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2023 Email Channel/Outbound Comms Marketing Roadmap

Q1 2023 Q2 2023 Q32023 Q4 2023

Quarterly Review Meetings May 1 Jul 27 Oct 26 Jan 2024

Channel Infrastructure | MRW Sunset | | Global Taxonomy: Email Testing |

| Decisioning Test (Phased Approach) |

Channel Health & - [™Vigeo Hero Testing (Moments) | | Jebbit: Quiz, Preferences | Data Traceability Project |
Optimization

| B+T Email Process Optimizations / Evaluation |

| Onboarding / Everyday Earn Ph. 2 | [ First 100-Days Messaging Test |

Re-Launching Loyalty Triggers | | Growth Initiatives / Airline Partners in Lifecycle Campaigns |

Loyalty Program Led I

Communications Year-End Processing: | Core MAU Refresh | | Cross-Chanr el Message Support (e.g. Onboarding in Mobile App) |
Achievers Refresh

[ New Brand Annguncements |

[ eAppend |
Member & Guest | Dist. Marketing Platforms: METT Migration Dist. Marketing Platforms: LCB / LPA / DAC / MBOP
Outbound Migration
Communications | Consent Practices & Contactability | |: Brand Bar Update
[ Leveraging 3P Data [
[ Push Marketing Strategy & Rollout | [ SMS Strategy & Rollout |
Evolution Opportunities | Scope: Email & Audience Dashboard Connections, Value of Email Address, Enhance Erand Partnerships, Landing Page Optimization, Community / Crowdsourcing |
[ Paid-Owned Email Test
Ongoing Workstream:
. Email Support (e.g. Global Promo, Cobrand, Partnerships) . Luxury Strategy: Offers, Segmentation, Max ADR, Cobrand . Developing New Segment Messages (e.g. Opportunity Segments)
. Localization Support (e.g. Languages, Templates, Global/Local) . Updating Frequently Used Content Modules . Leveraging 3" Party Data
. Email List Strategies: Growth, Benchmarking, Goal Measurement, Testing & . Migrating Campaigns to ACC e Optimizing Workfront

Learning, STO Optimization



Q3 Actions Taken

Launched First 100 Days Lifecycle campaign

Deployed GloPro & Points Expiration in Push
Continued 31 party data use cases and tracking

Held Q3 Data Summit

Activated the new Big-Hearted Visionary brand voice
Started B+T enhanced process with Core MAU

Kicked off data traceability project

Announced MGM in July

Continuing migration to METT 2.0

Continuing to update in-language email domains & links

Performed initial testing for channel impacts from Apple’s iOS 17 Link
Tracking Protection update

Continuing implementation of eAppend process & communications
Lifted South Korea exclusion flag

Mobile App -- Enrolilment POC and Onboarding
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Looking Ahead

Continue channel optimization project with B+T

Launch Decision Engine Test #2

Scope new hurdle offer outside of First 100 Days

Continue phases 2 & 3 of data traceability project

ATM pull-through into Achievers and cross-channel implementation
Continue to activate Push marketing (ATM, GloPro, Retargeting)
Launch Welcome Gated offer

Launch Onboarding Pathways and Everyday Earn automated triggers
Launch Luxury communication guidelines

Launch Global-Local Playbook (EMEA)

Complete LCB migration to PCM

Launch email marketing capabilities in 3 new languages

Resolving Spanish language inconsistencies
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Q3 2023
PERFORMANCE SUMMARY
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52.6 M Emailable Customers As of September; Slight -0.8% Decline MoM

+ The -0.8% MoM decline in total emailable customers was impacted by the recent ISP opt-out issue

Total net decrease MoM of -398.6 K
o Members decreased by -337.4 K (-0.9%)
o Non-Members decreased by -61.2 K (-0.4%)

54.0M

52.0M

50.0M

48.0M

46.0M

440M

42.0M

40.0M

Email Eligible Audience Trends 2022-2023

420M

Jul 22

424 M

Aug 22

516 M
50.7 M

424 M 423 M

Sep'22 Oct'22 Nov'22 Dec'22 Jan'23 Feb'23 Mar'23 Apr'23 Jun'23  Jul'23

53.0M

Aug '23

526 M

Sep '23

Email Eligible (total) 52.6 M

Report Date = Oct 2, 2023

May reporting was not available due to MDP data issues; therefore, May is not shown on the chart.

MoM

-0.8%
-398.6 K

Members

MoM

36.8 M
-0.9%
-337.4 K

Non-Members

MoM

151 M
-0.4%
-61.2 K

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




Q3 2023 Performance Summary

Quarterly

Engagement

Unsub%

Bookings

Room Nights

*Financials

Revenue

Conv%

| Q323 QoQ YoY
+4.9% +38.7%
+33.6 M +202.2 M
-4.2% +21.8%
6.0 M I ° I °
-257.9 K +1.1 M
0.8% I -0.1 pts. I -0.1 pts.
0.26% I +0.05 pts. I +0.08 pts.
+4.4% +4.3%
43.2 K I ° I 3%
+1.8 K +1.8 K
+5.20¢ +3.1%
94.7 K | ° I °
+4.7 K +2.8 K
+1.0% +9.4%
+$183.9 K +$1.6 M
0.72% I +0.06 pts. I -0.12 pts.

*Financials were impacted by the email attribution tracking issues that are currently being researched.

See the Appendix for the September 2023 Performance Summary.

Delivery increases were impacted by more mail volume for
some Engagement and Partner campaigns, as well as some
Partner and Brand campaigns that were not in market in Q3
2022. Additionally, the Q3 Global Promo Announcement mailed
as a solo this year, while last year it mailed in Core MAU.
CTR of 0.8% was a slight -0.1 pts. decline QoQ and YoY;
overall engagement was mostly steady.

o YoY increase in clicks impacted by Promotions and Partner

campaigns, as well as Project MAX.

Unsub rate of 0.26% was correlated with our recent audience
growth and increased enroliments.
Financials saw mostly increases due to the Q3 2023 Global
Promo and Points Promo, bookings from Project MAX (a one-
time send), and increased bookings from some Lifecycle and

METT campaigns compared to Q3 2022.
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Mostly Steady QoQ CTR With Increased Deliveries

» The YoY delivery increase this quarter was impacted by larger campaigns that saw more mail volume — Moments (+13.0 M), Core MAU (+9.4
M) and Boutiques (+8.9 M), as well as campaigns that did not mail in Q3 2022 — Project MAX (34.0 M), Campaignlette (19.5 M), Hertz Solo
(4.6 M) and RCYC (6.9 M). Additionally, Q3 Global Promo Announcement mailed as a solo (40.9 M) in Aug this year while last year it mailed
in Sept Core MAU.

o QoQ delivery increase primarily due to Project MAX (34.0 M) and Campaignlette (19.5 M) which were one-time sends in Q3

o Some of the MoM delivery decline in Sept was impacted by issues with suppression logic and ISP opt-outs, both of which have been resolved.

» Top click drivers this quarter were the Points Purchase Promotion, Global Promotion, Core MAU and Re-Engage Series

CTR ]
Bonvoy Quarterly Engagement Trends -0.1 pts. QoQ
2022-2023 -0.1 pts. YoY Bonvoy Q3 2023
Deliverad CTR Engagement Trends
1.1% o Delivered ==@=CTR
1000.0 M 11% 6 1.2%
2000 M o, 3000 M 1.0%
.—’__——\ 0.9% 0.8% % 1.0%
800.0 M ~——_ 0.8% : 0.9% 0.8% 2500M 0.9%
700.0 M \0_/\-—-—-. 0.8% 0.8% 0.8% 0.8%
600.0 M 2000m 08%
500.0 M 0.6% || 1500Mm
0.7%
400.0 M oas || 000M
300.0 M o )
50.0M 0.6%
200.0 M 0.2% 259.0M 260.5M 204.9M .
100.0 M oM 05%
ou 585.1M 567.8 M 532.8 1V 727.0M 862.2 V1 690.8 M 724.4M 0.0 '3 Aug'23 Sep'23
. . (1]
Q12022 Q2 2022 Q32022 Q42022 Q12023 Q2 2023 Q322023




Q3 2023 Unsub Rate of 0.26% is Correlated With Recent Opt-In Growth

12-month average unsub rate is 0.19%, which is below our benchmark of 0.20%.

0.30%

0.25%

0.20%

0.15%

0.10%

0.05%

0.00%

0.17%

Q12022

Bonvoy Quarterly Unsub Rate Trends

2022-2023
0.17% 0.17% 0.18%
0.15%
Q22022 Q32022 Q42022 Q12023

0.20%

Q22023

Unsub %
+0.05 pts. QoQ
+0.08 pts. YoY

0.26%

Q32023

0.35%

0.30%

0.25%

0.20%

0.15%

0.10%

Bonvoy Q3 2023 Unsub% Trends

0y
0.27% 0.26%

0.23%

Jul'23 Aug 23 Sep '23
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Member Average Saw Mostly Steady CTR and Unsub Rate This Quarter

+ All levels saw QoQ delivery increases, in line with overall trend and correlated to recent audience growth.

o Non-members had the most significant increase at +51.0% (+33.9 M), impacted by volume from Q3 Global Promo (25.5 M) and Project MAX (13.2 M).

o All members saw a MoM delivery decline in September; some campaigns were impacted by the issues with suppression logic and ISP opt-outs, both
of which have been resolved.

« CTRs and unsub rates for Basic, Silver and Gold were mostly steady this quarter; for upper elites, we saw MoM increases in August
followed by declines in September.

Jul '23  Aug '23 Sep ‘23 Engagement Trends

Aug

Trend line = Apr ‘23 — Sep ‘23

Del.  446M 274M 284M QoQ +51.0% (+33.9 M) Del.  73M  92M 64M QOQ +3.8% (+841.9K)
NON-MEMBER ~CTR  04%  04%  04% ~—0 _— PLATINUM CTR  24% 27%  25% /—‘\/\
Unsub% 0.60% 0.49% 066% e Unsub% 019% 022% 019% _——

Del.  1276M 1549M 1148M QoQ +3.1% (+12.0 M) Del.  51M  62M 45M QOQ +5.6% (+841.3K)
BASIC CTR  07% 06% 06% —— ™~ . TITANIUM CTR  28%  32% 28% _—" "
Unsub% 0.20% 0.20% 021% __—— Unsub% 022% 0.28% 023% __——

Del.  174M 212M 168M QoQ +2.8% (+1.5 M) Del.  565.1K 638.8K 489.0K Q0Q +0.7% (+11.0K)
SILVER CTR 12%  12%  12% @ — e~ . AMBASSADOR  CTR 27%  31%  27% ‘_\\\,_,—‘-\
Unsub% 013% 015% 014% __——" ——— Unsub% 0.29% 034% 027% __— "

Del.  193M 238M 17.6M Qo0Q +4.9% (+2.8 M) Del.  177.2M 2158M 160.7M Q0Q +3.4% (+1.8 M)

GOLD CTR  15% 16% 16% _—" MEMBER CTR  10%  09% 09% =+ ~~___
Unsub% 0.16% 017% 0.16% _—— Unsub% 019% 020% 020% _——




Q3 2023 Revenue of $19.0 M Was a +9.4% YoY Increase

QoQ bookings saw a +4.4% increase, generating a +$184 K increase in QoQ revenue

The +$1.6 M revenue increase YoY was impacted by Q3 2023 Global Promo and

Points Promo, bookings from Project MAX (a one-time send), and increased bookings

Bookings

Revenue

+4.4% (+1.8 K) QoQ
+4.3% (+1.8K) YoY

+1.0% (+$183.9 K) QoQ
+9.4% (+$1.6 M) YoY

) ) Q32023 _ _ % of
from some Lifecycle and METT campaigns compared to Q3 2022. ToplReuenneDiivers s L LSO REVEE RN CRN O e
. . Core MAU 90.2 M 7.9K $3.4M 0.8% 17.7%
August generated the most revenue for the quarter at $7.4 M, driven by bookings from Re-Engage Series 27 M 26K $11M 47% 5 6%
Q3 Global Promo Announcement and increased bookings from Core MAU and Bonvoy  |Choice of Selection 267.9K 23K SL1IM  24%  5.6%
Q3 Global Promotion 70.6 M 23K $1.0M 0.4% 5.3%
Escapes compared to July and September. Bonvoy Escapes 19.1M 25K $1.0M 1.7% 5.1%
TOTAL 182.8 M 17.6 K $75M 1.0% 39.3%
1
1
Bonvoy Quarterly Financial Trends |
Bonvoy Q3 2023 Financial Trends
2022-2023 | Y
ki I .
$30.0 M $28.1M Bookings Revenue 00K ! Bookings Revenue
s285M s2a.4M ! $7.2M $7.4M 20.0K
$25.0M ' : 60.0K !
1
$19.0 M $18.8 M $19.0 M 500K 1| se.0M 15.0K
$20.0M $17.3M | S4.4M
40.0K
$15.0M E 54.0M 10.0K
30.0K 1
1
Fi00M 200K || $20m 50K
1
$5.0M 10.0 K : soMm 16.3K 17.0K 9.9K ok
1 - .
SoM 63.1K 58.0K 41.4 K 47.0K 52.7K 41.4 K 43.2K ok : Jul'23 Aug ‘23 Sep 23
Q12022 Q22022 Q32022 Q42022 Q12023 Q22023 Q32023 :

12 Financials are impacted by the email attribution tracking issues that are being researched.




Q3 2023 Performance Summary

by Campaign Type
Campaign Type Ex. Emails Delivered | % of Del | Clicks | CTR | Unsub% | Bkngs | Revenue | Conv%
Promotions ) 98.9 M 13.6% 896.7 K 0.9% 0.30% 4.3 8M 0.48%
ATM, Buy Points,
QoQ e P @ +6.1pts.  5.4% 43.3% 35.5% N +0.13 pts.
YoY 158.8% +6.3 pts. 250.3%  +0.2 pts. 7.9% 88.3%
Cobrand ACQ ' 96.0 M 13.3% 218.3K 0.2% 0.24% 21K $833.5K 0.97%
Credit Card Dom, KSA,
QoQ UK, CA, India, etc. +0.0 pts. +0.04 pts.
YoY +0.0 pts.
Core MAU 90.2M 12.4% 9335K 1.0% 0.21% 79K $3.4M 0.85%
QoQ 9 6.5%  +0.1 pts.
Yoy Goféﬁb 0.9%
METT 51.3 M 7.1% 451.2 0.9% 0.43% 3.1K 1.6 M 0.68%
QoQ METT MR, Mixed, BPP 2.6% 18.1%  +0.1 pts. 0.9% 16.4% N +0.02 pts.
YoY C34.7% 4.8%  +0.1pt 9% 30.0%
Partner Campaignietts, Uber. 6:57\/1) 5.8% 112.0K 0.3% 0.12% 1.0K 402.1 K 0.91%
QoQ YWR, Herz 107.2% +2.9 pts. -0.02 pts. 6.3% 7.3% +0.43 pts.
YoY 659.1% +4.7 pts. 10.7% .8% 133.8% +0.37 pts.
Global-Local 41.4M 5.7% 2035K 0.5% 0.21% 2.1K $ M 1.01%
CALA, EMEA,
QoQ Destinations, Americas +0.44 pts.
YoY +0.19 pts.
Cobrand ECM Refer a Friend, 12.7M 1.8% 317.2K 2.5% 0.17% 3.9K $ 1.24%
QoQ Newsletters, Cobrand 70.1% +0.7 pts. 44.5%
YoY Welcomes 27.6% 13.9% 0.8%

Lifecycle Welcome Series, 65M 0.9% 345.0K 5.3% 0.74% 49 .0M 1.42%
QoQ Achiever, First 100 22.0% +0.1 pts. 25.5% 28.2% +0.33 pts.
YoY Days +1.7 pts. 6% 11.2% +0.59 pts.

Other Comms 2855M 39.4% 25M 0.9% 0.25% 139K $6.7M 0.55%
Engagement, Brand,
QoQ etc.
YoY 62.9% +5.8 pts. 29.9% 14.9% 18.4%
MBV Q3 '23 Total 7244M | 1000% | 60M | 08% | 026% | 432K | $190M | 0.72%
QoQ 4.9% = 4.4% 1.0% +0.05 pts.
YoY 38.7% - 22.8% 4.3% 9.5%

Financials are impacted by the email attribution tracking issues that are currently being researched.

Promotions and Partner campaigns saw the
most significant delivery increases QoQ and
YoY, impacted by the Q3 2023 GloPro
Announcement Solo, the new Campaignlette
solo, increased deliveries for Uber this year, and
a Hertz mailing that was not in market Q3 2022.
METT was the only campaign type that saw
increases in overall engagement QoQ and YoY.
Highest overall CTR came from Lifecycle at 5.3%.
Other Comms generated the most overall
revenue at $6.7 M, followed by Core MAU at
$3.4 M and Lifecycle at $2.0 M.
o Even with fewer YoY deliveries, Lifecycle
saw an increase in bookings and revenue;
Global-Local saw increases in QoQ bookings

and revenue with fewer deliveries.
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Q3 2023 Performance Summary

by Campaign Type — Other Communications Only

* Other Comms made up the largest proportion of Q3 deliveries at 39.4%

o Most deliveries were from Engagement (95.7 M), Brand (81.4 M) and Travel Inspiration (41.5 M); Informational had a larger than usual impact to overall

deliveries this quarter due to the one-time Project MAX campaign (34.0 M) in July; overall YoY delivery increase of +63% was primarily driven by Project

MAX and increased deliveries for Boutiques and several Brand campaigns.

* The overall CTR of 0.9% was steady compared to Q2; compared to last year it was a -0.2 pts. decline, impacted by less overall engagement YoY for the

larger Bonvoy Escapes and Moments campaigns.

* The YoY bookings and revenue increases were impacted by Project MAX and E2L, both of which were not in market in Q3 2022; QoQ declines were

impacted by bookings from the Decision Engine pilot in Q2.

Campaign Type Ex. Emails Delivered | % ofDel | Clicks | CTR | Unsub% | Bkngs [ Revenue | Conv%
Other Comms . 2855M 39.4% 25M 0.9% 0.25% 139K $6.7 M 0.55%
000 All other campaign
YoY types C629% > +58pts. | 29.9% A% | 18.4%
Escapes, Moments,
Engagement Re-engage Series, 95.7 M 13.2% 936.8 K 1.0% 0.19% 8.3K $35M 0.88%
Boutiques
Brand HVMB, MVC, RCYC 814 M 11.2% 443.0 K 0.5% 0.27% 452 $246.2 K 0.10%
Travel Inspiration Traveler, Wanderlust 415M 5.7% 383.2K 0.9% 0.20% 1.2K $525.9 K 0.32%
Project MAX,
Informational Streamline Enroliment, 371 M 5.1% 4275 K 1.2% 0.42% 18K $9185 K 0.42%
Postal Address Update
Ritz-Carlton eNews - 17.7 M 2.4% 134.7K 0.8% 0.22% 75 $88.2 K 0.06%
E2L 6.8 M 0.9% 1255K 1.8% 0.22% 1.3K $933.6 K 1.02%
Lux MAU 46 M 0.6% 48.1 K 1.0% 0.11% 713 $500.3 K 1.48%
OPTIN 4109 K 0.1% 204K 5.0% 2.44% 43 $20.8 K 0.21%
Research Relational Survey 215.6 K 0.0% 7.7K 3.6% 0.68% 17 $19.8 K 0.22%
MBV Q3 '23 Total 7244M | 1000% | 60M | 08% | 026% | 432K | $19.0M | 0.72%
QoQ 4.9% = 4.4% 1.0% +0.05 pts.
YoY 38.7% -- 22.8% 4.3% 9.5%

Financials are impacted by the email attribution tracking issues that are currently being researched. Missing 2.4 M deliveries for Lux MAU Sept 23, as this data was not available.
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QUARTERLY CAMPAIGN HIGHLIGHTS

METT Program Update
Elite Inbox
Core MAU
Bonvoy Escapes
Points Purchase Promotion
Moments

Demand Gen (Americas)

MARRIOTT
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Why Were Launching METT 2.0

+ Too many METT offers never result in a booking
+ Aging METT infrastructure

+ Heavy customization requiring long-term technical debt

+Availability of a (mostly) off-the-shelf solution from our
existing email service partner

+  Integration with other in-progress initiatives (MGP, MBOP,
Taxonomy, MRW/MRDW retirement)

COURTYARD AL BARSHA, DUBAI, UAE




Key Goals For METT 2.0

17

Primary Goals

Drive hotel revenue through bookings

Send timely and relevant communications
that drive guest action
Provide hotels and field users with a

modern, enterprise-grade, self-service,
compliant B2C email marketing platform

Secondary Goals

Foster email engagement and support overall
channel health

Provide value for hotels’ marketing investment

Prevent hotels from seeking non-compliant, off-
platform solutions

Encourage offers that drive business KPIs
(while discouraging ones that create “noise”)

©2021 Marriott International, Inc. All Rights Reserved. Confidential and proprietary — may not be reproduced or distributed without the prior written consent of Marriott.



METT 2.0 Key Enhancements

New Templates

New Targeting Model

New Reporting

MARRIOTT
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METT 2.0 Key Enhancements |

New Templates | Includes 5 Modules
Drag and drop user-friendly functionality
Select from 10 pre-approved content modules
More flexibility and options available for designing emails

19 ©2021 Marriott International, Inc. All Rights Reserved. Confidential and proprietary — may not be reproduced or distributed without the prior written consent of Marriott.
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METT 2.0 Key Enhancements | New Templates

Old Luxury
Template

New Luxury
Template

UNCOVER AN ANCIENT
AUGUSTINIAN LIBRARY

[ oo o s
y

MARRIOTT

BONVOY
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METT 2.0 Key Enhancements | New Templates

YOUR GRI
ISLAND
ADVENTURE
STARTS HERE

Heritage, tradi

A TRADITIONAL

DISCOVER EXPLORE A LOCAL
CAIOUE CRUISE

MY RONOS OLD FARM
FOWN

Lot the Concierge at Cosme, Get on board of a traditional

caique, exclusive for the

Paros plan

EMBARK ON A JOURNEY
THROUGHTHE ISLANDS Ordy mirutes away from
Santa Marina, Mykonos lies Farm where you ca ore guests of Blue Palace
Elounda, Crete.

the picturesque Old Town. the grounds.

Sparkling coastlines, thrilling adventures and unique culture - discov beauty of
Gn on an island-hopping experience. Start or finish in Athens and explore

©2021 Marriott International, Inc. All Rights Reserved. Confidential and proprietary — may not be reproduced or distributed without the prior written consent of Marriott.
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KON AJOLRNEY

GHTIE ISLANDS

soNveY
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A s T
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METT 2.0 Key Enhancements | New Templates

COMBINE YOUR
FAVORITE
DESTINATIONS

BOOK NOW

A TRADITIONAL
CAIQUE CRUISE

DISCOVER
M

INOS OLD

(‘a0 mene ( BooK HeRe ) EXPERIENCE 11
' A ow o

MARRIOTT

BONVOY
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METT 2.0 Key Enhancements |

23

New Targeting Model | Leveraging More Robust 1%t Party Data
Past stays
Member profile
NEW Customer360 segmentation
NEW Web/app activity e.g., property site search
NEW Upcoming reservations
Machine learning

©2021 Marriott International, Inc. All Rights Reserved. Confidential and proprietary — may not be reproduced or distributed without the prior written consent of Marriott.
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METT 2.0 Key Enhancements |

24

States (US Only)

Cities (Global)

Luxury Segmentation

Global Promotion

Partner Offer (ex: Uber and Airlines)
Min/Max Points Balance

©2021 Marriott International, Inc. All Rights Reserved. Confidential and proprietary — may not be reproduced or distributed without the prior written consent of Marriott.
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METT 2.0 Key Enhancements |

25

New Reporting
Response curve
Heat map
Ability to track clicks per content module/links
Clicks and Opens by devices

©2021 Marriott International, Inc. All Rights Reserved. Confidential and proprietary — may not be reproduced or distributed without the prior written consent of Marriott.
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METT 2.0 Key Enhancements |

Response Curve

PEEGLTET] DEICRS Content v Campaigns v Reports Target Groups

MESSAGING

Subject Deployed
PCM—EMEA—GrEEKISIandS—BOJunEZOZ3—UK Greek Island Hopping: Your Adventure Starts Here 2023-06-30 03:00 am View Campaign
Email in 01 Region: EMEA
Snapshot
Audience Analysis
Dynamic Content SnapShOt
Heat Map
Lk ATTEMPTED 97,504 RESPONSE CURVE 1day
inks
Domains DELIVERED 99.1% 96,621 a0
Devices OPENED
Unsubscribed = total 39.9% 38,528 15k
Undelivered = unique 25.6% 24,704
Export CLICKED 10k
= total 2.3% 2,246
m unique 2% 1,908
sk
UNSUBSCRIBED 0.1% 71
ok R -
-0 &
< $

Opened Clicked

MARRIOTT
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METT 2.0 Key Enhancements | New Reporting
Heat Map

20 (1.1%)

Gurats your own tinerary d the Graek Islands.

17 (0.9%)

£ 17 05%))
EMBARK ON A JOURNEY THROUGH
THE ISLANDS

]
Sparkiing coastlines, thillng adventures and unique culture - discover the beauty of
Greece, on an island-hopping experience. Start or finish in Athens and explore
everything else. 157 (8.2%)
ISLAND
ADVENTURE
STARTS HERE
Hertage,raditon and magicl [
sunsetstVentUre Bna Grook Island SECRETS TO BE
A DISCOVERED
Venture on immersive experiences EMBARK ON A JOURNEY THROUGIT
exclusively curated by our Concierge teams. TH SLANDS:
[#6 kb
cxhisvely e by o Comsenatasns.
e .
e
[#21
MARRIOTT
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METT 2.0 Key Enhancements |
Report by Device

Dashboard Data = Content = Campaigns * Reports Target Groups

MESSAGING

Gresk Island Hopping: Your Adventure Stars Here

L» PCM_EMEA_Greeklslands_30June2023_US Subject

Emiail in (

Dynamic Content

HeatMap . Mobile Opened Clicked
Links

iPhone 2286 2054
Domsair
Devices Android 300 LS
Unsubscribed

. Tablet Opened Clicked

Undelivered
o iPad 451 74

Android 77 8

Amazon FireHD/Kindle a

@

MARRIOTT
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METT 2.0 Key Milestones

Q1 2023 Q2 2023

UAT and E2E on new MVP launch of METT 2.0

platform and templates Pilot campaigns

Pre-survey

Q32023 Q4 2023
Training and education Enhancements and Optimization
Garnering user feedback Post-survey

for optimization Migrate away from METT 1.0

MARRIOTT
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Platinum Elite Inbox: Q3 2023 Snapshot

Luxury Member (L2B)

Q3 inbox was mixed -- mostly sell in July and September; mostly inspiration in August

There were no Non-Loyalty communications in Q3 2023.

Most times, email frequency was 2 to 3 emails per week; each month saw one week with at least 4 emails.
Continue planning for a weekly inbox mix of desired outcomes; look for opportunities to send recognition

# of Emails
Email Type* Jul Aug
Loyalty 13 13
Non-Loyalty 0 0
Inbox Total 13 13

Non-Loyalty Msg = Res. confirmation, Retail sites, MVW

30

Sep
11

11

Monthly Loyalty Email Types

Sell Inspire Recognize M Inform
7
6 6
5
4
3 3
2
1
0 0 . 0
Jul Aug Sep

Key: Email Types

: Promo, Boutiques, Cobrand ACQ, METTs
: Traveler, Wanderlust, Moments, Ritz eNews, Lux MAU
: Program Acknowledgement, Suite Night Award
* Inform: MAU, Cobrand ECM Newsletter, Program Update



Core MAU Quarterly Performance Dashboard
(Jul — Sep 2023)

Engagement Summary: Quarterly Impacts:
- Delivered volumes remain consistent QoQ whereas September * Member profile updates associated with opt-in status driving declines in
had a significant drop in delivered driven by opt-out updates September MoM delivered volumes; trend continuing into October
« CTRincreased +0.1 pts. QoQ » Similar promotional strategy YoY with August and September featuring Points
- Unsub rate continues to see higher than average rates in Q3 Promo and Global Promo offers

* Milestone placement testing began in August and followed in September

Q3 Engagement Metrics

QoQ Comparisons

72 Modules Developed

. 3 Initiatives Supported
Deliveries: Core MAU: Engagement Trends Q L
90.2 M (+0.1%)  Points Promo

Delivered CTR
Unique Clicks: * Global Promo
933.5 K (+6.5%) 330M 1.2% 1.2% 15% « City Express
CTR: 30.0 M 0.9% 0.8% 0% 0.8% 10% + Milestone Messaging
1.0% (+0.1 pts.) + Brand Education
Unsub. Rate: 27.0M 0.5% + New Hotels
0.21% (+0.05 pts.) 29.8 M 30.0 M 30.4 M 31.2M 31.7M 273 M « Moments
24.0 M 0.0%
Apr 23 May '23 Jun'23 Jul'23 Aug '23 Sep 23 * EAT

e Cobrand

+ Earn on Dining



Core MAU: Q3 2023 Creative (ENG Versions)

July 2023 (7/20 & 7/22) August 2023 (8/10 & 8/17) September 2023 (9/14 & 9/21)
Vacations by Marriott/EMEA MEO Q3 Points Purchase Promo e GloPro

aBRvEY

Ry

TRAVELER

What's New This Month

Vacations by Marriott Q3 Points Purchase Promo Offer Q3 Global Promo Announcement

» SL: Jessica’'s Marriott Bonvoy Account Update: Earn » SL: Jessica’s Marriott Bonvoy Account: How to Boost . SL: [Fname's][Your] Marriott Bonvoy Account Update:

Up To 15k Pts This Summer! Your Points Balance Earn 1,500 Points On Each Stay
* PH: More points. More miles. More ways to earn * PH: New hotel openings, offers just for you, and more! «  PH: ALSO: See and be seen at our newest hotels
inside... ' ’ '

Generic Summer/Winter ;
EMEA MEO Seasonal/Generic

» SL: Jessica’s Marriott Bonvoy Account: End-of-Season
» SL: Jessica’s Marriott Bonvoy Account Update: Earn Deals Inside

Up To 10k Points This Summer!

» SL: [Fname's][Your] Marriott Bonvoy Account Update:
Earn More This Season
* PH: New hotel openings, offers just for you, and more!

. . L * PH: PLUS: Brand new hotels you need to see to believe.
* PH: More points. More miles. More inside... y



Core MAU: Q3 2023 Performance Summary

» Delivered volumes remain consistent QoQ whereas

September had a significant drop in delivered impacted by

ISP opt-outs, which are now resolved.

» Strong promotions in market in Q3 including GloPro and
Points Promo in both 2023 and 2022 driving similar CTR

of 1.0% YoY (2023 CTR Goal 1.3%)

September ‘22 GloPro messaging earn up to 4,000 points with
stay at 2" brand brought in $1.6 M with Sept ‘23 GloPro offering

extra points for 3 brand stay driving less revenue overall

impacting YoY revenue decreases

August Points Promo and July Core MAU driving similar

revenue levels YoY

Delivered

Clicks

CTR

Unsub Rate

Bookings

Room nights

Revenue

Revenue and Room Nights KPIs have been impacted by current reporting issues.

+0.19 +11.69
90.2 M 0.1% 11.6%
(+59.0 K) (+9.4 M)
0 0
933.5 K +6.5% +0.9%
(+57.3 K) (-8.1K)
1.0% +0.1 pts. | -0.1 pts.
0.21% +0.05 pts. | +0.09 pts.
79K -0.3% -15.2%
17.1K +1.3% -19.1%
$3.4 M -4.0% -14.9%

Ongoing data delays and attribution issues with Omniture reporting; financials potentially impacted

MARRIOTT
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Bonvoy Escapes

Creative Examples
U.S. & Canada Member Versions, English

Sample subject lines & pre-headers

July

Subject Line:

Enjoy 20% off a Picture-Perfect Getaway g O
Pre-Header:

Save on stays with Marriott Bonvoy Escapes.

August

Subject Line:

Will, Fall into Autumn Getaways With 20% Off <7
Pre-Header:

Book now with Marriott Bonvoy Escapes.

September

Subject Line:

Tom, Enjoy 20% Off Fall Weekends Away <7 #
Pre-Header:

Book by Sunday with Marriott Bonvoy Escapes.

34

Jul 2023

ESCAPES

e —

2 mailings

Aug 2023

ESCAPES

3 mailings

Sep 2023

2 mailings



MBY Escapes: Q3 2023 Engagement Summary

Core U.S. and Canada Metrics 03 2023 Q00 YoV
Delivered 179M -21.2% +17.6%
* Overall Q3 performance was mixed -- financials were strong and saw increases .
Q3p g Clicks 1324K | -149% | -10.7%
across all KPIs; CTR saw a +0.1 pts. lift QoQ, while clicks were down YoY and QoQ;
CTR 0.7% +0.1 pts. -0.2 pts.
seasonality had some impact.
o Unsub Rate 0.23% | +0.08 pts. | +0.08 pts.
* Monthly Q3 deliveries were mostly steady — ranged from 2.4 M to 2.7 M; total Q3
L . Bookings 24K +63.9% +51.5%
deliveries of 17.9 M was a +17.6% increase YoY and a -21.2% decrease QoQ 9 0 0
« July 5" mailing had the highest CTR at 0.9%; Aug 2" mailing had the highest Revenue $930.1K | +54.9% | +58.7%
conversion rate at 2.66% Conversion Rate 1.81% +0.87 pts. | +0.74 pts.
MBYV Escapes Q3 2023 Email Engagement MBYV Escapes Q3 2023 Email Financial Trends
Delivered ==@=CTR Revenue Conversion %
1.0% 3.0M $200.0K
2.80% 2.66%
0.9% 0.9%
2.50% $150.0K
20M
0.8% 2.20% 192%
0.7% 1.90% 1.66% 1.76% L67% $100.0K
o 1.0M 1.45% 1.49%
0.6% Lew $50.0
26M 24M 26M 25M 26M 25M 27 M 190% $148.4K 5$85.5K $201.9K $111.3K $160.0K $114.1K $108.9K
0.5% .OM 1.00% S.OK
Juls Jul19 Aug 2 Aug 16 Aug 30 Sep 13 Sep 27 Juls Jul'19 Aug 2 Aug 16 Aug 30 Sep 13 Sep 27
- MARRIOTT g
BONVOY' »\




MBYV Escapes: Q3 2023 Performance

Core U.S. and Canada

Metrics Jul 5 Jul 19 Aug 2 Aug 16 Aug 30 Sep 13 *Sep 27 (?I%_ZI_OAZL?’ QoQ YoY
Delivered 26M 24 M 26M 25M 26 M 25M 27M 179 M -21.2% +17.6%
Clicks 220K 149K 18.9K 18.6 K 204K 17.2K 204K 132.4K -14.9% -10.7%
CTR 0.9% 0.6% 0.7% 0.7% 0.8% 0.7% 0.8% 0.7% +0.1 pts. -0.2 pts.
Unsub Rate 0.23% 0.25% 0.23% 0.21% 0.23% 0.31% 0.20% 0.23% +0.08 pts. | +0.08 pts.
Bookings 366 217 502 327 393 287 303 24K +63.9% +51.5%
Revenue $148.4 K $85.5 K $201.9K | $111.3K | $160.0K | $114.1K | $108.9K | $930.1 K +54.9% +58.7%
Conversion Rate 1.66% 1.45% 2.66% 1.76% 1.92% 1.67% 1.49% 1.81% +0.87 pts. | +0.74 pts.

*Sep 27 mailing included an A/B test: short vs. long creative
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MBYV Escapes: Q3 2023 Content Highlights
Member Version, English

» Hero module consistently captured the most click activity each
month; activity ranged from 38% to 48% of email clicks
o The hero also generated most bookings each month
« Sep 27" mailing was the most engaging — it saw the highest
hero CTR of 0.53% plus lower header/footer activity vs. other
Q3 months; hero generated 47% of click activity
» Destinations module came in a close second most of the
months, generating up to 41% of clicks
o Tiles accounted for 63% to 71% of module clicks vs. the See More
Destinations CTA

o Consider testing dynamic destination tiles based on top-booked

destinations
* Ride-a-long banners (RABs) were good click-catchers each
month; lower booking activity from offer-led content

» August All-Inclusive getaway content was the most engaging
(0.03% CTR, which was strongest among all RABs in Q3)

TO p perform I ng Hero book an all-inclusive getaway with

Top-performing RAB
Aug 2 and Aug 16
0.03% CTR

All-Inclusive
Getaways Await

Earn 20.000 bonus points when you

Sep 27 Vacations by Mamotvx ‘
0.53% CTR BOOK NOW

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

Top performing
Destinations module
Jul 5
0.49% CTR

Janessa, Exploration Awaits
s

Save

37

SEE MORE DESTINATIONS

See the Appendix to view monthly heat maps.



Q3 2023 Points Purchase Promo

Sample Creative (ENG)

Promo Details:

Hero messaging -- Through September 8, 2023, the
more points you buy, the bigger your bonus.

Core MAU ENG Announcement

SL: Molly’s Marriott Bonvoy Account: How to Boost
Your Points Balance

PH: New hotel openings, offers just for you, and
more!

Reminder Solo
SL: Last Chance: Get a Bigger Points Bonus

PH: Buy points by September 8, and be the boss of
your travel story.

38

Aug 10, 2023
ENG Announcement
in Core MAU Hero

MARRIOTT MY ACCOUNT

BONVOY’ FIND & RESERVE

100 points Member
Gellert Grindelwald

VIEW ACTIVITY 2 nights this year as of 10/5/2023

You have a Free Night Award available to redeem. which you can now camblns w.m wpto
15,000 points to access more hotels you'l love. Certain hotels h

Call In From the Beach

Find Work-Travel Balance.
And Boost Your Points Balance.

Activate holiday mode without taking a day off — own your travel
story with more points.

Now through 8 September 2023, the more points you buy, the

bigger your bonus.* Put your points to work for you by extending
your stay, upgrading your room, and so much more.

BUY POINTS

INL Announcement mailed as a
solo on Aug 10, 2023
(not pictured)

Aug 27, 2023
ENG + INL Reminder Solo

MARRIOTT

BONVoY"

Call In From the Beach

Find Work-Travel Balance.
And Boost Your Points Balance.

[T CUE ( ciFrromTs )

Logioby g your Mamott 8o

BOUTIQUES

Enjoy Hotel
Favorites at Home




Q3 2023 Points Purchase Promo Email Engagement

39

Sent ENG Announcement in Core MAU August Hero; sent INL announcement and the ENG +

INL Reminders as solos in August to support the promotion in Q3 2023

The promotion engaged a point buying audience, mostly Elite members

Most of the clicks went to the Buy Points CTA in the solos

Core MAU hero module click activity was consistent with August 2022 Q3 Points Promo

o The Points Promo hero in August engaged all levels; third most popular module in

August, after the Member Module and the Header this year and last year.

o YoY comparison — this year’s offer promoted “The more points you buy, the bigger

your bonus (through Sep 8).” Last year’s promotion featured 25% more points when

you buy or gift at least 2,000 points by Sep 15.

= Mail timing was the same YoY; last year the promotion lasted one week longer

Aug 10 Aug 10 Aug 27

Q3 Points Promo | ENG/BEN Annmnt. g Reminder Solo

. INL Annmnt. Solo

in Core MAU All languages
Delivered 27.0 M 25M 17.8 M
Clicks (Hero Clicks) 20.3K 40.1K 97.9K
CTR (Hero CTR) 0.08% 1.60% 0.55%
Unsub % 0.26% 0.18%

Bonvoy Aug Avg:
CTR - 0. 85%
Unsub% -- 0.19%

Reminder Solo
ENG/BEN

RRRRRRRR

Find Work-Travel Balance.
And Boost Your Points Balance.

Footer = #2



Q3 2023 Moments Solos

Sample Creative

July promoted the
second 1-Point Drop
featuring soccer and
self-care with Trinity

Rodman

40

Jul

MARRIOTT BONVOY

MOMENTS

1
POINT
DROP

Score an Exclusive 1-Point Moment

Hat Tricks and Nail Drips With Pro

Soccer Star Trinity Rodman

Aug

MARRIOTT BONVOY

MOMENTS

VIEW MOMENTS

August featured the
Grand Prix in Austin

Points Purchase RAB

Sitin the Hot Seat

September promoted
the third 1-Point Drop
with Hot Ones host
Sean Evans

Sep

MARRIOTT BONVOY

MOMENTS

Score an Exclusi ¢ Momen
th Hot Ones

Host Sean Evans

‘September 14 at noon

EAAN MORE

About 1-Point Drops

etz for just 1 point

GloPro RAB




Q3 2023 Moments Solos: Engagement Summary

Metrics Jul 6 Aug 8 Sep 9 Q3 Total YoY QoQ 53;2\2/3
Delivered 13.6 M 8.3 M 10.9 M 32.9M +65.0% +15.8% +18.5%
Clicks 80.4 K 82.8 K 106.3K | 269.5K +36.9% +21.7% +6.3%

CTR 0.6% 1.0% 1.0% 0.8% -0.2pts. | +0.0pts. | -0.1pts.
Unsub% 0.18% 0.15% 0.30% 0.21% +0.15 pts. | +0.09 pts. | +0.07 pts.
Bookings 438 333 392 12K -2.2% +7.1% -0.4%
Revenue $196.4K  $1548K  $166.1K | $517.3K -6.1% -4.5% -5.8%
Metrics Mgl\(/)lgl-ER BASIC SILVER GOLD PLAT. TITAN. AMBASS. Q3 Total
Delivered | 833.3K  19.3M 4.8 M 4.7 M 1.9M 1.3M 142.3K | 32.9M
Clicks | 243K 785K 36.7 K 55.9 K 36.8K 32.6 K 48K | 269.5K
CTR | 2.9% 0.4% 0.8% 1.2% 2.0% 2.5% 34% | o0.8%
Unsub% | 2.17% 0.17% 0.12% 0.13% 0.18% 0.25% 0.34% | 0.21%
Bookings | 17 425 192 225 148 133 23 | 12K
Revenue | $95K $186.0K $783K $99.8K $635K $69.0K  $11.1K | $517.3K

41

Sent three solos targeted to
English-speaking members globally
Delivery increases were impacted
by recent Bonvoy audience growth
trend and new enrollments; this
trend also impacted the increases in
unsub rate.

CTR of 0.8% was on par with Q2
Moments and with the overall
Bonvoy CTR this quarter.

The August solo resonated most
with a 1.0% CTR and the lowest
unsub rate of 0.15% among the 3
mailings.

Consider testing into a separate
approach for Non-members, as their
unsub rate was significantly high at

2.17% for the quarter.



Q3 2023 Moments Solos:
Heat Maps

Member Versions

Hero Click Activity

Jul: 20.0% of clicks / 0.17% CTR
Aug: 36.2% of clicks / 0.46% CTR
Sep: 17.1% of clicks / 0.26% CTR

* The August Grand Prix was the top-performing
Hero this quarter with a 0.46% CTR.

* Culinary-based Moments consistently fell into
the top five clicked moments in secondary
content each month.

» Points Purchase RAB generated 2.2% of clicks
in July and 1.0% of clicks in August. In
September, the GloPro banner generated
2.6% of clicks.

42

#5: Footer
(not shown)

#6: Footer

(not shown) ﬁ




Q3 2023 US/CAN Demand Gen Solos: Creative Examples

July 21, 2023

BONVOY

Diseover Your Summer Paradise.
Sereity is Steps Away.

Brsye o L.
Linger All
Summer Loag

Summer Travel Menu

Resorts Reimagined

A Btk m

Book Your Road Trip

A Chic Usban Rewreat

Unlock the Wonders
of Japan

SL 1: Inside: 8 Ways to Save on Your Summer Adventure

SL 2: [Fname, ]Your Summer Escape Starts Here

SL 3: [Fname, JUnlock the Secrets to Summer Travel
SL 4: [Fname, ]8 Incredible Offers to Elevate Your Summer Travel.

August 17, 2023

BONVOY

Discover End-of-Summer Magic
At an Enchanting Resort Destination.
P

Usveil Summer Biiss

Indulge in a Thrilling
Race

Unveil Your Next Adventure

Dive Into End-of-Summer Savings

Escapism Is Endless

SL 1: Inside: 8 Ways to Save on Your Summer Adventure

SL 2: [Fname, ]Your Summer Escape Starts Here
SL 3:

We've Got That Summer Feeling,
Even When It’s Fall,

Save e stays of £+ alghts

September 20, 2023

BONVoY

Snuggle Up With Fall Savings
G Your Way +
Earn Banus Points

Explore More and Wander Far

[Fname, JUnlock the Secrets to Summer Travel
SL 4: [Fname, ]8 Incredible Offers to Elevate Your Summer Travel.

SL 1: [Fname,] Chase the Fall Colors to Fabulous Destinations

SL 2: Inside: 11 Offers You'll Fall in Love With
SL 3: Plan an Unforgettable Fall Adventure

SL 4: Discover Your Fall Dream Destination, [Fname]



Q3 2023 US/Canada Demand Gen Solos: Performance Insights

Q3 2023 financials are showing a positive trend QoQ as US/Canada Demand Gen continues to be a top revenue driver.
$737.6K in revenue for Q3 2023 (+22.5% QoQ)

Looking at bookings in comparison to other top performing offer driven campaigns such as E2L, we see slightly higher booking activity
1.5K bookings (15% higher than E2L in Q3 2023).

Delivery declines were impacted by issues with suppression logic and ISP opt-outs in September 2023, which are now resolved.

CTR of 0.4% consistent with other Global-Local campaigns

0.5% CTR for overall Global-Local campaign performance in Q3 2023

Recommend testing a geo-targeted 4-pack by top booking destinations by region to trend engagement and financial impact.

Metrics

Delivered
Clicks

CTR

Unsub %
Bookings
Room Nights
Revenue
Conversion %

7/21/23
114 M
57.2 K
0.5%
0.15%

562

13K

$271.0K
0.98%

8/17/23
114 M
47.1 K
0.4%
0.15%

536

12K

$248.9 K
1.14%

9/20/23
9.6 M
35.7K
0.4%
0.34%

382

11K

$217.7 K
1.07%

Q3 Total QoQ YoY
324 M -6.2% -7.6%
140.0K -17.4% -35.9%

0.4% -0.2 pts. | -0.2 pts.
0.20% | +0.07 pts. | +0.07 pts.
15K +13.9% -34.0%
35K +28.7% -27.6%

$737.6 K | +22.5% -21.2%

1.06% |+0.38 pts.| +0.03 pts.
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US/CAN Demand Gen Engagement
Trends
0.7%

0.6% 0.8%
0:5%
0.5%
i | 0.4% 04%  olas,

11.6M 114M 115M 11.5M 11.5M 115M 114M 11.4M 96M
Jan23 Feb23 Mar23 Apr23 May 23 Jun23 Jul23 Aug23 Sep23

Delivered =#=CTR

MARRIOTT

BONVOY



Q3 2023 US/Canada Demand Gen Solos: Top Content

Member Version

» July’s Hero was the top performing module in Q3 2023 with 0.25% CTR; July Hero generated 32% of total revenue from the July email
+ July also had the top performing Offer Module compared to other months in Q3 2023; 0.21% CTR and generated 21% in revenue from the July email
» The top 3 offers all had placement in the top half of their respective offer's module. Recommend testing offer placement to trend overall impact.

Top Hero / Top Clicked Module Top 3 Individual Offers

Save 20%
An Epic Weekend July — Summer Travel Menu
Offer CTR: 0.06%
Module % of Clicks: 8.3%
Bookings: 23

Revenue: $8.9 K

Discover Your Summer Paradise.
Serenity is Steps Away.

Book by Sunday to enjoy
exclusive savings on your next
weekend getaway when staying

SEE OFFER DETAILS ) at select properties.

LOCK-IN SAVINGS

Seun August — Dive Into End-of-Summer Savings
Discover Downtown Offer CTR: 0.04%
Plan a trip into the heart of the city MOdu|e % Of C|iCkS: 66%
and save in select destinations. Bookings- 32
UNCOVER URBAN TREASURES Revenue: $121 K

Summer adventure awaits[, Fname]! Explore an enchanting oasis near
or far and enjoy exclusive rates and packages at participating properties
inthe US., Canada, the Caribbean, and Latin America.

Discover Local Packages

September - Snuggle Up With Fall Savings

Jul
Module lel'é 0.25% Uncover Hidden Gems Offer CTR: 0.04%
Module % of Clicks: 35.6% Explore unbeatable packages Module % Of Clicks: 6.9%
BOOkingS: 232 and rateﬂi aijsi\ect[;)rgpen:s BOOkIngS: 16

Revenue: $85.4 K Revenue: $9.5 K

NEARBY WONDERS AWAIT

See the Appendix to view monthly heat maps.
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Industry Example: Points Promotion

uniTeED @

MileagePlus

Plan your next
trip with 80%
more miles

Get up to an 80% bonus when you buy
miles by September 17.

A

This exclu'sive offer
ends September 17.

Need more miles for a fall or winter getaway?
Buy miles by September 17 to eam up to 80% bonus miles.

‘ Buy miles ‘

More ways to build
your balance.

J buy

Learn more »

MileagePlus
The world's most rewarding loyaity program.

Reservations  Deals&offers  MileagePlus® My United

f X @ ©

47

A

This exclu'sive offer
ends September 17.

Brand: United MileagePlus

SL: Earn up to 80% more miles. Buy miles by

September 17.

(Deployed on Sep 4th, 2023 & a reminder email sent on

Sep 131, 2023)

+ Secondary Module repeats the deadline under
the hero to stand out and create a sense of

urgency.

* The copy “September 17” repeats
several times throughout the email.

* Module at the bottom of the email encourages
the reader to use points in other means such
as gifting or finding other ways to earn bonus

points.

MARRIOTT

NS
BONVOY' A



Industry Example: Demand Gen for NYC

Signin e
.
o Ride
/ from the East Side
0 the West Side, and

earn along the way.

| Earnbigin
;theBig Ap

Great tips make for a great trip. Get inspired with some
must-sees for your New York getaway. >

Brand: Hilton

SL: Earn Points on every adventure.
(Deployed on Oct 2, 2023)

.
Live
out your Broadway dreams.

and cash for tickets, starting
atjust 500 Points.

1
4

Plan a weekend in NYC that's fun, memorable,
and earns you Hilton Honors Points at every stop.

Stay

close to the action with
loads of convenient locations,

like the new Tempo by Hilton Discover

Times Square or New York how great NYC can be with more ways to buy and earm
Hilton Midtown. Points. Get up to 3X Points when you register now.

Taste

some of NYC's best pizza and
earn Hilton Honors Bonus Points.

New members can also earn -
500 Hilton Honors Bonus Points .4~
for their first dine within 30 days.

Check out our neighborhood dining guide for more

Use any combination of Points

on where to find NYC's best bites. > opirion jl [Hitton| | omanc lyft ticketmaster-
LT =

48 S ] s g o s

Consider testing dynamic modules or a
targeted solo featuring earning and
redeeming opportunities in select cities.

Leverage 3™ party data for targeting

MARRIOTT W g

BONVOY' A



Industry Example: The Ritz-Carlton Yacht Collection

“OCEANIA

EXOTIC CRUISES
designed FOR YOU

Outrigger's Paradise
PAPEETE TO SYDNEY
Feb 29, 2024 | 21 Days | Nautica
Overnight in Sydney.

VIEW ITINERARY

BOOKING ASSISTANCE

simply MORE
2for1 Cruise Fares

FREE Roundtrip Airfare

FREE Airport Transfers

FREE Shore Excursions

FREE Champagne, Wine & More
FREE Gourmet Specialty Dining

Brand: Oceania Cruises

SL: Experience More of Asia & Australia with
Overnight Stays
(Deployed on Oct 9, 2023)

* Nav bar at the top of email links out to landing
pages.
* “View Cruises” CTA below Hero image

* Voyage modules include departure port, cruise
ship name, nights, dates, and image.

+ “Booking Assistance” & “View ltinerary”
CTA

» All-Inclusive callouts that come with the cruise
booking.

* “View Cruises” CTA



Industry Example: The Ritz-Carlton Yacht Collection

ANG PROGRAM
ENCHANTIN
~LAKE COMO %

FEATURED VOYAGES:

REQUEST PRICING REQUEST A BROCHURE REQUEST A CALL

X R

FEATURED
LAND PROGRAM

ENCHANTIN
e=L AKE COMOS

VIEW ITINERARY

TIMELESS

SPAIN »

BARCELONA TO ROME
Seven Seas Crandeur

DURATION  DEPARTS UPTO
9 JUL22 102 FREE
NIGHTS 2024 EXCURSIONS

R VIEW
ITINERARY

Brand: Regent

SL: Elevate Your Mediterranean Cruise with a
Lake Como’s NEW Land Program
(Deployed on Oct 6, 2023)

* Nav bar at the top of email links out to landing
pages.

* “View ltinerary” CTA layered on top of Hero
image

* Voyage modules include departure port, cruise
ship name, nights, dates, excursions, and
image.

* “Request Pricing” & “View ltinerary” CTA



TESTING & OPTIMIZATION

Core MAU: Milestone Message Placement Test
Bonvoy Escapes: A/B Creative Test
CALA: Mobile App Module Test

Summary of RTI Optimizations Results

MARRIOTT AV 4
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Core MAU Global ENG Milestone Message A/B August and September Test Results

* Objective: Determine which placement, above or below the hero, is best suited to place milestone messaging moving forward

Above Hero

52

MARRIOTT MARRIOTT MY A
ARRI ov- i
BONVOY" BONVeY
S 1,000 points Silver Elite 000X 1234

1,000 points Silver Elite 00001234

: Hermonie Granger — 25

Sirus Black —— = 12 nights this year as of 9/14/2023
12 nights csof 3/14/202
VIEW ACTIVITY o
You ha
You have p to 15000

Thank you for your recent stay. We look forward to
welcoming you back soon! »

Go Your Way + Earn Bonus Points.
1,500 Each Stay + 3,000 Every 3 Brands.

Register now, then earn 1,500 bo;
additional 3,000 bonus points for &

s points on each stay.* Plus, eam an
e brands you stay with. Earn on

Go Your Way + Earn Bonus Points. stays from September 12 through December 6, 2023
1,500 Each Stay + 3,000 Every 3 Brands.

Register now, then eam 1,500 bonus points on each stay.* Plus, eam an

additional 3,000 bonus points for every three brands you stay w

sta

from 12 September through 6 December 2C

Thank you for your recent stay. We look forward to B e I ow H ero

welcoming you back soon! »

©2023 Marriott International, Inc. All Rights Reserved. Confidential and proprietary — may not be reproduced or distributed without the prior written consent of Marriott.
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Core MAU Global ENG Milestone Message A/B August and September Test Results

+ Each Milestone Message’s audience was split 50/50 to test placement of the message; the two options were placing the message
above or below the Hero

» Placing the Milestone Message above the hero drove more engagement and generated more bookings and revenue in both
August and September

* CTR for the module reached 0.07% for the above Hero versions in both deployments, and the below Hero versions drove a

0.03-0.04% CTR

» The increase in clicks for above the Hero placement was statistically significant at a 99% confidence level in both months

September above the Hero placement drove significantly more revenue at $15.9 K compared to below the Hero

Global ENG August September
Metrics Above Hero Below Hero Above Hero Below Hero
Total Delivered 8.4 M 8.4 M 9.1 M 9.1 M
Total Clicks 78.2K 76.4 K 101.6 K 1055K
Total CTR 0.94% 0.91% 1.12% 1.16%
Bookings 1.1K 1.1K 658 613
Revenue $479.5K $456.9 K $306.1 K $248.9 K
% of Clicks to Milestone Message 3.23% 1.98% 3.67% 2.36%
Milestone Message Clicks 5,530 2,127 5,969 3,847
Milestone Message CTR 0.07% 0.03% 0.07% 0.04%
Milestone Message Bookings 12 8 28 5
Milestone Message Revenue $4.2 K $2.5K $15.9K $422
Statistical Significance of Clicks Difference 99% 99%

©2023 Marriott International, Inc. All Rights Reserved. Confidential and proprietary — may not be reproduced or distributed without the prior written consent of Marriott.
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MBYV Escapes: A/B Creative Test Results

Member Version, E

nglish

Test A =long version

% of clicks Test A=long TestB = short
Sep 13

Modules Sep 27
Header 13.4% 8.7% 12.3%
Hero 40.0% 46.7% 73.9%

Hero Image 7.5% 8.3% 14.8%

SAVE 20% CTA 32.5% 38.4% 59.2%
Destinations 34.9% 37.3% 0.0%

See More Destinations CTA 10.8% 12.9% 0.0%

Destination Tiles 24.1% 24.4%
RABs 3.1% 2.0%

Hit the Road 1.1%

Linger Locally 0.9%

View Moments 1.3%

Resort Credit 1.3% ¢

Shop with Points 0.5% °
Footer 8.7% 5.3% 13.7% .

Unsubscribe 7.6% 4.2% 5.9% o
Grand Total 100.0% 100.0% 100.0%
Total Clicks 19,861 12,363 10,751 *
Sep 27 mailing Engagement Financials
Test Version Del. Clicks CTR Unsub%| Bkgs Revenue Conv%
TEST A=long | 1.1M 10.3K“0.9% 0.10% 158 $62.7 K 1.53%
TEST B=short| 1.1M 88K 0.8% 0.11% 143 $45.5 K 1.62%
Total 22M 191K 0.9% 0.11% 301 $108.2K 1.57%

Higher CTR

Lower unsub rate
More total clicks
More total bookings
Increased revenue

Test A =long

Test B = short

Go Ahead and Chase Waterfalls

Winner = long version




CALA Destinations Solo: Pre-Post App Creative Performance

Q3 2023

32%

66

Jan 23

56

51%

115

Feb 23

CALA Destinations Solo Mobile App

78% 85%
64%
54%

30% 33%

54 32 66 72 123 105

Mar 23 Apr 23 May 23 Jun 23 Jul 23 Aug 23
App Downloads Conversion
Previous Creative Design
App Check In Module (Jan, Feb, May, Jun) App Check In Module (Mar, Apr)

App downloads and conversions
increasing MoM with the introduction of
the App features creative.

For future mailings, continue to monitor
performance of app module for
engagement patterns and download
activity.

Plans are in place to highlight a different
app benefit or feature in future
campaigns to keep content fresh.

New Creative

Mobile Entry Module (July, August)

BON

vey BON

vey

Everything in the

Palm of Your Hands Enjoy Everything at

Your Fingertips

Go Right In With Mobile Key




RTI Optimization Insights

Traveler
Traveler: July & Sept 2023 -
. ) . . . Example SL (Personal, Emoji):
Personal, Emoji outperformed all other tags in Q3 2023 with a 39.5% open rate (+115% lift vs. baseline) [Fname, ]Scenic Road Trips You'll §

Personal, Question, Short was also a top performer with a 26.1% open rate (+41% lift) [Fname, ] Bleisure Travel With the

Monitor lower performing tags such as Personal, Direct (-52% lift) and Personal, Listicle (-43% lift) Best of Them & =3
EMEA
EMEA: Q3 2023 Example SL (Authority):
Authority was the top performer for Q3 2023 with an open rate of 14.2% (+13% lift) Your Guide to Exceptional Suite
Stays

Although Question only had a 5.4% Open Rate, it performed 30.3% better than the baseline. Recommend to
continue testing Question tags to see if Open Rates can increase with quantity. Example SL (Personalized):

Personalized performed -26.5% below baseline (9.2% open rate). Make Your Next Escape a Suite
Adventure[, Fname]

RC eNews: July & Sept 2023 RC eNews

Listicle was the top performer with a 16.5% open rate (+41% lift) Example SL (Listicle):
INSIDE THE RITZ-CARLTON: 5

Authority, Personalization (+30.2% lift) and Direct were among the top performers (+22.0% lift) Exceptional Lake Retreats

Recommend to add more quantity to these tags to continue engagement

Example SL (Intrigue):

INSIDE THE RITZ-CARLTON: The
World's Best Lakeside Beaches

Recommend to monitor Intrigue, Personalization (-30% lift) and Intrigue (-43% lift) model performances

MARRIOTT
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Q3 2023 Actionable Insights:
Core MAU

« Continue to test milestone member placement in October Core MAU across all languages
to finalize assessment as to which placement drives higher click engagement; above or

below the hero

« Expand milestone messaging testing in November to focus on inactive segments, points

inactive and lapsed stayer status, to drive lift in stay and points-based activity

» Continue to highlight luxury properties moving forward through new hotel features and
other associated brand education initiatives to drive awareness and interest for luxury

brand offerings

« Evaluate engagement differences for various sub-segment levels and regions to identify
content and personalization opportunities for less active segments; this includes
opportunity to leverage 3 party data to enhance messaging and content strategies for

select segments

MARRIOTT

BONVOY' X




THE ST. REGIS MARDAVALL MALLORCA RESORT,
PALMA DE MALLORCA, SPAIN

Q3 2023 Actionable Insights

Continue working with data teams and CX on the Adobe tracking issues that are
impacting financials attributed to email.

+ For elite members, continue planning for a weekly inbox mix of desired outcomes:
inspire, educate, and drive bookings; look for opportunities to send Recognition emails.

» For Bonvoy Escapes —

o As aresult of the A/B creative test results, continue utilizing the long-form creative approach vs.
short-form to drive more overall engagement and revenue from these mailings.

o Consider testing dynamic destination tiles based on top-booked destinations.
» For Points Purchase Promotion and Global Promotion —
o Continue including RAB placement across larger, relevant communications like Moments, as this
approach helps drive incremental engagement in the respective mailings and effectively supports
the promotions

o Look for opportunities to test placement and creative for these RABs in future mailings.

o Consider testing a secondary module that only messages the promotion deadline date to create a
sense of urgency.

MARRIOTT

BONVOY' X



, Q32023 Actionable Insights

* For Demand Gen —

o Recommend testing a geo-targeted 4-pack module in Demand Gen mailings by serving top
booking destinations by region to trend engagement and financial impact.

o Consider testing dynamic modules or a targeted solo featuring earning and redeeming
opportunities in select cities.

o Leverage 3" party data for targeting

+ For future CALA mailings, continue to monitor performance of app module for
engagement patterns and download activity.

» For future RCYC mailings, test a navigation bar above the Hero that links to landing
pages to help drive incremental leads and yacht bookings.

THE ST. REGIS MARDAVALL MALLORCA RESORT, MARRIOTT A Y
. 0
BONVOY

4
PALMA DE MALLORCA, SPAIN
VAN



Thank You!
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July 2023 - Platinum Elite L2B Inbox Example
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August 2023 — Platinum Elite L2B Inbox Example

8/15 8/16 8/18 8/21 8/23 8/25 8/26 8/27

''''' dcins -l- % E"‘Q
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September 2023 — Platinum Elite L2B Inbox Example
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Core MAU 2023 Roadmap | Q3 Initiatives Supported * Q8 Points Promo

Jul Milestone Messaging Launch _ * GloPro
ENG/BEN Aug Q3 Points Promo
Jul Brand Education e ‘

City Express

o LS TR + Milestone

Messaging

Youe're so close to Silver Elite Status! Lsam all the ways 1o

How Do You Travel[, Fname]?
earn points that will take you to the next level. »
Wz Have a Hotel for Every Type of Traveler.

Delivered: 20.5M  CTR: 0.04% TN - Brand Education

You're so close to Gold Elite Status! Learn all the ways to
eam points that will take you to the next leval. »

Find Work-Travel Balance.
And Boost Your Points Balance.

Delivered: 1.5 M CTR: 0.25% * Deliv: 23.8 M

+ CTR:0.15%

DeIIV: 21.8 M l ) j’:fft—."-‘—“ .‘»,;,.:: " i:f‘v the igoee
CTR: 0.04% o=

You're so close to Platinum Elite Status! Lear all the ways

1o earn points that will take you 1o the next level. »
Tailored to You Private Homes
Delivered: 1.4 M CTR: 0.36% Beautiful Resorts in Your Home# &
Beautiful Places From Hi

How Do You Travel[, Fname]?
We Have a Hotel for Ecery Type of Traveler.

Al

You 're so close to Titaniwm Elite Starus! Learn all the ways
to earn points that will take you to the next lavel. »

Sep GloPro

EXPLORE

Delivered: 267.7 K CTR: 0.76%

|

Aug City Express

I

City Express* Is Now

Part of the ° DeIIV 13 M
Marriott Bonvoy Family
« CTR:0.02%

* Deliv:21.9M
« CTR:0.70%

 Delivi:9.4M

« CTR:0.11%  recsren o ‘ MARRIOTT
BONVOY' »\
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MBYV Escapes: Q3 2023 Heat Maps

Member Version, English

%of clicks ul's Jul 19
Modules
Header 9.4% 8.8%
Hero 40.5% 38.3%
Hero Image 8.9% 8.3%
SAVE 20% CTA 31.6% 30.1%
Destinations 40.6% 37.8%
See More Destinations CTA 13.5% 11.6%
Destination Tiles 27.1% 26.2%
RABs 3.0% 3.2%
United MileagePlus® 1.4% 1.6%
Suite Stay 1.7% 1.5%
Footer 6.5% 11.9%
Unsubscribe 4.1% 7.0%
Grand Total 100.0% 100.0%
Total Clicks 24,969 18,917

%of clicks Aug 2 Aug 16 Aug 30
Modules
Header 11.0% 21.1% 10.4%
Hero 48.2% 40.1% 41.7%
Hero Image 7.9% 6.3% 8.2%
SAVE 20% CTA 40.3% 33.8% 33.5%
Destinations 30.5% 28.8% 38.4%
See More Destinations CTA 11.0% 8.2% 14.1%
Destination Tiles 19.5% 20.6% 24.3%
RABs 4.2% 3.6% 3.6%
Sawve up to 10% 1.1% 0.8% -
Vacations by Marriott 2.9% 2.5%
Download the App 0.3% 0.3%
View Moments 1.3%
Resort Credit - 1.8%
Shop with Points - 0.6%
Footer 6.0% 6.4% 5.9%
Unsubscribe 5.1% 5.2% 4.9%
Grand Total 100.0% 100.0% 100.0%
Total Clicks 20,697 20,763 21,781




MBYV Escapes: Q3 2023 Heat Maps

Member Version, English

69

% of clicks Test A=long TestB =short
Sep 13

Modules Sep 27

Header 13.4% 8.7% 12.3%

Hero 40.0% 46.7% 73.9%
Hero Image 7.5% 8.3% 14.8%
SAVE 20% CTA 32.5% 38.4% 59.2%

Destinations 34.9% 37.3% 0.0%
See More Destinations CTA 10.8% 12.9% 0.0%
Destination Tiles 24.1% 24.4%

RABs 3.1% 2.0%
Hit the Road 1.1%
Linger Locally 0.9%
View Moments 1.3%
Resort Credit 1.3%
Shop with Points 0.5%

Footer 8.7% 5.3% 13.7%
Unsubscribe 7.6% 4.2% 5.9%

Grand Total 100.0% 100.0% 100.0%

Total Clicks 19,861 12,363 10,751




Q3 2023 US/Canada Demand Gen Heat Maps

July 2023
Module / % of Clicks
Header
Hero
Offers - Summer Travel Menu
Resorts Reimagined - $100 Credit
An Epic Weekend - Save 15%
An Epic Weekend - Save 20%
Endless Vacation Vibes - Save on 5 Nights or More
A Suite Spot - Elevate Your Experience
A Chic Urban Retreat - Save up to 10%
Linger All Summer Long - Extend for Less
Suite Resort Retreats - Unwind in Style
US Cardholders Banner
Unlock the Wonders of Japan
Mobile App
Footer
Grand Total
Total Clicks

September 2023
Module / % of Clicks
Header
Hero
Support Maui Relief Efforts
Offers - Snuggle Up With Fall Savings
Redefine Resort Experiences - Up to $100 Credit
Uncover Hidden Gems - Discover Local Packages
Suite Serenity Found - Upgrade Your Space
Embrace Urban Excitement - Save up to 10%
Extend Your Happiness - Save on 5+ Nights
Jump-Start Your Morning - Breakfast on Us
Global Promotion
Destination Canada
Discover the Secrets of the Caribbean
Footer
Grand Total
Total Clicks

Member

22.0%
35.6%
29.0%
7.3%
8.3%
2.6%
4.1%
2.3%
1.6%
2.8%
0.6%
1.7%
1.1%
10.0%
100.0%
63,872

Member

20.6%
23.8%
1.8%
26.1%
6.3%
6.9%
3.5%
2.9%
1.7%
4.6%
3.2%
1.8%
2.9%
19.8%
100.0%
40,082

Non-Member

29.5%
27.1%
15.0%
3.7%
3.8%
1.6%
1.5%
1.4%
1.2%
1.8%
1.3%
0.7%
26.4%
100.0%
16,922

Non-Member

21.0%
12.7%

15.7%
3.7%
3.6%
2.4%
2.1%
1.8%
2.1%
2.3%
1.7%
2.0%
44.7%
100.0%
32,794

Grand Total

23.6%
33.8%
26.1%
6.5%
3.8%
8.3%
2.4%
3.6%
2.1%
1.5%
2.6%
0.5%
1.6%
1.0%
13.4%
100.0%
80,794

Grand Total

20.8%
18.8%
1.0%
21.4%
5.1%
5.4%
3.0%
2.6%
1.8%
3.5%
2.8%
1.8%
2.5%
31.0%
100.0%
72,876

August 2023
Module / % of Clicks
Header
Hero
Support Maui Relief Efforts
Offers - Dive Into End-of-Summer Savings
Discover Downtown - Save up to 10%
Vacation Mode Activated - Extend Your Relaxation
Suite Serenity Awaits - Maximize Your Comfort
Unwind Longer - Save on 5+ Nights
Unveil Summer Bliss - Save on Local Packages
MBV Moments - F1
Destination Canada
Wander Europe's Wonders
Footer
Grand Total
Total Clicks

Q32023
Module / % of Clicks
Header
Hero
Support Maui Relief Efforts
Offers
Global Promotion
Cobrand
MBV Moments - F1
RAB
Destination Canada
EMEA
CALA
APAC
Mobile App
Footer
Grand Total
Total Clicks

Member

24.6%
37.8%
2.4%
16.4%
6.6%
2.7%
2.4%
1.7%
3.0%
2.0%
2.7%
2.4%
11.7%
100.0%
52,940

Member

22.5%
33.3%
1.3%
24.0%
0.8%
0.2%
0.7%
3.6%
1.4%
0.8%
0.7%
0.7%
0.4%
13.1%
100.0%
156,894

Non-Member

31.0%
20.1%
11.5%
4.2%
2.3%
1.6%
1.3%
2.2%
1.7%
2.0%
2.0%
31.6%
100.0%
14,293

Non-Member

25.5%
18.2%
14.6%
1.2%
0.4%
3.1%
1.3%
0.4%
1.0%
0.3%
0.2%
36.9%
100.0%
64,009

Grand Total

26.0%
34.0%
1.9%
15.3%
6.1%
2.6%
2.2%
1.6%
2.8%
2.0%
2.6%
2.3%
15.9%
100.0%
67,233

Grand Total

23.4%
28.9%
0.9%
21.3%
0.9%
0.2%
0.6%
3.5%
1.4%
0.7%
0.8%
0.6%
0.4%
20.0%
100.0%
220,903



September 2023 Performance Summary

Monthly

Sep '23 MoM YoY vs. Avg.
+14.6% -17.8%
+26.1 M -44.3 M

Delivered 2049 M

-0.5% -18.9%
-8.6 K -396.5 K

Clicks 1.7M

Engagement

0.8% -0.1 pts. | -0.0 pts.

-35.5% -37.5%
-5.4K -59K

Bookings 99K

-34.4% -36.9%
-11.6 K -12.8 K

FOLOINENEl 22.0 K

*Financials

-29.9% -36.9%
-$1.9M -$2.6 M

Revenue $4.4 M

Conv% 0.58%

Unsub% 0.26% I +0.04 pts. I+0.07 pts. | +0.07 pts.

-0.22 pts. I -0.31 pts. § -0.17 pts.

*Financials were impacted by the email attribution tracking issues that are currently being researched.
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Financial Trends

Bonvoy Financial Trends 2022 - 2023

Bookings Revenue
30.0K $12.0M
$10.5M
250K 59.5M $10.0 M
$8.4 M
200K s73m  S7TOM s72M  ST4M $80M
$6.7M $6.7 M
$62M  $62M  $62M $6.1M 56.5M
15.0 K R7M $3.6M $6.0 M
$49 M
$4.4M
100K S40M
5.0K $2.0M
26.3K 18.8K 129K 11.3K 14.8 K 153K 14.8 K 16.6 K 15.7 K 16.1K 16.1K 20.6 K 12.7K 13.6K 15.0K 163K 17.0K 99K
0K SOM
Apr'22 May'22  Jun'22 Jul'22 Aug'2? Sep'22 Oct'22 Nov'22 Dec'2?2 Jan'23 Feb'23 Mar23 Apr'23 May'23 Jun'23  Jul'23  Aug'23 Sep'23
Financial data: Omniture 7-day cookie
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Engagement Trends

350.0M

1.3%

300.0M

250.0M

200.0M

150.0 M

100.0 M

50.0M

186.2M 184.8M 196.8M 1449M 1985M 189.4M

oM

Apr'22  May'22 Jun’'22  Jul'22  Aug'22 Sep'22

Bonvoy Monthly Engagement Trends 2022-2023

Delivered —e=@==CTR

1.6%
1.4%
1.2%

1.0%

0.8% 0.8%

0.8%

0.6%

0.4%

0.2%

2769M 203.8M 2464M 2476M 2840M 3316M 2016M 2748M 2145M 259.0M 2604M 2049M

0.0%

Oct'22  Nov'22 Dec'22 Jan'23 Feb'23 Mar'23 Apr'23 May'23 Jun'23  Jul'23  Aug'23 Sep'23
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Unsubscribe Rate Trends

Bonvoy Monthly Unsub% Trends 2022-2023
0.30%

0y
0.28% 0.27%
0.26%

0.26%
0.25%

0.24% 0.23%

0.22% 0.21%
0.20%
0.20% 0.19%
0.19%
0.18%
0.18% 0.17%

0.16% 0.16%  (.16% 0.16% 0.16%

0.16%
0.14% Q1"
0.14% Q4%
. a

0.12%
Apr'22 May'22 Jun'22  Jul'22  Aug'22 Sep'22 Oct'22 Nov'22 Dec'22 Jan'23 Feb'23 Mar'23 Apr'23 May'23 Jun'23  Jul'23  Aug'23 Sep'23
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