 18.1% -49.3%

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

Program Summary

Note: PO mailings have been combined with their
respective Base communications for apples-to-apples
YoY comparisons

- 2015 Shop Marriott Solo drove 46.8 K
bookings, whose absence in 2016
resulted in a 10.5% decrease inYoY
program bookings and 25.8% decrease
in booking per delivered emails (K)

- Feb eNews/Benefits featured ‘16 Spring
MegaBonus (1st appearance) which
drove YoY campaign click engagement &
bookings increases

- Overall Lifecycle YoY Click to open rate
decreased due to:

- Incent Redemption batch
- Anniversary, high volume below avg CTO
- Hello AgainYoY drop




Bookings (K)

Executive Summary: MoM campaign trends
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Observations

- YoY bookings for Solo campaigns decreased by 61.0 K primarily due to 2015 Shop Marriott,
which drove 46.8 K bookings

- Feb was the 2" highest email delivery month since Jan 2012 due to volume increases in
MRCC, Lifecycle & Concierge
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Program MoM & YoY KPI trends: Feb 2016
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Open% — CTO%

Observations

- YoY Open rate fell by 17% YoY due to decreases in eNews/Benefits, Concierge & Solos
- YoY Click to open rates fell by 23% due to decreases in Solo & Lifecycle campaigns

- Conv% showed a positive YoY increase for the 24 month in a row




eNews Open rate declined with an increasing
YoY delta
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eNews Open rate fell by 2% MoM & by 20% YoY
MegaBonus in the subject line did not generate expected lift

2015 2016
Jan: Your Account: Start 2015 with MegaBonus Jan: Your Account: Travel Ideas for 2016
Feb: Your Account: Save up to 50% at Atlantis Feb: Your Account: It’s MegaBonus Time*

*MegaBonus Announcement (1/27) may have cannibalized Feb

March eNews Open rate 18.9%* based on 14 day report (*skews lower than monthly report)




MegaBonus Summary

- Fall’15 ended generating 159 K
bookings & $51 M

- Spring ‘16 generated as of Feb 126 K
bookings & $40 M




Fall ‘15 generated the 2*¢ highest bookings &
revenue of any MegaBonus campaign

Bk /

Fall'14 43.3 M 110.9K $28.06 M
Spring '15 50.2 M 182.2K $51.17M 3.6
Fall'l5 60.4 M 1868.8K $49.66 M 2.6

Observations
Fall‘15 campaign bookings grew 43% YoY
Fall’15 generated 24.4% less bookings and 27.8% lower bookings per delivered (K) than Spring ’15
Despite similar touchpoints there were significant differences between Spring & Fall ‘15 campaigns

Spring ’15 Fall ‘15
Corrected info Solo Plus Up promotion Solo
One-time send (605.2 K) - Medium volume (1.3 M)
High booking driver: 22.3 K bookings - 1.8 K bookings
Highest Booking/delivered (36.9) - Below avg Booking/delivered (1.3)

Hotel Specials (Dec) module
High volume (7.8 M)
Below the fold placement, low clicks & bookings
Non-registrants only
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The Total Earned mailing Click to open
rate doubled from Spring ‘15

Fall ‘15

SL: Your MegaBonus results are in! MB FIR FIR Bkngs /
et Deli d o % | CTO% |C %
f‘.E\.\V.“.f.?.'E’.?. Total Earned Revenue peno °| onvre Dlvd
T o Spring '15 2440K 42K $151M 68.1% 14.8% 17.3% 17.4
Fall'l15 283.7TK 9.6K $3.83M 65.0% 29.0% 17.9% 33.7

Spring ‘15
SL: Your MegaBonus Results Are In!

.......... & é‘ﬁ’;‘,‘:‘és Observations

Deliveries increased by 16.2%, suggesting greater participation in
o 3 33] x [333,333 [Alexandra], Here's What You Accomplished MegaBonus

With MegaBonus®

= O pes W W% - Changes include:
q . - Smaller icons, greater focus on “the numbers”
o ogasoms  T1OOSOGR Polnes
P~ - Account CTA
A\ ( .
J (. J_W;} - MegaBonus signage
[:01 sta;s [90] Nights
et st - Future considerations
Discover All the Great Ways You Can Redeem Your Points — Direct Booking CTA.

m Shop our gifts under 10,000 points. »

om, book a massage & play golf. »




By end of Feb, Spring ‘16 on pace to
exceed previous campaign bookings

MegaBonus continues to evolve
- New promotion type
- New touchpoints

Achievement

\arrioft
RE

First Name
Last Name

'13% Open%, 75% CTO%
127.0 Booking/Delivered (K)

You've Unlocked a New Offer: Up to 5,000
Points

Co You've achieved wins #1 and #2
Want more? Go for win #3. Stay again and ear 1,000 bonus points per night, up
10 5,000 points

a
polats

Eam up 0 5,000 bonus points 1o use toward future stays. shopping, dining and
much more. Thanks for being a loyal guest!

e 82 consecuiive nights spent at e same hotal. regarsless of ChaGLInchedout sty

MegaB Bkngs/
Firsetg;aMT:::lsls EIR Bookings | EIR Revenue Dlllf;

Spring '15 35.4 M 126.5 K $31.06 M
Fall'l5 36.9M 121.8K $39.26 M 3.3
Spring '16 37.5M 126.1K $39.78 M 3.4

* Note: Spring ‘16 to date results do not include Nonmember welcome or Display media

Benefit dedicated imagery/copy Nonmember Welcome

MegaBonus® Like a Winner, Alexandria!

There are more ways to win with the new MegaBonus.
Register & start eaming today. g

Free Night. Feel Like a Winner.

Join Marriott Rewards® now, eam a free night with _
Get A Free Night
MegaBonus®. Plus, unlock a bonus points offer 9

Offers modules to non-registrants

Stay twice and earn a free night
Plus, unlock more!

Earn a Free Night, Alexandria

Stay* twice and earn a free night, plus more,
when you join Marriott Rewards® and register
for MegaBonus® by April 15th.

“A 'stay’ is defined as consecutive nights spent at the same hotel, regardless of check-in/ched-out activity.

Aarrioft
Register Today @ _R“f \\/.\R n. s

Display Media: FB/GDN)
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MegaBonus offer in Nonmember Welcome did
not appear to stimulate engagement

Feb ‘16 Nonmember Welcome
(ft. MegaBonus)

Frstiame o\ M\arriott

Last Name

» Start enjoying member benets and exclusive offers.

Free Night. Feel Like a Winner
Join Marriott Rewards® now, eam a free night with _
MegaBonus® Pius, uniock a bonus points offer QetAFyee gt

What To Expect

Other Membership benefits include

W Eam up to 25,000 points with member promotions ike MegaBonus
@  Choose from 14 distinctly different brands for your stay

& checkin ana out faster with our mobie app
Enroll now for your free night and all of the privileges of membership.

Walch your inbox for additional emails from us about Marmott Rewards
membership. We look forward 10 your return visit 10 a Marriott hotei

2015 Nonmember Welcome

rovene o\ ANarrioft

Last Name

You Have Taken The First Step
Thank yo
night on us
program, May

ur interest, [first name) Enjoy a free

you join our award winning loyalty Get A Free Night

.&sﬁ \E '_:

Exclusive Promotions  Stay Related Perl
2ad

What To Expect

Other Membersnip benefits Inciude
WP Eam upto 26006 pas wilh s promotions s MegaBons
J  Choose from 14 distincly diflerent brands for your stay
& Checkin and out faster with our mobée app

Envoll now for your free night and all of the privileges of membership

Watch your Inbox for additional emaiis from us about Mamott Rewards
membership. We look forward to your return visit to a Marriott hotel

Nonmember EIR EIR Bk/

Delivered Open?% CTO% Convi

Welcome Bookings Revenune Del (K)

Feb'leé 2924K 131 $722K 253% 119% 15% 04
2015 Avwg 249.7K 131 $641K 27.0% 118% 16% 0.5

Note: 2015 Avg was May-Jan’16, excluding months where tracking may have been an issue

Observations
* Enrollment tracking was not enabled, the KPI for Nonmember
initiatives; enrollment tracking capability is being explored

* The addition of MegaBonus as incentive did not create higher
engagement than the 2015 average, with nearly identical Open,
Click to open and Conversion rates

- Ultimately, the incentive may have been perceived the same

- Nonmembers may not appreciate MegaBonus offering or bonus
points at this stage

Optimization considerations
* Limited time offer language
* Reinforce bonus points with redemption possibilities

13



PO Campaigns generated the 27

highest monthly bookings & highest
Click to open rate




PO Click engagement has shown steady growth

Bookings by Month
30.0 35.0
Feb Project EIR EIR Bk/
Delivered Open% Conv% Unsub% I
(WHPH ___14M | 215K | $8.2M | 30.5% 18.5% 27.2% 154 0.11% I [ 280
Benefits 421.7K  17.1K $6.5M 36.3% 37.9% 29.5% 406 01% 8 | 00
Destinations  506.9 K 15K  $599.5K  29.0%  4.4% 22.8% 2 9 0.1% 8 6o '
Offers  468.7K 29K $1.1M 27.0% 11.6% 19.9% 00% % | 150
% :
TSET | 1L7M | 43K | SL6M | 23.4% 11.9% -a 0.16% I SN
Benefits 485.5K 27K $1.0M 26.4% 19.4% 11.0% 5.7 0.1% g - 100
Destinations ~ 630.0 K 733 $300.2K  23.8%  6.4% 71.6% 1.2 02% " 5o
Offers  593.0K 810 $300.4K  205% 10.9% 6.1% 1.4 0.1% ' 50
Total | 51M | 258K | $9.8M | 26.6% 15.3% 20.3% 5.3] 0.15% [ | | |
Jul'ls Aug'15 Sep'l5 Oct'15 Nov'l5 Jan'l6 Feb'l6
N = PO Bookings ——PO Delivered
Observations
2nd highest monthly bookings driven by MegaBonus featured Email KPIs by Month
in Benefits & Offers 35.0%
- Highest CTO% & 2nd highest Conv% 30.0%
25.0%
Compared to the base email program, PO-dedicated campaigns: Y
- Generated 18% Higher Open rate oo
76% higher CTO%
i 10.0% e TTmeee.. --
-83% higher Conv% ---T
5.0%
0.0%
Jul'18 Aug'15 Sep'158 Oct'15 Nov'18 Jan'16 Feb'16

——POOpen% - - POCTO% «++ PO Conv¥%

(31 01) sTrewe poasajied



EIR Bookings (000s)

MegaBonus timing was a large factor in
determining YoY impact of Benefit with eNews

YoY eNews vs eNews+Benefits

100 130

120

F 110

- 100

- 90

8.0

1.0

6.0

/3 £ Ji 7 4, Se W
gy “big M""“‘Jﬂ oy Yy, 5 g Wig Y015 Bl Otz g
mmm Bookings mmmLY Bookings memPO Bookings =—=Delivered =LY Delivered

%‘15‘

() sireury paas a2

July 15
Benefits launches end of month

Sept ‘15
No MidYear promo

Oct-Nov’14
MegaBonus response peaks

Dec ‘15
PO rolled into YIR eNews

Jan ‘16
No MegaBonus

Feb ‘16
Announcement Solo (1/27)
cannibalized response?

Observations
- There were 4 months where LY bookings were higher than eNews+Benefits vs 3 months

the impact of PO targeting challenging

- The timing of MegaBonus launch & when it was featured influenced monthly bookings that make a clean read on

- YoY comparisons are limiting, campaign-level hold out analysis can provide a more accurate assessment
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Hotel Specials/Offers bookings were driven by
presence of strong offers & sweepstakes

YoY Hotel Specials vs Hotel Specials + Offers

25

- 100

20
© Compelling
- 80

sweepstakes

6.0

40

EIR Bookings (000s)
(A1) sTrewd patsAr=Q

2.0

0.0

2,
oy

Oe,

J &
’ ., S,

N oy Yarg

T A &
%I.JS %y_js Hq"’&' ‘QL]&. ‘qﬂg‘.‘.s s@p\l\? o\'-‘!'..Ja QP.JS

mmm Bookings s LY Bookings  msw PO Bookings =——Delivered =LY Delivered

Observations

- There were 4 months where LY bookings were higher than eNews+Project Orange vs 3 months

- Compelling offers in Featured Brands section of the older template correlated with decreases in YoY bookings:
- Dec ‘14 featured a 50 K Sweepstakes in the Featured Brands
- Jan ‘15 60% off Atlantis, $250 airfare credit
Likewise, sweepstakes in the new template in Sept drove high engagement & bookings

brand offers or

17



WHPH & TSAT demonstrated
different engagement with

MegaBonus, Field Offers &
Destinations




Benefits: Spring MegaBonus created high
engagement & bookmgs with WHPH & TSAT

Bookings vs Delivered emails by segment

Observations

MegaBonus offering has evolved & may have
helped drive response, particularly for TSAT

- TSAT generated 27.9% more bookings than Jan,
which was the previous highest booking month
(featured a Hawaiian vacation sweepstakes)

- WHPH continued trend of high engagement with first
look at MegaBonus (in Benefits)

MegaBonus should still be primary feature for
both segments
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Jul-18 Aug-15 Sep-18 Oct-15 Nov-15 Jan-16 Feb-16

«===TSAT Open% == TSATCTO% =« » +TSAT Conv% ===WHPH Open% == WHPHCTO% ¢ ¢ «WHPH Conv% 19



Benefits: WHPH engaged heavily with

MegaBonus content

Observations

WHPH had strong engagement with MegaBonus, generating 85% of
clicks (similar to Sept Benefits feat. MegaBonus)

* 56% of clicks for TSAT Benefits went to MegaBonus Top Offer

* B53% of clicks went to Top Offer for eNews audience

Aside from the Account Box, no other section received more than 2% of

clicks

* Majority of WHPH click engagement is with MegaBonus, consider
repeating & reinforcing content sharing space with MegaBonus in
other campaigns

WHPH Benefits

Your Account: MegaBonus® Like a
Winner [,FNAME]!

| Account Box

"1 6%, 903 bks

Points Hights

Search —
1%, 146 bks E :

= Top Offer
85%, 15.1 K bks

MegaBonus® Like a Winner, Alexandria!

There are more ways 10 win wilh Ine new MegaBonus :
Regsster & start eaming today. Register Now

Top Offer 2
1%, 93 bks

nnse across Canada
off plus breakfast for two.

Rewards
2%, 244 bks

See Benefits Book Your Car

L 1%, 155 bks /L o J8. S

AUTOGRAPH
COLLECTION" (o
HoTE

Redeem
2%, 220 bks
Y HER

d-wnning greens
Manta Rays »

& heart of the ity
in the soth floor

pool

—| Products
| 1%, 68 bks

Hotel
Openings vk

The Hague M

te-
of-the-art hotel your networking base

[ RN




Benefits: Hotel Openings
continued to engage TSATSs

Observations

The elevated Hotel Openings continued to generate click engagement
for TSATs

* 6% of clicks (vs 4% in Jan)
* Conv% was slightly below average (4.1% vs 4.8% avg)

TSAT continued to find value with Hotel Openings

Benefits
Your Account: Your MegaBonus®

Account Box
15%, 5712 bks

(m
4%, 158 ljks Top Offer

56%, 1.6 K bks

Top Offer 2
4%, 101 bks

‘ Rewards
| 5%, 90 bks

Hotel
Openings
6%, 12 bks

B

AUTOGRAPH U

Redeem
|| 4%, 36 bks

- e

"""l City Scene -
=== 2%, 17 bks \

= J0b

The Two Bellmen
Are Back!

al




Field Offers generated positive change for

both segments

Observations

Offer performance was consistent with Jan when
Field Offers were introduced

WHPH bookings were 40% higher than the 2015
average, mostly due to high CTO%

TSAT bookings held steady MoM with a high
CTO% but similar low Conv% as Jan

- 2015 avg Conv%: 8.1%

- 2016 avg Conv%: 5.8%

When removing months that featured
Sweepstakes (Sept & Dec) TSAT bookings are
averaging 15% more monthly bookings than 2015

Propensity modeled Field Offers were a
significant positive change for WHPH &
generated incremental positive change for TSAT

Bookings vs Delivered emails by segment

3.5 1.0
® Sweepstakes featured
3.0 6.0
& 25 5.0 g
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TSAT Bookings  wm WHPH Bookings  ===TSAT Delivered  ===WHPH Delivered
25.0% Email KPIs by segment
5 0
30.0% —_— —
0 \
o’ .
25.0% Teet -
M e
20.0% "'.._ ._--""""-t?T:‘
e 0"
15.0%
-— e P " an ogp o=
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®escess - cesee o™ e, —;-1.._..--’.
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===TSAT Open% == TSATCTO% ¢ » »TSAT Conv% ===WHPH Open% == WHPHCTO% ¢ » »WHPH Conv%



Segments engaged differently to Destinations

Bookings vs Delivered emails by segment

Observations

Since October, Destination bookings have
declined MoM for WHPH while increasing for TSAT

- WHPH did not appear to be engaging with the
Top Offer & new minor module format & content

- Conversely, TSAT responded well, generating
the highest number of clicks and 279 highest
Click to Open rate; the minor module drove the
increase in clicks

March Destinations will move to a new format
& travel inspiration content

3.0 7.0
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- e —————— L 80
S 2.0
o
=)
- - 4.0
215
% - 3.0
o
M 10
[ - 2.0
2]

0.5 - L 1.0

0.0 - 0.0

Aug-15 Sep-15 Oct-15 Nov-15 Jan-16 Feb-16
@ TSAT Bookings  mm'WHPH Bookings  «==TSAT Delivered  ===WHPH Delivered
Email KPIs by segment
35.0%
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25.0%
P a0®%°®®0c000040000°"”
20.0% eee. Laet"
15.0%
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10.0% —
‘.‘" e - = - .o-""'.""o-'-.
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Aug-15
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Sep-15
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Oct-15
@ » *TSAT Conv%

Nov-15
=== WHPH Open%

Feb-16
© » »WHPH Conv%

Jan-186
== WHPHCTO%
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Destinations engagement improved for TSAT

Feb
Deli d (0] % |CTO% | C %o Unsub%

WHPH 506.9K 15K $599.5K 29.0% 4.4% 22.8% 0.1%
TSAT 630.0K 133 $300.2K 23.8% 6.4% 1.6% 0.2%

$899.7K| 26.2%| 5.4% 13.1% 1.9 0.2%
mlmm—---—

WHPH

Feb continued the lower engagement trend with content:
+ 2nd]owest clicks generated by the campaign

* Click% to Account Box and Search increased

Compared to previous 2015 Destination versions:
* Top Offer message did not feature an offer or destination & featured one link
* Minor Offer did not contain CTA buttons

TSAT
Feb generated the highest monthly clicks and Conv%

* Unlike Jan, TSAT engaged well with the Minor Offer section; the percentage of
clicks to the Minor Offer section doubled MoM

WHPH

[FNAME, JTake Charge of Your Travel

Account Box @
| 46%, 191 bks

Search I
10%, 163 bks >

Top Offer
13%, 163 bks

TSAT
[FNAME, [We Found Your Next Escape

wul Rocount Box &
: 26%, 359 bks -
P ]

Search -
10%, 125 bks ‘\

== Top Offer
3%, 60 bks

Swirl, Sniff & Sip in

&| Minor Offer
"% | 45%, 155 bks |




TSAT click engagement with the Minor module
increased with each placement

Jan
Observations
February featured US destinations where Jan featured PR L Swirl, Snif&Sip n ) R
: earn to Meditate Napa

International in Bali Take  behintne-scenesfour 2,329 Clicks -

Finc your Zen on 3 prstne through California wine country J J

1 31 3 White-$300 Deach a8 you're and taste wine like a master
Focus on US destinations & experiences for TSAT e Seboan & b = p
1]
: : T Napa Valley Marriott® Hotel & Spa »
Other monthly differences in content N (oot e SRS /\\ U e iyt v s w3 st
. « ey . . . S 0O M e 5pa "

* Recognized activities associated with locations

- Wine — Napa
- Jazz — New Orleans Ride the Dunes in
ubal
* Audience familiarity with content

Find Your Zen in
Orlando

Biss out In the city’s most
beautiful spots. Stroll through

Crank up your adrenaine stee
CRIDNG Over Cunes i A 45
and caning donuts in he sand

Leu Gardens or visit the Mayan
Courtyard

* Larger Images

JW Marriote

Dubal » g The Ritz-Cariton® Orlando, Grande Lakes »

IW MARRIOTT G418 06 I Mt Al RO Desert. Get your 1N night for ree . _ Find your escape on 500 acres of natural beauty that includes
when you redeem four mights Wl atwrd sanctuary, spa, golf course, fine dining and more

) |

Enjoy Jazz in New
Orleans

Get schooled in jazz with 3
show at Preservation Hail
Lours Armstrong Park of the
Litve Gem Saloon

Shop the Foating
Markets

0 Banghok. vencons pacale he
Canas seling snacks and
souvenis. BINg your camera
10 Capture the Color

rena AC Hotels New Orleans Bourbon/French »
Quarter Area
MENASSSANCE'  E£ach sarket has s Own Personasty. Your Rotels Havigator —
o Get the Inside scoop about Bourbon Street and the French

can point you 10 the best one o you

Quarter from the holers in-the-know bartenders.




Feb content focus highlights:

- Hotel redemptions were a content focus
in eNews/Benefits

- Point earning offers were featured in
Hotel Specials/Offers




Hotel redemptions content was expanded in

eNews

Feb eNews % clicks

I Header "
| 18% =
[ ——aFmeAwem——— ]

MegaBon S

ST

Travel with Nicki Minaj, Eric Church & more.
Download music for your next trip - it's on us!

Ways to Earr

Drive Off the

‘Where to Use Your Points More Hodemprices @

. Sochi Marriott  Tsaghkadzor
Shahdag, Krasnaya Polyana  Marriott Hotel
Autograph Hotel ¥

Collection® ;

= [l
Gateway to the Bahamas

The Hap

‘The Frankdin Hotel Courtyard® jague
dence  Nizhny Novgorod  Marriott* Hotel
Gi .

atle
Par

eNews Hotel Redemptions
*4% of eNews clicks

*Ski destination focus
*Y2 US, % International

Where to Use Your Points More Redemptions ©

Marriott's The Ritz-Carlton®,  Vail Marriott®
MountainSide Lake Tahoe Mountain Resort
45,000 Points 60,000 Points 45,000 Points

Pik Palace, Sochi Marriott Tsaghkadzor
Shahdag, Krasnaya Polyana  Marriott Hotel
Autograph Hotel 10,000 Points
Collection® 20,000 Points

10,000 Points

EZS (Hotel Open .
2%

Observations

Hotel Redemptions content was expanded
- 3 slots to 6 slots
- Replaced product redemptions

The increase in Hotel Redemption content

did not appear to increase click

engagement with eNews audience

- 4% of eNews clicks, avg for MegaBonus
months

- Destinations may not have been optimal
click engagement categories(ski &
international destinations), missing a
theme
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Hotel redemptions content continued to follow
a Brand theme in Benefits

TSAT Benefits

u

s Account Box
15%
e ]

Search
2% -

D i)
Top Offer
56%

tw‘

Top Offer 2.
4%

Rewards

Hotel
Openings
6%

4

Redeem
4%

TSAT Benefits
* 4% of clicks
* Highlights: Portland (Maine),

Barcelona, Mauna Kea

AUTOGRAPH Just like you, every hotel in the Autograph
COLLECTION" Collection® is unique, with a story all its own.
W

Make your next trip #ExactlyLikeNothingEise.

The Press Hotel, Portland, Maine

Experience Portland's cultural revolution while enjoying ocean-to-table

fare and vintage press design

Cotton House Hotel,
Barcelona, Spain

Ascend a 7-story staircase
that evokes spinning cotton. ~ »

Mauna Kea Beach Hotel,
Hawaii

Swim with Manta Rays at night
in Kauna'oa Bay.

Observations

Hotel Redemptions were aligned by brand for the
24 month
- Feb: Autograph; Jan: Moxy

Organizing Hotel Redemption by Brand

appeared to generate additional clicks for TSAT

. Generated 4% of TSAT Benefits clicks,
incremental and above avg for MegaBonus
month

Organizing by Brand has benefits
- Drives brand portfolio awareness
- Provides context to recommended location
- Can highlight diverse locations & experiences
- Hotel Redemptions in eNews focused on
mountain destinations
- Hotel Redemptions in TSAT Benefits highlighted
cuisine in Maine, design in Barcelona, Beach in
Kauna’oa Bay

* WHPH Benefits: 85% of Benefits clicks were to Top Offer
(MegaBonus) & clicks to all other sections were incremental
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Bonus point Field Offers were featured in the
minor module in Hotel Specials/Offers

Minor section for Hotel Specials & Offers featured point earning offers

- Hotel Specials: 3% of clicks, less then half of average; consider other offer categories

- TSAT Offers: 5% of clicks, average to other sections;

- WHPH Offers: 10% of clicks; more clicks than the Major & not due to MRCC; continue to feature earn opportunities

TSAT Offers
* 5% of total clicks

WHPH Offers
*10% of total clicks

Hotel Specials

* 3% of total clicks
» Majority of clicks to MRCC offer * Clicks skewed to MRCC

* MRCC generated 2% Conv%

* Clicks distributed throughout
* MRCC generated 14.2% Conv

€ Do This. Earn Points. All Deals @ @ Pile on the Points, Alexandria! See Al @ € Earn Points for Your Next Stay! See Al @

WHPH engaged with earning
opportunities more than other
segments & relative to other
content; opportunities include:

- A permanent offer module in
Your Perks, Our Pleasure Offers

Limited Time Offer! Your Perks, Our Pleasure
Your Marriott Rewards Credit Card® gives you

Earn 80,000 bonus points and an annual free night Your Marriott Rewards Credit Cara® gives you m guaranteed Elite Status. . . .
guaranteed Eie Status - Increasing earning opps in

WHPH Benefits
- WHPH specific MRCC copy

Hit the Links In Soak Up the Sunin  Earn Up to 3,000

Hit the Greens in leb-Watch in t Qutside in th 5,000 Points in Take California for Go West for 3,000 v
Lthe Greens Celeb-Watcl Get Outside Inthe P Arizona California Points out West
Arizona California West Arizona 1,000 oints
For 3 limitedtime, golftoyour  Save 10% and get 1,000 The longer you stay, the more
Take your cubs outfor some  Graba starmap andlourte  Hike the Oregon coastor ski Golfto your hearfs content  Escapeto sunny California  The fonger you stay, the more hearts content and eam bonus points with your ‘we'l pay (1,000 points per
spring raining. Eam bonus  LA-area mansions with Colorado. Ean 1,000 nightly SN SMTOINOUMIN N o0 e Wabhend and iR we'l pay (1,000 polnts per bonus points at several weekend escapetosunny  night upto 3,000) at 40
Ppoints on a golf package. 10% savings & points. bonus points at 40 hotels. Dolnts while youre swinging give you 10% off pius 1,000 night up to 3.000) at 40 Arizona hotels. California. ‘western locations.
those clubds. points. western locations.
Get 5,000 Points Get 1,000 Points Up103,000 Points  »
» » Up Tee OF »  SoakUpthe Sun » GiddyUp " Golt for 5,000 » Beach for 1,000 » GoWestfor3,000 »
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Incent Redemption was refreshed
to combat steadily declining

email KPIs since launch

-13% Open rate
-16% CTO

-19% Conv%
-41% Bk / Del (K)




Refresh included a new audience

Incent Redemption
Batch delivery schedule:
*Jan ‘18

*July ‘15

*Feb’16

A refresh launched Feb ’16:

* 10K point trigger (vs 75K)
expanded audience

* Targeted content against point
balance tiers- Redemption
slider

Incent
Redem

Jan'l8

Delivered

750.5K

EIR

Bookings Revenue

8.2K

EIR

$3.28 M

Open% CTO% Conv%

47.6%

16.9%

13.5%

Bk/
Del (K)

10.9

oK N T K 0.2% 0% . .

Mar '15 22.1K 348 $170.4K 52.0% 23.6% 12.8% 15.8
Apr'ls 215K 460 $191.1K 51.7% 23.6% 13.7% 16.7
May '156 30.3K 401 $166.6 K 49.3% 22.5% 12.0% 13.3
Jun'l5 22.5K 319 $110.3K 49.3% 23.1% 12.5% 14.2

I Jul'18 409.0K 3.2K $1.32M 43.8% 15.6% 11.4% 7.8 I
Aug'ls 51.1K 550 $201.0K 48.4% 17.1% 13.0% 10.8
Sep'15 54.1K 586 $267.2K 44.3% 18.9% 12.9% 10.8
Oct'l5 115K 828 $303.8K 47.7% 11.7% 12.7% 10.7
Nov '15 59.3K 532 $205.0K 46.8% 17.0% 11.3% 9.0
Dec'l5 42.7K 412 $1426K 44.1% 182% 12.0% 9.7
Jan'16 75.8K 10K $422.1K 53.8% 18.3% 13.3% 13.1

I Feb'l6 560.9K 3.6 K $139M 414% 14.2% 10.9% 6.4 I

Observations

* There was a steady decline in email KPIs, overall & with each batch send

* The lower threshold increased volume & likely included a less engaged audience

Conduct link & point balance segment analysis with March data

* Incent Redemption may be the 3rd/4th highest email & booking volume Lifecycle

campaign so optimizations may be meaningful

Feb’l6
Here's What [XX,XXX]
Points Gets You, Jim

2015-Jan’16
Jim, indulge with your
[XX,XXX] points

[Vail Marrictt

Mountain Resori]

-
[Fort Lauderdale  [AC Holal

Bangkok Marriott Hotel Sukhumvit
You heed 1000} g rech our s

e {12,000)




Key Takeaways
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Spring MegaBonus continued to outperform previous campaigns, potentially due to the new format;
continue to feature prominently for all segments and increase visibility by expanding module
support Hotel Specials/Offers to registrants

Track Nonmember welcome enrollments to measure impact of MegaBonus offer as incentive
For WHPH repeat & reinforce content sharing space with MegaBonus into other campaigns

Segment affinity trends based on engagement with Benefits, Destinations & Offers:

TSAT WHPH
Propensity modeled Field Offers Propensity modeled Field Offers
Hotel/Brand content Focus on MegaBonus
Prioritize US destinations over Int’l More emphasis on earning opportunities; MRCC

Jan/Feb versions of Destinations format

Hotel Redemptions did not appear to resonate with eNews audience but may have for TSAT; explore
potential engagement further by:

Aligning hotel redemption opportunity by brand
Featuring more diverse destinations & experiences

Understand the impact of Incent Redemption expanded audience with a deep-dive analysis
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Competitive

Insights
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Valentines and Spring
prevalent themes

Dedicated to Valentine’s Day

* ‘Romance Package’ offers
» For Couples, food & drink lovers, single mixers

DISCOVER MORE starwood
—

Will You Be My Valentine? - 1S INTHE AIR

YALUMBA THE DUBLINER'S

sValentin'sSet  Every romantic couple dining  The loveable Emmanuel
tswith a sparkling  at Yalumbaonthemightof serenades the Black Valentine
fpink fizzbeforeten  the 14 February will receive  Brunch from 1-4pm on Friday
es. all foronly AED 3 rose on amival, with our the 12th February for just
fperson love AED 89 per person

Phes!

Valentine's Dy is the persct excus
express cur Kove o the moet impor

LEARN MORE LEARN MORE

Bring your loved ones and we'll ask Cupid + The Valentine's Spiritis Upon Us
to shoot his armows of love.

For a blissful end to a hectic day, visit Le
Merdien Dubar's Food and Beverage m
Outiets for our luscious Valentine's Day

offers.

M'S BISTRO's CASA MIA WAREHOUSE

W' Bistro has a mouth- Casa Mia's San Valentino set  Our 3D Tinder Party on Friday
watering set menu on menu isfor peoplewho are  12th February is made for
Valentine's Day including sea  passionate about Italian you to mingle and includes
bass and cuisine. attractively priced at  supper, unhmited drinks and
Wagyu stripling steak for only ~ only AED 480 per person unlimited fun

AED 380 per person
LEARN MORE LEARN MORE
LEARN MORE

reak continue to be

Spring Break offers

BOOK A ROOM SIGN IN OFFERS

'j\

or Everybo

CARLSON’

Hi, Mitchell Acct. ending: 4091 Points: 0* | Red Member

KARMA REWARDS.
 Duus_

v your fa

GET UP TO 25% OFF STANDARD |
UP TO 30% OFF PREMIUM RO(
SUITES.

Escape from February 24 - April 30, 2016 / Prepaid, non-rsfundabil T ake 25% Off this Spring Break
d f th k by hotel / Blackout dates ly / At
BYE S5 WS VALY 2 ol s s B [Beat the winter blues with Carlson Rezidor and save 25% on sun-filled getaways now through Februar

29. But hurry, book between February 10 - 12 to save at participating Radisson®, Park Inn® by Radisson
and Country Inns & Suites By Carlson™ hotels

Book Today » Member Offers » Explore Hotels » My Account »

hotels / Subject to availabiity

BOOK BY MARCH 4, 2016
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Alerts in Hilton’s account newsletter

HILTON
HHONORS

Good

[LE] (T)u(al Points

Tier Status

Blue

VIEW ACCOUNT O

Introducing Tru by Hilton — a new brand that's simplified
spirited & grounded in value

EXPLORE HHONORS | DOWNLOAD APP | OFFERS

Af’(ernoon MITCHELL

unt# 27750435 ity 3 of 20.FEB-2016

Based on your activity so far this year, your 2017
sta 4 be Blue

LEARN MORE ©

R

POINTS OR MILES
AT EVERY HOTEL

=20 TREAT.
_ n
(J Vi

LEARN MORE LEARN MORE

Hilton Account Statement
- Dedicated real-estate to member activity
- “Account Alerts” positioned as personalized notes

Good Aﬁernoon MITCHELL

ount# __ of 20-FEB-2016

Based on your activity so far this year, your 2017
status would be Blue.

Total Point
I-[': Ooa oints

Base Points |
Eamed

) Stays
Tier Status i\ Completed

Blue

0

VIEW ACCOUNT O / 4 Stays

Puoints

A Check out your Account Alerts

Introducing Tru by Hilton — a new brand that's simplified,
spirited & grounded in value.

LEARN MORE

» 8N You're not registered for the Double Your HHonors promotion. REGISTER NOW o
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GOLD PASSPORT

THE LATEST FROM HYATT SOLD PASSRORT

‘Where Wil Your Polnts Take You?

for us with every stay

Cast your ballot for Hyatt Gold Passport®
in this year's Freddie Awards.

P s

o ieisintin S

Mark Zen
Membership Number: 526631633

MY ACCOUNT

Make your voice heard and vote for Hyatt Gold Passport® in this year's Freddie Awards - recognizing

the best travel loyalty programs in the world

Year after year, you've helped make us one of the best hotel loyalty programs around. Let's do it again.
Cast your vote by March 31, 2016.

VOTE NOW

reddie Awards were featured in multiple
ouchpoints

Deals: 80

Dayton, OH

Great offers
worth celebrating

Los Angeles, CA
Philadelphia. PA

WYNDHAM

REWARDS
You've earned this:

and under’
s77 | Denver.co
S73 | Seattle.wr
63 | Baltimore. MD

Every stay earns points toward FREE NIG|

Wyndham Boston Wingate by Wyndham
Beacon Hill St Georse
Boston, WA St. George, UT

Have another adventure in mind?

. freddieawards

Steals: 560 and undef

Wyndham Rewards #153091230G

Sho|

Hello, Mitchell

0 points as of 02/22/2016

Hello, Mitchell
Wyndham Rewards #153091230G
0 points as of 02/20/2016

WYNDHAM

REWARDS'
You've earned this.

. freddieawards

Show your love for
THE MOST MAGICAL
rewards program inthe world.

Vote for Wyndham Rewards in the Freddie Awards now through March 31, 2016

The winners of the Freddie Awards are the best of the best in loyalty travel programs. What
makes these awards so exciting and special is that they are voted on by YOU. So, if you love
carning free nights fast at amazing hotels across the world, then vote for Wyndham Rewards in
the 2016 Freddie Awards.

’% Ranked one of the Best Travel Rewards Hotel Programs by U.S. News and World Report.
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Notable February IHG communications

Post-Stay enrollment message
* May be proof of concept to

expand nonmember enrollment
following a stay

MAUREEN SCHMIDT | Member # 573139519

“Rewards it

Welcome
1t was great seeing you during your recent stay at interContinental® Hotels & Resorts
New York Times Square, and thanks for joining IHG® Rewards Ciub. Let's get you set up

START HERE

* Includes stay details
* Does not include benefits
*IHG app

Stay connected

The IHG® App is 2 great ool for making your irave easier. You can keep your member
number close and book travel quickly and easily

Your member number. 573139519

PiN. 5765

- Access your virlual card anytime
« Find a hotef and book a stay
+ Manage your reservations

DOWNLOAD THE APP HERE >

Points for surveys

* Receive 1-2 surveys a month for
500-2,500 points a survey

Rewards John Delgado | Member# 241169553 | Login

Reservations | Eam | Fecbem | Enpy

B Reservations: 1-888-897-0083 CONNECT g emuos &5

IHG? Rewards Club IHG™ App

Dear John,
A1IHG" we ar= always looking fo improve our guesis? experiences.

Vied like 1o extend an exclusive invitation for you 1o join the IHG? Flewards Club member panel ?
IHG® Rewards Club Advisors.

As amembe: IHG Re Club | you will mceive 1 10 2 sunvey invitaions a month
asking for your insights and opinions on a range of opics. These topics will be IHG? specific and the surveys
will b very short (approximately 5 to 10 minutes), with all results remaining confidential and for IHG? use only.

Ifyou are selected as an IHG” Rewards Club Advisor, you have the opportunity fo recsive bstween 500 and
2,500 HG? Rewards Club points for each survey you complete. Your responses will help quids and grow

1HG? Rewards Club.

fiyou have any problems sie, ple

D Join Now

OTA Subject line testing

- SL1: The Top 3 benefits of
booking direct with IHG

- SL2: Here’s why you should
always book direct with IHG

I.G'Rewards ‘Mitchell Blfss | 1oroer # 561055471
Club Rosscions; | [Sain | Radeim. | BNy

The Top 3 benefits to booking
direct with IHG

‘When youre ready to plan your next tnp. reserving a room directly through IHG can
aff for you Here are e 1op Uree T€asons why you Should #ways Dook direct

‘Top 3’ benefits:

- Always earn points

- Best price guarantee

- No hidden booking fees

2. You'll enjoy our Best Price Guarantee

Baok direct with 1HG and take advantage of our Best Price Guarantee If you find a Jower price on
any other site, your first nignt is on us.

3. No booking fees

Ao prise hidden fees
from other trave! sites

Book direct with the IHG= App

Bo0k wilh s onéine of Nrough e NG App and plan y . stay in just 3 few steps:
Find & hofel and quickly manage your fesefvations ffom any moble device

Your membes number; 861058473
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SPG may have added a personalized touchpoint
to their welcome series

Member Number:

Let the
luxury begin s

Dear Mitchell,

I'd like to personally thank you for recently joining the Starwood Preferred Guest® program. And now it's my
pleasure to share a bit more about the best benefits in the travel industry with you.

Starpoints®, Free Night Awards and Award Flights without blackout dates, Moments® by SPG®, and so much
more — once you experience the richest benefits in the industry, you'll see how rewarding your travels can be.
Find out: Book your next getaway at any of our more than 1,200 luxurious hotels and resorts worldwide —

including St. Regis®, W® and Westin®. | know you'll love it. Content highlights

As a member, you'll always earn Starpoints and credit toward elite status when you book through spg.com
and the SPG Apps for iPad®, iPhone® and Android™. You'll also get free in-room Internet access. Plus, you Forma]_ and pe]_’sonal message
can redeem Starpoints, score local tips, get directions and so much more. o .

.
But if you book through Expedia, Booking.com or any other third-party booking site, you miss out on POS]'t]'ons Sta‘rpo:l'nts a‘s a'
Starpoints, credit toward elite status and free Internet. :

recogmzed currency

‘Whether you're traveling for business or pleasure, you have the world's largest and most distinctive collection .
of luxury hogels and resorts at your fingertips. So go ahead, start getting the most from your SPG membership. L Book D]Iect
You'll be thrilled you did.

.
We ook fanratoseing you s, More formal and personal,
%( signed by SVP

Chris Holdren
Senior Vice President
Starwood Preferred Guest
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February 2016
MR Campaign

Reviews
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Feb ‘16 eNews performance summary

eNews +
Program Benefits eNews Benefits

Total 83.9 M 11.5M
Delivered 20.5% 8.6%

(]
E R 0-20% | 025%
g 0.1% 0.1%
S
Delivery Rate
Open Rate 22.6% | 22.5%
-4 8pts | -4.6 pts
201M | 26M
g| Opens 0.5% | -9.9%
S
g Click Rate -1.1pts | -0.8 pts
& Unique Clicks 1LIM 463.4K
23.1% | -8.4%
Click to Open ICREZ 171.9%
Rate -2.6 pts 0.3 pts
_ 1924K | 66.8K
Bookings -10.5% | 31.0%
3 reverue TRl $17.1M| $1.5M
S 9.9% | 36.7%
£| Conversion [RINDANESTETA
b Rate 1.6 pts 4.8 pts

Bookings per
Delivered(K) [EF4R:L7 26.1%

Observations

- Feb eNews deliveries increased 8.6% YoY and bookings
increased by 37.0% YoY, resulting in an 26.1% increase in
booking per delivered email (K)

- Feb eNews/Benefits featured ‘16 Spring MegaBonus for the
Ist time, which helped drive a slight increase in Click to
open rate and a 14.4% YoY increase in Conversion rate

- Open rate fell by 4.6 percentage points, 2015 featured a
50% offer vs 2016’s MegaBonus in the subject line

- New benefit highlights drove click engagement in the
Rewards section while increase in Hotel redemption
options did not appear to




Feb ‘16 eNews* MoM performance summary

20

80

70

80

EIR Bookings (000s)
(IN) strewry ps1aaleq

/s & Ji Ji 4 8 W D,
g RN M“‘w,g 4"“13 %?-13 gg g Y915 EN Oer.s5 LN ey
mmm Bookings mmm LY Bookings wew PO Bookings =——Delivered =LY Delivered

* Include Benefits

Observations
YoY differences in MegaBonus campaign touchpoints include:
- Jan’16 eNews did not feature MegaBonus
- Jan’ 15 eNews (1/6) preceded Announcement Solo (1/9) and likely “announced” MegaBonus to the greater audience

- Spring ‘16 MegaBonus announcement Solo (1/27) preceded 1st MegaBonus feature in eNews (2/2) which likely cannibalized
bookings Feb ‘16 eNews may have driven
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Feb ‘16 eNews email KPI trends

35.0%
" \LY Open%
30.0% -
” 7 S~ oo
Open% y A
25.0% - = — =
CTO%

20.0% y -
/ \ /\ /\ ’ \
L
15.0% LY CTO%, _ / e
S —— \/ g
P\ fY Conv% - I . =

- - P Sy oy
10.0%% 7 g™ — ____-‘-‘--.:._—.__ ~— .....-l"'""'-"""'--.__ - 1 /
Conv% \/ \/
5.0% T T T T T T T T T T T T T T 1
Dec-14 Jan-15 Feb-15 Mar-15 Apr-15 May-15 Jun-15 Jul-15 BAug-15 Sep-15 Oct-15 Nov-15 Dec-15 Jan-16 Feb-16
Open% —CTO% Conv% = = LY Open% - = LY CTO% — = LY Conv%
Observations
- Click to open and Conversion rate increased as expected featuring MegaBonus; however, Open rate decreased 2%
MoM & fell by 20% YoY
2015 2016
Jan: Your Account: Start 2015 with MegaBonus Jan: Your Account: Travel Ideas for 2016
Feb: Your Account — Save up to 50% at Atlantis Feb: Your Account: It’'s MegaBonus Time

MegaBonus Announcement Solo (1/27) cannibalization?
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Feb ‘16 eNews sections

Observations

* Top Offer featuring MegaBonus generated 53% of email clicks, the
highest click% as well as the highest Conversion rate since Jan ’15;
factors include:

- New MegaBonus featured “Free night” vs points

- CTA & copy alluded to more rewards; good balance of detail with promise of
more

- This Spring MegaBonus email lacked the WHPH/TSAT audience, which has
shown a greater likelihood to click throughout the email; this suggests a
greater attraction to promotional content for the rest of the PO segments

- Single Top Offer; consider an exclusive Top Offer spot to MegaBonus launch

* Within the redemption section of Rewards, Hotel redemption opps
expanded to six placements, replacing product redemptions; the section
generated 4% of email clicks, this historical average in eNews featuring
MegaBonus

- While compelling content always generates clicks, the increase in Hotel
redemption content did not appear to increase click engagement

3

Rew - Main
1%, 1.6 K bks

Make Leap Day an Extra Deita Hotels* is Now Across
Beach Day Canada and in Orlando

JW Marriott® Presents: Two Bellmen Two
wean oty cuo's new tim

Travel with Nicki Minaj, Eric Church & more.
Download music for your next trip - it's on us!

Ways to Earn This Month

Drive Off the Beaten Path

Top Offer J
153%, 29.4Kbks

Where to Use Your Points.

|| Hotel Rdm -
| 4%, 625bks =~

The Ritz-Carlton®,  Vail Marriott*
MountainSide Lake Tahoe Mountain Resort
45000 Peines 50000 Pants 45 000Fonts

Pik Palace, Sochi Marriott

Tsaghkadzor
Shahdag, Krasnaya Polyana  Marriott Hotel
Autograph .

Collection®

A 1

See: Junkanoo Eat: Conch Do: Swim with

JW Marriott® Los Cabos Beach Rest
i e

sy o his bocaly inspired

ort & Spa

INTT A

FpLE

The Franklin Hotel  Courtyard* The Hague
atindependence  Nizhny Novgorod Hotel
ty Center oaieat

Park




Feb ‘16 eNews link analysis

Observations

Section click engagement

* The Main section of Rewards featured significantly more content then the section average which
led to an increase of clicks

Main: 30.4K

Rewards Header: 23.8K

Hotel Redemptions: 17.5K

Earn: 6.7K
Engaging content

* New benefit details drove click engagement

- The Milestone message “New benefit alert! Now share points with any member” received the 3rd
most clicks of any milestone message since Jan’15

- New Benefit “Stay with Point offer” generated the 2nd most clicks in the past year for Rewards

content
Rewards Header 15.9K
Stay with Points Offer 11.8K
Two Bellmen Two Video 9.6 K
Milestone 7.8K

Use Your Points for Elite Nights

Stays booked with points are stays too! Now
redemption nights count toward Elite status

Stay with Points

Make Leap Day an Extra Delta Hotels® is Now Across

Beach Day Canada and in Orlando
Book an escape fo e Canbdean orMexico  Start using all your benefits at select otels
and save 30" Pparticipating resorts, Members get 25% off & free breakfast

211 bks

JW Marriott® Presents: Two Bellmen Two

Watch the trailer of this action-comedy duo's new fim. ke iratior
shot at the JW Marriotts Marquis® Dubal S

Travel with Ni h & more.
Download mu: s p - it's on us!

Ways to Earn This Month

Drive Off the Beaten Path

Car travel lets you find the true local gems.
Save up to 35% and get up to 5,000 points
with Hertz

Get Behind the Wheel
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Feb ‘16 Hotel Specials performance summary

HS +
Program Offers

88.9 M
20.5%

0.29%

0.1%

Total
o Delivered
0
o
o
5 Unsub Rate
=
o]
Delivery Rate
Open Rate
= Opens
o
]
& Click Rate
5
=
%]

22.6%
-4.8 pts
20.1 M

-0.5%
2.0%
-1.1 pts

Unique Clicks E
Click to Open 8.1% 9.7%
Rate -2.6pts | 0.0 pts

Financial

Bookings

Revenue

Conversion

Bookings per

Delivered(K)

1924 K
-10.5%
$I1.I M
-9.9%
11.1%
1.6 pts

-25.8%

10.0 M
-4.4%
0.14%
0.1%

Hotel
Specials Offers

0,
19%
0.5 pts

1.9M
-2.1%

1.9%
0.0 pts

18716 K
-1.9%

16.0 K
13.0%

$6.0 M
12.7%

8.5%
1.1 pts

18.1%

Observations

- YoY deliveries decreased by 4.4% while bookings
increased by 13.0%, leading to an overall increase in
Bookings per delivered (K) by 18.8%

- All emails kpis showed YoY increases

- YoY Open rate increased by half a percentage point, the first YoY
increase since Dec ‘14
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Feb ‘16 Hotel Specials* performance summary

EIR Bookings (000s)
(1) sTrewg paraareq

D, 7 & Ji Ji 4 & D, s &
%‘J.g Qz,_ls eb‘.lg M"*-zs ‘%,_JS %P‘JS %_18 ‘ILJS UQRJS ‘93318 Gc".lg Dv.!s ee.ls '311.16. e'b'ie
* Include Offers mmm Bookings s LY Bookings PO Bookings ——Delivered ——LY Delivered
.
Observations

Feb ’16 saw a 1.2M jump in deliveries over prior month due to audience expansion (nonmember and global)
Compelling offers in Featured Brands section of the older template correlated with decreases in YoY bookings:
- Dec ‘14 featured a 50 K Sweepstakes in the Featured Brands
- Jan ‘15 60% off Atlantis, $250 airfare credit
Likewise, sweepstakes in the new template in Sept drove high engagement & bookings
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Feb ‘16 Hotel Specials performance summary

30.0%

25.0%

LY Open%
- - - - ” S~

- -
- - ” -
=~ - - - -

= - - - -— - N
T o o = '--..___ ’f .
Open% - “
20.0% T

15.0%

LY CTO%
— o~ - /\_ - ;-
10.0% = - — e - = — == =
° == - /___a‘:‘:{:": —_ ~
- ~ - - - - - et -
=7 LYConv‘%\
Conv%

5.0% . . . . . . . . .
Dec-14 Jan-18 Feb-15 Mar-15 Apr-15 May-18 Jun-15  Ju-18  Aug-15 Sep-15 Oct-18 Nov-18 Dec-15 Jan-16 Feb-16

Convin = = LY Open®:c = = LY CTO% ~ = LY Convit

= Open’t — CTO%

Observations
- YoY Open rate was flat for the first time since Aug ’14
. YoY Conversion rate increased for the first time since Mar ‘14




Feb ‘16 Hotel Specials* performance summary

*Includes Offers

30.0%

25.0% - ~

= - “""--..,_ - - RN
— - - - -
() = Il N
pen’% P N
20.0% - 3

15.0%

/\ LY CTO%
- - A ~ ""-,___
10.0% T e~ T N — v,
-~ -— = I e — ~ =
T TLY¥Convh S -7 " vw_ =
Conv% -=" =

5.0% T T T T T

Dec-14 Jan-15 Feb-15 Mar-18  Apr-15 May-15 Jun-15  Jul-15  Aug-15 Sep-15 Oct-15  Now15 Dec-15 Jan-16 Feb-16

—— Open% ——CTO% Conv% — — LY Open% — — LY CTO% —~ — LY Conv%

Observations
- An Open rate delta remained when comparing Hotel Specials+Offers to LY Hotel Specials

- Slight increases in Click to open rate and demonstrable increases in Conv% are responsible
for the months where there have been YoY increases
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Observations

- Search generated 10% of clicks, nearly double the
average

- While Getaways generated a typical 8% of email
clicks, the conversion rate was the 3rd highest in the
past 13 months

- MegaBonus content was featured

- The Experiences section featured all point earning
offers and generated roughly half the average click%
for this section

- Continue experimenting which offer categories
resonate best with members

- Consider an additional offer category as the pool of
offers increase

Header

Mitchell

siss | 22% clicks
5 K bks

0
Platinum 75 Your Nights

T 'y~ j&
Field Offers

Mitchell's March Deals

Phoenix from $149 San Diego Adventure

Two cocktails per night [>] SeaWorld or Zoo [>]
Earn 5,000 bonus points Atlanta from $124

Stay in Times Square [>] Breakfast & bubbly for two [>]
SoCal from $134 Earn 2,000 bonus points

Stay for a family breakfast [>] Save 15% at Gaylord Hotels [>]
Colorado from $79 See Southern California

Book early, save 20% [>] and save on the coast o
Best of NYC Midwest family getaway
Explorer Package [>] $50 gift card, late checkout [>]

search See Al ©@
10%, 2.1 Kbks )

© Escape Right Now Al Deals ©

Getaways

8%, 971 bks

Travel Deadline: March 19
Urban escape or beach break? Book 2 weeks out to save =
e 5. Canada. Carbmatn & Lain Anenca

Get a Free Night

Members who stay” twice ear a free night
plus more. Join now to start earning your
MegaBonus®

here your beach towel is, act
r 5potin the sand

© Do This. Earn Points. Al Deals ©
= W
Experiences ..
3%, 310 bks

Limited Time Offer!

Earn 80,000 bonus points and an annual free night

Get Outside In the
West

Hit the Greens in
Arizona

Hike the Oregon coast or ski
Colorado, Eam 1,000 nighty
boaus points at 40 hotels

Get 5,000 Points. »  Gel1,000 Points » Uplo3000Ponts  » )




Feb ‘16 Hotel Specials link analysis

Observations
* MegaBonus content generated a high conversion rate; however it was
dynamically served to non-registrants which limited its exposure

- Reminders & achievement content would have likely increased click and
booking engagement

* The “Limited Time Offer, 80K bonus points” in the Experiences/Earn section
was the only driver of clicks
- Due to the limited availability of this type of offer and poor engagement to other

earn opps, other offer categories may be more appealing to the overall
audience

Travel Deadline: March 19

Urban escape or beach break? Book 2 weeks out 10 save
Inthe US., Canada, Caribbean & Latin America

Limited Time Offer!

Get a Free Night

Memers who stay" e eam a ree nignt 5 2 K
plus more. Join now to start eaming your L]

MegaBonus®

381 bkg

Take 20% Off

Arizona

pal
Get 5,000 Points

bonus
2 goifpackage.

£amn 80,000 bonus points and an annual free night
0bkg |l 0bkg
Hit the Greens in Celeb-Watchin

California

th
9s & points.

Get 1,000 Points » Upto3000Ponts  »

. 0 bkg |

iontly
points 3t 40 hotels.




Feb ‘16 Solo performance summary

Program

Audience

Total 83.9 M
Delivered 20.5%

0.29%;
Unsub Rate .

22.6%
QO Rat
pen Rate 4.8 pts
201 M
= Opens
a
g
Click Rat
o ! e -1.1 pts
2
M| Unique Clicks E
Click to Open o
Rate -2.6 pts
. 1924 K
Bookings -10.5%
—_ I1.1M
o Revenue . i
E =-9.9%
_g Conversion 11.1%
B Rate 1.6 pt=s

Bookings per

Delivered(E) BE-LE:1A

Solos

26.5 M
-8.1%
0.32%

i 98% 99%
Delivery Rate 0.7% 0.4%

24.4%
-1.9 pts
6.5 M
-31.1%

-2.2 pts
503.8 K
-51.6%

-4.9 pts
B2 K
-53.1%
$19.1 M
-53.5%

10.4%
0.9 pt=s

-49.3%

Observations

- Solo deliveries decreased by 8.7% and bookings
decreased by 53.7% YoY, resulting in a net decrease
in Booking per delivered(K) of 49.3%

- 2015 Shop Marriott Solo drove 46.8 K bookings, whose
absence in 2016 contributed in a 10.5% decrease in YoY
program bookings

- Feb ‘16 primary Solos were non-booking, non-offer emails

Launches
NFL 50 to 50 Sweepstakes Winner
Freddies Award
Fall Megabonus Total Earned
Spring Megabonus Achievement
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Feb ‘16 Solo MoM performance summary

140 65.0
120 | 550
= 100 o
§ - 450 &
2 a0 ;.
1§ L 250 E;
A :
“ 250 B
o g
20 4 - 15.0
0 - 5.0
Dec-14 Jan-15 Feb-15 Mar-15 Apr-15  May-15 Jun-15 Jul-15 Aug-15 Sep-15 Oct-15 Nov-15 Dec-15 Jan-16 Feb-16
mmm Bookings .Y Bookings =—Delivered =LY Delivered
Feb Key Solo mailings . .
y g Delivered / EIR Bookings Delivered / EIR Bookings
Feb‘16: NFL 50-to-50 13M/10.7K Feb ‘15: Shop Marriott 12.1 M/ 46.8K
Freddies 10.8M/ 16.7K Points Expirations 9.9M/15.7K
MB Announcement 524 K /812 Freddies 3.2M/10.9K
MB Total Earned 283K/9.5K MB Reminder 2.6 M/ 35.8K
MB Reg Con 238K/ 3.2K
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Feb ‘16 Solo visualization — Email engagement

80.0%

Spring '16 MB, Observations
70.0% Achievement
@Fall 15 MB Total Earned - The high volume but lower Open & click
80.0% engagement of Freddie Awards & NFL 50-to-50
Winner Solos are what drove YoY & MoM
50.0% @ Spring 16 MBReg Con decreases in bookings
i @®Abandoned Search
g 1o e A Points Expiration - The new MegaBonus Achievement touchpoint &
o S Automation Fall ‘15 Total Earned Solo generated well above
30.0%
average engagement
20.0%
10.0%
0.0% : : : : : : : : -
-10% 0% 10% 20% 30% 40% 50% 60% 70% 80%

CTOR



Feb ‘16 Solo deep-dive: Freddie Awards

2016 10.8 M 16.TK $6.2M
2015 3.3M 109K $4.1M
2014 10.1M 287K  $10.5M
2013 86M 20.0K $7.2M
2012 8.3M 120K $4.2M

2013
SL: You can Make us #1 — Please
Vote in the Freddze Awards

PPy

msm e ARnAmaR | eoan

REWARDS 2014
SL: You can Make us #1 — Please
in the Freddie Awards

. FREDDIE AWARD!
%) E - Marroft
| 4 it REWARDS.

...............

MARRIOTT il e 2015

REVVARDS ! gl : S S Vo?eforusin the

VOTE

Aarrioft
REWARDS
tersseeneenan.

2016

World To Us

XXXXKSTTE 36,908

YowAccounts  Pomls  Nehs Aarrioft
REWARDS.
cessnsenaneies

nnnnnn

Q Find A Hotel

SL: Your Loyalty Means the

25.0% 1.9% 1.8% 0.28%
23.5% 11.8% 12.0% 3.3 0.10%
24.3% 13.4% 87% 28 0.15%
26.5% 10.4% 858% 23 0.14%
23.1% 92% 6.8% 15 0.17%

Observations

2016 generated the lowest CTO%
and Conv% in the previous 5
years; factors may include:

» Expectations from subject line

» Audience size & composition

» Benefits called out

* Content length
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NFL 50-to-50 Winner announcement

Contest Announcement
SL: Win a Trip to Super Bowl 50

Bkngs
NFL 50-to-50 Deli d (o) % CTO% |C Yo
/m d

Contest Announcement 13.0M 18.1K $6.16 M 214% 11.4% 5.7%
Winner Announcement 13.2M 10.7K $3.64M 22.1% 4.6% 8.1% 0.8
e Winner Announcement
SL: Better Than Any Ad You'll See This Weekend
tt .
wow o WARDs Observations
TAKETHEM THERE ) .
W THATS RENARDINS ‘ T . Winner announcement generated a higher Open

Nights

rate then opportunity to win trip to sweepstakes

Q Find A Hotel
REWARDS

SFFICIAL SPRNSOR OF SUPER BOWLSH

Intriguing subject line may have stood out from

Who Will You Bring to Super Bowl 507 inbox clutter

Enter for a chance to win a trip to Super Bow/ 50 for m
yourteam of 50. With a roster this big, drafting is easy!

Grand Prize Includes

X Fightsto the San Francisco Bay Area
4 Hotel rooms for your entire team

@ 50 tickets to Super Bowl 50

50  An epic weekend for your team of 50

There's a 3rd Team Going to Super Bowl 50

Meet the Craigles. They just won the Marriott Rewards® 50 to 50 sweepstakes.
What happens next will make your heart happy.

Watch Their Story
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Points Expiration Solo

Your Points are Expiring Soon
kngs
/Dlvd

EIR EIR
Bookings | Revenue

Aarrioft

First Name REWARDS Find & Reserve

Delivered Open% | CTO% | Conv%

Points Expiration
Last Name

Your [POINTS TOTAL] Points
Expire on [DATE]

Dec'15 - 90 Day 3.8M 126 K $2.49M | 31.4% | 34.2% | 3.1% 3.3
Jan/Feb '16 Automated 447.4K 2.7K $626.0K | 36.9% | 37.2% | 4.4% 6.0
90Day 2524K 1.3K $314.2K 36.8% 34.1% 4.1% 5.1

Feb'l5- Announcement | 99M | 157K | $5.28M | 36.4% | 5.0% | 8.1% | 1.6
| | | | |
| | | | |

[Firs{] [Last]
Account Number: [MRX_NUMBER]

A\arrioft

Points Balance as of [AS_OF_DATE] [POINT_BAL] points FrstN
Last Qualifying Activity: [mm/dd/yyyy] DEiLrs REWARDS _
ol . 60Day 195.0K 14K $311.8K 37.0% 41.1% 4.1% 1.2
Dear [First_Name],
You're a valued member, so we want you to know about some upcoming changes
to the Marriott Rewards® program. ittt il HHE
5 Your Account » Points Nights

Observations

[Starting February 1, 2016, members who do not have qualifying activity in the
prior 24 months will forfeit all accumulated points. If you have not engaged in

qualifying activity since January 31, 2014 you have until January 31, 2016 to do so ' : . o pe .
bolre th poiey & anforcea | Do Y O vt mcsmss e » February 90 and 60 day had significantly higher

. its][it's] been a while since you used your Marriott Rewards® accoun . . . .
R program e, e s e Mamot Yourpanis i epre soon fyouraccountremains e booking/delivered than the previous month, generating 6.9

+ Make a paid (or redemption) stay at any of our 3,800+ participating hotels & 75 Iespectively against the 51 & 72 monthly averag,es

worldwide
+ Redeem points
+ Make a purchase using a Marriott Rewards credit card
+ Eam points with one of our program partners [10/10/2015] [10/10/2015]
+ Purchase points
+ Hold a qualifying meeting or event, including earning points through the
Rewarding Events Program

count Activity Date Points Expiration Date

The following activities do not count toward maintaining an active status in the
Marriott Rewards program: .
proa How to Keep Your Points

« Gifting or transferring points
= Receiving points as a gift or transfer
« Earning points through social media programs, such as #MRPoints

‘@x Take a Trip »
For full details and our updated terms, please visit
Mamonpewams,mm;po&upmw P = Eam points on hotel stays, rental cars, air miles and more

One additional reminder- 2015 hotel category changes have been announced

‘You can learn more about the changes at Program News. . .
o 9 ‘W Buy Something Online »

Finally, our thanks for being a Marriott Rewards member. It is our privilege to serve Trade in your points for a gift card, electronics and more
‘you worldwide. Las
sincerely,

Get the Marriott Rewards Credit Card »
Your Marviott Rewards Team

Your points won't expire as long as you make purchases every

24 months
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MegaBonus: Total earned

Spring ‘15
SL: Your MegaBonus Results Are In!

Aarriott
REWARDS
<eresennossess

First Name
Last Name

Fall ‘15
SL: Your MegaBonus results are in!

Marrioft
towme  REWARDS
= ecesse0eseces.

Towmr 10 Gonza Ipmans

v *x [Alexandra], Here's What You Accomplished
With MegaBonus®

-

%

[100,000] Bonus Points
Earned with MegaBonus

'
1 Rogister today (/’—\\y: (
(“77 . | J__Tf;

(& ©

[100,000] Total Points

[90] Stays [90] Nights

HegsBons Eaming Perics 115~ 430115, Ress a3 of eooond

Discover All the Great Ways You Can Redeem Your Points
W Book your dream vacation with the points you've eamed. »

m Shopo

lection of merchandise for gifs under 10,000 points. »

MB EIR EIR Bkngs/
Deli d O % | CTO% |C %
Total Earned

Spring '15 2440K 42K $151M 68.1% 148% 17.3% 17.4
Fall'l5 283.7TK 96K $3.53M 65.0% 29.0% 17.9% 33.7
Observations

- Fall 15 Click to open rate doubled from Spring ’'15

- Changes include:
- No MegaBonus signage
- Larger icons
- No account CTA
- Redemption options (vs photo contest winners)

- Future considerations
- Direct Booking CTA
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Feb ‘16 Lifecycle performance summary

Audience

Total
Delivered

Unsub Rate

Delivery Rate

Open Rate

Opens

Click Rate

Engagement

Unique Clicks

Click to Open
Rate

Finanecial

Bookings

Revenue

Conversion
Rate

Bookings per
Delivered(K)

Program Lifecycle
889 M 4.3 M
20.5% 110.1%
0.29% 0.47%
0.1% -0.1%
98% 96%

22.6%
-4_8 pts
201 M

33.8%
-1.0 pts
1.5 M
104.5%

-1.1 pts
1.IM
-23.1%

-2.1 pts
2614 K
56.3%
18.0%
-5.6 pts
209K
31.4%
$8.4 M
32.9%

-2.6 pts
1524 K
-10.5%
$71.1IM
-9.9%
11.1%
1.6 pts

-1.1 pts

-25.8% -34.8%

Observations
- Delivery increased YoY by 110.7% and bookings increased by 37.4%,
resulting in a decrease in bookings per delivered email of 34.8%
- Delivery increased due to batch send of Incent Redemption

- Click to open rate decreased 24% YoY due to several campaigns

- Incent redemption decreased 22% YoY along with a 2,500% increase in delivery to
change in batch send scheduling

- Hello Again CTO% decreased 31 % YoY
- Anniversary generated high volume and a below average CTOR (13% vs 18% avg)

Launches
- Silver Focus Relationship
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Feb ‘16 Lifecycle MoM performance summary

30.0

6.0
25.0 5.0
20.0 - 4.0
~ U
= )
L )
E‘ 15.0 3.0 o
2 &
g —_
A 10.0 A - 2.0 5
- I I I I I I I I I:- )
0.0 L T T T T T T T T T T T T T T ™ .0
Dec-14 Jan-15 Feb-15 Mar-15 Apr-15 May-15 Jun-15  Jul-l5 Aug-15 Sep-15 Oct-15 Nov-15 Dec-15 Jan-16 Feb-16
m Welcome mw Post Redemption Annrversary [ Near Lewel mmm Happy Birthday I Achiever
mmm Hello Again m fcquisition = Buy Back mm Flipper mm Reactivate mmm OTA Shift
mmm Early Engagement — AP Activation B Resorts m Off Track mm Silver Focus e Winback
mmm Renewer Incent Redemption  ———Delivered
Observations

- February's high delivery was due to Incent Redemption batch send scheduling

60



Feb ‘16 Lifecycle visualization — Engagement

70%

60%

50%

Post Redemption

.Renewer

Achiever

Happy Birthday .

ear Level

° Promo Early Engagement
E 40% - -
o Winback Birthday Date Request
2, 30% |
O Welcome

20%

10%

Hello Again
0% T T T T T T T T
0% 10% 20% 30% 40% 50% 60% 10% 80%
CTOR
Observations

Silver Focus relationship generated a higher Open rate YoY but generated a relatively lower Open & Click to open rate

relative to other lifecycle campaigns, as expected
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Feb’l6
Here's What [XX,XXX]

Incent Redemption Fos G o i

Incent Redemption Ineent EIR EIR Bk/

Delivered Open% CTO% Conv%

Batch delivery schedule:

“Jan ‘15 Redem Bookings Revenue Del (K) 2015-Jan’16
*Feb’l6 5K ST3TTK 00% 0% 40 Y [XX,XXX] points
Mar'l5 22.1K 348 $170.4K 52.0% 23.6% 12.8%  15.8
Apr'l8 275K 460  $191.1K 51.7% 23.6% 13.7%  16.7
R May'l5  30.3K 401  $166.6K 49.3% 22.5% 12.0%  13.3
: lg ﬁéﬁh‘fﬁiﬁiﬁf HEL) Jun'ls 225K 319 $110.3K 49.3% 23.1% 12.5%  14.2
DO | W5 4090K 32K $1.32M  438% 16.6% 11.4% 738 |
balance tiers- Redemption Aug'l5 5ILIK 550  $201.0K 484% 17.1% 13.0%  10.8
slider Sep'l5 54.1K 586  $267.2K 44.3% 18.9% 12.9%  10.8
Oct'l8 T1.5K 828  $303.8K 47.7% 17.7% 12.7%  10.7 —
Nov'l5  59.3K 532 $208.0K 46.8% 17.0% 11.3% 9.0 o
Dec'ls 42.7K 412 $1426K 44.1% 182% 12.0% 9.7
Jan'l6  75.8K 1.0K  $422.1K 53.8% 18.3% 13.3%  13.1
| Feb'16 560.9K  3.6K  $1.39M 41.4% 142% 10.9% 6.4 | ]

[Fort Lauderdale  [AC Hotel [Vail Marrictt
Marriott Harbor Ambassadeur Mountain Rasor]

Observations

* There was a steady decline in email KPIs, overall & with each batch send s s———
* The lower threshold increased volume & likely included a less engaged audience . S

Conduct link & point balance segment analysis with March data

* Incent Redemption may be the 3rd/4th highest email & booking volume Lifecycle
campaign so optimizations may be meaningful




Silver Focus Relationship

Silver EIR EIR

Bk/
Del (K)
15.6% 3.3

14.7% 2.6

Delivered Open% CTO% Conv%

Focus
Feb'l5
Feb'l6

Bookings Revenue

161.8K 527
231.9K 624

$2499K 29.6%
$264.4K 33.4%

71.0%
5.3%

SL: Exclusive offers are coming your way in 2015

A\arrioft
| Find& Reserve

REWARDS.

SL: Exclusive offers are coming your way in 2016

A\arrioftt
| Find g Reserve

REWARDS

First Name
Last Name

First Name
Last Name
e Stat

HH #iH i
Your Account » Points. Nights

#i#

B T ————— Y #it i
|sitver 10 Gold50  |Platinum 75 Your Account » Points Nights

| silver 10 Gold 50 Platinum 75

» Exclusive eaming opportunities are coming your way. Q Find A Hotel

‘ ixv = =
r“f 'lwau‘ .

o
THINK YOU'RE SPECIAL? WE DO, TOO.

{Name}, you've been good to us; and for that, we think you deserve special
treatment. We're granting exclusive earning opportunities in 2015 to a select
group of Marriott Rewards members and you are one of them. The details are
already taken care of; simply watch for mail and email communications from
Marriott Rewards

THINK' YOU'RE SPECIAL? WE DO, TOO.

[FNAME, you've][You've] been good to us; and for that, we think you deserve
special treatment. We're granting exclusive eaming opportunities in 2016 to a
select group of Marriott Rewards members and you are one of them. The details
are already taken care of. simply watch for mail and email communications from
Marriott Rewards.

Think this year is already off to a good start? Wait until you see what we have in
store for you

Sincerely. Think this year is already off to a good start? Wait until you see what we have in
Your Marriott Rewards Team store for you

Sincerely,
‘Your Marriott Rewards Team

Observations

- The audience expanded by 47% YoY, the
largest it has been

- Open rate increased YoY byl2.8%while
Click to open rate dropped 24.3% YoY

- The only material update to content was
replacing the Milestone with the header
search bar

It is unclear how much the larger
audience impacted Click to open rate vs
the content update
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Feb ‘16 Concierge performance summary

Program Concierge

Budience

Total 83.9 M 16.2 M
Delivered 20.5% 218.8%

0.29% 0.30%

Unsub Rat
nsub Rate 0.1% 0.1%

98% 99%
Delivery Rate ¥ ¥

22.6% 16.8%

0O Rat
pen Rate -4.8 pts -1.4 pts
Ovens 20.1 M 2.IM
P 121.5%
Click Rate

-1.1 pts -0.7 pts

Engagement

1.IM 118.0K

Unicue Click
i -23.7%

Click to Open
Rate -2.6 pts -1.4 pts

Finanecial

1924 K 128K

SOl -10.5% | 51.4%
Revenue SILIM | 345M
-9.9% 55.9%

Conversion 11.1% 10.9%
Rate 1.6 pts -1.0 pts

Bookings per
Delivered(K) LA -52.5%

Observations

Delivery increased YoY by 218.8% and bookings increased
by 51.4%, resulting in a decrease in bookings per delivered
email of 52.5%

- YoY increase in deliveries due to new members opt-in Mar '14

- New member segment consistently generated lower email KPIs
than the existing audience

- Starting March, weekly Concierge will sunset and travel
inspiration content will live with monthly Destinations
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Feb ‘16 Concierge deep dive analysis

S0.0%
28.0% = — —
-~ —r - S == . = -~ “'.—-—-_
’){‘/ e - - e e m— e -
b - - -
~~ LY Open%
20.0%
15.0%
10.0%
50%
0.0% T T T T T T T T T T T T T T 1
Dec-14 Jan-18 Feb-18 Mar-158 Apr-15 May-158 Jun-185 Jul-18 Aug-18 Zep-15 Oct-158 Nov-15 Dec-158 Jan-16 Feb-16
— Openi: — CT O Convea = = -LY Open%: - = LY CTO% = = LY Conv%:
.
Observations

- Open continued to decrease due to the ongoing addition of new members
- Click to open rate hit an all time low while Conversion rate hit a 10 month high
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Feb ‘16 Concierge message summary

2/1

Which City Has the Most
Home Team Pride?
Open rate: 16.8%
CTOR: 3.4%

Narriott
REWARDS.

First Name
Last Name

pw memers voted n cur pol ranking spors

@ Bostons
Eat wel at a Boston taigate. Fans enjoy New Engiand

Surf & 1ur weh thes Deer and bat

I G‘
' Chicago» ﬁ
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3 Apps to Make Business
Travel More Fun
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Feb ‘16 Project Orange performance summary

Project
Program Orange
Total 83.9 M
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Feb P t
eb Projec Delivered Open% | CTO% | Conv% Unsub%
Orange Bookmgs Revenue De l(K)

_ $8.2M | 30.5% 18.5% 27.2% 15.4] 0.11%]

Benefits 421.7 K 17.1 K $6.5 M 36.3% 37.9% 29.5% 40.6 0.1%

Destinations 506.9K 15K $599.5K 29.0% 44% 22.8% 2.9 0.1%

Offers 468.7TK 29K $1.1 M 27.0% 11.6% 19.9% 6.3 0.0%

| 23.4%| 11.9%  9.0% 2.5| 0.16%)

Benefits 485.5K 2.7TK $1.0M 26.4% 19.4% 11.0% 5.7 0.1%

Destinations 630.0K 733 $300.2K 23.8% 6.4% 7.6% 1 2 0.2%

Offers 593.0K 810 $300.4 K 20.5% 10.9% 6.1% 0.1%

mmm
Observations

2" highest bookings driven by MegaBonus featured in Benefits &
Offers
-Highest CTO% & 2nd highest Conv%

Compared to the base email program, PO-dedicated campaigns:
-Generated 18% Higher Open rate

-76% higher CTO%

-83% higher Conv%
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Feb ‘16 Project Orange: WHPH
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m Del (K)

0.1%

Benefits 421.7K 17.1K $6.85 M 36.3% 37.9% 29.5% 40.6

Observations

WHPH had strong engagement with MegaBonus, generating 85% of clicks
(similar to Sept Benefits feat. MegaBonus)

* B86% of clicks for TSAT Benefits went to MegaBonus Top Offer

* B53% of clicks went to Top Offer for eNews audience

Aside from the Account Box, no other section received more than 2% of
clicks

Majority of WHPH click engagement is with MegaBonus, consider
repeating & reinforcing content sharing space with MegaBonus in
other campaigns

Los Cabos link within Hotel Openings generated significant clicks relative
to other content (similar to TSAT); Beach destinations continue to draw
click engagement
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Feb ‘16 Project Orange: WHPH

() % | C % U b%

FNAME's] March Ti ] Deal
WHPH 468.7K 29K  $1.09M 27.0% 11.6% 19.9% 0.0% [FNAME'S] March Travel Deals

! Account Box
'18% cl, 20% bk

Observations

Field Offers continued to attract the majority of clicks & the section conversion
rate matched the average of other sections

Propensity Field Offers were a positive change for WHPH

© Pile on the Points, Alexandria! cehl ©

Field Offers gdal Minor Offer
55% cl, 55% bk | " |10%c1, 10% bk ™

The Minor offer section generated more clicks than the Major s
* InJan, the Major offer section generated nearly 4x the clicks as the Minor

* The Feb Minor offer section featured point earning opportunities (incl. MRCC
offer) which generated click engagement

* MRCC offer generated a 14.2% Conv (TSAT offer generated 2%)
WHPH segments may respond better to point earning opportunities

SubHeadline Lorem Dolors (25)  SubHeadiine Lorem Dolors (25)
8oy 28) @  Bodycopy avor (28) @

Search
6% cl, 7% bk

“Up to 30% Off at Destination Resorts” generated the most clicks of any content
in the Major Offer section

This offer may have generated even more clicks/bookings as a Top Offer




Feb ‘16 Project Orange: WHPH

WHPH 506.9K 1.5K $599.8K 29.0% 4.4% 22.8%

Feb EIR EIR Bk/
Deli d o % CTO%  Conv% Unsub%
2.9

0.1%

Observations

Feb continued the low engagement trend with content:
+ 2™ lowest clicks generated

* Click% to Account Box and Search increased

Compared to previous 2015 Destination versions:
* Top Offer message did not feature an offer or destination & featured one link
* Minor Offer did not contain CTA buttons

March Destinations will move to a new format & travel inspiration content

WHPH
[FNAME, JTake Charge of Your Travel
Account Box
| 46%, 197 bks _

Search I
10%, 163 bks e
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Benefits
Your Account: Your MegaBonus®

(1 ° .
Feb ‘16 PIOJect Orange. TSAT
.| Account Box

Benefits 485.5K 27K $1.04M 26.4% 19.4% 11.0% 0.1% Search
4%, 158 bks Top Offer
g 56%, 1.6 K bks

Observations

Majority of engagement was with MegaBonus (Top Offer)

* Top Offer generated 56% of clicks, Jan’s Hawaii sweepstakes generated
45%

* Highest Conv% for Top Offer at 9.9% (2015 Avg 6.8%)

TSAT engaged well with Spring MegaBonus

The elevated Hotel Openings continued to generate click engagement,
generating 6% of clicks (vs 4% in Jan); Conv% was slightly below average
(4.1% vs 4.8% avg)

TSAT continued to find value with Hotel Openings

Hotel
Hotel Redemptions (Spotlight on Autograph) generated 4% of email clicks, @l Openings

above section avg for a MegaBonus month | 6%, 72 bks
TSATs seemed to engage well with Hotel-related content -




Feb ‘16 Project Orange: TSAT

Feb EIR
Deli d o % | CTO% | Conv% Unsub%

TSAT  593.0K 810 $300.4K 20.5% 10.9% 6.1% 0.1%

Observations

Field Offers continued to attract the majority of clicks and similar to Jan:
The Field Offer section generated 55% in Feb and 61% in Jan
This section had the lowest conversion rate out of all sections

The positive gain in clicks compensated for the negative impact in Conv% as the
monthly bookings appeared to increase compared to 2015

A compelling Top Offer (e.g. Sweepstakes or “Up to 30% Off at Destinations
Resorts” from WHPH Offers) may further increase clicks & bookings

Offers
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Feb ‘16 Project Orange: TSAT

Feb
3 0, 0, 0,
Destinations Delivered Bookmgs Revenue Open%/ CTO% ConvA) l(K) Unsub%

TSAT 630.0K 733 $300.2K 23.8% 6.4% 1.6% 0.2%

Observations

Whereas Jan Minor Offer section did not create click engagement, Feb generated
the most clicks and highest Conv% historically

» The percentage of clicks to the Minor Offer section doubled MoM

March Destinations will move to a new format & travel inspiration
content

TSAT
[FNAME, ]We Found Your Next Escape
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Top Offer
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Thank You!
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MegaBonus results to date

MB Solos Bkngs/
Deli d o % | CTO% | Conv%
To Date

S100m 26 5% sa% 3]

Preview 6.0 M 9.8 K $3.38 M 24.1% 9.'1% 'I.O% 1.6
Announcement 1.8 M 356K $13.54M 25.4% 21.1% 8.5% 4.5
Reg Con 662.3 K 8.5K $3.02M 56.2% 9.9% 23.1% 12.9
Fall'ls | 18.0M  78.2K | $28.5M 27.9%) 14.4%| 10.8% _ 4.3
Preview 6.7 M 152K $5.857TM 24.2% 9.5% 9.9% 2.3
Announcement 8.1TM 50.0K $18.09M 26.1% 20.9% 10.5% 5.7
Reg Reminder 1.9M 43K $1.58M 40.0% 7.4% 71.8% 2.3
Reg Con 697.8K 8.6K $3.21 M 54.6% 10.3% 22.0% 12.4
mm-mm-m
Preview 7.9 M 256K $985M 28.7% 8.6% 13.1%
Announcement 1.8 M 459K $16.21M 24.8% 18.3% 13.0% 5.9
Reg Con 296.2K 44K $1.62M B2.2% 9.2% 30.7% 14.8
Achievement 29.5K 3.7TK $1.24M 73.1% 75.5% 23.0% 127.0
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Announcement
Reminder
eNews Oct '14
eNews Nov '14

Preview

Announcement

Corrected Info

Reg Con

Reg Reminder

Last Chance REeg Reminder
No Stays Progress Check In
First Hurdle Progress Check In
Total Earned

eNews Jan '15

eNews Feb '15

eNews Mar '15

Prior MegaBonus results

3.5
aT1
3.6

5.3
1 T

mmm-n

Preview

Announcement

Reg Con

Reg Reminder

Last Chance Reg Reminder
Plus Up Promotion

No Stays Progress Check In
First Hurdle Progress Check In
Total Earned

eNews Sep '15

eNews Oct '13

eNews Nov '13

Hotel Specials Dec '15
PO-Benefits Sep '15

63 M 222K $7.16 M
63 M 170K $5.68 M
10.2M 364K $5.8TM
104 M 178K $2.75M
60M 98K $338M
I8M 356K $13.54 M
605.2K 223K $8.20 M
6623 K 85K $3.02M
1.7TM 65K $246 M
9085 K 41K $1.40M
4703 K 14K $2.3TM
2333 K 13K $2.78 M
2440K 42K $151 M
105 M 562K $9.30 M
106 M 181K $2.80 M
105 M 21K $400.TK
61M 152K $55TM
81M 500K $18.09 M
68T 8 K B6K $3.21 M
18 M 43K $1.58 M
6816 K 18K $591.0K
1.3 M 18K $526.6 K
1862 K 16K $580.3 K
216.TK 68K $241M
483.TK 96K $3.53 M
10.2M 212K $4.50 M
103 M 129K $196 M
102 M 822 $1209K
I8M 95 $344K
1.0M 181K $6.96 M

5.1'
12.4
2.3
2.6
1.3
8.3
245
33.7
a1
1.2
0.1
0.0
11.6
L1



Feb ‘16 eNews+Benefits email KPI trends
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Observations

- Project Orange segments did not demonstrably impact overall account newsletter Open and Click to open rates;
however, Conversion rates increased
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