, Narriott

REWARDS.

TENTPOLE CAMPAIGN ANALYSIS
2015 VS 2016

April 6, 2017

yes




WHAT WE'LL REVIEW TODAY

Overview

YoY comparison of specific key initiatives
o Maritz (redemptions)

ShopMarriott

Moments

CyberMonday

NFL

Appendix
o Planning opportunities
o Campaign & message performance
o Content insights
o Segmentation insights

© O O O

Marrioft
REWARDS




3 ’ OVERVIEW

30 DAYS OF MEMBERS GET IT OVERVIEW

Increase reach, consumer awareness & engagement to Q4 initiatives thru a cohesive, recognizable
& efficient campaign across multiple touchpoints

Nov 1 Nov 7 Nov 11 Nov 14 Nov 22 Nov 25 Nov 29 Dec?7 Dec 8

30 Doy o

MEMBERS GET IT
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5 ' YOY COMPARISON: KEY INITIATIVES

‘30 DAYS OF MEMBERS GET IT” CAMPAIGN GENERATED GREATER REACH &
BOOKINGS SUPPORTING MORE INITIATIVES WITH LESS TOUCHPOINTS THAN 2015

Q4 Key Initiatives

2015 | 2016 FAN
DIANZIZGE 83.8M 1014 M 21.0%
(o, TIEN |83 M 21.6M 18.3%

1M 3503K -68.2%

Key Initiative High-level differences in...
Email support Results (Net clicks)

Maritz “15 Dedicated Solo Significantly more in ‘15
Shop Marriott 15 Dedicated Solo Significantly more in ‘15
Moments Significant ‘16 support Significantly more in ‘16
Cyber Monday Similar support, different value proposition Similar

NFL ‘15 Sweepstakes focus vs ‘16 multiple initiatives Significantly more in ‘15



6 ’ YOY COMPARISON OBSERVATIONS

YOY OBSERVATIONS

Fewer dedicated Solos to specific key initiatives resulted in less traffic
Shop Marriott & Holiday (Maritz) redemptions

Positioning matters
Differences in subject line & value proposition positioning
eNews module created more engagement than 30 Day Solos

Q4’15 focus on shopping, gift giving
2 of the highest click volume solos were shopping related
More links (product or category)

MN\arrioft
REWARDS

---------------




7 ’ TENTPOLE CAMPAIGNS

KEY TAKEAWAYS

ldentify & prioritize key initiatives and align on objectives
Higher prioritization within the organization as a key initiative
Commitment to campaign style guide cross-organizational
Establish project management lead

Greater inclusion of unique offers to make campaigns special

MN\arrioft
REWARDS

---------------




8 B MARITZ

DEDICATED SOLO SUPPORT IN 2015 DROVE HIGHER CLICKS

Nov Hotel Specials )
(Top Offer) Nov Hotel Specials
g -

(Experiences)

Nov Holiday Maritz Support

Nov Destinations
(Middle Offer)

2015 | 2016 A
DENTILGE 459 M 686 M 49.3%
I02M 146 M 43.0%
2352 K 100.1 K -57.4%

Nov Offers (module)

Nov Concierge

m,

Opens

Clicks

2015 Support:
* Nov Holiday Solo
* Dec eNews

2016 Support:
* Nov eNews
* Nov Hotel Specials

Nov 30 Days Solo #2

ﬂi_l-

o Lt
eone:

REDEEMFORGETS.

GET GIFTS & GEAR

B o050 o g £ o ey Tty W 2- Do &

Dec eNews
(Module)

' u * Nov Concierge (Wk 5) + Nov Destinations
- - D?;;;:rﬂz‘;vs - Nov Hotel Specials  + Nov 30 Days Solo #2 u
%o nﬂ : NOV eNeWS ‘ NOV 30 DayS SOIO #4 Nov 30 DayS Solo #4 Get Gift Cards with Points
e * Oct eNews * Dec eNews | oo Sanceine S, s 8 more
Wt - Dec METT
Marriott
RE \A?TF?D S UBS




MARITZ: FLASH SALE

‘FLASH SALE16 GENERATED 50% MORE

CLICKS THAN ‘15

Dec ‘15 METT (Day Of)

Ao Addrons Bk

Narroft
REWARDS. =

TODAY!
HOLIDAY FLASH SALE

Shop with points and save. Get big discounts on
gifts from Bose, Amazon Kindle, Oakley & more.

EXPLOREAPUAN  MARRIOTT REWARDS

SHOP NOW

You can 2180 unsubscribe by wriing o:
Rewards.
310 Bearcat Drive Sait Lake Ciy, UT 84115254 USA

Dec ’15 eNews (Rewards)

Nov ‘16 Hotel Specials

Fsh SaleToday]

12PM EST TODAY - SHOP WITH POINTS

Did Someone Say “Flash Sale"?
Starting today, tum your Savel o gfts for even loss.
Shop with points and Qet the gear theyd love.

FLASH SALE:
TODAY ONLY

Nov’16 30 Days #4 module

Aarriott

GET Womentis

——=——SUSE YOUR POINTS"———'

R e
o]

Holiday Flash Sale Tomorrow
* Weber to Xbox — get gifts for less points the next two
D 9

2and D

Aarriott
REWARDS.

Official Sponsor of the NFL

Q4 Flash Sales

2015 2016 | A
N0 186 M 31.8M 71.0%
41M 62M 497%
364K 549K 50.7%

Opens

Clicks

Coordinating timing of Flash sale
with marketing support

* More ‘15 emails talked about
upcoming flash sales

Flash Sale generated most clicks
when featuring 50% off copy

Communicate the savings

* Most clicks when highlighting
50% savings

Other opportunities
+ Feature actual product /“cost”
* |ldentify limited availability

Marrioft u&s

REWARDS

2000000008008




10 & MARITZ: HOLIDAY REDEMPTIONS

PRODUCT REDEMPTION WERE FEATURED Q4 Redempton Opporturide
MORE WITH DEDICATED SOLO AND # FEATURES -

DNV 373 M 35.0M -6.1%
Nov ‘16 30 Days Solo #2 (o] T 85M 74M -134%
(o [T/ 198.8 K 30.6 K -84.6%

Nov 15 Concierge Nov ’15 Holiday Redemption Solo

8 comaern e SMATION Nov ‘16 eNews

Last Name.
Travel Tech &
am

Elllll///
[ N

‘15 more touches and
impressions than ’16

« Greater presence in base
communications

+ Featured more products
« Targeted for PO

Nov’16 Destinations

GET GIFTS & GEAR
Tieyenes cns bt ety ot b
Shop Electronics Shop Gift Cards Shop Housewares \

N2 4
0=
AR
Hotprocucs
nop Handb hop Finess Gt
i

GET YOUR SHOPPING DONE

‘15 Solo sent to smaller audience,
generated the most clicks

[_I-

mmmmmmmmmmmmmm Other opportunities

waywwummm

Dec’15 eNews (Rewards) - - 'Sfarl]rgetlng by mzmbter points
I I k . ow more products
D 0 [B —— gm w80

Nov ‘15 Concierge (Wk 5)

== Aarriott
REWARDS u&s
2000000008008




11 & SHOP MARRIOTT

15 SOLO GENERATED SIGNIFICANTLY MORE
ENGAGEMENT THAN 16 EFFORTS

Nov’15 Shop Marriott Solo Nov‘16 30 Days #2 Top Offer

aaaaa

A\arriott
First Name R E W A R D S

Last Name

—
|sitver 10 |Piatinum 75 Your Account » Points Nights

GET Gitls

SAVE ON SLEEP

' $750 on the Marot bed, Robes & beddng are on
Q Find A Hotel sak, 100! Free gft with every purchase.

Save $750 on the Marriotte bed. Robes & bedding are on
sale, too! Free gift with every purchase.

SHOP SALE

Our Best Deal - $750 Off the Marriott® Bed

A great night's sleep is yours with our biggest m
discount of the year. Bedtime just got even better.

Waybship b ovyonscnyour bt

Save Up to 35% Off Bedding items at ShopMarriott

Oct‘16 eNews Module

35% Off Plush 30% Off Soft 30% Off Comfy

Pillows » Sheets » Blankets »

Your questfor the perfect High thread-counts and Snuggle in and getvacation- )

head-crading, dream- hem-stich details make it quality sleep every time with Sleep Like a Boss

inducing pillow is over. feel like vacation everynight.  these cozy blankets.

Power down on a hotel bed - in your own home.
Save up to $1,250 on bedding & more.

Get Your Bed

Shop Marriot Support

2015 2016 A
ARG [16M 232 M 99.1%
(ol iITI 25M 5.1 M 103.5%
(o [T/ 200.2 K 11.5K -94.2%

2016 clutter
* Solo- previous email 3 days before
* '15 Solo was 9 days

Direct CTA vs product/category portfolio

eNews module generated the most
clicks

Positioning matters

* 15 SL: Our Best Deal - $750 Off the
Marriott Bed, 22% Open%

+ 16 SL: Day 8 of 30: Save $750 on
Beds + Gifts. 20% Open%

Opportunities

+ Leverage secondary modules to
highlight sale in Solos & eNews

* Increase presence in tent pole solos

Marrioft u&s

REWARDS

2000000008008




12 B MOMENTS

MOMENTS RECEIVED THE 2"° MOST EXPOSURE
OF ANY INITIATIVE IN 2016

Dec ‘15 eNews (Module)

Your Tickets are Here

Points get you more than hotel stays. You'll get
closer to touchdowns, slam dunks, and the
world's biggest shows.

Oct ’16 eNews

Nov ‘16 30 Days Solo #4

Aarrioft
REWARDS.
ceseseseeneces

GET mnwm

—=——SUsE'Y RF INTS ——

xRk

SHOP FOR EXPERIENCES

/vumv')«l\wm vt Harmion An Amercan Musical a Pars shappng

Dec ’16 eNews
(Top Offer 2)

Experiences Marketplace

30 DAYS OF MEMBERS GET IT
Seewhatwe have in siore for you all monih kong

FLASH SALE:
TODAY ONLY

Moments Support

2015 | 2016 AN
IV I00M 594 M 494.2%
(ol T 25M I3.5M 439.7%
Clicks 1.8 K 47.0K 2445.4%

Moments received the 2nd
highest support in 2016

Recommendations

« Targeting against member pts

« Show multiple redemption
opps

Marrioft
REWARDS

2000000008008




13

CYBER SALE

MOMENTS RECEIVED THE 2"° MOST EXPOSURE
OF ANY INITIATIVE IN 2016

Nov ‘15 Cyber Weekend Solo

J\arrnott
REWARDS

There's Still Time to Save up to [30]%
Get a head start on Cyber Monday. Book your next

trip now and save even more on the best available Book Today
rate.

Act Fast & Save

& Dealends at 1159 p.m. EST on November 30, 2015
(@)  Good for stays from December 11, 2015 — January 17, 2016

A Choose from 2,000+ hotels, resorts & extended stay properties

Want to save even more? Become a Marriott Rewards®
member today and save up to 30%.

Nov ‘16 30 Days Solo #3

MMMMMMMM
sssss

Points

CYBER SALE

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

BLACK FRIDAY THROUGH CYBER MONDAY

@ More Countries, More Choices
EmemeSPG'Gobd

SUDATS OF MEMBERS GET 11

Seewhatwe have in store foryou all month long »

GET MORE FROM YOUR TRAVEL

AT YOUR SERVICE, ANY TIME CRUISE FOR HOLIDAY
Check in. check out and make requests on the BONUS POINTS
Manich® Moble App: Set sal on select cnises and eam 6 poits

Cyber Sale Support

2015 @ 2016 JAN
PINTITNE 121 M 218M 79.8%
Opens 25M 45M B28%
ol[Td'CH 530K 1168 K -23.6%

30% off may be more
compelling than $79 to the
majority of the audience

Countdown timer created
urgency

Other opportunities

* Resends work well with:
o Key holiday timing
o Defined end date

Marrioft
REWARDS

2000000008008




14 B NFL

SWEEPSTAKES WAS THE CORE FOCUS FOR I
NFL'15 AND GENERATED MORE CLICKS

DIINTYR- 0 35.7 M 465 M 30.1%
Opens 79M 103 M 30.6%
(o [T"CH 5124 K 748 K -85.4%

Oct ’15 NFL 50-to-50 Solo Nov ’16 eNews Oct ‘16 NFL Solo

Marriott
REWARDS

Nov’16 30 Days #4

Marnott
REWARDS

COURTYARDSA‘ /9
SUPER BOWL S

‘15 Sweepstakes focus vs ‘16
GET #oments multiple initiatives

~—————— USE YOUR POINTS —

Get $20 off your order of
$100 or more!

TAKE THEM THERE.
p NOW THAT'S REWARDING.

‘16 Sweepstakes received less
promotion than NCL Shop Solo

Who Will You Bring to Super Bowl 507

Enter 210 Super B 50 for [ nernon |
oot of 30 oler sy atanng s ex

Grand Prize Includes

Recommendations

30DAYS OF MEMBERS GET 1 + Leverage sweepstakes to
draw attention to other items

Score More With Marriott Rewards:

“ l - FLASH SALE:
- TODAY ONLY
ug a

PUT YOURSELF SLEEPOVER
AT SUPER /
= BOWLLI

[ s ]
RAISE YOUR

Aarnott
REWARDS

More Super Bowl Tickets

Ener o chance 2w  SuperBom 0¥
15500l you bt e

TAILGATE LIKE A MAKE THIS THE

. PRO BEST SEASON
Renbmsinbopstteniuns o B
[ sorrow ]

Marrioft
REWARDS

2000000008008
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16 & APPENDIX: MEMBERS GET IT SOLOS

MEMBERS GET IT SOLO CLICK ENGAGEMENT

Marriott
REWARDS

13% wew  RE [ Fmasmmne

XOCKDEIE

Q Search Marrioti Rewards Member Rates.

30 Doyé o

MEMBERS GET IT
50

Get ready, Mitchell. Members get exciting stuff every
day for the next month!

60%

GETHOLIDAZZLED

4% m WHAT WILL YOU GET?

Pints, wavel deals and s few supises along e way.»

21%

LET'S GET CONNECTED

Connect+Eam

Aarriott

o REWARDS | Fina 8 Reserve |

XO000636

Q Search Mamott Rewards Member Rates.

Save $750 on the Marriott bed. Robes & bedding are on
sale, too! Free gift with every purchase.

7% Evw 30 DAYS OF MEMBERS GET IT
Seewhatwe have in siore for you all month ng »
14% GET YOUR SHOPPING DONE

Gifls o buy? Use your points fortop-seding products, iftcards & more: Fs an easy
Wwayo shop for everyone on your kst

REDEEMFORGFTS.

6%

Aarrioft
REWARDS.

Mitchenl
Bliss

CYBER SALE

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

BLACK FRIDAY THROUGH CYBER MONDAY

More Brands, More Counies. More Choices.
Explore e SPG* Giobal Cyber Sale. >

3 30 DAYS OF MEMBERS GET IT

.-
30 Seewhatwe have in siore foryou all month long »

2%

80k

THINK OUTSIDE THE GF TBOX EARN 80,000 BONUS PONTS

8%

1%

GET MORE FROfl YOUR TRAVEL

AT YOUR SERVICE, ANYTIVE
Chickin, check out and ks recuests onthe
Mamot® Moble App.

CRUISE FOR HOLIDAY
BONUSPONTS
ot cm g
e

Eam 2x Points

2%

22%

3%

31%

Marrioft
R

SHOP FOR EXPERIENCES
Useyour hercommer ports for Hamin An Amencen W a Pars shoppng
Qetiwany, VP fokes o oot grmes & e

REDEEMNOW

30 DAYS OF MEMBERS GET IT

See what we have in s foryou all month kong

FLASH SALE:
TODAY ONLY

st sedng
o &Fid Sats

REWARDS.

Aarriott ‘

Marrioft
REWARDS

2000000008008
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18 B APPENDIX: MEMBERS GET IT SOLOS

MEMBERS GET IT SOLO CLICK ENGAGMENT

ACCOUNT BOX

13% clks, 20% bks

Q, Search Marricit Rewards Member Rates

ANNOUNCEMENT
60% clks, 75% bks

”

MEMBERS GET IT
30

day for the next month!

GETHOLIDAZZLED

30 DAYS RIBBON
4% clks, 5% bks

Ve

SOCIAL
21% clks, 0% bks

Connect+Eam

MOMENTS REDEEM a 8 ' MRCC
2% clks, 1% bks il sl 8% clks, 1% bks

ACCOUNT BOX
26% clks, 84% bks

Q Search Mamiott Rewards Member Rates

SHOP MARRIOTT
40% clks, 0% bks

(R

30 DAYS RIBBON
7% clks, 13% bks

GET YOUR SHOPPING DONE

GIFT REDEEM

14% clks, 0% bks

Gifs o buy? Use your points fortop-Seding prodcs, g cards & mire: Fs an easy
Wwayo shop for everyone on your kst

REDEEMFOR GFTS

Redeem Points | Leam More

ACCOUNT BOX e |
22% clks, 24% bks

Q Search Mariott Rewards Member Rates

More!
Explore the SPG* Giobal Cyber

MOBILE APP

1% clks, 0% bks

Chickin, check out and ks recuests onthe
Mamot® Moble App.

BN SERVICE, ANYTIME

[

CYBER SALE
68% clks, 72% bks

BLACK FRIDAY THROUGH CYBER MONDAY

Brands.| Mm-cmhsl&pcnﬁa-

30 DAYS RIBBON
6% clks, 3% bks

GET MORE FROM YOUR TRAVEL

parst

Eam

CRUISE

2% clks, 0% bks

BONUSPONTS
ot saon seect cuises and eam 6 ports

Ends Decerrbss B

2« Points

ACCOUNT BOX ]
29% clks, 72% bks

e 1

Q Search Mamiott Rewards Member Rates.

GET #omertia

USE YOUR POINTS

will . || L
‘ GET MOMENTS
22% clks, 8% bks

SHOP FOR EXPERIENCES

Hami An Amercan Muscal, a Pars shopprg

REDEEMNOW

30 DAYS RIBBON
3% clks, 4% bks

FLASH SALE
31% clks, 15% bks

NFL 4
2% clks, 1% bks @

SOCIAL
1% clks, 0% bks

REWARDS



19 ' KEY INITIATIVES: TENT POLE CAMPAIGNS

OPPORTUNITIES TO OPTIMIZE SUPPORT OF KEY INITIATIVES

« Target redemption opps by points
- The more products you show the better (real-estate)

* Leverage the sweepstakes to promote other things (like
NFL Shop)

- Engagement with Flash sale was highest when 50%
savings was included in copy

« Might be better showcasing 30% off to $79 room

M\arrioft
REWARDS




20 ’ KEY INITIATIVES: TENT POLE CAMPAIGNS

OPPORTUNITIES FOR FUTURE SUCCESS

 ldentify initiatives for the year; start planning process earlier
» Higher prioritization within the organization as a key initiative
* Prioritize of Initiatives

- Commitment to campaign style guide cross-organizational

- Establish project management lead

« Greater inclusion of unique offers to make campaigns special

M\arrioft
REWARDS

---------------
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CAMPAIGN TAKEAWAY S

- Kickoff mailing as part of campaign

- Particular emphasis on subject line among clutter
o Highlight deal details
o “Best Offer” seemed to be appealing

* Q4 focus on shopping, gift giving
* Q4 focus on End of year concept; reflecting data to high value
segments is an easy win

Mr Marriott stimulated donations

M\arrioft
REWARDS

---------------




9

CONTENT HIGHLIGHTS

* |ncentive

* Dynamic calendar

* Flash Sales

+ Gift cards

* eBreaks

* Increase product redemptions for WHPH

A\arrioft
REWARDS

---------------




CAMPAIGN INSIGHTS



24 ' KEY INITIATIVES: TENT POLE CAMPAIGNS

- —

END OF YEAR CONCEPT SHOULD BE A COMPONENT OF Feodorint
HOLIDAY TENT POLE CAMPAIGN

Fig 1 Dec eNews

Activity box e @
End of Year concept is still a compelling theme;
*  “Your Year in Review” subject line generates among the highest MARRIOTT REWARDS'
Open rates every year
« Member activity box (Fig 1) attracted 2x the clicks of any section * ®

Need to explore ways to make this concept resonate with
members with lower travel activity

 Dec eNews had above average CTO% with WHPH while it was
among the lowest with Core & TSAT




25 ' CAMPAIGN HIGHLIGHTS: TENTPOLE INTRODUCTION SOLO

A\arrott

KICKOFF MAILING SHOULD BE A COMPONENT OF i REWARDS [
FUTURE TENTPOLE CAMPAIGNS e B 2 2
Strongest performance of the 30 Day Solos ‘30 0 d of
* 65% higher Bk/Del than Solo avg MEMBERS SET IT
» Generated similar email KPIs as MegaBonus announcement
30
Members responded strongly to the combination of ey cay for e ool

« Simple and direct design & CTA

. |ntrigue intrigue 'E:] WHATWILLYOUGET?

* Incentive to participate & maximize rewards

Incentive

MNarrioft
REWARDS l%g
....... T



Members engaged well with Flash Sales

Highest clicked in Get As many clicks as
Moments Solo

MegaBonus

||||||||

Flash Sales generated:

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

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

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

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

50 DAYS OF MEMBERS GET IT

26



2016 Mr. Marriott significantly increased donations

2016
SL: 30 Days: Thank You, [FNAME]

Observations

2016 version focused on charitable donations
» 384 total donations to 190 charities

» Mailing increased Week over week donations by
1820%

2015

Pt et

27



WHPH responded favorably t0 YIR  paggem "

30 p dof

MEMBERS GET IT
Content resonated with WHPH more than Core & TSAT (Fig 1)
*« WHPH CTO% was 13% higher than non-promotional month avgs
* More content was relevant to WHPH

— Account Box & Member activity

— Explore New Benefits

— MegaBonus

& povonooo & poood

oo A oo

Would we benefit by giving WHPH one experience & Core/TSAT another?




WHPH value product redemption opps

WHPH engaged well with product redemptions over other content

eNews (below fig.)

TSATSs less so0)

Get the Season's Hottest

| 7% higher CTO%

s to buy hot items, like Apple
than above sl

ibit Charge 2, HTC Vive and

.
Redeem Now -
- 1

ap

PO Benefits - WHPH

Find Gifts »

Celebrate the Holidays at

Gaylord Hotels

Nashville, D.C., Kissimmee or Dallas.

Where will you go?

E3 *

%
\
&

D
4

b & R U 4

ot

CAYLORD
HOTILY

eNews — WHPH control

Holiday Shopping

Holiday Getaways

Shop Now »

Get the Season's Hottest Gifts

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

.

= wm—

Redeem Now [—— L —
_ w U v

4 Top Places to Celebrate the
Holidays

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

HOTELS"

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

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

38% higher CTO%
than below

29




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

30 Days Solo #2: Get Gifts

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

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

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

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

30



Examples leveraging product redemption insights

Elevate or emphasize product redemption opportunities for WHPH, while de-prioritizing for TSATs
30 Days Solo #2: Get Gifts

Aarrioft
RE

Save $750 on the Marrioth bed. Robes & bedding are on

1

30

sale, tool Free gt wih every purchase.

30 DAYS OF MEMBERS GET IT

See whatwe have n s foryou al monh kong -

GET YOUR SHOPPING DONE

Nl

way o shop fo everyone on your st

REDEEMFORGETS

©® 80k

THNKOUTSDE THEGFTBOX  EARN 80,000 BONUS PONTS

Rudeen Poiets |

" Elevating product
redemptions to WHPH
during shopping seasons

Destinations- Middle section

GET GIFTS & GEAR
ear's hottest travel gadgets ond gift

Top clicked
for WHPH

GET THE HOLIDAY SPIRIT

clicked

Move the “Holiday
Spirit” section above

Gifts & Gear for TSATs

31



WHPH & TSAT had different engagement with

Destinations

WHPH responded well to 30 Days Destinations
« CTO was 2" highest YTD
* Low clicks to header & search

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

“10 Holiday Travel Secrets” was positioned in a way that would appeal to

what we’ve learned WHPH:
* Exclusive
* Inviting, not pushy nor too authoritative

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

Read curiop 10 tps 1o avoid holday ravel sress.

SEEALLTPS

30 DAYS OF MEMBERS GETIT
Sobetvahowson et

GET THE HOLIDAY SPIRIT

TRIP PLANNER

Whesa o Bock Now

GET GIFTS & GEAR
The years hoest e gacpets and g s,

Hhore Hot Produess

§f VRKYOURCALENOAR HOLDAY LASH SALES Usa s s
I8 upo 507% on g 8 s vy Tuesay Now 2- Dec B

HONOR VETERANS DAY WITH POINTS

DONATEPONTS

32



Flash Sales

Flash Sales generated:

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

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

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

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

Highest clicked in Get
Moments Solo

SHOP FOR EXPERIENCES

o 30 DAYS OF MEMBERS GET IT

FLASH SALE:

E TODAY ONLY
p &

RAISE YOUR
GAME Aarriott
REWARDS

As many clicks as
MegaBonus

- 30 DA’ RS GETIT
W o

GET GIFTS & GEAR

33



30 DAY SOLO & YEAR IN REVIEW
DEEP DIVE



Solo highlights

* Intro Solo set the tone generating high Open%, CTO% on top of high Conv%
* Gifts Solo performed similarly to previous Shop Marriott & holiday redemption Solos

* Cyber Sale Solo generated similar performance to previous years Cyber Monday mailings

+ Get Moments generated higher Email KPIs than other Moments Solos due to support of Flash Sale

Members Get EIR EIR Bk/
Delivered ) Open% | CTO% Conv%

It Solos Bookings| Revenue Del (K)
Intro 94M 407K  $136M  232% 147% 127% 43
Get Gifts 99M 95K $32M  196% 5.6% 87% 1.0
Cyber Sale  97M 215K $6.9M  204% 79% 13.8% 2.2
Get Moments 9.4 M 142 K $49M  206% 59% 12.6% 1.5

Mr. Marriott 94 M 1.4 K $5M 265% 1.1%  4.9%

479M 878K $29.4M| 22.0% | 6.9%  12.0%

SL: 30 Days of
Members Get It

50@ dof

MEMBERS GET IT
30

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

GETHOLOAZED

WHAT WILL YOU GET?

.
30 [ ——————

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

Evy 30 DAYS OF MEMBERS GET IT
Sttt ey

GET YOUR SHOPPING DONE

.

Wy st b eyons onyur et

1@ 80k

EARNS0000BONUS PONTS

[t

SL: Day 19 of 30: HUGE SL: Day 24 of 30: Flash
Cyber Weekend Sale

ET (lway

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

BLACK FRIDAY THROUGH CYBER MONDAY

‘ 06 ) 27 )

@ Yoot oo Mo ik
Bikre e SPOP Chbl Cye S

Sale Today!

SHOP FOR EXPERIENCES

.
30 DAYS OF MEMBERS GET IT
siliSairormebid

GET MORE FROM YOUR TRAVEL

montyiong -

'&l 30 DAYS OF MEMBERS GET IT

FLASH SALE:

E TODAY ONLY

/
RAISE YOUR

GAME
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SL: 30 Days of Members Get It
e o e oo [EREG 11K (0.396) e s e

following “\‘ /\\al’l'lon _

1. Introduction (11/7)

following

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

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

24

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

* Member Get it Introduction generated nearly the same Email KPI's as previous [; PP SOK (55.9%)
MegaBonus Announcements

* YTD Solo booking/delivered average is 2.6

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

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

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

Dynamic calendar day kept message relevant, high repeatability £33 o5 5k 21 ) |
" 7




2. Get Gifts (11/14)

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

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

99M
25M
10.6 M
13.6 M

95K
87K
6.0 K
19K

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

19.6%
25.6%
21.1%
22.1%

5.6%
14.5%
8.0%
I11.6%

8.7%

9.4% 3.5
3.3% 0.6
3.4% 0.9

Observations

resemblance to

in Get Gifts

Of all 30 Days Solos, this one generated the lowest Open%, CTO%, & Conv%

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

» The Holiday Redemption was launched to a more targeted audience and
contained 6 redemption categories while redemption categories were highlighted

SL: Day 8 of 30: Save $750 on

Beds + Gifts

) \arriott | a8 Mosarve |

GRELYE

SAVE ON SL

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

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

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

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

GET YOURER 717 0.6% |G DONE

\
‘
ap——
<

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

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

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

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

Observations

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

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

SL: Day 19 of 30: HUGE Cyber Weekend Sale

o BZE) 484 (0.2%) b -

e &) Aarriott

2 GER Ly 2

CYBER SALE

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

128.7K (62.6%)

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

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

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

n;HK(OG%) rS() DAYS (mwnﬁzmb(ukl IT

hat we have in store for you o

GET MORE FROM YOUR TRAVEL

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

the Moo Mobie Apg
‘ B 725 0.4% |

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

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

4. Get Moments (11/29)

o \\arriott

GE T.¥eas2ils

SE YOUR POINTS

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

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

LES 24.7K (14.9%)

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

See what we have In store for you all month long

Observations

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

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




Year in Review content highlights

Gift cards & holiday shopping season continued to be a strong match (Fig 2)
» Generated 2x the clicks as Shop Marriott
* In top 5 of overall clicked content (excluding member activity stats & header)

Low engagement with Experiences & Moments (Fig 3)
» Experiences Marketplace generated lowest clicks out of the four YIR features
* NFL redemptions — among lowest clicked content, negligible to Tailgate feature

Interested in SPG properties (Fig 4)
 As 2" to last content generated more clicks than Hotel Openings & NFL redemptions

eBreaks was among the highest clicked content

» eBreaks generated more clicks than NFL Redemption, Hotel Openings, and SPG content
combined

 eBreaks clicks were 12% higher than Q4 avg when most content clicks fell

Fig 2: Gift card popularity

320 Doy o

MEMBERS GET IT

Fig 3: Low engagement with
Moments & Experiences

SAVSE YOUR GAME @

Fig 4: Interest in SPG properties

Link your Marriott Rewards and SPG accounts to redeem points at more
brands in more countries.

- !Gi%a’il‘- -
Ve

Vedema Resort, W Maldives The St. Regis Bora
Santorini Bora
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Nov - Dec Redemption 2015 vs. 2016: Down 26% YOY 2015

Cyber Mon
2016 |

2016 Cyber Mon
$300,000 Blk Fri 2015

BIK Fri
*

$250,000

$200,000
$150,000

$100,000

*

$50,000

$0
11/1  11/3 11/5 11/7 11/9 11/11 11/13 11/15 11/17 11/19 11/21 11/23 11/25 11/27 11/29 12/1 12/3 12/5 12/7 12/9

=—2016 =—2015

2015 Marketing 2016 Marketing
% 11/3 - eNews and Insiders post 11/1 — eNews
11/5- Facepook and Tw|tter posts % 11/11 — Starbucks gift card Facebook post
% 11/10 - Holiday Solo (single message) 11/14 - Holiday email (secondary message, no subject line)
% 11/27 - Blk Fri Insiders Post v 11/15 and 11/20 — Tweet (linked to microsite)
% 11/30 - Hotel specials email Y 12/5 — Insiders and Facebook gift card promotion
% 12/1-eNews % 12/5 and 12/7 - Twitter gift card promotion
11/5-12/23 MR.com placements 12/7 — eNews gift card promotion

Nov Visa insert




Nov - Dec Web Visits 2015 vs. 2016: Down 42% YOY

*

60,000
50,000
2016
40,000 Cyber Mon
2015 2015
30,000 2016 .
Bk Fri BIkFri |  Cyber Mon

20,000

10,000

11/1  11/3 11/5 11/7 11/9 11/11 11/13 11/15 11/17 11/19 11/21 11/23 11/25 11/27 11/29 12/1 12/3 12/5 12/7 12/9

—2016 =—2015

2015 Marketing 2016 Marketing
% 11/3 - eNews and Insiders post 11/1 — eNews
11/5 - Facepook and Twitter posts % 11/11 — Starbucks gift card Facebook post
% 11/10- HO"da_V Sqlo (single message) 11/14 - Holiday email (secondary message, no subject line)
% 11/27 - Blk Fri |n5|c.jers Pos'F v 11/15 and 11/20 — Tweet (linked to microsite)
% 11/30 - Hotel specials email Y 12/5 — Insiders and Facebook gift card promotion
% 12/1-eNews % 12/5 and 12/7 - Twitter gift card promotion

11/5-12/23 MR.com placements

12/7 — eNews gift card promotion
Nov Visa insert




2015 Holiday Solo Email

* November 10th, 2015
° S|ng|e message Who's on Your List, Eliot?

Holiday gifts start at 5,000 points. Use your points to shop
. . . . thousands of choices from top brands — electronics to gift
e Subject line — “Use Points. Get Gifts” cards ’ ’
* Web Visits = 60,520 Popular Items All Products ©
* Redemption = $247,080
T—

Shop Electronics Shop Gift Cards Shop Housewares

Shop Handbags Shop Fitness Shop Jewellry

\ B
y

il
aw



GET Gitis

SAVE ON SLEEP

2016 Holiday Email Feature

Save $750 on the Marriott= bed. Robes & bedding are on
sale, tool Free gift with every purchase.

November 14t 2016

Secondary message

Subject line — “Day 8 of 30: Save $750 on Beds
+ Gifts”

Web Visits = 16,243
e Down 273% compared to the 2015 email ﬁik SUBALS OF N augis
See what we have in store for you all month long »

Redemption = $149,080
* Down 66% compared to the 2015 email

GET YOUR SHOPPING DONE

=l
)

Gifts to buy? Use your points for top-selling products, gift cards & more. It's an
easy way to shop for everyone on your list!

REDEEM FOR GIFTS




