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Key Storylines
Total email eligible population saw a +5.0% increase (+2.1 M emailable customers) over prior month,
impacted by the 15-month inactivity suppression updated this month to ignore Apple Mail users.
Overall CTR of 0.8% remained steady compared to prior month, even with decreased deliveries
Unsub rate of 0.14% was a -0.05 pt. decline compared to October

Mostly consistent engagement trends across member levels, with slight CTR declines MoM; Titanium
was the exception with a +0.06 pt. CTR lift
Bookings and revenue saw lifts compared to October
Cyber Solo campaigns for Americas and Bonvoy Escapes were top contributors to the MoM revenue increase
Americas and Core MAU were tied as top revenue drivers this month at $1.1 M each

Financials continue to be impacted by the email attribution tracking issues that are being researched
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November 2022 Performance Summary

Monthly ~ Nov-22 vs. Avg * CTR of 0.8% was comparable to October, while unsub

-26.4% -18.3%
-73.1 M -45.6 M

DEINVEI 203.8 M rate declined by -0.05 pts.

o Slight CTR decline of -0.2 pts. compared to prior

- 0, - 0, - 0,
1.6 M 23.8% 34.3% 18.2% year and average
-504.0K | -844.2K -360.1 K
Engagement » Overall click activity was down due to decreased
0.8% +0.0pts. § -02pts. § -0.2 pts. deliveries

» Financials saw increases compared to prior month;

ROLEILLAN 0.14% @ -0.05 pts. revenue of $6.7 M was up by +7.6% compared to

October; slight declines YoY and vs avg

EIIEN 16.6 K o Financials overall saw declines compared to prior

1.8K -1.6 K

year and compared to averages — several months

12.0%
3.9K

-7.1%
-2.8K

included in the comparison time period had above-

arfals average financial performance (Jan — May 2022).

7.6%
$472.3 K

-1.2%
-$84.4 K

-10.3% o Financials continue to be impacted by the email
-$772.5 K

REVERUEE  $6.7 M

attribution tracking issues that are being researched.

Conv% 1.02% +0.33 pts. | +0.29 pts. § +0.12 pts.

I 122%I -8.8% I -6.9%

*Unsubscribe rate does not include Oct 2021 and Nov 2021; data issues impacted rates
Comparison time period: Rolling 12-Month Average



44.4M Emailable Customers (+2.1 M MoM)

« As of November 2022, the 15-month inactivity suppression has been updated to ignore Apple Malil users, positively
impacting our total email eligible population

o Will continue to monitor the impact to those approaching the exclusion

« Net increase MoM of +5.0% in total emailable customers

o Increase of +1.3 M (+4.4%) in Members; increase of +782.0 K (+6.4%) in Non-members

45.0M

44.0M

43.0M

42.0M

41.0M

40.0M

30.0M

380M

41.0M

Oct 21

406 M

Nov '21

40.6 M

Dec '21

404 M

Jan '22

Email Eligible Audience Trends 2021-2022

420 M

417 M 418M

412 M

404 M g~

Feb'22 Mar'22 Apr'22 May'22 Jun'22

Jul '22

424 M 424 M

Aug '22 Sep '22

423 M

Oct 22

44.4 M

Nov '22

Email Eligible (total) 44,385,838
+5.0%

MoM o1 M

Members 31,334,204
+4.4%

MoM 13

Non-Members 13,051,634
+6.4%

MoM 785 0k

Report Date = Dec 1, 2022
Email Eligible Counts = Total emailable member & non-member counts globally; includes Welcome, China, and Quebec suppression list counts




Steady CTR of 0.8% With Decreased Deliveries MoM

» Decrease in MoM deliveries primarily from +61.7 M third annual Week of Wonders campaign delivered in

October, which was a one-time send.

« Overall a steady CTR of 0.8% MoM, impacted by strong engagement with this month’s larger Americas and

Bonvoy Escapes campaigns

3500M

300.0M

250.0M

2000M

1500 M

100.0 M

50.0M

oM

Bonvoy Engagement Trends 2021-2022

Delivered =—#=—=CTR

1.3%

1.0%

0.9%
/‘A

0.8%

291.0M ! 2494M; 203.0M 1772M 171.9M 2359M 186.2M 1848M 196.8M 1449M 1985M 189.0M |2769M 203.8M

Oct'21 Nov'21 Dec '21 Jan'22 Feb'22 Mar '22 Apr'22 May '22 Jun'22 Jul'22 Aug'22 Sep ‘22 Oct'22 Nov '22

1.6%

1.4%

1.2%

1.0%

0.8%

0.6%

0.4%

0.2%

0.0%
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CTR
0.0 pts. MoM
-0.2 pts. YoY
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Unsubscribe Rate Declined by -0.05 pts. Compared to October

0.25% Bonvoy Unsub Rate Trends 2021-2022
0.19% 0.19% " 0.19%
0.20% 0.18% 0.19%
0.17%
’ 0.16% 0.16% 0.16% 0.16% 0.16%
0.14%
0.15% 0.14%
Unsub%
-0.05 pts. MoM
0.10%
0.05%
0.00%
Sep 21 Dec'21 lan'22 Feb 22 Mar '22 Apr'22 May '22 Jun'22 Jul'22 Aug '22 Sep 22 Oct 22 Nov '22
Data issues impacted Oct ‘21 & Nov ‘21 unsubscribe data; excluded from trend chart
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November Generated 16.6 K Bookings and $6.7 M Revenue

Bookings and revenue were up over prior month; down slightly compared to

November 2022

% of

N ber 2021 Top Revenue Drivers Delivered  Bookings Revenue Conv%  Total Revenue
ovember AMERICAS SOLOS 233M 25K $LIM | 133% 16.1%
. CORE MAU 27.0M 2.7K $1.1M 1.10% 15.9%
Top revenue drivers made up 61.4% -- or $4.1 M -- of total November revenue  |re.enGAGE SERIES 23 M 20K $8242K | 4.01% 12.3%

. ial . be i d by shifts i Ki booki ib d Q3 2022 GLOBAL PROMOTION 34.2M 1.9K $731.0 K 3.12% 10.9%
Flna_nC|a S continue to be Impacte y shifts In tracking bookings attributed to BONVOY ESCAPES 105 M 11K $416.8 K 1.24% 6.2%
email TOTAL| 97.2M 10.2K $4.1 M 1.62% 61.4%

Bonvoy Financial Trends 2021-2022
Bookings Revenue
30.0K $11.2M $12.0M
$10.2M $S10.5M
25.0K $9.5M $10.0M
$8.4M $8.4M
20.0K S8.0M
96.8M  $6.3M $6.7M .
$62M  $62M  $6.2M Bookings
15.0K RIM $4.9M $6.0M +12.2% (+1.8 K) MoM
' -8.8% (-1.6 K) YoY
10.0K S4.0M
Revenue
+7.6% ($472.3 K) MoM
5.0K S2.0M
-1.2% (-$84.4 K) YoY
26.7K 18.2 K 179K 210K 18.4 K 238K 263 K 188K 12.9K 113K 148K 153K 148 K 16.6 K
0K SOM
Oct 21 Nov '21 Dec '21 Jan'22 Feb '22 Mar '22 Apr'22 May '22 Jun'22 Jul'22 Aug '22 Sep '22 Oct '22 Nov '22
MARRIOTT N
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Mostly Consistent Member Level Trends

« All levels saw decreases in deliveries compared to October, consistent with overall trends
« Titanium CTR of 3.41% was a +0.06 pt. lift over October; all other members saw slight CTR declines

« Unsub rates were either mostly flat or declined MoM for all levels; significant -0.11 pt. decline for Non-members; low overall
member unsub rate of 0.11%

Trend line = Jun 2022 — Nov 2022
Sep'22 Oct'22 Nov '22 Engagement Trends Sep'22 Oct'22 Nov '22 Engagement Trends

Del. 387M 623M 322M MoM -48.3% (-30.1 M) Del. 51M 8.3M 72M MoM -12.9% (-1.1 M)

NON-MEMBER CTR  0.32% 020% = 030% . ~._ PLATINUM CTR  3.38% 267%  251%  ~~_ _— .
Unsub% 0.45% = 0.43%  0.32% —_— T Unsub% 0.04%  0.05%  0.04% e— .

Del.  989M 1529M 1184 M MoM -22.6% (-34.5 M) Del. 51M  7.7M | 67M MoM -13.4% (-1.0 M)

BASIC CTR  070% 0.55%  0.53% TrhYe—— TITANIUM CTR 3.46%  3.35%  3.41% ~N  —————
Unsub% 015% 015%  013% = 7 T Unsub% = 0.04% = 0.04%  0.08% e

Del. 135M 205M 17.2M MoM -15.9% (-3.3 M) Del.  9408K 14M  13M MoM -8.9% (-127.6 K)

SILVER CTR  141%  110%  1.07% e AMBASSADOR ~ CTR  3.14%  33%  294% "
Unsub% 0.07%  0.07%  0.06% T TS~—— Unsub% 0.04%  0.04%  0.04% T N~ —

Del. 16.6M 238M 20.8M MoM -12.6% (-3.0 M) Del. 140.1M 2146M 1716 M MoM -20.0% (-43.0 M)

GOLD CTR  1.94%  1.44%  1.27% \L,_A_\___ MEMBER CTR 1.13%  0.90% = 0.89% \\\\_,_ﬂ_\_
Unsub% 0.07% = 0.07%  0.06% \\_/—‘\ Unsub% 0.13%  0.12% = 0.11% -—’\—*”A—\\‘




Campaign Highlights

Core MAU

Lux MAU

Americas
Bonvoy Escapes

Traveler

MARRIOTT \ V4
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Core MAU Creative: November 2022

English Version
_ BONVOY'
SL (Points Purchase):
10,000 points Member X000KX1234

Your Marriott Bonvoy Account
Update: Give the Gift of il AL

H 1 0, MARRIOTT ACCOUNT Stay Miles Ahead
Points with 25% Off gl Lo
100,000 poirts Gold Elite 00006788
e illioio / 2 E —

Leisure Discover Destinations
DeStinationS Around the World

SL (Leisure Destinations):
Your Marriott Bonvoy Account
Update: Special Offers,
Benefits, and More

Pre-header:
See what’s new in November.

Points Purchase

Coastal Escapes Mounzain Adventures Iconic Cities

BUY POINTS

Your Marriott Bonvoy points expire December 31, 2022. But don't worry,
you can stay active by eaming or using some of your points.
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Core MAU Performance Summary: November 2022
All Versions: Global English (Nov 10) + In-Lang. (Nov 17)

Metrics Nov 2022 MoM vs. MAU Avg.
Delivered 27.0M +1.4% +1.5%
Clicks 2459 K -16.5% -28.0%
CTR 0.9% -0.2 pts. -0.4 pts.
*Unsub % 0.12% +0.02 pts. -
Bookings 27K -2.1% -30.9%
Room Nights 57K -7.2% -35.1%
Revenue $1.1M 0.0% -34.2%

*Unsubscribe rate average does not include Oct ‘21 and Nov ‘21; data issues impacted rates

272M

27.0M

26.8M

26.6M 1
1

26.4M 1
1

262M 11% |
T

26.0M 1
1

25.8M 1
1

25.6M 1

1

26.2M
25.4M

I
Oct-21 1 Nov-21 |

26am |

MAU Engagement Trends 2021-2022

Delivered CTR Linear (CTR)

2.8%

1.3%

1.0%
0.9% 0.9%

26.0M 26.4M 26.4M 26.4M 26.6M 263 M 269M 269M

Dec-21 Jan-22 Feb-22 Mar-22 Apr-22 May-22 Jun-22 Jul-22

1.0%

27.0M

Aug-22

1.5%

26.9M

Sep-22

26.6M

Oct-22

27.0mM

Now-22

1.5%

1.0%

0.5%

0.0%

*

* * *

Asterisk (*) indicates months with Promotional hero features.

*

*

*

*

Points Promo offer generated fewer clicks
impacting overall engagement this month
compared to previous Points Promo in June
and compared to other promo months;

seasonality also impacting engagement

Unsub rate of 0.12% was below Bonvoy
average of 0.14% and below the benchmark
of 0.20%

November revenue remained flat MoM at
$1.1 M with a slight -2.1% decline in

bookings

o Financials are also impacted by the email
attribution tracking issues that are still being

researched.
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Core MAU Heat I\/Iap: November 2022 (English Version)

* Overall, the Member Module drove most click activity at 32.2%, followed by the Header at 24.3%.

» Compared to October’s Global Promo hero, overall % of clicks to this month’s Points Promo hero was down

by -11 pts; mostly consistent engagement with the Points Promo hero among member levels, with Gold

seeing highest activity at 14.7%.

» Offers in secondary modules saw strong click activity, driving 6-10% of clicks across member levels; Airline

Miles offer saw most overall activity at 3.8%.

» Continue strong secondary offers to drive bookings during points promo months.

Modules All Levels Combined % of Clicks by Member Level
ENG Version % of Clicks %(_)f BASIC | SILVER | GOLD PLAT. TITAN. [AMBASS.
Bookings
Header 24.3% 61.9% 28.9% 19.2% 20.0% 13.5% 11.3% 10.1%
Member Module 32.2% 30.8% 27.4% 41.0% 34.2% 40.0% 47.4% 50.2%
Ambassador Travel Pref. 0.0% 0.1% 6.7%
Hero 11.9% 0.0% 10.7% 13.8% 14.8% 13.7% 10.8% 11.8%
Points Purchase 11.7% 0.0% 10.4% 13.7% 14.7% 13.6% 10.8% 11.8%
Leisure Destinations 0.2% 0.0% 0.4% 0.1% 0.1% 0.1% 0.0% 0.0%
Points Expiration Banner 0.1% 0.0% 0.0% 0.1% 0.2% 0.2% 0.1% 0.1%
Promos (Glo Pro, EAT, HVYMB) 4.1% 1.1% 3.5% 4.6% 5.3% 5.9% 4.8% 4.4%
Leisure Destinations 4.1% 0.3% 4.6% 3.6% 3.7% 3.5% 2.4% 2.7%
Offers 7.4% 0.6% 6.4% 7.7% 9.4% 10.3% 8.8% 6.1%
Donate Points 0.1% 0.0% 0.2% 0.1% 0.1% 0.1% 0.1% 0.1%
Cobrand 2.0% 0.0% 1.5% 2.1% 2.9% 3.8% 2.2% 1.3%
Multi-Factor Authentication 4.4% 3.6% 4.1% 4.5% 5.9% 4.3% 4.2% 2.4%
News 1.2% 0.0% 0.7% 0.7% 1.0% 3.0% 6.6% 3.2%
Traveler 0.6% 0.0% 0.7% 0.5% 0.5% 0.6% 0.5% 0.3%
Footer 7.5% 1.5% 11.3% 2.2% 2.1% 1.0% 0.9% 0.7%
Unsubscribe 5.8% 0.0% 9.0% 1.3% 1.3% 0.3% 0.3% 0.3%
Grand Total 100.0% 100.0% 100.0% | 100.0% | 100.0% | 100.0% | 100.0% | 100.0%
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Lux MAU Creative:

November 10t, 2022 T

Theme: Relaxing Holiday Escapes/Spas/Treat Yourself i Unwind From the Holiday Season
- On an Exceptional Spa Escape.

Be Among the First to Explore

A Mindful Escape

vik
EDITION

Subject Line:

EDITISN

Unwind in Madnid

+ Member: Kaitlin’s [Your] Account Update

« Non-Member: 6 Relaxing Holiday Retreats

Puntade Abu Dhabi The Deer Valley ~ Miami Montreal
Mita Maldives Beach

Pre-Header (PCIQ):

Kaitlin Brady

As Seen in Elle Decor

SILVER ELITE | 10,000 POINTS | 7 NIGHTS

+ PH1 (Direct): Discover the perfect getaways

A\% q r W VIEW ACTIATY 1 SEE BENEFITS ?
and gifts for the holidays n‘ﬁ&é )ﬁ‘a'

\'. \

|

» PH2 (Authority): Plus, your guide to the ;

Expand Your
Experience

perfect gifts

ble holiday
ing

e JOURNEY

Celebrate the Season in Style

+ PH3 (Action-Oriented): Open to find gift | Creative: Member Version

inspiration, offers, and a classic cocktalil

Extraordinary
Holiday Getaways

recipe (only PH version non-member)

MARRIOTT W g
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https://nam12.safelinks.protection.outlook.com/?url=https://email-marriott.com/T/v700000184596264068bdf0e6e9666b528/a375ab5068a4477b0000021ef3a0bcc7/a375ab50-68a4-477b-984f-d796e6470ae9?__dU__%3Dv0oQlZ2XmHtXjKKCycNLIk04888UAVMa5S575yBLsoKzM4fwBvfuHkRA%3D%3D%26__F__%3Dv0fUYvjHMDjRPMSh3tviDHXIoXcPxvDgUUCCPvXMWoX_0JoZLAZABQF8ooLJw0siTTjzzxQBUxrlIwL8mWfTa5txxHhOQQ5wjf_OTEEy7S9G6GpGpRpU_QLMkjWXPR9Op9L1gfN4Bz2WMNXi9w3vhHWYj_-paXDZMkbEC9OU9WHqt8VlKjlgdGtwuRWve4rlgHg6hWAEfe9ARNzwIBZf0giE7AGPcn7d9Fl0_Z8vAwl2Z60bHXpeMLo6jBCrU3aAUfgeA1e6pD87hLiecAB5DVZ17R7b90sPQpPoVHFAMpSUjGKq-RMonZa7hB-0hZgHvQKpeG1QHgssZoJT16QOhaHti-tiLWQM8vGgmuOGOIS5_12V8-R9N8BZ4t_sjpMUegsuSkdGpn0oj_JodiDXz5In0PSkClaIJhjEq80LG95WnSeFYCaSkaJNa1TUHsK5rk&data=05|01|Kaitlin.seger@data-axle.com|ec4fccbf50aa421d0faf08dac1d98b74|843d9d80d65143668ce87a742772332b|0|0|638035437367167151|Unknown|TWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D|3000|||&sdata=qhci4F2nI6nhQ0JPydMlPHPz4OSjLpacUu%2BBNmT3u1w%3D&reserved=0
https://nam12.safelinks.protection.outlook.com/?url=https://email-marriott.com/T/v700000184596264068bdf0e6e9666b528/a375ab5068a4477b0000021ef3a0bcc9/a375ab50-68a4-477b-984f-d796e6470ae9?__dU__%3Dv0oQlZ2XmHtXjKKCycNLIk04888UAVMa5S575yBLsoKzM4fwBvfuHkRA%3D%3D%26__F__%3Dv0fUYvjHMDjRPMSh3tviDHXIoXcPxvDgUUCCPvXMWoX_0JoZLAZABQF8ooLJw0siTTjzzxQBUxrlIwL8mWfTa5txzDPdmFJeo82Z3gYdQ0M4oJR6zbeGNzYc8e7U5vR1t8rTTXH-7_2Eu_ue3avJ5Vffg3RntXLFl9b-Cknilnr-z2Ur87-0b4XejZt5f2Ycfnp7oECV--tcY6Fa24Apxk55zN9yg4cGnN7P_crRx3fD5VKsKh01DjATh9tws3PSm7eRCrRt_58FCst3qir5bG3a68mnO8WjEyQtXkqIXiZGyl2KBLwwtvTr6o4W3B8bkyoh-qMxVI_0k6LyXz9hOu8IKDavBtCdOtvJz1YIXf_nWIUf3xcgduTYN7sqwvoBtIo2WhqEOcCYTXTjrzESY3NQCrwdtLjleK4McbGrPZi-osuHaajpx5-pRC5sLQvv_KaYVF_eRTA6xTpPRzs8JZvkGqtOvjEuxXXd3pf8oJQyvQ6Js6lWi243gTFPteb5_t&data=05|01|Kaitlin.seger@data-axle.com|ec4fccbf50aa421d0faf08dac1d98b74|843d9d80d65143668ce87a742772332b|0|0|638035437367167151|Unknown|TWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D|3000|||&sdata=imsFrDdjlrzVaxIdODHV5awZ2i96GvwiRhHNKK6YN54%3D&reserved=0
https://nam12.safelinks.protection.outlook.com/?url=https://email-marriott.com/T/v700000184596264068bdf0e6e9666b528/a375ab5068a4477b0000021ef3a0bccb/a375ab50-68a4-477b-984f-d796e6470ae9?__dU__%3Dv0oQlZ2XmHtXjKKCycNLIk04888UAVMa5S575yBLsoKzM4fwBvfuHkRA%3D%3D%26__F__%3Dv0fUYvjHMDjRPMSh3tviDHXIoXcPxvDgUUCCPvXMWoX_0JoZLAZABQF8ooLJw0siTTjzzxQBUxrlIwL8mWfTa5t02sWksE7p_GB6jN65PtAwXeYidOCcW1QI5Rv8QbPU-p-DdGe1csWX1bhLFvq4Y77uwq5nh7URN9frwjNDWMCoIYYzMTSBd0wpDqExPu_q2P4CReZq9OoTca35RQkPtX1jreGbSfG63B34eAaB_A7uFetCYR7ybF0BrnSiA9Vn4dktkeaRlr_43mm6xjTFnJbiYvEDm9YVJAkrg65hTFJ4euBBnBCtb_h1E6gUMGGtRRmvo7d6ZXJIiCZyLnGa1VJCdTzVejKNoMw0V0TDOXTpv_bfWGz9AQ9hqga2HjiPVoxJB7gTTZmrZUfoijRegy6zzCEKk86tTzjrp2CBnpWPQlfphqbttxbeE643otVMi5g6vwW_BNgGp0OdJKf8SxLB9z_neZhd5H&data=05|01|Kaitlin.seger@data-axle.com|ec4fccbf50aa421d0faf08dac1d98b74|843d9d80d65143668ce87a742772332b|0|0|638035437367323368|Unknown|TWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D|3000|||&sdata=23A/t9tj2YXeC0Jpjhe41obWiDPf9AvY5YMBCGr53nE%3D&reserved=0
https://nam12.safelinks.protection.outlook.com/?url=https://email-marriott.com/T/v700000184596264068bdf0e6e9666b528/a375ab5068a4477b0000021ef3a0bccd/a375ab50-68a4-477b-984f-d796e6470ae9?__dU__%3Dv0oQlZ2XmHtXjKKCycNLIk04888UAVMa5S575yBLsoKzM4fwBvfuHkRA%3D%3D%26__F__%3Dv0fUYvjHMDjRPMSh3tviDHXIoXcPxvDgUUCCPvXMWoX_0JoZLAZABQF8ooLJw0siTTjzzxQBUxrlIwL8mWfTa5t9fIehbNNZILpASxkagHOIfBTeRhUH6t_vskr-GEKwGdyU5F_nWzlIRnff9RVPYxfRHy2dOGN5Sr1xQaARJK_90vAmAMMG_JYlZHt3IMcn4i1Od-km5P_37IeLK-63A767kH-34mLgfQK62egPLDnLIR7w0dQDfU0QvZ98EFppccv7JYarsFG51FB_SGkdqbX8bZ7sqrTKpd36dO8mVOUkkakLM-WjT6-xUBitVDvO2hkLlO67XnvVmJpeophJDCIVKGJE2EbZWnN7vGLtm_9yP5QWOh94TE_5tSG56JVf10PoVHFAMpSUjKXpqzUTS6F1VsBzJvxwjpFXnfaVG1Le0Eoba33mnQibPGho3WSPaRb5H9f7cP4X5O5idML7XOwA%3D%3D&data=05|01|Kaitlin.seger@data-axle.com|ec4fccbf50aa421d0faf08dac1d98b74|843d9d80d65143668ce87a742772332b|0|0|638035437367323368|Unknown|TWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D|3000|||&sdata=6C6qZ8tXU5eIBLp%2B8c4oE3qkuN8FUd6yJtdFpUQ/zgM%3D&reserved=0
https://nam12.safelinks.protection.outlook.com/?url=https://email-marriott.com/T/v700000184596264068bdf0e6e9666b528/a375ab5068a4477b0000021ef3a0bccf/a375ab50-68a4-477b-984f-d796e6470ae9?__dU__%3Dv0oQlZ2XmHtXjKKCycNLIk04888UAVMa5S575yBLsoKzM4fwBvfuHkRA%3D%3D%26__F__%3Dv0fUYvjHMDjRPMSh3tviDHXIoXcPxvDgUUCCPvXMWoX_0JoZLAZABQFyhkYAK2OXPOfMWyFHtMyoH7W7KzBLBTuAaVmsnMTQv3LqPhFnKEFHhW49-S1CFeafrzdVPPZb-41SGKTJRrqzh7n4xtctm_BEM_TKFdqWqLCifjtVoHE_esUMzWoU_f2T3brx_M5ARgadDtHIQVQgbEBVOYT6j5cikKHL2eiIrymRDQfraz84fSZqLtnMWpEBiCn59TaOaHxi38qTo1e0rkkv7CAVO50BWmbG9gGpEFvYseqXLdR2OKGiX36GY7Vq2yEmJX7dBjRSNcF1ALE4nilCoBUTgaWjkhCUTGOdaP4NJb8huqDGZE_x5-i9W04V7m1bbsaQCOj9OPXoM1OLMMIadnkzMEEBoyImT4S32_&data=05|01|Kaitlin.seger@data-axle.com|ec4fccbf50aa421d0faf08dac1d98b74|843d9d80d65143668ce87a742772332b|0|0|638035437367323368|Unknown|TWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D|3000|||&sdata=vD0P4fI/GNKR7w7D1a2ZdWhdImsufwGXkeNxUz1rJIw%3D&reserved=0
https://nam12.safelinks.protection.outlook.com/?url=https://email-marriott.com/T/v700000184596264068bdf0e6e9666b528/a375ab5068a4477b0000021ef3a0bcd1/a375ab50-68a4-477b-984f-d796e6470ae9?__dU__%3Dv0oQlZ2XmHtXjKKCycNLIk04888UAVMa5S575yBLsoKzM4fwBvfuHkRA%3D%3D%26__F__%3Dv0fUYvjHMDjRPMSh3tviDHXIoXcPxvDgUUCCPvXMWoX_0JoZLAZABQF5CLXdhWzb_SmF07lK6yUfEdf7WCC060KZq2SVLHaMLXuHWDci6oyOrTK38K_aI9og1eL3De-EdZiP_6lpcNkyRsQL05T1Yeq3xWUqOWB0a3C5Fa97iuWAeDqFYAR970BNWOarbPaScMTsAY9yft30WXT9ny8DCXZnrRsdel4wujqMEKtTdoBR-B4DV7qkPzuEuJ5wAHkNVnXtHtv3Sw9Ck-hUcUAylJSMYqr5EyidlruEH7SFmAe9Aql4bVAeCyxmglPXpA6Foe2L62ItZAzy8aCa44Y4hLn_XZXz5H03wFni3-yOkxR6CpXshTXEADXTsOrxK40tkhdEXTWCIvqwmuJjlTdwU4iJJ_ERiWyUeF1rVNQewrmuQ%3D&data=05|01|Kaitlin.seger@data-axle.com|ec4fccbf50aa421d0faf08dac1d98b74|843d9d80d65143668ce87a742772332b|0|0|638035437367323368|Unknown|TWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D|3000|||&sdata=kalDlZNlNdIXzgBHrpuMDwGcSBCuoSGqNHkJu2Gp2Iw%3D&reserved=0

Lux MAU Performance Summary: November 2022

+ CIR remains stron% in November, consistent Selivered oM -1.3% 30.8% 21.1%
with last year at 1.6% ' (-28.1K) | (+521.4K) | (+385.6 k)
o Also, increase of +0.2 pts MoM for CTR in both

0 0] 0
2021 and 2022 Clicks 26.5 K 13.9% | 28.7% | 16.1%

(+4.4 K) (+8.1 K) (+5.1 K)

« Unsub rates remain very low with slight
decreases across the board indicating CTR 1.6% +0.2 pts. | -0.0 pts. | -0.1 pts.
subscribers are continuing to engage and show

interest each month

) , ) L Unsub Rate 0.06% -0.02 pts. |-0.02 pts. | -0.01 pts.
+ Since July '22, financials still impacted by Adobe

email tracking issues. CX team investigating as it
pertains to all emails Bookings 229 -4.2% -13.9% -28.3%

+ Booking activity saw a slight decrease of -4%
MoM, comparable to trend seen in 2021 Revenue $115.3 K -23.7% -0.8% -41.4%

Lux MAU rolling 12-month avg. includes Nov 21 — Oct '22

Financial data source: Omniture 7-day cookie

MARRIOTT  w g
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Lux MAU Segment Heat Maps: November 2022

Account Box and Hero continue to
drive most engagement across all
luxury segments

L2A had highest percent of clicks at
47% which is nearly 6pts. higher than
next most engaged segment (L2B) for
Account Box

Strong engagement with offer content
across all segments with L1, L2B and
L3 all having over 6% of clicks

Boutiques and Hotel Spotlight drove
interest from readers even with lower
placement; L2B and L3 were more
engaged than L1 and L2A

L1 showed more interest in Instagram
module than other segments

2023 planning includes testing a
different email version for high luxury
audiences focused on top content to
lift their engagement

17

Module L1 L2A L2B L3 Total
Header 11.15% | 10.93% | 9.94% | 10.17% | 10.24%
Hero 27.24% | 23.41% | 27.41% | 28.86% | 27.31%
Account Box 35.32% | 47.46% | 41.81% | 38.96% | 40.88%
Loyalty (Member) 1.30% | 1.46% | 1.67% | 1.52% | 1.57%
Loyalty (Non-Member) 0.15% | 0.00% | 0.00% | 0.00% | 0.02%
Offer 6.03% | 4.88% | 6.70% | 6.69% | 6.44%
JW Marriott Spa Package 3.69% 2.77% 3.33% 3.33% 3.33%
Edition Madrid Wellness Offer| 2.35% | 2.11% | 3.36% | 3.36% | 3.11%
Boutiques 3.61% | 3.68% | 4.41% | 4.85% | 4.32%
Inspiration 1.31% | 1.36% | 1.32% | 1.37% | 1.33%
Hotel Spotlight 2.56% 3.15% 5.19% 6.46% 4.89%
The Reykjavik EDITION 1.25% 1.49% 3.04% 3.51% 2.74%
TRC Bachelor Gulch 1.31% | 1.66% | 2.15% | 2.95% | 2.14%
Instagram 1.05% | 0.60% | 0.54% | 0.50% | 0.61%
Footer 10.28% | 3.07% | 1.01% | 0.62% | 2.39%

Grand Total

100.0%

100.0%

100.0%

100.0%

100.0%
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Americas Cyber Solo: Nov 28 @

Cyber Monday Sale

Metrics Cyber Solo "S-,\’Tg‘/ezr;cas "Sz-o’gg‘ir\‘/;"f‘s -
Delivered 116 M 0.0% 0.0% S Lenr v
Clicks 122.1 K 93.6% 79.7% ) ‘

CTR 1.05% +0.51 pts. +0.46 pts. i
Unsub Rate 0.17% +0.06 pts. +0.04 pts.
Bookings 19K 206.4% 127.6%

Revenue $814.0 K 210.0% 117.7% R
Conversion 1.53% +0.57 pts. +0.32 pts. g

Two Americas solos sent in Nov; the Cyber solo drove stronger engagement,
with exception of higher unsub rate at 0.17%

Compared to Americas solo 11/23 and Americas 2022 average, cyber solo
delivery volume of 11.6 M was comparable, but drove significant lifts across
most KPIs

The hero drove most activity at 73% of clicks and 84% of bookings Pictured: U.S. Member version

Keep this campaign in the mix to help drive Q4 revenue; could also be an @ o == -
opportunity to expand delivery volume

18 Footer #2 (not shown)



Bonvoy Escapes Cyber Solo: Nov 22

Make the Most of the Weekend
Get Deal on Stays Around the Workd

_ _ (2 e,
Metrics Cyber Solo vs: Ns\e%pes v;bzgcAa\EJges a B
Delivered 57M 116.9% 12.1% —
Clicks 52.8K 184.4% 14.2%
CTR 0.92% +0.22 pts. +0.02 pts.
Unsub Rate 0.13% -0.04 pts. -0.04 pts.
Bookings 658 89.6% 3.1%
Revenue $237.3K 134.7% 0.9% Delight in Something Wonderful
Conversion 1.25% -0.62 pts. -0.13 pts. @

Book

Compared to the Core Escapes 11/9 solo and Core Escapes 2022 average,
cyber solo delivery volume of 5.7 M was a +116.9% and +12.1% increase
respectively and impacted engagement lifts

o Exception with lower conversion at 1.25%

Pictured: U.S. Member version

The hero drove most activity at 49% of clicks and 61% of bookings

With teller hero option, recomm_end additional hero CTA with higher placement Footer #3 (not shown)
(hero image; no scroll) to optimize conversions and to capture first click faster
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Traveler Creative: Nov 19, 2022

How to Travel Better
Get Ready for Your Upcoming Trip, Nancy .
MARRIOTT BONVeY - Ll
— Byt TRAVELER. PosRES =TT
HOLIDAY TRAVEL GIFT GUIDES /| SUSTAINABLE TRAVEL
A . é;ﬁ
e B Festive Travel Awaits GiftGuides for Brery Type of Travelsr

PROTECTING THE
BURREN'S IDENTITY

e

(: t/!li ﬁﬁ

“Tis the Season to Plan a Festive Escape

Your Next Podeast Listen

- 4 U.S. Getaways to Find Holiday Cheer Bisien. o
l‘»‘ Sec All 4 G
»
dm“;\,‘ i Lo Family Trip:
u-

Theme: Festive Travel
(U.S. Version)

PCIQ Subject Line
Optimization

SL 1 (Direct)(Listicle): [4][5]
Destinations That Bring Holiday Cheer

SL 2 (Intrigue)(Emoji): There’s No
Time Like the Present to Plan a Holiday
EscapeX

SL 3 (Question)(Solution): Ready to
Celebrate the Holidays? Here’s Where
to Find Cheer.

SL 4 (Intrigue)(Personal): Jess,
Holiday Magic Is On Full Display Here

SL 5 (Personal)(Direct): Top Spots for
Making Merry Holiday Memories, Robin

Discover where to travel in
December, shop our gift guides, and
more

MARRIOTT
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Traveler November 2022 Performance Summary

Metrics Nov-22 MoM YoY
Delivered 15.0M 1.0% 28.0%
Clicks 81.6 K -4.1% 24.6%
CTR 0.54% -0.03 pts. -0.02 pts.
Unsub Rate 0.09% -0.04 pts.
Bookings* 99 -32.7% -64.1%
Sessions** 82.7K -4.0% 27.2%
Duration 1:02 -9.7% -8.9%
Pages/Session 1.50 -3.8% -6.3%

* Financials impacted by the Adobe email tracking issues that are being researched

** Source: Google Analytics

21

Deliveries were up by +1.0% compared to October and by

+28.0% compared to prior year.

Click volumes were not as strong as October but did result in
a Yov lift of +24.6%, leading to a similar increase in

sessions. Less overall online activity this month.

Low unsub rate of 0.09% and below Bonvoy average is a

good indicator of maintaining positive audience health.

o Comparison to prior year and average unsub rate is not

included due to the data discrepancies from Nov 2021.

Financials down MoM and YoY; not a primary KPI for this
mailing, but there could be impacts from known Adobe

tracking issues and seasonality

MARRIOTT  wg
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Traveler November
Heat I\/Iap (U.S. Version)

Top 3 articles:

Hero: 4 U.S. Getaways to Find
Holiday Cheer

Curated A: All Inclusive Resorts
Where to Travel in December

The geo-targeted hero drove most click
activity at almost 48% of total clicks.

Curated A articles and Where to Travel
drove interest throughout the newsletter.

Upcoming Trip module -- targeted to
those who have a booking in the next 60
days — dynamically offering Guide and/or
Itinerary, based on destination. For those
who received the module (all regions),
captured a notable 18% of clicks.

2023 planning includes optimizing geo-
targeted content whenever possible to
drive engagement, as well as revisiting 34
party data to help grow Traveler
audiences and impact content.

22

Header:
17.71% clks. 26,673 clks.
84.4% bkgs.

Hero:
47.67% clks. 71,817 clks.
7.5% bkgs.

Upcoming Trip:
2.05% clks. 3,091 clks.
0.00% bkgs.

17.83% clks. 3,566 clks.
from those who rec’d the module

5-Pack:
7.50% clks. 11,291 clks.
0.00% bkgs.

Banner:
1.70% clks. 2,564 clks.
0.00% bkgs.

- TRAVELER. A

Festive Travel Awaits

Curated A:
10.64% clks. 16,025 clks.
6.9% bkgs.

Cozy Holiday Getaway (quiz):
1.72%

Home Away From Home: 1.49%
All-Inclusive Resorts: 5.33%
Dazzling Celebrations: 2.10%

Travel Better:
0.99% clks. 1,487 clks.
0.00% bkgs.

Where to Travel:
2.46% clks. 3,701 clks.
0.00% bkgs.

Podcast:
0.28% clks. 426 clks.
0.00% bkgs.

Travel by Interest:
0.002% clks. 3 clks.
0.00% bkgs.

Footer (not shown):
9.01% clks. 13,568 clks.
1.16% bkgs

LING L
V'S IDENTITY




Testing & Optimization
PCIQ Subject Lines, Headlines and Pre-Headers
Wanderlust Hero CTA

MARRIOTT AV 4
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Ritz Subject Line and Headline PCIQ: November 2022

Top performers mix of ‘Authority’,
‘Direct’, ‘Intrigue’ and ‘Listicle’ tags
o With introduction of Listicle tag
in October, Listicle made top 3
in both October and November

Question tag continues to be
bottom performer, 0.2pts. to nearly
0.4pts. less than top tag; continue
to evaluate and determine
opportunity to sunset tag and
replace with new tag (e.g., combo
tag- pair top performing)

Awaiting next steps to report out
PCIQ results for Headline testing
overall as well in conjunction with
Subject Line testing for ability to
optimize across both levels

Deployment Date |Subject line Tag Unique Open
Rate
9/3/2022|INSIDE THE RITZ-CARLTON: Your Guide to Exquisite Autumn Escapes Authority
9/3/2022|INSIDE THE RITZ-CARLTON: Celebrate Fall With an Unforgettable Escape |Direct 11.76%
9/3/2022|INSIDE THE RITZ-CARLTON: Here's Where to Escape This Fall Intrigue 11.73%
9/3/2022|INSIDE THE RITZ-CARLTON: How to Determine Your Next Fall Destination |How To 11.73%
9/3/2022|INSIDE THE RITZ-CARLTON: Venturing somewhere this fall? Question

Difference in Top Performing Tag vs. Bottom Performing Tag

+0.21 pts.

10/1/2022|INSIDE THE RITZ-CARLTON: Your Mountain Escape Awaits Intrigue

10/1/2022|INSIDE THE RITZ-CARLTON: Exquisite Mountain Escapes Direct 12.39%
10/1/2022|INSIDE THE RITZ-CARLTON: 4 Slopeside Sanctuaries Listicle 12.34%
10/1/2022|(INSIDE THE RITZ-CARLTON: Your Guide to Getting Away Mountainside  |Authority 12.27%

10/1/2022

INSIDE THE RITZ-CARLTON: Do you have a mountain escape on your mind

Question

Difference in Top Performing Tag vs. Bottom Performing Tag

+0.37pts.

11/5/2022|INSIDE THE RITZ-CARLTON: Extraordinary Holiday Getaways Direct

11/5/2022|INSIDE THE RITZ-CARLTON: Your Guide to Magical Holiday Escapes Authority 12.75%
11/5/2022|INSIDE THE RITZ-CARLTON: 5 Magical Holiday Getaways Listicle 12.57%
11/5/2022|INSIDE THE RITZ-CARLTON: 'Tis the Season for These Magical Escapes Intrigue 12.55%

11/5/2022

INSIDE THE RITZ-CARLTON: Searching for holiday travel inspiration?

Question

Difference in Top Performing Tag vs. Bottom Performing Tag

+0.32 pts.
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Traveler Subject Line and Headline PCIQ: November 2022

Intrigue SL tag performed the best in November, and overall has performed well in previous months. Recommend combining the

Intrigue tag with the tags that performed moderately in the past, like Solution or Question, to gauge impact to SL performance.

Continue testing regional headlines to trend results; next test is planned for January.

The Listicle headline tag was the strongest performer for both the EU and US headline groups.

Deployment Date [Subject line Unique Opens | Delivered |Tag Unique_Open_Rate
[Fname, JHoliday Magic Is On Full Display Here 265,019 1,095,892 |Intrigue, Personal 24.18%
There's No Time Like the Present to Plan a Holiday Escape\xa0 260,709 1,095,856 |Intrigue, Emoji 23.79%
11/19/2022 Ready to Celebrate the Holidays? Here's Where to Find Cheer. 260,580 1,095,411 |Question, Solution 23.79%
[4][5] Destinations That Bring Holiday Cheer 260,697 1,097,408 |Direct, Listicle 23.76%
Top Spots for Making Merry Holiday Memories[, Fname] 259,482 1,094,786 |Personal, Direct 23.70%
Rest Engaged TOTAL
Deployment Date Headline Tag Un|gue ) l_Jnique Umgue . L_Jnique Unlgue ) Qnique
v I v I v |
Clicks| pelivered | Click Rate | Clicks|pelivered|Click Rate| Clicks| pelivered |Click Rate
5 European Getaways to Find Holiday Cheer Listicle 945 132,136 0.72% 591 33,016 1.79%| 1,536 165,152 0.93%
EU |Craving Holiday Cheer? Visit These Cheery European Cities. |Question 878 131,930 0.67% 595 32,698 1.82%| 1,473 164,628 0.89%
Savour Unique Holiday Traditions on a European Getaway Intrigue 825 131,834 0.63% 521 32,603 1.60%| 1,346 164,437 0.82%
11/19/2022
4 U.S. Getaways to Find Holiday Cheer Listicle 16,739 [ 2,940,382 0.57% 8,618 | 796,268 1.08%| 25,357 | 3,736,650 0.68%
US |Hit These U.S. Cities for a Cheery Holiday Vacay Intrigue 15,169 [ 2,936,039 0.52% 7,932 | 798,573 0.99%| 23,101 | 3,734,612 0.62%
Craving a Holiday Getaway? Visit These Cheery U.S. Cities. |Question 15,139 | 2,935,826 0.52% 7,767 | 797,291 0.97%| 22,906 | 3,733,117 0.61%
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Lux MAU Pre-header PCIQ: November 2022

First time leveraging Pre-header PCIQ testing. This replaces SL PCIQ testing now that the top performing SL has been
established and will be used moving forward (Marc, Your Account Update)

« Authority and Action-Oriented had similar performance outperforming Direct
« Will continue to evaluate performance moving forward and optimize where warranted

Deployment Date [Preheader Tags Unique Open Rate
11/10/2022 Plus, your guide to the perfect gifts Authority 23.11%
11/10/2022 Open to find gift inspiration, offers, and a classic cocktail recipe | Action-Oriented 23.10%

11/10/2022 Discover the perfect getaways and gifts for the holidays Direct

MARRIOTT  wg
BONVOY' A
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Project Wanderlust November: Hero CTA Test Results

CTA Test Overview: 50% of the member and non-member audience received the “See All 9”
CTA option and 50% of the member and non-member audience received the “Get Inspired”
BONvey CTA option.

Primary goal of the test was to see which CTA copy option drove more engagement.
Secondary goal was to gauge impact on bookings.

Results: The “See All 9” (listicle) CTA drove higher engagement and bookings for
Members and higher engagement for Non-members; neither CTA drove bookings for
Non-members.

+ For Members, “See All 9” drove a clicks lift of +127.6% and a CTR lift of +0.21 pts. compared to the

Tenige e “Get Inspired” CTA. “See All 9” also drove 8.2% of bookings for this email compared to 4.3% from
Plan Your Next Getaway With Marriott « . »
oo T ok Get Inspired
Associates' Top Hotel Picks

« For Non-members, “See All 9" drove a clicks lift of +94.6% and a CTR lift of +0.11 pts. compared to
the “Get Inspired” CTA.

+ Recommend moving forward with the listicle hero CTA approach

Hero CTA Delivered Clicks CTR Module Module Module CTR Module % of Clicks % of
A/B Test Clicks CLICKS LIFT CTR Lift on Module | Bookings
Pictured: Member 12.4M 66.3 K 0.53%
Member version SEE ALL 9 (listicle) 6.2M 38.2 K 0.62% 23,750 127.6% 0.38% +0.21 pts. 46.3% 8.2%
GET INSPIRED (booking) 6.2 M 28.2 K 0.45% 10,433 0.17% 25.3% 4.3%
Non-Member 57M 21.3K 0.37%
SEE ALL 9 (listicle) 2.8M 11.8 K 0.41% 6,441 94.6% 0.23% +0.11 pts. 24.3% 0.0%
GET INSPIRED (booking) 2.8M 9.6 K 0.34% 3,310 0.12% 13.5% 0.0%

MARRIOTT

BONVOY' X
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Actionable Insights

+ Continue working with data teams on the following channel impacts:
o Customers who are approaching the 15-month inactivity exclusion impacting emailable

customer tracking

o Adobe tracking issues that are impacting financials attributed to email

* For Core MAU:

o Going into 2023, test different offers and messaging strategies for the Standard Booking hero
version to help lift engagement.

o When promoting points purchase, continue strong secondary offers as an offset to help drive
bookings.

For Lux MAU:
o Develop test plans for high luxury audiences focused on top content to lift their engagement.

o Continue PCIQ preheader testing and optimization to gain insights around what copy
approaches resonate with members.

THE ST. REGIS MARDAVALL MALLORCA RESORT, MARRIOTT LY

PALMA DE MALLORCA, SPAIN Bo NVOY- ’.(




Actionable Insights

« For Ritz and Traveler audiences, determine ability to report PCIQ subject line results in
conjunction with PCIQ headline for ability to gain insights around optimal mix.

 Revisit 31 party data capabilities with Epsilon to help grow Traveler audiences and
optimize newsletter content going into 2023.

+ Continue with Cyber solo mailings to help drive Q4 bookings and revenue, given
significant lifts in engagement compared to core solos and campaign average

« When utilizing taller hero creative, like this month’s Escapes Cyber Solo mailing, include
additional hero CTA with higher placement (hero image; no scroll) to optimize
conversions and to capture first click faster

REGIS MARDAVALL MALLORCA RESORT, MARRIOTT LY

PALMA DE MALLORCA, SPAIN Bo NVOY l{




Thank You!
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Americas Solo: Nov 23

U.S./Canada Member Version

Subject Line PCIQ

SL 1: (Timely)(Intrigue)(Emoji)
Inside: Your Cyber Monday Offers {f}

SL 2: (Timely)(Direct) Our Cyber Monday
Sale Starts Now

SL 3: (Timely)(Urgency)(Personalization)
Marc, Don’t Miss These Cyber Monday
Offers

PH: Exclusive Cyber Monday staycation
packages and savings at thousands of
hotels and resorts.
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Brighten Your Holiday Season
With the Joy of Travel

MARRIOTT NT
BONVoY" FIND & RESERVE
"Tis The Season

Cyber Sale: Save 20% Dreamy Resorts

Enjoy Holiday
Experiences

10 Savor Holiday Moments.

VIEW OFFER

Make a Brand New
Bucket List

There is no time like the present to gather with family and friends. Create
merriment close to home and unwrap exclusive seasonal offers crafted to
herald in your holiday celebrations

Remember, as a Marriott Bonvoy® member, you receive exclusive rates

when you book direct on Marriott.com or our app. Plus, earn points during Urban Retreat

Suite Holidays
your stay toward free nights, extraordinary experiences, and more este 8 gloo-fled gathering vith
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Bonvoy Escapes Solo: Nov 9
U.S. Member Version

#
/

7

/
1/ /

7
/]

Subject Line:
Michelle, Find Autumn Adventures With 20% off & @

Get Lost in Autumn’s Splendor

Make the most of your weekend getaway. Book by Sunday at
one of 1,500 participating hotels and enjoy 20% off last-minute

Book Save Stay
by this 20% as anytime during the
Sunday a member next four weekends

More Destinations to Explore

Save on Stays Near or Far

MARRIOTT BONVOY

o ESCAPES

MY ACCOUNT
FIND & RESERVE

Take 20% off a Last-Minute Getaway

Unwind in a
Winter Paradise

stays with Marriott Bonvoy® Escapes

BOOK NOW
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