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November 2016 Key Storylines

« Nov “16 generated 22% more bookings & 36% higher booking per delivered YoY with 30
Days of Members Get It content featured in 71% of emails delivered

«» Members continued to engage well with Flash Sale

« Linked members did not engage well with Top Offer in eNews

« Destinations CTO% was the 2" highest for WHPH while flat for Core & TSAT YTD
+ WHPH continued to respond well to product redemptions as content

«» Test Summary: eBreaks creative, MRCC CTA button & offer, Trip Planner icon/pictures,
Image testing in Hotel Specials/Offers




Program & campaign performance overview

eNews+ HS+

Program Benefits Offers Dest. Solos Lifecycle MRCC METT

Audience®

Total
Delivered

Audience

Unsub Rate

Delivery Rate

103.8M | 13.1M [10.4M | 120M [ 41.9M | a9M
0.18% | 0.12% | 0.17% 0.16% | 0.28%
% - 97%

3.9 pts | 2.6 pts 4.2 pts

Open Rate

Opens

Click Rate

Engagement

Unique Clicks

Click to Open

21.9% | 225% | 16.9% 21.6% | 33.1%
227M | 3.0M | 1.8M 9.9M [ 16M .
1.9% | 3.6% [ 1as || 1% [ 20% | s3%
20M |4773K [n17.7k [ 1342 K| 8321 Kk | 259.1 k 1183 K| 43.
8.8% | 162% | 6.7% 9.2% | 16.0%

Bookings

Firancial

Conversion Rate

Bookings per
Delivered(K)

1956 K | 344K | I0.5K 1022 K | 20.1K
22.2% 12.2% 9.1% 50.3% -10.6%

$67.4M | $12.4M | $3.6M | $3.TM | 8346 M| $T5M
Revenue
22.9% 12.0% 8.7% -2.0% 50.0% -5.9%

9.9% 7.2% 8.9% 7.8% 12.3% 7.8% 1%
l.2pts | -l1.4pts | 2.2 pts | -1.4 pts| 3.6 pts | -0.0 pts | 2.0 pts | -4.

1.9 2.6 1.0 . 24 4.1
36.3% -3.8% -8.8% T12.1% | -16.8%

* Calculated using Mailable Openers™ from Active, Inactive, and Non Member Counts

** Total Mailable minus anyone who has not clicked/opened an email in past 15 months

Compared to Nov ‘15, booking per delivered
increased 36%

eNews Conv% down due to large amount of non-
booking content

Hotel Specials generated low Open & CTO% due to
Nov seasonality and non-booking content

Majority of Solo volume supported 30 Days campaign
generating above average Conv%

Typical Lifecycle YoY KPI decreases due to
Onboarding & Anniversary and Post Redemption
steady attrition

MRCC YoY success due to ongoing 80 K offer




Bookings (K)

2"d highest monthly volume all-time
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November Key Solo mailings Delivered / EIR Bookings Delivered / EIR Bookings
Nov “16: 30 Days — Intro 9.4M/40.1K Nov ‘15: Cyber Weekend 1221 M/21.1K
30 Days — Gifts 9.7M/21.5K Mobile Request 11.2M/11.2K
30 Days — Cyber Sale 94M/14.2K Holiday Redemption 29M/10.7K
30 Days — Get Moments 9.9M /95K ShopMarriott Holiday 116 M/65K

SPG Merger 17.0M/5.0K
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30 Days campaign dictated monthly KPIs

LY Open%

-~

LY Conv%

Sep-15 Qct-15 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Qct-16
——Open% —CTO% ——Conv% == LYOpen’% == LYCTO% - - LY Conv%

Nov-16

Observations:
* Open% was lowest since May ‘13 driven by low Hotel Specials Open% and “Members Get It” Solos

* Overall CTO% was lower than the YTD program average but 30% higher YoY due to high engagement with
account linkage support in eNews and “30 Days - Intro” Solo

» Conv% was flat to YTD averages but 14% higher YoY due to “Members Get it” Solos
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30 Days of Members Get It overview

Email Objectives:
* Increase consumer awareness & engagement to specific initiatives thru a cohesive & recognizable

campaign across multiple touchpoints
* Increase reach of initiatives & generate greater engagement
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Snapshot of results

High level results (As of Nov)
» 30 Days content featured in 71% of emails delivered
» Supported ~15 independent initiatives
» Compared to comparable Nov ‘15 Solos* & base communications:
20% more email volume
13 % more opens
49% more bookings
22% higher booking per delivered

Campaign highlights

« 30 Days modules received above avg click engagement in base communications, particularly from WHPH
* Open rate of 30 Days subject line stayed stable while slightly below YTD avg

 All 30 Days Solos generated above average Conv%

*Nov'15 Solos Cyber weekend, Hertz, Holiday redemption, Holiday Shop Marriott, MB reminder & Plus up
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Solo highlights

* Intro Solo set the tone generating high Open%, CTO% on top of high Conv%

» Gifts Solo performed similarly to previous Shop Marriott & holiday redemption Solos

* Cyber Sale Solo generated similar performance to previous years Cyber Monday mailings
+ Get Moments generated higher Email KPIs than other Moments Solos due to support of Flash Sale

Members Get
It Solos

Intro

Get Gifts

Cyber Sale

Get Moments

o o 650k sibM 07 a5 21

Delivered

9.4 M
99 M
9.7 M
9.4 M

EIR EIR
Bookings Revenue
407K  $13.6M
9.5 K $32M
21.5K $6.9M
142 K $49M

Open% CTO% Conv%

23.2% 147% 12.7%
19.6% 5.6% 8.7%
204% 79% 13.8%
20.6%  5.9%  12.4%

Bk/

Del (K)

4.3
1.0
22

SL: 30 Days of

Members G

50@ dof

MEMBERS
30

Get ready, hitchel. Members get exciting st every.
day forthe next morthl

GETHOLOAZED

ETIT

N WHAT WILL YOU GET?
3 [ ——i——

SL: Day 8 of 30: Save
$750 on Beds + Gifts

30 DAvsoFME
ol

GET YOUR SHOPPING DONE

.

Wy st b eyons onyur et

10 80

OX  EARNSDIOBONUS PONTS

[t

SL: Day 19 of 30: HUGE
Cyber Weekend Sale

GET (way

ASale of Global Proportions.
Get member rates from $79 per nght. Good for stays from
Decamber 9, 2016 thvough January 16, 2017.

BLACK FRIDAY THROUGH CYBER MONDAY

‘ 06 ) 27 )

@ Yoot oo Mo ik
Bt 2 SPOR Ch Cyer S

SL: Day 24 of 30: Flash
Sale Today!

30 DAYS OF MEMBERS GET IT

30 DAYS OF MEMBERS GET IT

[ 50 [iibol

GET MORE FROM YOUR TRAVEL

FLASH SALE:
TODAY ONLY

kL

/

RAISE YOUR

GAME
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Members engaged well with Flash Sales

Highest clicked in Get As many clicks as
Moments Solo

MegaBonus

Flash Sales generated:

« Similar clicks as MegaBonus links in Sept & Oct Hotel Specials
» As many clicks as MegaBonus links in Nov Destinations

* The most clicks in the 11/25 Get Moments Solo

» 1.4 M clicks & 165 K bookings Flash Perks (Summer’14)

rrrrrr

Opportunities:
« Encourage Flash Sale offerings for future campaigns (GEAR)
« Leverage the compelling elements of a Flash Sale in subject
lines & positioning content, highlighting:
« Expiring offers/deals
« Expiration dates, time remaining
- Urgency

50 DAYS OF MEMBERS GET 1T




ash Sales are a proven concept

Flash Perks (Summer '14) generated
1.4 M clicks & 165 K bookings

Marrott

<tame>. 50 mazng
ke advardage of exta ow Faes betore e s ot

km Hotel Deals

5 Days 35,000 Porss

@ Experiences

Hilton regularly features Flash Sales throughout the year

December

N7 Hilton
Ga len Inn

New York/West 35th Street

WINTER FLASH SALE! ENJOY THE
WARMEST RATES OF THE SEASON
PLUS TWO COMPLIMENTARY
DRINKS & WI-FI

Looking to save in New York City? Enjoy a winter
getaway in the Big Apple, or book now for Spring
2016. For a limited time, Hilton Garden Inn® New
York/West 35th Street is inviting guests to experience
our discounted "We Love Our Guests Package" with
great weekend rates from $119. From now until April
30, 2016, book your overnight stay via this offer and
enjoy the following rates*

© Ratesfrom $119 for weekends in February
2016.

o Rates from $179 for weekdays n February
2016.

* Upto 15-20% off for all other days through
April 30, 2016!

*These special rates include two free welcome drinks
at the revitalized lobby bar and complimentary Wi-Fi
($24 value). Guests must book by clicking on the link
below or by calling 1-877-STAY-HGI, or the hotel
directly at 212-594-3310, and requesting plan code
BZ.

BOOK NOW »

GET FREE WI-FI'»

s an HHonors member when you book direc.

Pius, enjoy other benefits
i

March

OUR
IS GONE

CHECK OUT OTHER DEALS AT HILTON.COM

Sept

HILTON

% HHONORS ACCOUNT LOGIN

72 HOUR
FLASH
SALE

STARTS
TUESDAY 6 SEPTEMBER

SET REMINDER

SALE STARTS IN

Q1 :223:49: 5]

DAYS HOURS MINS SECS
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Linked members did not engage with

Engagement with Link Account creative to those that linked was low

+ Top Offer generated only 5% of email clicks for the ~ 20% of WHPH that
linked accounts

* Only 1% for the ~5% of TSAT that have linked accounts*

Opportunities:
Serve alternate content (e.g. MegaBonus) to already-linked
members, until new benefits of a merged account become available

Alternatively, provide a stronger call to action for members to click
through merged account messaging, for example

* Answer for members: “How do my points convert to SPG points?”
« Highlight unique SPG elite level benefit

Link Account messaging may not need top positioning for WHPH

*Core & TSAT leveraged different creative but results were the same

op Offer

WHPH Top Offer message to linked members

o\\

\\amoll
R& \\ \RDS ‘ Spo

THE RITZ - CARLTON

Earn More Points in More Places

With Marriott Rewards® and SPGe, you can now eam
points at 30 brands in 110 countries.

Book Now

WHPH Top Offer message to non-linked

S\

TR RITZ - CARLTON [ ‘\\drnO"
| - REWARDS

| spg.

Up Your Points Game[, FNAME]

Get status match, transfer points and more when you
fink your Marriott Rowardse & SPGe sccounts

Link Accounts
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WHPH value product redemption opps

WHPH engaged well with product redemptions over other content

eNews (below fig.)

TSATSs less so)

Get the Season's Hottest

| 7% higher CTO%

s to buy hot items, like Apple
than above sl

ibit Charge 2, HTC Vive and

.
Redeem Now -
- 1

ap

PO Benefits - WHPH

Find Gifts »

Celebrate the Holidays at

Gaylord Hotels

Nashville, D.C., Kissimmee or Dallas.

Where will you go?

E3 *

%
\
&

D
4

b & R U 4

ot

CAYLORD
HOTILY

eNews — WHPH control

Holiday Shopping

Holiday Getaways

Shop Now »

Get the Season's Hottest Gifts

Use points to buy hot items, like Apple
Watch, Fitbit Charge 2, HTC Vive and
more

.

= wm—

Redeem Now [—— L —
_ w U v

4 Top Places to Celebrate the
Holidays

Spend the holidays at Gaylord Hotels,
where members save 20%

HOTELS"

Regardless of it's position, WHPH engaged better with product redemptions than Gaylord offer in

This is consistent with trends that show WHPH engage well with product redemption sections (and

38% higher CTO%
than below
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WHPH CTO% was higher with Get Gifts Solo
than with other communications

30 Days Solo #2: Get Gifts

The increase in how much better WHPH reacted to product content than other
audiences supports this trend

WHPH regularly generates higher email KPIs than TSAT & Core
* 13% higher CTO% than Core
* 11% Higher CTO% than TSAT

Click engagement was even higher with Get Gifts
* 17% higher than Core
s 22% higher than TSAT

16



Examples leveraging product redemption insights

Elevate or emphasize product redemption opportunities for WHPH, while de-prioritizing for TSATs

30 Days Solo #2: Get Gifts

30 DAYS OF MEMBERS GET IT

Soewhatwe have m o foryou al month kng -

Tl

GET YOUR SHOPPING DONE

THINK OUTSDE THE GFTBOX EARN 80000 BONUS PONTS

Wy 10 orevesyone on your ks

REDEEMFORGETS

© 80k

Redeatn Poi

' Elevating product

redemptions to WHPH
during shopping seasons

Destinations- Middle section

Top clicked
for WHPH

TSAT

clicked

GET GIFTS & GEAR
ar's hottest trovel gadgets ond gitt idea:

Move the “Holiday
Spirit” section above
Gifts & Gear for TSATs

17



WHPH & TSAT had different engagement with
Destinations

WHPH responded well to 30 Days Destinations

« CTO was 2" highest YTD

* Low clicks to header & search

* High click engagement to Main CTA “10 Holiday Travel Secrets”, 60%

“10 Holiday Travel Secrets” was positioned in a way that would appeal to
what we've learned WHPH:

* Exclusive

* Inviting, not pushy nor too authoritative

TSAT Destinations CTO was average YTD, TSAT may have responded
better if, for example, the main CTA copy applied subject line learnings
* Authoritative, strong POV

18



November testing summary
eBreaks creative in eNews

Trip Planner icon vs pictures
MRCC CTA button & offer
Image testing in Hotel Specials




Map version of eBreaks generated twice the

CTO% as the Countdown

Hypothesis: Countdown timer will attract higher click engagement than map version

Results:

» The Control generated nearly 2x the clicks and CTO% in an A/B test
 This trend was consistent across Core, TSAT & WHPH segments

Takeaways
« Continue to use “Map” Creative

Make Your
Weekend Escape

Save on stays this weekend.
Where will you go?

~ 2x more clicks
& CTO%

“Countdown” (Test
Save 20% With eBreaks®

Act Fast to Save 20%
. L] L) Save with eBreaks® this weekend at a
. . . location near you.

onys woues  mns  secs [

20



For a 2"d consecutive month, photos had higher
click engagement than icons

Hypothesis: Icons can generate a higher CTO% than photos
Results: Photos generated a 28%* higher CTO% than Icons at a section level, no difference at campaign level;
Takeaways: Photos may attract more clicks than icons but may not be enough to affect overall campaign performance

Nov’ 16 Control: Photos Nov ‘16 Test: Icons
TRIP PLANNER TRIP PLANNER
Where to Book Now Where to Book Now
: s ;s
GO NOW: GO SOON: LAKE GO LATER: GO NOw: GO SOON: LAKE GO LATER:
HAVANA TAHOE ORLANDO HAVANA TAHOE ORLANDO
Catchanon-stopflighttoCuba~ Getyour lift ticketsnowand hit ~ Celebrate spring break in the Catchanon-stop flight toCuba.  Get your ift tickets now and hit  Celebrate spring break in the
Explore Oid Havana, Quinta the slopes between City Beoutiful and sip cocktails Explore Oid Havana, Quinta the slopes between Gity Beautiful and sip cocktails
Avenida & more. Thanksgiving and late April atICEBAR Avenida & more. Thanksgiving and late April atICEBAR.

28% Higher
CTO%

21



MRCC Blue CTA generated more clicks than Red

Control (80 K/Blue CTA) Test 1 (Red CTA) Test 2 (150 K)
Campaign CTO%: 2.4% Campaign CTO%: 2.4% Campaign CTO%: 2.4%

Nancy

Search Marriott Rewards Member Rates.

Earn 80,000

Earn up to 150,000

Earn 80,000 & B Point: . s c ir
Bonus Pai -~ DTS olns e Bonus Points
po=ticl 0 " o
e | O 0 Sectio 0.49% Section
0
O% =3 CTO%
e R —
200,000 Points Pty o

e

Up To 200,000 Points
(Frst Name), 3 2 vakied memmber, & s our pieasure o offer you e
il e i vt lamsgn by Marroh Rewarcs® Premier Creat Card Apply by October 31, 2016, 3nd you wil

eny ho tollowing benefits

TET FAME] 25 3 VAIOS0 MEMDEr ¥ 15 OUF PIEaSUTE 10 O you e,
Marroft Rewards® Premier Creat Card. Apply by December 31, 2016

rchases, Including

Earn on All Purcha
Restaurants Grocery Stores

Gas Stations

£CCT,
o
Seceect®

Cs
Ty
—
—

“
o

‘on purchases in the first 3 months from account

2 Hypothesis were tested:
- Test 1: Red CTA will generate more clicks

- Test 2: Repositioning benefits to show maximum
potential value would generate more click
engagement than the 80 K bonus offer for
acquisition

Results:

» Control campaign-level CTO% was slightly higher in
both cases, statistically significant for Test 1

Takeaways:
A standout color did not generate more clicks

150 K bonus points did not generate more clicks
than 80K “guaranteed” bonus

22



Key Takeaways
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November ‘16 Key Takeaways

Content Highlights

 Flash Sales can be a valuable element to future campaigns & elements should be
leveraged in subject lines and positioning content

* Provide stronger calls to action to members who have merged accounts, particularly
WHPH

* Apply learnings from PO subject lines to inform copy & positioning
« WHPH: exclusive, non-authoritative TSAT: Authoritative, strong recommendations
* Prioritize redemption content for WHPHSs (and de-emphasize for TSAT) particularly during
shopping holidays
* Leverage subject line learnings for WHPH & TSAT to guide content & copy positioning

Testing learnings:

» Map version of eBreaks continues to be the champion to test against

» Photos continued to drive more click engagement than Icons in Destinations
* Blue CTA color drove slightly higher engagement than Red

24



Competitive
Insights
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SPG Program Announcements Ep e aeerens

SPG’ Pro Bonus
Celebration

WE'RE ONE - JOIN IN THE CELEBRATIONS.

Riz-Carfton Rewards® hotel of resort in Asta Pacific, and receive the following
+ 5% off master-billed roorms

+ Double Starpoints® on eligible revenue

+ One complimentary one-hour welcome reception

Celebrate with us as we unlock a new world of destinations and opportunmes for our customers with our
few combined portfollo. Reserve 3 maeting ot event at a pamticipanng SPG®, Marriort Rewards® and The

Rewards or Ritz-Carlton Rewards Accounts

(o3 1
Spo.‘. b Member Num

THE RITZ-CARLTON
REWARDS

Three programs linked for
one good reason: You

Now’s the time. Link your accounts to get two additional advantages: Elite Status
Match and Points Transfer. Go ahead — unlock a world of new destinations and
possibilities while we work to build one combined program.

LINK ACCOUNTS

Plus, earn a signing borws of 1000 Srarpoints for every 10 room nights booked, up 1o 100,000 Starpoints
(certain hmirations apply) in an SPG participating hotel or resort You can redeem Starpoints for Free Night
Awnrds, Award Flights and much more.

Book by 31 December, 2016 for arrivals by 31 December 2017 fo join in the celebration!

Visit spg.com/celabrate for more details,
Email mice@starwoodhotels.com for enquiries

Learn more about list of participating properties at Marriott at
ey 5 ORI a1 2

Linked Account Offer
* 5% off billed rooms
+ 2X Starpoints

» Complimentary 1-hour reception

+ 1K Starpoints for every 10 room nights
booked

* Link Accounts

e 2 “Linl.( Accounts” .CTA,S Get to the points.

o BenefItS Stated E“te Status Link accounts to transfer points between programs. Then
ma’[ch & P0|nt Transfer discover brand-new redemption options and destinations,

including the Bahamas, Budapest and more.

LINK ACCOUNTS




Hyatt Program Announcements

New program Reminder (11/
-

GOLD PASSPORT Welc ; Miched GOLD PASSPORT

New program Preview (11/3)

Introducing World of Hyatt, DacMIchon
your new loyalty program, 1 hope you are as exclied as | am about World of Hyait — your new loyalty program
R sidpny ® launching March 1. 2017. Whal makes this loyally program o Special 1 that Is an
replacing Hyatt Gold Passport® extension of Hyatt's purpose — to care for you 50 you can be your best. More
rch 1, 201~ specifically, the program Is the resu of istening and understanding what is meaningtul
» 10 you_ Wi we have Some time before World of Hyat officill launches, we are eages
1o highiight five things that stand out about World of Hyat
+ There are even more opportunitis for rewards, benelts and new experiences
[ conmmisara | w5 Pt s oy e e o e
* Members may eam a free night award ai a category 1-4 Hyatt Notel afler staying at 5
Simply put, World of Hyatt s a celebration of you and your e biands 0 MIRER L, 2017,
Joumey. Beyond ust greal locations, AIXUIOUS 100MS and 10p- * Preferred rooms and upgrades when available for a elite members.
notch amenities — it's about connecting you 1o the people, * Seamless transttion into World of Hyatt, retaining all information and activity to date
places and stories at the heart of your world
These are just a few highlights. There's a lot more at HYATT.COM/WORLD. Be sure to
We designed the program fof you. We heard what makes check it out to see all of the details and benefit descriptions.
‘your experiences better and more meaningful — and we
{alored Worid of Hyait to meet those needs, 5o you can v 50 benosting  special REGGR ASk e Anything (AMA) sesson on Noverber 10
expect the exceptional 212 noon C: y answe your questions. will o out next
week with mslmaloﬂs on howto pamupale 1100k forward to connecting with you then.
Discover more. Incuding the new Program Terms and defails
for When and how your Hyatt Goig Passport membership wil Thank you for your loyalty. You are the heart of our community and the inspiration for
World of Hyatt

transiion 10 World of Hyatt at
HYATT.COM/WORLD

» Highlights 5 Key items
- New benefits

- More earned points count to elite status
* March 1, 2017 “Hyatt Gold Passport” New brand trialincentive
will become “World of Hyatt” Automatic upgrades
» Positioned as “celebrating you” - Retain all history

ddit AMA (11/12)

GOLD PASSPORT Welcome, Mitchell

World of Hyatt, your new world of benefits,
replaces Hyatt Gold Passport on March 1,
2017. Ask Hyatt’s Jeff Zidell all about it.

When we designed World of Hyatt, your new loyalty program, we started with you. We
Nheard what makes your experiences belter, more meaningful, and taiored the program to

meet those needs S0 you can expect the exceptional.
So its fitting that we invite you 1o join Jeff Zidell, SVP of Hyatt Loyalty, and other fellow
members, as he answers questions about your new loyalty program during a speciai
Reddit Ask Me Anything (AMA) session on November 16 at 12 pm CT_ Il's a unique
opportunity to get first-hand answers to your questions directly from the source.

Mark your calendars to save the date and see below to learn how to participate.

Reiterates date
Provides information on Reddit AMA

» CTA: Explore World of Hyatt + Upcoming AMA




Hilton 2X/3X Mobile App Promo

BOOK YOUR PERFECT STAY

with the Hilton HHonors App
HIFRED | POINTS: 0 | TIER: BLUE

Mobile App messaging in header

y -

| TRIPLE POINTS

hd HILTON

Y HHONORS ACCOUNT LOGIN

when you book in thellll If TN ||

Hilton HHonors App.

Registration Confirmation “My Offers” Launch Solo Mobile App Update Solo

Ahd HILTON

. HHONORS ACCOUNT LOGIN

TIME TO DOUBLE
YOUR POINTS
e

Hilton Phucket Arcadia Resort & Spa, Thailand

Or earn Triple Points
when you book through
the Hilton HHonors app.

Reiterates 3X for mobile bookings
on bottom

Ad
™~

HILTON

HHONORS

NEW!
YOUR OFFERS
ALL IN ONE
PLACE!

Check out the new

My Offers page to see

all the Points you're earning &
what other offers are available.

SEE MY OFFERS

TRIPLE POINTS

when you book through the Hilton
HHonors app or Double Points
when you book at Hilton.com.

ACCOUNT LOGIN

Ad HILTON

Y HHONORS ACCOUNT LOGIN

Your favorite
travel app
just got

THE FUTURE OF TRAVEL
HAS ARRIVED

UPDATE NOW
7

“~ “Now throtigh December 3lst,
MEMBERS GET TRIPLE POINTS .
- when booking through the Hilton HHonors ap

2 Download on the
o App Store

CONTINUE

» Targeted to existing app users
“Update Now” CTA

* “The Future of Travel has Arrived”




Holiday Energy/Cyber Sales

BOOK YOUR PERFECT STAY

with the Hilton HHonors App
HIAMY | POINTS: 0 | TIER: BLUE

CARLSON™ CARLSON™

Acet. ending: 401 vomsit |

% mﬂ%"N ORS ACCOUNT LOGIN

WINTER SALE

UNWRAP
THE PERFECT GIFT

SAVE ON ALL WEEKENDS NOW AND IN 2017

Holiday-themed METT

WYNDHAM
REWARDS

Book Your Stay >>
[Great ideas for the Holidays:
ENJOY $20 OFF

HOLIDAY CARDS
+ FREE SHIPPING"

I B

Cyber Monday for PR T T
members: up to 30% Smmimpmane’ SEisnasdias

LeamMores

HITON
P HHONORS

[accounT Losin| iMore things o get excited about:

lers by December 29, 2016,

520 off holiday cards:

Check Out Our New Look!
WD42-016D-2Y82-9421CM .

Free shipping:
WD43-1372-1K2Y-YHXP33

Leam More »

Radisson Blu Santiago La Dehesa

Book Now >>
. Get 20% off all merchandise WIS MR T Redin,
cort 1 F10e Shiping i I (S T .
Rl , o, RS messaging, explore :
« Holiday themed brands Cyber Monday 24 hour

redemption solo * 2 “Gift” Redemption sale: :
« 20% off all merchendise Offers * 15% off 1 night
in Hhonors « Mobile App facelift * 30% off 3+ nights




Appendix
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November has become a significantly low
booking month for Hotel Specials

2012 2013 2014 2015 2016
Bookings: 20.2 K Bookings: 18.9 K Bookings: 9.4 K Bookings: 9.6 K Bookings: 10.5K

Vs. monthly avg: -5%  vs. monthly avg: -12% Vs monthly avg: -43%  Vs. monthly avg: -33% Vs. monthly avg: -27%

[t e R

DS s rspoeng ol ]

Potential factors
- Seasonality

- Change in audience
interaction

- Quality of Field Offers




Members Get It . EIR EIR Blk/ ) ) 2015 November | EIR EIR :1%] X .
Delivered Clicks Click% . Delivered ) Clicks Click%
Campaign Bookings Revenue | Del (K) Campaign Solos Bookings | Revenue | Del (K)

IntroSolo  94M 407K $136M 43 3209K 22M  34% Mobile RequestSolo  11.2M 112K $38M 10 IILIK 26M  10%

Get Gifts Solo 9.9 M 95K  $32M 10 1096K 19M L% Cyber Weekend Solo 12IM 211K~ $69M 17 I530K 25M  1.3%
CyberSaleSolo  97M 215K $69M 22  I567K 20M  16% Holiday Redemption Solo 2.9 M 107K  $37M 36 121K 7770K 4.1%

Get Moments Solo 9.4 M 142K $49M 15 147K 19M  12% ShopMarriott Holiday Solo  116M 65K  $22M 06  [985K 25M  1.7%
PO-Benefits Nov 'l 6 [2M 476 $1903 K 0.4 29K 307K 02% MB Registration Reminder Solo  681.6 K 1.8K $591.0K 26 324K 4782 K 4.8%
PO-Offere Nov' 16 LI M 309 SII3K 03 32K 223K 03% MB Plus Up Promo Solo 1.3 M 18K  §5266K 13 280K 2802K 2.1%
PO-Destinations Nov ‘16 1.2 M 17K  $5432K 13 169K 2979K 14% HertzSolo  1OM 24K $8l60K 24 136K 22641 1.6%
PO-Benefits Nov'l5 1.0 M 191 $742K 02 12K 2852K O0.I%

eNews Nov'l6  11.9M 390 31953K 00 78K 26M  0.I% PO-Offers Nov'l5 1.0 M 135 $456K 0.1  LIK 2634K 0.1%

Hotel Specials Nov'16 9.3 M 793 $2885K 0.1 152K 15M  02% News Nov'l5 102 M 188 $812K 00 66K UM 01%
Destinations Nov'l6  108M 38K  §I3M 863K 22M 08% Hotel Specials Nov'I5 7.6 M 71K $3198K 09  1617K 14M  21%

mmm [ Total | 607M | 63.0K |$190M | 1.0 |830.2K I35M| I.4% |




Bookings are low in November

M.com booking trends indicate bookings above monthly

Average m.com Homepage % Change in Bookings & Revenue

Maonth Average of Percent Difference Average of Percent Difference Revenue

Jan 26.80% 49.43%
Feb -7.89% -10.31%
Mar 15.28% 13.44%
Apr -6.56% -5.89%
May -0.96% -1.26%
Jun 3.51% 1.81%
Jul 5.36% 4.37%
Aug -12.13% -12.87%
Sep -1.59% 2.63%
Oct 2.73% -0.71%
MNov -3.92% -8.82%
Dec -5.31% -7.57%

Chart shows monthly bookings & revenue against the average
month per year, 2013-2015




November 2016
MR Campaign
Reviews
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November ‘16 eNews performance summary

eNews +
Benefits

Program Benefits eNews

Financial

Total 103.8M | I3.1 M
Delivered -10.4% 16.6%
@
< 0.18% | 0.12%
P Unsub Rate ‘
S -0.1 pts | 0.0 pts
T
Delivery Rate
21.9% 22.5%
Open Rate ‘
-1.6 pts | L.l pts
22.7TM 3.0M
Opens : ]
. -16.5% 22.3%
o
1.9% 3.6%
§| Click Rate “ “
[ 0.3 pts | 0.5 pts
=
- 20M | 4773 K |4343 K
Unique Clicks
6.8% 34.4%
Click to Open 8.8% 16.2%
1.9 pts 1.4 pts
195.6 K | 344K
Bookings
22.2% 12.2%

$67.4M | $12.4M |$10.0 M
Revenue
22.9% 12.0%
9.9% 71.2%
-1.4 pts

1.2 pts

Conversion Rate

Bookings per

1.9 2.6
36.3% -3.8%

Delivered(K)

Observations

November eNews+Benefits deliveries increased 16.6% YoY and
bookings increased by 12.2% YoY, resulting in a 3.8% decrease in
booking/delivered

Lowest Conv% since 2012 due to a high amount of non-booking
content

* Link Account messaging

» SuperBowl Sweepstakes

» 30 Days preview

* NFL Tickets

Link Account messaging may not be resonating with PO segments
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35.0%

30.0%

25.0%

20.0%

15.0%

10.0%

5.0%

Nov ‘16 eNews & Benefits Email KPI trends

PR -
rd -
- = . am wm wm w— —
AT o LY Open% S~ Open%
Conv%
T T T T T T T T T T T T 1
Sep-15 Qct-15 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Qct-16 Nov-16

——Open% ——CTO% Conv% - — LYOpen% --LYCTO% - — LY Conv%

Observations

* Open% was slightly below YTD average and featured Linkage messaging: Your Account: You Want to Link to SPG”

+ CTO% was above average for mailings with non-MegaBonus type content in the Top Offer with high clicks to Account
linkage messaging

« Conv% was the lowest to-date, due to the prominent feature of non-booking CTA’s (Account linkage, SuperBowl
Sweepstakes, 30 Days Introduction, Holiday Shopping, Hertz, Moments)
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Account Box eNews

November 16 eNews sections [EEE=l - wiiy

Top Offer /| 0% clks, 0% bks
54% clks, 37% bks ‘ 3

Score NFL Tickets With Points

o s e

I Search I

Observations ,
eNews generated the 4" most clicks but the lowest Conv% since 2012 % 3% clks, 6% bks |

* There was above average number of placements in this email but also a high number Rew - Header
of non-booking CTA content (Link Accounts, NFL Sweepstakes, 30 Days preview, ZACIS, OE

Moments, MRCC, Best Rewards chart) BsV\éﬁ(fsd%'\f%il?s
% , 13% "

‘| Moments W
L 1% clks, 0% bks

= F . . Y

Celebrate Inauguration at the Newseum

Experece us atoi evere dong the g

Food & Drink Sports Enterainment

Hotel Open
1% clks, 0% bks ‘&

Link Accounts Top Offer generated over 50% of clicks, generating similar click

engagement as MegaBonus months; however the Conv% of this section was the lowest
since Jan ‘13

» 1.2% of these clicks were to “See Our Brands” suggesting low engagement with
members that had already linked accounts

Rewards section generated the 3@ most clicks in the past year and above YTD avg e e
Conv%

For 30 Days, Members Get

* MegaBonus generated the highest clicks of any content link and among the highest -

Redeem
Conv% (9.1%) ‘ 2% clks, 2% bks

 Superbowl sweepstakes generated the 2" highest but also a low Conv% (5.1%)

Remaining clicks were evenly distributed among Earning, Redeeming, Members Get it,
Moments, City Scene and eBreaks




[4 " - Y - ) === W

Nov ‘16 eNews link analysis e S e
COURTYARD'S " W

S EEPOVERIR 1.2 K bks

CONTEST

Sleepover at Super Bowl LI

Observations

Generated above avg monthly clicks with more overall content; generally click distribution
& bookings went to higher content then lower

Get Your Bonus Points.

Redeem & Eam In Paris

get 10,000 points back 6 1 K
264 bks

There is value to repeating important program information and member benefits
within an Email

The account box generated the 2" most clicks behind MegaBonus placement in this EA— i
» The default Milestone message generated high clicks supporting Top Offer content: “Transfer [ R T P —
points between Marriott Rewards & SPG” ] 30 ,ﬁagd of MEMBERS GET IT

* For consideration, previous Top Offer layouts have used supporting bullet points for main 30 K
features, could a set of bullet points have more clearly articulated benefits of linkage and

increased activity?

Distinct 30 Days module generated the most clicks of any individual content (aside from “ ===
MegaBonus and sweepstakes) indicating interest in the campaign

C O n te n t f:z: xﬂlﬁi fua\v:am Hotels,
 Consider rotating other evergreen (but popular) member benefits to combat fatigue
» Consider expanding on Rewards Chart content in Welcome & Onboarding Eam Pots and Avod Arpon

Rewards Chart continued to over perform compared to clicks generated by surrounding - 4 7opPces o ot e

Save up 1o 35% and eam up to 5,000
points with Hertz.

[ ..




Both Core and PO eNews generated 12.2%
more bookings in 2016 than 2015

YoY & MoM eNews Bookings
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mmBookings MELY Bookings LY PO Bookings ™ PO Bookings ——Delivered ——LY Delivered
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Both Core and PO eNews generated 34.4%
more clicks YoY and a 15.2% higher Click%

YoY & MoM eNews Clicks

(W) sirewg passale

- 8 8 & &8 & 8 3 8

40



Account Box
17% clks, 31% bks

NFL

Top Offer 0% clks, 0% bks

54% clks, 37% bks

Search
E 3% clks, 6% bks |
-

Rew - Header
7% clks, 7% bks

Rewards Main
% clks, 13% bks ,

e Moments
1% clks, 0% bks
e hua &

Celebrate Inaugurallon at the Newseum

Hotel Open
1% clks, 0% bks

City Scene
1% clks, 0% bks

9 Braskiys:

L 2% clks, 2% bks
- SeTeson fwanen oo ssomn

Holloay Getaways

4Top Pisces to Celedrate the
Holdays

Account Box
13% clks, 31% bks

P e —

Top Offer
L 54% clks, 34% bks

\ ) .‘
Rew - Header
| 7% clks, 10% bks

Rewards Main
11% clks, 12% bks

Get Your Borus Points

Members Get It
3% clks, 2% bks

For

lembers Get

Redeem
3% clks, 4% bks

Hollday Getaways

4Top Piaces 1o Celebrats the

Eam Points and Avoid Aport
Deleys

TSAT-CTRL

NFL
0% clks, 0% bks

Score NFL Tickets With Points

Moments
l

1% clks 0% bks

Celebrate tnaugurat at the Newseum

Food & Drink Entenanment

Hotel Open
| 1% clks, 0% bks

City Scene
1% clks, 0% bks

9 Braskiyn:

Experience This New York City Borough

See Mesroon st dniors Do: Shop Brookiyn
Brioge Cneesecake Fiea

2 7
eBreaks
Bl 1% clks, 1% bks

Account Box
L 9% clks, 10% bks

e

Top Offer
| 55% clks, 47% bks

2% clks, 2% bk

Rew - Header
8% clks, 7% bks

Rewards Main
16% clks, 23% bks L

Members Get It
4% clks, 5% bks

For 30 Days, Members Get

Holday Getaways

Eam Points and Avoid Arport
A

'

WHPH-CTRL
NFL

0% clks, 1% bks -

smve NFL Tlcke(s With Points

Moments m

1% clks, 0% bks
=T . ey

Food & Orink Enterainment

City Scene
0% clks, 0% bks

Experience This New York City Borough




Nov ‘16 Hotel Specials performance summary

HS + Hotel
Program Offers Specials Offers

Total 103.8M | 10.4 M
Delivered -10.4% | 19.6%
@
< 0.18% | 0.17%
2 Unsub Rate ‘
3 -0.1 pts | 0.1 pts | 0.1 pts
Delivery Rate
21.9% 16.9%
Open Rate
-1.6 pts |-2.4 pts
22.7M | 1.8 M
Opens .
2 -16.5% 4.5%
L)
1.9% 1.1%
5| Click Rate *
& 0.3 pts [-0.5 pts
c
w

20M |II7.7K| 99.4K
Unique Clicks
6.8% -18.2%
Click to Open 8.8% 6.7%
Rate 1.9 pts |-1.9 pts

Financial

. 195.6 K | 10.5K
Bookings ] )
22.2% 9.1%
$67.4M | $3.6 M | $2.7TM
Revenue ) ,
22.9% 8.7%

9.9% 8.9%
1.2 pts | 2.2 pts

Conversion Rate

Bookings per 1.9 1.0
Delivered(K) 36.3% -8.8%

Observations

Hotel Specials generated low bookings for the 2" month in a row
» Lowest Open% since 2012

* Lowest CTO% since Nov ‘14

* Lowest Conv% since Nov ‘15

A number of factors contributed to these low KPI's
» Seasonality

» Reduced booking content

* Below average engagement with sections

A new version of eBreaks was tested
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Both Core and PO Hotel Specials generated
9.1% more bookings in 2016 than 2015

\

12.0

- 10.0

T
0
o

‘
o
o
ampa

EIR Bookings (000s)
o
o
(W) sprewg paa

™
=}

./Qn

S D, Fe S
P-ss ch-ls /vokl; AV s 86‘/6 Ma"‘/g 4/’"':‘ /‘1.;),“,6 jun‘f s jw"'-f 40@15 P15 Oct-lg

B Bookings MELY Bookings = PO Bookings mmLY PO Bookings ——Delivered ——LY Delivered

Observations
* While YoY bookings increased, booking/delivered decreased 8.8%

* November has been a traditionally low booking month for Hotel Specials
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Nov 16 Hotel Specials & Offers Email KPI trends

25.0%
23.0%
21.0%
19.0%
17.0%
15.0%
13.0%
11.0%

9.0%

7.0%

5.0%

LY Open%

-

~
>~
\_\ = =

Open% -7

-
T - —— -

PR LY CTO%

-

- ——— - —

LY Conv%

Conv%

Sep-15 Oct-15 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16

—Open% ——CTO% ——Conv% —— LYOpen% - - LYCTO%

Jul-16

- — LY Conv%

Aug-16

Sep-16

Oct-16

Nov-16

Observations
* Open% was the lowest since Jan ’12
— HS/Offers SL: Day 16 of 30: Flash Sale Today & Up to 30% Off Travel
« 2"d Jowest CTO% since Jan’12
— Click engagement with Field Offers & Experiences was significantly lower than usual
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Nov ‘16 Hotel Specials Core link analysis

Observations
Hotel Specials generated the 2" |east amount of clicks YTD

Factors include:

Seasonality may be a factor as November has been a low month for Hotel
Specials clicks

Reduced booking content
* 18t month without MegaBonus nor Summer in the past 4 months

» Standard Getaways content replaced by non-booking content (Flash Sale, 80 K
MRCC) & generated less than avg CTO & Conv%

Experiences generated the 2™ lowest clicks YTD

eBreaks clicks improved MoM but was the 2" lowest YTD

{] Account Box
23% clks, 39% bks

[
Search
12% clks, 14% bks

Field Offers
bt | 1304 clks, 28% bks

Houston from $169
Stay connected

Vail from $149

S Califomia from $149 Dallas from $139
525 grocery gt card e s

Atlanta from $144
Upgraded room. parking

e

Did Someone Say "Flash Sale"?

Starting today, tum your travel into gifts for even less.
‘Shop with points and get the gear theyl

Rewards Point

Eam 80,000 bonus

Marrioft Rewarse a
Loar

Get in the Holiday Spirit at Gaylords
Hotels

Experiance the magic of ICE in Datas,
Kessimmee, Nashvill and Washington, OC.

Save 0% e

Hotel Specials
Day 16 of 30: Flash Sale Today &
Up to 30% Off Travel

Save Up to 20% in New York City

Induige in the cty et never sieegs. Book your Bg
Apple stay earty and save up to 20%.

ofrom$114  Earn Big in New Or

rrrrrrr

The Fastest Way to Earn Marri

jott

-
30 DAYS OF MEMBERS GET IT
-
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November ‘16 Hotel Specials link analysis

© Get Away From It All mj

Observations

Most clicked content:

* Flash Sale

* eBreaks

+ 30 Days — Members get it
Gaylord Offer

MRCC

» San Francisco- $114

* New Orleans

eBreaks generated the 2" lowest clicks to-date;
engagement has been steadily declining since June

9.2K
51K
25K
20K
15K
12K
968

12PM EST TODAY - SHOP WITH POINTS

Did Someone Say "Flash Sale"?
Starting today, turn your travel into gifts for even less.
Shop i gt %ot g ey e [ smopow |

The Fastest Way to Earj

Rewards Points
Eam 80,000 bonus points +
Marriott Rewards® and SP

Get in the Holiday Spirit at Gaylorde
Hotels

Experience the magic of /CE/s in Dallas,
Kissimmee, Nashville and Washington, DC.

— 30 DAYS OF MEMBERS GE
3 0 See what we have in store for you all mon!

Save Up to 20% in New York City

Indulge in the city that never sleeps. Book your Big _
Apple stay early and save up to 20%. From $143

See San Francisco from $114  Earn Big in New Orleans

Treat yourself to a weekend in the Bay Area 2,000 points per night in the Big Easy. Let the
and get rewarded with extra points. good times roll.

Get 5,000 Points Get 10,000 Points

| 394 bkg
- | 7

Viake Your
Weekend Escape

Save on stays this weekend.
Where will you go?
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TSAT-CTRL WHPH-CTRL

Account Box ==
14% clks, 23% bks

ACCO Box = | Account Box ==
0 ob 17% clks, 37% bks

5 Search Search
% 4% b 10% clks, 12% bk 7% clks, 9% bks

eld Offe oc neriences BB Field Offers - Field Offers | Experiences
B 40 - Experiences 529% clks, 42% bks :

bl | 1130/ 8% b ° 4% % b st 50% clks, 30% bks 5% clks, 5% bks ' : 5% clks, 5% bks

Mnneapolis from $169 Houston from $169
Stay comectea °

R, . - : % Minneagals fiom $169 Housion fiom $169 I R e
gdiay i 350 anng cren ©  suyeomeces - i ] o

Cincinnati from $199 Vail from $149 Cincinnati from $189 Vail from $149 Cincinnati from $199 Vail from $149
Breartast & parkng ©  Fakatine mounian ° = oot PR 0l O ® Breantast  parong ©  Fakatine mounian °
SO D Save Up to 20% in New York City Save Up to 20% in New York City e S Save Up to 20% in New York City
5. Califomia from $1 allas from Induige n the ciy tha never sieeps. Book your Bg = oM BEE S # Z S Califomia from $1 allas from $1 Indulge in he oty that never sieops Book your Bg
525 grocery gt card ©  SrcastrTeasrescents @ Aople siay eary and save up to 20%. 5251,*’,;";”,‘;" i ° ?:{:; pbiie M ° e by bl i [ Fromsia ] 525 grocery gt carg ©  SpecastrTeasrescents @ Aopie stay sary and save up 1o 20%. From 9143
Atlanta from $144 Sonoma resort $459+ e e $144 o Atlanta from $144 Sonoma fesort $450+
Upgraded toom, parking ) away 10 wine country ° o ki PRl i o # Upgraded toom, parking ©  Getawaylo wine conty °
SeeAll @ See Al @ See Al @
5 See San Francisco fror Earn Big In New Orleans —g SeSan O $114. | Eati Bl o N Ol - e =3 Earn Big in New Orleans
e k v -
ad gut rmwarded it extra pores 9000 Smas ot tatte goad Smas ot ol
o et e 0 b preefasirie

Middle Offer Middle Offer Middle Offer
13% clks, 10% bks % clks, 10% bks :

17% clks, 13% bks

eBreaks

12P OINTS

eBreaks

eBreaks
g € 4% clks, 6% bks

12P 50 C SINTS
--- ORS¢ | 49 clks, 5% bks
0

Did Someone Say “Flash Sale Did Someone Say "Flash Sale"? Did Someone Say "Flash Sale"?
Startn tocay,tum yourravel ko Gt for even less. St .t o ek oo v s
S s s ot o gt [ sor e ] Sy ey o ol s gte o i, [T S o s gt o et s

The

Way to Earn Marriott
oints

) Earn Marriott . Earn Marriot
0 g Sl Rew
Eam 80,000 onus pos « 5 pos o Earm 80,000 bonus points + 5x pots ot
s Earm 80,000 bonus pokts + 5x pots at owardos and
ot Rewarsee and SPG notms 80k Mamost Rowardes and SPGe hotes
Laarn More [ Leommore |

Get in the Holiday Spirit at Gaylorde
Hotels

Experience the magic of ICEW in Dates,
wi Experience the magic of (CEW in Dates,
Kasenmee, Nashwile and Washigton, 0C Kasenmee, Nashvile and Washington, 0C

Save 30% SN

. 30 DAYS OF MEMBERS GET IT % 30 DAYS OF MEMBERS GET IT
i B T

in the Holiday Spirit at Gaylorde
els

Exporience the magic of (CE in Dalas,
Kissenrmeo, Nashile and Washiglon, OC

Get In the Holiday Spirit at Gaylorde
Hotels

30 DAYS OF MEMBERS GET IT

See what we have in siore for you sl monh kong »
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Nov ‘16 Destinations performance summary

Program Dest.

Total 103.8 M
Delivered -10.4%
@
£ 0.18%
2 Unsub Rate ‘
S -0.1 pts
T
Delivery Rate
21.9%
Open Rate
-1.6 pts
22.7M
Opens
o -16.5%
g
1.9%
§| Click Rate “
B 0.3 pts
=
- 2.0M
Unique Clicks

6.8%
Click to Open 8.8%
Rate 1.9 pts

Financial

195.6 K

22.2%

$67.4M | $3.7TM
22.9%
9.9%

1.2 pts

Bookings

Revenue

;

Conversion Rate

Bookings per 1.9

Delivered(K) 36.3%

Core

Dest.

Observations

Destinations (Core & PO) deliveries decreased 14.3% MoM but an
increase in overall CTO drove clicks up by 3% MoM despite
generating the 2" Jowest Open% since launch

Destinations was holiday themed and supported “Members Get It”
campaign prominently throughout the mailing

* “Members Get It” Headline & Day Marker

* Holiday Travel Tips

» 30 Days of Members Get It

* Gifts/Gear

* Cyber Sale

* MB Reminder

 Points donations for Veterans

An image vs icon A/B test was conducted in Core Destinations Trip
Planner section

Note: Dashboard % changes & % point changes are Month over Month
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Nov ‘16 Destinations(Core+PQO) Email KPI trends

25.0%

20.0%

15.0%

10.0%

5.0%

0.0%

\/\

Open%
- Comvit 7<>-<\
__-—l-—'---—-_ I — —
—-‘--l-n—._—_/ \‘_’-/,_
CTO%
Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16

—Open% —CTO% —Conv%

Observations

« 2" Jowest Open% since launch

» CTO% was on par with YTD average
» Conv% was 6.5% below YTD average
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Nov ‘16 Core Destinations

Observations

November mailing generated 3™ most clicks since March

« 2" Jowest click engagement with Account Box indicated members found
content engaging

Holiday travel feature resonated with audience

« Holiday Travel feature generated nearly 50% of Email clicks, the 2" highest
for this section

* While “10 Holiday secrets” generated the majority of clicks, the primary
headline generated the 3@ most clicks of any content indicating the value of
this space

Main content sections generated the most click engagement

* Get Gifts & Gear module & Get the Holiday Spirit main features generated the
majority of clicks with Gaylord Offer

* MegaBonus was a distant third, along with other offer content (20% off
Gaylord, Flash Sale, Cyber Sale)

Suggests members may be recognizing the distinct content of this

mailing

Havana generated over 2x the clicks as other Trip Planner destinations
(Orlando & Tahoe)

v ACCOUNT, BOX v i
25% CIKS; 42% bks

DESTINATIONS NOVEMBER

GET 4foliday Tiowe, Smai~

10 HOLIDAY TRAVEL SECRETS
Holiday Travel L
47% clks, 35%

ol
i 4
Read our top 10 fips fo avoid holiday travel stress.

-y~ 30 DAYS OF MEMBERS GET IT
Seewhatwe havein siore for you all monih fong

Destinations
Day 5 of 30: Your Holiday Travel Guide

GET GIFTS & GEAR
The yea's hottestravel gadgets and gitideas

17% clks, 13% bks

More Hot Products

GET THE HOLIDAY SPIRIT

BB BEHIND THE SCENES AT
GAYLORD HOTELS' ICE!

See Wit goes FI0 The credble CIYSITas dspias —
et nstore s year

. Getthe Spirit: Save up 10 20% af Gaylord Hotels »

. .
 $--o

COMING SOON: FOUR-DAY CYBER SALE

®

Aendatmoe A CEBR

HONOR VETERANS DAY WITH POINTS

DONATE PONTS

a% MARK YOUR CALENDAR: HOLIDAY FLASH SALES
HE up1o50%on gear & it every Tuesday, Nov. 22 Dec 6
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Core

Account Box
25% clks, 42% bks

GET THE HOLIDAY SPIRIT

BEHIND THE SCENES AT
GAYLORD HOTELS' ICE!

‘See Wt goes o riectie ChvsiTas Ospiys
arwets nsore T year

Seo Full Story

. Getthe Spirt Save up 10 20%al Gaylord Holels >

D

Read our top 10 tps to avoid holday ravel stress.

GO NOW: GO SOON: GOLATER:

NAVANA. LAKE TA)‘O.E ORLANDO
.
30 DAYS OF MEMBERS GET IT O wanne O ¥
EN) ey gl i el e et
‘Seewhat we have in siore for you all month long » e 8 mose - CEBAR

Middle Offer
17% clks, 13% bks

mn

S MARK YOUR CALENDAR: HOLDAY FLASH SALES Use ponistosave
BB up1o'50% on gear & gl every Tuesday, Nov 22— Dec 6

HONOR VETERANS DAY WITH POINTS

DONATE PONTS

TSAT-CTRL

Account Box
18% clks, 32% bks

10 HOLIDAY TRAVEL SECRETS

Weasked

~®

Sy

Read our top 10ps 10 avoid holday ravel stress.

SEEALLTPS

30 DAYS OF MEMBERS GET IT
tediemlcponih .

Middle Offer
20% clks, 14% bks

92 MARK YOUR CALENDAR: HOLDAY FLASH SALES Use pans iosave
BB upios0% on gear & gis every Tuesday, Nov 22-Dec 6

GET THE HOLIDAY SPIRIT

BEHIND THE SCENES AT
GAYLORD HOTELS' ICE!

s n sre s yeur

Bottom Offer
4% clks, 3% bks

‘See wht goes rto e et Chsimas cpiays -

HONOR VETERANS DAY WITH POINTS

DONATEPONTS

WHPH-CTRL

Account Box &=
13% clks, 18% bks

Search
2% clks, 3% bks

GET THE HOLIDAY SPIRIT

B BEHIND THE SCENES AT
GAYLORD HOTELS' ICE!

‘See Wt goes o e riectie Crvsas gy
anciwts nsore T yeur

Seo Full Story

@® cettre sprr saeupro20% s Gayes s -

10 HOLIDAY TRAVEL SECRETS

We asked

Y

Read our top 101ps 10 avoid holday ravel stress.

SEEALLTPS

P 30DAYS OF MEMBERS GET IT
Servbetveme s btk

Middle Offer
20% clks, 16% bks

HONOR VETERANS DAY WITH POINTS

DONATE PONTS

S8 MARK YOUR CALENDAR: HOLDAY FLASH SALES Use pans iosave
B upios0 on gear & ois every Tuesday, Nov 22— Dec 6
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November ‘16 Solo performance summary

Program Solos

Total 1423 M | 441 M
Deliverad 23.0% -25.4%
@
£ 0.24% | 0.17%
2| Unsub Rate ‘ ‘
3 -0.0 pts | -0.2 pts
97% 98%
Delivery Rate ‘ ‘
1.2 pts | 2.8 pts
24.9% 22.2%
Open Rate ‘
1.4 pts | -2.9 pts
354 M 9.8 M
Opens . ;
2 30.3% -33.9%
o
3.1% 2.4%
S| Click Rate “ ¢
<R 1.5 pts 1.1 pts
=4
. 4.4 M I.IM
Unique Clicks

134.8% 37.8%

Click to Open 12.3% 11.0%
Rate 5.5 pts | 5.7 pts

Financial

. 194.0K | 101.6 K
Bookings
21.2% 49.3%

$66.9 M | $34.4 M
Revenue
21.9% 49.0%
Conversion Rate 4.4% 9.4%
-4.2 pts 0.7 pts

Bookings per 2.3

Delivered(K) -1.4% 100.2%

Observations

Solo deliveries fell 25.4% YoY and bookings increased by 49.3%, resulting
in a net increase in booking per delivered of 100.2%

* A holiday-themed ‘Members Get It campaign comprised of 4 solos accounted for

91.7% November delivered volume

* While all four Solos generated above average Conv%, only Solo #1: Intro generated

above average Open% and CTO%

30 Days Solos:

1.

Intro

2. Gifts
3.
4. Get Moments

Cyber Sale
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Nov ‘16 Solo MoM performance summary

120 70.0
Ioo [ 60.0
- - 50.0
g 80 g
g 3
v - 400 8
£ 60 g
E 300 T
-] ®
e 40 =
o 20.0 3
20 10.0
0 - 0.0
Sep-15  Oct-15 Nov-15 Dec-I5 Jan-16  Feb-16 Mar-16 Apr-16 May-16 Jun-16  Jul-I6  Aug-16 Sep-16 Oct-16 Nov-16
= Bookings mm | Y Bookings —Delivered —LY Delivered
November Key Solo mailings Delivered / EIR Bookings Delivered / EIR Bookings
Nov ‘16: 30 Days — Intro 9.4M/40.1K Nov ‘15: Cyber Weekend 1221 M/21.1K
30 Days — Gifts 9.7M/215K Mobile Request 11.2M/11.2K
30 Days — Cyber Sale 94M/14.2K Holiday Redemption 29M/10.7K
30 Days — Get Moments 9.9M /95K ShopMarriott Holiday 116 M/65K
SPG Merger 17.0M/5.0K
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30 Days Campalgn

Members Get EIR
Delivered Open% CTO% Conv%
It Solos Bookmgs Revenue el (K)
Intro  9.4M 407K  $13.6M 232% 147% 127% 4.3
Get Gifts 99 M 95K $32M  196% 5.6%  87% 1.0
Cyber Sale 9.7 M 215K $69M  204% 79% 13.8% 22
Get Moments 94 M 142K $49M  206% 59% 124%

Total 28.7M 20.9% 7%  12.3%
—mm----m

Members Get It X EIR EIR
Campaign Delivered Bookings Revenue | Del (K)
Intro Solo 94 M 40.7 K $13.6 M
Get Gifts Solo  99M 95K $32M
Redeem Solo 9.7 M 215K $6.9M
Get Moments Solo 94 M 142 K $49M
PO-Benefits Nov'l6 1.2 M 476 $190.3 K
PO-Offers Nov'l6é 1.1 M 309 $H1.3K
PO-Destinations Nov'l6 .2 M 1.7K $543.2 K
eNews Nov'l6  [1.9M 590 $195.3 K
Hotel Specials Nov 'l6 9.3 M 793 $2885 K
Destinations Nov'l6 108 M 38K $I3M

B R TR T TINEN

B/

4.3
1.0
22
1.5
0.4
03
1.3
0.0
0.1

Xarmott
REW

4300 dof

MEMBERS GET IT
30

Get ready, Mitchell. Members get exciting stuf every
day for the: next month

GeTHOLDAZALED

By WHAT WILL YOU GET?
Ports, st v b

Narriott
R

Save ST50 on the Manothsbed. Robes & bedding are on
sl toot Free gft wih every purchase.

(s

30 DAvs OF MENEIERS GEY I

Narrott
R

CYBER SALE

A Sale of Global Proportions
Get member rates from $79 per right. Good for stays fom
December 9, 2016 thvough January 16, 2017.

'BLACK FRIDAY THROUGH CYBER MONDAY

e G o Ccurives Mo Chicns
Bl 1 PP Gl Cyor S

GET YOUR SHOPPING DONE

Tl

G by U s g afing okt s s B ey
vy g onyauried

0 80k

THNK GUTSIDE THE GFTBOX

EARN 0000 BONUS PONTS

st R S

MEMBERS GET IT

CRUSEFORHOLDAY
BONUSPONTS

Narrioft

RAISE YOUR
GAME

wrioft
REWARDS.

Observations

* High reach and well above average Conv%
* First Email was the star, the rest had below average click engagement
» Successfully tied separate initiatives (that could have been 9 campaigns as of Nov) into 4
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SL: 30 Days of Members Get It
e o e oo [EREG 11K (0.396) e s e

following “\‘ /\\al’l'lon _

1. Introduction (11/7)

following

EIR EIR Bk/
Intro Solos Delivered . Open% |[CTO% Conv%
Bookings | Revenue Del (K) 630 d £
®)

Members Get It 9.4 M 407K  $13.6M  232% 147% 12.7% 43
Fall 'I5 MB Announcement 8.7 M 500K $I81M 261% 209% 105% 5.7 M E M BE”-B"“-BW ET |'|'
Spring '16 MB Announcement 7.8 M 459K $162M 248% 183% 13.0% 5.9

24

Observations
) ) Get ready. Members getexeiting stuff every day
Members responded well to the introduction fort 0 Onth!

* Member Get it Introduction generated slightly lower Email KPI's than previous [; Y SOK (55.9%)
MegaBonus Announcements

* YTD Solo booking/delivered average is 2.6

q' .2.9K'(O.7%)‘N, |A‘;m 14.9K (3.3%) GET?
‘oints, tfravel deals and a few surprises along the way. »
Majority of clicks went to main CTA (56%) & 1,500 point social channel offer (21%)

+ Email conveyed a sense of intrigue to what members might get @ﬁm’
* An invitation to connect with Social channels implied the promise of even more in | h

addition to the points LET"S (#17 IEIEEBI CTED
Content was cohesive & complementary S s

Dynamic calendar day kept message relevant, high repeatability 3 o5 5x 21.4% |
| e |




2. Get Gifts (11/14)

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

Holiday Redemption
Solos
Members Get It
Holiday Redemption (Nov 'l 5)
ShopMarriott Holiday (Nov 'l 5)
ShopMarriott Holiday (Nov '14)

99M
25M
10.6 M
13.6 M

95K
87K
6.0 K
19K

$32M
$28 M
$20M
$42 M

19.6%
25.6%
21.1%
22.1%

5.6%
14.5%
8.0%
I11.6%

8.7%

9.4% 3.5
3.3% 0.6
3.4% 0.9

Observations

Of all 30 Days Solos, this one generated the lowest Open%, CTO%, & Conv%
» The subject line may have been optimized wit de-emphasizing bedding...

» This Solo performed similarly to ShopMarriott Nov Solos it bears resemblance to

» The Holiday Redemption was launched to a more targeted audience and
contained XXXXX while redemption categories were highlighted in Get Gifts

SL: Day 8 of 30: Save $750 on

Beds + Gifts

) \arriott | a8 Mosarve |

GRELYE

SAVE ON SL

Save $750 on the Marriott” bed Robes & bedding ore
on sale, tool Freae it e ery purchase.

.]:\ | 4.7k (33.8%) |

3 T
N D .
O 4.1K (3.2%) \

23
7.
Hx(n&m 50 DAYS 1K (5.5%) RS GET [T
whot we hove In store for you all month long =

GET YOURER 717 0.6% |G DONE

\
‘
ap——
<

Gifta b buy? Use your points for tepesaling products, Gt cards & morne. e
on ecsy way 10 Sop for everyone on your st

2] 12.6% (9.6%)
ﬂss'z (0.3%) | 793 (0.6%)
184{0.1%) rrru' eann (R 260 0.2 poiTs
foode  Physecm S ponts ;vSwmtcv":
cos Voams MOTOT Bowdre 0ref 55
1.1((0.%\)' Es\sxn_wﬂ'
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3. Cyber Sale (11/25)

Cyber Sale EIR EIR Bk/
Delivered . Open% | CTO% Conv%
Solos Bookings Revenue Del (K)

Members Getlt 9.7 M 21.5K $69M 204% 79% 13.8% 22
Holiday Flash Sale  [.5M I.5K  $5343K 287% 22% 159% 1.0
Cyber Weekend ('I5) 2.1 M 21.1 K $69M 203% 62% 13.8% 1.7
Cyber Monday ('l14) 79 M 248 K $85M  215% 99% 14.6% 3.1
Cyber Monday ('13) 396.3 K 57K $1.7M  303% 206% 23.0% 14.4

Observations

As a primary booking driver, the mailing accomplished its objective: generating the
highest CTO% & highest Conv%

Combat holiday inbox and subject line clutter
* Open% may have been impacted by inbox clutter
* Including rate in subject line may have helped create more relevancy to the offer

SL: Day 19 of 30: HUGE Cyber Weekend Sale

o BZE) 484 (0.2%) b -

e &) Aarriott

2 GER Ly 2

CYBER SALE

A Sale of Global Proportions
Get member rates frormmmfmhl Good for stays from
December 9, (Zb lll]uorg 16, 2017.

128.7K (62.6%)

:
A ;
BLACK FRIDAY/EI 906 0.4%) JBER MONDAY

SATURDAY SUNDAY
2 Bad 5-2K (2.5%)

o e rm(hm 2 2 (1 £oe) JOTE CholCES.
l}] 201 (0.1% 3.3K (1.6%]
——(———Lﬁmes Comamidbie. »

n;HK(OG%) rS() DAYS (mwnﬁzmb(ukl IT

hat we have in store for you o

GET MORE FROM YOUR TRAVEL

AT Yo [EEZ] 200 (0.1%) JIMF
Chack In chack Out Ond Mok FgUests on

the Moo Mobie Apg
‘ B 725 0.4% |

Set sal on select cruses and eam 6
fcints por $1 Ends Decermber 8tH

!:I:' 1.7K (D.B%)‘l
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SL: Day 24 of 30: Flash Sale Today!

4. Get Moments (11/29)

o \\arriott

GE T.¥eas2ils

SE YOUR POINTS

Moments/NFL e
Delivered Open% | CTO% | Conv% o
Solos ooklngs Revenue Del (K) Wed £ '
Members Getlt 9.4 M 142K  $49M  20.6% 59% 124% : ne
~ -~

; . EF
NFL Solo 99 M 29K $I.OM  19.0% 2.6% 6.0% 0.3 = o 7\{'{15}{\/5
Moments Experiences Bidding #1 5.8 M 6.5 K $23 M 222% 5.6%  9.2% 1.1 SHOP H“‘ “NCES
Moments Experiences Bidding #2 5.8 M 56 K $I19M  223% 5.1% 87% 1.0 pars g e

LES 24.7K (14.9%)

- 3 .
ingan(o.xs%) '50 DAYS (Bl 23 27%) RS GET IT

See what we have In store for you all month long

Observations

Flash Sale helped Get Moments Solo
» Generated significantly higher Open% & Conv% than previous Moments Solos -
« Open% was 2" highest out of the 4 Solos (Day 24 of 30: Flash Sale Today) '\\amo"fmim

. - |
* Received 28% of Email clicks, most of any CTA Offcial Sponsor of the NFL




Nov ‘16 Lifecycle performance summary

Audience

Total

Delivered

Unsub Rate

Delivery Rate

Engagement

Open Rate

Opens

Click Rate

Unique Clicks

Click to Open

Financial

Bookings

Revenue

Conversion Rate

Bookings per
Delivered(K)

Program Lifecycle
103.8M | 49 M
-10.4%
0.18% 0.28%
-0.1 pts | -0.2 pts

99% 97%
2.9 pts 4.2 pts

21.9% 33.1%
-1.6 pts
22.7TM 1.6 M

-16.5%

1.9% 5.3%
0.3 pts | -1.0 pts

2.0M 259.1 K
8.8% 16.0%
1.9 pts
1956 K | 20.1 K
22.2%
$674M | $7T5 M
22.9%
9.9% 7.8%
1.2 pts
1.9 4.1
36.3%

Observations

Delivery increased YoY by 7.4% and booking decreased by 10.6%,
resulting in a 16.8% decrease in bookings per delivered

Primarily due to a 22% decrease in CTO%, which has been a consistent
2016 trend due to

* Mar’16 launch of Onboarding

» Sep’16 launch of Link Account triggered messaging

 Potential fatigue of repeatedly seen messages, Anniversary & Post Redemption
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Lifecycle: Onboarding

Onboarding generates ~13% of Lifecycle volume;
Open%, CTO% are typically below Lifecycle campaign
average KPI’s

CTO% is 30.1% below YTD average and is the lowest

since launch

* Open% after the first message averages ~
program average

* Welcome (Points) Email series KPI’s follow similar trends with
each progressive message

16%, below

Items in development

» Themed subject lines
» 1 week between mailings and deployed on Mondays

Bk/
Del (K)

Mar-Nov EIR EIR
Delivered

Open% CTO% Conv%

Onboarding Bookings | Revenue
Account Tips 1.6 M 21K $7005K 19.6% 102% 6.8% 1.3
Earning Points  |.5M 14K  $4856K 166% 93% 6.1% 0.9
Travel Inspiration 1.4 M LIK  $3924K 162% 7.1%  68% 08

Community 1.3 M $276.6 K 150% 47% 82%

You Have 50 Million
New Friends

How to Earn Points: Let's Plan Your Next
No Travel Required Trip

How to Use Your
Rewards Account

Insider Tips Earning Points Travel
— Inspiration _
| - e RS
Status Bar Status Bar Status Bar
Dynamic Intro Points 101
Copy

Pre Travel tips
Travel

Inspiration copy
& Infoqgraphic

Stay 3 Ways to Earn
Recommendation

Social
Community
channels

Redemption

Opps 1
Dream stay
Social Channel

Dynamic MRCC




Lifecycle: Membership Anniversary

Happy [number of years] anniversary!

tt Anniversary | 1, livered Open% | CTO% | Conv%
elivere en/e o onvs.
First Name R ‘EA\VSIXIIS DS i i Lifecycle Bookmgs Revenue P Del (K)

LEELTTE YT YY TYTTT TR - N Nov 'I5 7503 K 24 K $826.0 K 348% 14.1% 6.5%
Dec'l5 6188 K 1.9 K $706.7 K 323% 13.0% 7.5% 3.1
- = - #HH #ith Jan'16 820.9 K 3K $12M  36.1% 13.0% 8.1% 38

Silver 10 |Gold 50 |Platinum 75 Your Account » Points Nights

Feb'l6 812.1 K 25K $9240K 320% 13.0% 7.5% 3.1
. | Mar'1é6 922.0K K $I.LIM  348% 124% 7.8% 34
CGW&MM. Apr'lé 890.0 K 33K $I.IM 352% 129% 82% 37
Celebrate [XXX] Years with Marriott Rewards May '16 970.5 K 29K $I.OM  33.1% 122% 7.3% 2.9
[Alexandria], we appreciate your loyalty and thank you for your Jun'lé 8925 K 28K $I.OM  334% 120% 7.7% 3.1
membership! Jul'le 986.0 K 32K $ILIM  333% 122% 79% 32
Make your experience even more rewarding by updating your profile. Aug'l6 9697 K 30K $10M 33.0% 12.2% 77% 31
m Sep'l6 846.3 K 24K  $8812K 33.1% 119% 72% 29
Oct'lé LI M 24K $791.5K 30.6% 11.4% 6.4% 22

We also recommend you update your member password each year. Nov '16 786.6 K 23K $788.4 K 34.0% 11.6% 7 4%

Shverage w5k 27k | stom 555k 1255 755 | 51

Observations
* MoM, CTO% increased, however, Anniversary performance has shown
slow but steady decreases in CTO%

Opportunities to increase value and engagement with Anniversary
* An anniversary reward

* Lifetime information

* Increasing focus on member password refresh

"Travel is the only thing you buy
that makes you richer."

— Unknown




Lifecycle: Hello Again

Hello Again
[FNAME], it's true!

) A\arriott
First Name REWARD S

L e csse00000ces. Hello Again

‘ = o Reminder
R e || e B [FNAME], this is it!

A\arroit

Dear [Alexandria],

Last Name
—

Trust us, you want to stay connectef
first to know about
Siiver 10 |Golds0  [Pratinum 7

Z 24-hour flash sales
> Lorem Impsum Lorem Ipsum

our new innovations

Mobile check-in and checkd
Dear [Alexandria]

L) Account updates
Would you like to stay connected? This is your last chance to be the first to know
Update your email preferences to g Lt

Z 24-hour flash sales
Q Our new innovations

Mobile check-in and checkout

Exclusive member ~ New L) Account updates
offers
Gain the latest information on
Update Preferences
Sincerely,

A T
Your Marriott Rewards Team

Exclusive member ~ New hotel openings  Helpful travel tips
offers

Sincerely,

Your Marriott Rewards Team

Lifecycle (Jan-Nov)
2012 80M 6.9 K $25M 85% 348% 29%
2013 6.0M 56K $20M 89% 332% 3.1%
2014 74M 42K $1.6M  106% 232% 23%
2015 43 M 28K $1.I M 9.0% 21.4% 3.4%
2016 3.IM 19K $7314K 57% 173% 6.3%

EIR EIR

Hello Again .
Delivered Open?% | CTO% Conv%

Bookings | Revenue

Observations
+ Since 2012, Hello Again CTO% has decreased steadily, averaging 15.4%
decrease YoY

» Arefresh of content may help increase click engagement
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Lifecycle: Post-Redemption

Aarrioft

REWARDS [ Pnanneserve |

Rewards Are Always Within Reach

We are grateful or your membership! We look forward to
T

Restarters

SL: Thank You for Redeeming Your Points

Marrioft Post-Redemption
REWARDS, Delivered Open% | CTO% | Conv%
Lifecycle Booklngs Revenue Del (K)

Nov 'I5 149.0 K 1K  $2939K 552% 9.6% 13.8%
Dec'I5 163.1 K 13K  $359.8K 545% 9.6% 149% 78
Jan'16 171.8K 6K $5403K 588% 10.1% 159% 95
Feb'l6 133.0K IOK $3275K 538% 99% 147% 78
Mar '16 1343 K 12K $3646K 57.8% 97% 160% 9.0
prome , Apr'l6 165.9 K 4K $4353K 57.9% 95% 155% 85
R May '16 186.0 K I5K  $4542 K 588% 9.6% 144% 82
i Jun'16 217.7K 6K $5354K 583% 89% 142% 74
Jul'16 2498K 22K  $6647K 586% 92% 16.1% 87
Aug'lé 2734K 22K  $7372K 585% 9.0% 153% 8.
Sep'l6 205.2 K 4K $4526 K 59.0% 89% 133% 69
Oct'l6 2143 K 4K  $450.1 K 588% 86% 126% 63
Nov 'l6 178.7 K I3K  $391.1K 569% 81% 153%

Observations
Post-Redemption CTO% has been decreasing steadily at an average of
2.0% MoM since launch (Oct “14)

CTO% appeared to peak in January and declines throughout the year

Leftovers
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Nov ‘16 Project Orange performance summary

Project

Program Orange

Total
Delivered
g
=
21  Unsub Rate
H] -0.1 pts
<€
99%
Delivery Rate ‘
21.9%
Open Rate
-1.6 pts
22.7TM
Opens
o -16.5%
5
1.9%
5| Click Rate :
E 0.3 pts
w 2.0M
Unique Clicks ,
6.8%
Click to Open 8.8%
Rate 1.9 pts
Bookings 195.6K
22.2%
$67.4M | $4.1 M
= Revenue )
k= 22.9%
g
= 9.9%
L | Conversion Rate ‘
1.2 pts
Bookings per 1.9
Delivered(K) 36.3%

Nov Project
Delivered Open% |CTO% Conv% Unsub%
Orange Booklngs Revenue

WHPH 0 06%

88K 27.8% | 10.3% 2I6%
_ 88K $3.1M | 27.8% | 103% | 21.6%

Benefts 50I.2 K 5.1 K $19M  30.6% 13.6% 24.6% I0.3 0.05%
Destinations 505.1 K 19K $6188K 278% 75% 17.9% 3.7 0.06%
Offers 425.6 K 1.8K $646.1 K 244% 92% 19.1% 0.07%

mmmm

Benefits 680.4 K 1.6 K $5398K 223% 143% 7.5% 0.11%
Destinations 742.4 K 630 $2234K 212% 59% 6.8% 0.8 0.14%
Offers 648.7 K 653 $2400K 182% 7.4% 7.4% 0.17%

Tora o 5 h IS Skt 23% 736 1460 54 | 0115

Observations
» Lowest Open% since launch
* Lowest YTD booking/delivered

Compared to the base email program, PO-dedicated campaigns generated:

+17.9% Open%, -5.6% CTO%, +114.3% higher Conv%

64



November ‘16 Email overview & MoM trends

Bookings by Month

Nov Project Bk/Del 35.0 4.0
Delivered Open% | CTO% | Conv% sub%

Orange Booklngs Revenue 300 = 3.5

(WHPH | | 88K | $3.1M | 27.8% | 10.3% | 21.6% 0.06% seo i

Benefts 50I 2K 5.I K $I.9 M 306% 13.6% 24.6% 10.3 0.05%
Destinations  505.1 K 19K $6188K 278% 75% 17.9% 3.7 0.06%
Offers 425.6 K 18K  $646.1 K 244% 92% 19.1% 4.3 0.07%

X i 20.0 |
. R 0, ) 1O, ) 2.0
15.0 {
1.5
10.0 L 10
Benefits 680.4 K 1.6 K  $539.8K 223% 143% 7.5% 0.11% 0 - L 05
Destinations  742.4 K 630 $2234K 21.2% 59%  6.8% 0.8 0.14% 00 ) 0.0
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Offers 648.7 K 653 $240.0K 182% 7.4% 7.4% 0.17%

Total mmm 23.6% 14.6% m 0.11% w2015 PO Bookings w2018 PO Bookings 2015PO Delivered  —2016 PO Delivered

EIR Bookings (000s)

o
[=]

TSAT 20.7% | 9.3% | 1.3% 0.14%
—mmm---m-

(SUOKIHAI) S[TewWT paaat|eq

@
(=]

Observations
Benefits CTO% and Conv% were 34% & 18% below YTD avg Email KPI's by Month

35.0% -

respectively
30.0%
. 25.0% \_—\/\__/\_/\

Offers Open% was lowest since launch and CTO% was 23%

below YTD average, contributing to the lowest e e, T, o2,
booking/delivered since launch 2 7S o e o Neree
10.0% - - = N\ - -

5.0%

Destinations CTO% was 13.3% above YTD average

0.0%

6
3

PR 00,\" S S SN - B e S g
R I L T A A BN P T B
@==PO Open% === POCTO% =« ¢ +PO Conv%




Benefits overview and MoM trends

Observations

Overall

* Nov'16 Email KPI’s fell against YTD avg as well as YoY
* Open% fell 9% YoY

* CTO% was 33.8% below YTD avg; 18% YoY

* Conv% was 18.4% below YTD avg 8% YoY

A high amount of content were non-booking offers

TSAT
* CTO% was 16.0% below YTD avg; 20% YoY
* Conv% was 12.8% below YTD avg; 2% YoY

WHPH
« 2" Jowest Open% YTD
* CTO% was 41.9% below YTD avg; 10% YoY

Bookings vs Delivered Emails by segment

25.0 ;8.0
1.0
20.0
- 8.0
g
8150 5.0
n
2 40
£
§10.0 3.0
&
[3] 2.0
5.0 -
1.0
0.0 0.0
b b b N3 N3 ) ] ] o & o o o o o o
N S N S ™ ~ ™ N ™ N ™ ~ N ~ N N N
2 : > & " PR 2 " & " ; " & &
MR A A P U R I I R I A S
= TSAT Bookings == WHPH Bookings TSAT Delivered WHPH Delivered

45.0%

40.0%

35.0%

30.0% -

25.0% -

20.0%

15.0% -

10.0%
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PO segment open & click engagement was
higher with Control than Benefits

Nov eNews/
Delivered Open?% | CTO% | Conv% Unsub%
Benefits Booklngs Revenue

TSAT eNews 747 K 18.9 K 200 $63.7K 253% 18.1% 5.8% 0.1'1%
TSAT Benefits 6804 K [52.1 K [.6K  $539.8K 223% 143% 7.5% 2.4 0.1'1%
%\ -12%  -21% 29% -10%

WHPH eNews  54.0 K 18.9 K 799 $268.2 K 35.0% 23.2% 182% 14.8 0.04%

WHPH Benefits 501.2K [53.2K 51K $1.88M 30.6% 13.6% 24.6% 10.3 0.05%
%A\ -13%  -41%  35% -31%

Both PO segments had higher Open% with the Control copy vs Test (Benefit) copy

* eNews: Your Account: Ready to Transfer Points? You Want to Link to SPG

* TSAT Benefits: Your Benefits: Earn Points in More Places Get Status Match + Transfer Points

« WHPH Benefits: Your Benefits: Where Will You Go Next, Jim? Your Benefits: Reminder - Link Your Accounts

There was significant differences in content between Core & PO versions, including layout of content as well
as type of content included
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November WHPH Benefits

Observations
Click volume was half of YTD average, 10% less YoY

Search & Account generated click volume lows, while overall click engagement was low,
those that did click went to the content

Link Account as Top Offer did not resonate with WHPH, particularly if they had linked

accounts
* Link Account message in Top Offer generated 79% fewer clicks than YTD average

» 20% of WHPH have linked account & their click engagement & did not engage with their
dedicated Link Account message in Top Offer (5% of Top Offer clicks)

Member Get it message did not resonate
» 78% fewer clicks than YTD average
» This message may not resonate due to message fatigue (email, display)

Rewards section generated 43% higher click volume than YTD average and highest section

Conv%
» SuperBowl sweepstakes & MegaBonus generated the majority of clicks

30 Days module resonated with WHPH as it generated 8% of clicks & bookings

Ritz Carlton in the Brand Spotlight generated the highest click engagement for this section

’ Account Box
14% clks, 16% bks
’ Search
2% clks, 2% bks
I\JrJ “iicl

|27% clks, 22% bks
- —— e

’ Top Offer 2
2% clks, 1% bks

WHPH Benefits

Your Benefits: Earn Points
in More Places

Hotel Openings
2% clks, 1% bks

S

o e ——————
Members Get It
8% clks, 8% bks

Redeem
2% clks, 2% bks

’ eBreaks
2% clks, 2% bks

(1)




November TSAT Benefits

TSAT Benefits

Your Benefits: Where Will
You Go Next [FNAME]?

W
17% clks, 37% bks
’ Search

4% clks, 7% bks

( Top Offer
4

Observations
3rd Jowest YTD click volume and Conv%

Link Account message received 14% lower click volume than YTD average
~ 95% of TSATSs have not linked accounts

Member Rates message did not resonate as it generated 83% less clicks than YTD
placement average

Rewards section generated 22.5% less clicks than YTD average
 Sleepover at Super Bowl LI did not appear to resonate as much with TSATs as WHPH
* MoM, MegaBonus offer in Rewards generated 71.2% fewer clicks

TSAT’s CTO% with 30 Days was about half compared to WHPH
Ritz Carlton in the Brand Spotlight generated the highest clicks for this section

eBreaks generated 2nd lowest % of clicks and lowest Conv% since first being featu

9% clks, 29% bks

( Rewards - Head
4% clks, 6% bks

Members Get It
4% clks, 4% bks

red




November Non-Member TSAT&WHPH Benefits

Non-Member Benefits
[FNAME] Now is the Best Time to Join

Nov Non-Member Enroll/
Delivered | Enrollments | Clicks Open% | CTO% Conv% Unsub%
Benefits Revenue

WHPH & TSAT 712K 298 21.7%  1.9% 0.47%

Observations
The November Non-Member version of Benefits featured alliance acquisition messaging &
Ritz Brand Spotlight, generating 298 clicks
 October featured:
— The least amount of content to-date but generated 284 clicks
— Member rate & Cruise sweepstakes
« September generated 308 clicks featuring MegaBonus, Atlantis offer & Autograph spotlight

% of clicks to alliance acquisition Top Offer had the a higher % of clicks in November than
MegaBonus (Sept) & Lowest Rate (Oct)

% of clicks the Ritz Brand Spotlight generated was 124% higher than September’s
Autograph Collection Brand Spotlight, although Sept featured more content overall

Top Offer
38% clks, 0 bks

Enjoy the Perks of Membership

moc amatid of s doatinaions snd poashilies

Top Offer 2
11% clks, 0 bks

Search
3% clks, 0 bks

The Ritz- Cartton crafts unforgettable travel
e r s s warors .

exceptional destinations.

Find Your Next Getaway, Perfectly Suited To Your Passions

Ski Resorts Beach Resorts

Conquer challengi Exparience an
resorts n majestc seftngs beaches Boughout the workd.

Find Ski Resorts Find Beach Resorts

Q o
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Offers overview and MoM trends

Observations

Overall

Nov was a seasonal low in engagement:

* Open% was lowest since launch

* CTO% was 23.1% below YTD average

Compared to Nov ’15:

* Open% fell 18%

* CTO% & Conv% increased, 1% & 15% respectively

TSAT
* Lowest Open% since launch
e CTO% fell 3% YoY, Conv% increased 23%

WHPH
» Lowest Open% since launch
e CTO% increased 6% YoY, Conv% increased 13%

Bookings vs Delivered Emails by segment
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0
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TSAT & WHPH Conv% were higher with Hotel
Specials than Offers

Nov HS/
Delivered Open% | CTO% | Conv% Unsub%
Offers Booklngs Revenue Del (K)

TSATHS 712K 133K 86 $273K 187% 7.6% 85%

0.16%
TSAT Offers 648.7K 1183 K 653 $2400K 182% 7.4% 7.4% 1.0 0.17%
%A -2% -3% -12% -17%
WHPHHS 459K 114K 215 $82.7K 247% 9.4% 20.1% 4.7 0.07%
WHPH Offers 4256 K 104.0K 1.8K  $646.1 K 244% 92% 19.1% 4.3 0.07%
%A

-1% -3% -5% -9%

The delta between Core and PO interaction with their mailings were within standard deviation

The only difference between Core & PO versions were images used above Field Offers
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November WHPH Offers

EIR
Bookings Revenue

18K  $646.1 K 24.4%

EIR B/
Open% CTO% | Conv%

Nov
Offers
WHPH 425.6 K

Unsub%
Del (K)

4.3

Delivered

92% 19.1% 0.07%

Account Box
14% clks, 20% bks

Search
8% clks, 8 ks
'y 0
Field Offers

M| 50% clks, 47% bks

Observations
WHPH Offers generated the 2nd lowest YTD click volume & Conv%

Factors include:

Seasonality may be a factor as Nov has been a low month for Hotel
Specials clicks

Reduced booking content
+ 1ST Month without MegaBonus nor Summer in the past 4 months

» Standard Getaways content replaced by non-booking content (Flash Sale, 80K
MRCC) & generated less than average CTO & Conv%

Experiences generated 24.9% fewer clicks than YTD average but 6.4%
higher % of clicks

% of clicks to eBreaks improved MoM, however, generated the 2" [owest
click volume and lowest Conv% since first being featured

from $169 Houston from $169
$50 dining credt ©  Stay comedtes °

Cincinnati from $199
nnnnnnnn & parking o

Vail from $149
Park at the mountain °

S. Califomia from $149
:

Dallas from $139
525 grocery gift carg Specials for Texas re:

soents @

15459+
ountry

See All @

Middle Offer
18% clks, 14% bks

OINTS

Flash Sale! Get Your Holiday Shopping Done

Shop brands Iike Apple, Keurig and Ray-8an with
points, staring at noon ET.

The Fastest Way to Earn Marriott
Rewards F is Season

Celebrate the Holidays at Gaylords
Hotels

Experience a winter wonderiand made of ICE®
in Dallas, Kissimmee, Nashville & Washington,
oc.

Get 30% Off

30 DAYS OF MEMBERS GET IT

So6 what we have in store for you all month long »

WHPH Offers

Up to 30% Off Travel

Experiences
5% clks, 5% bks

Day 16 of 30: Flash Sale Today &
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November TSAT Offers

Nov EIR EIR Bi/ Del
Delivered Open% | CTO% Conv% Unsub%
Offers Bookings | Revenue
TSAT 6487 K 653 $240.0 K 182% 7.4%  7.4% 1.0 0.17%

Observations
TSAT Offers generated the 2nd lowest click volume since launch

Factors include:

Seasonality may be a factor as Nov has been a low month for Hotel
Specials clicks

Reduced booking content
* 15T Month without MegaBonus nor Summer in the past 4 months

» Standard Getaways content replaced by non-booking content (Flash
Sale, 80K MRCC) & generated less than average CTO% & Conv%

Experiences generated 31.3% fewer clicks than YTD average

% of clicks to eBreaks improved MoM, however, generated the 2" lowest
click volume since first being featured

Account Box
19% clks, 37% bks

Search
11% clks, 17% bks

Houston from $169
Stay connected °

Cincinnati from $199
Sreaktast & parking ©  Parkalthe mountain )

Vail from $149

S. California from $149
525 grocery gift carg

Dallas from $139
Specils for Texas resdents @

Atianta from $144
Upgraded room, parking °

Middle Offer
12% clks, 7% bks

12PM EST TODAY - SHOP WITH POINTS

Did Someone Say "Flash Sale"?

Starting today, tum your ravel into gfs for even fess.
Shop with points and get the gear they love.

Get in the Holiday Spirit at Gaylorde
Hotels

Experience the magic of ICE# in Dallas,
Kissimmee, Nashvile and Washington, DC.

ol
Nghts

-

30 DAYS OF MEMBERS GET IT

See what we have in store for you all month long »

EJ

TSAT Offers
Day 16 of 30: Flash Sale Today
& Up to 30% Off Travel

Experiences
5% clks, 3% bks

Save Up to 20% in New York City

Iecuge n e chy et naver . Bockyour 0
Apple stay early and save up to

See San Francisco from $114

Earn Big in New Orleans

21 get rewarted wih exta ponts. oo times rol

Get 5,000 Points.

Get 10,000 Points

®cape

Save on stays this woekend.
Where wil you go?

eBreaks
G 4% clks, 4% bks
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Destinations overview and MoM trends

Observations

Overall

« Open% was the 2" lowest YTD

+ CTO% was 13.3% above YTD average

TSAT
« 2nd Jowest Open rate YTD
* CTO% was 1.6% below YTD average

WHPH
« Slightly below Open rate YTD average
« CTO% was 2" highest YTD

3.0

EIR Bookings (000s)
o = - b b
2 =} 2] =} o

2
o
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Core & PO engagement had similar engagement

Delivered | Opens Open% | CTO% | Conv% Unsub%
Destinations Booklngs Revenue

TSAT Control 745K 16.6 K 63 $174K 222% 6.0% 6.3% 0.12%
TSAT Test 7424K 157.7K 630 $223.4K 21.2% 59% 6.8% 0.8 0.14%
YA -4% -3% 8% 0%
WHPH Control  53.8 K 5.6 K 220 $88.7 K 29.0% 72% 19.5% 4.1 0.06%
WHPH Test 505.1 K 1402K 19K $6188K 278% 7.5% 17.9% 37 0.06%
%A -4% 3% -8% -9%

Both segments had higher open and click-to-open to Control vs PO versions
» These differences were beyond the Sept difference where the exact same content was shown

The only difference between Test & Control versions were the Travel Planner sections in content and
layout
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Nov WHPH Destinations ?fiﬁ);‘nzﬁ%ﬁ;- WHPH Destinations

(L D2y 5 of 30: Your Holiday Travel Guide

- T SEgr e T -

GET THE HOLIDAY SPIRIT

November | i EIR | EIR - - | B - | ) e
Destinations Delivered Bookings Revenue Open% CTO%| Convi Del (K) Unsub% GET folidey Tiave, Smari, bkt
WHPH 505.1 K 19K $6188K 278% 7.5% 179% 37 0.06% @ o s ot e
Observations 10 HOLIDAY TRAVEL SECRETS s, Ao batbido kbt
November generated the 2nd most clicks YTD At i s s e nessiupe
« 2" Jowest click engagement with Account Box since launch, indicating . | Holiday T k ———
WHPH found content engaging 59% clksy 54% bks & o oen
» Holiday Travel feature generated nearly 60% of clicks, 80% above the YTD
average

Trin Plannar
Where to BaOK Now'

» Middle Offer click volume was 20% above YTD average
— “Get Gifts and Gear” and “Get the Holiday Spirit” headlines/Images/CTA’s
generated 61.0% of section clicks
— MegaBonus click volume was a distant third, along with other offer content
(20% off Gaylord, Flash Sale, Cyber Sale)
 Trip Planner also generated the most clicks since Middle Offers was
introduced in April —
— Kauai and NYC generated high than avg clicks for Trip Planner section | X HONOR VETERANS DAY WITH POINTS

KAUA1, HAWAII VIENNA, AUSTRIA NEW YORK, NY

DONATE POINTS

DAR: HOLIDAY FLASH SALES
ave up to 50% on geor & gifts every Tuesdoy.

11




Nov TSAT Destinations

November

.. Delivered Open% | CTO%  Conv% Unsub%
Destinations Booklngs Revenue

TSAT 7424 K 630 $2234K 212% 59% 6.8% 0.14%

Observations

November generated slightly above average click volume
« 2nd Jowest click engagement with Account Box sine launch, indicating TSAT
found content engaging
» Holiday Travel feature generated 55.8% more clicks than Top Offer YTD
average
» Middle Offer click volume was 23.8% below YTD average
- ‘Save 20% at Gaylord’ click volume was a distant third, along with other
offer content (MegaBonus, Flash Sale, Cyber Sale)
 Trip Planner generated 45.2% fewer clicks than YTD Bottom Offer average
— Kauai and NYC generated similar click volume, Austria generated 40% of
the clicks as NYC

rrl II

- ACCOUNE: B OX s s
18% clks 38% bks

— o

-— T S e e T —

GET “foliday Tiauel Smarl

10 HOLIDAY TRAVEL SECRETS

~ /
P

50 DAYS OF MEMBERS GET IT

TSAT Destinations

kwa Day 5 of 30: Your Holiday Travel Guide

VIIUU 1€ UIICI
1704 lke 1104 hive

=

GET THE HOLIDAY SPIRIT

B BEHIND THE SCENES AT
GAYLORD HOTELS' ICE!

Soe Full Story
. Gel the Spiril: Save up to 20% ot Gaylord Hotels »

Ge! I\‘ouv Stor u Don't forget to stay more to earn your
Megol

Y MegaBonus® Tip: T
choose t 2

HONOR VETERANS DAY WITH POINTS

DONATE POINTS

18
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Fall ‘16 MegaBonus to-date

MegaBonus . EIR EIR B/
. Delivered .
First 3 Months Bookings Revenue Del (K)

Fall '16 802M  1055K $37.0M 13
Spring '16 622M  I51.0K $487M 24
Fall'I5 486M  1473K $489M 3.0

Observations

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

» Core campaign % of Delivered:
— Fall 16 =89%
— Spring ‘16 = 72%
- Fall"15=63%
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Fall ‘16 MegaBonus to-date

MegaBonus EIR EIR Bld/

First 3 Months
Fall '16

Spring '16

Fall 'I5

Delivered

Bookings Revenue Del (K)

1.3
2.4
3.0

80.2 M
62.2 M
486 M

055K  $37.0M
I51.0K $48.7 M
147.3 K $489 M

Observations

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

» Core campaign % of Delivered:

- Fall 16 89%
— Spring ‘116 72%
- Fall ‘15 63%

MegaBonus EIR EIR
Delivered
First 3 Months Bookings | Revenue | Del (K)

Announcement

First Hurdle Progress Check In
No Stays Progress Check In
Preview

Registration Confirmation
Registration Reminder
eNews Sep 'I5

PO-Benefits Sep 'I5

eNews Oct 'I5

PQO-Benefits Oct '15

Hotel Specials Dec 'I5

23.1
10.5
23
12.5
23
27
17.6
1.2
7.6

ol e S I s 50

Achievement
Announcement
Preview

Registration Confirmation
Registration Reminder
eNews Feb 'l 6

Hotel Specials Feb '1 6
PO-Benefits Feb 'l 6
PO-Offers Feb '16
eNews Mar 'l 6

Hotel Specials Mar 'l 6
PQO-Benefits Mar '16
PO-Offers Mar 'l 6

132.6
5.9
33
14.5
43
28
0.0
18.5
0.1
04
0.0

1.3

Spring 16 a2t ISR (st 2]

Achievement
Registration Confirmation
Registration Reminder
eNews Sep 'l 6

Hotel Specials Sep 'l 6
PO-Benefits Sep '16
PO-Offers Sep '16
eNews Oct 'l 6

Hotel Specials Oct '16
PO-Benefits Oct '16
PO-Offers Oct 'l 6
eNews Nov '16
PO-Benefits Nov '16
PO-Destinations Nov 'l 6

Destinations Nov 'l é

Fall 1 T a02 M | 1060 K | $37.2M

87M 500K $I81IM
954K 22K $7806K
130.8 K 14K  3$4880K
67 M 152K  $56M
640.7 K 80K $30M
19 M 43K $16M
102 M 272K  $45M
1L.OM 181K $7.0M
103 M 129K  $49M
1.OM 79K $30M
78M 95 $344 K
107.0 K 142K  $51M
78M 459K §l62M
79M 256K $98M
413.8K 6.0K $22M
1.5 M 65K $22M
106 M 293K  $44M
9.0M 294 $926 K
9072 K 168K $64M
ILIM 7% $27.7K
10.6 M 42K $15M
10.I' M 440 31641 K
ILI'M 14K $5782K
ILI'M 189 $.IM
102.9 K 140K  $43M
606.5 K 79K $28M
79M 27.1 K $94M
1.5 M 308K $I109M
93 M 882 $3543 K
1.2M 178K $67TM
ILI'M 509 $162.0K
120M 1.8K  $655.7 K
93 M 659 $206.9 K
1.2 M 844 $3182K
LI M 289 31087 K
1.9 M 21K $8223K
1.3 M LIK  $397.0K
12M 37 $134K
10.6 M 127 $385K

136.5
13.0
34
27
0.1
14.9
0.5
0.2
0.1
0.7
0.3
0.2
0.9

0:0 ;1



= = Hello Again . EIR EIR o o
Lifecycle: Hello Again IR

Jan'l6 1762 K 169  $733K 87% 145% 7.6%
Hello Again Feb'l6 160.8 K 90 $344K 81% 128% 54% 06
[FNAME], it's true! Mar'l6 105.3 K 126 $562K 76% 169% 93% 12
P tame Rg\‘ﬂ'g‘[‘,s Apr'lé 181.8K 134 $493K 60% 160% 77% 07
‘ May ‘16 150.9 K 112 $51.8K 7.0% 149% 7.1% 07
+& Hello Again Reminder Jun'lé 131.5K I35  $468K 57% 178% 102% 1.0
FNAME], this is it!
Jul'lé 156.3 K 152 $51.8K 83% 143% 83% 1.0
First Name /“a rrlo"
S— o REwarDs [N Aug'lé 97.1 K 115  $455K 84% 176% 80% 12
Ty, - Sep'l6 176.5 K 117 $433K 64% 157% 66% 07
g oo [ Oct'lé 198.6 K 87 $41.2K 55% 136% 59% 04
Nov'l6 185.9 K 69 $197K 5.1% 121% 60%
Dear [Alexandria] o, o o,
Update your email preferences to g bt ]an | 6 97 7 K $| 7 5 K 5 2% 24 4% 3 7%
% Feb'l6 98.8 K €0 $252K 47% 250% 52% 06
= Nobte e and cesou Mar'16 211.7K 85 $283K 50% 19.8% 40% 04
DnGwenencan  Bal D3 SSRGS Apr'l6 93.5K 33 $132K 37% 263% 36% 04
Gain the latest information on: un f ) ] ] ] ) :
16 245.1 K 157  $504K 4.1% 234% 67% 06
Jul'lé 101.5K 36 $145K 42% 223% 38% 04
bR ‘ Aug'lé 93.1 K 56 $17.1K  37% 273% 59% 06
Exclusive member New hotel openings  Helpful travel tips
ofers Sep'l6 137.7 K 43 $173K 3.6% 233% 37% 03
[ nsumscrne | Oct'l6 118.6 K 27 $78K  36% 189% 33% 02
Nov'lé 185.8 K $267K  3.6% 172% 53%
Your Marrivtt Rewards Team




Partner Solos

% mﬂ%\‘NORS ACCOUNT LOGIN

i
7

With exclusive 4
specials inthe 4
Shop-to-Earn Maﬂ‘ ~

CONTINUE

Earn 4 Points per $1spent Earn 3 Points per $1 spent
at JCPenney.com on Apple*® products

SHOP NOW SHOP NOW

BOOK THE

LOWEST PRICE
ONLY AT HILTON: COM -

Shop and earn Solo

“Shop-to-Earn Mall” main offer

Earn 4 points per $1 at JCPenney
Earn 3 points per $1 at Apple
Lowest price guarantee on bottom

% mﬂ%\‘NORS ACCOUNT LOGIN

check out our partner offers

Skip the Lines Use Points & get
and Earn Points 20% off select gifts

‘ N y
q ~
LEARN MORE ¢ LEARN MORE

Rent a car today! Earn up to 2,000 Points
Get savings & Points. just by dining out!

G .\

LEARN MORE

Win a Cruise, 4-Night
Stay + Bonus Points

; '.ﬂﬁl’i ‘-

LEARN MORE

+ Sweepstakes bottom offer
» Lowest price guarantee on bottom

WYNDHAM Hello, Mitchell
REWARDS Member #153091230G

You've earned this: BLUE Member | 0 points

EARN UP TO 45,000 BONUS
POINTS, ENOUGH FOR
UP TO 3 FREE NIGHTS'.

PLUS, GET NEW MEMBER LEVEL PERKS.

b ]

P7iBudget’ Shutterfly
Getting there is all the fun Enjoy a Free Wall Calendar
Wyndham Rewards members save up to Relive your vacation memories every
30% off base rates plus earn 850 day of the year with a free 8x11 wall
Wyndham Rewards points per rental. calendar from Shutterfly, a $24.99
valid at participating Budget locations value.? Use promo code: WD46-DE44-
worldwide. BES0-3XA3CA

Lets go» Get started >

. MRCC Top Offer

 Shutterfly wall calendar (new
years tie in)

» Opinion rewards panel: 500
points after 15t survey

» Donate points towards charity
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Promotional Activity

Monthly Newsletter Announcement Solo

» Decisions promo —
double nights or points

» Explains benefits of
points vs room nights

YOUR
CHOICE. )

Your reward is your choice — register|

o i Says ovember 1. 2010 g Registration

S v % Bty o Gecong? Doute Fois Confirmation

Make Your Choice Now!

CARLSON™

Begister Today »

Spg-

It's not over
till it's over

ONE-CLICK REGISTRATION

2Xim | 3X

STARPOINTS STARPOINTS
Weekdays Weekends

This is your last chance to register for SPG®
More for You. Take advantage of this special
offer to earn double and triple bonus
Starpoints® at hotels and resorts
participating in this global promotion, now
through December 18, 2016 .*

ONE-CLICK REGISTRATION >
Registration ends November 30, 2016,

2XI3X Weekdays/Weekends P tio

It's your move

JOIN AND REGISTER

2Xim | 3X T

STARPOINTS STARPOINTS
Weekdays Weekends

There is still time to earn with SPG® More
for You. Now when you join SPG, you'll be
automatically registered to earn double

Starpoints® on weekdays and triple
Starpoints on weekends through 18

December 2016 at hotels participating in

this special offer.*

JOIN AND REGISTER >

Registration for SPG More for You ends on 30
November 2016




Additional Promotions

Hyatt More Points More Play Promotion

Wyndham Promotion

Registration
Confirmation

WYNDHAM
REWARDS

THANKS for registering
for this exclusive
offer, Mitchell

Already Registered

No Stays Check in

WYNDHAM
RE 5

Book your 2 nights and get
Oorz 3,000 bonus points*
NIGHTS
STAYED

Mtchol Biiss

Membership Number: 551360055 TR

[ e pomis Earmed_|
< 5000

MORE POINTS.

Hyatt Gold Passport Account Summary

Aty as of Noverber 17, 2016

» More Points More Play
promo in Top Offer,
‘thanks for registering’

» World of Hyatt transition

+ Best rate in bottom

~ o 8

RECENT PROPERTY UPDATES

Stay “In the Know" about Myatt Openings and
Updates.

Myt plkased 1 areounch e cpanng o sevesl
etels aroun he world - 10 Hyafl Reency Tasherd i
Usbeitan 5 yat Place Celaya Addtenaly. may
‘xistng hotes have recenty undergone redesgns a3
wpates

IHG &

Mitchell Bliss

* “Coast to Coast Sale”
main offer: up to 20% off
in select cities

» Accelerate promo
moved to middle section

Choose your Las Vegas
GRS

Well-coming wellness to
Brooklyn

Great rates and easy

85




Lowest Rates

Carlson

CARLSO!?

D= —eem [ e v

BOOK TODAY >>

[More great offers we think youll enjoy:

Your reward is your choice — register to eam efther
ubie Gold Points* or Doudie Eite Quastying Nights on
‘@ Eligible Stays November 1. 2016 through Decemder Make Your Choice Now!

Need help decing? Double Points wll help you get
Cioser 10 your next free Award Night. ang Doudie Elte
‘Qualitying Nights wil help you achieve or mantain Elite

Status twice as fast Elie MEMDErs enjoy ro0m Uprades,

bonus points and ot 3t benefls

Register Today »

CHOOSE YOUR REWARD >>

IEven more ways to reward yourself.

iGet TSA Precheck

£am More »

Eam up to 85,000 Points. Save Up to 10% MORE

Avphy Todar s Gel MORE »

METT

GET AWAY
2X. AS FAST

ENJOY DOUBLE HHONORS
POINTS AT A GREAT PRICE

BOOK NOW

Travel offers

BOOK THE

the world is waiting ONLY AT HILTON.COM,

Cart around Cariari Country | Bring your story to life with
Club with a round on us a travel vision board

Acquisition

LEARN MORE

Cozy up in Flagstaff for a
North Pole Experience

=
Start saving and join Hilton = .
HHonors for the lowest . N
price* anywhere online

JOIN NOoW

Dedicated Solo

HERE'S YOUR
INSIDE LOOK

YOU'RE GETTING THE LOWEST PRICE AT HILTON.COM*
STOP CLICKING AROUND

a

Monthly Newsletter

Acczure 217386357

30.0cT

Points, Breakfast, Premium
Wi-Fi & Late Checkout

Book direct and earn up
to 3X Velocity Points

Star in your own L.A. story
from $139 a night

Limited Time
75,000 Bonus Points

T

LEARN MORE |
-y




Hilton 2

BOOK YOUR PERFECT STAY
with the Hilton HHonors App
HIAMY | POINTS: 0 | TIER: BLUE

HILTON
FL< HHONORS

ACCOUNT LOGIN

PLENTY OF WAYS
TO EARN POINTS.

Not-only can you earn Points on
hotel stays, but you can earn when
you fly, shop, dine and more.

o ag
=

LEARN MORE
-_—y = B -
Corrad Matves Rangal sand

view offers

see what's new
from Hampton by Hilton

GET INSTANT BENEFITS WHEN
BOOKING AT HILTON.COM
S e Do (B,
» Earn Solo; explaining you
can earn points with flights,
shopping, and dining
* Member Benefits on
bottom

Start earning 2X HHonors
Points during your next stay

Three nights, 3,000 Bonus
Points in Dunn, NC

North Carolina beach stay Earn 2X Points and more on a
earns 1,000 Bonus Points Bournemouth weekend

N
L('x

NEXT STEP

Veterans offer

Hilton New Orleans Riverside

Salute our Troops

Rates from $119, $10 Veteran’s
donation, parking & more

BOOK NOW

* Prior stay sub-branded
template
* Indirectly 2X/3X promo

- » Lowest price on bottom

HILTON
P HHONORS

=

We miss you! Come back -

& earn 5,000 Points after
a stay of 2 nights or more.

BOOK NOW

« Reactivation:
* Come back and earn 5K
points after a 2+ night stay

HILTON
P4 HEONORS

v

FREE NIGHTS

Use your Points to go sightseeing in a new city.

ACCESS

Use your Points to get access to exclusive -
eéxperlences, privatémeet & greets with music
artists, concert tickets and mor

T
EXPLORE EXPERIENCES

>
q

GUILTY PLEASURES " "™

Use your Points on spa days, shopping »nT, and more.

LEARN MORE

-
Hiton Pattaya Thalland

» Redemption solo, breaks
redemption categories into :

+ Destinations, experiences,
guilty pleasures




Kimpton

DiscoverYour
Next

K'MPTON BOOK AROOM /| SIGNIN / OFFERS
i 4Bl

BOOK AROOM / SIGNIN / OFFERS

| mewarnen
AL I

No Ballot
Necessany

KARMA REWARDS |
EXCLUSIVE KIMPTON SCHOFIELD HOTEL, CLEVELAND, OH

Give Yourself '
Some Credit

KIMPTON GEORGE HOTEL, WASHINGTON, DC

» 35% off
KimptonStyle.com for
members (ShopMarriot)
equivalent

* Reminder to make stays

Stay November 2, 2016 - April 30, 2017  7-day cancelition policy Subject to

availability At participating hotels ' Blackout dates apply

before status-year ends

s

BLOG: EXPLORING AFRICAN A ~ BLOG: WHERE WORK MEETS PLAY=
CULTURE IN WASHINGTON, DC OLD TOWN ALEXANDRIA, VA

Holiday offers




SPG METTS

EARN 2X AND 3X
STARPOINTS

Novwmbar 30,70
Decemer 10,30

Ao o)

youllean

+ Double Starponts® on
weetaystays o tmo or mare
ey

+ ipla st

tays of s 0 mare ights hat
ek  Frday or Saturdsy
naht
1 you've sirendy registered. ven
mtiom bulow snd
POy
Oecener 10,2036

Regtor Mo
FEATURED HOTELS
FOUR POINTS BY
SHERATON LAS
VEGAS EAST
FLAMINGO

Vien Las vega. FourPoints by

e
4 the U campn,

Book onine, or caT 465715 £133 303
earn on stays thecugh Decembes 13,
1o,

FOUR POINTS BY
SHERATON SAN
DIEGO - SEAWORLD

cugh Gecember 13

WEoTIN

Earn 2X and 3X
Starpoints®

or You by

FEATURED HOTELS

THE WESTIN
CHARLOTTE

THE WESTIN NEW
ORLEANS CANAL
PLACE

starwood

CELEBRATE WITH
SPECIAL RATES.

& shewon AV

SHERATON LAGOS HOTEL

FOUR POINTS BY
SHERATON LAGOS.




Wyndham

WYNDHAM
REWARDS

You'vw eaned 1

Work some magic.
Vote daily for

Wyndha
BIG NEWS. The

t Card Vote now

» Wyndham requests votes
for USA Today 10 Best
Reader’s Choice Travel
Awards

* Nominated for “Best Hotel
Loyalty Program” & “Best
Co-Brand Credit Card”

WYNDHAM

opinion;

Opinion rewards panel:

500 points after 1t survey

EARN UP TO 45,000 BONUS
POINTS. ENOUGH FOR
UP TO 3 FREE NIGHTS

EARN

EARN 1 point g

timezhare down payment tra

GET A PLATINU

e preferred room selecto out and

ANNUAL FEE $75. & no snnust fee option fs 0 available.

NOW, NO FOREIGN TRANSACTION FEES:

Use your points for FREE Nights at top ski destinations.
Check out our featured favorites.

WYNDHAM

Wyndham Grand Bad Relchenhall Axelmannsteln;

Monthly Newsletter

wards Staterment as of 1

vou nave O points

Bl 8ive Member

90 free 15,000 points et you  FREE WGAT

g0 fast+

@ ae

3 Mights to go and you'l be Gol

10 OFF per night
+ 200 bonus points

when you stay 2 of more nights’

Promo Solo

Free nights at more
places than ever

Take some time Earn up to 30,000
to unwind bonus points

$10 OFF per night
+200 bonus points

when you stay 2 or more nights®

*  Member-only perks

FREE Wi-Fi

Our W1 is your W11, BLUE members Bke you enjoy it free®

Did you hear that, Mitchell?

it's an autumn adventure calling your name

Earn points toward FREE NIGHTS around the globe

jere new. Gather with family for the feast. Go back 16 your sima mat

Wiherever you venture, this offer makes Fall even more rewarding.

Gat the offer

R

Fall Savings Event in Top Offer: Save $10
2+ roomnights + 200 points from Oct-Nov

/night for




