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The program generated highest March bookings and room nights since 2012
eNews & Benefits supported MRCC acquisition goals by featuring the 80 K pt offer

Destinations launched to Core (Default) audience & continued to evolve travel
inspiration content and support leisure stay initiatives

Hotel Specials generated the most bookings since Mar ‘14 and the highest booking
per delivered since Jan ‘15

Multiple new campaigns launched to support 2016 goals & objectives

Summer Leisure Solo - inspire leisure travel
WHPH Taste of Gold - stimulate PO enrollment
Onboarding - stimulate early engagement, increase loyalty, and motivate 2™¢ stay

Content & image tests were conducted in Destinations & Benefits



Executive Summarv: Mar 2016 YoY overview

eNews+ HS+

Program Benefits Offers 5Solos Lifecycle MRCC METT Dest.

Audience*
] Total 85.2M | 11.7TM |11.2M | 2I.9M | 5.2M 10.8 M
5| Delivered 66.2% 11.8% 6.9% | 411.4% | 109.2% 55.0%
5 0.29% 0.21% | 0.13% | 0.31% | 0.64% 0.30%
=| Unsub Rat
St 0.1 | 02% | 00 | 02% | 02% 0.1%
99%
Deli Rat
Sivery fate 99.1%
Open Rate 23.0% 19.9% | 19.3% | 24.6% | 34.6% 22.3%
P -09pts | -0.1pts |-0.3pts| -8.5pts | -2.1 pts -1.1 pts
19.6 M 23M (22M | 69M 1.8M 24M
b= Opens
o 59.9% 11.1% 5.3% | 280.0% | 91.3% 44.1%
E
3] . 2.2% 2.1% 1.17% 2.8% 6.2% 038% | 1.0%
g Click Rate -0.0 pts | 0.6 pts -1.1pts | -2.4 pts -0.3 pts| -0.4 pts
5 Unicue Clicks 1.9M | 319.8K |1939K|T94.0K | 319.3K 446K |113.4K
a 66.2% 46.6% | -19.3% | 212.1% | 50.4% -21.8% | 10.6%

Click to Open 9.5%
0.4 pts

13.7% 9.0% | 11.6% 17.9% 4.1%
3.3pts Ipts|-0.2pts | -5.6 pts -1.4 pts

Bookinas 1I5.9K 323K (203K | 6I.3K (| 30.IK 119K
9 51.1% 18.4% 10.1% | 195.5% | 34.2% -9.6%

41.9% 18.5% 9.3% | 118.5% | 24.8% -14.9% | 1.0%
Conversion 9.4% 10.1% | 10.5% | 8.5% 9.6% 10.8% | 10.5%
-09pts | -2.4pts |2.8pts | -2.2pts | -1.2 pts 1.3 pts | -2.3 pts

Financial

Bookings per
Delivered(K)

2.1 2.8 1.8 2.4 6.0 . 5 1.1
-8.1% 5.9% 3.0% | -42.2% | -35.8% -41.1%

* 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: Campaigns roll-up PO segmentation performance

- Compared to Mar ‘15, deliveries increased
66.2% and bookings increased 51.7%,
resulting in a decrease of 8.7% of booking
per delivered (K); against 20185...

- eNews delivery volume increased with an

increase in Click to Open rate, generating a
positive YoY booking per delivered

- Hotel Specials delivery volume increased with
an increase in Conv rate, generating a positive
YoY booking per delivered

- Solo & Lifecycles delivery volume increased
with a decrease in bookings per delivered due
to incremental one-time mailings

. Destinations to Core audience launched
while Concierge came to a close




Bookings (K)

Executive Summary: MoM campaign trends
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Observations:

2016 avoided a typical March slump in bookings due mostly to incremental Solo mailings:
Shop Marriott sweepstakes, Freddie’s reminder, & MegaBonus touchpoints helped generate an
incremental 44.5 K bookings in Solo campaigns
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Program MoM & YoY KPI trends: Mar 2016
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Observations:

March Click to Open rate was the highest since Sept’15 due to increased click
engagement with Solos




eNews supported MRCC

acquisition goals & was featured
in Top Offers




MRCC position & offer type generated 10x the
acquisitions vs previous support in eNews

eNews (Default+ Benefits) MRCC
Jan | Feb Mar [l Mar

Rewards Rewards
Placement Text Link | [mage+Copy Top Offer Solo
Offer 5 Free Earn Pts 80K Points + 80K Points +
Nights Faster Free Night Free Night

Clicks 900 3.1K 994K 55.5K

Enrollments 148 105 1.5K 2.3K

Enrollment Conv% 6 16.4% 3.4% 1.5% 4.1%
Observations

- Notes: Acquisitions are Domestic Credit Card team and for eNews Default & PO
- A primary objective of March eNews was to drive credit card acquisitions




Mar ‘16 eNews (w/ PO) generated 18% more
bookings YoY than Mar ‘15 eNews

YoY & MoM eNews Bookings
100 13.0

EIR Bookings (000s)
(IAD sirewry pazaafed

y? & ¥, 4 , y; Juz, 4 o, ¥, y: &
s S1g g Prg Yy s s LV N s orgy Doy iy Sy My
mmm Bookings mmmLY Bookings m=wmPO Bookings -——Delivered -——LY Delivered
Observations:

2015 eNews featured Protea announcement/offer




In March, 2016 eNews (Default) generated
more clicks than 2015 eNews

YoY & MoM eNews Clicks
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Observations
MRCC offer created more click engagement than the Protea announcement/offer

eNews PO (Benefits) did not generate the amount of clicks expected with an MRCC feature nor what eNews exhibited
- WHPH Benefits total volume was 42% lower than its 8 month average
- TSAT Benefits total volume was 55% lower than its 8 month average

11



Default segment engaged significantly better
with MRCC offer than PO segments

% of WHPH % of TSAT % of
eNews Delivered Clicks . Deli lick i i

Clicks Benefits elivered Clicks . \s Benefits  Dcuvered Clicks .. xs

MRCC 54M 99.3K 30.6% MRCC 263.0K 663 3.3% MRCC 412.0K 790 5.2%

Flash Sale 43M 146K 835% 5th Night Free  236.0K 22K 11.0% Spring Break 174.0K 614 4.0%

Take a Break

Limited Time Offer!

Eam 80,000 bonus points and an annual free i 0 i o i ol i gl o Eam 80,000 bonus points and an annual free night when m
night Get Started you sign up for the Marriott Rewards® credit card

you sign up for the Marriott Rewards® credit card

Save o pring gej
deals & packages in thy

Limited Time Offer!

Limited Time Offer!

Overall March click engagement may have been impacted by the interaction with MRCC offer
- eNews: Total monthly clicks were slightly below 2015 monthly average (-13%)
- Benefits: Total monthly clicks were well below 2015 monthly average (WHPH -42%; TSAT -55%)
- PO segments interacted more with the MegaBonus reminders in the Top Offer 2 placement than MRCC

TSAT-% of Total Benefit clicks WHPH-% of Total Benefit clicks
MRCC in Top Offer 1 9% 14%
MegaBonus in Top Offer 2 27% 33%

eNews MRCC offer prominently featured the offer while Benefits supported with copy
Support future MRCC offers & promotions with prominent stronger graphic/copy treatments 12




More direct subject lines may correlate with
higher Open rate
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Observations
- Open rate consistently fell MoM for each segment and LY
- Dynamic Top Offer content means:
- Generic subject lines to cover all content
- Multiple subject lines per iteration
- Further complicated by Test & Roll
- Can Subject lines be easily synced to the content within?

eNews ’15 Jan: Start 2015 with MegaBonus

Default

WHPH

TSAT

Feb: Your Account - MegaBonus is here
ar: Your Account — Marriott Rewards in Africa

=

Jan: Your Account: Travel Ideas for 2016
Feb: Your Account: It's MegaBonus Time
Mar: Your Account: Escape the Madness

Jan: Get Your 3rd Night Free
Feb: Your Account: MB Like a Winner, Jim
Mar: Your Account: Conquer Your World Jim

Jan: Your Account: $300 Resort Credit
Feb: Your Account: Your MegaBonus®
Mar: Your Account: Go More Places Jim

13



WHPH/TSAT click engagement was higher
with eNews(Default) than Benefits in March

Mar eNews/ Bk :n.gs/
Deli d o % | CTO% Conv% Unsub%
m

TSAT eNews 64.7TK 145K 257 $96.3K 22.4% 18.0% 9.9% 0.16%

TSAT Benefits 586.7K 124.2K 15K $590.0K 21.2% 10.5% 11.7% 2.6 0.15%
%A -6% -42% 19% -34%

WHPH eNews 54.0K 15.7K 668 $254.8K 29.1% 18.6% 22.8% 12.4 0.14%

WHPH Benefits 4988.7K 156.7K 5.1K $2.08M 31.4% 11.3% 29.1% 10.3 0.13%
%A 8% -40% 28% -17%

A link & segment level analysis to understand how Global Control PO segments reacted to eNews
MRCC Offer may indicate whether:

MRCC Offer resonated with PO segments

Impact of the presentation of MRCC Offer

MegaBonus should continue to be primarily featured for WHPH

Other eNews Default content may be generating greater click engagement than Benefits

14



March Destinations:
1) Launched to the Core audience

2) Continued to evolve travel
inspiration content




Concierge ended and Destinations
launched to the Core audience

11.9K

$4.1 M

22.3%

4.7%

10.5%

T | Bkngs/
rave Delivered Open% |CTO% | Conv% ngs
Inspiration Bookmgs Revenue Dl d

Key differences Destinations 10.8M
.6 M new audience COIe 9.7TM 9.8K $3.37TM 22.0% 4.7% 9.8% 1.0
G 1.1M 20K $754.6K 25.4% 4.5% 154% 1.8

once a month

- Increased, integrated m 16.8% 4.3% 10.9% 0.8
content Feb-1 3.2 M 1.9 K $642.4K 16.8% 3.4% 10.4% 0.6
P R el e Feb-8 3.1M 27K  $9442K 17.8% 4.4% 109% 0.9
Feb-15 3.3M 31K $1.09M 16.2% 4.4% 13.3% 0.9

Feb-22 3.3M 28K  $978.8K 17.4% 52% 9.2% 0.8

Feb-29 3.3M 24K  $823.8K 16.2% 4.1% 10.8% 0.7

Observations

Compared to single Concierge mailings, Destinations (Default)

* Generated a higher Open rate, a slightly higher Click to Open rate, and a lower Conv rate
* Not apples-to-apples as Concierge included PO segments

Comparisons to Concierge should be limited; however, comparing CTO% &
Conv% may offer insight into an integrated content approach vs separate travel
inspiration & offer content

Destinations
Your Trip Planner Is Here, [FNAME,

Narriott
REWARDS
sresesseenseeis




TSAT Destinations Click to Open rate fell MoM

March
3 Must-See Sunny Cities you’ll love, Jim

February

Top Section
2| 13% cl, 8% bks

Swirl, Sniff & Sip in

s | Bottom Section (3)
% 45% cl, 21% bks

[FNAME, ][We Found Your Next Escape

Account Box |

26% cl, 49% bks

- Search B
| 10% cl, 17% bks

TSAT EIR EIR Bk/
) . Delivered . Open% CTO% Conv% Unsub%
Destinations Bookings Revenue Del (K)
Feb 630.0K 133 $300.2K 23.8% 6.4% 7.6% 1.2 0.2%
Mar 6371.5K 529 $197.7K 21.2% 4.8% 8.1% 0.8 0.2%
Observations

Destinations content was updated in March to focus on connecting
travel inspiration content with travel opportunities & experiences

» Aligned content toward supporting leisure stay initiatives

Click to Open rate fell 25% MoM

* While the click share to body content was similar (58%), overall click
volume dropped by 32%

» Feb Click to open rate was the campaign highest*; March Click to open
rate was slightly below Destinations average (5.0%)

* March version featured destinations while Feb connected Brands to
experiences

TSATs seem to engage well with Brand content (e.g. high click
engagement with Hotel Openings in eNews)

sl
g

Cat

Account Box

t

Section 1 (3)
6% cl, 17% bks

Section 2 (2)
% cl, 5% bks

Section 3 (1)

28% cl, 52% bks -

=]
Search
| 9% cl, 19% bks

17



WHPH emalil KPIs were similar MoM

February

[FNAME, JTake Charge of Your Travel

‘ Account Box g WHPH EIR EIR Bk/
3 0, 0, 0,
—_ #6% cl, 55% bks - Destinations Delivered Bookings Revenue Open’ CTO% Conv% Del (K) Unsub%
Search

- )
- 10% cl, 11% bks — Feb 506.9K 1.5K $599.5K 29.0% 4.4% 22.8% 29 0.1%

- e Mar 506.0K 1.BK  $886.9K 30.7% 4.3% 22.7% 3.0 0.2%

Top Section
13% cl, 11% bks Observations

Pursue Your Pas
Take ¢

WHPH engaged with the Feb version similarly to March

Click share to body content were identical (37%)
* Typically there is a correlation with increased content and clicks; the increase
in content did not appear to increase click engagement

* The majority of clicks went to Account Box, suggesting an overall lack of click
engagement with this type of content
* Click to Open rate of Feb & March were among the lowest of the campaign

While Destinations content is not intended to directly drive clicks &
bookings, continue to explore content that may resonate with WHPH

Sip Some Suds in
London

March
Your Trip Planner is Here[, FNAME]

Account Box
48% cl, 55% bks .

»

8 Search
11% cl, 16% bks

= | [T T UTT
Section 1 (3)
15% cl, 11% bks

Section 2 (2)
13% cl, 10% bks

Section 3 (1)
3% cl, 2% bks

“| Section 4 (3)
1 6% cl, 4% bks




WHPH prefers links, TSATSs like images?

Observations

* Note: Different images were used for each segment

Of the top clicked content in March Destinations, WHPH tended to click on copy, TSATSs tended to click on images

» April Destinations will include CTAs per best practice to increase overall click engagement

Catch Some Rays in Sunny U.S. Cities

TSAT Increase your vitamin D intake and work on your tan, Alexandria, with a trip to one
of these sunny spots. These cities see more sunshine than most other metro areas.

Total | Copy [Image

Content Clicks Clicks Clicks
Las Vegas, NV 1,251 516 735
Phoenix, AZ 897 348 549
Seek Out the Surf 686 399 287
Sacramento, CA 491 229 262 | #1: Phoenix, AZ #2: Sacramento, CA
Hit the Springtime Slopes 181 72 59 R miegees  meeTiou

Sonoran Desert. California’s capital. School, hot shot.

SAT images

Questions to consider
* Does image testing yield greater results for TSAT?
* Will TSATs benefit from a more visual experience?

Content

Seek Out the Surf
Las Vegas, NV
Phoenix, AZ

WHPH
Total Copy Image
Clicks Clicks | Clicks

355 215 140
346 202 144

Hit the Springtime Slopes 251 167 84

Sacramento, CA

135 80 55

19



March Hotel Specials generated
* Most bookings since Mar ‘14

* Highest booking per delivered since
Jan‘1l5




2016 Hotel Specials YoY booking increase was
over 10% for the 2°¢ month
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mmm Bookings mmmLY Bookings mwmPO Bookings ——Delivered ~——LY Delivered

Observations

- MoM, Hotel Specials Default audience size increased by 13%, clicks by 5.3%, bookings by 31%; the increase in
audience size contributed to the booking increase

- However, TSAT audience increased by 1%, WHPH audience size was flat, while total PO bookings from Offers
increased by 14%

21



Conversion rate was the highest 1n 2 years

30.0%
o - -
25.0% —""--__.____{..YOpen%,’ ---..,_____
\ -—-— e ---.___--______.___- ”a\\
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15.0%
10.0% CTOX% Conv%
’ ° S~ - - e -—-— -
""—--—...____‘____________.—__ o - — -
= LY Conv%
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—— Open% — CTO% Conv% — — LY Open% - = LY CTO% LY Conv%
Observations

- Conversion rate was high across all segments and sections
- YoY, including MegaBonus touchpoints increased Conv%

22



Earn opportunities generated high Conv%

rates across all segments

Observations

Major Offer section conversion rate was well above average (2015
Avg Conv% 4.4)

The MegaBonus module was sent to ~72% of the Hotel Specials

(All) audience & may have incented conversions to adjacent offers

* By responding to Resort or Midwest point offers, MegaBonus
registrants could work towards free nights and/or bonus points,
as well as, receive bonus points

WHPH in particular continued to respond well to pt earning
offer opportunities

R

B

R

B

e

Hotel Specials all segments

@ Earn While You Save More Deals @

Ends Soon! Get Your Free Night MegaBonus
rdyompirthiimatatis | 3 8 X clicks
plus m

11.6% Conv%

onsecuive nights 50ent 3t 10 53me hotel

7 K Resort 6 K Midwest
3.9 K clicks 2.1 K clicks
6.3% Conv% || 10.7% Conv%

rng thaw across the Midwest
points per night

1 Save 20% on 228 great
6.5% Conv% locations across North America

See Al @

Like Driving Fast? Go to
Charlotte

Your stay includes tickets to the
NASCAR Hall of Fame

Your Villa Awaits

Picture yourself at home. from Hawall to
Thailand. Choose your villa and save 20%

eBreaks i See More Deals
13.2 K “ with eBreaks®




Adding eBreaks to WHPH Offers may drive

incremental clicks

Observations
Adding eBreaks appeared to drive incremental clicks to TSAT Offers

TSAT Jan Mar
Sections Clicks Cllcks Clicks
AccountBox 2.TK 3.0K 3.0K
Top Offer 114K 9.6K 71.7TK
Search 1.1K 19K 19K
Major Offer 13K 1.0K 897
Minor Offer 12K 939 429
eBreaks 1 2 K
Footer
mm

eBreaks likely cannibalized clicks from Minor Offer but likely
generated additional clicks

- TSAT & WHPH shared same layout, same # of offers in Feb & Mar;
TSAT clicks fell 10% MoM, WHPH fell 20%

eBreaks as a section generated higher Conv% than Top Offer and
nearly all other offers

TSAT Offers

~| Account Box |
19% cl, 31% bks

Q Find A Hotel
:
. '! ‘ L /f‘ e

w ¥ b‘“’ L9

Alexandria's April Deals

'

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) @ Body copy lotem ipsum d

% Tiold Offers X3
SubHead 8% cl, 35% bks plors (25)

Body copy) for 26) @

SubHeadline Lorem Dolors (25)
solor 26) @

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) @

SubHeadline Lorem Dolors (25)
Body copy loren ipsum dolor (28) @

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) @

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (26) @

Search o
| 12% cl, 19% bks

© Stay More, Save More, Earn More

eBreaks eals
8% cl, 1% bks s°®




Multiple new campaigns launched to
support 2016 goals & objectives

* Summer Leisure solo
* Nonmember Acquisition (WHPH)
* Onboarding




Leisure Informational Solo to drive leisure stays

Leisure EIR EIR Bkngs
3 () 0, 0,
Solo Delivered Bookings Revenue Open | CTO%  Convi% /Dlvd
Core T722.4K 2.2K $811.3K 27.9% 17.2% 15.0% 3.0
PO 5859.5K 562 $186.3K 23.6% 5.3% 8.0% 1.0
Total 1.28 M 2.1K $1.0M 26.0% 6.4% 12.7%
Observations

Leisure Informational Solo utilized multiple dynamic

content sections:

- Top Offer leveraged propensity model against 6
featured destinations

- Secondary section was customized to PO & Default

The Default version generated higher email KPI's

than the combined PO version, resulting in a 3 fold

higher booking per delivered

- The PO version generated performance similar to
METT

PO segment level & link performance analysis is
underway

SAN FRANCISCO,

Core
Plan Summer Vacation

Marrioft
REWARDS

Q Find A Hote!
s

CALIFORNIA
) ﬁ

Put San Fr o on Your Map Because

£¥ Where Will You Go Next? e

N

=
g
2

4

=N ?..4\“ 1nd,

Plan Your Vacation Today

TSAT

[FNAME's][Your] Summer Vacation

Plans

Marrioft
First Name RCWARD S
csesseneneseess

Last Name

HAWAII

Kauai Should Be on Your Map Because

You don't have to choose between the pool or ocean.
‘l:ka Me There

s overything to make your summer vacation
[FNAME-tastic]paradise-perfect],

£¥ Where Will You Go Next? SeeAll @

o

N anMnu wuni

Plan Your Vacation Today

WHPH

Cross "Plan Summer Vacation" Off
Your List

Aarrioft
REWARDS

L i
D.C. Should Be on Your Map Because ..
Too cotcatel s mvortag s oo and
o

to make your Take Me There

ungor ing 1o
Sactmon vacaon FNAME-tasiclromamertal)

£¥ Where Will You Go Next? see Al @

"md’lov Dl‘/

R @

= PAVAAK» land,

Plan Your Vacation Today
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WHPH ‘Taste of Gold’ Solo to drive enrollments

We've Got a Surprise For You/, FIRST,

Enroll | Enroll
First Name ‘ D 1 d 0 ‘y CTo‘y
e N Narrioft Fast of Goe m Conv% /DIvd(K)
8.2

o T NI Mar '16 5.6K 29.9% 3.3% 83.6%

Observations
Enrollment metrics from other campaigns should be compared against these
results
We're Giving You Gold (Elite status, that is) . .
Get the Gold Ete Status you deserve when you enrol 2015 Average Nonmember Welcome 2015 Hotel Specials Concierge
Zt:/a(;rl?:eze:'a;iZZVmAb:tIaznzcinZ;ep your status until open%: 2 1 '9% open%26'8% Open% 19'9% Open% 2 1 '6%
e CTO%:4.6% CTO% 11.8% CTO% 6.6% CTO% 3.9%

Wondering what's in it for you?

QOO

25% bonus points  Lounge access and Complementary
for stays breakfast for two room upgrade

The Solo generated a lower CTO% than other Nonmember communications

Enroll in Marriott Rewards

27



Onboarding to increase program loyalty with
early engagement

How to Use Your How to Earn Points:

Rewards Account

Insider Tips Earning Points

Status Bar Status Bar

Dynamic Intro
Copy

Pre Travel tips

Stay 3 Ways to Earn
Recommendation

Redemption
Opps

Dynamic MRCC

Let's Plan Your Next
No Travel Required Trip

ILspiratiqn "

You Have 50 Million
New Friends
Travel

Community

Status Bar Status Bar

Community +
Tips

Travel
Inspiration copy
& Infographic Social
Community

channels

Dream stay
Social Channel

Module

Earl EIR
arly Delivered Open% | CTO% | Conv%
Engagement Bookmgs Revenue De I(K

Onboarding 2700K 349 $1222K 182% 98% 1.2%
Series 1 1275 K 197 $66.6 K 20.1% 10.7% 1.2%
Series 2 89.1K 123 $42.2K 16.9% 9.9% 8.2% 1.4
Series 3 484 K 28 $13.4K 16.1% 71.2% 5.0% 0.6
Series 4 49K 1 $89 16.1% 4.5% 2.8%
Welcome 21M 64K $29M 347% 19.0% 4.7%
Welcome 284.2K 2769 1.3M 47.2% 22.8% 9.1% 9.7
Points EES1 2736 K 912 $381.2K 36.5% 18.1% 5.1% 3.3
Points EES2 266.1 K 512 $213.0K 31.3% 13.8% 4.5% 1.9
Points EES3 253.8K 619 $285.1K 28.3% 11.2% 1.7% 2.4
Observations

Launches 45 days after registration, each 10 days apart

Non-standard email KPI's to understand impact
* Drive new member loyalty at a faster rate
* Increase # of new members booking their 274 stay

Early performance benchmarks

* Openrate after the first message below program avg

* Click to Open rate starts at program avg, falls to similar
CTO as Concierge/Destinations

Continue to monitor and connect to longer term

engagement KPI’s 28




Spring ‘16 MegaBonus generated as

of March 150 K bookings & $48.7 M




Spring ‘16 MegaBonus to Date

Observations

* Spring ‘16 MegaBonus continued to be on pace to generate bookings against recent MB campaigns

* Bookings/delivered has fallen as MegaBonus has been featured in more touchpoints with large audiences and less focus
(e.g. modules in Hotel Specials)

MegaBonus Bkngs/
First 3 Months EIR Bookings  EIR Revenue

Spring '15 48.6 M 165.2K $45.60 M
Fall'l5 48.6 M 147.3K $48.89 M 3.0
Spring '16 62.2 M 151.0K $48.68 M 2.4

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

MB Reg 0 0 o Bkngs/

Feb'l5 1.7TM 93.0K $6.5K $285M B7.8% 9.7% 71.0%
Sep'l5 1.9M 85.1K $4.3K $16M 40.0% 7.4% 1.8% 2.3
Don't you want [XX,XXX] bonus points? Mar'l6 1.5M 69.0K $6.5K $2.2M 58.2% 1.8% 9.5% 4.3

Spring ‘15

Marriott
REWARDS.

it ing * Observations
MegaBonus registration reminders have been a
Marrioft valuable touchpoint to drive engagement & bookings

REWARDS

The first Spring ’'16 MegaBonus reminder generated the
highest Open% and Conv% compared to previous
campaigns, driving an improved booking per delivered

[Alexandrla ]Earn up to 35,000 Bonus Points

FI35I)DDD

3 Steps to Your MegaBonus

The ability to leverage “Free night” language in both
subject line and body copy likely contributed to the
higher response

Body copy that highlighted the opportunities of point
rewards further reinforced the value of the promotion

Even with increased reminders in other campaigns,
a dedicated Solo remains a valuable MegaBonus
touchpoint
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MegaBonus offer in Nonmember Welcome may
have generated incremental click engagement

Mar ‘16 Nonmember Welcome
(ft. MegaBonus)

First Name

o \arroft

Last Name

» Start enjoying member benefts 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

Get A Free Night

What To Expect

experiences

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 privieges of membership.

Walch your inbox for additional emails from us about Marmott Rewards
membership. We look forward 10 your feturn visit 1o a Marriott hotel

2015 Nonmember Welcome

First Name

o \\arrioft

Last Name

-I
e
You Have Taken The First Step

Thank you for your interest, [first name] Enjoy a free
night on us when you join our award winning loyalty Get A Free Night
program, Marrioft Rewards

@ Eam up 10 25,000 points wih member promations ik MegaBonus

What To Expect

Other Membership benefits inchude

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 emalls from us about Mamott Rewards.
membership. We look forward to your return visit to a Marriott hotel

Nonmember
Welcome

Mar'l6 266.4K

2015 Avg 249.7K

115
131

$40.4K
$64.1K

28.6%
27.6%

14.5%
11.7%

1.0%
1.7%

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

Bkngs
Delivered Open% | CTO% | Conv% g
Bookmgs Revenue /Dlvd

0.5

Observations

* Enrollment tracking capability is being explored & may be tied
back to these mailings

* Whereas Feb CTO% was similar to the 2015 average, March CTO%
was 24% higher, suggesting the higher clicks may have led to more
enrollments due to the MegaBonus offer
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March test summary

- Destinations Hero image test
- Image test in Benefits




Destinations Table of Content did not
demonstrably increase click engagement

Template 1: Masthead

A\arriott
REWARDS

First Name
Last Name

e

s e—— =
Gold 50  Platinum 75 Your Account »

Q Find A Hotel

$¥ 3 Sunniest Cities in the U.S.A.

Craving some vitamin D? These spots have the highest average percentage of
sunshine hours each year.

Don't

It's sunny. It's dry. And your  Milk those clear skies in this be a casino mole
salad probably came from outdoorsy NorCal town. Go person. Laze by the pool or
this Old West town; it's the white-water rafting, hiking, stretch your Jegs in nearby

“lettuce capital of the world.”  fishing or all of the above. Red Rock Canyon.

Template 2: Table of Contents

A\arrott
REWARDS

...... LY LTI

-

. ik
Platinum 75 Your Account »

Q Find A Hotel

@ Sunniest Cities

@ Spring Break Finder
@ SkiTips

@ When to Plan

3 Sunniest Cities in the U.S.A.

Craving some vitamin D? These spots have the highest average percentage of

sunshine hours each year.

#2: Redding, CA #3: Las

#1:Yuma, AZ

Its sunny. It's dry. And your Milk those clear skies in this Don't be a casino mole person

salad probably came from this  outdoorsy NorCal town. Go
Old West town; if's the “lettuce  white-water rafting, hiking,
capital of the workd.” fishing or all of the above.

Laze by the pool or stretch
your legs in nearby Red Rock
Canyon.

Table of content was tested to see if
navigation to content increased click
engagement

. TOC version included numbered
sections (modules)

. TOC was included, but not tested, in Mar
Destinations for PO versions

Overall click engagement was nearly
identical between the mailings

Test will be continued in April

Clicks: 47.7K
CTO%: 4.6%

Conv%: 9.5%
Booking/Del (K): .93

Clicks: 48.6 K
CTO%: 4.6%

Conv%: 9.1%
Booking/Del (K): .91
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12.4% lift in clicks engagement was created
through image testing in Benefits -TSAT

Lift over Control

All{Control) 0.48%

Fash Sale! Two Days Only

e e A (Control) 0.48%

s e L i B (Control) 0.48%

s Optimized 0.54% 12.40%
(A) Worked best with: (B) Worked best with:
* Mild weather * High pointsbalance
* Lower points balance (greaterthan 70K)
(lessthan 70K) * Level Silveror Above

* Females
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6.7% lift in clicks engagement was created
through image testing in Benefits -WHPH

Lift over Control

All {Control) 0.24%

A (Control) 0.25%
B {Control) 0.23%
G e oo e Optimized 0.26% 6.70%
[ e o]
(A) Worked best with: (B) Worked best with:
* SouthernUS * High pointsbalance
* Low points balance (greaterthan 180K)
(lessthan 180K) * Northern US
* Apple users * Basic status

36



Key Takeaways
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MRCC offer response may have been aided by supporting graphics & copy; emphasize
compelling offer details

Connect subject lines more directly to the content within

Continue to leverage touchpoints & communications to remind and motivate users to
participate in MegaBonus

eBreaks module in TSAT Offers appeared to generate incremental clicks and bookings; trial
eBreaks module in WHPH Offers

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

TSAT WHPH
Brand content MegaBonus
Image-focused Earning opportunities

May consume & respond differently to travel inspiration content

Other KPIs are required to more accurately gauge contribution of email: Program enrollments,
MRCC acquisitions, promotion registrations, and ideally contribution to 2016 goals & objectives
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Competitive

Insights
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Freddie Award voting request continues...

Partner Offers

Rewards
Club

Michet
'WYNDHAM Member: 153912306

Wyndham Rewar s
0 points as of

CARLSON"

Mitchon Biss

prp——— Rod Momber

our Wyndham Rewards Stas

o

!
15,000 potnts
) ) ) |+ el - [ » B
gy

Hyatt Goid Passport Accaunt Summary

Bctivy a of M 10, 2018

EARN UP TO 30K

T A ?
' freddieawards
Wi Vote for Club Carlson at the Freddie Awards

s

EARN UP TO 5X

d Thats Show your love for the most MAGICAL rewards programi

Earn 60,000 Points

ol e SR B vy POFIER . i ™ 5
EARN 2X oyt et
o] O O & L) (%}

Coming Sose: Grand Hyatt Rio de Janeirs

U Tl
s}

and up to 7,000 points*

Enjoy $20 to spend at 30-day risk-free trial" 10% off 1
Shutterfly!

freddie
awards

Enter towin 1 Million  Earn bonus points for  Plan your road trip
Wyndham Rewards Upto 2 FREENIGHTS  with & Wyndham
family staycation

Wyndnam’s 5p

Hertz.

Start using your new
Hertz benefits.

37-0UCA GG ESTCAP

14009802940
de: HWNOEN

1 O . Your Vote Really

Matters

.Mawavds
"
»iBudget Snjoy our New Aseora, €O Motst i i
Earn 500 bonus points and up Show us your loyahy love Jeck et O e gy e - 2
t030% off base rates” before voting ends March 31 S N eor Do T ey

Earn up to 5,000 bonus Earn as you cat!
ints

S TR Reward Night redemption
f the Best Travel Rew: wpdate

ns by U.S. News and World R

| =5 ' 40

Follow us on




Easter Holiday energy

Easter Offers
» Top Offer: reduced rated with
complimentary breakfast
* Brunch offers at various locations

EXPERIENCE THE GRAND LIFE IN MUMBAI

Property Easter Offer

you theoug oy manth, Walk into Grand. -
of nth

Mumbai 201

Brunch
¢ Kid’s activities

splencid brunch at ity Five East

| ViewOnline anE

£ MERIDIEN Slort POINTS — WESTIN

w D 0

METT Easter Offer  GZitH
50% off restaurants, *Mw“uf
spas, and salons B
Easter brunch

Drink offers

Menu and amenities

preview

TRE-FORNI RESTAURANT & BAR

EXCITING EASTER TREATS

Plan the Perfect Eastel

at Hotel Rates
are inclusive of
Intemet or Taxes

Chef Vivek Kadam ard his team o pStissers
bings you a host of Easter goodies such a5

defghts at Gourmet Store from March 22 - &g
52016

CRICKET AT THE BAR

GREAT HOTELS. GREAT RATES. Aeve i cricket franzy at The Bar with thamed
packages delctable cursne snd atiractive
offes Witness the magic o the big screen and
9etin the int of the game weh cur gaming net

EASTER FESTIVITIES Explore other exciting Easter offers below [ oo 1
Bringing the festive warmth along, Easteris here. With a blend of traditional delicacies, home-style : ]
cuisines and a range of fun activities for kids, we invite you to celebrate this Easter with us.

PERFECT SATURDAYS AT FIFTY FIVE EAST

Celebrate splendid Sundays with loved ones at

ha¥ thepce whan yo bok rom Monday 0
The Easter Brunch Cooking & Fun with Kids s i e it oy ot ot
Date: 27th March 2016 Date: 27th March 2016 B
Venue: Tre-Forni Restaurant & Bar Venue: The Manor
Timing: 12:00 hours Timing: 12:00 hours o z
Price: [13000 plus taxes Price:[1850 plus taxes Enjoy Special Easter Sheraton Lagos Special Easter Buffet Lunch at
Delicacies at Sheraton Easter Brunch Le Meridien Port
A special Easter weekend room package has been designed for your stay. AbujaiHotal Enjoy a delectable Easter HEELHURE
Visit hyderabad park hyatt.com for more information. Treat your whole family to a brunch buffet at the Sheraton ~ Come along with your family
Special Easter Buffet at the LagosHotel. Learn More &  and friendsto enjoy the Special
RE Papillon Restaurant. Learn Book Nowp EastrLunch et at the

More & Book Now) Ororo restaurant. Learn
More & Book Now)




Spring Break energy

Spring Break Offer

Spring Break Promotion Up to 25% off standard rooms, up to

30% off premium rooms

CARLSON™

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

hwaiting for you. And,
standard rates at partic

Use Promotional Code]

Hi, Mitchell Points: 0* Red Member

Acct. ending: 4091

Driving to your dest|

Three Days to Save Big

It's not too late to enjoy spring break savings! Beat the winter blues with Carlson Rezidor and save 25%)
jon getaways now through March 31. But hurry, you must book by March 11, 2016 to take advantage of
his great offer — available only at participating Carlson Rezidor properties.

Spring Flash Sale

IS GONE

CHECK OUT OTHER DEALS AT HILTON.COM

GET UP TO 25% OFF STANDARD ROOMS +

UP TO 30% OFF PREMIUM ROOMS &
SUITES.




Persistent Hilton Direct Booking message

Spring Theme DC offer eRewards Opinion Panel

Point Purchasing Offer
* Receive 60% more point by April 1

hd HILTON
. HHONORS

EXPLORE HHONORS | DOWNLOAD APP | OFFERS

Hello Mitchell MEMBER #: 277594357 YOUR
POINTS

See Washington D.C.
in bloom with weekend
rates from $99.

BOOK NOW

Introducing the lowest
price anywhere online,
for members only

BOOK NOW

START
SAVING
MORE

HILTON
H, HHONORS

EXPLORE HHONORS | DOWNLOAD APP | OFFERS

Hello Mitchell MEMBER #: 277594357

sy SILVER GOLD CIAVOND)|

Join the e-Rewards® Opinion
Panel, take online surveys
and earn valuable Rewards.

ENROLL NOW

e-Rewards

HILTON
%, HHONORS

EXPLORE HHONORS | DOWNLOAD APP | OFFERS

Hello Mitchell MEMBER #: 277594357 YOUR
POINTS

When you purchase
Hilton HHonors™ Points
by April 1, 2016.

BUY POINTS

Introducing the lowest
price anywhere online,
for members only

BOOK NOW

START
SAVING
MORE

Introducing the lowest
price anywhere online,
for members only

BOOK NOW

START
SAVING
MORE
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March 2016 MR
Campaign
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Mar ‘16 eNews performance summary

eNews +
Program Benefits eNews Benefits

Total 85.2 M 11.1M
Delivered 66.2% 11.8%

[}
_E Unsub Rate 0.29% 0.27%
T 0.1% 0.2%
G
Delivery Rate
23.0% 19.9%
Open Rate -0.9pts | -0.1 pts
19.6 M 23M
g| Opems 59.9% [ 11.1%
& _ 2.1%
g Click Rate -l] l] pts 0.6 pts
5

PN oM [ 3198K [289.1K
Rl G6.2% | 46.6%

Click to Open 9.5% 13.7%
Rate 0.4 pts 3.3 pts

Financial

_ 175.9K | 323K
Bookings 51.7% | 18.4%
$64.2M | $12.3M | $9.7M
Revenue 41.9% | 18.5%
Conversmn 10.1% 8.9%
-0.9 pts | -2.4 pts

Bookings per 2.1 2.8
Delivered(K) -8.1% 5.9%

Observations

Mar eNews deliveries increased 11.8% YoY and bookings
increased by 18.4% YoY, resulting in an 5.9% increase in
booking per delivered email (K)

March saw a YoY 3.3% point lift in CTO% which was driven
by the 80 K point MRCC offer in Core eNews

* Core eNews generated a higher CTO% than PO eNews for the
first time as the default audience engaged better with the MRCC
offer

Phase I account module launched in Core eNews
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Mar ‘16 eNews email KPI trends

35.0%

30.0%

25.0%

20.0%

15.0%

10.0%

5.0%

* LY Open%
LY

P
\ v?v 70 I \
D LY CTO%,
) \ / \ ) K : /t\

- o
S~ ><>-\/ LYConvbA\ X / \{ \\

Conv%

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 Mar-16
Open% —CTO% Conv% = = LY Open% = = LY CTO% LY Conv%

Observations
Note: Data is for eNews Default & PO Benefits
Open rate hit a new campaign low; March has consistently generated the lowest Open rate for eNews:
2015: Your Account - Your Account: Marriott Rewards in Africa
2016: Your Account - Your Account: Escape the Madness

Click to Open rate was 32% higher YoY due to featuring 80 K point MRCC offer (vs 2015 Protea announcement)
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Mar ‘16 eNews sections

Observations

Top Offers section generated 53% of email’s clicks
* Typically only occurs with MegaBonus and Sweepstakes

* Featured 80 K MRCC offer & Flash Sale (38%)

* Top Offer 2 contained MegaBonus touchpoints (15%)

New account module launched and generated 4% of clicks, similar to
Jan/Feb (MegaBonus ft in Top Offers)

Earn section only generated 1% of clicks but this is typical when Top Offers
section generates more than 50% of clicks

Redemptions featured Hotel redemptions and Product redemptions,
combining to generate 9% of total clicks

* Feb featured 6 hotel redemption opps and generated 4% of total clicks

The combination of Hotel and Product redemptions appeared to
generate greater click share than Hotel Redemptions alone

Video saw least amount of click engagement than other videos in 2015

38%, 5.6 Kbks |

ccount Box =

I
—\21%, 8.5Kbks .

Top Offer

Top Offer 2

|

Search
6%, 1.7 K bks

eNews

Your Account: Escape the Madness

2%, 321 bks

5%, 4.2 K bks _[Rew - Head
| 4%, 999 bks

4%, 938 bks [ oo ]

Ways to Earn This Month

Whers to Use Your Points. Mose Rederptons ©

Hotel Rdm
1%, 1.2 K bks

e T
il by
Zo

Courtyard: Walkiki
Beach

L A -

w City Scene
“al 1%, 99bks |
=3

Hotel Ope
1%, 125 bk
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Mar ‘16 eNews link analysis

Observations
Section click engagement
The addition of the new account module did not appear to generate incremental clicks

Hotel Redemptions: 21.5K
Rewards Header: 12.7K
Main: 11.7K
Product Redeem: 6.3K
Earn: 3.7K

Engaging content
While the Rewards header generated the most clicks out of any content element, it was below
average of previous months

Rewards Header 12.7K
20% off Weekend 7.0K
JW in Santo Domingo 54K
Marriott’s Legends Edge 55K

Your March Memb
Congratulatiol 1 z = z K
Marriott Rewa 999 bks

Be a Weekend Warrior

Mark y
stays

y: a
Book by March 19

471K @&
218 bks .

] 1.6K |
1.0 K-
2.6 K
Where to Use Your Points
137 bks

B COMMCA REPUBLC ~\ ruomoa

5.4 K 5.5 K
376 bks | 3517 bks
JW Marriott: Hotel Santo Marriott's Legends Edge
Domingo at Bay Point
25,000 Poits » 30,000 Poires
» 50 T . )
4.71K 3.3K
224 bks 146 bks
Myrtie Beach Marriott Courtyard- Waikiki
Resort & Spa at Grande Beach

Dunes 35,000 Points

40,000 Points.

,. 386
13 bks

TrekMountain Bike  TaylorMade M1 Driver  Oakley Half Jacket 2.0
147,500 Points. » 137.500 Ponts. R

35,000 Poirts




Mar ‘16 Hotel Specials performance summary

HS + Hotel
Program Offers Specials Offers

Total 85.2M |11.2M
Delivered 66.2% 6.9%

o
-E Unsub Rate 0 29
T -0 1]
= . 98% 1%
Delivery Rate
23.0% 19.3%
Open Rate -0.9 pts |-0.3 pts
- Opens 19.6 M 22M
5 59.9% 5.3%
£ _ 2.2% | 1.1%
g Click Rate -0.0 pts | -0.6 pts
rf‘ Unique Clicks 1.9M Loy
™ 66.2% | -19.3%
Click to Open 9.5%
Rate 0.4pts |-2.7 pts

Financial

, 175.9K | 203K
Bookings 51.7% | 10.1%
Reverue $64.2 M $5.6 M
41 9% | 9.3%
Conversion 10.5% 9.6%
Rate -l] 9 pts 2.8 pts

Bookings per

i 1 8
Delivered(K) -8 'Z

Observations

YoY deliveries increased by 6.9% while bookings increased
by 10.1%, leading to an overall increase in Bookings per
delivered (K) by 3.0%

* MoM deliveries increased by 13% due inclusion of more global
expansion and nonmembers

Hotel Specials and Offers delivery rate have been
consistently below the program
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Mar ‘16 Hotel Specials performance summary

EIR Bookings (000s)
(IA) strewr3 paraafeq

O, R
OLJS °|r_18

mm Bookings mmmLY Bookings mwmPO Bookings ——Delivered ——LY Delivered

0“0-15 a4 p%u*e Yar,

jelh I Peb, Ig MQ)‘. g

4 &, i Juy, 4 Se
r., 5 Wig RSN Uge [ Is .5 .

Observations
* For the 24 month YoY bookings increased >10% YoY
* Mar ’16 saw a 1.2 M increase in deliveries over prior month due to audience expansion (nonmember and global)

- While the bookings increase was partially due to the higher delivery volume, the booking per delivered increased by 3%
due to better overall engagement with Hotel Specials & Offers
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Mar ‘16 Hotel Specials performance summary

30.0%

25.0%

20.0%

15.0%

10.0%

5.0%

T~ __ LYOpen%_. ~ S~ a
\ e, T i R -=-
—— —_;/A
\—/\"——V\/ --q,‘
Open%

‘-:.___ I e ——
SEece--- T - - = =y "ﬂh\f}i/\
0, N = = - -
Conv% LY Conv%
T

Jan-15 Feb-18 Mar-15 Apr-15 May-15 Jun-18 Jul-18  Aug-18 Sep-15 Oct-15 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16
—— Open% —CTO%

Conv% — — LY Open% - = LYCTO% LY Conv%

Observations
* Note: Data is for Hotel Specials Default & PO Offers

» Click to Open rate dropped by 8% MoM & 23% YoY; a new template was launched in 2015 which may have
driven curiosity clicks

* Conversion rate was the highest since March 2014 with nearly all content and sections generating above
month’s averages
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Mar ‘16 Hotel Specials link analysis

© Earn While You Save More Deals ©

eNews
[FNAME's ]April Travel Deals

Your MegaBonus? is wa
ticking. Sign up & stay”
plus more.

Observations e ;;;;ount P —
| 5.1 Kbk S
An eBreaks module was added and generated 6% of : — >

. . . - XXXXX0636 0 0
clicks, despite being the bottom module 0 e s vy o o
* Conv% was 6.4%, average against other sections for this mailing,
which generally were higher than previous month’s averages
+7,000 Bonus Points for a +6,000 Bonus Points in the
Week at the Beach Midwest

MegaBonus was featurec} in the Getaways module but did
not generate the most clicks in that section Mitchell's April Deals

Charlotte from $179 Suite upgrade, drink credit

American Girl® getaway [>] Late checkout & breakfast o g

. . . Spring Escapes ee Al @
Experlences mOdu]'e generated 2% Of C]']'Cks and Wh]']'e 5,000 points in Arizona Myrtle Beach from $170 ) . g e
eBreaks may have cannibalized clicks, there was one less a0 e @ Lke Drivng Fos? Go'o
offer than typical months osttuio g e SR
. . . Baltimore from $164 Save 15% in Atlanta
Search bar saw highest conversion rate since June 2013 R SE SR @ Sy e °
. . Your Villa Awai

(10.0%) and was responsible for 15.3% of the bookings Earm up 0 6,000 points Columbus, O trom $149 il RPN

Stay across the Midwest [>] King room, valet parking [>] Thailand. Choose your villa and save 20%.

Search |[EEELK
11%, 2.3 K bks

See More Deals
eBreaks with eBreaks®

6 % . 847 bks Save 20% on 225 great

locations across North America,




Mar ‘16 Hotel Specials link analysis

Observations

The Getaways section achieved the highest conversion rate (9.1%) with all
placements generating higher than average Conversion rates:

e 2015 Avg Conv%:4.4%

* MegaBonus: 11.6%

* Tk points: 6.3%

* 6 K Midwest: 10.7%

@ Earn While You Save

Ends Soon! Get Your Free Night

Your MegaBonus® is waiting — but the clock's
ticking. Sign up & stay* twice for a free night,
plus more.

Sign Up Now

*A'stay is defined as consecutve nights sp regardiess.

+7,000 Bonus Points for a +6,000 Bonus Points in the
Week at the Beach Midwest

Break for the beach at a sunny resort. Save on  Celebrate the spring thaw across the Midwest
suites and get 1,000 bonus points per night with 1,500 bonus points per night

The Experiences section also achieved its highest conversion rate (5.0%) 2015

Avg Conv%:3.79%

* Notably: 20% Off Villa generated the 3rd highest click volume of any curated
offer and a 5.3% Conversion rate

See Al ©

Like Driving Fast? Go to
Charlotte

Your stay includes tickets to the
NASCAR Hall of Fame.

Your Villa Awaits
Picture yourself at home, from Hawaii to o 3 1 K
Thailand. Choose your villa and save 20% M
£
|
165 bkg

See More Deals
with eBreaks®

Save 20% on 225 great
locations across North America




Mar ‘16 Solo performance summary

Program Solos

Total 852M | 2I.9M
Delivered 66.2% | 411.4%

(]
E I 020% | 0.31%
e 0.1% | 0.2%
= _ 98% 98%
Delivery Rate 0.6% 0.6%
23.0% | 24.6%
Open Rate -0.9 pts | -8.5 pts
° 196M | 6.9M
= pens 59.9% | 280.0%
oane BB
g ! ¢ -0.0 pts | -1.1 pts
& 1.9M [794.0K

Unique Clicks

66.2% | 212.1%

Click to Open 9.5% 11.6%
Rate 0.4pts | -0.2 pts

Financial

1759K | 61.3 K

Bookings 51.7% | 195.5%

$64.2 M | $24.2 M

Revenue 41.9% | 1718.5%
Conversion 9.4% 8.5%

Rate -0.9 pts | -2.2 pts

Bookings per 2.1 2.4
Delivered(K) -8.1% -42.2%

Observations

Solo deliveries increased YoY by 411.4% and bookings increased by
67.3%, resulting in a net decrease in Booking per delivered(K) of 42.2%
¢ Freddie’s Solo reminder was delivered to 11.9 M, over 3 fold from 2015

* Shop Marriott was delivered to 11.1 M; the previous year Shop Marriott
launched in Feb

Launches

* Freddies Award (international & reminder)
* Shop Marriott Sweepstakes

* MegaBonus Registration Reminder

WHPH Nonmember Taste of Gold

* Hertz Promotion Solo
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Mar ‘16 Solo MoM performance summary

140

60

EIR Bookings (000s)

) 'S
S o

o

65.0

55.0

45.0

35.0

25.0

15.0

5.0

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 Mar-16

= Bookings

mmm LY Bookings

—Delivered —LY Delivered

(IND) sTreury paiaarfaq

Mar Key Solo mailings

Mar €16: Freddies

ShopMarriott

D

elivered / EIR Bookings
12M/11.8K
11M/23.4K

MB Reg Reminder 1.6 M/6.7K

Hertz

996 K/ 3K

Abandoned Search 291 K/ 7.3K

Delivered / EIR Bookings
Mar €15: Freddies 24M/5.6K

MB Reg Reminder 1.1M/83K
Points Expiration 840K /971
Abandoned Search 162K /5.3K
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Mar ‘16 Solo visualization — Email engagement

80.0%

70.0%

60.0%

50.0%

40.0%

Open Rate

30.0%

20.0%

10.0%

0.0%

Spring '16 MB
Achievement

MB Registration
Reminder

Spring '16 MB Reg Con

.Aba.ndoned Search

ShopMarriott oints Expiration
Sweepstakes Reminder
METT, _.
isur
[ POTOG. _
1203 Awards
PO Leisur
Launch Protea
Freddie Awards
Reminder
-10% 0% 10% 20% 30% 40% 50% 60% 70%

CTOR

80%

Observations

The new MegaBonus Achievement continued to
generate well above average engagement, with
over 70% Open and Click to Open rate

Registration reminder generated high engagement
with nearly a 60% Openrate

The default Leisure Solo generated a higher Open
and Click to Open rate than PO versions
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MegaBonus Registration Reminder Solo

Spring ‘15

Don't you want [XX,XXX] bonus points? MB R Bk /
e °J | Delivered | Clicks Open%| CTO% |Conv% ov
e DR Reminder Bookmgs Revenue Dl d

Fall ‘15 Feb'l5  1IM 930K $65K $2.5M 51.5% 9.1% 1.0%
SL: Don’t Miss Your MegaBonus, up to XXX pts Sep'l8  19M 551K $43K $1.6M 40.0% T1.4% 1.8% z.3
Mar'l6 ~ 15M 69.0K $65K $22M 58.2% 1.8% 9.5% 4.3

o Marrott

“rst Name

] REWARDS
=t teessenoecenei

Spring ’16 Observations

Don't You Want a Free Night?

Aarriott
R s

MegaBonus registration reminders have been a
valuable touchpoint to drive engagement & bookings

[Alexandria, ]JEarn up to 35,000 Bonus Points

tarch 31, 2015 Lights. Camera. MegaBonus®! Register now to eam m
up to 35,000 bonus points.

3 Steps to Your MegaBonus

T -
HEGAB' NUS

The first Spring '16 MegaBonus reminder generated the
highest Open% and Conv% compared to previous
campaigns, driving an improved booking per delivered

The ability to leverage “Free night” language in both
subject line and body copy likely contributed to the
higher response

Body copy that highlighted the opportunities of point
rewards further reinforced the value of the promotion

1. plus shop
One-Click Registration

Even with increased reminders in other campaigns,
— a dedicated Solo remains a valuable MegaBonus

touchpoint




Project Orange ‘Taste of Gold’ Solo

Enroll
Deli d (0] % | CTO% | C %
Tastoof Gold M Divid)

We've Got a Surprise For You/, FIRST,

First Name .‘\‘ /“al'l'lott

Last Name

o Ed e Mar'l6 56K 29.9% 3.3% 83.6%

Observations
Enrollment metrics from other campaigns should be compared against these
results

We're Giving You Gold (Elite status, that is) . .

Get the Gold Ete Status you deserve when you enrol 2015 Average Nonmember Welcome 2015 Hotel Specials Concierge

Zt:aérl?:eze:'a;iZ;ymAb:tIaznzdn;ep your status until Open%: 2 1 '9% Open%ZG'S% Open% 19'9% Open% 2 1 '6%

e CTO%:4.6% CTO% 11.8% CTO% 6.6% CTO% 3.9%

Wondering what's in it for you?

QOO

25% bonus points  Lounge access and Complementary
for stays breakfast for two room upgrade

The Solo generated a lower CTO% than other Nonmember communications

Enroll in Marriott Rewards
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2016 Solo deep-dive: Freddie Awards

2016
SL: Your Loyalty Means the
World To Us

First Name
Last Name

Marriott
R

Silver 10 Gold50  (Plabnum 75

You're a Big Part of Our Success

Please vote in the Freddie Awards to make Marriott Rewards®
Program of the Year for O years in 2 row

The Freddie Awards are the highest honor for travel ioyalty programs, so your
vote would let us know that you're enjoying benefits like:

@ Flexivilty to pool points with friends

v Recognition of the nights you redeem — they count as Eitte night credits

B 4,000+ propertes worlcwide now that Detta and Protea are on board

Vote Now Voting is open until March 31

Reminder Solo

2016 Reminder
SL: Your Loyalty Means the
World To Us

arrioft

First Name
Last Name

Silver 10 Gold50  [Plabnum 75 Your Account »

Q Find A Hotel

You're a Big Part of Our Success
Please vote in the Freddie Awards to make Marriott Rewards®
Program of the Year for @ years in 2 row.

The Freddie Awards are the highest honor for travel ioyalty programs, so your
vote would let us know that you're enjoying benefits like:

@ Fiexibity to pool points with friends
Q Recognition of the nights you redeem — they count as Eite night credits

@ 4,000+ properties woridwide now that Deita and Protea are on board

Freddies

24.1%
30.3%
14.1%
20.7%

9.8%
15.8%
16.9%
1.5%

11.4%
11.4%
9.6%
6.2%

2012
2014
2015
2016

3.0M
1.0M
25M
11.2M

706K $8.0K
46.1K $5.2K
584K $5.6K

172.3K $10.7K

$2.9M
$1.9M
$2.0M
$3.9M

5.5
2.3
1.0

kngs/
0, 0, 0,
Delivered ﬁ Bookmgs Revenue Open%|CTO% | Conv%

Observations

The Freddie’s reminder was delivered to a significantly larger
audience than previous years
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ShopMarriott Sweepstakes Solo

Feb ‘15: Win a 5-night stay,
a Marriott Bed, & more

Nov '13 6.5 M 6.8K  $22M 24.0% 71.8% 5.6% 1.1

Nov '14 13.6 M 11.9K  $42M 22.1% 11.6% 3.4% 09
Mar “16: Win A 5-Night Feb '15 122M  46.8K  $16.8M 24.9% 21.2% 7.3% 3.8
B Stay, New Bed & More  Sep '15 610.6 K 1.5K $702.6K 30.4% 25.2% 3.2% 2.4

mm o diiRes Nov '15 11.6 M 65K  $22M 21.7% 7.9% 3.2% 0.6

Mar '16 11.1M 23.4K $8.1M 22.3% 15.4% 6.2% 2.1

Observations
ShopMarriott solos that contain sweepstakes generate higher CTO%
and booking per delivered

ﬁ 'H_"‘ ?‘j‘

“You could be the winner” had the highest Open% of any
ShopMarriott Solo but there were significant differences in the
audience

Test & roll SL testing can indicate SL-type to consistently use

Mar ‘16 had a lower CTO% than other sweepstake Solos and the only
mailing without a 2*¢ CTA button
Reiterating CTA buttons may help generate incremental clicks
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Mar ‘16 Lifecycle performance summary

Program Lifecycle

Total 85.2 M 5.2M
o| Delivered 66.2% 109.2%
_E Unsub Rate 0.29% 0.64%
T 0.1% 0.2%
. _ 98% 97%
Delivery Rate 0.6% 0.5%
23.0% 34.6%
Open Rate -0.9 pts | -2.1 pts
196 M 1.8M
g|  Opens 59.9% | 97.3%
g -0.0 pts | -2.4 pts
= Unique Clicks 19M | 3198 K
66.2% 50.4%
Click to Open 9.5% 17.9%
Rate 0.4 pts -5.6 pts
Bookings 1759 K 301K
51.7% 34.2%
_ $64.2M | $11.9 M
i
E Conversion 9.4% 9.6%
- Rate -0.9 pts | -1.2 pts

Bookings per
Delivered(K)

-8.1%

-35.8%

Observations

* Delivery increased YoY by 109.2% and bookings increased by 34.2%,
resulting in a decrease in bookings per delivered email of 35.8%
* This month saw the highest volume of delivered since Feb ’14 and the
highest revenue since before 2012
- Resorts mailing was sent to 722 K
- Buy Back was sent to 354 K
- Anniversary was sent to 922 K & was not live last year
« While these mailings drove booking volume, they were slightly less
efficient than other Lifecycle campaigns
Launches
 Silver Focus Taste of Gold
* Leisure information
* Buyback
* Onboarding*
* Nonmember Welcome ft MegaBonus offer

*For March Onboarding data is included in Solo campaigns
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Mar ‘16 Lifecycle MoM performance summary

35.0 6.0
30.0 I L 5-0
/ \ - 4.0
G 200 — &
& 30 3
:E 15.0 - 2
o —_
0 - 2.0
A 100 - — 8
0.0 T T T T T T T T T T T T T T T r .0
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 Mar-16
mmm Welcome [ Post Redemption Anniversary Near Level mmw Happy Birthday mm Achiever
mmm Hello Again s Acquisition mmm Buy Back s Flipper mmm Reactivate s OTA Shift
mmm Early Engagement mmmm AP Activation mmm Resorts mm Off Track mmm Silver Focus s Winback
mmw Renewer Incent Redemption  ———Delivered
Observations

- March spike in bookings was due to one-time mailings Silver Focus Taste of Gold, BuyBack, & Leisure Solo
(Resorts)




Mar ‘16 Lifecycle visualization — Engagement

70.00%
Renewer Achiever
Post Redemption Happy Birthday
60.00% ‘ . .
. Taste Of Gold

50.00% .Near Level
@ Incent Redemptior. Buy Back Promo Early Engagement
£
E 40.00% Reso Winback .
o niversa, Welcome Birthday Request
& 30.00%
o]

Reactivation
20.00%
Onboarding
10.00%
Hello Again
0-00% T T T T T T T
0.00% 10.00% 20.00% 30.00% 40.00% 50.00% 60.00% 70.00% 80.00%
CTOR
Observations

- Silver Focus: Taste of Gold & BuyBack launched in March and generated similar email KPI’s as they had in previous years
- Leisure Solo (Resorts) was not behaviorally triggered and generated email KPI's similar to Solos & METT
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Leisure Informational Solo

SAN FRANCISCO,

Leisure EIR EIR Bkngs
3 () 0, 0,
Solo Delivered Bookings Revenue Open | CTO%  Convi% /Dlvd
Core T722.4K 2.2K $811.3K 27.9% 17.2% 15.0% 3.0
PO 5859.5K 562 $186.3K 23.6% 5.3% 8.0% 1.0
Total 1.28 M 2.1K $1.0M 26.0% 6.4% 12.7% 2.1
Observations

Leisure Informational solo leveraged multiple

dynamic content:

* Top Offer leveraged propensity model to against 6 featured
destinations

* Secondary section were custom to PO & Default

The Default version generated higher email KPI's
than the combined PO version, resulting in a 3 fold
higher booking per delivered

The PO version generated performance similar to
METT mailings with slightly higher CTO% and
lower Conv%

PO segment level performance needs to be
understood as well as the targeted Core audience

TSAT
[FNAME's][Your] Summer Vacation
Plans

Core
Plan Summer Vacation

Marrioft
REWARDS

Marrioft
REWARDS
csesseneneseess

First Name

ceseneenees Last Name

Q Find A Hote!
o

CALIFORNIA 3
O .

Put San Fr n Your Map Because

[FNAME-tastic]paradise-perfect],

£¥ Where Will You Go Next? e

£¥ Where Will You Go Next? See Al @

WhisHer, 86
Canada

e
’Q/-- A

> Paradiss iR,
babamAs

Plan Your Vacation Today Plan Your Vacation Today

WHPH

Cross "Plan Summer Vacation" Off
Your List

Aarrioft
REWARDS

WASHINGTON, DC

P

D.C. Should Be on Your Map Because .

The cool capit
o jashing

roinventing is food and cultural

D.C. has overything to make your
ton [FNAME-tastic)monumental]

£¥ Where Will You Go Next? See All @

Whistler, b0,
CARAdA

“;.t:a:"@ e

Plan Your Vacation Today

64



Feb’16 - current
Here's What [XX,XXX]

Incent Redemption Fos G o i

Incent

Incent Redemption Delivered . Open% | CTO%
Batch delivery schedule: Redeem Bookings | Revenue ,
*Jan ‘18 Jan'15 750.5K 82K  $3.28M 47.6% 16.9% 13.5% 10.9 2015-Jan’16

*July ‘15 Feb 15 215K 331 $381.2K 50.2% 23.0% 13.4% 15.4 Jim, indulge with your

Feb ’16 Mar '15 22.1K 348 $1704K B52.0% 23.6% 12.8% 158 [XX,XXX] points
Apr'15 27.5K 460  $191.1K Bl.7% 23.6% 13.7%  16.T
May'l5  30.3K 401  $166.6K 49.3% 22.5% 12.0% 133
A refresh launched Feb °16: Tun'15 22.5K 319 $110.3K  49.3% 23.1% 12.5%  14.2
. lg g’(;ztdt’:fgi‘;g‘;s 78K) Jul'15 409.0K 32K  $1.32M 43.8% 15.6% 11.4% 7.8|
Tareeted content acanet oot BETRE 511K 550  $201.0K 48.4% 17.1% 13.0%  10.8
geted content ag po!
balance tiers- Redemption Sep '18 54.1K 586  $267.2K 44.3% 18.9% 12.9%  10.8
slider Oct'15 775K 828  $303.8K 47.7% 17.7% 127%  10.I
Nov '15 59.3K 532  $208.0K 46.8% 17.0% 11.3% 9.0
Dec'15 42.1K 412 $1426K 44.1% 18.2% 12.0% 9.7
Jan'16 75.8 K 10K $422.1K 53.8% 183% 13.3%  13.1
'Feb'16  560.9K 36K  $1.39M 41.4% 14.2% 10.9% 6.4
Mar '16 88.7K 825  $345.1K 44.7% 15.7% 13.2% 9.3 -

[Fort Lauderdale  [AC Holal [Vai Marriot
Marriott Harbor Ambassadeur Mountain Resori]
Beach Resort & Antoes- Juan les

Spa] Pins)

Observations

* Monthly non-batch delivery peaked due to inclusion of larger audience with
potentially a different mindset

* Click to Open rate was among the lowest generated against previous versions but
Conv% was among the highest

Continue monitoring and conduct link & point balance segment analysis




Lifecycle: Onboarding

How to Use Your How to Earn Points:

Rewards Account
Earning Points

Insider Tips

Status Bar Status Bar

Dynamic Intro
Copy

Pre Travel tips

‘ W;tay 3 Ways to Earn

Recommendation

Redemption
Opps

Dynamic MRCC

Let's Plan Your Next
No Travel Required Trip

You Have 50 Million
New Friends

Travel Community

__Inspiration

Status Bar Status Bar

Community +
Tips

Travel
Inspiration copy
& Infographic Social
Community

channels

Dream stay
Social Channel

Module

Earl EIR
S Delivered Open% | CTO% | Conv%
Engagement Bookmgs Revenue De I(K

Onboarding 2700K $1222K 18.2% 98% 1.2%
Series 1 1275 K 197 $66.6 K 20.1% 10.7% 1.2%
Series 2 89.1K 123 $42.2K 16.9% 9.9% 8.2% 1.4
Series 3 484 K 28 $13.4K 16.1% 71.2% 5.0% 0.6
Series 4 49K 1 $89 16.1% 4.5% 2.8%
Welcome 21M 64K $29M 347% 19.0% 4.7%
Welcome 284.2K 2769 1.3M 47.2% 22.8% 9.1% 9.7
Points EES1 2736 K 912 $381.2K 36.5% 18.1% 5.1% 3.3
Points EES2 266.1 K 512 $213.0K 31.3% 13.8% 4.5% 1.9
Points EES3 253.8K 619 $285.1K 28.3% 11.2% 1.7% 2.4
Observations

Launches 45 days after registration, each 10 days apart

Non-standard email KPIs to understand impact
* Drive new member loyalty at a faster rate
* Increase # of new members booking their 274 stay

Early performance benchmarks
* Openrate after the first message below program avg

* Click to open rate starts at program avg, falls to similar
CTO as Concierge/Destinations

Continue to monitor and connect to longer term
engagement KPI'’s




Lifecycle: Elite Buy Back

2015: Keep

A\arriott
REWARDS

First Name
Last Name

|Silver 10 Platinum 75

Elite Buy Back: Keep Gold Elite Status in 2015
Retain Gold Elite status with your points. For a limited time, you can buy back
your Gold Elite status for just 25,000 points without meeting the minimum
50-night requirement, now through April 1, 2015

As a Gold Elite member, you'll continue to receive the following benefits plus
much more

A 25% point bonus

)@

Free enhanced Internet at participating locations

Lounge access/breakfast at participating JW Marriott®, Autograph
Collection® Hotels, Renaissance® Hotels, Marriott® Hotels (excluding
resorts)

%

Simply email or call us to find out just how easy it is. You can get all of the

details about the Buy Back program here
Keep Your Gold Status

2016: Keep your [Status] Elite status for 2016

our [Status] Elite status for 2015

HHE HH

Your Account » Points Nights.

J\arrioft
REWARDS

First Name
Last Name

=2
L i "
Sitver 10 |Gola 50  |Piatinum 75 Your Account » Points Nights

Q Find A Hotel

Keep Your Silver Elite Status in 2016

Don't worry], Alexandria]. While you didn't stay 10 nights last year, you have enough
points to keep your Silver Elite status. For a limited time, you can buy back your
Elite status for just 7,500 points, now through April 1, 2016

Buy back your status to keep enjoying benefits like:

® A 20% point bonus
° Ultimate reservation guarantee

(B Priority late checkout

You can get all of the details about the Buy Back program here.

Keep Your Silver Status

Elite Buy EIR EIR Bk/

Deli | o % |CTO% C Yo
Back elivere Bookings Revenue pene o) onve Del (K)
2012 243.6 K 25K $959.5K 32.4% 21.9% 14.5% 10.3
2013 260.5K 29K $1.04M 40.5% 22.5% 12.1% 11.1
2014 318.4K 1.6K $548.6 K 41.1% 22.4% 5.5% 5.0
2015 328.TK 3.2K $1.24M 36.7% 19.9% 13.4% 9.8
2016 355.0K 34K $1.26 M 37.9% 19.8% 12.8% 9.7
Observations

- Same Subject line

- Same target (all elite status tiers)
- Copy was updated to a more conversational tone

2016 version was nearly identical in performance to 2015
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Lifecycle: Nonmember Welcome

Mar ‘16 Nonmember Welcome
(ft. MegaBonus)

Frstiame o\ M\arriott

Last Name

» Start enjoying member benefits and exclusive offers.

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.

Watch your inbox for additional emais from us about Marriott Rewards
membership. We look forward 10 your return visi 1o a Marriolt hote!

2015 Nonmember Welcome

Frsiame g\ ANarFIOH

Last Name

» Eam a free night at one of 3.700 hotels in over 70 countries.

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

st, [first name] Enjoy a free

|
our award winning loyalty Get A Free Night

What To Expect

Other Membership benefits inchude

W Eam upto 25,000 ponts wtn member promotions ke MegaBonus
@ Choose from 14 distincty different brands for your stay
£ Checkin and out faster with our mobe app

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

Watch your int
membership. W

Nonmember EIR

Bkngs
0, (1) 0,
Delivered B e Open% | CTO% | Conv% /Dlvd

Welcome
Mar'lé 266.4K 115
2015 Avg 249.7K 131

$40.4K 28.6% 14.5% 1.0%
$64.1K 27.6% 11.7% 1.7%

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

0.5

Observations

Enrollment tracking capability is being explored & may be tied
back to these mailings

Whereas Feb CTO% was similar to the 2015 average, March CTO%
was 24% higher, suggesting the higher clicks may have led to more
enrollments due to the MegaBonus offer
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Lifecycle: Silver Focus - Taste of Gold

A\arriott

tweme REwarps. [N

Last Name
s . CEETYTYY 1)

Taste of EIR EIR Bk/
1i d (o) % CTO% C %
°""***% Bookings Revenue Del (K)

Mar '12 178.3K 3.8K $1.3¢4 M 56.7% 14.2% 26.2% 21.1
Siver 10 Godso [Paimm7s  YourAcount» | Poms  Ngms Mar '13 1774K 3.6K $1.28M 55.5% 12.7% 28.9% 20.4

.

#HH H#iH #iH

Mar'l4 179.7K 44K $1.67TM 49.2% 15.7% 31.5% 24.3
Mar'l5 189.7K 2.5K $955.3K 43.8% 11.9% 29.4% 15.4
Mar'l6  197.5K 3.5K $1.3¢4 M 50.3% 10.6% 32.7% 17.5

Q Find A Hotel

Observations

Enjoy a Special Treat: Gold Elite Status . .. . s .
Iy 2016 version generated similar email KPI’s as previous years

Alexandria, we have news you'll love. As part of a select group, we have upgraded
you to Gold Elite status for three months. As a Gold Elite member, you'll receive
exclusive benefits including

* A 25% bonus on Marriott Rewards® points

« Guaranteed lounge access at participating brands
+ Complimentary room upgrades

* Free enhanced Wi-Fi

To enjoy your Gold Elite status longer, stay* six times at a participating Marriott®
brand now through June 30, 2016 and you'll maintain your Gold Elite status through
February 2018.

We took it upon ourselves to enroll you in this special program, so there's no need
for you to lift a finger to enroll. Simply book now and enjoy your Gold Elite benefits.

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




Mar ‘16 Destinations performance summary

Program Dest. Core PO
Total 85.2M | 10.8M
o| Delivered 66.2% 55.0%
_E Unsub Rate 0.29% 0.30%
T 0.1% 0.1%
< 98% 99%
Delivery Rate 0.6% 99 1%
23.0% 22.3%
Open Rate -0.9 pts |-1.7 pts
196 M | 24M
g|  Opens 59.9% | 44.1%
E
5] .
g Click Rate -l].l] pts -0.4 pts
&

P oM [13.4K|1002K
B 66.2% | 10.6%
ZD/

Click to Open 9.5%

0.4 pts |-1.4 pts

Financial

1759K | 119K

Bookings 51.7% 9.6%
Revermue $s4 2M $3.4M
47.9% 0%
Conversmn 10.5% 9.8%

-0.9 pts -2.3 pts
Bookings per

Delivered(K) -8.1% -41.1%

Observations

Destinations to the Default audience launched in March to MR
members (EN global)

Note:YoY comparisons were made to 2015 Concierge
although this is not an apples to apples comparison;
differences include:

* Audience size and composition

* Mailing frequency

* Changes in content and format
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Mar ‘16 Destinations

T 1 Bkngs/
rave Delivered Open% | CTO% | Conv% ngs
Inspiration Bookmgs Revenue Dl d

Destinations 10.8 M 11.9K m

Core 9.7TM
1.1 M

Conc1erge 16.2M 12.8K | $4.5M  16.8%

Feb-1 3.2M
Feb-8 3.1M
Feb-15 3.3M
Feb-22 3.3M
Feb-29 3.3 M

22.3%
9.8K $3.3TM 22.0%
2.0K $754.6 K 25.4%
19K $642.4K 16.8%
2.7K $944.2K 17.8%
3.1K $1.09M 16.2%
2.8K $978.8K 17.4%
24K $823.8K 16.2%

4.7%
4.7%
4.5%
4.3%
3.4%
4.4%
4.4%
5.2%
4.1%

10.5%
9.8%
15.4%
10.9%
10.4%
10.9%
13.3%
9.2%
10.8%

1.0
1.8

0.6
0.9
0.9
0.8
0.7

Observations

Key differences

- No eBreaks module

- 6 M new audience members, mailed once a month
- Significantly greater and evolved content

Compared to single Concierge mailings, Destinations (Core):
- Generated a higher Open rate, a slightly higher Click to Open rate, and a lower Conv rate
- Not apples-to-apples as Concierge included PO segments

Comparisons to Concierge should be limited; however, comparing CTO% &
Conv% may offer insight into an integrated content approach vs separate travel
inspiration & offer content

Destinations
Your Trip Planner Is Here, [FNAME]

Marrioft
REWARDS
teesees00snnss




Table of Content did not increase click

engagement

Template 1: Masthead

A\arriott

First Name
bt REWARDS

e

orssem—— =
Gold 50  Platinum 75 Your Account »

Q Find A Hotel

$¥ 3 Sunniest Cities in the U.S.A.

Craving some vitamin D? These spots have the highest average percentage of
sunshine hours each year.

#1: Yuma, AZ #2: Redding, CA

It's sunny. It's dry. And your  Milk those clear skies in this  Don't be a casino mole
salad probably came from outdoorsy NorCal town. Go person. Laze by the pool or
this Old West town; it's the white-water rafting, hiking, stretch your Jegs in nearby
“lettuce capital of the world.”  fishing or all of the above. Red Rock Canyon

Template 2: Table of Contents

SRE— ik
Gold 50 Platinum 75 Your Account »

@ Sunniest Cities

@ Spring Break Finder
@ SkiTips

@® When to Plan

3 Sunniest Cities in the U.S.A.

Craving some vitamin D? These spots have the highest average percentage of

sunshine hours each year.

#1:Yuma, AZ

It's sunny. It's dry. And your Don't be a
salad probably came from this ot Laze by the pool or stretch
Old West town:; if's the “lettuce W : your legs in nearby Red Rock
capital of the workd.” fishing or all of the above. Canyon.

Table of content was tested to see if
navigation to content increased click
engagement

. TOC version included numbered
sections (modules)

. TOC was included, but not tested, in Mar
Destinations for PO versions

Overall click engagement was nearly
identical between the mailings

Test will be continued in May

Clicks: 47.7K
CTO%: 4.6%

Conv%: 9.5%
Booking/Del (K): .93

Clicks: 48.6 K
CTO%: 4.6%

Conv%: 9.1%
Booking/Del (K): .91

12



Mar ‘16 Project Orange performance summary

Project
Program Orange
Total 85.2M
o Delivered 66.2%
[&]
5 Unsub Rat 0.29%
5| l 0.1%
G
Delivery Rate
o Rat 23.0%
pen Rate -0.9 pts
o 19.6 M
= pens 59.9%
g _ 2.2%
o| Click Rate
@ -0.0 pts
o
& Uni Click 19
nique Clicks |ESFFIA
Click to Open 9.5%
Rate 0.4 pts
Booki 1759 K
ookings 51.7%
— $64.2M $5.1 M
-]
E Revenue 47.9%
_E Conversion 9.4%
B Rate -0.9 pts
Bookings per 2.1
Delivered(K) -8.17%

Mar Project
Deli d (o) % | CTO% | Conv% Unsub%

v Ten | s | s | s e e o
Benefits 498.7K 5.1K $2.1 M 31.4% 11.3% 29.0% 10.3 0.1%
Destinations 506.0K 1.5K $556.9K 30.7% 4.3% 22.7% 3 0 0.2%
Offers 469.0K 3.2K $1.1 M 26.8% 10.1% 24.9% 0.0%

TSKT LS | 52K | SLEM | Zhit% 6.5% 9% Ld | 015
Benefits 586.8K 1.5K $590.0K 21.2% 10.5% 11.7% 2.6 0.2%
Destinations 637.5K 529 $197.7K 21.2% 4.8% 8.1% 0 8 0.2%

Offers 601.3K $1.1K $400.5K 20.8% 10.4% 8.5% 0.1%
Total | 3.3M | 13.0K | $5.0M  24.9% 6.5% l8.6% 3.9 0.13%
Observations

2" highest bookings driven by MegaBonus featured in Benefits &
Offers

‘Highest CTO% & 2nd highest Cold @ C €

Compared to the base emaMdﬂﬂf-dedicated campaigns:
-Generated 18% Higher Open rate

-76% higher CTO%
-%%hghrcmv%_l_I_I_I_l_l_l_l_l_l_l-
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Mar ‘16 Project Orange: WHPH

Bk/

EIR

Mar EIR

Deli d (o) % CTO%  C % U b% :
Benefits o C Bookings | Revenue pen onv7 Del (K) nsu WHPH Benefits
Your Account: Conquer
WHPH  498.7K 5.1K $2.1M 314% 11.3% 29.0% 10.3  0.1% Your World [FNAME]
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 WHPR!Q eggaeger!-tll 1slwgnﬁ£a30nus,

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
Lcontinue to draw click engagement ]

Account Box
25%, 1.4 Kbks -

Search
4%, 267 bks

dm -Brand bk

il Spotlight "
r\ 3%,103bks
Top Offer T
14%, 158 bks

Top Offer 2
33%, 1.6 K bks

Rewards
| 6%, 356 bks ™

mevr Redeem
G Lo 11%, 544 bks

Bottom Offer
0.5%, 9 bks




Mar ‘16 Project Orange: WHPH

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

WHPH 469.0K 3.2K $1.13M 26.8% 10.1% 24.9% 0.0%
Offers
" - = . .l EEE § EEm § B 5 EBE 5 EEE 5§ EEm § BB T EEm § EEm 5 EEm B s = . [FNAME'S] Apnl TI’aVel Deals © Your Earing Potential Just Got Better seers ®
Observations i
_ ) o ) . . 'l Account Box &= Maior Offer
Field Offers continued to attract the majority of clicks & the section conversion  |39%,1.6Kbks  _ ]

rate matched the average of other sections 13%’ e

AAAAA

Propensity Field Offers were a positive change for WHPH v o = \
e Y & 3N N v
Vel raSe T
The Minor offer section generated more clicks than the Major Moo Aorl Deal

SubHeadiine Lorem Dolors (25)  SubHeadline Lorem Dolors (25)
Body ) @ Body cop ) @

* InJan, the Major offer section generated nearly 4x the clicks as the Minor

* The Feb Minor offer Em dﬂﬁid@Tormmues (incl. MRCC | Field Offers
offer) which genera ) 55%, 1.6JK kas

* MRCC offer generated a 14.2% Conv (TSAT offer generated 2%) . . . Minor Offer

WHPH segments may respond better to point earning opportunities ' 2%, 42 bks

Search
“Up to 30% Off at Destination Resorts” generated the most clicks of any content | 1%, 211 bks

in the Major Offer section
This offer may have generated even more clicks/bookings as a Top Offer

15



| Bccount Box

Mar ‘16 Project Orange: WHPH -

Search
WHPH
Your Trip Planner is Here[, FNAME] 1(_)%’ 163 bks )

Top Section
13%, 163 bks *

Mar Bk/
Deli d (o) % | CTO% | C % U b%

WHPH 506.0 K 1.5K $356.9K 30.7% 4.3% 22.7% 0.2%

Observations

Feb continued the low engagement trend with content:
» 2 ]lowest clicks generated

* Click% to Account Box and Search increased

Compared to previous 201 tination Vﬁﬁl
* Top Offer message did not=®ea aaggr dexatured one link

* Minor Offer did not contain CTA buttons Park City, More Than Just a ki Town

Minor Section
24%, 266 bks

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




Q5ing A otel

Mar ‘16 Project Orange: TSAT (g

TSAT 586.8K 15K $590.0K 21.2% 10.5% 11.7% 0.2%

Sl LS | 9%; 205 bks \
Your Account: Go More b/ ~ e dm —l?rand
Places [FNAME] 3 Spotlight

Mar — 3%, 23 bks
Delivered Open% CTO% | Conv% Unsub% o
Benefits = Bookmgs Revenue e o|onvse l(K) nsub 7o = o —

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 Om ﬂocgi\@ engagement,
generating 6% of cli ogrgn %tly below average
(4.1% vs 4.8% avg)

TSAT continued to find value with Hotel Openings

above section avg for a MegaBonus month
TSATs seemed to engage well with Hotel-related content

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

Top Offer 2
27%, 339 bks

Bottom Offer
0.5%, 9 bks

Openings
6%, 53 bks

- D EEE § EEE § EEE § EES § O EEE O EEE § EES § EEm 5 Emm 5 s o mmm o mm o x wd




Mar ‘16 Project Orange: TOAT

Mar
Deli d (o] % | CTO% C % U b%

TSAT 1.1K $400.5K 20.8% 10.4% 8.5% 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 appﬂ alarésmaleacé(iﬁ

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

601.3K

Offers
[FNAME's] April Travel Deals

Account Box g
19%, 356 bks

Alexandria's April Deals

SubHeadline Lorem Dolors (25)  SubHeadline Lorem Dolors (25)
Body copy lorem psum dolor (28) Body copy lorem ipsum dalor (28) @

SubHe: d1 ¢ Lorem Dolor: (ZS] SubHeadline Lorem Dolors (25)
ik " il 0 ©

Search b

12%, 216 bks

Q Stay More, Save More, Earn More N )

Major Offer
6%, 68 bks

© Make Your Spring Escape ce Al @

Minor Offer »
10%, 92bks

18



Mar ‘16 Project Orange: TOAT

Mar
3 0, 0, 0,
Destinations Delivered Bookmgs Revenue Open% CTO% COIWA) l(K) Unsub%

TSAT 637.5K 529 $187.7K 21.2% 4.8% 8.1% 0.2%

Observations

Whereas Jan Minor Offer section did not create click engagement, Feb generated
the most clicks and high E&"Imv% hlStlol
* The percentage of cli ael Y dexled MoM

March Destinations will move to a new format & travel inspiration

me‘t_I_I_I_I_I_I_l_l_l_l_l_l_

Aarrioft
REWARDS

TSAT
It's Spring Break Somewhere™

Top Section
13%, 60 bks

% Minor Section
45%, 155 bks

vty v Pk Gy Mrretf®
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WHPH: Leisure Informational Solo

TSAT
[FNAME's][Your] Summer Vacation Plans

Aarrioft
REWARDS

First Name

Last Name

o

Observations Kauai Should Be on Your Map Because ...

You don't have to choose between the pool or ocean

B e e e
[FNAME-tastic][paradise-perfect]

+ XXXX

£¥ Where Will You Go Next?

XXXX

' e

,Q/“

e Paradise 1sland,

Las Vi Bahamas
Novi
Play: Las Vegas Love: Bahamas
daybeunch?  Dont it e tables mtmidate  Turquoise water, wiite sand &
This famers market has over  you! Most dealers (and plenty of sunshine - it doesn'
80vendors fo fuelyour e piayers) love o share tps get much better

Plan Your Vacation Today

WHPH

Cross "Plan Summer Vacation" Off Your List

J\arrioft
REWARDS

First Name

Last Name

WASHINGTON, DC

»

D.C. Should Be on Your Map Because ...
The cool capital is reinventing its food and cultural

scene. Washington D.C. has everything to make your Take Me There

summer vacation [FNAME-tastic)[monumental]

£¥ Where Will You Go Next?

Bahamas

ST

Energize: \

stler  Eye Candy:Vegas  Eat: Bahamas

Adrenaiine ju antacke  Take abreak from biackiack  Work up an appette
mountain traik abikeor  and stroll the 6-mie strp while  snorkeling, then induige your
7,000-001 2p-line. s0aking up the sights. inner gourmet at Nobu

Plan Your Vacation Today
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MegaBonus results to date

Announcement 1.8M 356K $13.54 M
Corrected Info 6052 K 223K $8.20 M 36.9
First Hurdle Progress CheckIn 432K 12K $452.0K 28.6
No Stays Progress CheckIn 3078K 5TK $1.89 M 18.6
Preview 60M 98K $3.38 M 16
Registration Confirmation 5908 K 15K $2.66 M 128
Registration Reminder 1.TM 65K $2.46 M 39
eNewsJan'l5 105M 562K $9.30M 53
eNews Feb'l15 106 M 181K $2.80 M 17
eNews Mar'l15 105 M 21K $916.5K 02
[Spring 18 | 486M | 165.2K | S$45.6M | 3.4/
Announcement 8I1M 500K $18.09 M 5.1
First Hurdle Progress CheckIn 954K 22K $780.6 K 23.1
No Stays Progress CheckIn 1308K 14K $488.0K 10.5
Preview 61M 152K $5.5TM a3
Registration Confirmation 640.7K 80K $301M 12.5
Registration Reminder 19M 43K $1.58 M 23
eNews Sep'l5 102M 212K $4.50 M a1
PO-Benefits Sep'15  1.0M 181K $6.96 M 1186
eNews Oct'l5 103 M 129K $4.86 M 12
Hotel SpecialsDec'l15 7.8M 95 $344K 00
PO-Benefits Oct'1S 1.0M 19K $3.01 M 16
[Fauas | 486M | 1473K | $48.9M | 30|
KAchisvement 107.0K 142K $5.10M 13286
Announcement 7.8M 458 K $16.21 M 59
Preview 19M 256K $0.85M 3.3
Registration Confirmation 4138K 60K $2.16 M 145
Registration Reminder 15M 65K $2.21 M 43
eNewsFeb'l6 106 M 293K $4.38M 28
Hotel Specials Feb'l16 9.0M 294 $926K 00
PO-Benefits Feb '16  9072K 168K $6.3T M 18.5
PO-Offers Feb '16 1.1M 19 $2T.1K 0.1
eNews Mar'l6 106 M 42K $147TM 04
Hotel Specials Mar'16  10.1 M 440 $164.1 K 0.0
PO-Benefits Mar '186 1.1M 14K $518.8K 13
PO-Offers Mar '16 1.1M 189 $T18K 02

| 62.2M | I51.0K | S$48.7M | 24|



Mar ‘16 Concierge deep dive analysis

30.0%

28.0%

a0.0%

15.0%

10.0%

5.0%

0.0%

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

n
- -~ I - "
e PR
hES - _emT T~ TEE T I
~~ LY Open% .
Open% |
n
LY Conv% I
Conv% -
oy
- “ S~ = I
rd - = - -
’ LYCTOY, ~ - = = = = = ——__. < "
- ~
\___...-"""-._‘_h - I
CTO% -
| |
Dec-14  Jan-1§ Feb-18 Mar-18 Apr-16 May-15 Jun-15  Jul-18  Aug-15 Sep-15 Oct-18  Nov-15 Dec-15  Jan-l6  Feb-16 I
——Open% ——CTO% Convis - - -LY Open: - - LY CTO% LY Conv? .
.
Observations .
|
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Spring ‘16 MegaBonus to Date

MegaBonus . . Bkngs/
Delivered | EIR Bookings | EIR Revenue Divd

Registration Reminder

Aarrioft

First 3 Months
e REWARDS Spring '15 48.6 M 165.2K $45.60 M 3.4

Fall'l5 48.6 M 147.3K $48.89 M 3.0
Spring '16 62.2M 151.0K $48.68 M 2.4

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

Display Media (FB/GDN)

. Marrott Rewards MegaBonus like a winner.

Benefits

Add a Free Night to your impressive trophy collection!

Win Big With MegaBonus®

MegaBonus is a win-win-win when you register
by April 15th and stay twice by May 15th. You'll
earn a free night & more!

Aarriott Register With One Click

88% Open%, 1% CTO%
4.2 Booking/Delivered (K)

WIN WIN
-l i S Register Today @ REWARDS
am a free night afler two Unlock Every stay counts a 4000+ It's a Win-Win-Win
aer you hotels workiwide Eam a free night and unlock a bonus points offer after two stays when you
regiter for MegaBonus* by Apr 151
Enjoy your free night, plus shopping, dining, exploring and much more with your Rogester Now

eamings.

One-Click Registration :
b like @ Comment 4 Share

You ars atomatcaly regatared it st on clck

Offers

Hotel Specials Earn Your Free Night

Don't miss out on your MegaBonus®! Stay*

eNews Ends Soon! Get Your Free Night :M:Ea“"“, B twice to earn your free night, plus more.
Your MegaBonus? is waiting — but the clock's 2

Don't You Want a Free Night? ticking. Sign up & stay* twice for a free night,
plus more

There's still time to register for MegaBonuse®.
Sign up, make 2 paid stays anq a free night is Sign Up Now ) i
all yours. Plus unlock more points. 4 E

m *A'stay is defined as consecutive nights spent at the same hotel, regardiess of check-inicheck-out actiiy 8




30.0%

25.0%

20.0%

15.0%

10.0%

5.0%

0.0%

£

2014-2016 Lifecycle CTO

21.2%

27.0% 27.0%
26.3%  26.5%66.4% °

3023.6983.5%

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mag6



Search Account Box
4% cl, 30% bks ) 25% cl, 28% bks

WHPH Benefits

Your Account: Conque.
Your World [FNAME]

UPDATED WHPH Benefits Image (removed dynamic top offer)

14% cl, 26% bks

Top Offer

Rdm -Brand ki
‘| Spotlight

Top Offer 2
33% cl, 24% bks

ewards
‘ 6% cl,
1% bks

11% cl,
11% bks

Openings
2% cl, 1% bks

Bottom Offer
0.5% cl,
0.2% bks




UPDATED TSAT Benefits Image (removed dynamic top offer)

Benefits
Your Account: Go
More Places [FNAME]

Account Box Rdm -Brand

32% cl, 46% bks | Search Spotlight
: —um 9%l 3% cl, 1% bks
il 13% bks

Top Offer 2
21% cl,
| 22% bks
Rewards
9% cl,
5% bks

Bottom Offer
0.5% cl,

Hotel 0.6% bks

®| Openings ©“F
6% cl, 3% bks |

City Scene




UPDATED Destinations; click data now in 4 sections

WHPH TSAT

Your Trip Planner is Here[, FNAME] It's Spring Break Somewhere

Account Box Account Box
48% cl, 55% bks 28% cl, 52% bks

R N T —— -

(W ’ Search
11% cl, 16% bks 9% cl, 19% bks
o ays N Sunny il

Cities

# 15%cl, WEE
11%bks b 36% cl,
, 48R 17%bks

13% cl,
10% bks

3% cl,
1% bks

A 4% bks
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