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MAY 2017 KEY STORYLINES

Program
7% behind 5 M Room Night goal
*  MRCC acquisitions ahead of forecast due to significant eNews support

Key initiatives

« 2" month of MVP inclusion showed improved results

- Summer MegaBonus Announcement saw lower Open rates than prior campaigns
MegaBonus Registration Confirmation underperformed compared to previous campaigns

Optimize Email performance

«  Lack of booking focus in eNews Top Offer led to lower YoY performance

- UK & MEA eNews appeared to add incremental engagement to these regions

- Destinations vacation planner theme ended maintaining high performance metrics

Test Summary: Multiple subject lines, MB Registration Confirmation CTA testing

M\arrioft
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5 B MAY 2017 EMAIL PROGRAM REVIEW

PROGRAM IS 7% BEHIND 5 M ROOM NIGHT GOAL
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As of May, program has generated 1.96 M RN, 39% of Goal
4 Yr trend indicates 42% of goal would be needed by May to achieve forecast
Note: Based on EIR data

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

—2017 % to Goal - - 4 Yr Avg Monthly % to Goal
Aarriott
REWARDS u&s
2000000008008




6 & MAY 2017 EMAIL PROGRAM REVIEW

MRCC ACQUISITIONS AHEAD OF FORECAST WITH

SIGNIFICANT ENEWS SUPPORT

YTD CUME MRCC Accounts & eNews by month contribution
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42.2% to goal
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46.0% to goal Top
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Total Email MRCC Acq (K)
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mm 2016 eNews

2017 eNews - 2016 Total ----- 2017 Total
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May featured MRCC offers
in Top Offer 2 & MVP Offers
(in Rewards) & drove over
700 acquisitions

This combination generated
Y, of the acquisitions as the
April Top Offer placement

Additional support is
planned:

* Near level (7/11)

+ Post Redemption (7/11)
* MVP integration

A\arrioft
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7 5 MAY 2017 EMAIL PROGRAM REVIEW: EXECUTIVE DASHBOARD

Hotel

Dest. Solos Lifecycle MRCC  METT YoY, program BPK decreased 19%
due to 9% decrease in CTO% and

Program eNews Specials

Audience®
7% decrease in Conv%
- Total 83.1 M
£| Delivered -2.7% . .89 y 9
3 — — — eNews CTO% & Conv% fell YoY
Unsub Rate S RS : ] : due to non-booking focus (member
_ benefits & MRCC offer)
Delivery Rate

N - 23.8% 23.7% 18.4% 1% % 8% . 0 0
Open Rat -|.u ots | ! Hotel Specials CTO% fell 13%

N S a5 m > _ ; YoY (‘16 featured Summer Promo)
pens -6.5% 19.7% 7% %

u e
El ikrae [ 3% Destinations: 2" highest Open%
5 SOSpesT( -1 03pes| Odpts (0.1 pes |F0-9pE| 0. since Mar '16; 17% higher CTO%
w . . 1.9 M - - 643.0K| 3072 K .
Unique Clicks YoY
-15.1% 4 -37.9 9.7% 1% %
Click to Open 9.4% .93 5% % 4 %
Rate 0.9 pts Lack of Solo activity impacted
sockings - :4.5 K program revenue & room nights
4008 K | 745K

RoomNights Lifecycle Conv% fell 5% as Hello
Again and Anniversary Conv% hit

-24.3% | -30
Revenue $61.3 M ) ’ - . -
-24.|'3-a 29 1% 8% near lows
Conversion Rate = - . e
— '0‘: :’“ "': :’“ °‘T ':“ =l '"‘::“ '"‘::“ : MRCC Solo featured 80 K pt offer;
ngs per . . . - . . - ’ P
Delivered(K) [MEAES 5% | 1.3% 0% 40K ftin 16 Marrioft [ Les

Firancial

* Calculated using Mailable Openers** from Active, Inactive, and Non Member Counts Note: Using EIR Financial Data REWARDS
RA L 2000000008008

** Total Mailable minus anyone who has not clicked/opened an email in past 15 months
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MAY 2017 EMAIL PROGRAM REVIEW: MOM BY CAMPAIGN

LOW OVERALL SOLO VOLUME & NON-BOOKING ENEWS FOCUS DROVE YOY

BOOKING VOLUME DECREASE

300 120
250 T /\ 100
\ / \ o
Z
o 200 N Ne— 80 8
= 8
g0 150 - 60 m
£ 3
= B,
8 100 40 =
o0 K4
S’

50 - 20

343 445 244 7 41.5 348 s 342 = 42.9 35.1 312
0 T T T T T T T T T T T T T 0
Apr-16 May-16 Jun-16  Jul-16  Aug-16 Sep-16 Oct-16 Nov-16 Dec-16 Jan-17 Feb-17 Mar-17 Apr-17 May-17
eNews  mmHotel Specials BEDestinations ®ESolo mmlifecycle mMRCC ®aFMT  —Delivered

May Key Solo Mailings

Delivered / Bookings

Delivered / Bookings

May ’17: Summer '17 MB Ann. 13.2M /54 K May ’16: Summer Bonus Ann. 9.4M/45K
Summer '17 MB Reg Con 431K/ 4K Elite Benefits 11.1M /32K
METT 29M/ 2K Double Elite Night Credit 2.8 M/ 8K
Password Change 19M/ 6K
Aarrioft
REWARDS

2000000008008




9 & MAY 2017 EMAIL PROGRAM REVIEW: KPI TRENDS

KPIS FELL YOY DESPITE MOM INCREASES | open% was 3% above the 12-

month avg, despite falling 4%

26% YoY

e LY OF_’?E?/‘-’-- - Solos, eNews & Destinations
e S T N e ’ Open% were above their

23%

Open% respective 12-month avgs

22%
21%
20% Highest CTO% since Oct ‘16

Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-16 Jan-17 Feb-17 Mar-17 Apr-17 May-17 SOIOS generated the h|ghest
:i: LY CTO% CTO% since Aug '15 due to MB
% T Announcement
':z N + CTO% fell YoY due to non-
8% = booking focus in eNews & Hotel
7% H
™ CTO% Specials lack of MB support
5%
|:: Jun-16 Jul-16 Aug-16  Sep-16  Oct-16  Nov-16  Dec-l6  Jan-I7 Feb-17  Mar-17  Apr-I7  May-17 Conv% below YTD avg due to
- Convo AL eNews & METT

0 ’/
e — / NG LY Conv% - eNews Account Box, Top Offers 2,
o \ /. — & Rewards sections generated
S~ / 4 e Conv% lower than YTD avg

8% ~ F
7%
€% A\arrioft

Jun-le Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-16 Jan-17 Feb-17 Mar-17 Apr-17 May-17 REWARDS w

——Conv% LY Conv% ss0000000008ss .
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11 & ENEWS OVERVIEW

HIGH OPEN% BUT LOW CTO% MAY
BE DUE TO FEATURING BENEFITS

Open%

25% -

LY Open%
20% -

15% T T T T T T
Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-16 Jan-17 Feb-17 Mar-17 Apr-17 May-17
——Open% == LY Open%

25%

20%

27O _LY CTO%
15% B ..

10% -

5%
Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-16 Jan-17 Feb-17 Mar-17 Apr-17 May-17
—CTO% -= LY CTO%

Above avg Open% featuring
member benefits

* Open% 3% above 12-mo avg

« SL test winner: Your Account: 3
Benefits You Should Know

Did not translate into typical

click engagement

* CTO% was the 2nd lowest in 2.5
years

» Top Offer featured evergreen
benefits but generated 73% less
clicks than YTD avg

Benefits may need different
positioning in order to generate
click engagement (e.g. LY
highlighted “New” benefits)

Not all clicks were lost
« All sections below Top Offer

experienced click volume

increases

A\arrioft
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12 B ENEWS CONTENT ANALYSIS

ACCOUNT BOX

POSITIVE CLICK ENGAGEMENT

Pre-Header generated the most clicks YTD (> 259%) inserting first name
* PH: Hi [FNAME]: Here are your May member updates

Ongoing tactic

Planned for MRCC Anniversary and Free night automated

Rewards section generated the most clicks YTD
* Rewards Chart link generated the most clicks of any Rewards content
o Insert into other campaigns like Redemption mailings
o “How many points do you need?” Clicks may be due to curiosity
* MVP Offers generated 4% more clicks and a 35% higher % of clicks MoM

New Destination Propensity section replaced City Scene & generated13%
higher clicks than avg; Conv% was 88%

Hotel Openings leveraged 2-across treatment and generated the highest click
volume & % of clicks YTD

26% clks, 34% bks

SEARCH
- 5% clks, 5% bks

w—
= TOP OFFER
2 16% clks,17% bks

5 N

TOP OFFER 2
18% clks, 15% bks

REWARDS - HEADER ;
4% clks, 3% bks -

TRAVEL, TRANSFORMED ©

F REWARDS - MVP
11% clks, 8% bks

y: REWARDS - MAIN ]
10% clks, 9% bks

Q) #ow many pos o you o? See Rewards Chart»

DEST. PROPENSITY
2% clks, 2% bks

HOTEL OPENINGS
4% clks, 3% bks

7 o Q‘.' = ¥
B A

Fij Hotel EMC2.
Marriott Autograph Collection
- orot

EBREAKS
2% clks, 2% bks

Marrioft
REWARDS
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13 B ENEWS DESTINATION PROPENSITY

DESTINATION PROPENSITY GENERATED MORE CLICK
ENGAGEMENT THAN THE CITY SCENE IT REPLACED

Despite only targeting 41% (5.2M) of May eNews recipients, : EEROO o
Destinations Propensity module generated 13% more clicks than the CANT TS
City Scene section 12-month avg Plan Your Next Trip to the Mile High City

o Continue to utilize and increase destinations

o Non-recipients will be shown a nav bar test for top destinations

Top shown (delivered) destinations vs clicked

May '17 eNews May '17 eNews 7 STy l
Delivered — - bol o 488
Dest. Propen5|ty Dest. Propen5|ty [ : LT ;
(1= Th 1% PROPERTIES
14 M 2K Lk | -F 8% clks, 60% bks
Chlcago 7475 K Chlcago 1.0K =
San Francisco 5549 K San Francisco 709 Trimntissid fiproion.  pomelome :
Dallas 4690 K NYC 698 Collection® Hotel
Atlanta 453.0 K Boston 654 | Book Now | l Book Now | | Book Now I m =
NYC 304.6 K London 553 e
Boston 2749 K Orlando 484 o Members get the lowest price at Denver hotels. See All © i
Orlando 247.3 K Atlanta 440 ‘SEE ALL’ LINK &\ 2, =
Denver 179.6 K Dallas 313 i Bl LA IS Y it
. arrio
+200000000888s5




14 B ENEWS: MVP

MVP SHOWED SIGNS OF
IMPROVEMENT IN ENEWS

May eNews . | Overall| MVYP | Overall| MVP Rev/
Delivered | Open%
MVP Offers CTO% | CTO% | Convi% | Convi%

Optimize  50M 24.8% 10.3% 1.3% 9.8% 64% § 0.87
Random .2 M 24.8% 9.3% 1.2% 9.5% 55% % 073
BAU 6.3 M 24.9% 9.7% 1.2% 9.7% 6.2% % 0.78

| Total | _125M | 24.8% | 9.9% | 1.3% | 9.7% | 6.2% | 2.4 |

Segment Experience

Optimize: MVP-decisioned offers

Random: Random rotation of MVP offers

BAU: Curated, fixed, Offers (with targeting)
= MRCC
= Hertz/RAF
=  Moments

MVP as a placement is

improving

+ Top Offer2 generated the most
clicks since Jun '16

* MVP offers in Rewards
generated 4% more clicks MoM

More prominent placement

means greater impact for

dynamic content

Optimize group

outperformed Random &

BAU

* Higher Rev/Del than Random
(+15%) & BAU (+8%)

* At both campaign and MVP
section level

A\arrioft
REWARDS
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15 B ENEWS: MVP

MVP DECISIONS APPEARED TO RESULT IN OFFERS BEING DISPLAYED
MORE OFTEN TO THE RIGHT AUDIENCE

Optimize

EIR EIR
MVP Offers Clicks MVP Offers
Revenue Revenue

MRCC-US - earn 100K, last chance
Explore Hawaii, from $225

$785.6 K
$91.3K
$743 K
$72.6 K
$542 K
$374K
$35.6 K
$21.2K
$13.1K
$125K
$125K
$9.4 K
$7.0K
$34K
$2.9 K

Atlantis, receive up to $500 in resort credits
Florida for 20% off

MVC - save 20% at over 50 resorts

Save up to 20% across US

Ritz-Carlton Club Level

Hertz, up to 35% off

MRCC-US existing cardholder - 50K, refer a friend
Europe for up to 20% less

Get TSA Precheck - use 25,000 points to enroll
Escape to Ritz-Carlton, reconnect package
Refer a friend, 50K

Moments - Use points for experiences

Explore San Diego, from $254

€ Top Offer 2 MVP Offer

Random

MRCC-US - earn 00K, last chance

31.6K4m

52K Atlantis, receive up to $500 in resort credits
18K : MVC - save 20% at over 50 resorts
25K Save up to 20% across US
1.6 K : NYC for 5% less
902 « Member Rates
12K Escape to Ritz-Carlton, reconnect package
1.6 K Florida for 20% off
788 Get TSA Precheck - use 25,000 points to enroll
423 Explore San Diego, from $254
767 Save up to 20% at resorts
293 Ritz-Carlton, Breakfast on us
368 Explore Phoenix, from $136

151 Moments - Faith Hill & Tim McGraw
282 Explore Hawaii, from $225

M~ te Bad Bamet h haf Marcre ©

@ Offers generating high revenue, suggesting MVP optimization

$548K
$20.8K
$135K
$6.5K
$47 K
$38K
$37 K
$3.6K
$3.1K
$3.1K
$2.7 K
$1.5K
$1.3K
513K
312K

a1

29K

LI K
920 4m
96

8l

88

98

130 4m
169

9l

73

99

72
63

141 4

an

BAU
EIR

MVP Offers

Revenue

MRCC-US - earn 100K, last chance $604.6 K
$1174K
$105.7 K
$60.4 K
$39.2 K
Merchandise redemption - US members $38.6 K
MRCC-US existing cardholder - 50K, refer a friend $27.5 K
Hertz, up to 35% off $20.6 K
$125K
$7.1 K
$5.9K
$2.1 K

MVC - save 20% at over 50 resorts
Get TSA Precheck - use 25,000 points to enroll
Moments - Red Rooster dining with Chef Marcus S.

Atlantis, receive up to $500 in resort credits

Merchandise redemption - Rest of World
Moments - Use points for experiences
Moments - Faith Hill & Tim McGraw
MRCC-Can, earn 30K points

983
19K
985
1.8K
347
191



16 B ENEWS: MVP

MVP DECISIONS APPEARED TO RESULT IN OFFERS BEING DISPLAYED
MORE OFTEN TO THE RIGHT AUDIENCE

MVP decisions appeared to result in greater visibility to some lead rates & evergreen offers

* Top Offers: Hawaii, Florida, Save up to 20% across US, Hertz 35%

» Decisions are based on previous results of existing offers, meaning optimizations will show preference to long-standing offers
Explore opportunities for MVP to decision by propensity/predictive (currently may only be by creative-offer)

Random results can help determine what content has the broadest appeal

»  Save up to 20% across US, NYC, Member Rates may be items we want to promote broadly (e.g. Future eNews, transactional
emails, welcome)

BAU
* Need to balance revenue driving with program awareness: content like Moments may not get appropriate visibility with MVP
* Use Random results to inform content decisions

Additional takeaways: Need MVP Offer results by month, some offers appear to be missing from Message reports

M\arrioft
REWARDS




17 B ENEWS: INTERNATIONAL

European audience engagement
NEW UK VERSION ADDED INCREMENTAL Europaan audience engage
ENGAGEMENT ALONGSIDE GLOBAL ENEWS significantly affected by the
Opend% introduction of UK version
:2: s * Global eNews Open% & CTO%
35 | . - 33 5o i were not impacted by UK
30% - 27ax 28.0% . 275% eNews
25%
20% * UK eNews Open% & CTO%
:(5): were consistent with Global
5% eNews
. Aug'16 Sep'l6 Oct'l6 I Nov'lé Dec 'l16 I Jan 17 Feb'l7 ‘ Mar 17 Apr'l7 May '17
B UK Countries, All Versions m UK Version The add|t|on of UK eNeWS
. created an additional
- CTO% touchpoint with incremental
' e exposure
20%
15 15.1% 15.1% 15.8%
10% = T 23% 2.0% 2% 83%
- HEEER 8
0% - ' r . . : . . . §
Aug'l6 Sep'l6 Qct'l6 Nov '16 Dec'l6 Jan 17 Feb'l7 Mar 17 Apr'l7 May '17
m UK Countries, All Versions m UK Version A\al’l‘loﬁ
REWARDS u&s
ss000000008080s




18 B ENEWS: INTERNATIONAL

MEA QUARTERLY ith eNewe doce aot aoom:
Q with eNews does not seem to
be significantly impacted
Open% . .
0% during months MEA eNews is
3% - — deployed
30% | .
o | 22 - - o * MEA audience avg Open% &
R 3% 2 - wax CTO% was higher during
15% months MEA eNews is sent
10%
5% . .
0% | Click engagement is lower
Aug'lé Sep'lé Oct'lé Nov 'lé Dec'lé ‘Jan 17 . Feb'17 ‘Mar 17 Apr'17 May '17 Wlth the MEA VerSion (Wh|Ch
m MEA Countries, All Versions m MEA Version
features more local offers)
+ Consistent CTO% suggests
CTO% . .
there is a baseline of
20% .
5% | - o 17.6% performance for this content
16%
14% | 13.3%
12% -+ oo
'g: . 8.4% > — 8% 84% . I,
6% | .
4%
2%
0% T T
Aug'lé Sep'lé Oct'lé Nov 'l6 Dec'lé Jan'17 Feb'l7 Mar '17 Apr'l7 May '17
m MEA Countries, All Versions  ® MEA Version .Mal’l'loﬁ

REWARDS

Yes



19 & DESTINATIONS: OVERVIEW

OPEN% WAS THE 2NP HIGHEST SINCE
MAR'16*

Open% has been trending upward

29%

27%

25%

23%

21% Tees

19%

17%

15%

Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-16 Jan-17 Feb-17 Mar-17 Apr-17
—COpen% - = LY Open%

* Destinations was expanded to all audience in Mar’16

Separate subject line tests
were conducted for Global
and US versions with
different results

UsS:

* Travel Tips: What to Book
Before You Arrive

* Weekend Goals: Eat, Drink, Travel

* Read This Before Your Next Trip

Global:

* Read This Before Your Next Trip
* Weekend Goals: Eat, Drink, Travel

* Travel Tips: What to Book Before
You Arrive

Be aware of different
audience copy preferences
(Geographical, PO

segment, Elite level)

A\arrioft
REWARDS
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20 & DESTINATIONS: US VS ROTW

US AUDIENCE SEEMED TO PREFER BEACH
CONTENT WHILE ROTW PREFERRED CITY

Mar ’17 Top Offer (US Version)

LET'S TALK
SUMMER VACATION

You dese]
summer tngllit's ime to start planning. We've got some ideas to
1 you started — check 'em out below.

TOP 10 BEACHES TOP 10 CITY BREAKS

|

TOP 10 ROAD TRIPS TOP 10 ADVENTURES

Scenic Drives Epic Tnps

* Based on click distribution of US vs ROTW audiences

US preferred Beach
Content*

e Mar + 6%
*  Apr+ 20%

ROTW preferred

City content*
Mar + 23%
Apr + 53%

May’17 Trip Planner(US Version)

ACTIVITIES TO BOOK NOW

BEACH TRIP: CITY TRIP: ACTIVE TRIP:
SAILING TOUR MICHELIN MEAL GUIDED TREK
DEST DEACHES BEsT CmiEs - DUST ADVENTURES »

US audience appeared to

prefer beach content while

ROTW featured City content

In April’17:

* US clicked on Beach Trip 20%
more than ROTW

* ROTW clicked on City Trip 53%
more

This is consistent with Mar ‘17
» US clicked on Top 10 Beaches
6% more than ROTW

* ROTW clicked on Top 10 City
Breaks 23% more

Targeting destination/activity &
copy by US vs ROTW may
increase engagement

* E.g. Feature City content more
prominently than Beach for ROTW

Yes

Marrioft
REWARDS




DESTINATIONS: CONTENT ANALYSIS

3rd & last month in the “Vacation Planner” series continued to
resonate with audience
* 9% more clicks than monthly avg (from ‘16 Road trip theme)

Top Offer featured the least amount of content YTD & generated
the least clicks

+ Content called out as non-M.com destination

- ‘Eat Well’ generated 3x more clicks than “Drink Up”

How would this section have done with more 3" party content?

However, all other sections generated the highest click% & click
volume since Mar’16

» Trip Planner generated the most clicks since Dec 16 featuring specific
activities & links to more options

» Travel Tip, Memorial Day & Stickers all generated roughly the same
amount of clicks despite their varying positions

HEADLINE
1% clks, 1% bks

EAT WELL
21% clks, 12% bks

ACCOUNT BOX
38% clks, 61% bks

SEARCH
8% clks, 9% bks

RAVEL LIKE YOU MEAN IT.
MAXIMIZE YOUR TIME ON THE GO

EAT WELL.
The best cheap eats in every state.
via Travel = Leisure

20 types of booze to try workdwide:
via Fodor's Travel

STICKERS
4% clks, 3% bks

UPCOMING TRIP
1% clks, 1% bks

MEMORIAL DAY
4% clks, 2% bks

TRAVEL TIP
5% clks, 3% bks

TRIP PLANNER

10% clks, 4% bks

N P -

BEACH TRIP: CITY TRIP:
SAILING TOUR MICHELIN MEAL
BEST BEACHES » sest cmes

ACTIVE TRIP:
GUIDED TREK
BEST ADVENTURES -

Nights

NK UP

- % clks, 3% bks




22 & SUMMER MEGABONUS “17 ANNOUNCEMENT SOLO

AUDIENCE MAY RESPOND BETTER TO Use of “infinite” in subject line did
SPECIFIC PROMO DETAILS IN SUBJECT LINES

Promotional

not increase Open%

Marriott

S Announcement Solos Subject Line Open% : : :
Historically high Open% were
Summer '17 New MegaBonus: Infinite Points 24.2%% specific in promotional value
Spring'I7  Introducing Your MegaBonus: 2x Points 25.8% - Spring ‘17 & Summer ‘16 had the
Summer '16 100,000 Points Could be Yours, [FNAME]  24.6%

highest open rates and most
Spring '16 Win Big With MegaBonus® 24.8% detailed

*Adjusted Open% removing non-members
**Fall ‘16 MB not includes as launch was announced in eNews All three subject lines tested

used “infinite”
* New MegaBonus: Infinite Points
« Announcing Infinite Points

* Your MegaBonus Offer: Infinite
Points

GO AHEAD, EARN ENDLESSLY.

i A potential alternative:
2,000 2,000 “Up to 4 K points with every stay”

POINTS PER STAY POINTS PER BRAND
Starting wen your secand s tarkng with tne second brand

e A\arrioft
REWARDS
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23 & SUMMER MB 17 REGISTRATION CONFIRMATION SOLO

TRAVEL DEALS MAY HELP GENERATE

ADDITIONAL CLICKS & BOOKINGS

4th Place Summer’17

Brand Exploration
CTO% 6.5%
BK/Del:  10.3

3'd Place: Spring ‘17

TAKE A MEGABONUS TRIP

L i WHERE TO GO IN 2017
L el  \larriott Traveler & Map
‘ Q CTO% 8.3%

BK/Del: 11.6

How many points will you eam at each holer?
Soe Chart »

2nd Place: Fall ‘16

Great chodce; You'ne registersd bo earn 10,000 Bonus points
wvary 10 nights. To gal wour MegaBonus, book_ sty & nam
bedwmen Seplomber 15 and January 15 2017

BOOK ROW

e ] rights ey frivm Pladinuen Else St @ CTO% 7.8%

BK/Del:  13.2

1st Place: Summer‘16

Save on Upcoming Stays

hotel spocials. Make your stays by CTO
Soptombor 5 10 eam all your bonus pomnt

BK/Del:

Planfieg your stis? Travel Deals & Elite status targeting

Plan your noxt tnp with one of our many TraVeI Deals

MB Registration Confirmation
generated the lowest CTO% &
BPK in the past year

These Solo types primarily
featured a main “book now” and:

* Summer ‘“17: Brand exploration

» Spring ’17: Marriott Traveler & Map

« Fall ’16: Default travel deals with
Elite status targeting

e Summer ’16: Travel Deals

Note: Summer’17 also did not
have a clearly defined 2 CTA

* Link analysis is recommended
for past Registration
Confirmation

Marrioft
REWARDS
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24 & SUMMER “17 MB REGISTRATION CONFIRMATION CTATEST

“BOOK NOW” GENERATED HIGHEST BPK, AGAIN 3 Way © T test

conducted in Registration
Confirmation solo

Summer 'I7 MB Reg. EIR EIR

. Delivered ) Open% | CTO% Conv%
Confirmation CTA Test Bookings Revenue

Book Now 155.7 K 18K  $5720K 594% 67% 29.4% 1.7

[13 LR 1
" Find a Hotel  140.9 K 1.3K $456.5K 58.0% 7.0% 22.9% 9.4 BOOK Now VerSIOn
== PlanaStay 140.9K  |.5K $4564K 58.6% 6.1% 29.0% 103 generated the hlgheSt
NUS POINTS AWAIT. . .
bookings per email
delivered
PLAN A STAY FIND A HOTEL BOOK NOW
AN “Find a Hotel”
generated the highest

- campaign & CTA CTO%
PO s A * “Find a Hotel” generated
: the highest CTO% in Jan

‘17 CTA test

Marrioft
REWARDS




MAY TESTING SUMMARY

v" MEGABONUS REGISTRATION CONFIRMATION CTATEST
SUBJECT LINE OPTIMIZATION



26 ' MAY TESTING: SUBJECT LINES

SUBJECT LINE TESTING

eNews**: Descriptors of winning subject line:
* Your Account: 3 Benefits You Should Know (11.0%) [|nformative, FOMO

* Your Account: 3 Benefits for Your Next Trip (11.2%)
* Your Account: Holiday Starter Kit (11.2%)

Hotel Specials:

* Your June Travel Deals (12.7%)* Current champion: Personalized
« June Travel Deals: Save 15%+ on Hotels (11.6%)

ECM Newsletter:
* Win a Free Night Stay (40.8%)* Sweepstakes
* Exclusive Offers Just for You (37.4%)

M\arrioft
REWARDS

+2000000008088ss

*Results are statistically significant
**Winner did not have highest Open% but the most opens by the 4 hour window



27 ' MAY TESTING: SUBJECT LINES

SUBJECT LINE TESTING

Destinations (Global): Descriptors of winning subject line:
* Read This Before Your Next Trip (26.6%)* Authoritative, suggestive

* Weekend Goals: Eat, Drink, Travel. (24.8%)

« Travel Tips: What to Book Before You Arrive (24.5%)

Destinations (US):

- Travel Tips: What to Book Before You Arrive (22.4%)*  Travel tips, informative, excursion based
* Weekend Goals: Eat, Drink, Travel. (19.6%)

* Read This Before Your Next Trip (19.5%)

Summer ‘ 17 MB Announcement Solo (Enqg):

* New MegaBonus: Infinite Points (14.7%)* “New” over “Your”?
* Announcing Infinite Points (13.9%)

* Your MegaBonus Offer: Infinite Points (13.4%)

Marrioft
Results are statistically significant REWARDS

**Winner did not have highest Open%

Yes

+2000000008088ss
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KEY TAKEAWAYS

Additional MRCC support is needed to meet goal; planned as dynamic content in other communications

MVP decisions appeared to positively impact eNews performance

+ Obtain additional reporting to better understand offer performance

- Leverage Random results: Offers that do well in Random should be promoted in other communications

« Balance revenue generating content and offers with support for initiatives that may not get enough visibility through MVP

Travel Deals may help generate additional clicks & bookings in MegaBonus communications

eNews

« Change positioning of Benefits to better resonate with members
- Expand usage of Rewards Chart
o Expand feature into other campaigns
o Consider increasing the prominence and information shared with the Rewards Chart
o Use of “curiosity” copy to create engagement
« Continue to:
o Expand locations and properties supported by Destination propensity in eNews
o Utilize 2-across treatment for Hotel Openings
o Deliver monthly UK eNews & quarterly MEA eNews as they add incremental engagement

MN\arrioft
REWARDS WS
*20000000000 0.
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KEY TAKEAWAYS

Destinations
+ Vacation Planner theme generated high Open rates & concept should be executed yearly
« Consider dedicated subject lines and layout modifications for ROTW audience

« Consider continuing to explore for Trip Planner module different opportunities such as activities and experience type over
specific destinations; continue to provide generic “see more” links when possible

Subject line insights to higher Open rates
« Promotion details may help generate a higher Open%

Learning Agenda

* For MB Registration Confirmation, Book Now CTA continued to generate a higher overall booking per delivered email
while Find a Hotel generated a higher CTO%

MN\arrioft
REWARDS
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Newsletter Top Offer Reg. Reminder Solo Booking Reminder Solo Newsletter Top Offer Booking Reminder Solo

Double points for being you Double points for being you

Double Points for Being You
Earn double points through June 30, 2017

Double Points for Being You
Earn double points April 1 - June 30, 2017.

We undarstand being rewarded heips you be your best. Eam double ponts
Apel 1- June 30, 2017 on elgble stays workdwids, staring weh your
second eigoie stay

We undarstand being rewarded heips you be your best. Eam double ponts
Apel 1- June 30, 2017 on elgle stays wordwide, stating weh your

Double Points for Being i e A R S S N P W NS
Sommbe s i e et s et e X D S A s W S 4
ou R o i et e e e S ST R e
Earn double points April 1 -
June 30, 2017. [ ooer | [ oo |

We understand being rewarded helps you be your best.
Earn double points April 1 - June 30, 2017 on eligible stays
worldwide, starting with your second eligible stay. With
your new World of Hyatt loyalty program, points add up
quickly, so free nights and room upgrades are within
reach.

REGISTER NOW

Date: 4/28 Date: N/A Dates: 5/1 + 5/15 (Resend)
SL: Your Account Summary : Remember to Register — SL: Don’t Miss Double
- Double Points for Being You Double Points for Being You Points April 1 — June 30

Wy sccounT specuL OFFERS RATES & RESERVATONS

Wy sccounT speciaL OFFERS RATES & RESERVATIONS

REDEEM PONTS

Date: 5/25

Date: 5/31
Your Account Summary SL: There’s Still Time

- Double Points for Being You

to Earn Double Points

REWARDS ll&s
2000000008008
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OTHER PROMOTIONS

Reg. Reminder Solo

Carlson Triple Points

CARLSON

Newsletter Top Offer

Spg-pro
Reg. Reminder Solo Reg. Confirmation Solo
SPG Pro Yy B [ # ~— 1
Double Double ;

Thank You For
Registering

2 X3k +2 XA

REGISTER NOW

Mitchell

$KGN UP FOR ACCELERATE

You've registered to eam Triple Gold Points®*, but you haven't 4 It’s not too late to register for the SPG® Pro

prerteiy o SPG Take Three Double Double promotion. You'll earn double

through June 30, 2017. Plus, ear 5,000 bonus points for every Starpoints® and double eligible nights towards
¥ v ONE-CLICK REGISTRATION > elite status on meetings and events* with a

signed hotel contract. Book and arrive by 30 June,
2017, at more than 1,300 SPG hotels, and start

BOOK NOW » ;
earning twice as fast

TRIPLE UP ON STARPOINTS:

: : 3=k
Personalized graphic TRIPLE STARPOINTS® o weekends. .
with first name o o
PO e — .
2Xax
509 2,500
DOUBLE STARPOINTS on weekdays.
3,000 1,000
Take advantage of both offers. Just stay two or 10 participating brands:
more nights at participating SPG® hotels and 3,000
resorts from 27 May until 4 September 2017 Stedes The Uixtiycoliectiond, Wi Le 5,000

Méridien®, Westin®, Sheraton®, Tribute
Portfolio™, Alofte, Elements¥ and Four Points® o i

— pa— 3,000
ONE-CLICK REGISTRATION
3,000 o

3,000

Registration ends 30 August 2017.

15,000

3,000

3,000 2 s Aal’l’l 0'1
R REWARDS u&s
= g “ee800000000ss.
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An eco boat tour in
Abu Dhabi

stk

A dive in the
Maldives

witn = o your side. dve il

. ot
[

A horticulture tour
in India

o spice frm anel 33 acres of

b e
osarved house el 3 Pk Hyatt M

A guided nature
walk in New Mexico

e

cashen
Hyatt Gos Rescet and Spa

Book on hyatt.com for our

DESTINATIONS INSPIRATION

Hyatt has evolved their layout while
highlighting both destination and property
(bolded)

1

M\ ashin

Hyatt Regency Washington on Capitol Hill

SPG, like
Destinations, has

focused more on
locations &
experiences

Marrioft
REWARDS

Yes
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PARTNER OFFERS

Wyndham leverages their
spokesman for partner offers

WYNDHAM
REWARDS

ENJOY A FREE
SHOPPING BAG*

Promo code:
WD52 93HE BZBT PKKDZ1

WYNDHAM
S

Postcard-style, simple,
singular focus

Hilton combines point offers

into a “Hotel Specials”

Hilton|

to 31,000 bonus points with, :

check out our partner offers 12 botties of witie & 1¢ shipping ¢

new! eam up to 5,000 points eam 3,000 points with YOI I CA
on car rentals Tlowers for mom rOUl Ca
SELECT THE WAY YOU SAVE
() — WITH AAA/CAA
e From California to New York,
f 5 ’ ¥ . the options are endless across
3 (v =3 " our more than 1,300 hotels worldwide.
3 Save up to 15% off
our bst available rates, daily breakfast for two,
resort cradits and more.

Z— &

get 1,250 points for sharing use points to get your
your opinion

favorite magazines

b )

"

learn more

FROM USD
join the weekenders,
book direct at Hilton.com

R

Kimpton &
charitable causes

KIMPTON

BOOK A ROOM / OFFERS

Support our partner, The Trevor
Project and get 15% off our Best
Available Rate +
We'll donate $10/Night
to The Trevor Project

Days of the week vary by hotel / Subject to
availability / At participating hotels /
Blackout dates apply

BOOK NOW

The Trevor Project
As part of our ongoing support of diversity +
the LGBT community, we've partnered with

this leading national organization that
provides crisis intervention and suicide
prevention services to lesbian, gay,
bisexual, transgender and questioning
youth. The Trevor Project strives to assure
that all young people receive the support

and compassion needed to succeed in life

a vision we can all get behind.
LEARN MORE >
.
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LEVERAGING URGENCY

N Escape with weekly savings
BOOK BY SATURDAY

SPG® members zave up to 20%
Non-membars sava up to 15%

Chack spg com/escapss* every Wadnesday fo see new hatels and resorts

S SN L
LIMITED TIME OFFER

SPG" MEMBERS | NON-MEMBERS
UPTO 20% UPTO 15% -

Save on stays over the next 6 waeks in Arizona,
Texas, Massachusetts and more exciting destinations.

Hot Escapes used as

acquisition tool

HONG KONG /10:00 AM GREENWICH MEAN TIME / 6:00
AM EASTERN TIME

)
Hilton Grand Vacations

HOURS LEFT!

HOURS MINUTES SECONDS

Time's Almost Up! Enjoy New
York City with a 3-day/2-Night
stay—just $249!

Here's your chance to enjoy 3 fun-filled

days in the Big Apple, PLUS 5,000 Hilton
Honors Bonus Points and more!

VIEW OFFERS

Hilton San Diego Bayfront

before it's t

BOOK NOW

VIEW OFFERS

Hilton Daytona Beach Resort/Ocean Walk Village

$95 rates on special s
weekday date

KIMPTON

HOTELS & JRANTS

BOOK A ROOM / OFFERS

LAST MINUTE DEALS

These weekly Last Minute Deals are
fleeting yet fabulous. And did we
mention they're eligible towards tier
progress and earning rewards? Rates are
good for stays within the next 7 days,
are pre-paid and non-refundable.

Austin, Texas

Kimpton Hotel Van Zandt

FROM

$280
SIGN IN OR JOIN

Baltimore, Maryland

Kimpton Hotel Monaco

Inner Harbor

FROM

$110
SIGN IN OR JOIN

Narrioff
REWARDS

+2000000008088ss
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'WESTIN SN Suite summertime

HOTELS & RESORTS

Where will summer
take you?

SUMMER ENERGY

D)
Hilton Hilton

Hilton Harrisburg

Summer's Here - Rates from $199

15 minutes to Hershey & rates A Summer starts now,
from $139 with $50 food credit £ X Enjoy our best rates of the season. |

BOOK NOW

VIEW OFFERS

Feast on barbecue around the world
nis mosts, o'

. o

e DIPLOMAT

seacn eesont

Hilton San Francisco Unlon Square

‘s time to start planning your next : : . Beton Las Vegas
: ey et
getaway! Warmer weather is great %M-—m—-
s otalarlend
but our unique packages are even . ‘&
better, Enjoy gift cards, exclusive
: " ,‘
e

savings and more

Enjoy our best packages in Bellevue,

Vancouver, Los Angeles, and Austin

pesTINARSns

THE WESTIN
BELLEVUE

The Westin Bellevue is an award-

‘)’l— &0 V.
2 _(Lms T
?Ex\cwa\gszo’;snvmc.s,"f'
FOR OURVALUED GUESTS
~ b

BOOK NOW

CURIO Hi?;())n Hi,llnn
EL SAN JUAN HOTEL

ainment. Your shopping

experience includes:

Aloha Summer § 72 Hour Sale

Create new family memories In Time is running outs
Waikiki from $240 Summer rates as low'as §139. §

PLAN NOW SAVE NOW

« One $100 gift certificate per
night you stay for use at

incoln Square

Square,
and Bellevue Place

« Complimentary self-parking for

Friday and Saturday night

Book online or call 866-716-8108 and

mention rate plan LYPKG1

BOOK NOW

Summer travel
Inspiration

Book on hyatt.com for our best rate guarantee.
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THEWESTIN

WEDDING SEASON

Property-specific to best highlight the experience

Hyatt Regency Delhi

HYATT REGENCY DELHI

CREATE YOUR NEW JOURNKY WETH

NEW BEGINNING

Ceremony Package

TAKE THE WEDDING VOWS AT THE MANSION

As you exchange the most important vows on your special day, Hyatt Regency Delhi
brings to you the only indoor air conditioned Vedi room in the city.

Dramatic live kitchen, creative menus, beautiful decor and our team of professionals will
make this day an affair to remember!

LEARN MORE

DIVINE

Ceremony & Dinser

ream wedding ansd w
ing is perfectly atten g you
o revel in the joy of your celobrition

REWARDS \ UQS
2000000008008

SUNRISE

Ceremony Package
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HOLIDAY MAILINGS

Mother’s Day Memorial Day

@)
Hilton

&
The Drake.

HLmchen Acct endig: 4031

STRAITSKITCHEN SERVES UP RAMADAN FEAST

i o bkt o 1 Shgers SOkt et
zalection

MAKE MEMORIES LE UP
; THIS MEMORIAL DOUB

Mothers D ;

e el ‘ DAY o ONRFUN 2

» = we" mEmuu.Dm

o
Suluctabie range of 006 15 aviiable or Gria-n of Ukeamdy

Erpeince the ubmate buka s fe1s23 you tuck o e oner bt read st the
restaurae, g watch a5 speciaty chefs wvp Up  cubtry storm € e v show

Parod i fgesiing e S s spradof Wk EEeh cEee e A
Such a3 beef rendong. syam bush kebak. wok-fred crab and tasdoon margh. can 6 pre-
odarnd for vet.cobection ce s UDBIEATS

Ramadan Rareem

Save up to 15% when you stay two consecutive
nights at Radisson” or Country Inns & Suites By Carison™ GRAND
HYATT HYATT ) RAMADAN DINNER BUFFET

Dort s o onthe

Bie e from ey 2618 jone 24

EEITETS
Thanks for signing up!

Start traveling to earn Double Points

on every stay now through August 31.

No limits. No minimums. There's no stopping you.

from My 2210 me 26, ke hame s fesst
from SivarsKitchen s the for

Sumpuous 22-kum et Av-hbln -
UBerEATS or sof cole

7

- save big on RAMADAN AT GRAND HYAT T JAKARTA LS
Spend Memorial Day doing ' b 5 — S Memorial Pay weekend! ;:f::&-mwo o T (R . Sroet s o s G o e v s a7
something you lo ith people you - - - - gerBOskaffSuncaye o bt of o e e !,
|Sumaton: ) Emay be 1o Gide whik ks
love, and explore a new city with s S S O
e whch mlodes e wok fned 136
friends and family! Plan the ultimate Dt comes m fve dffeca varetes
holiday weekend full of adventure ! [Hilton —— e
and fun at our Sheraton Hotels in La e an
[T— P o new experience o SPEQALTY CHEPS WHIP UP LOCAL
Jolla, Albuquerque, Denver and on Your Vis xpiore Hotels et ottt i
Houston Stacchun ginas o sl spcity

TURKISH MEZZE AT BURGUNOY.

Ichige you tastabucs
a0d cold Tarkish moz20 3t burgundy durieg

IFTAR MENU AT €S STEAK & SEAFOOD

Fesst o vadson s decaces
e W e b corte

take in Golden Gate views
over a long weekend

PR ————
ool U LT
Emmamenss I
e

book now
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APRIL 2017 MR CAMPAIGN REVIEWS

Email details

Standalone email accounts 1,738
eMews accounts 20
Hotel Specials accounts 3
Points expiration accounts 77
Confirmation email accounts 46
Other ridealong 3
Refer-a-Friend 319
Total 2,206
% year elapsed 41.7%
YTD accounts 15,169
2017 email accounts budget 33,000
% to budget 46.0%
Prior year YTD 14,770
% /v 2.7%

1,377
188

a8 w

257
1,947

2,429
168
27
105

2,805

2,278
2,935
61

[£%]

27
5,375

MRCC RESULTS AGAINST FORECAST (EMAIL)

1,616
719

112
110

159
2,746

Marrioft
REWARDS

2000000008008

Yes
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7.0

6.0

5.0

4.0

3.0

20 +—

1.0

0.0

MVP DID NOT APPEAR TO
GENERATE ADDITIONAL BOOKINGS

Bk/Del --——

L

Feb-17
S\LY Bookings = Bookings

Mar-17

Jan-17

Apr-17
= =LY Bk/Del (K) ——BK/Del (K)

80,000

- 70,000
- 60,000
- 50,000
- 40,000
- 30,000
- 20,000

- 10,000

MVP was launched in April
and in May did no generate
incremental bookings
compared to 2016

Marrioft
REWARDS

---------------
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MOM CTO% DID NOT FALL AS SIGNIFICANTLY
DURING LAST YEAR'S 3 MONTH THEME

8.8%

7.8%

6.8%

5.8%

4.8%

3.8%

2.8%

CTO% decreased significantly in the 3" month in 2016

Note: Road Trip ‘16 was over June-Aug, Summer ‘17 was Mar-May

7.6%

s~

—— 5.7%
\ 5.5%
6.1%
5.7%
4.1%
Series Month 1 Series Month 2 Series Month 3
2016 2017

Marrioft

REWARDS
------- L LTI LR

Yes
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MAY ‘17 HOTEL SPECIALS EMAIL
KPI TRENDS

25%

LY Open%
20% -

15%

10%

59 LY Conv% Conv% CTO%

0%

Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-16 Jan-17 Feb-17 Mar-17 Apr-17 May-17
—Open% —CTO% —Conv% --LY Open% --LYCTO% LY Conv%

Open% fell 6% YoY, 3% MoM,

and 3% below the 12-month

avg

May Subject Line Test:

* Your June Travel Deals
(12.7%)

* June Travel Deals: Save 15%+
on Hotels (11.6%)

CTO% fell 13% YoY, 2% MoM,
although click volume was 3%
above the YTD avg

Conv% was up 2% YoY, 2%
MoM, and 3% above the 12-
month avg

Marrioft
REWARDS

sess00000000ss.
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MAY ‘17 HOTEL SPECIALS LINK ANALYSIS

Click volume was 3% above the YTD avg

* Account Box + Search generated the highest click volume and % of clicks
YTD

* Mobile App Sweeps offer generated most clicks in curated offer section;
leveraged “Last Chance” urgency copy in headline

Field Offers click volume decreased 5% MoM, but was 0.5% above
the YTD avg

Curated offers generated a 15% lower % of clicks and 11% (-3.0K)
fewer clicks than the YTD avgs

+ Conv% was 13% above YTD avg, primarily due to high ‘Mobile Apps Sweep’;
2nd highest Conv% for curated offer YTD

Compared to YTD avgs, % of clicks to eBreaks was down 32% but
Conv% was up slightly

EXPERIENCES

ACCOUNT BOX
6% clks, 3% bks

31% clks, 41% bks

XHOXX0636.

SEARCH
9% clks, 10% bks

Get Out There, Mitchell

Your June Travel Deals

Eamn Unlimited Marriott Rewards Points

Plus, get free stays faster. Learn More

Eat Your Way Across Europe
Promos © Get free breafast and the lowest rates at over 250 hofels
when you book this ofer and pay with Visa.

—"‘_/q Doul ints: Enjoy the view.
Eam u 000 points on your next cruise.
Get Double Points

Find Your

Weekend
Adventure

EBREAKS

4% clks, 4% bks

Yes

GETAWAYS
7% clks, 9% bks

Marrioft
REWARDS

2000000008008
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MAY ‘17 HOTEL SPECIALS LINK ANALYSIS

Observations
Most clicked content:

Q Popular Deals

10K

29K

. Mobile App Sweeps (Unlock more...) 8.0K

. eBreaks 7.0K
. Cruises Only (Unlock more...) 45K
. South Florida (Popular Deals) 29K
. Bahamas Credit (Popular Deals) 2.8K
. Across the West (Popular Deals) 2.1K

Mobile App Sweeps offer generated a higher click volume and

Q Unlock More Rewards

-"—a Double points: E
Earn up to 60,000 pol 45K

Limited Time!

Get Double Points

Last Chance: Win 3.75 MM Points

Don't miss your chancf

points. You'll get an e 8. 0 K

~ the Marriott Mobile Apj

100 BKS

All Promos ©

273 BKS

832 BKS :

Conv% than any other May curated offer

* Focus on ‘3.75M points’ & urgency in headline may have
contributed to 58.5% lift in % of clicks (+3.1K) and a 41.5% Conv%
from Mar ‘17 offer

Earn Unlimited Marriott Rewards

Save 20% With eBreaks®

Weekend

across the map.

Stay Across the 15% Off South Bahamas Resort
West Florida Credit
WEEKEND BREAKFAST » FROM $135 GET $500 »

g Join Us at D.C. Pride!
Walk in the parade with Marri 850
only float, or bid points to sc{
#LoveTravels experience. 27 BKS
. 15K
Plus, get free stays faster. Learn More 94 BKS
»

Eat Your Way Across Europe
Get free breakfast and the lowest rates at over 250 hotels
when you book this offer and pay with Visa.

Find Your

Adventure

Discover last-minute deals

SeeAll ©

28K

127 BKS | 107 BKS
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MAY 2017 MR CAMPAIGN REVIEWS: SUMMER MEGABONUS 17 ANNOUNCEMENT SOLO

SUMMER MEGABONUS ANNOUNCEMENT

SOLO

Aarriott
REWARDS
resssee0osenest

INFINITE POINTS.

GO AHEAD, EARN ENDLESSLY.

STAY AND EARN

2000 *t

POINTS PER STAY
tarting weh your secand sty

Eam up 10 4,000 Points Per Stay

EXPLORE AND EARN

2,000

POINTS PER BRAND

Promotional . EIR EIR Bld
Delivered . Open% | CTO% Conv%
Announcement Solos Bookings Revenue Del (K)
4.4

Summer'l7 12.IM 526K $I80M 23.0% 174% 10.9%

Summer ' 7 (wlo Non-Members) 103 M 525K  $180M 242% 189% I1.1%
Spring'l7  85M 550K $204M 25.8% 158% 158% 6.4
Summer'l6  9./M 443K §I56M 246% 19.1% 103% 49
Spring'lé  78M 459K $162M 248% 183% 13.0% 59

*Fall ‘16 MB was announced in eNews
Promotional . .
Subject Line Open%
Announcement Solos

Summer '17 New MegaBonus: Infinite Points 23.0%
Spring '17  Introducing Your MegaBonus: 2x Points 25.8%
Summer '16 100,000 Points Could be Yours, [FNAME]  24.6%
Spring '16 Win Big With MegaBonus® 24.8%

Increased Non-Member audience

impacted performance

* Non-Members accounted for 15%
of Summer ’17 audience and <1%
of previous Announcement solo

» Taking out nonmember
performance, Summer’17 CTO%
would have been higher than
Spring ‘16 & 17

The use of “Infinite points” in SL did
not significantly increase Open%

* Audience may be wary of grand,
but vague statements

Separate subject line tests were
conducted for US, Spanish, and
Chinese versions

English Subject Line Test:

* New MegaBonus: Infinite Points
(14.7%)

* Announcing Infinite Points (13.9%)

* Your MegaBonus Offer: Infinite

Points (13.4%)

A\arrioft
REWARDS

+200000000888s5




MAY 2017 MR CAMPAIGN REVIEWS: RENEWERS

HIGHEST CTO% SINCE JAN
16 WITH REDESIGN

Lifecycle: Silver Gold Platinum
Renewers May '17 [May '16 A YoY May'l7 May'l6 A YoY May'l7 May'lé6| A YoY
Delivered 463K 420K [03% 64K 37K 762% 52K 50K 4.2%
Open%  61.3% 617% -0.6% 652% 69.2% -58% 683% 688% -07%
CTO% 28.4% 18.0% 57.7% 22.2%  24.3% -9.0% 20.3% 26.3% -23.0%
oo v cTox
Delivered | Open% | CTO%
Renewers
May 'l6 50.7 K 63.3% 19.7%
Jun'l6 48.5 K 66.0% 19.4%
Jul'lé 66.0 K 66.9% 19.5%
Aug'lé 580K 66.4%  20.8%
Sep'lé 512K 66.6%  20.3%
Oct'lé 588K 65.7%  20.4%
Nov 'l6 44.8 K 64.8% 21.4%
Dec'l6 1.7 K 63.8% 22.1%
Jan'17 103.4 K 61.3% 17.5%
Feb'l7 714 K 60.2% 16.5%
Mar '17 73.1 K 62.4% 24.1%
Apr'l7 50.6 K 62.8% 26.7%
May '17 58.0K 62.4%  26.9%
Average | 574K |64.2% | 20.7%

Qs arch Marriodt ewards ember Rates

m e

,ja

l"

A redesigned Renewers
campaign launched on 3/8

Since March redesign,
CTO% has consistently
increased MoM

» Silver audience drove
campaign CTO%
increase

Golds and Platinum
CTO% were down MoM
& YoY

* Renewers refresh
planned for 6/28

A\arrioft
REWARDS
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Yes
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May ‘17 quarterly MRCC newsletter
was sent to the largest audience
since Feb’13

May ‘17

ECI\/I NEWSLETTER

Highest Open% since Aug '15; a
subject line test was conducted:

* Win a Free Night Stay (40.8%)

+ Exclusive Offers Just for You (37.4%)

Test & Roll results suggest “Exclusive
Offers...” may have ultimately had the
higher Open%

[200,000] 1100,000]

[200,000]
ECM Q2 ) EIR EIR
Delivered i Open% |CTO% | Conv%
Newsletter Bookings | Revenue Del (K)
May'l7 921.2K 104K  $30M 433% 236% 11.0% 113

May '16 8626 K 49K $I1.5M  409% 124% 11.2%

2"d highest CTO% since Feb '13

* The month of May has generated
the highest annual CTO% since
2015 and has consistently
featured a ‘Free Night’
Sweepstakes

Marrioft
REWARDS

2000000008008

Yes




MAY 2017 MR
CAMPAIGN REVIEWS



51 B MAY 2017 MR CAMPAIGN REVIEWS: ENEWS

YOY CLICK & BOOKING VOLUME FELL
DESPITE AN INCREASE IN DELIVERIES

Program eNews

Total 146 M
Delivered -2.7% 22.0%
3
= 0.16% 0.10%
-2 Unsub Rate
3 -0.1 pts (-0.2 pts
<C

4 98%
-1.5 pts

. ¥
-1.0 pts ([-0.4 pts
19.7M ( 3.5 M
Opens
o -6.5% 19.7%
o
2.2% 2.4%
£l Click Rate
B -0.3 pts |-1.1 pts
=
- I1.9M [351.3K
Unique Clicks
-15.0% | -16.7%
Click to Open 9.4% 10.1%
Rate -0.9 pts | -4.4 pts
1745K | 31.2K
Bookings
-21.3% | -30.0%
400.8 K | 745K
RoomNights
-24.3% | -30.1%
=
: Rev $1lL6 M
£
e

9.4% 8.9%
-0.7 pts |-1.7 pts

Conversion Rate

Bookings per
Delivered(K)

-29.6%
2.1
-42.6%

May eNews BPK fell by
43%

* Non-booking focus in Top
Offer

CTO% was the 2" Jowest
since Dec 15

Conv% was 11% below 12-
month avg

Aarriott
REWARDS
2000000008008

Yes
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35%
30%
25%
20%
15%
10%

5%

0%

MAY 2017 MR CAMPAIGN REVIEWS: ENEWS

MAY ‘17 ENEWS EMAIL KPI TRENDS

LY Open% - Open%

-

LY Conv% o i —
Conv%
Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-16 Jan-17 Feb-17 Mar-17 Apr-17 May-17
—Open% CTO% Conv% =-- LY Open¥% =--LYCTO% LY Conv%

Open% was 3% above 12-month
avg; but down 5% MoM and 2%
YoY

May Subject Line Test:

* Your Account: 3 Benefits You
Should Know

* Your Account: 3 Benefits for Your
Next Trip

* Your Account: Holiday Starter Kit

CTO% was the 2" Jowest in 2.5
years
« Content above Rewards section

generated the lowest click volume
since Jan '16

Conv% was 11% below 12-month

avg

* Top Offers 2 (Atlantis/100K
MRCC/MVC) Conv% accounted for
20% of total clicks and Conv% was
14% below overall mailing

A\arrioft
REWARDS

2000000008008

Yes
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ACCOUNT BOX

MAY ‘17 ENEWS SECTIONS

May eNews generated 14% fewer clicks and an 9% lower Conv% than YTD avg
» Top Offers featured evergreen benefits & generated 73% fewer clicks than YTD avg
o All other sections experienced click volume increases vs YTD avg
* The following sections had a lower Conv% than their respective YTD avgs:
o Top Offer 2 = 20% of clicks / 19% lower Conv% than YTD section avg
o Account Box = 26% of clicks / 11% lower Conv% than YTD section avg

Top Offer 2 section leveraged MVP content and generated the most clicks since
Jun’16

* 100K MRCC (72% of TTL Delivered)
 Atlantis (17% of TTL Delivered)
* MVC 20% Off (10% of TTL Delivered)

Clicks =61 K/ Conv% =6.7%
Clicks= 6 K/ Conv% =5.7%
Clicks = 6 K/ Conv% =9.5%

First name personalization was applied to the pre-header and generated the most
clicks in 2017 thus far (+259.2% above YTD avg)

* PH: Hi [FNAME]: Here are your May member updates

26% clks, 34% bks

SEARCH
5% clks, 5% bks

TOP OFFER
16% clks,17% bks

TOP OFFER 2
18% clks, 15% bks

REWARDS - HEADER Y
4% clks, 3% bks =

TRAVEL, TRANSFORMED ©

B REWARDS - MVP

11% clks, 8% bks
FsAPrey gann ] -

%l REWARDS - MAIN
10% clks, 9% bks

We're Honored. Mitchell
™ Rewards was ramed Pr

o
E anks.
o

s 0o you need? See Rewards Chart »

DEST. PROPENSITY
2% clks, 2% bks

S o Ll L e S P
LN ;

EBREAKS
2% clks, 2% bks

Marrioft
REWARDS

2000000008008

Yes
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ACCOUNT BOX

MAY ‘17 ENEWS SECTIONS

YTD, Rewards section generated the most clicks and highest % of clicks (+49%
above avg)

* Rewards Chart link generated the most clicks (24% of section clicks)
 3.75M Point Sweepstakes generated the 2" most clicks (17% of section clicks)

* MoM, MVP Offers generated 3.9% more clicks and a 34.9% higher % of clicks; MoM,
MVP Conv% decreased 7.1%

New Destination Propensity section* replaced City Scene; Generated 13% higher %
of clicks than the YTD City Scene avg

+ Conv% was 88% higher than the City Scene YTD avg

Hotel Openings leveraged 2-across treatment and generated the highest click
volume & % of clicks YTD

eBreaks generated the highest % of clicks since Jan’17

*destinations & hotels were based on members’ propensity

26% clks, 34% bks

SEARCH
5% clks, 5% bks

TOP OFFER
16% clks,17% bks

TOP OFFER 2
18% clks, 15% bks

REWARDS - HEADER ¢
4% clks, 3% bks =

TRAVEL, TRANSFORMED ©

B REWARDS - MVP

11% clks, 8% bks

TS Prey el

Use Points for Experiences

.....

:T.mm

B Got Points? Go Shopping!
el
Py joe Pots

| REWARDS - MAIN
10% clks, 9% bks

Q) How many ports o you nee? See Rewards Chart»

DEST. PROPENSITY
2% clks, 2% bks

L L S|
Sieg el

HOTEL OPENINGS
4% clks, 3% bks

R

Hotel EMC2,
Marriott Autograph Collection

See Chicago

EBREAKS
2% clks, 2% bks

Marrioft
REWARDS

2000000008008

Yes
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MAY ‘17 ENEWS REWARDS SECTION ANALYSIS

iscover reward partners.

147K
897 BKS

MVP offers accounted for 39.0% of Rewards clicks; the highest
clicked offers were:

* TSA Pre-check = 7.3% of Rewards clicks (6.2K)

+ Explore Hawaii = 6.3% of Rewards clicks (5.4K)

* 35% Off Hertz = 4.4% of Rewards clicks (3.7K)

* Merchandise Redeem = 3.5% of Rewards clicks (2.9K)

Rewards Chart link generated 24.2% of section clicks, more clicks
than any other piece of Rewards content

* May Rewards Chart link leveraged same copy as Aug ‘16, but
generated 164% more clicks and accounted for a 218% higher % of
overall clicks

20.6 K
o How many points do you need? See Rewards Chart » 1.0 K BKS b




56 & MAY 2017 MR CAMPAIGN REVIEWS

MAY ‘17 ENEWS DESTINATIONS PROPENSITY SECTION ANALYSIS

Despite only targeting 41.1% (5.2M) of May eNews recipients, . :;EROO o
Destinations Propensity module generated 13% more clicks than LTS
the City Scene section 12-month avg Plan Your Next Trip to the Mile High City

SEE DENVER

May '1 7 eNews May '17 eNews
Delivered Clicks
Dest. Propensﬂ:y Dest. PropenSIty
1.4 M 1.2 K A -~
Chicago 7475 K Chicago 1.0K .= iz | i PROPERTIES
San Francisco 5549 K San Francisco 709 ~ e
Dallas 469.2 K NYC 698
Atlanta 453.0 K Boston 654 o an T . e
Collection® Hotel
NYC 304.6 K London 553
Boston 2749 K Orlando 484 | Book Now | | Book Now | | Book Now
Orlando 2473 K Atlanta 440 o Members get the lowest price at Denver hotels. See All ©

D 179.6 K
envejr Dallas 313 ‘SEE ALL’ LINK
Phoenix 173.9 K Phoenix 242 S el sl Marnoft
REWARDS

2000000008008
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MAY 17 ENEWS MVP OFFERS

May eNews EIR EIR Overall| MVP |Overall] MVP
Delivered Open%
MVP Offers Bookings | Revenue CTO% [CTO% Conv% Conv% |Del (K
Optimize 5.0M 124 K $43M 248% 103% 1.3% 9.8% 6.4%

Random .2 M 27K $904.1 K 248%  93% 1.2% 9.5% 5.5% 22
63M 14.7 K $49M  249% 9.7% 1.2% 9.7% 6.2%

mmmm

Moments - Red Roaster dini nngm Chef Mar

Sweupto20%acrossUS  120%  156%  NIA
Member Rates  125%  114%  NA
Escape to Ritz-Carltan, recannect package  9.6% W NA

Explare Phos
MVC - save 20% at over
MRCC-US existing cardnalder - 50K, rien
NYCfor I5% less  7.7% 74T NA
Florida for 20% off  6.9% 77% NA
Eurcpe for up to 20% less

from $136  N/A 97N NA

ra
FIZS, save 35% on bedding  B.3% 16%  NA

N
CaribbeaniLatin America Sale, save 5% WA 49%  NIA
Explore San Diego, from $254  32%  99%  NA

Explore Havaii, from 225 46%  L1%  MNA

Merchandise redemption - US members 0.0% 41% 4.5%
Explore San Juan, from $218 NA 45% NA

NA 4.0% NA

58% 5% NA

3 00%  NA

00% A

WA 00%  37%

Hertz, up to 35% off 4.6% 3% 2.6%

Explore San Francisco, from $22| NIA 34% NA
Moments - Use points for experiences 4.0% 0.0% 24%
Merchandise redemption - Rest of World 0.0% 0.0% 24%

ore .
ouson.from $152 A 00%  nwa |Green box = Top Offer 2 MVP Offer

Optimize group
generated a higher BPK
than Random (+15%) &
BAU (+8%)

Optimize group generated

highest CTO% & Conv%

on campaign and MVP

section level

« Campaign and MVP section
level results were
statistically significant

Marrioft
REWARDS

2000000008008

Yes
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TOP OFFERS BY REVENUE

Green box = Top Offer 2 MVP Offer

MVYP Offers

Random

EIR
MVP Offers i
Revenue

BAU

MVP Offers

EIR |

Clicks
Revenue

MRCC-US - earn |00K, last chance $785.6 K 31.6 K MRCC-US - earn 100K, last chance $54.8 K MRCC-US - earn 100K, last chance $604.6 K 26.9 K
Explore Hawaii, from $225 $91.3K 52K Atlantis, receive up to $500 in resort credits $20.8 K 1.1 K MVC - save 20% at over 50 resorts $117.4 K 3.7 K
Atlantis, receive up to $500 in resort credits $74.3 K 1.8K l MVC - save 20% at over 50 resorts $13.5K 920 Get TSA Precheck - use 25,000 points to enroll $105.7 K 5.3 K
Florida for 20% off $72.6 K 25K Save up to 20% across US 365K 96 Moments - Red Rooster dining with Chef Marcus S. $60.4 K 1.2 K
MVC - save 20% at over 50 resorts $542 K 16K l NYC for 15% less  $4.7 K 8l Atlantis, receive up to $500 in resort credits $39.2K 27K l
Save up to 20% across US $37.4 K 902 Member Rates ~ $3.8 K 88 Merchandise redemption - US members $38.6 K 2.9 K
Ritz-Carlton Club Level $35.6K 12K Escape to Riz-Carlton, reconnect "ac:“’ge $37K 98 MRCC-US existing cardholder - 50K, refer a friend $27.5K 983
Hertz, up to 35% off $212K 1.6K Florida for 20% off - $3.6 K130 Hertz, up to 35% off $206K 19K
MRCC-US existing cardholder - 50K, refer a friend $13.1 K 788 e e e e b il ek Wankd gin s i 008
Europe for up to 20% less $I125K 423 Explore San Diego, from $254 - $3.1 K 91 o e ot for exvert —
Get TSA Precheck - use 25,000 points to enroll $12.5 K 767 ST T r O e o ods L ST SIS . ‘
Ritz-Ca B reald: el 99 Moments - Faith Hill & Tim McGraw $5.9 K 347

MRCC (Refer-a-friend & 100K pts)

Leisure destination, nationwide offers

Atlantis resort credits
Ritz-Carlton

Hertz

International

MRCC 100K
Atlantis resort credits

General nationwide, NYC, & warm leisure

destination offers
Member Rates
Ritz-Carlton content
TSA Pre-check

* TSA Pre-check

« General resort offer

* Red Rooster dining (Moments)
* Merchandise redemption

* Hertz

MRCC (Refer-a-friend & 100K pts)
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NEW UK VERSION ADDED INCREMENTAL European audience engagement
with eNews did not seem to be
ENGAGEMENT IN ADDITION TO GLOBAL ENEWS | signifcantly affected in Apr+tay 17
by the introduction of UK version
P Open% o * In Apr+May ‘17, European
0% e = audience Open% was above 8-
35X 317 s = R month avg and CTO% was below
30% - 27.4% 28.0% 27.5% :
2% » European Apr+May ‘17 Open% &
?g‘: ' CTO% were consistent with global
o eNews
5%
. Aug'16 Sep'l6 Ow'lé Nov'lé Dec'l6  Jan'I7 Feb'l7  Mar'l7 Apr'17 May 17 The addition of UK eNews
8 UK Countries, All Versions UK Version created an additional touchpoint
with incremental exposure
CTO%
25%
21.6%
20% Apr '17 European Version %
15% 5% 151% o eNews Versions | Delivered to Eur.
) l02% a8 Domestic/Int’| 62.8%
1 7% £0% e e UK 31.8%
5% I I I I - . German 5.4%
0% _ , ‘ , ‘ _ _ _
Aug'l6 Sep'l6 Oct 'l6 Nov 'l6 Dec 'l6 Jan 17 Feb'l7 Mar 17 Apr'l7 May '17
® UK Countries, All Versions m UK Version Mar"o"
REWARDS UQS
+200000000888s5
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MEA ENEWS

40%
35% -
30%
25%
20%
15%
10%
5%
0%

20%

19.5%

20.9%21.0%

Aug'lé

18% |

16%
14%
12%

8%
6%
4%
2%
0%

10%

10.0%

Aug'l6

Sep'lé

13.3%

Sep'l6

QOct'l6

16.4%

|71%

Oct'lé

20.1%

Nov'l6

17.0%

Nov 'l6

Open%
35.0%
25.2%
24.2%
27%
095 2.4%
I ]
Dec'lé Jan'17 Feb'17 Mar '17 Apr'17

u MEA Countries, All Versions B MEA Version

CTO%
17.6%
9.3%
B5% 4%
I I 6.4%
Dec'l6 Jan'17 Feb'l7 Mar '17 Apr'l7
m MEA Countries, All Versions  ® MEA Version

234%

May '17

7.7%

May '17

MEA audience engagement

with eNews does not seem to

be significantly impacted

during months MEA eNews is

deployed

* MEA audience avg Open% &
CTO% is higher during months
MEA eNews is sent

Apr'l7 MEA % of MEA
eNews Composition Delivered
Middle East  51.4%
Africa  44.5%
Asia  4.0%
Pacific Islands  0.1%
Caribbean Islands  0.02%
Aarrioft

REWARDS

2000000008008

Yes
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CTO% WAS THE HIGHEST SINCE OCT ‘16

Hotel

Program Specials

Audience

Total 83.1 M 10.3 M
Delivered -2.7% 1.9%
Unsub Rate 0.16% 0.14%
-0.1 pts | 0.0 pts

98% 98%

Delivery Rate
0.3 pts | 2.6 pts

Engagement

23.8% 18.4%
Open Rate
-1.0pts | -1.1 pts
19.7TM I1.9M
Opens
-6.5% -3.7%
Click Rate e 5
-0.3 pts | -0.3 pts

148.7 K
Unigque Clicks
-15.9%
Click to Open 9.4% 7.9%
-0.9 pts ([ -1.2 pts

Financial

1745K | 133K

Bookings
-21.3% -14.3%
RoomNights 4008 K | 305K
-24.3% -13.8%
$61.3 M | $48 M

Revenue
-24.1% -12.1%

Conversion Rate L 9:0%

-0.7 pts | 0.2 pts

Bookings per 1.3
Delivered(K) -15.9%

Hotels Specials deliveries

increased 2% YoY while

bookings decreased by

14% YoY, resulting in a

16% decrease in

booking/delivered

* Due to decreases in Open
& CTO%, 6% & 3%
respectively

* Conv% was up 2% Yo,
3% above the 12-month
avg

Content highlights:

* Cruises Only 2X pts offer
* Mobile App Sweeps
* D.C. Pride Parade

Marrioft
REWARDS

*200000000ss.
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MAY ‘17 HOTEL SPECIALS EMAIL
KPI TRENDS

25%

LY Open%
20% -

15%

10%

59 LY Conv% Conv% CTO%

0%

Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-16 Jan-17 Feb-17 Mar-17 Apr-17 May-17
—Open% —CTO% —Conv% --LY Open% --LYCTO% LY Conv%

Open% fell 6% YoY, 3% MoM,

and 3% below the 12-month

avg

May Subject Line Test:

* Your June Travel Deals
(12.7%)

* June Travel Deals: Save 15%+
on Hotels (11.6%)

CTO% fell 13% YoY, 2% MoM,
although click volume was 3%
above the YTD avg

Conv% was up 2% YoY, 2%
MoM, and 3% above the 12-
month avg

Marrioft
REWARDS

sess00000000ss.
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MAY ‘17 HOTEL SPECIALS LINK ANALYSIS

Click volume was 3% above the YTD avg

* Account Box + Search generated the highest click volume and % of clicks
YTD

* Mobile App Sweeps offer generated most clicks in curated offer section;
leveraged “Last Chance” urgency copy in headline

Field Offers click volume decreased 5% MoM, but was 0.5% above
the YTD avg

Curated offers generated a 15% lower % of clicks and 11% (-3.0K)
fewer clicks than the YTD avgs

+ Conv% was 13% above YTD avg, primarily due to high ‘Mobile Apps Sweep’;
2nd highest Conv% for curated offer YTD

Compared to YTD avgs, % of clicks to eBreaks was down 32% but
Conv% was up slightly

EXPERIENCES

ACCOUNT BOX
6% clks, 3% bks

31% clks, 41% bks

XHOXX0636.

SEARCH
9% clks, 10% bks

Get Out There, Mitchell

Your June Travel Deals

Eamn Unlimited Marriott Rewards Points

Plus, get free stays faster. Learn More

Eat Your Way Across Europe
Promos © Get free breafast and the lowest rates at over 250 hofels
when you book this ofer and pay with Visa.

—"‘_/q Doul ints: Enjoy the view.
Eam u 000 points on your next cruise.
Get Double Points

Find Your

Weekend
Adventure

EBREAKS

4% clks, 4% bks

Yes

GETAWAYS
7% clks, 9% bks

Marrioft
REWARDS

2000000008008
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MAY ‘17 HOTEL SPECIALS LINK ANALYSIS

Observations
Most clicked content:

Q Popular Deals

10K

29K

. Mobile App Sweeps (Unlock more...) 8.0K

. eBreaks 7.0K
. Cruises Only (Unlock more...) 45K
. South Florida (Popular Deals) 29K
. Bahamas Credit (Popular Deals) 2.8K
. Across the West (Popular Deals) 2.1K

Mobile App Sweeps offer generated a higher click volume and

Q Unlock More Rewards

-"—a Double points: E
Earn up to 60,000 pol 45K

Limited Time!

Get Double Points

Last Chance: Win 3.75 MM Points

Don't miss your chancf

points. You'll get an e 8. 0 K

~ the Marriott Mobile Apj

100 BKS

All Promos ©

273 BKS

832 BKS :

Conv% than any other May curated offer

* Focus on ‘3.75M points’ & urgency in headline may have
contributed to 58.5% lift in % of clicks (+3.1K) and a 41.5% Conv%
from Mar ‘17 offer

Earn Unlimited Marriott Rewards

Save 20% With eBreaks®

Weekend

across the map.

Stay Across the 15% Off South Bahamas Resort
West Florida Credit
WEEKEND BREAKFAST » FROM $135 GET $500 »

g Join Us at D.C. Pride!
Walk in the parade with Marri 850
only float, or bid points to sc{
#LoveTravels experience. 27 BKS
. 15K
Plus, get free stays faster. Learn More 94 BKS
»

Eat Your Way Across Europe
Get free breakfast and the lowest rates at over 250 hotels
when you book this offer and pay with Visa.

Find Your

Adventure

Discover last-minute deals

SeeAll ©

28K

127 BKS | 107 BKS
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OPEN% WAS THE 2"° HIGHEST ncreased 159% Yox and click
SINCE MAR'16

volume increased 61%,

Program Dest.

Toul AL resulting in a 17% CTO%
Delivered -2.7% H
I— increase
E nsu te 0.1 pts
Delivery Rate May was the 3" and final
N month of the “Vacation
10 pts | 39 pes Planner” series
19.7TM
Opens
=z -6.5%
% Click Rate _:_f:’u Vi Open% was the 2" highest

since launch (Mar ‘16)

Unique Clicks

Q

Click to Open 9.4%

Rae | AT CTO% increased 17% YoY,
Bookings RSN but was slightly below the
_ 008 K 12-month avg

RoomNights
_ -24.3%
g $6I.3 M [s5.0M
H Revenue
= -24.1%

Conversion Rate S
-0.7 pts
Bookings per E! '\\ar"o"‘
Delivered(K) REWARDS w
s200000000800s:
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MAY ‘17 DESTINATIONS EMAIL KPI
TRENDS

30%

25%

Open% was the 2" highest since

launch; separate subject line tests

were conducted for Global and US

versions

uUs:

« Travel Tips: What to Book Before
You Arrive (22.4%)*

* Weekend Goals: Eat, Drink, Travel.
(19.6%)

* Read This Before Your Next Trip
(19.5%)

* Read This Before Your Next Trip
* Weekend Goals: Eat, Drink, Travel.

« Travel Tips: What to Book Before You
Arrive (24.5%)

Open%
0% - — T
LY Open%
159 Global:
10% LY Conv%
2 Conv% —— (26.6%)*
5% — ; =
o CTO% LY CTO% (24.8%)
Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-16 Jan-17 Feb-17 Mar-17 Apr-17 May-17
—Open% CTO% Conv% =-- LY Open% =--LYCTO% LY Conv%

CTO% increased 17% YoY, but was
slightly below the 12-month avg

Highest Conv% YTD

A\arrioft
REWARDS

2000000008008

Yes



67 & MAY 2017 MR CAMPAIGN REVIEWS

MAY ‘17 DESTINATIONS LINK ANALYSIS

May was the final month in the “Vacation Planner” series and while click volume
dropped 16% MoM, it generated 9% more clicks than the 10-month avg

+ All sections exceptt Top Offers generated the highest % of clicks and click volume since Dec '16

Top Offers section featured less content than other Vacation Planner months &
generated the least clicks of any Top Offer content YTD; generating 61% fewer clicks &
48% lower % of clicks than Mar + Apr ‘17

« ‘Eat Well’ and ‘Drink Up’ content called out non-M.com destination

» ‘Eat Well’ generated 3x more clicks than “Drink Up”

‘Memorial Day Ideas’ module generated similar click volume as ‘Travel Stickers’ content,
despite being featured in a lower position and accounting for less real-estate

May Destinations generated the highest overall Conv% since in 2017 thus far, driven
primarily by Search and Account Box section

Trip Planner generated the most clicks since Dec ’16 featuring activities & links to more
options

HEADLINE
1% clks, 1% bks

EAT WELL
21% clks, 12% bks

ACCOUNT BOX
38% clks, 61% bks

SEARCH
8% clks, 9% bks

RAVEL LIKE YOU MEAN IT.
MAXIMIZE YOUR TIME ON THE GO

DRI

EAT WELL. D o
The best cheap eats in every state 20 types of boaze to try worldwi
via Travel + Levsure v

Fodors Travel

STICKERS
4% clks, 3% bks

UPCOMING TRIP
1% clks, 1% bks

MEMORIAL DAY
4% clks, 2% bks

TRAVEL TIP
5% clks, 3% bks

TRIP PLANNER

10% clks, 4% bks

e P — -

BEACH TRIP: CITY TRIP: ACTIVE TRIP:
SAILING TOUR MICHELIN MEAL GUIDED TREK
BEST BEACHES + BesT cmes - BEST ADVENTURES

NK UP

- 7% clks, 3% bks
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US VS ROTW MAY DESTINATIONS

ROTW Version

Marrioft
REWARDS

May 17 Bl/

Delivered Bookings Revenue | Open% CTO% Conv%
Destinations Del (K)

Us 100M 122K $40M  232% 57% 9.2% 1.2
ROTW 28M 20K $957.8K 274% 48%  55% 0.7

TRAVEL LIKE YOU MEAN IT.

MAXIMIZE YOUR TIME ON THE GO

.ﬁl

Months shown leveraged similar targeting

Us

Delivered Open% CTO%

Destinations

En WELL. DRINK UP.

20 types of booze und the
on m ates. iy

E = May'l7 100M  232% 5.7%
s March'l7  98M  21.1%  7.6%
C y“ - July'l6  100M  234%  63%

Message travel stickers.

ROTW
Delivered | Open% CTO%

Destinations

May'l7 28M  27.4% 48%
March'l7 27M  261% 7.6%
July'l6  13M  254% 53%

st acnes - msvemes - s agventumes <

US Version

AMarrioft
REWARDS

TRAVEL LIKE YOU MEAN IT.

MAXIMIZE YOUR TIME ON THE GO

aﬁ.

EAT WELL. DRINK UP.
The best ches

STAY IN TOUCH.

Tell your friends about your rp with Message ravel stickers.

Plan Your Next Trip to London

[ seetowon |

.. NEED MEMORIAL DAY IDEAS,
MITCHELL?

(Check out the best long weexend getaways

TIPS FOR TRAVELING SOLO
Jers, dine alone and more.

Re on oo MORE TRAVEL TIPS

BEACH TRIP: CITY TRIP: ACTIVE TRIP:
SAILING TOUR MICHELIN MEAL GUIDED TREK

A US and a ROTW version were sent in May;
differences in versions include:

- ‘Eat Well’ offer copy POV

» US version featured personalized Memorial
Day module

US version generated a 19% higher CTO%

+ ROTW audience had 17% higher % of clicks
to the Account Box/Search

+ ‘Eat Well’ top offer generated a 33.6% higher
% of clicks for US audience, despite slight
copy differences

+ US audience still would have generated a
higher CTO% if Memorial Day clicks were
removed

‘City’ content generated the highest click
engagement in the Trip Planner section for
ROTW audience (+53.3% % of clicks), while
US audience preferred ‘Beach’ content
(+20.2% % of clicks)

* CTO% in Mar ‘17 was nearly equal; ‘City’
and ‘Beach’ content was featured in the Top
Offer section

‘City’ content generated 22.6%
higher % of clicks for ROTW
audience

‘Beach’ content generated 6.0%
higher % of clicks for US audience

ROTW audience gravitates to City content
and US audience prefers beach content

Marrioft u&g

REWARDS

2000000008008




69 B MAY 2017 MR CAMPAIGN REVIEWS: SOLOS

2ND HIGHEST BOOKING/DELIVERED SINCE Solo deliveries fell 40% YoY
AUG’15 DUE TO SUMMER MB ANNOUNCEMENT while bookings decreased by

39%, resulting in a net increase
in booking/delivered of 1%

Program Solos

Total 831 M 176 M R nd i . .
| oevered |JERD 2_ hlghesf booking/delivered
H . oo since Aug 15
E -0.1 pts |-0.1 pts
Delivery Rate »b% 96%
0.3 pts |-1.8 pts
OpenRace  [Ii May generated the highest
-1.0 pts | -2.9 pts o . ‘ .
oo = CTO% since Aug ‘15;
2 -6.5% | -46.0% * Summer ‘17 MB
£ ] 2.2% || 3.7% A
| ClickRate -- nnouncement accounted for
< -0.3 pts | 0.1 pts
& 75% of May solos & CTO%

Unique Clicks 643.0 K
-37.9%
Click to Open 9.4% 14.6%
-0.9 pts | 1.9 pts
1745 K | 68.7TK
Bookings
-21.3% | -39.0%
400.8 K | 154.4K
RoomMights
-24.3% | -42.5%
$61.3 M ($23.7TM
Revenue
-24.1% | -41.8%
Conversion Rate e 1050
-0-7pts |-02pts Aarrioft

Bookings per 3.9 REWARDS
Delivered(K) 1.3%

*200000000ss.

was well above solo avg

Financial
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MAY 2017 MR CAMPAIGN REVIEWS: SUMMER MEGABONUS 17 ANNOUNCEMENT SOLO

SUMMER MEGABONUS ANNOUNCEMENT

SOLO

Aarriott
REWARDS
resssee0osenest

INFINITE POINTS.

GO AHEAD, EARN ENDLESSLY.

STAY AND EARN

2000 *t

POINTS PER STAY
tarting weh your secand sty

Eam up 10 4,000 Points Per Stay

EXPLORE AND EARN

2,000

POINTS PER BRAND

Promotional . EIR EIR Bld
Delivered . Open% | CTO% Conv%
Announcement Solos Bookings Revenue Del (K)
4.4

Summer'l7 12.IM 526K $I80M 23.0% 174% 10.9%

Summer ' 7 (wlo Non-Members) 103 M 525K  $180M 242% 189% I1.1%
Spring'l7  85M 550K $204M 25.8% 158% 158% 6.4
Summer'l6  9./M 443K §I56M 246% 19.1% 103% 49
Spring'lé  78M 459K $162M 248% 183% 13.0% 59

*Fall ‘16 MB was announced in eNews
Promotional . .
Subject Line Open%
Announcement Solos

Summer '17 New MegaBonus: Infinite Points 23.0%
Spring '17  Introducing Your MegaBonus: 2x Points 25.8%
Summer '16 100,000 Points Could be Yours, [FNAME]  24.6%
Spring '16 Win Big With MegaBonus® 24.8%

Increased Non-Member audience

impacted performance

* Non-Members accounted for 15%
of Summer ’17 audience and <1%
of previous Announcement solo

» Taking out nonmember
performance, Summer’17 CTO%
would have been higher than
Spring ‘16 & 17

The use of “Infinite points” in SL did
not significantly increase Open%

* Audience may be wary of grand,
but vague statements

Separate subject line tests were
conducted for US, Spanish, and
Chinese versions

English Subject Line Test:

* New MegaBonus: Infinite Points
(14.7%)

* Announcing Infinite Points (13.9%)

* Your MegaBonus Offer: Infinite

Points (13.4%)

A\arrioft
REWARDS

+200000000888s5




71 B SUMMER MB 17 REGISTRATION CONFIRMATION SOLO

MB REGISTRATION CONFIRMATION GENERATED

THE LOWEST CTO% & BPK IN THE PAST YEAR

4th Place Summer’17

Brand Exploration
CTO% 6.5%
BK/Del:  10.3

3'd Place: Spring ‘17

TAKE A MEGABONUS TRIP

L i WHERE TO GO IN 2017
L el  \larriott Traveler & Map
‘ Q CTO% 8.3%

BK/Del: 11.6

How many points will you eam at each holer?
Soe Chart »

2nd Place: Fall ‘16

Great chodce; You'ne registersd bo earn 10,000 Bonus points
wvary 10 nights. To gal wour MegaBonus, book_ sty & nam
bedwmen Seplomber 15 and January 15 2017

BOOK ROW

Panniegyoursu? o Travel Deals & Elite status targeting
e ] rights ey frivm Pladinuen Else St @ CTO% 7.8%

BK/Del:  13.2

1st Place: Summer‘16

Save on Upcoming Stays
Plan your noxt tnp with one of our many TraVeI Deals
hotel spocials. Make your stays by CTO 9 8%

Soptombor 5 10 eam all your bonus pomnt

BK/Del:  15.2

Summer 17 featured brand
exploration animated module &
SPG ‘Take Three’ promo

» Brand exploration animation did not

render in Outlook (but did render in
Gmail.)

These solos primarily featured a

main “book now” and:

« Summer ‘“17: Brand exploration

» Spring ’17: Marriott Traveler & Map

* Fall '16: Default travel deals with
Elite status targeting

* Summer '16: Travel Deals

* Link analysis is recommended
for past Registration
Confirmation

* Travel Deals may help
generate additional clicks &
bookings

Marrioft
REWARDS

2000000008008
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May ‘17 quarterly MRCC newsletter
was sent to the largest audience
since Feb’13

May ‘17

ECI\/I NEWSLETTER

Highest Open% since Aug '15; a
subject line test was conducted:

* Win a Free Night Stay (40.8%)

+ Exclusive Offers Just for You (37.4%)

Test & Roll results suggest “Exclusive
Offers...” may have ultimately had the
higher Open%

[200,000] 1100,000]

[200,000]
ECM Q2 ) EIR EIR
Delivered i Open% |CTO% | Conv%
Newsletter Bookings | Revenue Del (K)
May'l7 921.2K 104K  $30M 433% 236% 11.0% 113

May '16 8626 K 49K $I1.5M  409% 124% 11.2%

2"d highest CTO% since Feb '13

* The month of May has generated
the highest annual CTO% since
2015 and has consistently
featured a ‘Free Night’
Sweepstakes

Marrioft
REWARDS

2000000008008

Yes
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LIFECYCLE CLICKS INCREASED 11% YOY DUE
TO A 28% INCREASE IN DELIVERED EMAILS

Program Lifecycle

Audience

Total

Delivered

Unsub Rate

Delivery Rate

83.1 M 5.7M
0.16% 0.28%
-0.1 pts
98% 97%
0.3 pts 0.3 pts

Engagement

Open Rate

2 31.7%
-1 -2.0 pts

Opens

Click Rate

Unique Clicks

Click to Open

197M | 1.8M
22% | S5.4%
19M | 307.2K
15.1% -
9.4% | 16.9%

Financial

1745K | 229K
Bookings
4.7%

RoomNights

Revenue

400.8K | 570K
- 0.4%

$61.3M | SB.6 M
-24. -2.1%

Conversion Rate

Bookings per

Delivered(K)

9.4% | 1.5%
2.1 4.0
19.1%

Delivery increased YoY by 29% and
bookings increased by 5%, resulting in a
19% decrease in booking/delivered

May Open% was the 3' lowest since

Jan’16

» Hello Again generates Open% far below
monthly solo avgs and accounted for 9%
of solos delivered in May

CTO% increased slightly MoM, but was
2% below the 12-month avg

Conv% was the 3 lowest since Jan 16

+ Anniversary accounted for 19% of May
solo emails delivered and generated the
2" lowest Conv% since Jan '16

+ Hello Again generated lowest Conv%
since Jan ‘16

Marrioft
REWARDS

2000000008008

Yes



MAY 2017 MR CAMPAIGN REVIEWS: RENEWERS

HIGHEST CTO% SINCE JAN
16 WITH REDESIGN

Lifecycle: Silver Gold Platinum
Renewers May '17 [May '16 A YoY May'l7 May'l6 A YoY May'l7 May'lé6| A YoY
Delivered 463K 420K [03% 64K 37K 762% 52K 50K 4.2%
Open%  61.3% 617% -0.6% 652% 69.2% -58% 683% 688% -07%
CTO% 28.4% 18.0% 57.7% 22.2%  24.3% -9.0% 20.3% 26.3% -23.0%
oo v cTox
Delivered | Open% | CTO%
Renewers
May 'l6 50.7 K 63.3% 19.7%
Jun'l6 48.5 K 66.0% 19.4%
Jul'lé 66.0 K 66.9% 19.5%
Aug'lé 580K 66.4%  20.8%
Sep'lé 512K 66.6%  20.3%
Oct'lé 588K 65.7%  20.4%
Nov 'l6 44.8 K 64.8% 21.4%
Dec'l6 1.7 K 63.8% 22.1%
Jan'17 103.4 K 61.3% 17.5%
Feb'l7 714 K 60.2% 16.5%
Mar '17 73.1 K 62.4% 24.1%
Apr'l7 50.6 K 62.8% 26.7%
May '17 58.0K 62.4%  26.9%
Average | 574K |64.2% | 20.7%

Qs arch Marriodt ewards ember Rates

m e

,ja

l"

A redesigned Renewers
campaign launched on 3/8

Since March redesign,
CTO% has consistently
increased MoM

» Silver audience drove
campaign CTO%
increase

Golds and Platinum
CTO% were down MoM
& YoY

* Renewers refresh
planned for 6/28

A\arrioft
REWARDS

2000000008008
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MAY 2017 MR'CAMPAIGN REVIEWS " — "= "= "= "= "= "= == === "= *"=7%1

MAY ENEWS BY SECTION

Core % of Clicks

Row Labels
Account Box
Top Offer
Search
Rewards
City Scene
Editorial

eBreaks

Footer

Apr 17
27.63%
45.62%
4.30%
15.72%
1.95%
0.40%
2.08%
2.29%

12 Mo. Avg Apr Diff
20.9% 32.1%
44.5% 2.5%
4.7% -9.3%
16.4% -4.3%

1.1% 70.3%
0.8% |-48.6%
2.1% -3.0%
0.7% 217.3%

TSAT % of Clicks

Row Labels Apr'17 {12 Mo. Avg Apr Diff
Account Box 23.44% 20.0% 17.0%
Top O 8 2.3%
Searchpl aC 6686 djge r:|7.2%
Rewards 17.14% 15.0% 13.9%
City Scene 2.09% 1.2% 78.0%
Editorial 038% | 22% |827%
eBreaks 3.78% 2.7% 39.5%
Footer 1.69% 0.7% 140.2%

- D EEE D EEE 5 ESS § EES § EES § EES § EEE 5 ESm 5 Eem ¢ w8 mm s Belm Ve AsEeD §

[

[

[

WHPH % of Clicks '

Row Labels |Apr'17 |12 Mo. Avg Apr Diff||
Account Box | 17.19% 13.3% 28.9% |
Top Offer  |5491%| 565%  -2.8% '
Search 223% | 26%  -14.6% )
Rewards 19.50% 17.0% 14 5% |=
City Scene | 191% | 05% |3104%|!
Editorial 037% |  3.0% -I
eBreaks 3.29% 15%  115.1%|-
Footer 060% | 04%  41.1% |l
|

A\arrioft !
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MAY 2017 MR*CAMPAIGN REVIEWS

MAY HOTEL SPECIALS BY SECTION

Core % of Clicks

TSAT % of Clicks

Row Labels
Account Box
Search

Field Offers
Getaways
Experiences
eBreaks

Footer

Apr "17
24.6%
7.8%
41.7%
6.2%
9.0%
3.2%
5.7%

12 Mo. Avg
23.5%
9.5%
42.1%
8.0%
4.2%
5.4%
|.6%

Apr Diff
4.7%
-17.7%
-1.0%
-22.6%
I111.5%

Row Labels |Apr'17
Accoufebbi] (3@
Search 8.1%
Field Offers | 49.5%
Getaways 5.5%
Experiences | 8.8%
eBreaks 3.3%
Footer 4.0%

12 Mo. Avg | Apr Diff

He+d eL2x
9.8% | -17.8%
47.0% | 54%
83% | -34.1%
41% | 112.1%
5.7%

WHPH % of Clicks

Row Labels |[Apr'17(12 Mo. Avg|Apr Diff :

Account Box | 18.2% 17.7% 2.5% I
Search 4.5% 6.0%

Field Offers | 46.6% 47.2% 1% |

Getaways 11.4% 10.0% 13.6% I
Experiences | 11.5% 4.9%

eBreaks 3.7% 5.0% "

Footer 1.2% 0.7% 64.4% I

!

Aarriott .‘_ [

R Vi A D § U% ’

2000000008008
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MAY DESTINATIONS BY SECTION

Core % of Clicks TSAT % of Clicks WHPH % of Clicks
I Row Labels Apr '"17|9 Mo. Avg|Apr Diff| |Row Labels Apr '"17|9 Mo. Avg |Apr Diff| |Row Labels Apr 179 Mo. Avg | Apr Diffl
*Account Box | 28.8% | 27.7% 4.0% | |Acco ox | 22.29 21.2% 4.6% Account Box 17.8% | 18.7% -4.7%
Itop Offer | 51.7% | 444% | 164% | [Top ﬁj acQ.-add ere Top Offer | 67.8% | 540% | 25.7%
iSearch 6.0% 5.7% 5.4% | |Search 5.9% 5.3% 11.0% | |Search 2.7% 2.8% -3.9%
‘Middle Offer | 1.7% | 11.1% | 848% | |Middle Offer | 1.9% | 12.5% |=85:2%| |Middle Offer | 28% | 13.3%
IBottom Offer | 5.6% 4.1% 36.5% | |Bottom Offer | 6.8% 4.8% 41.7% | |Bottom Offer | 6.4% 4.4% 45.3%
: Upcoming Trip | 0.3% 0.5% | -28.6% | |Upcoming Trip | 0.5% 0.5% -8.6% | |Upcoming Trip | 0.9% 1.4% | -39.3%

|
. Footer 5.8% 1.9% Footer 4.8% 1.5% Footer 1.7% 0.9%

[ Aarrioft
EEE N EEE E BN I B § B § B § B § B B B B B F S § O EES § B B B B EESE B EEE B B F B § B § O Em § Rl Ve AemD $ WI
2000000008008



79 B INDUSTRY INSIGHTS

Let's keep your points
from disappearing.

Rebranded
P, Welcome

Resorts solo

ONE UP YOUR WELCOME Mark

i i s v EXPERIENCE
AS S O RTED gesdply RO
i » “at*hotel prices 2 EXPLORE OUR OFFERS FROM NEW experiences and exclusive offers.
To keep your account active, e YORK CITY TO NEW JERSEY
just do any ONE of these you wish: ~ 4
% > r v L w 3

BOOK YOUR NYC EXPERIENCE

Points expiration .
featuring partner T =y e
offers/redee — ;

s

IT'S ALL ABOUT you
Benefits that revolve around you - from

free nights to member discounts and
more.

JOINNOW

TRA
AWARDS,

savo 25K of
T — BEGIN YOUR journey Jp—

Makkah and Madinah

Get discaunts with .z,
our parters. )

AVIS miuger

faste the fresh flavors of v
ng DREAM

600+ urban, resort, and lifestyle hotels
around the world

Redeem or donate your

Save up to 60% on our best B

rooms and suites or book our

exclusive local packages this BOOK enjoy summer in Istanbul
summer. With up te 25% off

Best rate guarantee, free Wi-Fi.
exclusive perks

nd get your - -i.
wenpran he cal F m — -
REWARDS STAY Ak bt d
On-the-go concierge services B
PARTICIPATING PROPERTIES check-in and checkout AR e

eam double points with the
2X points package on your

> Save 25% off at the newly opened
THE HYATT.COM Hilton Garden Inn Ras Al Khalmah

R DN nv!n best rate GUARANTEE

Summer rates for
you to discover

LE PARKER MERIDIEN
NEW YORK

Deal: Stoais: 1 x Unrea: 5o

GET IN THE KNOW.
et o

We've 0o greut romations i

Pick one up nearby
at Hilton Short Hilis.

sixriags

8ty 2 nights, save 20
+5av8 Up 10 520 0 each S Flags* ket

HILTON HONORS MEMBERS
GET INSTANT BENEFITS WHEN t r

BOOKING AT HILTON.COM ALY OB the Ui oun GET inspired BY OUR
e parker Jien. Uptown, Not GUESTS

#InAHyattWorld

JOIN HILTON HONORS

Join Hilton H
enjoying Immediate benefits
t View/Upload Photos
165 easier than ever to eam and redeem « Entrar T )
your points at resort vacations. s K oL
and book at hilton.com to get "
instant benefits

all 877-782-011¢ Welcome TO HYATT

BOOK NOW m

b d b

0 fASE wit coly
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ASSORTED (CONT

t getaway?

It's Your Birthday,
let us spoll you!

T

Comptenart ey Wekcoms O
Wit b e e
8 ot e By ol !

‘SARZE Kitchen - suttet
Cunry Lt - bt
LA g T
i

e
Terms s Comitien Aoy

Enroll Now

Daydreaming about
your next getaway?
Stop drearming and stat packing Get away evan soonar

choose your travel destination on al port purchases of
2017

a e
ity
LR

‘o Bark Inn by Radscont
Potels wordwide,

of upto ,off when youbuy
umummwyfm

&

CARLSON

READY, SET,
STAYCATION

watch Tymell atten's
biindtolded Haton Chailenge

New York Gy In Queers, NY
Rates trom|

$129

FROM USD

. 104

Country Inn & Sutes By Car

Good Aftemoon, Mitchell

) o o

Raxdison Hotel Freehod

hit the slopes on a
Mossachusetts ski break

Hilton Grand Vacations

S™ BONUS POINTS!
TOU REEOME A HILTON GRAND VACATIONS™ CWNER

double poinfs
on your first and every stay
Sortes

[Hilton]

taka a thrill ride with a pro driver
at Goodwood Festival of

enjoy a romantic getaway at
Conrad London St. James

view auction

see U2 up close in
Paris Ao a

view auction

touch the wall and feel
the history of Xi'an

view auction

golf with a pro at the
‘Scottish Open Pro-Am

KIMPTON KIMPTON

800K A ROOM | OFFERS

Choose from 50+ hotels & get

design, fresh blooms
& an open-air garden.

aunch of
Amsterdam
hotel

Tips for Your Trip to
terdam >
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Credit Card Offers

Turn flights into
free nights

OFFER EXTENDED: NOW REGISTER BY JUNE
10, 2017, TO EARN UP TO 5,000 STARPOINTS
WITH DELTA.

Final boarding call for select SPG* elite members
Iike you. Earn 1,000 bonus Starpoints® for
each qualifying Delta flight you book and
complete between now and july 31, 2017 — up to
5,000 bonus Starpoints

PARTNER OFFERS

You must register with Crossover Rewards ™
by June 10, 2017, to be eligible for this exchusive
offer

REGISTER NOW

WYNDHAM
REWARDS

ENJOY A FREE
SHOPPING BAG*

THE PERFECT TRAVEL TOTE
FOR YOUR NEXT VACATION

use points to get your
avorite magazines

WATCH YOUR BENEFITS TAKE OFF,

With Crossover Rewards, you'll earn 1 Starpoint!
for every dollar you spend on eligible Delta
flights. That's on top of the miles you already
eam for fiying with Delta

Plus, SPG Platinum members enjoy these elite
Delta benefits

Redeem your ofe bfors Juoe 27, 017,

« Priority Check-in?

« Priority Boarding’

«Unlimited Complimentary Upgrades!
« First checked bag free®

WYNDHAM

REWARDS

WYNDHAM
REWARDS

Register for Crossover Rewards >

FROM USD
join the weekenders,
book direct at Hilton.com

SELECT THE WAY YOU SAVE
WITH AAA/CAA
From California to New York,
the options are endless across.
our more than 1,300 hotels worldwide.
Sava up fo 15% off
our bast available rates, daily breakfast for two,

Pus,the st 50010

to 31,000 bonus pointswi .i--‘
12 battles of wine & 1¢ shipping.

Yt

i, N

MPTO

BOOK A ROOM | OFFERS

Support our partner, The Trevor
Project and get 15% off our Best
Available Rate +
We'll donate $10/Night
to The Trevor Project

Days of the week vary by hotel / Subject to
availability / At participating hotels /
Blackout dates apply

BOOK N

The Trevor Project
As part of our ongoing support of diversity +

the LGBT community, we've partnered with
this leading national organization that
provides crisis intervention and suicide
prevention services to lesbian, gay,
bisexual, transgender and questioning
youth. The Trevor Project strives to assure
that all young people receive the support
and compassion needed to succeed in life

a vision we can all get behind.

LEARN MORE >

Credit card featured
in newsletter top

o p—
-

WYNDAM
REWARDS

What are the perks of baing

ialifying Nights

carn 7x carn 5x
bonus points bonus points bonus points
B R T e e

e ey
wavaenr

* " e v

R H

WYNDHAM
REWARDS

The Wyndham Rewards® Visa® Card

EARN POINTS TOWARD A
FREE NIGHT PLUS GET GOLD
MEMBER LEVEL BENEFITS™

y-
-

GET GOLD

EARN 15,000

EARN 3 points

EARN 2 points

EARN 1 point

NUAL FEE

GN TRANSACT

visa

T T L T
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LIFESTYLE MAILINGS

AR (T
LFE

'S
& racipes to make you forget why you ever ordered 3 vodka soda
tiriont coc

o
GET FIT, GET UT

Sucheta Pal shows us how to #DatorRetoafiepeat
FOLLOW HER DAY+

Comm

WHAT'S NEW THIS WEEK

= =
(AR A

Follow These Thr am Members

for some Fantastic

We have 50 many amazing persanalities on H360.
and we want to highlight a few that consistently
share amazing stories. Follow them to see their
latest activity and catch their stories as soon as
they publish

Also in H360 this week

« Hotels

ardwalk in Fin-Opoly

Birthday Bed Spread

« Reaching Over 100 Youth for
Week

sreers@Hilton

EEK - Flap Your
\gs for this Memorable Mothel
Day

Hilton Buena Vista Palace became the life of the
party on Mothers Day! Team Members across the
hotel did the classic chicken dance as a unique
memorable celebration

IDEA OF THE WEEK
Throw it in the Box!
Hilton Dusseldorf has a simple, effective best
practice that allows Guests to make
they leave, and it comes true upon

Make a Wish!

wish before
eir return!

PHOTO OF THE WEEK
Sibiu Lends a Helping Hand

Team Members of Hilton Sibiu joined the
humanitarian organization SOS Chikdren's Villages
Cisnadie to brighten the day for local children. Find
out what they did and take a look at these photos
taken over the course of the project

How Hilton

VIEW BEST OF H360 THIS WEEK

H360 is a weekly community newsletter that
highlights people and properties

WHAT'S NEW THIS WEEK

A Stellar Celebration for F&B
Recognition Week

Hilton Amsterdam Airport Schiphol celebrated

Food & Beverage team with an action packed week
king for a fantasti example of

ad o

Also in H360 this week

+ Get Ready for Team Member Appreci
peek

« Happy Birthday. Mr. Anderson
+ Getting the Most out of the Travel With
Purpose Action Grant

DEO OF THE |

n Labriz Ress

THE WEEK

IDEA OF How to Ensure

all about thi
satisfaction,
t can make!

impre

PHOTO OF

THE WEEK - Hilton Kota

rally to get the team excited for opening! check out
t ictures of all of the actiitiest

VIEW BEST OF H360 THIS WEEK




