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Travel Still A Treat
August
performance

overview




« Projected to beat Leisure Stay end of year goal by 7%,

No difference vs control group

Destinations Road Trip theme for travel inspiration
JW Marriott leisure properties featured in PO Benefits

« Projected to beat New To You Brand end of year goal by 2%
No difference vs control group

JW Marriott featured in PO Benefits
Recommended hotels in Destinations

< Enrollment showed higher total membership than end of year 2015, yet lower % Elite
membership

Continued Nonmember version of Benefits with MRCC
Display Acquisition efforts in its 4™ month leveraging Member rates message
Near Elite status message continued in PO Benefits



« Overall Paid Media GRE fell 5% MoM as overall spend increased while revenue stayed
flat driven by an

- Overall decrease in GRE by Retargeting campaigns

- Sojern GRE nearly doubled MoM

- Facebook DAT continued to generate a higher GRE than DPA

- Google DSA GRE & Conv% increased

- Google Retargeting spend shifted from Image to Text Ads

< While email clicks and bookings fell ~15% MoM, they each remained 5% above YID
averages

- Benefits & Offers continued to drive clicks and bookings from featuring the Summer Promo
- Destinations generated the lowest CTO%

<~ Summer Promo and Member rates were featured in Display media & tended to
generate lower Conv% than previous months



August TSAT Creative Overview cestons

Landing Page Hero Do
i i i 3 & z Feeling lucky? Each stay s
Landing Page Destinations YI]” [:UU“] WIN B i Lersco
J JMENRAPRINTS s < = —

Miami to Key West
K

LET'S GO

Frl, Sop 11,2015 - Sat, Sep 12,2015

Facebook
GDN . Marrot Rowarcs . Marrott Rewards
s awneessseer [ i S S S
ACHANCETOWIN : A CHANCE TO WIN No-brainer (agun) i N

{

100K+POINTS @ 100K+ POINTS

(now included L (now included
in every hotel stay) AR i in every hotel stay) ==

1. Something that requires
little or no mental effort

ARRIOIT RE)
MEMBER RATES

Members Get It Members Get It

Enjoy our lowest rates every time, every season, every city.

MARRIOTT REWARDS®
MEMBER RATES

Mammott
REWARDS.

Enjoy our lowest rates every time, every season, every city.

WMARRIOTT.COM Book Now e

224 Likes 11 Shares

1l Like Comment 4 Share Like Comment Share

\arriott
REWARDS 6

*s200000008880ss




GRE¥ - assesed on
Campaign Type Campaign Impressions| Spend CTR |Revenue | & MoM Rev| DoubleClick revenue, | & MoM GRE| A Goal Notes
not MRDW revenue
TSAT CRM Sojern 4376 K $3.5K | 0.04% | S20.6 K 21.3% 49 91.9% 22.2%
Targating FB Direct Targeting 735.0K $6.0K | 0.45% | $66.1K -22.5% 10.1 3.2% 16.1%
CRM Targeting Total 1.2M $9.5K | 0.30% | 586.7 K -15.3% 8.2 15.8% -
Dynamic Search Ads 104.2 K §7.7K | 5.46% |$279.1K 50.9% 35.2 3.4% -29.6%
TSAT MF Paid Search 1.4M  [$21.6K| 1.63% [$521.9K| -16.8% 232 -3.0% - | Not PO funded
Paid Search  |TBPS Paid Search 511K | $3.7K | 9.11% [$3432K| 02% 91.1 4.9% - Not PO funded
Paid Search Total 1.6 M $33.0K| 2.13% | S1.1 M -0.9% 33.6 3.2% -
Criteo Retargeting 1.8M S$9.0K | 0.38% |$122.6 K 21.9% 12.6 -5.4% 110.4%
Facebook DPA 795K S1.8K | 2.00% | $14.1K -28.1% 6.8 10.7% -
TSAT Facebook DAT 440K $1.3K | 1.88% | S11.7K -18.5% 7.8 -3.0% 30.6%
Retargeting |GDN text G+A 26 M $9.6 K | 0.33% [$114.8K 106.7% 11.0 25.7% -8.7%
GDN Image Ads G+A 20M S4.6K | 0.21% [$1320.3K -54.6% 27.5 -35.4% -63.4%
Retargeting Total 6.6 M $26.3 K| 0.34% |$393.4K -17.6% 14.0 -27.2% -
GRE* - assesed on MoM
Impressions| Spend CTR |Revenue | & MoM Rev| DoubleClick revenue, GRE %
not MRDW revenue Change
TSAT Media a Grand Total” spend is NOT entirely funded
9.3M |$68.8K| 0.64% | $1.6 M -6.3% 22.6 -3.8% 'new Project Orange account, notably, MF
Grand Total BPS Paid Search are funded separately
TSAT - Project Orange
funded only (minus MF 7.8M $43.5 K| 0.40% |$759.2 K -0.7% 16.5 -5.2%
and TBPS Paid Search




Aug ‘16 TSAT Paid Media MoM trends overview

Observations s Bookings vs Impressions by segment "
* MoM GRE fell 5% MoM due to decreases in CTR% 40
and Conv%, (11% & 8%) 55 1
* Lowest Conv% and GREYTD 2 a0 s Z
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* Criteo 15 0.25%
0.20%
* Facebook DAT 10 | 0.18%
5 - 0.10%
0.05%
° January February March April May June July August o0
T it TSAT GRE TSAT CTRY
REWARDS 8

sssss0 B POOBsss



CRM Targeting




POST IMPRESSION

TOTAL POST-CLICK COST |TOTAL
SITE NAME DATE  IMPRESSIONS (::)JI(';I:S CTR |Conv% | BOOKINGS (1;:;’;‘:;3?0“ PER  MEDIA GRE
(DFA) (MRDW) e BOOKING | COST
Facebook Targeting |July 1,121,748 8,476 |0.76% | 6.29% 4 529 $14.85 | $7,911 | 9.78
TSAT August 734,953 3,294 |0.45% | 1.45% 6 240 $24.25 | $5,953 |10.10
8/8-8/14 232,984 1,031 |0.44% | 7.51% 2 75 $23.08 | $1,787 | 8.58
8/15-8/21 254,339 1,148 |0.45% | 1.67% 2 86 $23.68 | $2,086 |11.25
8/22-8/28 247,630 1,115 |0.45% | 7.17% 2 78 $26.00 | $2,080 |10.24

Observations

* Monthly TSAT GRE driven by the MRMR ads in market increased by 3% MoM (9.8:1 — 10.1:1)
* A mid-August creative refresh boosted GRE 31% from the week of 8/8 to the week of 8/185.




POST IMPRESSION

TOTAL CLICKS POST-CLICK BOOKINGS COST TOTAL

SITE NAME DATE |IMPRESSIONS (DFA) CTR [Conv%  BOOKINGS (15% Attribution PER MEDIA GRE
(DFA) (MRDW) e BOOKING | COST
Sojern Targeting |July 656,660 526 0.08% | 9.61% 0 51 $94.80 $4,792 | 2.55
TSAT August 437,634 194 0.04% | 31.08% 0 60 $58.06 $3,501 | 4.89
8/1-8/1 158,672 67 0.04% | 33.36% 0 22 $56.80 $1,269 | 5.85
8/8-8/14 123,541 43 0.03% | 42.56% 0 18 $54.01 $988 | 5.05
8/15-8/21 90,141 48 0.05% | 21.25% 0 10 $70.70 $721 | 3.24
8/22-8/28 65,280 36 0.06% | 26.25% 0 9 $55.26 $522 | 4.51
Observations

was 6.7:1.

* Sojern saw a nice increase in performance for TSAT from July to August, exceeding the 4:1 goal. Sojern
drove 11 more post impression bookings on 26% less spend on the TSAT Audience in August. This
increase in performance can be attributed to the threefold conversion rate increase from July to August.
Sojern was 84% towards its room night goal at the end of August.

* Sojern’s TSAT GRE at the end of August sat at 2.9:1, but continues to inch closer to the 4:1 benchmark with
strong performance so far in September. TSAT performance over the last two week period in September




Paid Search




TOTAL CLICKS POST-CLICK COST |TOTAL
SITE NAME DATE |IMPRESSIONS (BdWords) CTR | Conv% | BOOKINGS PER MEDIA | GRE
(AdWords) (DFAR) BOOKING | COST

Google Dynamic Search |July 49,606 3,986 8.04% | 10.81% 431 $12.25 35,279 | 34.02
Ads August 104,212 5,694 5.46% | 12.24% 6917 $11.06 | $7,709 | 35.20
TSAT 1/29-8/4 18,230 1,327 71.28% | 10.17% 135 $13.45 $1,816 | 22.89
8/5-8/11 18,389 1,174 6.38% | 13.71% 161 $9.97 $1,606 | 41.62

8/12-8/18 21,486 1,154 5.37% | 12.05% 139 $11.12 $1,545 | 28.42

8/19-8/25 24,790 1,098 4.43% | 10.84% 119 $12.36 $1,471 | 49.98

8/26-9/1 21,317 941 4.41% | 15.20% 143 $8.89 $1,271 | 35.79

Observations
» August was a very strong month for TSAT DSA, growing 42% in clicks and 62% in bookings. GRE also saw a slight
increase due to a bump in Conv%

* One driving factor in the increased results was the continued optimization of adding irrelevant negative keywords.

Some strong performing keyword examples : “last minute hotel deals”, “mauna kea”, “marco island”




Retargeting




TOTAL CLICKS POST-CLICK POS;' (I)l:)IIE;[R:(S;SSION B :(?II;[A;G S COST TOTAL

SITE NAME DATE | IMPRESSIONS CTR |Conv% | BOOKINGS o . o . . PER MEDIA | GRE
(DFA) (DER) (MRDW) (100% Attribution | (4.35% Attribution BOOKING | COST
from DFA) from DFR)
Facebook DAT |July 47,496 906 1.91% | 9.16% 9 1,898 83 $18.99 31,576 | 8.08
TSAT August 44,034 830 1.88% | 7.13% 6 1,354 59 $22_31 $1,320 | 7.84
8/1-8/7 14,864 271 1.82% | 6.28% 0 391 17 $23.36 $398 | 5.75
8/8-8/14 15,089 304 2.01% | 5.42% 2 377 16 $25.71 $424 | 4.84
8/15-8/21 8,282 132 1.59% | 11.70% 2 353 15 $17.45 $270 |12.91
8/22-8/28 5,799 123 2.12% | 8.31% 2 233 10 $22.44 $229 |11.04
Observations

* August DAT performance dropped slightly in terms of GRE from 8.1:1 to 7.8:1.
» This GRE is outperforming the DPA TSAT performance by 15%
* Due to the small audience size, WoW performance for this segment fluctuates heavily for the TSAT segment.




TOTAL CLICKS POST-CLICK POS: ;1:::;‘:;5;01‘ B :(())IIC'[A;G S COST TOTAL
SITE NAME DATE | IMPRESSIONS CTR | Conv% | BOOKINGS o L o L PER MEDIA | GRE
(DFA) (DFR) (MRDW) (100% Attribution | (4.35% Attribution BOOKING | COST
from DFE) from DFR)
Facebook DPA |July 106,897 2,160 |2.02% | 4.88% 14 2,411 105 $26.02 $2,745 | 6.14
TSAT Bugust 79,539 1,593 |2.00% | 3.57% 3 1,304 57 $31.79 $1,808 | 6.80
8/1-8/7 32,349 657 2.03% | 2.56% 2 385 17 $37.20 $627 | 5.29
8/8-8/14 31,475 598 1.90% | 3.23% 0 444 19 $32.53 $628 | 5.01
8/15-8/21 6,881 114 1.66% | 8.70% 0 228 10 $27.45 $272 | 9.82
8/22-8/28 8,834 224 2.54% | 4.82% 1 247 11 $25.99 $280 |11.23
Observations

« TSAT GRE for Facebook DPA improved to 6.8:1 for the month of August which can be attributed to the
decrease in spend, aiding in lower overall costs.
* We have eliminated goals for DPA because of continued stronger performance from DAT. In the month of
September MEC officially paused all DPA efforts.




TOTAL CLICKS POST-CLICK POS: (:IE)IIILR;(S;SSION B :(())III{'[A;G S COST TOTAL
SITE NAME DATE | IMPRESSIONS CTR | Conv% | BOOKINGS . L. o L. PER MEDIA | GRE
(DEE) (DFAR) (MRDW) (100% Attribution |(4.35% Attribution BOOKING = COST
from DFA) from DF B)
Criteo Retargeting |July 1,368,731 5,903 |0.43% | 4.55% 16 6,152 268 $26.13 $7,010 | 13.35
TSAT August 1,828,664 6,935 |0.38% | 4.51% 513 6,765 317 $28.42 $8,997 | 12.62
8/1-8/1 565,428 1,817 |0.32% | 4.35% 101 1,716 79 $39.15 $3,004 | 8.14
8/8-8/14 462,310 1,822 | 0.39% | 5.22% 140 2,048 95 $22.10 $2,104 | 16.85
8/15-8/21 504,411 1,972 | 0.39% | 4.30% 163 1,785 85 $28.88 $2,447 | 12.69
8/22-8/28 296,515 1,324 | 0.45% | 4.35% 109 1,216 58 $23.46 $1,352 | 16.18

Observations
* Criteo performance for TSAT remained relatively flat, and while GRE dropped by 4% from July to August, it still remains

136% above benchmark for the campaign. The slight monthly GRE decline could be a result of the 28% increase in spend.
« Since the SCID issue was fixed at the end of July, Post-Click Bookings returned to a normal level for the month of August.
* Criteo is now pacing 66% towards their TSAT RN goal for 2016.




TOTAL CLICKS POST-CLICK COST TOTAL
SITENAME | DATE | IMPRESSIONS (BdWords) CTR |Conv% | BOOKINGS PER MEDIA | GRE
(AdWords) (DFA) BOOKING | COST
GDN G+A |(July 1,241,423 5,416 0.44% | 2.57% 139 $41.12 $5,716 | 8.72
TSAT BAugust 2,618,860 8,695 | 0.33% | 4.26% 370 $25.94 | $9,598 |10.96
1/29-8/4 458,882 1,758 0.38% | 4.78% 84 $21.85 $1,835 | 17.26
8/5-8/11 430,166 1,514 0.35% | 3.50% 53 $29.47 $1,562 | 8.03
8/12-8/18 514,825 1,600 0.31% | 4.13% 66 $25.58 $1,688 | 12.16
8/19-8/25 632,443 1,825 0.29% | 4.82% 88 $26.55 $2,336 | 8.33
8/26-9/1 582,544 1,998 0.34% | 3.95% 19 $27.55 $2,176 | 9.65
Observations

* New Native Ad format will launch w/o 10/3, and is expected to driver higher CTR%

* GDN Text Ads experienced a healthy increase in spend due to the under-spend in Image Ads

* Conv% saw a strong increase from 2.6% to 4.3%, due to some placement-level bid optimizations (excluding sites
with low Conv% Rate). As such, the GRE increased to nearly 11:1 — a very positive sign given the sliding
performance that had been seen on this partner




TOTAL CLICKS POST-CLICK POS: ;gml INE;ZION COST |TOTAL

SITE NAME DATE IMPRESSIONS (BdWords) CTR | Conv% | BOOKINGS (15% Kttribution PER MEDIA | GRE
(+]

(AdWords) (DFA) from DEE) BOOKING | COST
GDN Image Ads |July 2,861,185 6,016 |0.21% |15.58% 199 738 $7.05 $6,607 |42.47
TSAT August 1,995,503 4,163 |0.21% | 9.49% 36 359 $11.59 | $4,579 | 27.46
8/12-8/18 1,269,373 2,601 |0.20%|11.63% 16 287 $9.79 $2,963 | 31.83
8/19-8/25 246,730 561 0.23% | 4.93% 0 28 $18.65 $516 |13.20
8/26-9/1 479,400 1,000 |0.21% | 3.74% 8 29 $29.41 | $1,100 | 14.36

Observations

year

* Note : The September Image Ads are performing slightly better, GRE over 50:1

* In August, GDN Image Ads experienced fairly erratic performance. New August ads were
introduced in mid-August, then experienced some disapprovals that were adjusted w/o 8/19

* Overall, the CTR% for these ads was fairly steady compared to previous months at 0.21%. However,
due to a very low Conv% (under 10%) the GRE fell to the lowest levels that this partner has seen this




Display Creative




TSAT Aug GDN Image Creative Performance

Sweeps: Photo shoot

ACHANCETO WIN 7
100K+FOINIS

(now included
in every hotel stay)

Sweeps: Property

A CHANCE T0 WIN
100K+ POINTS |

(now included
in every hotel stay) -

MRMR

—

No-brainer (noun)

1. Something that requires
little or no mental effort

Aamoft
REWARDS
cereese@eesanss
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Impressions: 492K Impressions: 523K

Impressions: 982K
CTR: 0.23% CTR: 0.22% CTR: 0.19%
Conv%: 71.3% Conv%: 7.6% Conv%: 10.6%
CPM: $2.42 CPM: $2.31 CPM: $2.21
GRE: 20.4 GRE: 26.1 GRE: 28.1
Observations

» Sweeps: Photo Shoot generated the highest CTR% (significant) but generated the lowest Conv% resulting in the overall
lowest GRE (1/3 less than July’s Member rates message)

* CTR was higher than July creative but Conv% was roughly a 1/3
* Email has seen success targeting creative to registrants as well as testing different elements of the promotion
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TSAT Aug Facebook Creative Performance®

Ship Hangzhou
wea  Marriott Rewards ran Marriott Rewards
i Sponsored - @ S Sponsored - @
This one’s a no-brainer: Book your hotel at Marriott.com for the lowest This one's a no-brainer: Book your hotel at Marriott.com for the lowest
price every time. price every time.
b |
Impressions: 126.9K 4 Impressions: 193.8K
CTR: 0.69% CTR: 0.78%
Conv%: 3.6% Conv%: 4.6%
CPM: $7.84 | k /iR, S | CPM: $7.68
GRE: 8.6 MARRIOTT REWARD MARRIONT REWARDS™ "SEFEORERIA . o ey 13.6
Members Get It Members Get It
Enjoy our lowest rates every time, every season, every city. Enjoy our lowest rates every time, every season, every city.
WW.MARRIOTT.COM Book Now WWW.MARRIOTT.COM Book Now
224 Likes 11 Shares 224 Likes 11 Shares
1y Like ¥ Comment #» Share s Like ¥ Comment #» Share
Observations

* Ball of Light had a 12.2% higher CTR% (statistically significant) and 58.1% higher GRE than Ship
* Elements of winning creative

* City view, night time, more distinctive visually, “SPG-like”

22
*Results from 8/15 - 9/11



Email Campaigns




Aug ‘16 TSAT Email overview & MoM trends

60 Bookings by Month 250
Aug Project . EIR EIR o o o Bk/ o : -
P o Delivered Boakings nue Open% CTO% Conv% Del (K) Unsub%
Benefits 674.5K 2.7K $1.0M 21.5% 20.4% 9.2% 4.0 0.10% 5.0 20.0

—_
[<2]
=]

S
=]
(31001) sTrewry parearfeq

EIR Bookings (000s)

o
o

Destinations  681.1 K 476  $151.4K 22.0% 46% 7.0% 07  0.13% -
Offers 615.1K 11K $405.1K 208% 12.1% 171.3% 18  0.12% 4.0 i
TSAT Total 2.0 M 43K $1.6M 21.5% 12.3% 8.3% 2.2 0.12% oo '
o 2.0

Observations

+ 2™ Jowest Open% since launch 10 :

* CTO% was 7.6% above YTD average

0.0 0.0
Jan Feb Mar Apr May Jun Jul Aug Sep

Oct Nov Dec

Benefits

. 3rd hlghest bookings & CTO% YTD 2015 TSAT Bookings ~ mm2016 TSAT Bookings 2015 TSAT Delivered =~ ——2016 TSAT Delivered
* Booking per delivered was 6% higher than YID average 30.0% Email KPI's by Month

Offers 25.0% ' S

* CTO% was 5.9% above YTD average 20.0%

* Booking per delivered was 2.4% above YTD average 500

Destinations 10.0%

* Lowest CTO% since launch

* Conv% & booking per delivered were 12.8% and 34.7%
below YTD average respectively 0.0%

5.0%

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

TSAT Open’% TSAT CTO% TSAT Conv’%
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TSAT Benefits overview and MoM trends

Observations

Overall

Featured Summer Promo & Island Vacation sweeps
* Booking per delivered 6% higher than YTD avg

» Booking per delivered 66% higher YoY

» 3 highest bookings & CTO% YTD

Ongoing prominent feature of Summer Promo
continued to drive engagement

2nd Jowest Open rate to date

Aug ’16 SL:

* Primary: Bring Home the Bonus Points
* Secondary: Full Price? Not for you

Compare to Aug ‘15
* Aug’15: Get the 5th night Free

Compare to lowest (Mar ‘16)
» TSAT: Go more places, Jim

Subject lines communicating clear benefits
have generated the highest Open rates

3.5

3.0

2.5

2.

—
[} o

EIR Bookings (000s)
o

0.

w

0.0

35.0%

30.0%

25.0%

20.0% -

15.0% -

10.0%

5.0%

0.0%

Bookings vs Delivered Emails by segment

TI””

2015 TSAT Bookings w2016 TSAT Bookings

2015 TSAT Delivered

Email KPI's by segment

Nov Dec

——2016 TSAT Delivered

™
<]
(31001) sirewry  paiaarag

+ 0.0

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

TSAT Open%

TSAT CTO%

TSAT Conv%
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August TSAT Benefits

Observations
Overall Aug Benefits generated the 3™ highest CTO% to date

Top Offer featuring the Summer Promo generated 56% of clicks, a decrease from

July (66%)

* While there may have been some fatigue overall the promotion continued to
generate clicks & bookings; it is recommended to continue support for these
promotions during their duration

The Island Vacation sweeps was featured in the top section of Rewards & appeared
to cannibalize clicks; nearly all section clicks decreased MoM except...

* Brand Spotlight, which did not feature point redemptions from July

* eBreaks generated 25% more clicks MoM

TSAT Aug activity trends consistent with historical trends
* TSATSs like Sweepstakes: “Instant Vacations”
* TSATSs are interested in Brand content (& potentially not redemption content)

Top Offer
56% clks, 57% bks
100 COULD WK

100,000 POINTS

Sweeps
11% clks, 5% bks

HILIUN
EA

Get Away With eBreaks

Make Your N
Weekend Escape ()
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TSAT Offers overview and MoM trends

Observations

* Booking per delivered was 2.4% above YID
average

* CTO% was 5.9% above YTID average

Summer Bonus was featured in Offers for the 4t
consecutive month & while fatigue may have been
a factor it continued to drive clicks & bookings

EIR Bookings (000s)

30.0%

25.0%

20.0%

15.0%

10.0%

5.0%

0.0%

Bookings vs Delivered Emails by segment

14 7.0
1.2 / = B 60
1.0 - 50 9
0.8 40 §
(=9
06 3.0 E
04 20 2
8
0.2 -~ 108
0.0 - . ; ‘ ' ‘ 0.0
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
12015 TSAT Bookings w2016 TSAT Bookings 2015 TSAT Delivered ~ —2016 TSAT Delivered
Email KPI’s by segment

M

-—m - -
- = o ™

’
—.-f.o..c ........l.......'....

...C.A:‘:.{...

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

«wTSAT Open% === TSAT CTO% = « « TSAT Conv%
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Highlighting different elements of the Summer
Promo may have influenced engagement

August Hotel Specials Core vs PO

August HS/ ) ) ) ]
m cron Del (K Unsub%

TSATHS 617.6K 145K 143 $49.2K 21.8% 128% 1.7% 0.12%
TSAT Offers 615.1K 128.0K 1.1K $405.1K 20.8% 12.1% 71.3% 1.8 0.12%
Y%A -3% -5% -5% -13%

PO segments had slightly higher engagement with Core version vs PO version (Offers)

In featuring the Summer Promo:

* Hotel Specials positioned the Summer Promo to those that registered as: Win 100 K points
* Offers positioned the Summer Promo to the same audience: Each stay earn points (10 K)

Promoting the higher value of the promotion likely increased promotion response

28



Promoting 100 K sweeps” generated higher
clicks & bookings than “Earning 10 K”

“Winning 100 K points” was highlighted to Hotel Specials registrants vs “Earning 10 K” in Offers

Hotel Specials Registered: “Earn”

Y0U COULD WIN
100,000 POINTS
Just a Few More Weeks to Earn Points

'LaS'\ Chaﬂce. \A.!‘n 100,000 POiﬂIS [FNAME, the)[The) more you stay, the more you eam

m N our sweel summer swoopstakes - and £ ends

PO Offers Registered: “Earn”

STAY & EARN

10,000 POINTS

You're regesianed in OUrf SUMMEN DIOMO, SO every stay

S Seplember 5th, 50 act quickly
yOou make by Septamber 5 gives you & chance to win

STAY & EARN

Comparing the two placements,“100 K points” generated a higher link CTO% & Conv% 10,000 POINTS

* TSAT Click to Open rate and Conv% were 2x as high with the 100 K

promotions in the future

TSATSs prefer the opportunity to win a trip vs earning it & can inform how to position ; E
SR f R




TSAT Destinations overview and MoM trends

Observations

August continued a theme of Road Trips from June

» Offered specific routes and itineraries targeted by
geography

* Content linked to Traveler

* Social Share with Facebook

Destinations generated against YTD...

- Average Open rate
East Coast: Your Ultimate Sports-Fan Road Trip
West Coast: Your Ultimate Scenic Road Trip

- Lowest CTO% since launch

Open rate was maintained suggesting members
were still interested in the Road Trip theme
however the low CTO% suggests the content may
not have met their expectations

Note: Geo-level data was obtained but not at the
segment level
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Geo-targeted Destinations

Observations
August continued a Road Trip theme with geo-targeted content

» East coast version: Midwest baseball road trip (vs July’s NY to DC)
* West Coast: Calgary to Edmonton (SF to LA)
* ROW: Australia’s PCH (Italy)

The West Coast audience engaged better with the content
presented them than East Coast

* Overall CTO% of West Coast was higher than East (4.3% vs 3.5%)

* 60% of West Coast email clicks were in the body, 49% for East Coast

Overall, Bottom Offer click engagement remained high

throughout support of the Road Trip theme

* Section received the highest % of clicks since June; Section CTO%
was 8% above YTD average

* Caribbean was the most clicked for East Coast

* Denver was the most clicked for West Coast

There was a higher engagement to local regions

East Coast
Eccount Box |

9% clks, 62% bks

| Search
& go, clks, 11% bks |—

r

=

Main CTA
5% clks, 14% bks

1

2

£l (18% clks, 10% bks
a —

: -

N More Cool Road Trips

Utimate Costa Rica

Seers @
&

Caigary to Edmonton
" tars,

i Trip Planner: Where to Book Now

- [ Bottom Offer
=\ 6% clks, 3% bks .

West Coast

Account Box
1% clks, 59% bks

Search
=\ 7% clks, 9% bks
Y AUULuL

()
BRUiiALIVE

n
TR
VISR

Rest of the World

‘ Account Box —
8% clks, 65% bks

&= 8% clks, 9% bks
UEUIIRAIIUIG AUUUGI
({1
‘ Y/ Main CTA
21% clks, 9% bks
Q Stops Al

-

Banff & Jasper Edmonton

22% clks, 13% bks

N More Cool Road Trips

e
B ut
orw Rica

W Trip Planner: Where to Book Now

b | Bottom Offer
= | 7% clks, 3% bks =

Body
23% clks, 10% bks

W Trip Planner: Where to Book N

: ‘ Bottom Offer
6% clks, 4% bks _
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Landing Page




TSAT Landing Page Results

Header:

Hero ITA:

Search:

Most Booked:

Most Redeemed:

Brand Boxes:

Destinations Boxes:

Y0U COULD EARN
100,000+ POINTS,

RENAISSANCE

nnnnnn

/ni
Fiol USD/night oo i2d on 460 Guest reviews
0000 tased on 123 Guest reviews Vi .
View Rates.
_ e
Narmelt

210 clicks, 7.8% visits, 31.3% of clicks

21 clicks, 0.8 % visits, 3.1% of clicks

19 clicks, 0.7% visits, 2.8% of clicks

.

o

4
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Provide persistent support to promotions & sweepstakes throughout their
promotional lifecycle

Highlight the “bigger prize” elements of promotions and sweepstakes to
TSATs

TSATs continued to engage with Brand content

Facebook DPA have been paused, continue to allocate spend towards
DAT ads & Direct targeting

Continue addition of negative keywords to optimize Google DSA

New Native Ad formats will launch on GDN Text Ads to improve CTR%



Work Hard Play Hard
August performance

overview
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« Projected to beat Leisure Stay end of year goal by 7%

No lift over control

Destinations Road Trip theme for travel inspiration
JW Marriott leisure properties featured in PO Benefits

« Projected to beat New To You Brand end of year goal by 6%;
Significant 1.45% lift over control

JW Marriott featured in PO Benefits

Recommended hotels in Destinations

< WHPH show no incremental lift in bookings vs control group thus far

< Enrollment showing higher total membership than end of year 2015, yet lower % Elite
membership

Continued Nonmember version of Benefits with MRCC

Display Acquisition efforts in its 4™ month leveraging Member rates message

Near Elite status message continued in PO Benefits



« Overall Paid Media GRE and total bookings were the lowestYTD...
- Criteo saw a 6% decline in GRE MoM
- GDN Image Ads GRE & bookings fell by 40% MoM

...overshadowing positive GRE growth in:

- Sojern GRE continued to grow and as of Aug is 94% against Room night goal
- Google DSA GRE increased 36% against a 20% increase in spend

- GDN text Ads drove the highestYID GRE

+ PO email program generated the 39 highest monthly bookings & booking per
delivered email YTD
- Benefits & Offers continued to drive clicks and bookings from promoting the Summer Promo

- Destinations featured the Road Trip theme, maintained YID Open rate but generated the
lowest CTO%

<~ Summer Promo and Member rates were featured in Display media & tended to
generate lower Conv% than previous months



Email

August TSAT Creative Overview
LadigPage Hero (Destinations)

TN

WUCOUDIEN A .
| (NN0AN PAINTS e W "

Landing Page Destinations

Miami to Key West

New England 3

aee Marriott Rewards e Marriott Rewards
=2 sponsored
‘This one's a no-brainer: Book your hotel at Marriott.com for the lowest This one's a no-brainer: Book your hotel at Marriott.com for the lowest
price every time.

GDN

price every time.

No-brainer (aoun)

1. Samething that requires
little or no mental effort

A CHANCE T0 WIN
100K+ POINTS

(now included
in every hotel stay)

A CHANCE TO WIN
100K+ POINTS

(now included

IARI
MEMBER RATES

in every hotel stay) -
! L amott = Members Get It Members Get It
READY, SET, EARN) [ Loty READY, SET, EARN) [= Enfy ourlowest rates every time, eery season, every it Enfoy ourowest rates very e, very season, avery ity
Book Now
 Share Like Comment Share
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GRE* - assesed on Notes
Campaign Type Campaign Impressions| Spend CTR |Revenue | & MoM Rev| DoubleClick revenue, | A MoM | A Goal
not MRDW revenue
i 0, 0, 0, 0,
WHPH CRM SO]er.n : 1.3 M $10.4 K | 0.03% |$128.9K 26.1% 11.4 21.6% 89.9%
Taretin FB Direct Targeting 1.7 M $16.1K | 0.60% |$374.5K -28.5% 22.3 0.5% 12.4%
g € CRM Targeting Total 3.0M $26.5K | 0.36% |5503.5K -19.5% 18.0 -1.5% -
Dynamic Search Ads 133.0K $9.5K | 5.02% |5599.7 K 61.0% 62.3 36.2% 0.4% Not PO funded
WHPH MF Paid Search 26M | $31.9K | 1.17% |57385K| 13.0% 2.1 27.8% - NOI 50 funded
Paid Search |TBPS Paid Search 113.0K | $93K | 5.21% |$6215K|  6.9% 66.2 0.3% - ° unde
Paid Search Total 2.9M $50.7 K | 1.51% | $2.0 M 21.9% 37.7 26.7% -
Criteo Retargeting 5.8M $28.6 K | 0.22% |$735.4K -7.9% 247 -6.3% 70.4%
Facebook DPA 1395K S3.2K | 1.46% | $69.6 K -1.5% 211 49.0% -
WHPH Facebook DAT 78T K S2.4K | 1.53% | $46.7 K -8.4% 18.8 30.7% 34.4%
Retargeting |GDN text G+A 41 M $13.8K | 0.23% |5365.4K 139.1% 254 23.7% -27.5%
GDN Image Ads G+A 44M | $89K | 0.17% |$613.9K| -39.9% 68.1 402% | -66.8% [Paused on 7/28
Retargeting Total 14.6 M $56.9K | 0.23% | 51.8 M -12.6% 31.2 -18.8% -
GRE* - assesed on MoM
Impressions| Spend CTR |Revenue | A MoM Rev| DoubleClick revenue, GRE %
not MRDW revenue | Change | «\fedia Grand Total” spend is NOT entirely
WHPH Media funded by the new Project Orange account,
G d Total 20.5M |$134.0K| 0.43% | S4.3 M -0.8% 31.0 2.2% notably, MF and TBPS Paid Search are
ran ota funded separately
WHPH - Project
Orange funded only
17.7 M 92.8K | 0.28% 2.9M -5.2% 30.6 -4.5%
(minus MF and TBPS 5 s
Paid Search




Aug ‘16 WHPH Paid Media MoM trends overview

Observations
* MoM GRE fell 4.5% due to decreases in CTR% &

Bookings vs Impressions by segment

30

Conv% (14.6% & 18.6%) but still above YID avg 7 w F
. S g
* Lowest Conv%, GRE, and total bookings YTD 3 10 :
8 - 15 5
= @
g o w0 B
GRE MoM Increases B, £
* GDN Text 2 s &
* Dynamic Search Ads 0 0
° Sojern January February March July August
wm WHPH Bookings ‘WHPH Impresslons
* Facebook DAT Search/Display KPI's by Month
* Facebook DPA 10 0.35%
« Facebook Targeting 80 — /\\ 0.30%
/ _ s -~ \&/
50 — - S< 0.25%
GRE MoM Decreases 0= TS <. o
« GDN Image Ads o 0.15%
* Criteo 20 - 0.10%
10 - 0.05%
° January February March April May I June July ‘ August 000
== WHPH GRE e WHPH CTR%
arrioft
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CRM Targeting




TOTAL CLICKS POST-CLICK Pos: ;1(‘)“11;“;;?(’“ COST |TOTAL
SITE NAME DATE |IMPRESSIONS it CTR | Conv% | BOOKINGS T PER | MEDIA  GRE
(DFE) (MRDW) ey BOOKING | COST
Facebook Targeting |July 2,468,052 16,948 | 0.69% | 18.25% 7 3,086 $7.31 $22,605 22.16
WHPH August 1,731,688 10,462 | 0.60% | 13.92% 1 1,449 $11.06 |$16,101 | 22.26
8/8-8/14 533,674 3,333 | 0.62% | 14.42% 3 478 $10.26 | $4,932 | 15.61
8/15-8/21 602,286 3,695 |0.61% |13.33% 2 491 $11.51 | $5,667 | 26.06
8/22-8/28 595,728 3,434 |0.58% | 14.07% 2 481 $11.39 | $5,503 | 24.32
Observations

« August WHPH performance remained consistent with GRE slightly improving from 22.2:1 — 22.3:1

* Similar to what we saw with TSAT this month, WoW metrics began to improve due to the mid-August
creative refresh. (67% increase WoW from 8/8 to 8/15)

* Overall GRE remained at 22:1 and is 19% below the 27:1 goal
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* Sojern saw a 21.5% increase in GRE performance MoM. Sojern has been consistently outperforming its 6:1 GRE
benchmark since the beginning of the year, and overall GRE for WHPH now sits at 10.2:1.
* On the same note, the conversion rate for WHPH more than doubled from July to August, and cost per booking
declined by 18%.

* Sojern continues to pace efficiently to its WHPH Room Night goal, and is now at 94%.

TOTAL CLICKS POST-CLICK POS: ;ﬂ;ﬁéssmlq COST |TOTAL
SITE NAME DATE |IMPRESSIONS (DFE) CTR |Conv%  BOOKINGS (15% Attribution PER |MEDIA| GRE
(DFE) (MRDW) from DFA) BOOKING | COST
Sojern Targeting |July 1,353,548 683 |0.05% |43.92% 1 299 $32.85 | $9,853 | 9.37
WHPH August 1,300,289 401 |0.03% | 96.87% 1 381 $26.78 |$10,402|11.39
8/1-8/1 331,359 116 | 0.04% | 99.44% 0 115 $22.98 | $2,651 |13.82
8/8-8/14 343,258 105 |0.03% | 91.52% 1 95 $28.58 | $2,746 | 9.76
8/15-8/21 338,759 97 0.08% | 97.11% 0 94 $28.77 | $2,710 |10.64
8/22-8/28 286,913 83 0.03% | 99.76% 0 83 $27.72 | $2,295 |11.43
Observations
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Paid Search




TOTAL CLICKS POST-CLICK COST |TOTAL
SITE NAME DATE | IMPRESSIONS (BdWords) CTR Conv%  BOOKINGS PER MEDIA | GRE
(AdWords) (DFR) BOOKING | COST

Google Dynamic Search |July 73,601 5,542 7.53% | 18.87% 1,046 $7.63 $7,976 | 45.70
Ads August 132,964 6,676 5.02% | 21.76% 1,453 $6.52 $9,479 62.27
WHPH 1/29-8/4 22,937 1,577 6.88% | 22.51% 355 $6.38 $2,264 | 60.55
8/5-8/11 22,260 1,294 5.81% | 20.25% 262 $6.98 $1,828 54.25

8/12-8/18 27,483 1,364 4.96% | 19.94% 212 $7.06 $1,921 | 50.48

8/19-8/25 32,179 1,275 3.96% | 25.65% 3217 $5.53 $1,810 | 88.29

8/26-9/1 28,105 1,166 4.15% | 20.33% 2317 $6.99 $1,656 | 58.69

Observations

* Top performing search queries : “grand canyon hotels”, “block island”, “last minute hotel deals”

 Similar to TSAT, WHPH DSA saw a strong lift in click and booking volume due to an increase in spend, accompanied by a
higher Conv% Rate
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Retargeting




TOTAL CLICKS POST-CLICK COST TOTAL
SITENAME | DATE | IMPRESSIONS (BdWords) CTR | Conv% | BOOKINGS PER MEDIA | GRE
(AdWozrds) (DFA) BOOKING COST
GDN G+A |July 1,754,645 5,379 0.31% | 10.02% 539 $13.17 $7,099 | 20.52
WHPH August 4,124,614 9,331 [0.23% |11.63% 1,085 $12.76 $13,848 25.39
1/29-8/4 744,568 1,540 0.21% | 13.44% 207 $12.16 $2,516 | 26.39
8/5-8/11 815,872 1,581 0.19% | 13.98% 221 $10.67 $2,359 | 30.47
8/12-8/18 175,200 1,470 0.19% | 18.16% 267 $8.75 $2,335 | 45.55
8/19-8/25 842,474 2,211 0.26% | 9.27% 205 $14.88 $3,051 | 18.00
8/26-9/1 946,500 2,529 0.27% | 7.32% 185 $19.39 $3,587 | 14.50
Observations

* GDN Text Ads experienced amazing results in August, driving the highest GRE seen this year at a
similar spend, at 25:1

» Bookings increased by 74%, driven by an increase in clicks/spend as well as a small increase in
Conv% Rate
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TOTAL CLICKS POST-CLICK POS: (;Igmﬂ(iSSION COST TOTAL
SITE NAME DATE |IMPRESSIONS (BdWords) CTR |Conv% | BOOKINGS (15% Attribution PER MEDIA| GRE
AdWord DFA : BOOKING | COST
(RdWords) (DER) from DFE)
GDN Image Ads |July 3,794,553 6,334 0.17% | 52.77% 712 2,630 $2.66 $8,898 113.88
WHPH August 4,402,214 7,684 |0.17% | 25.13% 79 1,899 $4.49 | $8,878 | 68.15
8/12-8/18 2,793,531 4,834 0.17% | 32.48% 43 1,527 $3.68 $5,774 | 84.43
8/19-8/25 551,094 1,004 0.18% | 13.45% 0 135 $7.20 $972 37.85
8/26-9/1 1,057,589 1,846 0.17% | 9.24% 15 156 $12.51 $2,133 | 24.11
Observations

* Top click driving placements : CNN and CNBC news mobile apps, weather.com, usatoday

* GDN Image Ads experienced a slight increase in spend during the first few days that the new August creative was live.
However Conv%, continued to slide throughout the course of the month — which had a large impact in driving down the
GRE month over month

* 68:1 was still a strong GRE for the month, but extremely low for this partner given previous months’ performance
for WHPH
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TOTAL CLICKS POST-CLICK POS: JI;III:IR;;ZION B :g;ﬂ;c S COST TOTAL
SITE NAME DATE | IMPRESSIONS CTR | Conv% | BOOKINGS . L. o L. PER MEDIA | GRE
(DFE) (DFA) (MRDW) (100% Attribution | (4.35% Attribution BOOKING | COST
from DFA) from DFA)
Criteo Retargeting |July 5,883,803 13,301 |0.23% | 15.89% 93 48,505 2,114 $13.81 $29,198 | 26.36
WHPH Bugust 5,827,181 12,643 | 0.22% | 15.80% 2,098 43,820 1,997 $14.33 | $28,614|24.70
8/1-8/7 1,859,929 3,771 | 0.20% | 15.04% 447 12,594 567 $18.08 $10,240 | 18.75
8/8-8/14 1,511,557 3,340 | 0.22% | 18.27% 625 13,404 610 $10.76 $6,567 | 32.74
8/15-8/21 1,659,401 3,466 | 0.21% | 15.56% 597 11,802 539 $14.91 $8,039 | 24.41
8/22-8/28 796,294 2,066 |0.26% | 13.58% 429 6,020 281 $13.43 $3,767 | 27.48
Observations

* Monthly Criteo WHPH GRE decreased slightly for the second month in a row, and the overall GRE is now at 29.3:1
(previously 30:1).

+ Since the SCID issue was fixed at the end of July, Post-Click Bookings returned to a normal level for the month of
August, and the cost per booking remained consistent.

» Even with this monthly decrease, Criteo continues to outperform its WHPH GRE benchmark by 102% and is pacing
85% towards its overall WHPH Room Night goal for 2016.
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TOTAL CLICKS POST-CLICK POS: ;g;R:;ZION B (I)I.g:;;[ﬂ;(; S COST TOTAL
SITE NAME DATE | IMPRESSIONS CTR | Conv% | BOOKINGS o L. o L. PER MEDIA | GRE
(DFE) (DER) (MRDW) (100% Attribution | (4.33% Attribution BOOKING | COST
from DFA) from DFA)
Facebook DPA |July 162,495 2,383 | 1.47% | 17.19% 30 9,388 410 $11.39 $4,668 | 16.14
WHPH August 139,464 2,032 | 1.46% | 13.31% 24 6,223 272 $11.61 $3,154 | 21.06
8/1-8/17 45,085 633 1.40% | 12.14% 8 1,759 17 $11.47 $881 | 19.48
8/8-8/14 40,221 539 1.34% | 13.32% 1 1,650 12 $11.66 $837 | 14.44
8/15-8/21 32,296 511 1.88% | 13.68% 6 1,601 70 $10.55 $737 | 29.33
8/22-8/28 21,862 349 1.60% | 15.23% 9 1,213 83 $13.13 $698 | 22.27

Observations
« WHPH GRE for Facebook DPA ended at 21.1:1 for the month of August which was a 31% increase from July.
* We have eliminated goals for DPA because of continued stronger performance from DAT.

* In the month of September MEC officially paused all DPA efforts.
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TOTAL CLICKS POST-CLICK POS:' ;ICV)I:;IRNE;SSION B (;)Il(())II{;[E;G S COsST TOTAL
SITE NAME DATE | IMPRESSIONS CTR | Conv% | BOOKINGS 0 L. o L. PER MEDIA | GRE
(DFE) (DFAR) (MRDW) (100% Attribution | (4.35% Attribution BOOKING | COST
from DFA) from DFA)
Facebook DAT |July 87,542 1,286 | 1.47% | 24.52% 26 7,222 315 $10.50 $3,311 | 14.40
WHPH August 18,705 1,208 |1.53% |17.39% 26 4,802 210 $11.23 $2,358 | 18.81
8/1-8/7 23,929 405 1.69% | 12.66% 7 1,172 51 $13.31 $682 | 10.90
8/8-8/14 25,5641 408 1.60% | 15.42% 2 1,444 63 $11.88 $747 | 12.05
8/15-8/21 21,699 288 1.33% | 22.08% 12 1,450 64 $9.92 $631 |29.77
8/22-8/28 7,536 107 1.42% | 30.12% 5 7136 32 $9.24 $298 | 30.69
Observations

* DAT delivered an 18.8:1 GRE against the WHPH segment which was a 31% increase from July.
» August ended on a high note, finishing with GRE’s of 29.77 and 30.69 for the most recent weeks.
» These GRE’s also exceeded DPA’s performance for the first time since launching DAT and MEC
anticipates this GRE to continue trending upwards.
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Display Creative




WHPH Aug GDN Image Creative Performance

Sweeps: Photo shoot

A CHANCE T0 WIN
100K+ POINTS

(now included
in every hotel stay) A

Sweeps: Propert

A CHANCE T0 WIN
100K+ POINTS

(now included
in every hotel stay) -~

MRMR

No-brainer (noun)

1. Something that requires
little or no mental effort

Aarmmiott
REWARDS

Aarmoft

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

Impressions: 96 1K

Impressions: 1.1M Impressions: 2.3M
CTR: 0.21% CTR: 0.20% CTR: 0.15%
Conv%: 18.3% Conv%: 19.3% Conv%: 31.3%
CPM: $2.28 CPM: $2.23 CPM: $1.80
GRE: 43.5 GRE.: 45.2 GRE: 88.3

Observations

* Both Sweepstakes creative had statistically significant higher CTR% than Member Rates (MRMR), though not between
each other

* However, they had significantly lower Conv% resulting in GREs that were nearly half of Member Rates
» While the Sweepstakes offering may have resonated with WHPH it did not appear to convert into bookings unlike in email
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WHPH Aug Facebook Creative Performance®

Impressions: 163.4K

Ship

Hangzhou

e Marriott Rewards
“““““ Sponsored - @

This one’s a no-brainer: Book your hotel at Marriott.com for the lowest
price every time.

e Marriott Rewards

== Sponsored - &

This one’s a no-brainer: Book your hotel at Marriott.com for the lowest
price every time.

Impressions: 1.03M

CTR: 0.43% CTR: 0.63%
Conv%: 26.6% Conv%: 12.7%
CPM: $11.01 R— i g CPM: $7.37
CRE: 34.8 MARRIOTT REWAR MARRIOTT REWARDS® =% CRE: 33.0
IMEMBER RATES MEMBER RATES
Members Get It Members Get It
Enjoy our lowest rates every time, every season, every city. Enjoy our lowest rates every time, every season, every city.
224 Likes 11 Shares 224‘ .L;k.es. 1 S;are; .
il Like ¥ Comment #» Share 1l Like # Comment #» Share
Observations

lower GRE

* Ball of Light a 46.3% higher CTR% (statistically significant) but generated half the Conv% resulting in a slightly

*Results from 8/15-9/11
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Overall low Conv% may be due to a seasonal
low in member travel activity and interest

M.com booking trends indicate that August is low point in bookings

Average m.com Homepage % Change in Bookings & Revenue

Month 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%
Jumn 3.51% 1.81%
Jul 5.36% 4.37%
Aug -12.13% -12.87%
Sep 1.59% 2.63%
Oct 2.73% -0.71%
Mowv -3.92% -8.82%
Dec -5.31% -7.57%

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



Email campaigns




Aug ‘16 WHPH Emalil overview & MoM trends

n“g Project 1 elivered nof:;m Rej-e::ue Open% CTO% Conv% D:lkllx)
Benefits 504.0K 156K  $5.8M 30.6% 33.8% 29.9% 31.0
Destinations 503.7K 10K $342.1K 27.6% 4.0% 17.8% 2.0
Offers 4445K 30K  $1.IM 26.8% 11.3% 22.3% 68

‘WHPH Total 1.5M 19.6 K $7.2M 28.4% 171.3% 27.5% 13.5

Unsub%

0.04%
0.05%
0.05%
0.04%

Observations

* Overall booking per delivered was 30% higher
than YTD avg

* High CTO% and Conv% overcame the lowest
Open rate to date

Benefits
+ 3 highest bookings, CTO% & booking/del
* Highest Conv% YTD

Offers
* Booking per delivered was 2% above YID avg

Destinations
» 2nd Jowest CTO% since launch
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WHPH Benefits overview and MoM trends

Observations

Overall

Featured Summer Promo & Hawaii/Hilton Head

sweepstakes

« 3™ highest bookings driven by 3 highest
CTO% & highest Conv% YTD

» 3" highest booking/delivered YTD

Ongoing prominent feature of Summer
Promo & combination of sweepstakes
feature drove clicks & bookings

Bookings vs Delivered Emails by segment
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August WHPH Benefits

Observations
Monthly CTO% was 51% higher than the YID average

Top Offer generated 78% of clicks with the majority going to Summer Promo,

featured for the 3" month in a row

» Typical click engagement when featuring MegaBonus promotion

» Featured for the 3" month in a row, % of clicks to this section decreased only 2% MoM
(Conv% increased 4%)

There appeared to be little drop in interest by WHPH for Summer Promo which

suggests future promotions can be persistently featured to WHPH

The Island vacation sweeps appeared to cannibalize clicks from the remaining
content as MoM clicks to all sections decreased
* Clicks to Moments fell by 78% due to it’s lower position and potential cannibalization
Milestones (Black Bar) clicks continued to fall, dropping 22% MoM
eBreaks was the exception as MoM clicks increased, although only representing 1% of clicks

WHPH do not seem to find Sweepstakes as appealing as TSATSs as it
generated 7% of Benefit’s clicks vs TSAT 11%

Top Offer
18% clks, 83% bks

Y0U COULD WK
100,000 POINTS

Rewards - Main
1% clks, 5% bks

Win an Island Vacation

You could win a 5-night stay in Hawail or Hilton Head
You pick the island — and get a $1,000 Visa gift card

eBreaks
Getawa| 1% clks, 1% bks

Make Your A
Weekend Escape () /55

Save




WHPH Offers overview and MoM trends

Bookings vs Delivered Emails by segment

Observations

Email KPI's consistent with 2016 YTD averages

* Booking per delivered was 2% above YTD avg,
53% higher YoY
* CTO% was 2.6% above YID average

* Open% was 1.6% below YTD average

Summer Bonus was featured in Offers for the
4% consecutive month & while fatigue may
have been a factor it continued to drive
clicks & bookings
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August WHPH Offers

Observations
Generated CTO% consistent with 2016 YID averages, though
monthly clicks increased 2.8% MoM

The Summer promo generated the same % of clicks as July, WHPH

continued to be interested in promotions even after four months

* Promotions should be featured in email communications for
the duration of their campaign

Getaways generated the most clicks since the Middle Offer was
introduced in June and featured...
* New layout supporting 3 offers, animated icons
* Perennially popular destinations

DC Offer (Middle Section)

Florida package (Getaways)

Nashville (Experiences)

San Diego offer (Getaways)
Additionally, the New York Offer in July generated more clicks than any
offer in either month

For consideration, Hotel Specials should always feature popular
destinations to maximize per campaign revenue

Account Box
15% clks, 21% bks

Siver 10

Search
6% clks, 5% bks

Field Offers |
41% clks, 39% bks

Book with Visa® af 250 hotets 4200 tickets & more )

Long Beach from $199
Stay for breaktast ©

Brookiyn from $279
$30 Pzza & $20 bar credits °

ne from $239
gne brunch for 2 o

Burbank from $229
Free breakfast near LA ]

Los Angeles from $195 Monterey from $179

Parking up to 7 nights ©  Koseat free! °
Manhattan Beach $169+ Adlington, VA from $89
Movie, kid's activty bucket ©  Breaktast parking, city view ©

See All @

Middle Offer
18% clks, 20% bks
10,0.

Vi vniniv

Just a Few More Weeks to Earn Points
[FNAME, the]{The] more you stay, the more you eam

N Our Sweet summer sweepstakes - and i ends

September 5th, 80 act quickty.

Book Now

Earned Points? Go Shopping! »
Stock up on school supplies, new fashion and the latest
gadgets — and pay with points.

[

AR
3 R
Lo i "’hl it
Visit DC for 20% Less

Gel away 10 our nation's capital. Tour monuments &
xperiance the oty from the middie of It sl

WHPH Offers
[FIRST NAME] - We Picked These Deals
for You

Getaways
1% clks, 5% bks

et eat

See Al ©

“Retreat” doesn’ have to mean 30
colleagues in a board room. Let us take
care of you in this San Diego haven.

Escape to Hutchinson Island

Plus get a $200 water sports credit at
this luxury Florida resor

Your Choice: Golf or Spa

Work o live with this amazing deal at
the JW Mariott in Arizona

Experiences
3% clks, 4% bks

Take Nashville for 4,000 Points  See the Cards Play in St. Louis

Head 1o the home of country music and add & i it out of the park with the Grand Siam
Cardinals Ticket Package at hvs new hotel

Sweet stash of ponts 1 your sccount

eBreaks s
5% clks, 4% bks 5=

Make your escape and save
20% this weekend with
eBreaks.
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Promoting 100 K sweeps” generated higher
clicks & bookings than “Earning 10 K”

“Winning 100 K points” was highlighted to Hotel Specials registrants vs “Earning 10 K” in Offers

PO Offers Registered: “Earn”

STAY & EARN

Hotel Specials Registered: “Earn”

YOU COULD WIN

100,000 POINTS 10,000 POINTS

Just a Few More Weeks to Earn Points

' q a

Last Chance! Win 100,000 Points [FNAME, the][The] more you stay, the more you eam

" N our sweet summer swoopstakes - and £ ends
OLT® MGISIBNE in OLF SLUTTEr PIOMO, 0 every Ktay m Seplember 5th, 50 act quickly

you make by September 5 gives you & chance 1o win x r

Comparing the two placements, “100 K points” generated a higher link CTO% & Conv%
 WHPH generated higher CTO% and slightly lower Conv% for an overall net gain

While the evidence is not as strong, WHPH may also respond better to highlighting higher
value components of a promotion
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Landing Page




WHPH Landing Page Results

Header: : 8 235 clicks, 7.4% visits, 34.0% of clicks t
YOU COULD EARN \ e
Hero ITA:  DIREIINIIE p[]|ms_ P S 52 clicks, 1.6% visits, 7.5% of clicks
S h . 288 clicks, 9.1% visits, 41.7% of clicks ‘V
earch: e
_“‘J ‘-—
W7, 42 clicks, 1.3% visits, 6.1% of clicks
Most Booked:
":ZZZZ’"SZJ‘“
Most Redeemed: 19 clicks, 0.6% visits, 2.8% of clicks '

s
From 193 uso/aight
BP0 it i From 690Uso/night

based on 1132
©00 00 tused on 123 Guest reviews
© view Rates. .
© View Rates

Brand Boxes: R _ 16 clicks, 0.5% visits, 2.3% of clicks l
RENAIS_EASNCE Aamolt

Destinations Boxes: 39 clicks, 1.2% visits, 5.6% of clicks
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Summer Promo insights
Provide visibility to promotions throughout their promotional lifecycle in email
The Summer Promo did not appear to drive the desired bookings thru display ads

Consider testing the “bigger prize” elements of promotions and sweepstakes to
WHPHSs

Popular destinations continued to drive click engagement with Hotel
Specials, continue consistent feature of most popular destination offers

Facebook DPA have been paused, continue to allocate spend towards DAT
ads & Direct targeting

Continue optimizations towards higher performing search queries for DSA &
site placements for Retargeting
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August Facebook Enrollment MEMBER RATES
Results Key Takeaways:

*  Month over month, WHPH and TSAT segments are
experiencing an increase in overall CPA.
e This can be attributed to the success Facebook has

g had in accumulating enrollments throughout the year.
Executlve Summary ¢ The 2 lookalike audiences have remained more consistent, in

Target WHPH TSAT WHPH- TSAT-LAL terms of CPA, than the actual base segments.
LAL * MEC recommends to put minimal spend towards the
WHPH & TSAT segments and put more spend towards
Impressions 260,461 256,519 379,443 549,927 the larger LAL audiences.
* Top creative continues to be the pool image
CTR 0.76% 0.87% 0.79% 0.87% +  MEC recommends focusing on destination-based
E 1 ¢ images for future PO content.
nroiiments
(total) 21 19 47 57
CPA* . T?rTan Rewards (Default)
*ovel' a].l CP A Lowest ;; Every day. Every time. Every hotel.
of MRMR $78.77 $76.24 $42.27 $49.44 Top Creative

campaign on
FB: $19.37

Above /

INTRODUCING
Below CPA MARRIOTT REWARDS* MEMBER RATES
Benchmark? Lowest Rates. All the time.

It pays to book direct on Marriott.com where members get our lowest price allthe
time.

(in terms of CPA + LCR)

Sign Up




August Digital Enrollment Results

August Executive Summary (Non-

LAL)

WHPH
Impressions 291,638
@ Clicks 27
@;Kg CTR 0.01%
Spend $1,458
Enrollments 2
CPA $729

TSAT
242,261
37
0.02%
$1,211
2
$606

BETTER PERFORMER

August Executive Summary (LAL

Only)
WHPH
Impressions 3,414,654
Clicks 619
CTR 0.02%
Spend $14,604
Enrollments 287
CPA

\ $51 /

TSAT
1,029,720
297

0.03%
$4,404
18
$56

BETTER PERFORMER

dsﬁlery

Key August Takeaways:

Project Orange non-member targeting against the MRMR ads
delivered an overall $59 CPA in the month of August. This was a
slight improvement over July, and was again mostly driven by
LAL modeling of the segments with Dstillery.

Dstillery drove a $51 CPA against the LAL placements of WHPH
and a $56 CPA against the LAL placements of TSAT. Both of these
marks were a bit higher than July; however, Dstillery spent
double the amount of budget in August, showing their ability to
scale against these high value audience models.

The direct targeting of the PO segments proved to be more
efficient in August than in July with less spend being allocated.
Every month since PO was activated within the MR Global
Acquisition campaign, TSAT has performed better than WHPH.
We believe this is due to the sizes of the audiences since it’s
likely that more WHPH members are already MR members due
to the amount of nights they stay per year.

On the other hand, LALs of WHPH continue to outperform LALs of
TSAT. We believe this is due to the fact that those WHPH
members are staying more nights per year meaning people who
are similar to this audience would be more inclined to join a
loyalty program.
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August Digital Enrollment

Creative Results

MARRIOTT REWARDS"
MEMBER RATES

It pays to book direct
on Marriott.com
where members get our
lowest price,
all the time.

JOIN NOW)

A\arrioft
RE

sesssce

CTR:
0.018%
CPA: $53

WHPH

MARRIDTT REWARDS®
MEMBER RATES

It pays to book direct
on Marriott.com
where members get our
lowest price,
all the time.

JOIN NOW)

Aarrioft
REWARDS

CTR:
0.017%
CPA: $50

MARRIOTT REWARDS"
MEMBER RATES

It pays to book direct
on Marriott.com
where members get our
lowest price,
all the time.

Aarriott
RE S

CTR:
0.017%
CPA: $66

JOIN NOW) |

MARRIOTT REWARDS"
MEMBER RATES

It pays to book direct
on Marriott.com
Where.members-get.gur
lowest price,
all the time:

JOIN NOW)

Aarrioft

CTR:
0.027%
CPA: $66

Wy,

)

\//)

\

&
0

I\

TSAT

MARRIOTT REWARDS"
MEMBER RATES

It pays to book direct
on Marriott.com
where members get our
lowest price,
all the time

JOIN NOW)

Aarrioft
RE DS

CTR:
0.027%
CPA: $69

MEMBER RATES

CTR:
0.025%
CPA: $15
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Aug Non-Member TSAT Benefits

Non-Member Benefits §
[FIRST NAME, JExplore New
Destinations & Rewards

Ang Non-Member
Delivered Open’s Convio Unsub%
Benefits Revenue
TSAT

405K $195K a3.2% 4.5% 8.5% 0.54 0.28%

Observations

The Non-Member version of Benefits featured MRCC, Free Night offer, Member rates, generating

232 clicks

* July generated 58 enrollments off 444 clicks featuring Free Night offer, New Member Benefits,
sweepstakes, and MRCC offer

* June-337 Clicks

* May-216 Clicks

MRCC offer did not appear to be a significant motivator for enrollments

WHPH & TSAT Non member efforts will be consolidated starting Sept
* Segment level email performance will not be available




Aug Non-Member WHPH Benefits

Non-Member Benefits |
[FIRST NAME, JEarn Points in More
Places Now

Ang Non-Member
Deli d o % | CTO% | C Vo 'LT ub%
m- DEI [K

34K $187 23.2% 1.4% 5.6% 0.19 0.32%

Observations
Note: Enrollments counts may be incomplete

The Non-Member version of Benefits featured MRCC, Free Night offer, Member Rates,
generating 18 clicks
* July version featured Free night offer, New Member Benefits & generated 7 enrollments off 48 clicks

* June version featured New Member benefits & sweepstakes & generated 28 clicks
* May version featured Member Rates & generated 35 clicks

MRCC offer did not appear to be a significant motivator for enrollments

WHPH & TSAT Non member efforts will be consolidated starting Sept
* Segment level email performance will not be available
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Orange Acquisition overview

Orange Acquisition Overview
Rev Per Customer

Campaign Description Total Met Threshold Total Enrolled Post Enroliment Cost Per Acquisition
POWS5 Taste of Gold to WHPH N/A 20 $172.82 $296.73
POTF Free Night To TSAT 7 157 $39.40 $39.11

POWF Free Night to WHPH 0 18 $19.33 $327.22
POWS Taste of Gold to WHPH (2nd) N/A 46 $178.99 $133.50

Percent Total Customers Per Orange Segment
Current Orange Segment

Camp Description (blank) BSO CSYP DS HAFH v PT TSAT vV WHPH
POTF Free Night To TSAT 3323% 408% 1317% 2.82% 0.63% 4 70% 4 .08% 846% 2414% 251%

POWS5S  Taste of Gold to WHFH 2037% 2963% 1481% 5.56% 12.06% 16.67%

POWSE Taste of Gold to WHPH {2nd} 1607% 8.04%  4018% 0.89% 0.89% 16.07% 8.04% 5.36%

POWF  Free Night to WHFPH 3438% 1250% 12.50% 12.50% 15.63%

2.19%

4.46%
12.50%
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Appendix
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2016 Paid Display Goals

5 t Tacti GRE EOY RN Not
egmen actic Goal (1) s otes
WHPH Criteo 14.5 41,000 Based on current RN pacing against remaining
2016 spend.
WHPH Sojern 5 3,900 Based on current RN pacing against remaining
2016 spend.
Based on current RN pacing against remaining
WHPH Facebook DPA N/A N/A |2016 spend. (Planning to be phased out in coming
weeks).
WHPH Facebook DAT 14 4,754 Based on current RN pacing against remaining
2016 spend.
WHPH | Facebook Direct 198 47,072 Based on current RN pacing against remaining
2016 spend.
TSAT Criteo 6 7,820 Based on current RN pacing against remaining
2016 spend.
TSAT Sojern 4 880 Based on current RN pacing against remaining
2016 spend.
Based on current RN pacing against remaining
TSAT Facebook DPA N/A N/A |2016 spend. (Planning to be phased out in coming
weeks).
TSAT Facebook DAT 6 1,539 Based on current RN pacing against remaining
2016 spend.
TSAT | Facebook Direct 8.7 10,499 Based on current RN pacing against remaining
2016 spend.
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GRE EOY

Segment Tactic Goal (:1)
TSAT Dynamic Search Ads 50.0
TSAT GDN text (G+BK) 12.0
TSAT GDN Image Ads (G+BK) 15.0
WHPH Dynamic Search Ads 62.0
WHPH GDN text (G+BK) 35.0
WHPH GDN Image Ads (G+BK) 205.0




Glossary of definitions

Open rate/Open% Ratio of email opens to emails delivered

Click rate/CTR/CTR% For Paid Media, ratio of clicks to impressions; For email, ratio of email
clicks to emails delivered

Click to Open rate/CTOR/CTO% Ratio of email clicks to email opens; a better measure of
engagement with content of email than the above CTR

Click% Percentage of total clicks generated by an email

Conversion rate/Booking rate Ratio of bookings to clicks (Paid Media or Email); in some situations
for email, Conversion rate is expressed as ratio of bookings to
delivered emails

EIR Email Influence Revenue; 7-day attribution
window of bookings against email clicks

Booking per Delivered Ratio of bookings against emails delivered
(bookings/email delivered x 1,000)

GRE Paid Media ROI KPI; (Revenue/Cost-1)
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Booking attribution legend

Channel

GDN (text)

GDN Image ads

Dynamic Search Ads

Paid Search (MF+TBPS)
Criteo

Sojern

Facebook Direct Targeting
Facebook DPA

Criteo LiveRamp
Facebook LAL
GDN LiveRamp

Click bookings

View-thru bookings

Clicks & revenue Window & revenue Window Total bookings & revenue

AdWords DFA 7-Day (DFA) |N/A 7-Day DFA clicks

AdWords DFA 7-Day (DFA) |15% DFA 7-Day DFA clicks+15% DFA view thorough
AdWords DFA 7-Day (DFA) |N/A 7-Day DFA clicks

Google DFA 7-Day (DFA) |N/A 7-Day DFA clicks

DFA MRDW 7-Day (DFA) |100% DFA 7-Day (MRDW click + 100% view-through)*4.35%
DFA MRDW 7-Day (DFA) | 15% DFA 7-Day MRDW click + 15% DFA view-through

FB MRDW 7-Day (FB) |15% FB 7-Day MRDW click + 15% FB view-through

FB MRDW 7-Day (FB) |15% FB 7-Day  |(MRDW click + 100% view-through)*4.35%
DFA MRDW 7-Day (DFA) | 15% DFA 7-Day  |MRDW click + 15% DFA view-through

FB MRDW 7-Day (FB) |15% FB 7-Day MRDW click + 15% FB view-through
AdWords DFA 7-Day (DFA) |15% FB 7-Day DFA click + 15% FB view-through

77



CRM Targeting




Retargeting




Email Campaigns




TSAT click engagement was significantly
higher with Benefits than control

A teN /
e Delivered Open% | CTO% | Conv% Unsub%
Benefits Bookmgs Revenue Del (K

TSAT eNews 69.8K 15.5 K 2716 $83.0K 22.3% 17.7% 10.0% 0.08%
TSAT Benefits 674.5K 145.2K 2.7K $1.00M 21.5% 20.4% 9.2% 4.0 0.10%
%A\ -3% 15% -8% 2%

There may be a reporting/tracking issue that is being investigated
* eNews (Core) Top Offer links counts do not appear consistent with previous months featuring Summer Promo
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PO Segments — Control Group Destinations vs
PO Destinations

August
Deli d o % | CTO% | Conv% Unsub%
m Del (K

TSAT Core 70.5K 16.3K 51 $17.2K 23.2% 5.0% 6.2% 0.10%
TSATPO 68l1.1K 149.7K 476 $151.4K 22.0% 4.6% 1.0% O.'Z 0.13%
VLYAN -5% -9% 12% -3%

The same subject lines were used at a segment level & there continued to be discrepancies in Open rate, suggesting
meaningful differences in control vs test group

There were performance differences between audiences that received the West Coast vs East coast version

» Test & Control may have received different % of West/East Coast versions & may have had different Conv% with
each
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WHPH & TSAT Destinations

August EIR EIR Bk/

Deli d (o] % CTO% Conv% Unsub%
Destinations ehivere Bookings Revenue pente 1 Del (K) s
TSAT 681.1K 476 $151.4K 22.0% 4.6% 7.0% 0.7 0.13%
WHPH 503.7TK 1.0K $342.1K 27.6% 4.0% 17.8% 2.0 0.05%
Total 1.2M 1.5K $493.5K 24.4% 4.3% 11.8% 1.2 0.09%
Observations

Note: Geo-level reporting not available at the PO segment level

Account Box/Header generated 28% of clicks, slightly higher MoM
suggesting content resonated less than previous months

Similar to July, the Top Offer generated ~ 34% of clicks, however

the supporting content did not appear to generate similar interest

* Lack of interest in individual destinations (Stops Along the Way)
against Road trip suggests lack of interest in featured destination

* More Cool Trips generated more click engagement than the two
above, Stops Along the Way and Plan Your Route/Pro Top

Both Caribbean & Denver generated 2x as much clicks as the
DC offer in the Trip Planner: Where to Book Now bottom section

WHPH (East+West)
\Warriott
Account Box :
28% clks, 39% bks —

TSAT (East+West)

Marrioft
RENAESE Account Box
: : 28% clks, 55% bks

Search
4% clks, 6% bks

Midwest Baseball

Midwest
35% clks, 28% bks

Stops along..
9% clks, 8% bks |

Plan..
3% clks, 1% bks

Mozre Cool Trips
13% clks, 11% bks

Bottom Offer
1% clks, 1% bks

ey Search
2| 7% clks, 9% bks

Calgary to...
33% clks, 18% bks

Stop along..
9% clks, 3% bks

Pro Tip
3% clks, 1% bks

More Cool Trips
11% clks, 7% bks

Bottom Offer
1% clks, 5% bks




Clicks (000s)

Both Core and PO eNews generated more
clicks in 2016 than 2015

YoY & MoM eNews Clicks
800 14.0

700
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£
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EIR Bookings (000s)

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

YoY & MoM eNews Bookings
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WHPH click engagement was significantly
higher with Benefits than control

A teN /
e e Delivered Open% CTO% | Conv% Unsub%
Benefits Bookmgs Revenue Del (K

WHPH eNews  53.8K 16.2K 744 $248.8K 30.2% 18.5% 24.8% 13.8 0.04%
WHPH Benefits 504.0K 154.4K 156K $5.715M 30.6% 33.8% 29.9% 31.0 0.04%
% /A 1% 83% 21% 124%

There may be a reporting/tracking issue that is being investigated
* eNews (Core) Top Offer links counts do not appear consistent with previous months featuring Summer Promo
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PO Segments — Control Group Destinations vs
PO Destinations

August ) ) ] )
m T De 1 (K Unsub%

WHPH Core 53.7K 16.0K 147 $48.3K 29.7% 4.2% 21.9% 0.05%
WHPHPO 503.7K 1389K 1.0K $342.1K 27.6% 4.0% 17.8% 2.0 0.05%
% A -1% -4%  -19%  -28%

The same subject lines were used at a segment level & there continued to be discrepancies in Open rate, suggesting
meaningful differences in control vs test group

There were performance differences between audiences that received the West Coast vs East coast version

» Test & Control may have received different % of West/East Coast versions & may have had different Conv% with
each
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