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4 B PROGRAM SUMMARY

EMAIL ENGAGEMENT REPORT

 Regional exclusions contributed to decline in # of members receiving email
* 49% of members are engaged in MR emails (up 2% MoM)
+ Unengaged audience is the lowest % in the last 12 months

# of MR Members Received 1+ Emails % of Email Interaction (MR Mbr)
19.0M 18.7M 100% — 3
18.6 M 7%
183 M 11% 0% — 1% 11% | 10%
180M 80% 33%
38% 37% 34% 37% 39%
~—1720M 60%
17.0M
40%
16.0M
20%
150 M %
A A A \:J \J \:J
W W W W WA WY
o @64 oé' \’b(\ Q?:O V‘@‘ u{\ wd RN RN
0"‘" & & VX@‘
W Unengaged % of Total Passive % of Total Engaged % of Total

*Report Key:

- Received: # of emails received during time period

- Engaged: Received Opened and Clicked + Received not Opened but Clicked .Marrlon

- Passive: Received Opened but not Clicked REWARDS w
- Unengaged: Received not Opened and not Clicked ce00000000000..



5

PROGRAM SUMMARY

MARCH 2018 EMAIL PROGRAM PERFORMANCE

+ Overall decline in most KPI's heavily impacted by declines in eNews & MRCC engagement
+ Destinations, Solos, and Lifecycle continued strong performance
+ Increased delivered volume led to an increase in unique opens, but did not translate into increased bookings

99% 113.9MM 21.7% 24.7TMM
Delivery Rate | | | Delivered OpenRate | Unigue Opens
+0.4 pts. ’ +13.3% -0.4 pts. ( +11.1%
0.16% 1.7% 1.9MM 7.7%
Unsubscribe Rate Click Rate Unique Clicks CTOR
0.0 pts. -0.3 pts. -2.1% -1.0 pts.
152.1K 355.5K $55.5MM 3.0% 1.3
Bookings | RoomNights | | Revenue | Conversion [ | BPK
-9.4% -8.0% -5.4% -0.6 pt. -20.0%

Aarrioft
Comparison against 12-month average REWARDS
Using EIR Financial Data  eeeee 000000cs..



6

PROGRAM SUMMARY

Audience*

Total
Delivered

Audience

Unsub Rate

Delivery Rate

113.9M
13.3%

0.16%

0.0 pts

Open Rate

Click Rate

Engagement

Click to Open

Opens m
Unique Clicks m

Bookings

RoomNights

Conversion Rate

Bookings per
Delivered(K)

152.1 K
-9.4%

3555 K
-8.0%

8.0%

-20.0%

Program eNews Specials

0.0 pts

Financial
Y
<
m
-
c
m

. R
[
B
BT
R il
(-]
X

Hotel
Dest.

46.1 M

% 5
0.0 pts | 0.0 pts

131.9K | 277.3 K| 71
4.9%

6% E
0.0 pts | 3.9 pts

17.
$34M
15.6

Solos

Lifecycle

73 M
% 2.3%

27.8%

0.9 pts
20M
5.7%

- 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

MRCC

83K

METT

- Using EIR Financial Data
- Month compared to 12-mo rolling avg.

Executive Dashboard:

Destinations and Lifecycle
performed well against 12
month rolling average and also
MoM

«  Lifecycle performance
driven by Welcome emails

Successful Solo performance
continued but wasn't enough to
close the gap from eNews and
MRCC

. MRCC acquisitions still
above goal despite email
KPI's

Marrioft
REWARDS
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7 ’ PROGRAM SUMMARY

BPK DOWN 20% MONTH OVER MONTH

Booking/Delivered

2013

2014 2015 2016

I Delivered ===BPK

Jan Feb Mar Annual Avg.
2015 2.2
2016 2.7
2017 1.7
2018 -
Full Year, YoY Delivered Volume and BPK
27 4 - 14000 M
26 - 12000M
E 23 L 10000M é
E 2y - - 800.0M ->¢
E : - 600.0M E
s 19 - 2
& - 4000M &
1.7 j I _ zm.OM
15 4 T T T T - OM
2012

2017

March bookings per
thousand delivered (BPK)
have been consistently lower
than January & February
since 15

The decline seems to be
reflecting a larger Booking/
Delivered trend

Shift reflects change in email
focus to non-booking
program benefits

Marrioft
REWARDS llas



8 PROGRAM SUMMARY
YTD, cumulative MRCC

0 acquisitions are 6% ahead
MRCC ACQUISITIONS 6% ABOVE GOAL eSS e o ahe
YTD CUME MRCC Accounts by Month
2 2018 39K goal March generated 893 (30%)
£ 0 .. 26%togoal more acquisitions than the
5 ............... 12-month avg
] S e + Solo and Confirmation emails
€ e e generated the most
E ST e acquisitions since before Jan
E o4 e e 16
w et + Refer-a-friend acquisition
g 2 volume was 24% above avg
0
Jan Feb Mar Establishing process to
----- 2017 Total -+ 2018 Total improve targeting with

propensity models & bank
data; setting up cadence for
resends

Narriott
REWARDS




9 ’ MAR HIGHLIGHTS

KEY STORYLINES

1. eNews Vacation offer drove wins for partner but lows for email KPI's
2. Destinations performance improved with launch of summer series

3. Drive Bookings Solo drove incremental revenue but lower CTO &
conversion rates than previous efforts

Narrioft
REWARDS




10 B KEY STORYLINES: ENEWS

VACATION OFFER DROVE WINS FOR PARTNER

BUT CAMPAIGN LOWS

eNews Campaign highlights:

. Fewer Top Offer clicks which drove interest up in other sections, but not enough to
lift overall campaign

@]

o

o

Delivered counts down 3%; regional exclusions are still a factor
Open & click rates down vs. 12 month avg which bumped conv. rate up to 0.9%
Subject line featured offer of 10K pts., but points not enough to drive interest

« eNews proven to drive engagement for business partners

o

@]

O

Feature offer from Vacations by Marriott

VBM tracked ~$237K in booked room revenue (up 92% YQOY)

Single-day booking volume (eNews launch day) exceeded VBM's previous
record by 16% (set on Cyber Monday 2017)

Consider testing other placements or modules for support without sacrifice of
email clicks

~HEADER

BY MARRIOTT.

TOP OFFER

35% clks, 31% bks

TOP OFFER 2
17% clks, 26% bks

MEMBER MODULE
20% clks, 17% bks

SEARCH
6% clks, 6% bks

MARRIOTT MOMENTS
1% clks, 1% bks

WE PICKED THESE JUST FOR YOU

REWARDS
6% clks, 4% bks

RVARDS

FREDDIES AWARDS
0.2% clks, 0.2% bks

Q
DISCOVER MAGICAL MOMENTS

MR MOMENTS
1% clks, 1% bks

s o a'® rJ
PLAN YOUR NEXT TRIPTOWER Yo (1

DEST. CONTENT
2% clks, 1% bks

OPENINGS
, 0.4% bks

EBREAKS
0.6% clks, 0:5% bks

arriott




11 B KEY STORYLINES: DESTINATIONS

DESTINATIONS KPI'S IMPROVED WITH SEARCH
LAUNCH OF SUMMER TRAVEL SERIES  [EsaEes-

Q
DISCOVER YOUR NEXT VACATION
From daly siestas on the ~country trips with the fam,

- MIDDLE OFFER
1% clks, 1% bks
Q

GET READY FOR YOUR TRIP[, FNAME]

Destination Campaign highlights:

- Total click volume up 75% compared to avg.

o Top offer drove 87% of the clicks and contributed to [ U
the 50% BPK increase vs. avg. TOP OFFER

o Used winning 2-up & list styles headlines TR [5ANS

YOUR UPCOMING TRIP TO ATLANTA

UPCOMING TRIP

0.2% clks, 0.6% bks *

EP IR

x
3 TRIPS TO TAKE RIGHT NOW
Need a quick getaway? Pack your bags and hop a flight to

« Launched summer travel planning series (Mar-May)

o Top Offer drove highest clicks since campaign launch
(Mar 16)

4 TRIP PLANNER
: 3% clks, 2% bks

Englané

BookNow  Book N low

Book Now

«  First time highlighting next month’'s content as
teaser in bottom module

o Look at repeat engagers MoM during series to
understand impact

Marrioft
REWARDS llas



12 B KEY STORYLINES: DRIVE BOOKING SOLO

13.6K INCREMENTAL BOOKINGS & $5.3M

FROM BOOKING FOCUSED SOLO

Solo Campaign highlights:

« Incremental promo engagement from MegaBonus content but
not enough to lift campaign

o Possible seasonality play + impact from eNews Top Offer 2
placement 2 days prior

«  Destination Content was targeted leveraging propensity models
and Wylei optimization (drove 36.4% CTOR lift)

« All bottom offers had similar conversion rates; eBreaks had the
2nd most section clicks but didn't include the name ‘eBreaks’

o Consider ramping up offer pool and improve targeting to combat
seasonal impacts

Drive Bookings Bk/
Delivered
Solos Bookings | Revenue Del (K)
Mar'l8 140M 13.6 K $52M  202% 64%  7.5% 1.0
Sep'l7 105M 12.6 K $48 M 17.4% 6.9% 10.0% 1.2
Aug'l7 96 M 183 K $64M  242% 93%  84% 1.9

HEADER
9% clks, 15% bks

QMegaBonus

KEEP EARNING

BONUS POINTS.
Youve got unt g upto 3,000

TOP OFFER
41% clks, 47% bks

MEMBER MODULE
15% clks, 17% bks

e

b

DESTINATION CONTENT
19% clks,9% bks

TAKE YOUR LINEUP ON THE ROAD

3 NCAAMEMBER RATES v

1% clks, 2% bks

Q
EXPLORE YOUR WORLD FOR LESS

BOTTOM OFFERS
13% clks, 8% bks

BREAKFAST OFFER
0.8% clks, 0.6% bks

Narriott

©000000000000..



MARCH TESTING &
OPTIMIZATION SUMMARY

« MOMENTS SOLO: Top Offer Creative

« HOTEL SPECIALS: Day of the Week Deployment
« DESTINATIONS: Day of the Week Deployment

« SUBJECT LINE TESTS

*  SMARTMATRIX TESTS

o Drive Bookings

o eNews



14 B TESTING & OPTIMIZATION SUMMARY: MARCH MOMENTS SOLO (LOW BALANCE)

ANIMATED MOSAIC CREATIVE DROVE HIGHER CTOR IN

MARCH MOMENTS SOLO (LOW GROUP)

Animated Mosaic
*ﬂ ol .

g 0 ."1 b ‘V

Full Span

FEEL LIKE A STAR,
MITCHELL.

et exclusive access to backstage, behind-the-scenes,

@

‘A ".“ A... : -
1.73% CTO% ‘

RRRRRRRR

+19% PRI START,

2.17% CTO%

scenes, pinch-yourself moments.

See All Moments

MMMMMM

+3%

Mar 'l 8 Moments EIR EIR Bk/
Delivered Open% | CTO% [Conv%
Solo Top Offer Bookings | Revenue Del (K)

Mosaic 6954 K 510 $184.1 K 468% | 3.8% || 4.1% 17.9
Full Span 6954 K 488 $1565K 47.0% | 3.7% | 4.0% 17.5

Top offer tested animated mosaic
and full span hero treatments for
a third consecutive month

Results:

+ Mosaic treatment generated a
3% higher CTOR on a campaign
level*

+ Mosaic treatment generated a
19% higher CTOR on a link level*
« Mosaic outperformed full span

hero treatmentin Jan & Feb 18
tests also

Recommendation:

* Leverage animated mosaic
treatment in Solos moving
forward

*Results statistically significant

Narrioft
REWARDS

yes



15 B TESTING & OPTIMIZATION SUMMARY

HOTEL SPECIALS DAY OF THE WEEK TEST #3:
3% LIFT IN BPK

Friday vs. Tuesday Deployment

Open Conv.
Rate Rate Rate

16.8% 7.5% 9.4%
-30% -5% +61%
Jan"18 +2% 2% +7%
Feb'18 4% 0.0% +14%
Mar 18 -30% 5% +61%

T I I T

A/B day-of-week deployment test
to lift CTO and conversion rates

« Friday (3/23/18)
* Tuesday (3/27/18)

Results:

Friday deployment generated a
higher BPK (+8%)*; conversion was
61% higher™*

Jan-Mar "18: Friday conv% was
25%* higher, BPK was 9%* higher

Recommendation:

Change Hotel Specials deployment
date to Fridays and monitor
Conv% and BPK for lift

Lift open rates by targeting non-
openers with intriguing style SL

Improve CTO rates targeted
curated offers with member data

*Results statistically significant

Marrioft
REWARDS llas



16 ’ TESTING & OPTIMIZATION SUMMARY

DESTINATIONS DAY OF WEEK TEST #2:

13% HIGHER CTOR ON SATURDAY VS. FRIDAY

Saturday vs. Friday Deployment

Open CTO
Rate Rate

20.8% 10.2%
+49% +13%

Feb 18 +2% +8%

Mar 18 +49% +13%

A/B day-of-week
deployment test
conducted to lift CTOR

* Friday (3/2/18)
* Saturday (3/3/18)

Saturday deployment
generated higher KPI's
across the board

* OpenY%: +4%*
« CTO%: +13%*
« Conv%: +16%*
* BPK: +37%*

Plan to continue testing in
April

*Results statistically significant

Marrioft
REWARDS llas



17 ' TESTING & OPTIMIZATION SUMMARY: SUBJECT LINES

SUBJECT LINE TESTING

Destinations: Descriptors of winning subject line:
* Let's Talk Vacation (+0.5 pts.)* Winning subject line has a more
- Your Vacation Planner conversational, personal tone

Freddies Reminder Solo:
- Time is Running Out to Cast Your Vote! (+0.1 pt.)* Tested addition of the emoji, the difference
- vTime is Running Out to Cast Your Vote! was small but statistically significant

Freddies Reminder Solo (Spanish):
* iSe acaba el tiempo para votar! (+0.1 pt.)*
* viSe acaba el tiempo para votar!

Tested addition of the emoji, the difference
was not statistically significant

Narrioft

- - REWARDS
*Results statistically significant ce00000000000..
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TESTING & OPTIMIZATION SUMMARY: SUBJECT LINES

SUBJECT LINE TESTING

MRCC Canada Winback: Descriptors of winning subject line:
+ Just for You! (+0.7 pts.) Exclusivity and use of “you” in SL produced a slight

. Don't Miss Out! lift over the FOMO copy in second SL

MB Registration Reminder Solo (Spanish): “Action Required” had a slightly lower open rate; the

* Usted es apto para MegaBonus (+0.5 pts.) top version also used the generic personalization of
+ Accion requerida: 50.000 puntos adicionales podrian "you"

Ser suyos

eNews (UK):
+ [FNAME], Discover the UK with rates from £64 (+0.8 pts.)*

» Discover the UK with rates from £64

In the UK test, including a first name provided a
slight lift over the control

eNews (German):

* Ihr aktueller Kontostand - Jetzt Osterangebote nutzen (+6.3 pts.)* ~ The longer subject line with the introductory text
. Jetzt Osterangebote nutzen Your current account balance” produced significant

yes

Narrioft
REWARDS

*Results statistically significant



19 B TESTING & OPTIMIZATION SUMMARY: MARCH 18 DRIVE BOOKINGS SOLO

SAVE UP TO 30% ON
YOUR NEXT VACATION.

20%
15%
10%
5%
0%
SR\ SENG) @
%{\QQ&@\@O k\?’(\b °
20%
15%
10%
5%
0%
SN
Lo ¢

Optimized Results

N 2 N ST T X BA)
S &S (\60 QOQ’\Q/ &&Q, 0(7&0 \%Q ,\Oé\‘ \(/@00 62)\\’b
NONES O T SO
Neg

Control Results

MARCH DRIVE BOOKINGS SOLO - SMARTMATRIX - 36.4% CTOR LIFT

TOP 4 PERFORMING IMAGES

OPTIMIZED vs CONTROL LIFT

Optimized ~ 1.31% 36.4% Lift
Control = 0.96%
Segment  Opens  Clicks CTOR  LIFT S?g‘?‘girg
Control 229,205 2202 0.96%
Optimized 1,257,395 16482 1.31% 36.4% YES



20 B TESTING & OPTIMIZATION SUMMARY: MARCH 18 ENEWS

MARCH ENEWS - SMARTMATRIX = 47.9% CTOR LIFT

Optimized Results TOP 4 PERFORMING IMAGES

20%
15%
10%
5%
0%
T R S T C T SO A T I S B AR
‘QQ:D $\O§ \'2)06 \SQ, O(;&O Q(\ O ®® b/z}\/b .\(:b(?o QO()\\‘ (\60 \’b&
& & S 6\0(\ S S RO NN
C O
Control Results OPTIMIZED vs CONTROL LIFT
20%
10%
wwwwwwwwwwwwwwwwwww ’ Control  0.09%
. 5%
' 0% 95%+
Q/’b(\ 0&\1_ bo(\ RSN &,b\ é\g &’Q &OQ \\,bg é@g (,\@ ,ng Segment  Opens Clicks CTOR LIFT Stat Sig
R S 2 & T F &K Control 168,088 156  0.09%
& ¢ < Nk Optimized 912,360 1252  0.14% 47.9%  YES
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22 ’ ACTIONABLE INSIGHTS

RECOMMENDATIONS

Lift campaign and Top Offer section CTOR by using animated mosaic
treatment in Moments Solo/Low segment moving forward

Explore send day optimization with other campaigns, as we've seen significant
impacts with Hotel Specials and Destinations

Optimize Hotel Specials open and click rates using member data to improve
targeting; for example -

o Use near-term travel CEl to tailor subject line and content to those with a likelihood
of traveling within the next 10 days: “Your Next Trip Inside: July Travel Deals”

o Lift clicks by using credit card propensity to target top deciles with MRCC acquisition

Personal and conversational subject lines like “Let’s Talk Vacation” drive higher
open rates with Destinations; continue testing style to see trends

Narrioft
REWARDS u&s
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24 B INDUSTRY INSIGHTS

CLUB CARLSON BECOMES RADISSON REWARD

RADISSON

REWARDS
BOOK

ACCOUNT REDEEM

HELLO MITCHELL

POINTS* RNO
0 Ending with 4091

[ cs  [ENCS PLATINUM

welcome to

Radisson Rewards Our name has changed, but our priorities remain the same—to provide you with an
elevated experience from booking to checkout and every moment in between.

Club Carlsons" is now Radisson Rewards™

you are Club

Your current status, previously "Red," gives you access to a variety of great benefits,
including a new, faster path to elite status. You'll earn 20 points per U.S. dollar spent on
eligible stays and food & drink purchases.

RADISSON

Club Carlson** is now Radisson Rewards™

Out e has changd, bt ue s the ot provie you new program elements

elevated experience from booking to checkout and every moment in betweer

you are Club

Your current status, previously "Red," gives you access to a variety of great
including a new, faster path to elite status. You'l earn 20 points per U.S. dolla
eligible stays and food & drink purchases.

new prograin elements FASTER TO COMPLIMENTARY A NEW
STATUS WATER LOOK
Jfﬁg? O D Earn Silver status after 6  Receive 2 complimentary ~ Experience our refreshed
stays or 9 nights bottles of water per stay+ brand
FASTER TO COMPLIMENTARY ANE
STATUS WATER LOOK

Eam Silver status after 6 Receive 2 complimentary  Experience our r¢
stays or 9 nights bottles of water per stay+ brand
EXPLORE MORE

EXPLORE MORE

Marrioft

e REWARDS
@ AppStore » Google Play n u 0000000000000

DOWNLOAD OUR FREE APP FIND US ON




25 5 INDUSTRY INSIGHTS

ENERGY MOMENTS

March Madness

N k
Hil !oﬁlv&vigzown

Time To Score
Score big savings now e

for a limited time

International Women’s Day

VIEW OFFERS

' i
CELEBRATING

WOMEN'S DAY

018 | 18

Join s to celebrate In
at Le Méridien Db
for all women dinn

aka vith special 50% discount
1g on 08 March 2018

 Ofrs el on o
o dscoun on boerages
arpy Sujectto Avalbity.

sy estaurant g th dy.

Forresatons and morenformation plasecartac
+86 01990 900900 / +88 01766 673443

LE MERIDIEN

DHAKA

Insmoimomomo WOMEN'S DAY

matioral Women's Day /- MERIDIEN
£

Hyatt | Grand Hyatt Goa | View Online

GRAND HYATT GOA

e S

WOMEN'S DAY CELEBRATIONS AT GRAND HYATT GOA

Because every lady deserves a celebration, the resort has a ltle something special

planned this Women's Day

SHAMANA SPA

1 March - 15 March
Shamana 5pa is dedicating more than
just one day towards the celebration of
Women's Day this year. All ladies
walking into the spa between 1 and 15
March 2018 can enjoy 50% discount on
5pa treatments.

THE DINING ROOM

| & March 2018 | 7:00 PM - 11:00 PM
Ageneration dinner especially for the
men in our lives. Enjoy 33%
discount for 2 generations and 66%
iscount for 3 generations on the total
bill while dining with us at The Dining
m.

CAPIZ BAR
8 March 2018 | 4:00 PM - 11:00 PM

Walk into the Capiz Bar and the ladies
enjoy a 50% discount on drinks and

Easter Celeb:
Lagos Hotel

Stay & Enjoy.
20% off
Easter

Monday
Brunch

D\

i a canizon EDITIOY

Narriott
REWARDS.

Westiv

b e AMERDEN

ThipuTe Elort

FOUR™  FOUR POINTS BY SHERATON
POINTS

BY SHERATON Dine in style this Easter at Four Points by Sheraton

oralong
fers to make your holiday

- Easter Room Rate
* Restourant & Bav Offers.
~ Playground fof Kids

. D\ N
o camron 2 wmey K

Marmott
REWARDS.

Al *, L
. gy
B e W wew 8, svewe
mecre Omt mor B O

THE DINING ROOM

THE GRAND EASTER SUNDAY BRUNCH

Grand Hyatt Goa brings you a grand Easter brunch. Five fabulous live stations, innovative

cocktals, elaborate Kids activities and an extravagant spread of everything you love. We
ave the perfect Easter brunch for you and your family

Sunday. 1 April 2018

1:00 PM - 4:00 M




26 B INDUSTRY INSIGHTS

CREDIT CARDS

mrn

60,000 Bonus Points
with the NEW Hilton Honors

American Express Card
Offer ends May 9, 2018!

Terms Apply:

Double Tree Resort by Hiiton Hotel Paracas, Poru

The New Hilton Honors Card

earn 7X earn 5X earn 3X
Bonus Points Bonus Points Bonus Points

for each dollar of eligible for each dollar of eligible for all other eligible
purchases charged on your your Card your Card'

Card directly with a hotel at US. restaurants, at US.
or resort within the supermarkets, and at
Hilton portfolio’ US. gas stations'

learn more

Earn 60,000 Bonus Points after you spend $1,000 in purchases on the Card
within your first 3 months of Card Membership.2

Refer a Friend
i

HONORS

up to 100,000 Bonus Points
with the Hilton Honors I
American Express Ascend Card ReferaF end,
N
Ky L
e §
| “Earn 15,000 Padints for approved
referrals to the Hilton Honors Card,

pply Conrad Bora Bora Nui

The New Hilton Honors Ascend Card

earn 75,000 earn 25,000 earn 12X
Bonus Points Bonus Points Bonus Points
after you spend $2,000 in after you spend an for each dollar of eligible
purchases with your Card additional $1,000 in purchases charged on your
within the first 3 months of purchases with your Card Card directly with a hotel

Card Membership ‘within the first 6 months of or resort within the
Card Membership! Hiton portfolio® refer now

DoubleTree Resort & Spa by Hilten Hetel Ocean Peint - North Miam

arn more

Annual Membership Fee: $051 Aa I'I‘IO"

REWARDS



27 5 INDUSTRY INSIGHTS

Global Focused-Solo

WEEKEND FOCUS
JOIN THELONG .ﬁﬁ-t o %

JOIN THELONG AT
ilton account login Hilton account login
ONORS HON ORS

h g
== . R
AND GET 50% OFF
1 :
T

AND GET 50% OFF
SUNDAY NIGHTS

SUNDAY NIGHTS
experience London \

long weeken.

where do you dre

vote for your
favourite below

You're one click away from a

Weekend Getaway

Sometimes you need a change of pace. Save on a weekend getaway and
leave the everyday behind.

find out more
discover the new beach villas
at Hilton Ras Al Khaimah

Rates start at 489 at these featured hotels when you check in on March 15,
16, or 17. Featured hotels change each week.

join the long weekenders
and get 50% off Sunday nights

book the lowest price at Hilton.com

Book on hyatt.com for our best rate guarantee.

explore more

save 20% off your stay in
Makkah &Madinah

vote now
vote now o%
i S Y

join the long weekenders
with half price on Sunday nights’

book the lowest price at Hilton.com

“50% o Satarcay nignts i elected counies. 00 T & Comations for NA et

Narriott
REWARDS u&s
0000000000000

find out more



28 B INDUSTRY INSIGHTS

HILTON: SEE THE WORLD SALE
T

Hilton

Hilton e .
HONORS ——— ENDS MONDAY ——

See the World 5 SALE IS OVER

See the World _
: THE AMERICAS YOU MISSED IT!
ALL HILTON BRANDS. ALL ON SALE. ¥°P 20% OFF‘b —

You can still get the most

: Book Now § out of your getaway with
COW\—'“ 00“ % . exclusive offers at Hilton.com
THE WOYMls AN AMAZING PLACE. SEE MORE OF IT. Go Plan

starts tuesday
v“e

2
&
EUROPE, C)

MIDDLE EAST SOUTHEAST ASIA

& AFRICA &THE PACIFIC
——uPTO —— el ———

125%5.35%

Book Now Book Now

[Hitton]
G

All Hilton brands. All on sale.

T

AMERICAS
16 20% OFF

3

,w TRERTI l

book now

ASIA PACIFIC
1¢35% OFF

book now




29 B INDUSTRY INSIGHTS

MOMENTS

private dance lesson with
Maks, Val & Peta

view auction

play with a pro
in the BMW PGA
Championship Pro-Am

L X

view auction

discover the beauty
of Manila

view auction

private DJ lesson
with Chromeo

% ‘
: view auction

VIEW MORE AUCTIONS

Narriott
REWARDS

yes



30 & INDUSTRY INSIGHTS

PROMOTIONS

Acquisition

[Hitton]

Bonus Points get you

even faster

Join Hilton Honors and you're automatically signed up
for the Points Unlimited promotion, where youl earn
2,000 Bonus Points on every stay, plus even more
now through 30 April.

With Points Unlimited, earn 2,000 Bonus Points
on every stay plus an additional 10,000 Points
on every 5 stays through April 30.

continue

With Points Unlimited, earn 2,000 Bonus Points
on every stay plus an additional 10,000 Points
on every 5 stays through April 30.

Features Credit Card

account login

and earn 2,000 Points after one stay

plus an exts

3,000 Points after two stays.

Points.

5,000 Points.

No minimum required.

More Bonus Points.
Night after night.

Earn thousands of Bonus Points
with qualifying nights February
15 through May 15, 2018.

Wake up feeling well rested and well rewarded. For
alimited time, earn up to 1,000 Bonus Points per
night, for a total of up to 25,000 Bonus Points, at
Hyatt hotels and resorts.* Your points will add up
quickly so you can enjoy the rewards you value like
free nights, room upgrades, world-class dining,
relaxing spa treatments, and more. Your nights just
got more rewarding.

REGISTER NOW

Register by March 31, 2018

per eligible night at
s 1508 BanssFins el right o
s and resorts a checkout date
between February 15 and May 15, 2018, & maximum of 25,000
oints can be eamed per member under this promotion
Register between February 15 and March 31, 2018. See below
for full offer tem

att Place and

Hyatt House hot
all other Hyatt hots

Newsletter
Announcemen

Your birthday's
important to us

AODMYERTHOAY

e oo

10,000 points at Kimpton® Hotels

it

00 it for sty t i, o v 50,

Plan your next stay so you can wake up
feeling well rested and well rewarded.

Earn thousands of Bonus Points with qualifying nights
February 15 through May 15, 2018.

Lot can o f s P o o 01000
s P 215101 Up1o 25000 Bonus Poris. a ot and

NG oo pGrases. e s NG, s SpA FESmris, 3 more Yo GRS

it noe resaron

IHG &

Thank You For Registering

This e s b sent o onfin Bt you

e o e promoton

sty e

Member ichel Biss

ek your progress and see how i

est Price

Our Best Prices

Loa More

© s ores

© urs

RADISSON
REWARDS

B0OK

AccouNT

HELLO MITCHELL.
e
Ending with 4091

SIVER aC PLATINUM

more reasoens
to celebrate

book & stay bonus points

2nights 5,000 bonus points

5nights 15,000 bonus points

10 nights 50000 bonus points

20+ nights 120,000 bonus points

BREAK FREE FOR SOME SERIOUS
FAMILY TIME

BOOK NOW

EARN UP TO 8 FREE AWARD

NIGHTS

‘Aoply for the Radisson Rewards™

Premier Vi Sgraure® cardand you

an earn up 1o 85,000 point to stat- 5
o for 8 Frce ard 3 0

RADISSON

VISA

RADISSON
REWARDS

AccounT BOOK REDEEM

HELLO MITCHELL

Ve
6015996067094081

you’re
registered

EARN UP T0 120,000 BONUS POINTS WITH RADISSON REWARDS.

the launch of Radisson Rewards™. Now i s tme to start earing. Earn up to 120,000
bonus points when you book by Apri 15, 2018 for stays from Maroh 12 - June 30
2018 at more than 1,100 Radisson Holel Group™ propertes workwide

DOWNLOAD OUR FREE APP FIND US ON

& AppStore ® Google Play

Features Credit Card

DOWNLOAD OUR FREE APP FIND US ON

noe

Features Credit Card

Narriott
REWARDS
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INDUSTRY INSIGHTS

TRAVEL INSPIRATION

WORLD OF YR

RESERUATONS | HOTELS &RESORTS |

WORLD
0 F

0
HYATT.

Treat yourself to a
trip just for you

Melbourne

Start your morning with one of Australia’s
world-renowned fiat whites. From there,
take a graffit tour of Hosier Lane, or stop
by the beach and connect with the locals
in charming st Kilda's

BOOK NOW

Amsterdam

Let intuition be your guide as you walk
along the city’s trademark canals—you'l
discover the works of a genius at the Van
Gogh museum and the lively nightife at
Leidseplein Square.

Bangkok

Get lost in the lively labyrinth of local
crafts and delicacies at Chatuchak
Market, then reconnect with your spiritual
side in the sacred Wat Pho temple
featuring its famous recining Buddha

BOOK NOW

Seattle

Lok out onto a futuristic metropolis from
the 70th floor of the Space Needle, or trek
into nature on the scenic trails of Olympic
National Park with its stunning mountain
ranges

BOOK NOW

n hyatt.com for our best rate guarantee.

HYATT

Cheers to your next adventure

)
Sip caberet sauvignon as you look out onto the lush vineyards and sprawling

landscapes of NorCal. After your wine tour, visit a nearby market for the finest in local
organic sundries

With a landscape that features both picturesque lakes and hills, and the stark beauty
of Canada’s desert, this region produces diverse varietals considered among the
world's best.

Leam well as you discover Mendoza’s innovative art, music, and culture. Drink well with
its world-renowned malbec, paired with stunning views of the Andes Mountains—and an
empanada or two

A short drive from Melbourne, experience the natural beauty of the Lilydale-Warburton
Rail Trail. Then, end your day with one of the area’s specialties—a glass of pinot noir or
chardonnay.

Book on hyatt.com for our best rate guarantee.

Narriott
REWARDS
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34 B MARCH 2018 EMAIL PROGRAM REVIEW: KPI TRENDS

OPEN% & CTO% WERE BELOW AVG

24%

23%

22%

21%

20%

13%
12%
11%
10%
9%
8%
7%
6%
5%
4%

12%

1%

10%

9%

8%

7%

6%

"’w -

- S LY Open%

T T T
Apr-17 May-17 Jun-17 Jul-17 Aug-17 Sep-17
—Open% - - LY Open%

T T T
Oct-17 Nov-17 Dec-17 Jan-18 Feb-18 Mar-18
----12-Mo Avg

LY CTO%_

~ , ~-<

T T T T
Apr-17 May-17 Jun-17 Jul-17 Aug-17 Sep-17 Oct-17

T T T
Nov-17 Dec-17 Jan-18 Feb-18 Mar-18

—CTO% --LYCTO% ----12-Mo Avg
'V CAr/04
LT CUIV70
Conv%
Apr-17 May-17 Jun-17 Jul-17 Aug-17 Sep-17 Oct-17 Nov-17 Dec-17 Jan-18 Feb-18 Mar-18

——Conv% - - LY Conv%

----12-Mo Avg

BPK was 20% below the 12-
mo avg and down 21% YoY

Open% dropped 0.4% YoY;
was 2% below the 12-mo avg

CTO% was the 2nd Jowest
since Jan'17

Conv% was down 12% YoY
and 7% below the 12-mo avg

Narriott
REWARDS

yes
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FEBRUARY 2018 MR CAMPAIGN REVIEWS

MRCC RESULTS AGAINST FORECAST (EMAIL)

Email details Jan Feb Mar
Standalone email accounts 2,460 2,609 3,077
eNews accounts 97 236 83
Hotel Specials accounts 7 20 32
Points expiration accounts 26 63 8l
Confirmation email accounts 65 106 220
Other ridealong 10 6 7
Refer-a-Friend 380 298 357
Total 3,045 3,338 3,857

YTD Summary
% year elapsed 25.0%
YTD accounts 10,240
2018 email accounts budget 38,836
% to budget 26.4%
Prior year YTD 7,048
% YIY 45.3%

Narriott
REWARDS
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30%

25%

20%

MARCH 2018 MR CAMPAIGN REVIEWS: ENEWS

MAR 18 ENEWS EMAIL KPI TRENDS

R - ————

Convd LY Convde
Apr-17 May-17 Jun-17 Jul-17 Aug-17 Sep-17 Oct-17 Nov-17 Dec-17 Jan-18 Feb-18 Mar-18
—Open% —CTO% —Conv% =--LYOpen% --LYCTO% - -LY Conv%

BPK was the lowest since
before Jan 12

Open% was the 2"d [owest
since before Jan 12

« SL: Your Account: Earn Up to
10,000 Points

CTO% was the lowest since
before Jan 12

Conv% was up 1% YoY and
15% above the 12-month
avg

Narriott
REWARDS




38 B MARCH 2018 MR CAMPAIGN REVIEWS: ENEWS

HEADER
10% clks, 13% bks

MARCH 18 ENEWS SECTIONS

* Open% was the 2nd lowest since Jan 12 -contributed to low click volume

« CTO% and click volume were the lowest since before Jan "12; overall click
volume was 224.6K below the 12-month avg
o Top Offer featured 'VBM 10K offer and leveraged an animated gif in hero image; %

of overall clicks (-36%) and click volume (-181.8K) were both lower than their 12-
month section avgs

o Though click (3.3X) and booking (2X) volumes were higher than the Jan 18 VBM top
offer; Click% (-45%) & Conv% (-40%) were lower
 Top Offer 2 featured targeted book/register Megabonus offers and generated
the highest click volume and % of overall clicks since May 17
o Compared to previous MegaBonus Top Offer 2 placements, Mar “18 offer generated

the fewest clicks, however, accounted for the highest % of overall clicks & 12% more
bookings than avg

* Moments section click volume was 313 below avg but accounted for the
highest % of total clicks since first being featured in Dec 17

o 'Venice Food & Wine' offer generated nearly as many clicks as ‘BottleRock’ and ‘Dine
at Beast' combined

TOP OFFER
35% clks, 31% bks

N &
]

TOP OFFER 2
17% clks, 26% bks

MEMBER MODULE
20% clks, 17% bks

SEARCH
6% clks, 6% bks

MARRIOTT MOMENTS
1% clks, 1% bks

REWARDS
6% clks, 4% bks

FREDDIES AWARDS
0.2% clks, 0.2% bks

Q
DISCOVER MAGICAL MOMENTS

MR MOMENTS
1% clks, 1% bks

- - Py rS
PLAN YOUR NEXT TRIP TOWAR Yot (1.

DEST. CONTENT
2% clks, 1% bks

HOTEL OPENINGS
1% clks, 0.4% bks

EBREAKS
0.6% clks, 0.5% bks

Marrioft
REWARDS llas
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MARCH 2018 MR CAMPAIGN REVIEWS: ENEWS

MARCH 18 ENEWS SECTIONS

Rewards section accounted for a 38% lower % of clicks than avg and section click
volume was the lowest since Dec 15

o Over 72% of the audience was served RewardsPlus, Maritz, MRCC acquisition, and MORE
offers which are historically lower engagement content
Hotel Openings generated the highest % of overall clicks since May "17, but the 2nd
fewest clicks since first being introduced in Jun 13
eBreaks click volume was the 2nd lowest since first being featured in Apr 16 and % of
overall clicks was 40% below the 12-month avg
Destination Content click volume was down 1.9K from the 12-month section avg,
however, accounted for a 40% higher % of overall clicks than avg
Freddies Awards was promoted in Member Module milestones and stretchy band
module below Rewards
o Despite being sent to 83% of the audience, the Member Module milestones generated
1.8X more clicks than stretchy band feature
o Combined, the stretchy band and member module milestones generated 9% of the
clicks compared to when it was featured in Top Offer 2 in Mar 17
Overall Conv% was 10% above the 12-month avg, but booking volume was the lowest
since before Jan 12
o All sections except for Top Offer 2 generated fewer bookings than their respective 12-
mo avgs

HEADER
10% clks, 13% bks

MARRI

TOP OFFER
35% clks, 31% bks

N &
]

TOP OFFER 2
17% clks, 26% bks

MEMBER MODULE
20% clks, 17% bks

SEARCH
6% clks, 6% bks

100,000 NEW TRAVEL EXPERIENCES

MARRIOTT MOMENTS
1% clks, 1% bks

°
WE PICKED THESE JUST FOR YOU

REWARDS/MVP
6% clks, 4% bks

FREDDIES AWARDS
0.2% clks, 0.2% bks

Q
DISCOVER MAGICAL MOMENTS

MR MOMENTS
1% clks, 1% bks

- - Py rS
PLAN YOUR NEXT TRIP TOWAR Yot (1.

DEST. CONTENT
2% clks, 1% bks

HOTEL OPENINGS
1% clks, 0.4% bks

SAVE 20% WITH eBREAKS"

EBREAKS
0.6% clks, 0.5% bks

Marrioft
REWARDS llas



40 B MARCH 2018 MR CAMPAIGN REVIEWS: ENEWS

MAR “18 ENEWS REWARDS/MVP OFFERS |~ Gour-evs compares

to Jan & Feb 2108;

° possibly due to lack of
WE PICKED THESE JUST FOR YOU p r'O m O/Swee pS
POSITION 1 "
CLICK% = 0.04% « CTO%'s for all positions
CONV% = 10.1% were below Jan & Feb
2018
i%%ﬂ'é?“ 2 * Position 3 generated a
== =B 7 UYL 70% higher Click% than
Position 2

POSITION 3
=0.02%
CONV% = 5.5%

POSITION 4
CLICK% = 0.01%

CONV% = 3.2% Narriott
REWARDS u&s




41 B MARCH 2018 MR CAMPAIGN REVIEWS: ENEWS

MAR 18 ENEWS MVP OFFERS + Offers targeted on

reward status were
served to 4% of the

audience and had the
highest Click%'s in
position 1

« Domestic ‘Save on
Weekends' offer Conv%
was 1.5X+ higher than
International ‘Save up to
30%’ offer

+ The highest Click% of the
month by a wide margin
came from the SPG AMEX
offer in Position 3

Marrioft
REWARDS llas




42 B MARCH 2018 MR CAMPAIGN REVIEWS: HOTEL SPECIALS

MAR 18 HOTEL SPECIALS EMAIL KPI
TRENDS

25%
LY Open%

20% S<

15%

Open%
10% i LY. CTO% Convd% LY Conv%
== = \ Tt -
cTo% T e
5% T T \ \ \ \ \ T T ‘ )
Apr-17 May-17 Jun-17 Jul-17 Aug-17 Sep-17 Oct-17 Nov-17 Dec-17 Jan-18 Feb-18 Mar-18
—Open% —CTO% —Conv% --LY Open% --LYCTO% LY Conv%

BPK was up 10% MoM and was
0.5% above the 12-month avg

* Revenue was down 7% MoM
and 16% below the 12-month
avg

Delivery volume decreased
12% MoM and was the lowest
since Dec'15

Open% was the 279 highest

since Jan 16

« SL: [FNAME], Your April Travel
Deals

CTO% was up 2% MoM but was
down 2% YoY

Conv% was down 19% YoY and
was 10% below the 12-month
avg

Narriott
REWARDS




43 B MARCH 2018 MR CAMPAIGN REVIEWS: HOTEL SPECIALS

MAR 18 HOTEL SPECIALS LINK ANALYSIS

Hotel Specials CTO% in line with 12-mo avg but Conv% was 9% below the 12-
Mo avg

* The good:
o Field offers % of total clicks was 15% above the 12-month section avg
o Template elements (Header/Search/Member Module/Footer) collectively accounted
for a 3% lower % of overall clicks than avg

o Booking module generated a 61% greater % of overall clicks than the Destination
Navigation Bar avg

* The bad:

o MegaBonus last chance messaging was featured in stretchy band middle offer
module; had lowest Conv% and accounted for the 2" lowest % of clicks compared to
prior MB offers

o All sections Conv%'s were below respective avgs except Header and Curated Offers

o Moments content was featured in the lowest position and accounted for the lowest
% of total clicks since first being featured in Jun 17

o Curated Offers were targeted by MRCC cardholder/non-holder; % of total clicks was
38% below the 12-month section avg

= Collectively, cardholder offer click% was 2X higher than non-holder
* ‘Fly high’ & ‘San Diego'’ offer click% were 3X ‘Cruise’ & 75K offers’
o eBreaks click volume was 62% below the 12-month section avg

HEADER

11% clks, 19% bks
il Deals

FIND YOUR NEXT
GETAWAY, MITCHELL.

FIELD OFFERS
64% clks, 51% bks

MEMBER MODULE
12% clks, 16% bks

SEARCH
6% clks, 8% bks

MIDDLE OFFER
1% clks, 1% bks

EARN MORE. PLAY MORE.

Get more weel
less.

CURATED OFFERS
3% clks, 2% bks

Jump start your next adventure with
ot Rewards® Premier
o

EXPERIENCE MAGICAL MOMENTS.

MOMENTS
0.8% clks, 0.3% bks

EXPLORE. BOOK. EARN.

BOOKING MODULE
2%.clks,.0.7% bks

]

SAVE 20% WITH eBREAKS®

EBREAKS
0.8% clks, 0.6% bks




44 B MARCH 2018 MR CAMPAIGN REVIEWS: HOTEL SPECIALS
4 BKS

EXPERIENCE MAGICAL MOMENTS.

MAR 18 HOTEL SPECIALS LINK ANALYSIS — s

6 BKS g‘ﬁgﬂ

Groove at the  Dine at DANIEL. Hit it out of

Most clicked content: ot A e
Eminem, Jack White, in NYC with Chef Major League Baseball®
. 283 D:nlel::ulud. 591
+ Booking Module 2.8K 4 BKS 21 BKS
* MegaBonus (Middle Offer) 22K S

EXPLORE. BOOK. EARN.

« eBreaks 1.2K
« Weekends for Less (Curated Offers) 1.1 K
 Cruise Offer (Curated Offers) 739

« 75K MRCC 635

Fly high with double
rewards.

Earn double points on airline tickets
purchased directly from United®
March 15 - April 15.

Get more weekend for Cruise the world and earn
less. 2x points.

Earn up to 100K bonus
points.
That's 20,000 bonus points for each
friend who gets the Marriott
Rewards® Premier Credit Card.

Find our lowest rates on weekend Time is running out to
escapes when you book at earn 6 points per $1 on

739
23 BKS

Earn 75,000 bonus points.

SAVE 20% WITH eBREAKS®

Connect in San Diego

Enjoy free Internet and valet parking
at the Marriott® Marquis San Diego
Marina.

Jump start your next adventure with
the Marriott Rewards® Premier
Credit Card.

FIND YOUR NEXT
WEEKEND ADVENTURE.

1.2K

Learn More

60 BKS
m =




45 ’ MARCH 2018 MR CAMPAIGN REVIEWS: DESTINATIONS

MAR 18 DESTINATIONS EMAIL KPI TRENDS Opend% was Up 5% MoM bu

was down 8% YoY and 3%
below the 12-month avg; a
subject line test was

conducted:
30% - SL #1: Let's Talk Vacation (6.2%)
B T —— LYOpen% « SL #2: Your Vacation Planner
B L et e el (5.7%)
15%
. LY Conv% CTO% . .
T e . —" | CTO% was the highest since
% Noow T Comth - =T campaign Destinations
0% ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘ | launched in Mar 16
Apr-17 May-17 Jun-17 Jul-17 Aug-17 Sep-17 Oct-17 Nov-17 Dec-17 Jan-18 Feb-18 Mar-18
—Open% —CTO% —Conv% --LY Open% --LYCTO% LY Conv%

Conv% was down 11% YoVY
and 9% below 12-month avg

Narriott
REWARDS

yes
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MARCH 2018 MR CAMPAIGN REVIEWS: DESTINATIONS

MARCH 18 DESTINATIONS LINK ANALYSIS

March Destinations was the 1t of a 3 part summer travel planning series; total click volume was the
highest since campaign launch in Mar 16

Top offer leveraged winning 2 up style and proven ‘top 10’ list headlines; it generated more clicks
than the entirety of any Destinations mailing since campaign launched

o US Islands = 34% of section clicks

o Bucket List = 27% of section clicks

o Europe Trips = 19% of section clicks

o Family Vacations = 16% of section clicks

Top Offer cannibalized engagement with other sections

+ Search bar featured for the first time since retrofit; received 56% fewer clicks than 6-mo 2017 avg

- Middle Offer featured ‘flying tips' in the stretchy band module; it generated slightly fewer clicks
(-482) than stretchy band middle offer in Jan "18 which featured '$125 resort credit’

+ Upcoming Trip module test; generated lowest click volume since first being featured in Feb 17
 Trip Planner click volume was 46% below the 12-month section avg

o Offers linked to booking pages instead of Traveler content for the 2" consecutive month;
Conv% was 3% above section avg but down 23% MoM

HEADER
BN 6% clks, 15% bks |8

Q
DISCOVER YOUR NEXT VACATION

From day siestas on the b
here are some of our fav

s-country trips with the fam,
jon lists to get you started.

TOP OFFER
87% clks, 76% bks

Top 8 Family Vacations Top 7 Bucket List Spots

Bring the Kids Check the Box

Get More Vacation Ideas »

SEARCH
3% clks, 4% bks

Find the best deal, the biggest rewards and the most benefits.
Marriott.com is your ultimate travel search engine.

MIDDLE OFFER
1% clks, 1% bks

o

GET READY FOR YOUR TRIP[, FNAME]

YOUR UPCOMING TRIP TO ATLANTA

UPCOMING TRIP

0.2% clks, 0.6% bks *

T T

x

3 TRIPS TO TAKE RIGHT NOW
Need a quick getaway? Pack your bags and hop a flight to
these 3 always-amazing destinations.

TRIP PLANNER

| 3% clks, 2% bks
T T England
Book Now Book Now

Book Now

COMING NEXT MONTH:
5 Get the inside scoop on the best time to book hotels.

Marrioft
REWARDS llas



47 B MARCH 2018 MR CAMPAIGN REVIEWS: SOLOS

DRIVE BOOKINGS CONV % WAS 24% BELOW 12 MO

SOLO AVG

Program Solos

Audience

Total 113.9M | 46.1 M
Delivered 13.3% 42.8%
Unsub Rate 0.16% 0.13%
0.0 pts | -0.0 pts

99% {1174

Delivery Rate
0.4 pts | 0.5 pts

Engagement

Open Rate 21.7% 23.3%

-0.4 pts | 0.4 pts
7

Opens 107

45.0%
Click Rate S
-0.3 pts | -0.5 pts
712.6 K
Unique Clicks

10.2%

Click to Open 1.7% 6.6%
Rate -1.0 pts | -2.1 pts

Financial

152.1 K | 65.0K
-9.4% 2.1%

RoomNights 3555K | 149.9K
-8.0% 3.3%
$55.5 M |$23.3 M
Revenue
-5.4% 5.8%
8.0% 9.1%
-0.6 pts | -0.7 pts

Bookings

Conversion Rate

Bookings per

Delivered(K) -20.0% | -28.5%

BPK was the 2nd l[owest since Dec 16

Open% was up 11% YoY and 2% above the
12-month avg

+ Moments solo Open% was 63% above the
12-month solo avg

CTO% was the 2nd Jowest since Dec 16

+ Drive Bookings (-27%), RewardsPlus (-59%),
Freddie Awards Reminder (-23%), and
Moments (-19%) had CTO%'s below the 12-
month solo avg

Conv% was up 8% MoM but was 7% below
the 12-month avg

+ Drive Bookings Conv% was 24% below 12-
month solo avg

* Freddie Awards Reminder Conv% was 34%
below 12-month solo avg

March 18 L aunches of Note:

+ Drive Bookings (30% of Solos.)
 RewardsPlus Acquisition (27% of Solos)

» Freddie Awards Reminder (21% of Solos)
* Moments (12% of Solos)

Marrioft
REWARDS u&s



48 B DRIVE BOOKINGS SOLO

Drive Bookings
Delivered Open% |CTO% | Conv%
Solos Booklngs Revenue Del I(K)

Mar'l8 140M 13.6 K $5.2 M 202% 6.4%  7.5%
Sep'l7 105M 12.6 K $48M  174% 69% 10.0% 1.2
Aug'l7  96M 183 K $6.4M  242% 9.3%  84% 1.9

Engagement

SL. We've found your next vacation, [FNAME]!

20.2% 6.4%

Open Rate CTO Rate

-9% vs. Program avg. -27% vs. Program avg.

7.5%

Conversion Rate

-14% vs. Program avg.

HEADER
9% clks, 15% bks

QMegaBonus:

KEEP EARNING

TOP OFFER
41% clks, 47% bks

(®) Mitchell Bis

15% clks, 17% bks

MEMBER MODULE

EXPLORE. BOOK. EARN.

DESTINATION CONTENT
19% clks,9% bks

TAKE YOUR LINEUP ON THE ROAD

NCAA MEMBER RATES

1% clks, 2% bks

EXPLORE YOUR WORLD FOR LESS

Save 20% at Resorts.

"% Chooss from the US, Caribbean o
e Latin America.

BOTTOM OFFERS
13% clks, 8% bks

- -
F ' save 10% in Egypt
| Plus,get 2,000 bonus poits
per stay.
1 Getpeal
_

Save 20% on Weekends.

Find last-minute deals across.
North America.

Gt Deal

A
Book n

o MegaBonus engagement may
have been impacted due to
promotion presence in eNews
Top Offer 2 two days prior

o Destination Content was
targeted to propensity models

o Bottom Offers leveraged carrot
treatment and featured heavily
discounted offers; all offers had
similar Conv%’s

o eBreaks featured bottom of the

BREAKFAST OFFER
0.8% clks, 0.6% bks

section but got the 2nd most
clicks; it wasn't explicitly labeled
as ‘eBreaks’.

Marrioft
REWARDS

| yes



49 B DRIVE BOOKINGS SOLO (TARGETING)

DRIVE BOOKINGS TARGETING

MegaBonus
(Registered)

MegaBonus
(Not Registered)

QMegaBonus

EARN UP TO 3,000
BONUS POINTS PER STAY.
ints -

pot

Next Trip CEl
(Redemption
eligible)

Q
YOU'VE EARNED [XX,XXX] POINTS.

Next Trip CEl
(Leisure eligible)

PLAN YOUR NEXT TRIP TO QMMM.

Member Exclusive
Offers (Control)

SAVE UP TO 30% ON
YOUR NEXT VACATION.
i o with over

Non-CEl
(Destination
Optimization)

Q
EXPLORE. BOOK. EARN.

* MegaBonus Book and
Register in Hero with Default
MEO

+ Added points balance to
headline of destination CEl
module for first time (only
for redemption eligible
audience)

Narriott
REWARDS

yes



50 B FREDDIE AWARDS REMINDER SOLO

FREDDIE AWARDS REMINDER

Freddie Awards EIR EIR Bk/
Delivered Open% | CTO% | Conv%
Reminder Solo Bookings | Revenue Del (K)
1.0

Mar'l6 112 M 107K  $39M 207% 7.5%  6.2%
Mar'l7 93 M 8.6K $3.0M  11.7% 11.2% 7.1% 0.9
Mar'l8 97M 8.6 K $3.IM  202% 67%  65% 0.9
Freddie EIR EIR B/
Delivered Open% | CTO% | Conv%
Awards Solos Bookings | Revenue Del (K)
2016 22.7M 286 K $10.6 M 22.9% 7.9% 6.9% 1.3
Initial 1.6 M 17.9K $6.7M  250% 83% 7.5% 1.5
Reminder 11.2M 10.7 K $39M  207% 7.5% 6.2% 1.0
2017 2I5M 257K $9.0M 18.2% 83% 7.9% 1.2
Initial 123 M 17.1 K $6.0M  232% 7.2% 84% 1.4
Reminder 93 M 86K $30M  11.7% 112% 7.1% 0.9
2018 19.8 M 25.1K  $88M 21.2% 9.0% 6.7% 1.3
Initial ~ 10.I M 16.4 K $57M  222% 109% 6.7% 1.6
Reminder 9.7 M 86K $3IM  202% 67% 6.5% 0.9

2016 and 2018 resends excluded clickers.
2017 reminder excluded openers.

Aarrioft
@ Mitchell REWARDS.

Find & Reserve Q

. freddieawards

IT’S ALL BECAUSE OF
YOU, MITCHELL.

You're the reason Marriott Rewards®is up for six Freddie
Awards, including Program of the Year. Time is running out.
to cast your vote!

v Vote Now

VOTE FOR MARRIOTT REWARDS
IN THESE 6 CATEGORIES:

YV o Q

Best Elite Best
Promotion

Program of the
Year Program

e

Best Customer  Best Redemption
Service Ability

Best Loyalty
Credit Card

Freddie Awards Reminder solo
leveraged mostly the same
content as the original

Subject line testing helped
close the open% gap from the
initial to reminder Solo; a
statistically significant winner
emerged from the test:

« SL #1: Time is Running Out to
Cast Your Votel (8.4%)*

« SL #2: v'Time is Running Out to
Cast Your Vote! (8.3%)

Narriott
REWARDS

yes



51 B REWARDSPLUS ACQUISITION SOLO

REWARDSPLUS ACQUISITION RewardsPlus solo was

comprised of 2 targeted

Basic/Silver/Gold Platinum Elite versions with differing
© A e, ® =y n secondary treatments

EXCLUSIVE OFFER

TRADE POINTS FOR MILES

AND SAVE 20%. Subject lines & pre-headers

were targeted by rewards level;
Open% was lower than Mar &
Oct 2017

 Platinum Elite SL: /t's Your Year
for Double Status, [FNAME]

RewardsPlus 5 « Basic/Silver/Gold SL: Exclusive
0 Offer: Save 20% on Flights

JOIN NOW TO ENJOY PERKS LIKE:*

d MileagePlus®.
ings on points t

ENJOY PERKS LIKE:

;:/& 20% SAVINGS
§ Cove

[8) comrmomomnssmanucon @ @ CTO% was lower than Mar & Oct
[ . 2017

travel packages.

Free Bag More Miles Leg Room
ST e TSR st oo wpanton Unie ome sostng ot ehecicn
R e Open% | CTO% i
Solos B : Re 3 pe Del (K,
Marl7 107 M 125K $4.3 22.9% 4.8% 10.7% 12
Oct'l7  12IM 148K $53M 21.4% 4.1% 14.0% 12 Narriott
Mar'18 122 M 11.0K $4.0M 20.0% 3.6% 12.6% 0.9 REWARDS w
0000000000000




52 B MOMENTS SOLO

Q
CULINARY MOMENTS
M O M E N—l—S -VENICE [[omsisud March Moments solo highlighted led
0 X 4 , e with entertainment moments and
LyRia ) o imagery
Bookmgs Revenue Del I(K) FEEL LIKE A STAR WITH Points balance continued to be
Moments Mar'1) 5.3 M 140K  $47M  374% 70%  9.9% NTS. leveraged in high point balance
Moments (Feb'is) 5.6 M 150K $52M 36.2% 8.2% 9.1% 2.7 Sub-ect HDE‘ OVera” o eno/ was the
Moments (an'18) 6.0 M 13.8K $50M 37.9% 6.7% 9.1% 23 nd J B ! p 0
Moments ©ec'7)  5.9M 96K $30M  364% 65%  68% 16 et o Diect OANEL 2 hlghest out of any Moments solo
Holidly Moments Nov'17)  107M 40K $I3M  204% 22% 86% 04 mw‘ﬁl’m o na\:yw“ and the highest Open% for the low
Entertainment Moments 0cc'17)  13.6M 110K $3.6M  208% 55% 72% 08 . point balance audience in Q118
NFL Moments (Aug'17) 3.1 M 13.7K $50M 233%  5.4% 8.3% 1.1 . . .
Moments Rebrand (ui'17) 129 M 120K $42M 22.2% 5.5% 7.6% 0.9 H |2h POInt Bala nce: R@d@em YOUr
[XXXX] Points for Unforgettable
0 Moments.
SPORTS MOMENTS .
QU ey B EIR  open%s cTO% Convis ° Low Point Balance: These Moments
Moments Solos Bookings | Revenue Del (K) Are for Members Of]/y
January '18 60M 143K $52M 38.0% 67% 9.4% 2.4
High Point Balance ~ 3.9 M 136K  $49M  365% 95% 102% 3.5 . SN 0 nd .
Low Point Balance 2.1 M 683 $2628K 41.0% 22% 37% 03 e aoNca | Jeoralr Overall CTO% was 2"° the highest out
Gettne 0
Feburary'l8  55M  I52K $53M 363% 82% 92% 2.7 o, S of any Moments solo but down 15%
High Point Balance  39M  [45K  $50M  335% 113% 98% 37 MoM; Mosaic top offer was tested
Low Point Balance 1.6 M 744 $2794K 429% 26% 40% 0.5 ; Sogam ot he against full span for a 3 consecutive
March'18 53M 140K $47M 37.4% 7.0% 9.9% 2.6 eyt month
High Point Balance 40 M 129K  $40M  340% 86% [11% 32 o + Low point balance audience CTO%
Low Point Balance 1.4 M 998 $340.6K 474% 38% 41% 07 T LIFESTYLE MOMENTS was the highest in Q118
—
L Aarrioft
See All Lifestyle Moments > 0000000000000




53

MOMENTS SOLO HEAT MAP

HEAT MAP

HEADER

19% clks, 33% bks
....... Point B :
4 12% clks, 27% bks

TOP OFFER

y :
56% clks, 43% bks
Low Point Balance:
47% clks, 42% bks

ENTERTAINMENT

8% clks, 7% bks

HIT THE FESTIVAL SCENE. LM HElelialcEiE Elaleles
e 14% clks, 8% bks

Check out the hottest mu:
favorit

Go glam at the
ACM Awards.

Enjoy red carpet access and the

See All Entertainment Moments >

Q
CULINARY MOMENTS

CULINARY

8% clks, 8% bks
Low Point Balance:
17% clks, 13% bks

Indulge at the Dine at DANIEL in
French Laundry. New York City.

tasting Boulud at
menu with Chef Keller. his world-renowned restaurant.

Bid Now Bid Now

See Al Culinary Moments >

Q
SPORTS MOMENTS

SPORTS

2% clks, 4% bks
Low Point Balance:
5% clks, 4% bks

See All Sports Moments >

Q
LIFESTYLE MOMENTS

M LIFECYCLE

and body.

3% clks, 2% bks
Low Point Balance:
3% clks, 2% bks

See All Lifestyle Moments >

High Point Balance version
shown.

Low Point Balance version CTA
text = ‘Learn More’ and did not
feature support text with
starting bid value.

The Low Point version’s clicks
were more evenly distributed
between modules.

Entertainment and Culinary
were the top categories of
interest for both high and low
point balance subscribers.

Marrioft

©000000000000..
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MRCC WINBACK SOLO

MRCC CANADA WINBACK SERIES

MRCC Canada
Campaigns

Initial Notification (1/19)

Winback Reminder (3/1)

346K
26.3 K
19.8 K

Winback (1/29)

Notification Reminder (3/9) 9.9 K

Initial
Notification

"

\
il

WHEN ONE DOOR CLOSES,
ANOTHER DOOR OPENS
NEW OPPORTUNITIES

il S

Winback

75,000 MARRIOTT
REWARDS POINTS'.

START EARNING

STARPOINTS:

ENJOY EVEN MORE REWARDS:

129

653

327
18

$43.9K 70.8%  4.5%
$1794K 65.7% 38.6%
$1148K 63.7% 24.7%

$3.7K 372% 59%

Winback Reminder

75,00 s
POINTS*" (25,000
STARPOINTS®).

START EARNING

ENJOY EVEN MORE REWARDS:

Conv%
Del (K)

11.8%
9.8% 248
105% 165
83% 1.8
Notification
Reminder

N
L= 7‘L». -

RELATIONSHIPS CHANGE.
BUT YOUR POINTS ARE
HERE TO STAY

nove

1
W)

Winback Reminder:

« Tertiary module content
targeted by elite status

» Chase card closing in Canada
with offer to get the SPG Amex

+ BP drove amount of content
required

Notification Reminder:

- Targeted by elite level with final
notice language

Narriott
REWARDS

yes



55

MARCH 2018 MR CAMPAIGN REVIEWS: MB TO-DATE RESULTS

Promotion Results
First 3 Months

Spring '17
Summer '17
Fall '17
Spring '18

Delivered

68.8 M
854 M
91.7 M
86.1 M

EIR

Bookings Revenue | Del (K)

144.8 K
133.2 K
171.9 K
124.4 K

EIR

$522 M
$452 M
$58.0 M
$45.3 M

MARCH 18 MEGABONUS TO-DATE

Bk/

2.1
1.6
1.9
|.4

Promotion Results

First 3 Months
Announcement
Registration Confirmation
Achievement
Registration Reminder
Last Chance Registration
Last Chance Booking
eNews Jan '17
eNews Feb 'l7
eNews Mar '17

EIR EIR

Delivered

Bl/

Bookings | Revenue | Del (K)

85M 550K  $204M
7779 K 81K $29M

1629 K 42K $I5M

80M 199K $7.1 M

77M 139K $48M
645.5 K 55K $1.8M

137 M 13.1 K $45M

150 M 238K $86 M

144 M 12K $4504 K

6.4
10.5
257
25
1.8
85
1.0
1.6
0.1

o s s

Announcement

Registration Confirmation

Registration Reminder

Booking Reminder

eNews Jun 'l7

Hotel Specials Jun 'l 7

Destinations Jun 'l17

eNews Jul 17

Hotel Specials Jul '17
Summer ‘17

Registration Confirmation

Unlock

Unlock Registration Confirmation

Registration Reminder

Booking Reminder

eNews Sep '17

Hotel Specials Sep '17

eNews Oct 'l7

Hotel Specials Oct '17

eNews Nov '17

Hotel Specials Nov '17

121 M 526K  $180M
906.2 K 85K $27M
94 M 13.6 K $46 M
801.6 K 10.6 K $33M
145 M 197K $69M
103 M 424 $1454 K
1.7M 13K $3412K
154 M 260K $9.1 M
103 M 482 $1548 K

9.4
1.4
132
1.4
0.0
0.1
1.7
0.0

85.4M | 1332K |$452M | 1.6 |

869.1 K 9.9K $3.1M
430.1 K 495K  $I57TM
2335K 32K $9794K
102 M 180K $6.4 M
644.5 K 76K $24M
157 M 587K $21.0M
102 M 534 $1772K
164 M 228K $76 M
103 M 415 $1588 K
16.5M 12K $4338K
102 M 151 $383 K

1.4
115.1
136
1.8
1.8
37
0.1
1.4
0.0
0.1

mm

Registration Confirmation
Registration Reminder
Last Chance Registration
eNews Jan '18

eNews Feb 'I8

Hotel Specials Feb '8
eNews Mar 'I8

Hotel Specials Mar '18

Spring '18 86.1M | 124.4K |

oM 81K $28M
113 M 264K $99M
105M 325K  $II5SM
150 M 325K $II9M

147 M 193K $70M
99M 307 $133.0K
149 M 5.1 K $I9M

88 M 149 $448 K

23
3.1
22
1.3
0.0

03
00
| $45.3M
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MARCH 2018 MR CAMPAIGN REVIEWS: LIFECYCLE

WELCOME MAILINGS DROVE OVERALL
LIFECYCLE PERFORMANCE

Program Lifecycle
Total 113.9M 7.3 M
Delivered 13.3% 2.3%
Unsub Rate gl6%
0.0 pts | 0.1 pts
99% 97%
0.4pts | 0.3 pts

21.7% 27.8%
Open Rate
-0.4 pts | 0.9 pts
20M
Opens
5.7%
Click Rate S 8:3%
-0.3 pts | 0.7 pts
457.0K
Unique Clicks
14.5%
Click to Open 1.7% 22.6%
Rate -1.0pts | 1.8 pts
152.1 K | 27.6K
Bookings
-9.4% 8.3%
3555K | 67.9K
RoomNights
-8.0% 9.9%
$55.5M | $10.5M
Revenue
-5.4% 12.4%
Conversion Rate 0% 60%
-0.6 pts | -0.3 pts
Bookings per 1.3 3.8
Delivered(K) -20.0% 5.8%

Audience

Delivery Rate

Engagement

Financial

Open% was up 5% MoM and 3% above the

12-month avg

+ Welcome mailings collective Open% was
the 2nd highest since before Jan ‘16

o Welcome Points Series Open% was
down 0.6% MoM but was the 2nd
highest since Jan 17

o Nonmember Welcome mailing
generated the highest Open% since
before Jan'16

+ Hello Again Open% was 18% above 12-
month mailing avg

CTO% was 8% above the 12-month avg

+ Welcome mailings collective CTO% was
4% higher than the 12-month

+ Anniversary CTO% was 17% above the
12-month mailing avg

+ Post Redemption CTO% was 25% above
the 12-month mailing avg

Conv% was up 5% MoM but was 6% below

the 12-month avg

+ Missing Birthday & Hello Again Conv%'s
are 42% below 12-month lifecycle avg;
both campaign delivered volumes
increased in Q417

« BPKwas up 9% MoM and 6% above the

12-month avg Aarrioft
©000000000000.



57 B LIFECYCLE: INCENT REDEMPTIONS

» Open rate was the lowest
since before Jan 16
400,000 L 40% SL: Use your [xx,xxx]
300,000 - r—43:4% 10.8% 40.8% 4T 2% points, [FNAME].
: : 387% 3 L 30
200,000 - 0
100,000 - - 20% « CTOR was the 2nd lowest
0 - , , , , , , 0% since before Jan 16 and
Sep 17 Oct'17 Nov'17 Dec'17 Jan'18 Feb 18 Mar 18 has declined almost
nsistently MoM sin
B Delivered  ==——=QOpen% =—=CTO% cons S.te tly MoM since
retrofit
- Click volume to all sections
Incent Redemption Click Volume was below the retrofit avg
Sep '17 Oct "7 Nov 17 Dec 17 Jan '18 Feb 18 5:‘:;;7;@ Z"?:feﬁ:‘:x:" in Feb 18
Header 738 789
Top Offer 4,726 5,046 4,533
Member Module 1,834 | 2,016 1,694

Hotel Picks 2,016 2,128 1,886
Search

Room Upgrade Banner
Moments

Gear Up with Points
Footer

REWARDS

Campaign was retrofitted on 9/8/17 Marrioft \ UQS



58 B MARCH 2018 MR CAMPAIGN REVIEWS: METT

METT SAW THE LOWEST CTO% SINCE 20712 | crow wes the lowest since Jan 12

* 59 out of 78 Mar 18 METT mailings

Program METT

Total 113.9M generated CTO%'s below the 12-
g | Delivered (')i:ﬁ 8.0 M month METT avg
S| UnsubRate (SRS 6.0 M , « METT CTO% decreased 23% in Nov
3 0.0 N
< - 40M I . . k _ ! . ’ l H l I 17 and never recovered
Delivery Rate ’

ENgENdNENEENE

11
20M =
open e DR vl EEEEEEEENNEERN

-0.4 pts

N R I I I I T T TR TR VN TIVN I

Opens P @ 0 3 g0 P R oot g

:

1.7%
-0.3 pts

Click Rate mm Delivered  ====CTO%

Engagement

Q

Unique Clicks

Click to O 1.7% . . . . . .
e T Possible Gmail clipping issue; only headline and

521K | 40K part of image visible
-9.4% -17.3%  Visit Egypt: Get 10% off + 2,000 bonus points i % &

Marriott Rewards <marriott@email-marriott com> Unsubscribe Mar 1 (11 days ago) -
355.5K 93K ome = ‘

-8.0% -13.8%
$55.5M | $I5M
Revenue
-5.4% -8.3%
8.0% 9.7%
Conversion Rate
-0.6 pts | -0.5 pts
Bookings per 1.3 0.5 = i T i - Narriott
Delivered(K) -20.0% -32.9% REWARDS ll%

Bookings

RoomNights

Financial




