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Travel Still A Treat
June performance

overview




< Member rates continued to be featured in Display Media while Email supported the
Summer Promo, New Member benefits and Road Trip theme

* Paid Media generated the 2"¢ most impressions, bookings, and CTR% YTD

- Email had the most deliveries and highest bookings since launch and generated the 3rd highest
booking per delivered Email

< DAT launched on Facebook and early indications suggested greater efficiency than DPA

< Acquisition efforts continued into its 2nd month with Display Media, leveraging Member
rates while an Email Solo offered a free night’s incentive

< Background image and color were tested in Display creative & Benefits, while subject line
testing was conducted in Benefits & Destinations



June TSAT Creative Overview

Landing Page Destinations Landing Page Hero (Destinations)

INTRODUCING MEMBERS GET OUR LOWEST PRICE
M ADDINTT DEVAIADNCE EVERY DAY, EVERY HOTEL

MEMBERS GET OUR LOWEST PRICE
| W EVERY DAY. EVERY HOTEL

ARROT RewaRos | ARROTT REWARDS" | NARRIOTTREWARDS'
MEMBER RATES | MEMBER RATES | MEMBER RATES

|
BOOK HOW)




GRE?* - assesed on
Campaign Type Campaign Impressions| Spend CTR |Revenue | & MoM Rev| DoubleClick revenue, | & MoM GRE| A Goal
not MRDW revenue Notes
TSAT CRM Sojern 609.5 K S43K | 0.03% | $16.0K -5.1% 2.7 16.2% -31.8%
Targeting FB Direct Targeting 1.0M S87K | 0.87% | $79.6 K -18.7% 8.2 -2.2% -0.2%
CRM Targeting Total 1.6 M $13.0K | 0.54% | $95.6 K -16.7% 6.4 -1.3% -
Dynamic Search Ads 81.2 K $10.9K | 6.96% | $300.9K 46.5% 26.6 -18.2% -46.8%
TSAT MF Paid Search 12M | $23.1K | 1.65% | $4357K| -22.3% 178 17.7% ~ | Not PO funded
Paid Search  |TBPS Paid Search 331K | $37K |1251%|%321.9k| 2.5% 872 23.6% - |Not PO funded
Paid Search Total 1.4M $37.7K | 2.24% | S1.1 M -2.0% 27.1 -13.1% -
Criteo Retargeting 1.8 M S8.2K | 0.33% |5142.7K 1.2% 16.5 -2.4% 174.2%
Facebook DPA 1219K $3.9K | 2.09% | $26.2 K 25.2% 5.8 21.0% -71.0%
TSAT Facebook DAT 15.3 K 5587 2.16% | S4.3K - 6.3 - - Launched 6/20
Retargeting | 00N teXt (G+2K) 21M | $83K |0.26% | $729K | 51.8% 7.8 -28.0% | -353% | New ad type utilizing image leveraged
GDN Image Ads (G+BK) 43M | $10.4K | 0.20% |$528.8K| -15.8% 199 29.2% | -33.4% | New MRMR ads updated
Yahoo! Native 353.2K 5168 0.01% | $6.7K 64.6% 38.8 22.1% -
Retargeting Total 87M $31.5K | 0.26% |5781.6 K -7.1% 23.8 -28.6% -
GRE?* - assesed on MoM

Impressions| Spend CTR |Revenue | A MoM Rev| DoubleClick revenue, GRE %
not MRDW revenue Change
TSAT Media “Media Grand Total” spend is NOT entirely funded
11.6 M | $82.2K | 0.53% | $1.9M -5.0% 22.6 -15.6% by the new Project Orange account, notably, MF
Grand Total and TBPS Paid Search are funded separately

TSAT - Project Orange
funded only (minus MF| 10.3 M $55.4 K | 0.36% | $1.2M 1.4% 20.3 -16.4%
and TBPS Paid Search




Observations

MoM spend increased by 20%, resulting in a 14%
increase of impressions and the 27¢ highest CTR%
YTD; GRE decreased 16% respectively

* Dynamic Search Ads and GDN image Ads
drove the largest revenue and their decrease in
GRE impacted segment performance

* GDN Text spend increased 104%, generating a
76% increase of impressions along with 65%
more bookings, yielding a 28% decrease in GRE

* Facebook DAT launched to replace DPA and
comparatively, +94% Conv%, +9% GRE, -39%
cost per booking although spend was 85% lower

* Sojern GRE improved for the 279 straight month

 Criteo continued to outperform target GRE by
1.5x

EIR Bookings (000s)

30

25

20

15

10

o = = N N W W = ]

January

January

Bookings vs Impressions by segment

February
TSAT Bookings

March April May June
TSAT Impressions

Search/Display KPI's by Month

February March April May June

TSAT GRE TSAT CTR%

(suory[1A]) Suorssaxdury

0.45%
0.40%
0.35%
0.30%
0.25%
0.20%
0.15%
0.10%
0.05%

0.00%



CRM Targeting




TOTAL CLICKS POST-CLICK Pos: ;1::::‘5;2101"' COST |TOTAL
SITE NAME DATE |IMPRESSIONS (DFE) CTR Conv% | BOOKINGS (15% Attribution PER MEDIA GRE
(DFE) (MRDW) —— BOOKING | COST
Facebook Targeting |(May 1,196,907 9,176 0.77% | 3.38% 5 305 $33.40 $10,368  8.45
TSAT June 951,183 8,281 0.87% | 5.46% T 446 $19.19 $8,684 | 8.11
5/30-6/5 235,491 2,216 |0.94% | 3.60% 3 77 $25.69 | $2,050 | 9.37
6/6-6/12 209,849 1,828 0.87% | 5.12% 1 93 $21.11 $1,975 | 6.20
6/13-6/19 227,510 1,865 |0.82% | 6.10% 0 114 $17.91 | $2,039 | 7.47
6/20-6/26 159,177 1,397 | 0.88% | 6.57% 3 89 $17.12 | $1,572 | 9.26
6/21-1/3 125,156 981 0.78% | 71.49% 0 74 $14.26 $1,048 | 9.26
Observations

* Monthly TSAT GRE driven by the MRMR ads in market decreased slightly by 3% MoM (8.5:1 — 8.2:1)

* However, even with this small drop in GRE, Conv% increased by 62%, CTR% increased by 13%, and
Cost Per Booking improved by 43%

* Overall 2016 TSAT performance actually saw a bit of an improvement as GRE increased to 8.1:1 but is
still 11% below benchmark




TOTAL CLICKS POST-CLICK POS: ;zIIZR;ZZION COST |TOTAL
SITE NAME DATE |IMPRESSIONS (DEFE) CTR | Conv% | BOOKINGS (15% Attribution PER |MEDIA | GRE
(DFE) (MRDW) from DFA) BOOKING | COST
Sojern Targeting |May 629,396 141 |0.02% | 34.86% 0 49 $102.44 | $5,035 |2.35
TSAT June 609,460 181 |0.03% | 26.57% 0 48 $89.21 | $4,291 | 2.13
5/30-6/5 124,379 22 0.02% | 40.91% 0 9 $65.22 $587 | 4.09
6/6-6/12 122,981 25 0.02% | 43.20% 0 11 $91.10 $984 | 2.00
6/13-6/19 127,516 31 0.02% | 33.55% 0 10 $98.09 | $1,020 | 2.32
6/20-6/26 142,664 61 0.04% | 11.39% 0 7 $164.22 | $1,141 | 1.06
6/21-1/3 91,920 42 0.05% | 26.07% 0 11 $51.01 $559 |6.71
Observations

* For the 274 straight month, Sojern was able to improve its TSAT GRE (0.6:1 - 2.3:1 = 2.7:1). It’s
worth noting that the dynamic ads drove a 3:1 GRE while static ads broughtin a 1.2:1 GRE

* In addition to increasing GRE, Sojern was again able to improve its TSAT Cost Per Booking as it
decreased by 13%

» Sojern continues to inch closer to the 4:1 TSAT GRE goal as it now sits at 2.6:1 overall (a 24%
increase from last month). Sojern is also more than 50% to the TSAT Room Night goal




Paid Search




TOTAL CLICKS POST-CLICK COST TOTAL
SITE NAME DATE |IMPRESSIONS (BdWords) CTR |Conv% | BOOKINGS PER MEDIA | GRE
(AdWords) (DFA) BOOKING COST
Google Dynamic Search |May 53,147 3,614 6.80% | 14.03% 507 $12.09 36,129 | 32.51
Ads June 81,151 5,645 |6.96% | 13.06% 137 $14.79 |$10,899|26.60
TSAT 5/27-6/2 19,0562 1,344 7.05% | 11.24% 151 $17.01 $2,568 | 28.79
6/3-6/9 20,714 1,450 7.00% | 11.59% 168 $16.74 $2,812 | 24.23
6/10-6/16 14,185 961 6.50% | 13.22% 127 $14.83 $1,884 | 24.80
6/17-6/23 20,421 1,422 6.96% | 13.15% 187 $16.48 $3,082 | 19.40
6/24-6/30 6,179 468 1.57% | 22.22% 104 $5.32 $553 | 74.82
Observations

* In June, there was a healthy increase in click and booking volume. CTR% increased because of a more aggressive bid

approach, which led to a 56% increase in clicks
» With this increase in clicks, we saw some new queries that did not generate strong Conv%, hence the slight dip in
Conv%/GRE. Some examples are “new hotel and rooftop bar in Chicago” and “hotels in the Rockford Illinois area”. In these
cases, BCM adds these as negative keyword queries so that ads are not shown for these queries again; BCM will continue
with the more aggressive bids and keep adding negatives in the future




Retargeting




POST IMPRESSION

TOTAL

TOTAL CLICKS POST-CLICK BOOKINGS BOOKINGS COST TOTAL
SITE NAME DATE | IMPRESSIONS CTR | Conv% | BOOKINGS o .. o L. PER MEDIA  GRE
(DFE) (DER) (MRDW) (100% Attribution | (4.35% Attribution BOOKING | COST
from DFA) from DFA)
Facebook DPA |\May 111,868 2,218 |1.98% | 3.04% 11 1,539 67 $53.66 $3,618 | 4.79
TSAT June 121,886 2,544 |2.09% | 5.45% 15 3,172 139 $27.83 $3,858 | 5.79
5/30-6/5 26,293 521 1.98% | 3.87% 4 460 20 $44.63 $901 | 5.84
6/6-6/12 26,370 527 2.00% | 5.44% 2 657 29 $31.98 $917 | 3.70
6/13-6/19 18,135 423 2.33% | 1.30% 6 704 31 $16.43 $508 |10.98
6/20-6/26 28,706 589 2.05% | 5.29% 1 715 31 $28.00 $872 | 4.32
6/27-1/3 22,382 484 2.16% | 5.73% 2 636 28 $23.81 $661 | 6.60

Observations
 After launching on May 6, TSAT GRE for Facebook DPA ended at 5:1 for the month of May. TSAT GRE

improved to 6:1 in June
 This still remains significantly under goal; however, this goal was set to be re-evaluated after we have

significant performance to look at especially with DAT recently launching in late June

« We plan to set these goals during the 229 week of August after DAT has more spend against it




TOTAL CLICKS POST-CLICK POS: ;I:)IIZR:;S;ON B ;'(?I;A;G S COST TOTAL
SITE NAME DATE | IMPRESSIONS CTR | Conv% | BOOKINGS o . o . PER MEDIA | GRE
(DEE) (DFER) (MRDW) (100% Attribution | (4.35% Attribution BOOKING | COST
from DFA) from DFA)
Facebook DAT |May - - - - - - - - - -
TSAT June 15,304 330 2.16% |10.56% 4 797 35 $16.86 $587 |6.29
6/20-6/26 6,890 169 2.45% | 9.32% 2 360 16 $16.62 $262 | 6.92
6/27-1/3 8,414 161 1.81% | 11.86% 2 437 19 $17.08 $326 | 5.78

Observations

* DAT launched during the week of 6/20-6/26 and delivered a 6.3:1 GRE against the TSAT segment during
the month of June. This is slightly better than DPA TSAT performance but on a significant less amount of
spend

 As optimizations and learnings grow, we foresee DAT continuing to outperform DPA

» We plan on setting goals for DAT during the 2*? week of August to evaluate performance with more spend
in market




TOTAL CLICKS POST-CLICK POS:::’IKPIRNE(S;SSION B::))KIIIIRI\::.GS COST TOTAL
SITE NAME DATE IMPRESSIONS (DFA) CTR |Conv% | BOOKINGS (100% Attribution (4.35% Kttribution PER MEDIA | GRE
(DFA) (MRDW) BOOKING | COST
from DFA) from DFA)
Criteo Retargeting |May 1,591,529 6,059 0.38% | 6.09% 131 8,349 269 $21.36 $7,880 | 16.87
TSAT June 1,814,667 6,008 |0.33% | 6.62% 104 9,046 398 $20.54 | $8,175 | 16.45
5/30-6/5 771,786 1,682 0.22% | 7.58% 42 2,890 128 $22.90 $2,920 | 14.63
6/6-6/12 266,100 937 0.35% | 9.66% 34 2,047 91 $12.10 $1,096 | 29.18
6/13-6/19 259,171 1,112 |0.43% | 7.26% 24 1,831 81 $15.43 | $1,245 | 21.45
6/20-6/26 304,164 1,316 0.43% | 5.06% 3 1,529 67 $24.19 $1,612 | 13.65
6/27-1/3 213,446 961 0.45% | 3.39% 749 33 $39.90 $1,302 | 8.53
Observations

* While performance was a slightly down in June compared to May, Criteo brought in consistent performance against the
TSAT segment in June, as the monthly GRE matched the 15:1 overall mark for dynamic ads. The static ads actually performed
better this month, bringing in a 19:1 GRE, but on 90% less spend

* Overall, June led to a 9% increase in Conv% and a 4% improvement in Cost Per Booking

* Criteo continues to outperform its TSAT GRE benchmark by 1.5x and is right under 50% towards its overall TSAT Room
Night goal for 2016




TOTAL CLICKS POST-CLICK POS: ;1;1:;1!;;5‘;101\7 COST |TOTAL
SITE NAME DATE | IMPRESSIONS (BdWords) CTR |Conv% | BOOKINGS (15% Attribution PER |MEDIA| GRE
(RdWords) (DFR) from DFX) BOOKING | COST
GDN Image Ads May 4,144,042 6,311 |0.15% |29.45% 287 1,572 $4.72 | $8,783 |70.48
TSAT June 4,269,126 8,461 | 0.20% |19.59% 320 1,338 $6.26  |$10,385|49.92
5/27-6/2 950,585 1,973 | 0.21% | 18.19% 70 289 $6.18 | $2,218 | 52.14
6/3-6/9 868,227 1,774 | 0.20% | 18.82% 65 269 $5.43 | $1,815 | 60.03
6/10-6/16 654,421 1,340 | 0.20% | 22.35% 66 234 $5.00 | $1,497 | 58.59
6/17-6/23 | 1,148,156 1,930 | 0.17% | 18.91% 60 305 $8.49 | $3,097 | 38.51
6/24-6/30 647,737 1,444 | 0.22% | 20.80% 59 241 $5.85 | $1,758 | 49.41
Observations
* June was a strong volume month for TSAT, however GRE saw a considerable dip. Multiple factors affected
performance:

— Clicks and post-click bookings increased MoM, primarily due to a strong increase in CTR% which
drove more traffic

— When new creative was launched in mid-June, there was an initial spike in impressions and CPC

which drove down the CPC/GRE efficiencies. Towards the end of June, performance stabilized and
Conv% rebounded to a strong 21%




TOTAL CLICKS POST-CLICK COST |TOTAL
SITE NAME & DATE |IMPRESSIONS (AdWords) CTR |Conv% | BOOKINGS PER MEDIA | GRE
(AdWords) (DER) BOOKING | COST
GDN G+BK May 1,183,235 2,708 0.23% | 5.21% 141 $28.93 $4,079 | 10.78
TSAT June 2,087,131 5,448 0.26% | 4.28% 233 $35.73 $8,325 | 1.76
5/27-6/2 64,742 124 0.19% | 3.23% 4 $49.27 $197 | 4.46
6/3-6/9 693,640 1,538 0.22% | 3.19% 49 $50.86 $2,492 | 4.09
6/10-6/16 486,572 1,175 0.24% | 5.53% 65 $30.51 $1,983 | 11.04
6/17-6/23 551,134 1,514 0.27% | 3.57% 54 $45.09 $2,435 | 5.65
6/24-6/30 291,043 1,097 0.38% | 5.56% 61 $19.97 $1,218 | 14.67
Observations

* June was also a strong volume month (impressions, clicks, bookings and media cost increased) for TSAT GDN Remarketing

* The one metric that decreased was Conv%, which had a negative effect on GRE. Since this ad placement is the lowest
performing ad placement on Google, BCM recommends shifting roughly 15% of the GDN Retargeting spend towards
Image Ads

» Additionally, a new ad type from Google may help increase CTR% and Conv%. An image can be uploaded along with the
text ad, and Google will dynamically display the ad in a native format to align with the look and feel of the publisher site




Display Creative




TSAT June GDN Image Creative Performance

Bar Ocean Pool Bar (Blue) Ocean (Blue) Pool (Blue)
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Impressions: 454.9K Impressions: 438.9K
CTR: 0.19% CTR: 0.19% CTR: 0.19% CTR: 0.20% CTR: 0.19% CTR: 0.20%
Conv%: 16.8% Conv%: 17.4% Conv%: 19.1% Conv%: 16.3% Conv%: 19.0% Conv%: 19.1%
CPM: $2.62 CPM: $2.51 CPM: $2.44 CPM: $2.73 CPM: $2.50 CPM: $2.58
GRE: 48.0 GRE: 31.4 GRE: 47.2 GRE: 47.2 GRE: 44.0 GRE: 48.3
Observations

» There was no statistical significance in CTR% comparing the highest CTR% (Bar Blue) to the lowest (Pool)

* GDN Image Ad GRE averaged over 40:1; there was a fairly large drop in this metric compared to the original MRMR ads
(Avg ~65:1). This is largely due to a decrease in Conv% once the new ads were introduced around 6/14 despite June
generating higher CTRs

» The Bar imagery appeared to generate the lowest Conv% out of the different imagery used
* New ads will be rolled out week of 8/1
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TSAT June Facebook Creative Performance
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Impressions: 87.7K
CTR:

Impressions: 107.7K

Impressions: 38.1K

Impressions: 46.4K

Impressions: 74.1K

Comment Share

Impressions: 117.5K

0.76% CTR: 0.80% CTR: 0.85% CTR: 0.84% CTR: 0.76% CTR: 0.95%
Conv%: 6.05% Conv%: 9.20% Conv%: 8.86% Conv%: 8.01% Conv%: 8.23% Conv%: 6.07%
CPM: $7.64 CPM: $9.33 CPM: $9.52 CPM: $10.75 CPM: $9.04 CPM: $9.14
GRE: 1.7 GRE: 11.1 GRE: 13.3 GRE: 11.4 CGRE: 13.5 GRE: 7.5
Observations
* The Pool imagery appeared to generate the highest CTR% out of all imagery while Pool (Blue) appeared to generate
the highest CTR%

Ocean imagery appeared to generate the highest Conv% out of all imagery while Ocean (non Blue) appeared to
generate the highest Conv%

MoM CTR% increased which suggested creative refresh may sustain messaging
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Email Campaigns




June ‘16 TSAT Email overview & MoM trends

I“’::n‘::"' Delivered Bof::\gs Regne Open% CTO% Conv% D:lk(‘;q Unsub%
Benefits 685.1K 27K $912.6K 28.0% 185% 8.0% 41  0.2%
Destinations 657.4K 888  $281.5K 23.8% 6.8% 83% 14  0.2%
Offers 612.7K 13K $4455K 21.0% 12.0% 85% 2.1  02%
NMSolo 38.4K 1 $300  28.3% 2.2% 04% 00  0.4%
TSAT Total 2.0M 49K SL6M 24.4% 12.6% 8.1% 25 0.2%
Observations

Email had the most deliveries and highest bookings
since launch and generated the 3rd highest booking per
delivered Email

+ 27 highest CTO% since PO launch with Summer Promo
featured in all base communications

Benefits: 27 highest bookings and booking/delivered to
date due to increasing audience size and high CTO%

Destinations: 2™ highest Open% and CTO% all time
helped drive the 274 highest booking per delivered all
time

Offers: highest booking and clicks all time driven by 274
highest CTO%
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TSAT Benefits overview and MoM trends

5.0 Bookings vs Delivered Emails by segment
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TSAT click engagement & Conv% was higher
with Core versions than Benefits

June eNews/
Deli d o % CTO% | Conv% Unsub%
elivere Bookmgs Revenue pen% o|Conv’% | l (K) nsub%

TSAT eNews 67.3K 176K 337 $11285K 26.2% 22.3% 8.6% 0.17%
TSAT Benefits 655.1K 183.2K 2.7K $912.6 K 28.0% 18.5% 8.0% 4.1 0.19%
%A 1% -17% -1% -18%

The subject lines in the PO versions resonated better than in Core versions

Core eNews TSAT

Introducing New Benefits (Test & Roll winner) New Member Benefits

Introducing New Benefits New! Redeem Points for Experiences
View Your June Points Balance These New Benefits Will Take You Places

CTO% delta between Core and PO decreased in June (previous months averaged ~ 40%)
* Core versions had ~80 links while TSAT Benefits ~70
Amount of content may have continued to be a factor in generating click engagement




June TSAT Benefits

June
Deli d (o) % | CTO% | Conv% Unsub%
elivere Bookmgs Revenue pen% o | Conv% De 1 (K) nsub%

TSAT 655.1K 2.7K $912.6 K

Account Box
17% clks, 33% bks

Search
5% clks, 5% bks

28.0% 18.5%  8.0% 0.2%

Top Offer
32% clks, 24% bks

Observations
2nd highest volume of clicks to date

Top Offers generated 59% of Email clicks (32% Benefits, 27% Summer Promo);

of the clicks that went to New member benefits:
* 60% went to CTA
* 15% to Elite Concierge & Late Checkout benefit highlights

Compared to YID average section click engagement:

» Account Box, Rewards, and Search saw above average click engagement;
general CTA’s continued to draw click engagement and persistent use
throughout Email content may help click engagement

* Milestone (% bonus stays & [X] nights) dropped by 50%, suggesting fatigue

MoM click engagement to eBreaks fell by 62% which may be due to
cannibalization or potential fatigue; Conv% was slightly below link average

Top Offer 2
% clks, 21% bks

Rewards - Head
2% clks, 6% bks

= = =7

Rewards - Main
1% clks, 4% bks

Redeem - Hotel

2% clks, 2% bks

Benefits
Your Account: These New

Benefits Will Take You Places

Earn
3% clks, 2% bks

City Scene

1% clks, 0% bks |’

2% clks, 1% bks
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PO Benefits June 2016 Image Test TSAT

Segment

® 91

®

Observations
* Significant at 99.6%

* TSAT may have shown a
preference for blue hue in
previous instances
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0.50%

1.00%

Image
A
B

1.50%

Opens
100,508
100,460

CTO%

2.00% 2.50%

Clicks
3,446
3,671

3.00%

CTO%
3.43%
3.65%

3.50%

4.00%
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TSAT Destinations overview and MoM trends

Observations

June Destinations launched a road trip theme to be
continued through the summer & generated the 27¢
highest Open and Click to open rate all time

* Highest delivered and opens all time
+ 27 highest booking/delivered Email

Subject line test was conducted on iterations of Road
Trip & planning

Bookings vs Delivered Emails by segment
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TSAT generated higher Email KPI'’s from
Control vs Test versions

]une
Deli | o % CTO% | Conv% Unsub%
elivere Bookmgs Revenue pen% o | Conv% Del (K nsub%

TSAT Core 67.7K 17.1K 124 $38.1K 25.2% 7.4% 9.8% 0.19%
TSATPO 657.4K 156.1K 888 $281.5K 23.8% 6.8% 8.3% 1.4 0.23%
Y% A -6% -8%  -18%  -26%

The subject line in the Core versions resonated better than PO versions (significant)

Core TSAT
Why You Should Take a Summer Road Trip-59,005 Why You Should Take a Summer Road Trip-4,938
Jim’s June Trip Planner-56,087 Jim’s June Trip Planner-4,739
What's Your Road Trip Type, Jim-48,941 What's Your Road Trip Type, Jim?-4,337

That Global Control & Test TSATs had the same subject lines & there was a 6% difference in Open% suggests:
* Differences in global control vs test segment composition or test experience
* Open% differences less than 6% may be noise

Generally, each link in Control generated a higher CTO% than the same test links (significant)
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Jun’16 TSAT Destinations

Observations
PO Destinations generated 2™ highest clicks & CTO%

Top overall links:

* Top 10 things to Pack demonstrates the engagement non-hotel Travel content
can generate

* Road Trip (Top Offer)
e Summer Promo

In the Trip Type section

* All about Food generated the most clicks with All about Budget generating the
2md most

Aruba was the most clicked Destination in the Trip Planner section

Core Version

Account Box ==
32% clks, 51% bks

Search
9% clks, 7% bks

Top Offer
20% clks, 18% bks

[ Road Trip Must-Haves

Trip Planner: Where to Book Now

" | Bottom Offer |
8| 6% clks, 1% bks

PO version

Account Box m
| 21% clks, 49% bks

Search
1% clks, 11% bks

AT

|  Top Offer
19% clks, 12

# Middle Offer
| 38% clks, 24% bks

Bottom Offer -
1% clks, 3% bk




TSAT Offers overview and MoM trends

Observations
Highest bookings and clicks all time
+ 2 highest CTO% to date

* Summer Promo was featured as a distinct
section and likely generated incremental clicks
and bookings

EIR Bookings (000s)
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Global control groups doubled in June and
are being investigated

June HS/
Deli d (0 % | CTO% | Conv% Unsub%
elivere Bookmgs Revenue pen% o | Conv% Del (K) nsub%

TSATHS 133.6K 29.7K 276 $116. 8K 222% 11.7% 171.9% 0.16%
TSAT Offers 612.7K 128.8K 13K $4455K 21.0% 12.0% 8.5% 2.1 0.18%
% A -6% 3% 1% 3%
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June TSAT Offers

June Delivered Open% | CTO% Conv% Unsub%
Offers Bookmgs Revenue Del (K)

TSAT 612.7TK 1.3K $4455K 21.0% 12.0% 8.5% 0.2%
Observations

Highest clicks and 24 highest CTO% to date

All sections generated around the same clicks as YTD
section averages except:

* Summer Promo which generated the highest clicks of any link
* Getaways and Experiences section generated the lowest clicks
YTD respectively; both sections featured fewer offers than

average
* While Summer Promo may have cannibalized clicks from

Getaways and Experiences, overall it appeared to generate
incremental clicks and bookings

Getaways, Atlantis, and Resorts Offers received equal clicks;
Las Vegas generated the most clicks in Experiences

eBreaks continued strong click engagement, generating the
most clicks for this section since it launched and had among
the highest Conv% of any offer link

Offers
[FNAME's ] July Travel Deals

rstnam | ACCOUNt Box o
= "'.’“ 18% clks, 36% bks

Search

10% clks, 14%
bks

Alexandria's Summer Travel Deals

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

m Dolors (25)

SubHeadline Lg 3

Body copy lorem if Field Offers m dolor (28) ©
) 48% clks, 271% bks

SubHeadline LA Em Dolors (25)

Body copy lorem ipsum dolor (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

Middle Offer
YOU COULD [11% clks, 9% bks

100,000 Puinty

Sweet! Enter to Win 100,000 Points!

Eam up to [10,000][12,000] bonus points — plus a
chance to win 100K points in our summer sweeps.

Body copy lorem ipsum dolor (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

See Al ©

Getaways
4% clks, 3% bks .

A $350 Resort Credit? Yes,
Please!

30% Off White Sand and
Turquoise Water

Find your bliss for less at select Caribbean and
Latin American resorts. indulge all your Caribbean fantasies.

Book Your Bliss Book Atlantis

Experiences |
2% clks, 2% bks
20-30% Off Vegh :
If gambling gets you going, you won't

want to miss this deal at America's
playground.

= 100

B

Tee Off with a $200 Credit

& Find You

Perfect your swing in Myrtle Beach, America's
golf capital, and get a $200 course credit. Springs Palm Desert with spa entry for two.

Book Golf Trip Book Spa Days

Save 20% with e
eBreaks N
7% clks, 8% bks e >
You Deserva A

Long Weekend

Find inner peace at the JW Marriott Desert

Make your escape and save
20% this weekend with
eBreaks.

pe All Escapes ©

Escape o the world-famous Atiantis resort and

|l Experiences ©

Calm and Clarity in the Desert




June TSAT Benefits & Destinations test & roll
subject line testing

Benefits - TSAT Descriptors of winning subject line
* Your Account: [FNAME's] New Member Benefits (7,528) Personalized, Simple, First Name
* Your Account: These New Benefits Will Take You Places (6,880)
* Your Account: New! Redeem Points for Experiences (7,380)

Destinations - TSAT
* Why You Should Take a Summer Road Trip (4,938) Curiosity pique, seasonal, explanatory
* [First Name] [Your] June Trip Planner (4,739)
* What's Your Road Trip Type, [First Name]? (4,337)
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Aggressive additions to negative keywords may help maintain efficiency
against scale in Search

Consider allocation of 15% budget from GDN Retargeting to GDN Image ads

Ongoing engagement with Benefits Body Search & Account Header suggests
value in general access links throughout content

There may be fatigue with current Milestone approach & eBreaks in Benefits
TSATs may have shown preferences to blue hue iterations of images

TSAT audiences responded well to Road trip, theme, & content; in particular
non-hotel related content



Work Hard Play Hard
June performance

overview
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< Member rates continued to be featured in Display Media while email supported the
Summer Promo, New Member benefits and Road Trip theme

- Paid Media generated the most impressions, & bookings YID with consistent performance from
Display & Search partners

- 39 highest bookings and bookings per delivered to date
< DAT launched on Facebook and early indications suggested greater efficiency than DPA
« eBreaks module was added to Benefits & Offers and generated different engagements

< Acquisition efforts continued into its 2nd month with Display media leveraging Member
rates while an Email Solo offered a free night’s incentive

« Background image and color were tested in Display creative & Benefits while subject line
testing was conducted in Benefits & Destinations



June WHPH Creative Overview

Landing Page Destinations Landing Page Hero

INTRODUCING
Mnnmnn DLIMADNCS
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GRE* - assesed on
Campaign Type Campaign Impressions| Spend CTR |Revenue| & MoM Rev| DoubleClick revenue, | & MoM | A Goal Notes
not MRDW revenue
WHPH CRM SO]eTn : 1.5M $10.5K | 0.02% | $104.4K 19.3% 9.0 9.8% 49.8%
Targeting FB Direct Ta.rgetlng 2.8M $29.2 K | 0.76% | $589.0 K -2.3% 19.1 -13.3% -29.1%
CRM Targeting Total 4.3 M $39.7K | 0.51% |$693.4 K 0.5% 16.5 -10.3% -
Dynamic Search Ads 84.6 K S$8.6K | 6.97% |5493.8K 3.7% 56.4 3.8% -9.1%
WHPH MF Paid Search 1.7 M $35.1K | 1.05% |5403.2 K -34.9% 10.5 -52.9% - Not PO funded
Paid Search TBPS Paid Search 67.3K S9.0K | 8.28% |5651.5K 11.9% 71.4 -10.3% - Not PO funded
Paid Search Total 1.9M $52,7K | 1.57% | $1.5M -7.7% 28.4 -26.4% -
Criteo Retargeting 111 M S482K | 0.18% | S1.4M 35.4% 27.6 -0.1% 90.3%
Facebook DPA 2387 K S8.3K | 1.40% |$1256K 45.7% 14.2 47.7% -43.1%
WHPH Facebook DAT 20.4 K $826 | 1.46% | $15.5K - 17.8 - - |Launched 6/20
\ GDN text (G+BK) 42M | $137K | 0.16% [$3326K| 48.3% 233 45% | -33.3% |New ad type utilizing image leveraged
Retargeting
GDN Image Ads (G+BK) | 5.1M | $S11.7K | 0.16% | $1.4M | -26.7% 1208 373% | -41.1% | New MRMR ads updated
Yahoo! Native 260.7 K 5156 0.01% | $18.8K 78.6% 119.8 28.5% -
Retargeting Total 208 M $82.8K | 0.19% | $3.3M 0.4% 38.8 -23.6% -
GRE* - assesed on MoM
Impressions| Spend CTR |Revenue| A MoM Rev| DoubleClick revenue, GRE %
not MRDW revenue | Change “Media Grand Total” spend is NOT entirely
WHPH Media funded by the new Project Orange account,
G d T I 27.0M |5175.2K| 0.33% | 55.5M -2.0% 30.6 -21.4% notably, MF and TBPS Paid Search are
e ota funded separately
WHPH - Project
Orange funded only
(minus MF and TBPS 25.2M [5131.1K| 0.26% | $4.5M 0.8% 33.2 -17.7%
Paid Search




. Bookinas vs Imoressions bv seament
Observations 18 %0
Spend increased 22% MoM and impressions H 2
increased 31%; CTR% and Conv% decreased 4% 2 o §
and 9% respectively, resulting in a 18% drop in GRE | & 3
* GRE decreased due to significant decreases in g e 58
Paid Search & GDN Image Ads g ° 0 B
* GDN Image Ads MoM spend increased 17% but | & * . |
bookings decreased due to a drop in post- ?
impreSSion bOOklngS ’ January February March April May June °
* Criteo managed to maintain GRE MoM while WHPH Bookings WHPH Impressions
incregsing spend 36% and generating 43% more Search/Display KPT's by Month
bOOklngS 70 0.35%
* Facebook DAT launched to replace DPA and 60 0.30%
comparatively while its spend was a 10%, Conv% 50 0.28%
was 95% hlgher 40 0.20%
* Sojern generated the lowest GRE out of all %0 015%
campaigns, however GRE increased 10% MoM i o10%
with a 10%increase in spend . oo
* Google DSA CTR% increased, increasing MoM , .
revenue & GRE bY 4% January February March April May June -
WHPH GRE WHPH CTR%




CRM Targeting




TOTAL CLICKS POST-CLICK POS: SZIIZR;;?ON COST |TOTAL
SITE NAME DATE |IMPRESSIONS . CTR |Conv% | BOOKINGS 0 it PER | MEDIA | GRE
(DFA) (MRDW) e BOOKING | COST
Facebook Targeting |May 2,702,139 17,650 | 0.65% | 10.21% 20 1,782 $14.49 |$26,098 |22.09
WHPH June 2,812,975 21,341 |0.76% | 14.01% 14 2,977 $9.77 | $29,230(19.15
5/30-6/5 743,090 5,752 | 0.77% | 9.11% 3 559 $12.60 | $7,084 | 22.67
6/6-6/12 690,272 5,071 |0.73% | 15.85% 5 799 $9.23 | $7,420 | 20.01
6/13-6/19 568,650 4,195 |0.74% | 15.13% 2 633 $9.19 | $5,830 | 17.60
6/20-6/26 457,539 3,631 |0.79% | 14.94% 4 538 $9.97 | $5,406 | 15.02
6/21-1/3 353,424 2,692 | 0.76% | 16.62% 0 447 $7.80 | $3,490 | 19.15
Observations

* Monthly WHPH GRE driven by the MRMR ads in market decreased by 13% MoM (22:1 — 19:1)
* However, similar to what we saw with TSAT this month, Conv% increased by 37%, CTR% increased by

17%, and Cost Per Booking improved by 43%
* Overall GRE decreased to 22:1 and is now 19% below the 27:1 goal




POST IMPRESSION

TOTAL POST-CLICK COST |TOTAL
SITE NAME DATE |IMPRESSIONS (i:)'lélfs CTR | Conv% | BOOKINGS (1;::;?::3?“ PER |MEDIA GRE
(DFA) (MRDW) from DFA) BOOKING | COST
Sojern Targeting |May 1,191,448 272 |0.02% | 90.88% 0 247 $38.56 | $9,532 | 8.19
WHPH June 1,480,576 351 |0.02% | 86.31% 1 302 $34.50 |$10,453 8.99
5/30-6/5 286,364 54 0.02% |108.89% 0 59 $22.99 | $1,352 13.94
6/6-6/12 281,815 56 0.02% |102.86% 0 58 $39.14 | $2,255 | 8.12
6/13-6/19 306,085 73 0.02% | 76.23% 0 56 $44.00 | $2,449 | 7.03
6/20-6/26 373,018 102 | 0.03% | 63.48% 1 64 $46.09 | $2,984 | 6.20
6/21-1/3 233,294 66 0.03% |100.23% 0 66 $21.36 | $1,413 14.92
Observations

* Overall for the month of June, Sojern saw a 10% increase in performance MoM while keeping the overall dynamic
GRE at 10:1. Static ads actually outperformed dynamic ads this month due to added value impressions because of
monthly spend being capped (11:1 vs. 8:1)

* In addition to increasing GRE, Sojern was able to improve its WHPH Cost Per Booking as it decreased by 12%

* Overall dynamic WHPH GRE is still at 10:1 which remains significantly above benchmark by 67%. Sojern is also
pacing 50% to its WHPH Room Night goal




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 |May 71,190 4,713 6.62% | 23.72% 1,118 $7.71 $8,616 | 54.28
Ads June 84,631 5,897 6.97% | 21.21% 1,254 $6.817 $8,609 | 56.36
WHPH 5/27-6/2 17,024 1,249 1.34% | 20.02% 250 $7.13 $1,781 | 68.14
6/3-6/9 18,213 1,261 6.92% | 25.22% 318 $5.85 $1,860 | 65.91

6/10-6/16 13,031 881 6.76% | 22.70% 200 $6.40 $1,280 | 58.96

6/17-6/23 17,695 1,180 6.67% | 20.00% 236 $7.36 $1,738 | 46.52

6/24-6/30 18,674 1,326 7.10% | 18.85% 250 $7.79 $1,948 | 43.55

Observations

bookings

* June saw a slight increase in clicks, bookings and GRE. This is mostly due to an increase in CTR% due to some strong
performing queries which affected overall performance
— Top queries based on bookings: “worcester extended stay” (which drove a 20-night stay), “lodging crater lake”,
“prince edward island”

» Future optimizations for July include more aggressive additions of negative keywords for terms that are not driving
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Retargeting




TOTAL CLICKS POST-CLICK POS;‘(])I:)I:;IRESSSION B(I)ISKTIH;.GS COST TOTAL

SITE NAME DATE IMPRESSIONS (DFE) CTR | Conv% | BOOKINGS (100% Attribution (4.35% Attribution PER MEDIA | GRE
(DFA) (MRDW) BOOKING | COST
from DFA) from DFA)
Criteo Retargeting |May 6,706,536 15,249 | 0.23% | 17.29% 673 59,947 2,637 $13.49 | $35,570 | 27.63
WHPH June 11,060,969 20,096 | 0.18% | 18.81% 713 86,173 3,780 $12.76 $48,216 | 27.59
5/30-6/5 4,653,828 6,967 0.15% | 15.61% 289 24,713 1,088 $20.02 $21,770 | 17.09
6/6-6/12 2,000,664 4,065 0.20% | 23.64% 221 21,869 961 $2.90 $2,787 |125.12
6/13-6/19 1,474,859 3,173 0.22% | 22.30% 98 16,165 707 $10.90 $7,709 | 32.49
6/20-6/26 1,849,323 3,582 0.19% | 19.30% 72 15,824 691 $14.51 $10,031 | 23.96
6/27-1/3 1,082,295 2,309 0.21% | 14.38% 33 7,602 332 $17.82 $5,920 | 20.01
Observations

* Monthly Criteo WHPH GRE for dynamic ads increased by 2% MoM to 29:1 which kept the overall segment GRE at
32:1. Static ads delivered a 26:1 GRE which ultimately led to almost no change in GRE overall compared to May

* Spend increased 36% overall MoM and Criteo was still able to deliver consistent performance

* Criteo continues to outperform its WHPH GRE benchmark by 1.2x and is right under 50% towards its overall Room
Night goal for 2016
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TOTAL CLICKS POST-CLICK POS: ;zIII;RNE;SSION B :g;[ﬂ;(; S COST TOTAL
SITE NAME DATE | IMPRESSIONS CTR | Conv% | BOOKINGS o L. o L. PER MEDIA | GRE
(DFE) (DFEER) (MRDW) (100% Attribution | (4.33% Attribution BOOKING | COST
from DFA) from DFA)
Facebook DPA |May 214,286 3,166 | 1.48% | 8.60% 32 6,226 272 $29.81 38,115 | 9.63
WHPH June 238,727 3,353 | 1.40% |17.43% 39 13,397 584 $14.13 $8,256 |14.22
5/30-6/5 51,403 709 1.38% | 11.84% 7 1,923 84 $23.39 $1,964 |13.07
6/6-6/12 60,418 777 1.29% | 18.73% 7 3,339 146 $15.26 $2,221 |13.59
6/13-6/19 36,071 572 1.59% | 20.26% 7 2,687 116 $9.59 $1,111 |20.35
6/20-6/26 51,5417 721 1.40% | 18.72% 9 3,094 135 $12.47 $1,684 | 13.98
6/27-1/3 39,288 574 1.46% | 18.14% 9 2,384 104 $12.27 $1,277 |12.04

Observations
* After launching on May 6, WHPH GRE for Facebook DPA ended at 9.3:1 for the month of May. WHPH GRE

improved to 14.2:1 in June which was a 48% increase. Overall GRE is now at 12:1
» This is still significantly under goal; however, this goal was set to be re-evaluated after we have significant

performance to look at especially with DAT recently launching in late June

» We plan to set these goals during the 279 week of August after DAT has more spend against it
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TOTAL CLICKS POST-CLICK POS: (;ZIII:IR:(S;SSION B (l)rcc))lll{;[ﬁ;c S COST TOTAL
SITE NAME DATE | IMPRESSIONS CTR | Conv% | BOOKINGS 0 . . o v PER MEDIA | GRE
(DEE) (DFA) (MRDW) (100% Attribution | (4.35% Attribution BOOKING | cosT
from DFA) from DFA)
Facebook DAT |May - - - - - - - - - -
WHPH June 20,429 299 1.46%|33.96% 4 2,330 102 $8.13 $826 |(17.79
6/20-6/26 9,218 135 1.46% | 32.32% 0 1,003 44 $7.91 $345 |16.52
6/21-1/3 11,211 164 1.46% | 35.30% 4 1,327 58 $8.30 $481 |18.70

Observations

* DAT launched during the week of 6/20-6/26 and delivered a 17.8:1 GRE against the WHPH segment during
the month of June. This is 48% better than overall DPA WHPH performance but on a significant less amount
of spend

 As optimizations and learnings grow, we foresee DAT continuing to outperform DPA

» We plan on setting goals for DAT during the 2*? week of August to evaluate performance with more spend
in market




TOTAL CLICKS POST-CLICK POS: SI;III;RNEQSSION COST |TOTAL
SITE NAME DATE |IMPRESSIONS B CTR |Conv%  BOOKINGS S e PER | MEDIA GRE
(AdWords) (DFA) S BOOKING | COST
GDN Image Ads |May 5,110,961 6,167 |0.12% |95.12% 839 5,027 $1.71 |$10,039]192.68
WHPH June 5,067,412 7,869 | 0.16% | 51.64% 863 3,613 $2.58 | $11,703|120.75
5/27-6/2 845,033 1,400 | 0.17% | 56.89% 177 620 $2.25 | $1,792 | 126.60
6/3-6/9 952,392 1,526 | 0.16% |52.91% 175 632 $2.42 | $1,955 | 130.66
6/10-6/16 698,268 1,073 |0.15% | 75.18% 151 656 $1.78 | $1,434 | 181.65
6/17-6/23| 1,254,510 1,823 | 0.15% | 50.82% 147 719 $3.27 | $3,027 |101.16
6/24-6/30 | 1,317,209 2,047 |0.16% | 58.56% 213 986 $2.92 | $3,495 | 104.19

Observations
« WHPH Image Ads saw an increase in clicks and post-click bookings in June, however post-impression Conv% saw a
significant decrease once the new MRMR ads launched in mid-June. This had a negative impact on GRE, however this metric
is still above 100:1
— Looking closer at image performance, the bar creative in the second round of MRMR ads did not perform nearly as
well as the original

* New ads will be introduced during the week of 8/1 - BCM will closely monitor the GRE to ensure that we can still maintain
our GRE goal of 205:1




TOTAL CLICKS POST-CLICK COST |TOTAL
SITE NAME DATE IMPRESSIONS (BdWords) CTR | Conv% | BOOKINGS PER MEDIA | GRE
(AdWords) (DFA) BOOKING | COST
GDN G+BK May 3,153,668 5,154 0.16% | 12.46% 642 $14.91 $9,572 | 22.35
WHPH June 4,182,979 6,896 0.16% | 13.86% 956 $14.29 [$13,661|23.35
5/27-6/2 1,038,721 1,619 0.16% | 11.67% 189 $17.98 $3,399 | 14.32
6/3-6/9 1,080,740 1,460 0.14% | 14.93% 218 $13.67 $2,979 | 26.25
6/10-6/16 712,409 1,136 0.16% | 15.93% 181 $12.92 $2,339 | 24.13
6/17-6/23 924,956 1,534 0.17% | 12.65% 194 $17.21 $3,339 | 23.32
6/24-6/30 426,153 1,147 0.27% | 15.17% 174 $9.22 $1,605 | 35.99
Observations

« WHPH Retargeting experienced a very strong month in June, increasing in all major metrics (clicks, CTR%,
bookings, GRE)
 Although the performance has been consistent/strong, BCM is recommending that roughly 15% of the
spend on this partner is allocated to GDN Image Ads where the GRE is more than double
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WHPH June GDN Image Creative Performance

NEW -
=MARRIOTT REWARDS®

MEMBER RATES

Marriolt

............... e
Impressions: 647.2K

Venice

NEW :sii" L | o 4
MARRIUTTﬂWARBS%_i

- MEMBER RATES

i
|
rriofi

REWARDS | BODK NOW)
L aasniins

NEW
MARRIOTT REWARDS®

MEMBER RATES
Yy

Narnoft

REWARDS ST R0} NOW)

Bar (Blue)

mTIRIl]TT REWARDS"
MEMBER RATES

BO0K HOW)

Venice (Blue)

VARRIOTTREWARIS'
MEMBER RATES

Marrioft

ol BOOK NOW)

Woman (Blue)

VARRIOT REWARLS
MEMBER RATES

MNarnott

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

[ BODKNOW) |

Impressions: 618.9K Impressions: 678.3K Impressions: 621.9K Impressions: 623.4K Impressions: 684.3K
CTR: 0.15% CTR: 0.16% CTR: 0.15% CTR: 0.15% CTR: 0.16% CTR: 0.15%
Conv%: 48.9% Conv%: 52.7% Conv%: 56.7% Conv%: 50.6% Conv%: 53.4% Conv%: 55.2%
CPM: $2.47 CPM: $2.46 CPM: $2.44 CPM: $2.48 CPM: $2.51 CPM: $2.54
GRE: 91.0 GRE: 108.9 GRE: 124.1 GRE: 96.5 GRE: 105.1 GRE: 119.1
Observations

» There was no statistical significance in CTR% comparing the highest CTR% (Blue Venice) to the lowest (Woman)
* New MRMR ads were launched on 6/14. Overall, while the CTR% was fairly similar to the previous MRMR ads, Conv% saw
a decline across the board

* The Woman creative appeared to drive the two highest Conv% while the Bar creative appeared to drive the two lowest,
suggesting blue hue was not a factor in Conv%
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WHPH June Facebook Creative Performance

Bar

Venice

Woman

Bar (Blue)

Venice (Blue)

v Marriott Rowards

Gat the lowast price on hotels: Every day. Every time. Evary hotel

INTRODUCING M-
MARRIOTT REWARDS" MEMBER RATES

uuuuu

nnnnnnnnnnnn

v Marriott Rowards

Gat the lowast price on hotels: Every day. Every time. Evary hotel

New Member Rates Are Here

It pays to book direct on Marriott.com whese members get our lowest price
every time.

Book Naw

nnnnnnnnnnnnn

we Marriott Rowards

Gt the lowast price on hotels: Every day. Every time. Evary hotel

INTRODIENG
MARRITTREWARDS' MEMBER RATES

New Member Rates Are Here
t pays to book direct on Marott.com whese members get our lowest price
every bme.

nnnnn

w Marriott Rewards

Gat the lowast price on hotels: Every day. Every time. Every hotel

INTRODUCING
MARRIGTT REWARDS* MEMBER RATES

New Member Rates Are Here

every time.

nnnnn

we Marriott Rewards

Gt the lowest price on hotes: Every day. Every time. Every hotel.

INTRODUCING
MARRIGTT REWARDS* MEMBER RATES

New Member Rates Are Here

t pays to book direct on Marrott.com where members get our lowest price

nnnnn

Comment 4 Share

Woman (Blue)

Impressions: 51.7K

Impressions: 308.8K

v Marriott Rowards

Gat the lowest price on hotas: Every day. Every time. Every hotel

NTRODUCING
MARRIOTT REWARDS" MEMBER RATES

New Member Rates Are Here

It pays to book com
every time.

uuuuu

Impressions: 165.6K Impressions: 188.5K Impressions: 184.6K Impressions: 338.2K
CTR: 0.72%  CTR: 0.81% CTR: 0.81% CTR: 0.67% CTR: 0.90%  CTR: 0.71%
Conv%: 23.8% Conv%: 15.0% Conv%: 21.4% Conv%: 20.6% Conv%: 18.0% Conv%: 16.5%
CPM: $10.85  CPM: $10.33  CPM: $14.19 CPM: $9.31 CPM: $13.27  CPM: $8.89
GRE: 24.6 GRE: 16.5 GRE: 19.1 GRE: 23.3 CRE: 19.9 CRE: 19.9
Observations

* Venice (Blue) appeared to generate the highest CTR%
* Both Bar image CTR% skewed lower, however their Conv% skewed the highest
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June ‘16 WHPH Emalil overview & MoM trends

. Bookings by Month 6o
June Project Bk/ : :
. Delivered T nue Open% CTO% Conv% Del (K) Unsub% — o
Benefits 505.0K  1L7K  $43M  39.1% 27.3% 216% 231  0.1% 200 '
Destinations 504.6 K 1.TK $576.8K 28.7% 6.1% 19.5% 3.4 0.2% ’ L 12.0
Offers 488.0K 3.2K $1.2M 27.2% 11.7% 22.3% 1.1 0.1% E E
NMSolo B.1K 1 $59K 28.3% 1.8% 38% 02  04% 2150 | ) 1°-°§
WHPHTotal 15M 166K $6.1M 31.8% 16.5% 21.5% 113 0.1% & so 3
=1 " -3
'§ 10.0 - - 6.0 51
Observations @ =
. . . . =} 4.0 o
3" highest bookings and bookings/delivered to date “ 50 g
. . . ra0 2
* 3¢ highest CTO% since PO launch with Summer Promo
featured in all base communications 0.0 - - 00
Jul-l15 Aug-l5 Sep-15 Oct-l5 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16
' WHPH Bookings ‘WHPH Delivered
Benefits: 3" highest clicks, bookings, and revenue all .
R g ' gs oo Email KPI's by Month
o0 \ M\
. . . . /-—l—-
Destinations: Highest CTO% YTD 30.0% - ————
25.0% seescsssce,, e0®%%%0e,.,,
WA ".....‘..c"'...' '.cooo....
®
Offers: Highest bookings, 2*¢ highest CTO%, 3*¢ most 20.0% s> <
clicks to date drove the highest booking/delivered 15.0% > 4 <
ince launch o 7 Sa e~ \ P
Ssince launc 10.0% = e —
5.0%
0.0% T T T T T T T T T T T |

Jul-15 Aug-15 Sep-15 Oct-15 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16  Jun-16
e WHPH Open% e 'WHPH CTO% * » #WHPH Conv%
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WHPH Benefits overview and MoM trends

Observations

Booking

gment
o

. . . 25.0 6.0
3™ highest bookings, clicks, and revenue to date
resulting in the 3™ highest booking/delivered all 200 - 5.0
time - g
. e - 4.0 =
* 34 highest CTO% €150 s
* Featured New Member benefits & Summer g 0k
promo %100 | :
2 20 &
Heo E
] S0 F
Subject line testing on positioning new member
. . . 0.0 - - 0.0
benefits & blue hue image testing were Jul-15 Aug-15 Sep-15 Octl5 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16
conducted == WHPH Bookings WHPH Delivered
45.0% Email KPI’s by segment
nn l
- ) \ V \\/
30.0% ' & g ..."'ooo-o-. e®e
25.0% ._-.','Ol..-o‘.o!'lo-u..l" - e .0 o_.’:
20.0% o? L LY ’
/ ) ’
15.0% l b p—) 4
Vd \ V4
10.0% L
5.0% ,
0.0%

Ju-15  Aug-15 Sep-15 Oct-15 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16
=== WHPH Open% w== WHPH CTO% » » »WHPH Conv%
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WHPH click engagement & Conv% was
higher with Core versions than Benefits

June eNews/ . EIR EIR Bk/
Del | o % CTO% Conv% Unsub%
elivere Bookings Revenue pen% o/ Conv% o &) nsub%

WHPHeNews 583.9K 20.0K 1.5K $535.7K 37.1% 29.3% 25.5% 27.8 0.14%
WHPH Benefits 505.0K 197.7K 11.7K $4.35M 39.1% 27.3% 21.6% 23.1 0.14%

% A 5% -1% -158%  -17%

The subject line in the Core versions resonated better than PO versions

Core eNews WHPH
Introducing New Benefits (Test & Roll winner) Get Your New Benefits
Introducing New Benefits Find Lowest Rates, Late Checkout and More
View Your June Points Balance Jim’s New Member Benefits

CTO% delta between Core and PO decreased in June (previous months averaged ~ 40%)
* Core versions had ~80 links while WHPH Benefits ~60

* That TSAT test version had more links than WHPH but had lower click engagement vs control suggesting amount of
content is not the only factor in click engagement
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June WHPH Benefits

June ) EIR EIR Bk/
Del d o % | CTO% C % Unsub%
elivere Bookings | Revenue e o|wonve Del (K) nsub7e

WHPH ©505.0K 11.7K $4.3 M 39.1% 27.3% 21.6%  23.1 0.1%

Observations
274 highest volume of clicks YID, 3rd highest all-time

Top Offer generated 78% of Email clicks, 2 to Member Benefits &
Sweepstakes/Freddie; of the clicks that went to New member benefits

* 59% of Member Benefit clicks went to main CTA

» 22% to Elite Concierge Service

* 14% to Late Checkout

All of which generated similar Conv% rates of ~18%; WHPH continued high
booking to click intent; increasing amount of content to WHPH may gain
incremental clicks & bookings

The volume of clicks generated to each section were above YID averages
respectively

* The section header (“Your Marriott Rewards”) continued to generate the highest click
out of any link

* MRCC Summer Sweeps generated the 3rd highest clicks of any link in Rewards

* Click engagement & Conv% with Milestone & ebreaks were below content average &
should be monitored to potentially remove or update

Benefits
Your Account: Get Your New
Benefits

BAccount Box ¢

-| 9%clks, 11%bks ..

-
= Search
1% clks, 2% bks

ffer
1% bks

Top Offer 2
39% clks, 39% bks

Rewards - Head
2% clks, 3% bks

Rewards - Main
5% clks, 4% bks

pEEpp———

o 1 bl ey

4 e e

©Q verveninaga

Redeem - Hotel
1% clks, 1% bks

o More »

Earn/Rdm-Prod
3 clks, 2% bks

Hotel Openings
1% clks, 1% bks

eBreaks

1% clks, 1% bks

el




WHPH Destinations overview and MoM trends

Bookings vs Delivered Emails by segment

Observations

June Destinations launched a road trip theme to be
continued through the summer & generated the
highest clicks and CTO% YTD

2" Lowest Open% YTD; Subject line test was
conducted & iterations of Road Trip & planning

3.0 6.0
2.5 - 5.0
- o
& 20 - 4.0 &
=] -
S 3
n "
g 15 -30 &
5 m
H 8
m 1.0 - - 2.0 =
[+ 0
“ g
0.5 - 1.0 B
0.0 - T T T T T T T T T - 0.0
Aug-15 Sep-15 Oct-15 Nov-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16
mm WHPH Bookings WHPH Delivered
Email KPI's by segment
35.0%
30.0% S — == L —
25.0% —
e00eee e®00scscsceoe
20.0% e, et%%%00400°’ ®e
e ®e_ 0" %o e ®
oo LI
15.0%
10.0%
~ -~
5.0% - P - e o -— e o
0.0% T T T T T T T T T
Aug-15 Sep-15 Qct-15 Nov-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16

== WHPH Open%

@== WHPH CTO%

© » WHPH Conv%



WHPH had a higher Open% with Control but
higher click engagement with Test version

]une
Deli d o % | CTO% | Conv% Unsub%
elivere Bookmgs Revenue pen% o | Conv% Del (K nsub%

WHPH Core 53.9K 16.0K 82 $55.8K 29.7% B5.6% 20.3% 0.17%
WHPHPO 504.6K 144.9K 1.7 K $576.8K 28.7% 6.1% 19.5% 3.4 0.17%
% A -3% 8% -4% 1%

The subject line in the Core versions resonated better than PO versions (statistically significant)

Core WHPH
Why You Should Take a Summer Road Trip Jim’s June Trip Planner
Jim’s June Trip Planner Where Will the Road Take You, Jim?
What's Your Road Trip Type, Jim Your Perfect Summer Road Trip

The delta in click engagement may have been due to the Summer Promo

* 14% of WHPH Test version clicks went to Summer Promo link; however no click data was tracked against Summer Promo
in Control
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June WHPH & TSAT Destinations  cesvesion  restvesion

Aarrott
R

Account Box ¥
—( Account Box —| 32% clks, 47% bks | -

== 32% clks, 41% bks ™ |.=7 i
: Search
Search 6% clks, 7% bks

Observations 1% clks, 9% bks —
. . [o] erY
Highest clicks and CTO% YTD ‘ [15% c111:s, 12% bks

Middle Offer section for Test version generated more clicks than Control due to e O

Top Offer |

Summer Promo e
¥119% clks, 15% bks . °
Top overall links:

» Top 10 things to Pack, demonstrating the engagement non-hotel Travel
content can generate

. . . . . | Middle Offer
* Summer Promo (WHPH had high click engagement in all email campaigns) £ | 33% clks, 23% bks

* Road Trip (Top Offer)

In the Trip Type section: R B il

 All about Food generated the most clicks with All about Family ' (Bottom Offer |
|17% clks, 12% bks &
e\ - Vihat 1o Pac

Aruba was the most clicked Destination in the Trip Planner section




WHPH Offers overview and MoM trends

Observations

Highest bookings, 2™ highest CTO% 3™ most

clicks to date drove the highest

booking/delivered since launch

* Summer Promo was featured as a distinct
section and likely generated incremental clicks
and bookings

¢ Lowest amount of delivered since launch

EIR Bookings (000s)

35.0%

30.0%

25.0%

20.0%

15.0%

10.0%

5.0%

0.0%

Bookings vs Delivered Emails by segment

6.0

Jul-15 Aug-15 Sep-15 Oct-15 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16
mw'WHPH Bookings ‘WHPH Delivered

Email KPI’s by segment

(31001) sirewg pasaaraqg

— .-
W
w S
& ¢ LJ o008
e ® b Jvre e .
°® ° . ®e
‘ .‘- 2®%e0,, ° ®oe0c®
- . P * oo
° L]
-
> e e e om am = °
- o
- aer am o == -
T T T T T T T T T T T 1
Jul-15 Aug-15 Sep-15 Oct-15  Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16

e WHPH Open% @ WHPH CTO% * » »WHPH Conv%



June o o o
Offers Delivered Bookmgs Revenue Open% |CTO% Conv% De I(K) Unsub%

WHPH 458.0K 3.2K $1.2M 27.2% 11.7% 22.3% 0.1%

Observations
37 highest clicks and 274 highest CTO% to date

All existing sections generated less clicks than their YTD
section averages, which may be due to cannibalization of new
sections to the template

* Summer Promo generated the highest clicks and bookings of any
offer

* eBreaks which generated the 27¢ highest clicks and bookings of
any offer

eBreaks module appeared to attract clicks & bookings as a
value add content

Offers

[FNAME's ] July Travel Deals

Account Box
16% clks, 21% bks

“Tewerto | Se arch Points. Nights

@ | 6% clks, 6% bks EE—

Al . eals
sobriendi Field Offers ot 25
ul eadline| rem Dolors
Body copy lorer 48% clks, 43% bks Y. (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) €©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) €©

See Al ©

Getaways
4% clks, 3% bks

See Al ©@

30% Off White Sand and A $350 Resort Credit? Yes,
Turquoise Water Please!

Recharge your batteries for less at select
Caribbean and Latin American resorts.

Find Escape

Escape to the world-famous Atiantis resort and
induige all your Caribbean fantasies.

Book Atlantis

Experiences Secill @

3% clks, 2% bks

Save a wad of cash at these Las Vegas
hotels and dominate the blackjack table.

EXETE (777

$200 to Golf Your Brains Out

Perfect your swing in Myrtle Beach, America's
golf capital, and get a $200 course credit.

Calm and Clarity in the Desert

Find inner peace at the JW Marriott Desert
‘Springs Palm Desert with spa entry for two.

YOU COULD | Middle Offer
1[][] [][][1‘16% clks, 17% bks

Score! Enter to Win 100,000 Points!

Eam up to [10,000][12,000] bonus points — plus a
chance to win 100K points in our summer sweeps.

Hit the Links Hit the Spa

Save 20% witk

eBreaks
1% clks, 1% bks

Long Weekend

Make your escape and save
20% this weekend with
eBreaks.




June WHPH Benefits& Destinations test & roll
subject line testing

Benefits - WHPH Descriptors of winning subject line
* Your Account: Get Your New Benefits (10,225) Active (implied: members will receive new
* Your Account: Find Lowest Rates, Late Checkout and More (9,219) benefits by opening), New, Simple

* Your Account: [FNAME's] New Member Benefits (7,555)

Destinations - WHPH
* [First Name] [Your] June Trip Planner (6,248) Personalized, First name, month
* Where Will the Road Take You [First Name]? (5,813)
* Your Perfect Summer Road Trip (5,484)
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Aggressive additions to negative keywords may help maintain efficiency
against scale in Search

Consider allocation of budget from GDN Retargeting to GDN Image ads

WHPH continued high book to click intent in emails; increasing amount of
content in Benefits may gain incremental clicks & bookings

There may be fatigue with current Milestone approach

eBreaks generated high click engagement & conversions in Offers and
should be continued; performance should be monitored in Benefits
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June Facebook Enrollment Results MEMBER RATES

Executive Summary

Target

Impressions

Link Clicks*
*Overall LCR
of MRMR
campaign on
FB: 0.54%

LCR

Enrollments
(total)

CPA¥*
*Overall CPA
of MRMR
campaign on
FB: $19.37

Above /
Below CPA
Benchmark?

WHPH

117,098

642

0.55%
89

$12.12

*

TSAT

147,215

835

0.57%
54

$22.41

WHPH-
LAL

404,135
1,849

0.46%
122

$22.21

TSAT-LAL

357,695
1,948

0.54%
69

$39.51

Key Takeaways:
* The WHPH segment performed above benchmark for the 274
month in a row
* MEC recommends continuing to target this segment
throughout the 2016 US Acquisition campaign on
Facebook, monitoring performance bi-weekly to
evaluate frequency and possible audience fatigue
for the smaller WHPH audience segment
* The TSAT, WHPH-LAL and TSAT-LAL segments all performed
below benchmark
* MEC recommends pausing the similar creative
being run in the PO Direct targeting campaign and
only running the enrollment-centered content for the
Acquisition campaign to align content with KPI's
» Top creative continues to be the pool image
* MEC recommends focusing on destination-based
images for future PO content

. Marriott Rewards (Default)

Lowest price: Every day. Every time. Every hotel
Top Creative
(in terms of CPA + LCR)

INTRODUCING
MARRIOTT REWARDS* MEMBER RATES

Lowest Rates. All the time.

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

—— sign Up
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June Digital Enrollment Results

June Executive Summary (Non-LAL)

WHPH
Impressions 826,048
~~ Clicks 81
W CTR 0.01%
t”’“&) Spend $2,506
Enrollments 5
CPA $501

( TSAT ‘

721,508
125
0.02%
$2,188
9

%243 /

BETTER PERFORMER

July Executive Summary (LAL Only)

( WHPH | TSAT
Impressions 1,022,914 329,153
Clicks 346 121
CTR 0.03% 0.04%
Spend $5,626 $1,810
Enrollments 82 20
CPA $67 $91
BETTER PERFORMER

dsﬂ%llery

MEMBER RATES

Key June Takeaways:
* Project Orange non-member targeting against the MRMR

ads drove an overall $335 CPA in the month of June

Consistent with the test results from May 10-June 19, the
TSAT segment is still performing better than the WHPH
segment
» Again, typically we see this level of performance
split within our booking-focused efforts skewed in
the opposite direction
Compared to our CORE non-member targeting with
Turbine, their CPA through the end of June was at $142 in
the US. We don’t expect Project Orange to match this level
of performance; however, since the look-alike targeting of
the segments was launched in early July with Dstillery
we’'re seeing a huge improvement overall

Through the end of June, Dstillery was driving a $50 CPA
against CORE non-member targeting. Using look-alike
modeling against the Project Orange segments, Dstillery
has delivered a $67 CPA for WHPH (on $5.6k spend) and a
$91 CPA for TSAT (on $1.8k spend) in July thus far

* This is more in line with the difference in
performance and spend we see in the booking
efforts. It’s definitely clear the LAL placements are
performing must better than the direct PO
placements, and it’s worth considering shifting all
budget to LAL targeting
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June 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
REWARDS

CTR: 0.009%
CPA: $3172

WHPH

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
REWARDS

CTR: 0.013%
CPA: $294

MARRIOTT REWARDS"
MEMBER RATES

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

A\arroft
REWARDS

CTR: 0.010%
CPA: N/A

MARRITT REWARDS®
MEMBER RATES

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

JOIN NOW)

A\arriott
REWARDS

FERTTT Y T LTI

CTR: 0.015%
CPA: $364

)

N

bine

Wy
N

(1

T\

f N

TSAT

MARRIOTT REWARDS"
MEMBER RATES

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

JOIN NOW)

A\arriott
REWARDS

EERTTTY Y T LTI

CTR: 0.020%
CPA: $730

MEMBER RATES

CTR: 0.020%
CPA: $121
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PO Nonmember Free Night Certificate Solo

Pg:ﬂ“_'lsi::e Delivered Enrollments Open% CTO% Conv% /E:::::)
TSAT 38.4K 122 28.3% 2.2% 0.4% 3.2
WHPH 5.1K 16 28.3% 1.8% 3.8% 3.1
Total 43.5K 138 28.3% 2.1% 0.8% 3.2
Observations

Comparing WHPH Free Night Offers vs the WHPH Taste of Gold
(March), Taste of Gold generated higher Open, Click to Open
and enrollment rates, resulting in a enrollment/delivered of 8.2

WHPH Taste of Gold
Open% 29.9%
CTO% 3.3%

Conv% 83.6%

WHPH
Oh What a (FREE) Night!

First Name o \\arriott

Last Name

Q Search Marriott Rewards Member Rates

OH WHATA S
FREE NIGHT! o

AY TWICE, GET A FREE NIGHT

Where Will You Go, Alexandria?

Join Marriott Rewards® today and eam a free night
erherts v you k3 o s o o oo

4,200+ hotels worldwide.
Your Free Night is as Easy as 1-2-3

'C.l
% /mm
N\

Step 1: Enroll in Step 2: Make 2 Paid  Step 3: Earn Your
ott Rewards Stays Free Night

TSAT

Oh What a (FREE) Night!

First Name 0‘\\ A\al’"o"

Last Name

Q Search Marriott Rewards Member Rates

OH WHAT A
FREE NIGHT! |

STAY TWICE, GET A FREE NIGHT

Where Will You Go, Alexandria?

Join Marriott Rewards® today and eam a free night
Cortictswhen o maks 3 e oty 0 o

4,200+ hotels worldwide.
Your Free Night is as Easy as 1-2-3

¥ ...

Step 1 nrollin Step 2: Make 2 Pa Step 3: Earn Your
Ma ‘:e.m ree Night
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Appendix
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Bookings (K)

Executive Summary: MoM campaign trends

260.0

200.0

150.0

28.7 318 ' 32.4 26.0 : 34.1 207 32.7
D.D T T T T T T T

21.0

Apr-15 May-15 Jun-18 Jul-18 Aug-18 Sep-158 Oct-15 Nov-15 Dec-18 Jan-18
eNews mww Hotel Specials mmsmSolo mmmmeBreaks —wmLifecycle mmmMRCC — mmmm FMT

Feb-16
Destinations

Mar-16 Apr-16 May-186

mm Project
Orange

——Delivered

Jun-16

Observations:
* Solos generated nearly 5x more bookings than June ’15
* Jun ‘16 Solos of note: Moment Intro, Instagram, Summer Promo

(IAl) sTreury paraaofioq
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Segment Tactic GRE EOQY Goal (:1) RMNs Motes
_ ] Based on current RN pacing against remaining
WHPH Criteo 14.5 41,000
2016 spend.
_ _ Based on current RN pacing against remaining
WHPH sSojern b 3,900
: 2016 spend.
Reassess after launch, based on MEC and FB
WHPH Facebook DPA 25 8,208 L
Projection.
Based on current RN pacing against reminaing
WHPH | Facebook Direct 27 22,900 | 2016 spend. GRE to be reassessed after rel-
launch with DPA launch.
) Based on current RN pacing against remaining
TSAT Criteo B 7,820
2016 spend.
_ Based on current RN pacing against remaining
TSAT Sojern = B30
’ 2016 spend.
Reassess after launch, based on MEC and FB
TSAT Facebook DPA 20 2,141 L
Projection.
Based on current RN pacing against reminaing
TSAT Facebook Direct 9 4,200 2016 spend. GRE to be reassessed afterrel-

launch with DPA launch.
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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



June 2016
Email Overview




eNews/PO Benefits June 2016 Image Test
ALL Segments

This test was run primarily as an A/B test to determine which overall image type (color or monotone
blue) worked better. The overall results were close, with Blue having a slight edge with a 2.73% CTO%
compared to a 2.69% CTO% with Color.

Wrylei ran our pattern matching algorithm post-campaign to find where each image type performed
best. We tested color vs. blue across all segments to see how each performed as a whole.

m Worked best with:
@ ’"%7‘ \ e Silver status and above

= « Windows platform
* Humid conditions

Worked best with:
* Basic members
« 10S and Apple users overall




eNews June 2016 Image Test CORE Segment

CTO%

omer
TR

0.00% 0.50% 1.00% 1.50% 2.00% 2.50%

Image Opens Clicks CTO%
A 1,335,379 30,585 2.29%
B 1,333,958 31,125 2.33%



PO Benefits June 2016 Image Test CORE

Segment
CTO%

oo I
omm - I

0.00% 0.50% 1.00% 1.50% 2.00% 2.50% 3.00%  3.50%

Image Opens Clicks CTO%
A 100,508 3,446  3.43%
B 100,460 3,671  3.65%

4.00%
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PO Benefits June 2016 Image Test WHPH
Segment

CTO%

ol

0.00% 1.00% 2.00% 3.00% 4.00% 5.00% 6.00% 7.00%

Image Opens Clicks CTO%
A 111,541 1,551 6.711%
B 111,796 7,439 6.65%
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eNews/PO Benefits June 2016 Image Test
ALL Segments

CTO%

A_
B_

0.00% 0.50% 1.00% 1.50% 2.00% 2.50%

Image Opens Clicks CTO%
A 1,547,434 41,588 2.69%
B 1,546,214 42,235 2.73%

3.00%
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Jun ‘16 Core eNews generated 4% more clicks
YoY than Jun ‘15 eNews

800

700

600

500

400

Clicks (000s)

300

200

100

0

YoY & MoM eNews Clicks

A 4, O, W /5 £ A, 4 4, Jy,
p 5 4% ~l5 &ep‘l 5 g ov‘lg Dec‘ls ), 6 eb‘!e Q*‘Js- 2ry 6 N2 ~lg Al
mm Clicks mmmLY Clicks PO Clicks =—Delivered =—=LY Delivered

Observations
* Jun’16 Featured New Benefits & Summer Promo
* Jun’l5 eNews featured 1 Million Bonus Points offer

- 12.0

- 10.0

(JAD sTrewd pataaiaQ
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June ‘16 Hotel Specials performance summary

25 12.0

— N
20 /_/

- 10.0

- 8.0
- =}
z e
g’ 6.0 E
2 g
L m
X
e 4.0 E
@ H
] -
z E
2.0
0.0
i 4 Y O & D, WE £ 4 /i
s s Pus g g e -6 by ez, e Myt g
mmm Bookings EEMLY Bookings @ PO Bookings ——Delivered ——LY Delivered
Observations

Hotel Specials generated 47% more bookings YoY; Core Hotel Specials itself generated 12% more bookings than 2015




Jun ‘16 Core eNews generated 14% more
bookings YoY than Jun ‘15 eNews

YoY & MoM eNews Bookings
100 14.0
20
- 12.0
80
7 - 10.0
60
= -80 ¥
e =
S 50 E
- 2
= 60 R
i 40 m
2 4
; 30 a0 &
=i =
20 =
2.0
10
0 0.0
i 4 S o, A D, J: & . 4 . y;
WUsg Y94 D1g g ory Sey -6 ) g Prig W s g
mm Bookings -fY Bookings m PO Bookings ——Delivered —LY Delivered
Observations

2015 June eNews featured 1 Million Bonus Points offer
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TSAT Benefits overview and MoM trends

5.0 Bookings vs Delivered Emails by segment

. 7.0
Observations
2nd highest clicks, bookings and booking/delivered 2.5 o l r 6.0
to date due to increasing audience size and 3% - 50 9
highest CTO% to date g% g
+ Most Emails delivered since PO launch B s g
* Featured New Benefits & Summer promo in Top E 3.0 §
-] a
Offer E 1.0 a0 B
] S
. . . e 0.5 o R
Subject line testing on positioning new member o=
benefits & blue hue image testing were 0.0 - - 00
Jul-15 Aug-15 Sep-15 Oct-15 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16
conduCted = TSAT Bookings TSAT Delivered
25.0% Email KPI's by segment

30.0%

o \V\_ /A\ -
N

/7 ~

20.0% / -

15.0% e - \ h N rd
% _ <7 \

- ceeNe., W

10.0% -

5.0% a9

0.0% T T T T T T T T T T T 1
Jul-15 Aug-15 Sep-15 Oct-15 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16

@ TSAT Open% @ TSAT CTO% © » «TSAT Conv%
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June TSAT Benefits

June . EIR EIR Bk/
Del d o % CTO% Conv% Unsub%
Benefits clivere Bookings Revenue pen e Del (K) 1s °

TSAT 655.1 K 2.7TK $912.6 K 28.0% 18.5% 8.0% 4.1 0.19%

Observations
2nd highest volume of clicks to date

Top Offers generated 59% of Email clicks (32% Benefits, 27% Summer Promo);
of the clicks that went to New member benefits:

* 60% went to “Elite Benefits Takeover Link” (CTA?)
* 15% to Elite Concierge & Late Checkout

Compared to YID section click engagement:

» Account Box, Rewards, and Search saw above average click engagement
 City Scene and Hotel Openings saw below average click engagement

* Milestone (% bonus stays & [X] nights) dropped by 50%

While Top Offer may have cannibalized some clicks, increases in
evergreen links (Account Box/Search) suggests the importance of
persistent and general links to site for TSAT

MoM click engagement to eBreaks fell by 62% which may be due to
cannibalization or potential fatigue; Conv% was slightly below link average

Account Box
17% clks, 33% bks

Search
5% clks, 5% bks

Top Offer
32% clks, 24% bks

Top Offer 2
21% clks, 21% bks

Rewards - Head
2% clks, 6% bks

Rewards - Main
1% clks, 4% bks

Redeem - Hotel
2% clks, 2% bks

Benefits
Your Account: These New
Benefits Will Take You Places

Earn
3% clks, 2% bks

City Scene

1% clks, 0% bks |’

eBreaks :
2% clks, 1% bks

(4]
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Account Box

June Non-Member TSAT Benefits s o
2%, 0 bks

Top Offer
June Non- EIR EIR Bk/ ‘ 59%, 0 bks

Delivered . Open% CTO% Conv% Unsub%
Member Benefits Bookings Revenue Del (K)

TSAT 42.8K 0 $0 25.5% 2.8% 0.0% - 0.43%

Rewards
10%, 0 bk

Observations
The Non-Member version of Benefits featured New Member benefits, sweepstakes and MRCC offer

Compared to May Nonmember Benefits (featuring Member Rates), June:
* Generated a 5% higher Open rate City Scene
* 55% higher Click to Open rate 6%, 0 bks

« XXXX enrollment...data T —

eBreaks
1%, 0 bks




TSAT Offers overview and MoM trends

Observations
Highest bookings and clicks all time
+ 2 highest CTO% to date

* Summer Promo was featured as a distinct
section and likely generated incremental clicks
and bookings

EIR Bookings (000s)

30.0%

25.0%

20.0%

15.0%

10.0%

5.0%

0.0%

Bookings vs Delivered Emails by segment

1.4 1.0

1.2 —— . - 6.0
1.0 - 5.0 g
e
0.8 - 40 §
8
°
2
0.6 - -30 m
3
2
0.4 - F2.0 &
S
=
0.2 - 1.0 A

0.0 - - 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
= TSAT Bookings TSAT Delivered
Email KPI's by segment
\ R
-
- e ey o T oy - -
[ X o
® 000 g e 00 o™ ° o %, Y XL T 0s®
- - -, ...-..l..- o

T T T T T T T T T T T !

Jul-13  Aug-153 Sep-13 Oct15 Nov-15 Dec-15 Jan-l6 Feb-16 Mar-16 Apr-16 May-16 Jun-16

=== TSAT Open%

@ TSAT CTO%

@ « «TSAT Conv%



June TSAT Offers

June EIR

Bk/

Deli d (o] % CTO% C % Unsub%
Offers etivere Bookings Revenue penve N Del (K) nsube
TSAT 612.7K 1.3K $445.5K 21.0% 12.0% 8.5% 2.1 0.18%
Observations

Highest clicks and 24 highest CTO% to date

All sections generated around the same clicks as YTD

section averages except:

* Summer Promo which generated the highest clicks of any link

* Getaways and Experiences section generated the lowest clicks
YTD respectively; both sections featured less offers than
average

* While Summer Promo may have cannibalized clicks from

Getaways and Experiences, overall it appeared to generate
incremental clicks and bookings

Getaways, Atlantis, and Resorts Offer received equal clicks;
Las Vegas generated the most clicks in Experiences

eBreaks continued strong click engagement, generating the
most clicks for this section since it launched and among the
highest Conv% of any offer link

Offers
[FNAME's ] July Travel Deals

Account Box
testhem £ 18% clks, 36% bks

i
Points

Alexandria's Summer Travel Deals

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

SubHeadline Lg em Dolors (25)

Body copy lorem if Field Offers m dolor (28) ©
) 48% clks, 271% bks

SubHeadline LA Em Dolors (25)

Body copy lorem ipsum dolor (28) © Body copy lorem ipsum dolor (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

See Al ©

Middle Offer
YOU COULD [11% clks, 9% bks

100,000 Puinty

Sweet! Enter to Win 100,000 Points!

Eam up to [10,000][12,000] bonus points — plus a
chance to win 100K points in our summer sweeps.

Getaways
4% clks, 3% bks

30% Off White Sand and A $350 Resort Credit? Yes,
Turquoise Water Please!

Find your bliss for less at select Caribbean and  Escape 1o the world-famous Atiantis resort and

Latin American resorts. indulge all your Caribbean fantasies.

Book Your Bliss Book Atlantis

Experiences |
2% clks, 2% bks
4

& Find You

20-30% Off Veg
If gambling gets you going, you won't
want to miss this deal at America's
playground.

= 100

B

Tee Off with a $200 Credit

Perfect your swing in Myrtle Beach, America's
golf capital, and get a $200 course credit. Springs Palm Desert with spa entry for two.

Book Golf Trip Book Spa Days

Save 20% with e
eBreaks
1
You Deserva

Long Weekend

Find inner peace at the JW Marriott Desert

Make your escape and save
20% this weekend with
eBreaks.

pe All Escapes ©

|l Experiences ©

Calm and Clarity in the Desert




TSAT Destinations overview and MoM trends

Observations

June Destinations launched a road trip theme to be
continued through the summer & generated the 27¢
highest Open and Click to open rate all time

* Highest delivered and opens all time
+ 27 highest booking/delivered Email

Subject line test was conducted on iterations of Road
Trip & planning

Bookings vs Delivered Emails by segment

1.0 7.0
0.9
6.0
0.8
- i 5.0
7 07 5
S o056 - Z
7 4.0 8
Z 05 - 2
E m
S 0.4 3.0 4
m [
e 0.3 1 202
o —
0.2 S
1.0 ®
0.1 4 ~
0.0 - T T T T T T T T 0.0
Aug-15 Sep-15 QOct-15 Nov-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16
= TSAT Bookings TSAT Delivered
Email KPI's by segment
30.0%
o W
20.0%
15.0%
10.0% b T e
v ...-0-...‘..............- ®e,
5.0% | e0*?® &-.h., ale® oo - = , P T e e ™
0.0% T T T
Aug-15 Sep-15 Oct-15 Nov-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16

@===TSAT Open% @@= TSAT CTO% @ ¢ *TSAT Conv%



June TSAT Destinations

June . EIR EIR /
Del d 0] % CTO% Conv% Unsub%
Destinations ehvere Bookings Revenue peno R Del (K) 1S °
TSAT 657.4K 888 $281.5K 23.8% 6.8% 8.3% 1.4 0.23%
Observations

Top 3 links per segment
1st - Top 10 things to Pack
2nd - Road Trip (Top Offer)
3rd - Summer Promo

In the Trip Type section

* All about Food generated the most clicks
* For TSAT All about Budget was 2nd

* For WHPH All about Family was 2nd

No bottom offer generated more clicks than links above, but Aruba was the most clicked
Destination for both segments

What's Your Road Trip
Type, Alexandria?

Account Box ®
—| 21% clks, 49% bks | ..
- ]
Search
1% clks, 11% bks

| Top Offer
k| 19% clks, 12% bks

Bottom Offer
§| I%clks,3%Dbks |
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WHPH Benefits overview and MoM trends

Observations

Booking

gment
o

. . . 25.0 6.0
3™ highest bookings, clicks, and revenue to date
resulting in the 3™ highest booking/delivered all 200 - 5.0
time - g
. e - 4.0 =
* 34 highest CTO% €150 s
* Featured New Member benefits & Summer g 0k
promo %100 | :
2 20 &
Heo E
] S0 F
Subject line testing on positioning new member
. . . 0.0 - - 0.0
benefits & blue hue image testing were Jul-15 Aug-15 Sep-15 Octl5 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16
conducted == WHPH Bookings WHPH Delivered
45.0% Email KPI’s by segment
nn l
- ) \ V \\/
30.0% ' & g ..."'ooo-o-. e®e
25.0% ._-.','Ol..-o‘.o!'lo-u..l" - e .0 o_.’:
20.0% o? L LY ’
/ ) ’
15.0% l b p—) 4
Vd \ V4
10.0% L
5.0% ,
0.0%

Ju-15  Aug-15 Sep-15 Oct-15 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16
=== WHPH Open% w== WHPH CTO% » » »WHPH Conv%
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June WHPH Benefits

June . EIR EIR k
Del d o % CTO% C %o Unsub%
Benefits elivere Bookings Revenue peno N Del (K) nSubs
WHPH 505.0K 11.7K $4.3 M 39.1% 27.3% 21.6% 23.1 0.14%
Observations

274 highest volume of clicks YID, 3rd highest all-time

Top Offer generated 78% of Email clicks, 2 to Member Benefits &
Sweepstakes/Freddie; of the clicks that went to New member benefits

* 59% of Member Benefit clicks went to main CTA

» 22% to Elite Concierge Service

* 14% to Late Checkout

All of which generated similar Conv% rates of ~18%; WHPH continued high book

to click intent; increasing amount of content to WHPH may gain incremental
clicks & bookings

The volume of clicks generated to each section were above YID averages
respectively

* The section header (“Your Marriott Rewards”) continued to generated the highest click
out of any link

* The clicks to milestone with % bonus stays & [X] nights fell by 60% MoM
*+ MRCC Summer Sweeps generated the 3rd highest clicks of any link in Rewards

* eBreaks was added and generated nearly the same number of clicks as the milestone,
but one of the lowest link Conv% rates

Benefits
Your Account: Get Your New
Benefits

BAccount Box ¢

-| 9%clks, 11%bks ..

-
= Search
1% clks, 2% bks

Top Offer 2
39% clks, 39% bks

Rewards - Head
2% clks, 3% bks

Rewards - Main
5% clks, 4% bks

pEEpp———

o 1 bl ey

o "

Redeem - Hotel
1% clks, 1% bks

o More »

Earn/Rdm-Prod
3 clks, 2% bks

Hotel Openings
1% clks, 1% bks

eBreaks
1% clks, 1% bks




June Non-Member WHPH Benefits

June Non- . EIR EIR 0 0 0 Bk/ 0

Member Benefits Delivered Bookings Revenue Open% CTO% Conv% Del (K) Unsub?

WHPH 5.7K 0 0 26.7% 2.0% 0.0% - 0.49%
Observations

The Non-Member version of Benefits featured New Member benefits, sweepstakes and MRCC offer

Compared to May Nonmember Benefits (featuring Member Rates), June
* Generated a 5% higher Open rate

» 25% higher Click to Open rate

* XXXX enrollment...data

Non-Member Benefits
[FNAME, ]Become a Member & Get
Amazing Benefits

Account Box =

3%, 0 bks

- B
Search

3%, 0 bks

Top Offer
51%, 0 bks

™ Guarantsed Late Chackout: oes the room s lfe 35 4 pm. %

8 Marriots Rawardin® Marmber Ratng: 06t cut kiwwst sbe Mot com

8 Exte Conclarge Program: porscnsl conciege or ol axperiences 3

Rewards
23%, 0 bks

P Mamon

[ Hotel Openings
'| 6% clks, 0bks |

AN =S

e g



WHPH Offers overview and MoM trends

Observations

Highest bookings, 2™ highest CTO% 3™ most

clicks to date drove the highest

booking/delivered since launch

* Summer Promo was featured as a distinct
section and likely generated incremental clicks
and bookings

¢ Lowest amount of delivered since launch

EIR Bookings (000s)

35.0%

30.0%

25.0%

20.0%

15.0%

10.0%

5.0%

0.0%

Bookings vs Delivered Emails by segment
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mw'WHPH Bookings ‘WHPH Delivered

Email KPI’s by segment
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June WHPH Offers

June EIR o o o Bk/ o
Offers Delivered e e Open% CTO% Conv% Del (K) Unsub%
WHPH 458.0K 3.2K $1.2M 21.2% 11.7% 22.3% 1.1 0.12%
Observations

37 highest clicks and 274 highest CTO% to date

All sections generated less clicks than their YID section
averages, which may be due to cannibalization of new
sections to the template

* Summer Promo generated the highest clicks and bookings of any
offer

* eBreaks which generated the 27¢ highest clicks and bookings of
any offer

Adding eBreaks generated high clicks and bookings;
highlighting access to additional offer (e.g. a more prominent
‘See All’ CTO%) may generate additional clicks and bookings

Getaways, Atlantis, and Resorts Offer received equal clicks;
Las Vegas generated the most clicks in Experiences

Offers

[FNAME's ] July Travel Deals

First Nam

Account Box

eenl 16% clks, 21% bks

|siver 10 Search :ﬂu Nm

@G| 6% clks, 6% bks

Al . eals
sobriendi Field Offers ot 25
ul eadline| rem Dolors
Body copy lorer 48% clks, 43% bks Y. (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) ©

SubHeadline Lorem Dolors (25)
Body copy lorem ipsum dolor (28) €©

See Al ©

You El]lll[l Middle Offer

100 0 e 1w

Score! Enter to Win 100,000 Points!

Eam up to [10,000][12,000] bonus points — plus a
chance to win 100K points in our summer sweeps.

F

Getaways
4% clks, 3% bks

30% Off White Sand and
Turquoise Water

Recharge your batteries for less at select
Caribbean and Latin American resorts.

Find Escape

See Al ©@

A $350 Resort Credit? Yes,
Please!

Escape to the world-famous Atlantis resort and
induige all your Caribbean fantasies.

Book Atlantis

hotels and dominate the blackjack table.

HllmeClBIl’lo : : : l

$200 to Golf Your Brains Out

Perfect your swing in Myrtie Beach, America’s
golf capital, and get a $200 course credit.

Hit the Links

Save 20% witk

eBreaks
1% clks, 1% bks

Long Weekend

Make your escape and save
20% this weekend with
eBreaks.

Experiences
3% clks, 2% bks ‘

See Al @

Calm and Clarity in the Desert

Find inner peace at the JW Marriott Desert
‘Springs Palm Desert with spa entry for two.

Hit the Spa




WHPH Destinations overview and MoM trends

Bookings vs Delivered Emails by segment

Observations

June Destinations launched a road trip theme to be
continued through the summer & generated the
highest clicks and CTO% YTD

2" Lowest Open% YTD; Subject line test was
conducted & iterations of Road Trip & planning
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June WHPH Destinations

EIR EIR k/
June o livered : Open% CTO% Conv% Unsub%
Destinations Bookings Revenue Del (K)
WHPH 504.6 K 1.7K $576.8 K 28.7% 6.1% 19.5% 3.4 0.17%
Observations

Top 3 links per segment

Ist - Top 10 things to Pack

2nd - Summer Promo

3rd - Road Trip (Top Ofifer)

In the Trip Type section

e All about Food generated the most clicks
* For TSAT All about Budget was 2nd

* For WHPH All about Family was 2nd

No bottom offer generated more clicks than links above, but Aruba was the most clicked
Destination for both segments

Where Will the Road Take
You, Alexandria?

‘ BAccount Box ®

—| 32% clks, 41% bks |

Search
6% clks, 7% bks

R Top Offer
2| 15% clks, 12% bks
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