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What we’ll be reviewing today

» 2016 Strategic House
» Key opportunities
» 2016 Communications Architecture vision

» Round 1 Roadmap



Email Program 2015 YTD accomplishments

Strong Reach: 16.3 M audience emailed globally
Frequent Contact: Delivered over 837 M messages

Revenue : More than 1.8 M EIR Bookings & $663

M in EIR Revenue

Engagement : More than 201 M opens & 19 M clicks

Program Highlights

Industry Recognition

AWARDS ehiaf
e Chief ¥ Marketer

Silver Award
Best Loyalty Marketing campaign

(\-\)morke’ringsherpc K £ oo OUARTERLY
Case Study - Best Loyalty email
2014 Year in Review Best Triggered email

v' Increased member personalization with expanded lifecycle campaigns
v Continued to create a more consistent brand experience

v' Significantly increased MegaBonus response

v' Developed member events (YIR, Mid Year check-in), leveraging & developing content

v’ Primary channel for Project Orange messaging

v' Generated actionable insights through Test & Learn roadmap



2016 Marriott Rewards Member Marketing Strategic House

Drive lifetime loyalty through distinctive and valuable communications that

Vision:
enhance our member’s travel experience.
Increase member engagement and awareness Acquire & retain members while growing their value
Objectives: Communicate and elevate the evolving value of Drive stays (bookings) and room nights
membership
Messaging Strategies:

Communicate the
simplicity and value of
program benefits

Create & highlight diverse Recognize and show
& inspiring travel appreciation for member
experiences activity and engagement

Bring the membership Provide timely & relevant
community to life content based on member
data

(SIMPLICITY)

(SIMPLICITY) (CONNECTION) (EXPLORATION)

(EXPLORATION) (RECOGNITION)

Enablers:

Effective utilization of resources

Internal collaboration & partnership




Suggested KPIs by objective
" objective | Gow | mem____

Increase member engagement &

Increase awareness & engagement * # unique openers & responders
awareness

Elevate perception of member value * Survey — perception score
Communicate & elevate the

evolving value of membership . . * # new members from prospects
A ORIVl S * Increase # of emailable members

Acquire new high value members e # new WHPH, TSAT members

* Retention target

Acquire & retain members while  Retain high value members
* Share of wallet

growing their value

* # nights / member
Grow member value * Basic to Elite migration
* MRCC acquisitions

Drive bookings and room nights = Drive bookings & room nights * Bookings & room nights



Aar"ott “What’s my sms and what's n" )

“Why should ! join?"

Account Status

& News

Member

Acquisition

“I'd love to know what others are saying."”

Insights &

Connection

with oth
members

Earn &

“Help me optimize my benefits.”

Redeem Ops
T

Benefits /
Rewards

Opportunities
to provide

“Make it easy for me to give feedback.”
RECC

"Help me get the most out of the program.”

N

Member
Communication
Opportunities Brand Portfolio /
Travel
Opportunities “Where should I stay?
Tell me about new hotels & resorts™

EX

“Help me out & make it easy”

N

Promotions
Offers & Deals
Travel that I would
“Recommend travel | would enjoy. Inspiration Tips e “Save me $ & help me make smart decisions.”
Inspire me.” & Insight )

EXPL

Transactional - Thank You's &
Info to Recognition
maximize my “Make me feel appreciated.”
travel 0 "
Engaging == S Importance Scoring
Stories &
“Improve my stay experience” Content @ Funcunencs
@ et

“Engage me and give me a reason to care.”

GOMEGTION



Prioritizing communication opportunities

Importance Current State  Delta

Booking/Stay Experience 10 3 1
Promotions, Offers & Deals 9 3 6
PO Member Acquisition 8 3 5
Brand Portfolio / Travel Opportunities 8 4 4
“Thank You”s & Recognition 8 S

Engaging Stories & Content 4

Benefits / Rewards 9 2
Earn & Redeem Ops 2
Insights & Connection with other members 5 3 2
Account Status & News 10 9 1
Reminders S 4 1
Opportunities to Provide Feedback 3 3 0
Travel Inspiration Tips & Insight 0
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2016 communication opportunities

Project Orange Member Acquisition

|_ Provide PO nonmembers reasons to join & stimulate referral from existing members

Brand Portfolio & Travel Opportunities

Drive discovery & awareness of halo properties/markets & the breadth and variety of MR
experiences

Promotions, Offers & Deals

Broaden awareness of available offers and utilize member data to deliver more relevant
recommendations

Booking/Stay Experience

Provide members with relevant content to enhance their stay and get more from their
membership during their travel




Project Orange
Member
Acquisition

Provide PO nonmembers reasons to join &
stimulate referral from existing members

* Develop automated communications to new
nonmembers with stay activity

« Facilitate & motivate members to act as evangelists

* Be opportunistic to address nonmembers in ongoing
communications

* Develop an ongoing, dedicated communication to
educate & inspire PO prospects on membership
benefits & rewards



Develop automated communications to new nonmembers with
stay activity

* Deploy an enrollment message and/or incentive to

nonmembers that have stayed at least 2 times since ACCESS THE
opt-in EXTRAORDINARY

WITHWTHE RITZ-CARLTON REWARDS

— Leverage Ritz-Carlton version
— Target high-value Project Orange segments
— Provide incentive

ATTEND EXCLUSIVE MEMBER EVENTS

Discover one-of-a-kind engagements, from intimate wine
tours to dinner with sports legends. JOINUS »

EARN POINTS WITH EVERY STAY

Receive points with each stay at participsting Ritz-Caritone
properties or the Mamiotts family of hotels. LEARN MORE »

UNLOCK EVEN RICHER REWARDS

Enjoy complimentary nights, room upgrades and special offers
from our renowned psriners. DISCOVER »




Facilitate & motivate members to act as evangelists

Increase touchpoints regarding Refer-a-friend
initiatives by increasing the number of dedicated
communication & content

Leverage YLM Customer generator to stimulate
referral efforts & identify influencers

Increase engagement by evangelists:
* Highlight point sharing features
* Increased incentives (e.g. additional share with friend bonuses)
* Transparency (e.g. progress tracker and recruitment summaries)

Share member stories on the rewards of
membership

Project Orange focus should spearhead efforts

Jan ‘14 Refer a friend

Aarrott < )
REWARDS .- RIORON

j raey \Waﬂ

REWARDS FOR ALL

Introduce your friends to the community you love with
Marriott Rewards: Refer A Friend. Yell them about the
benefits you have enjoyed along the way, including:

* Marriott Rewards points for every paid stay
« Priority check-in

* Member exclusive offers

+« More than 250 ways to use points

EARN BONUS MARRIOTT REWARDS POINTS ) -

11




Be opportunistic to address nonmembers in ongoing
communications

Pre-arrival

* Dynamic content in Benefits & eNews

« Nonmember specific messaging leveraging potential rewards [EEEIE===
& benefits of membership as “missed opportunities” =
* Booking cycle modules =
* Onboarding

« Address unique nonmember scenarios;i.e. develop specific o
onboarding content for program migration ftﬁi’:ﬁi

Zess Upehurgs

* Position member promotions as enrollment offers/bonuses

* Default opt-in to travel inspiration content; i.e. Destinations

“As a member you
would enjoy these
stay benefits”

12



Develop an ongoing, dedicated communication to educate &
inspire prospects on membership benefits & rewards

Highlight the evolving value of currency
membership provides, such as: Nonmember

1) Quarterly acquisition Solo opn  Welcome
(4.8 M)

2) A nonmember version of eNews:
— Targeted towards PO nonmembers, but not
exclusive
— Define opportunities for minimal investment of
resources

Onboarding
(Nonmember
segment)

NEW:
Ongoing
mailings

13



Brand Portfolio &
Travel
Opportunities

Drive discovery & awareness of the breadth
and variety of MR experiences

» Utilize/leverage halo properties & markets

* Dedicate content to showcasing new brand
experiences

« Enhance existing Lifecycle communications by
highlighting new stay opportunities

14



Persistently showcase new brand experiences across the
portfolio of communications

1. Feature halo properties and markets
Leverage eNews & Hotel Specials modules

3. Integrate with travel inspiration content (i.e. Destinations) to further create
awareness of new stay opportunities & experiences

Ways to introduce new brands & discover existing brands

“Because you stayed here “Members like you “Discover something new”
you may like” enjoyed...” g

* Leverage member brand & * Leverage the community of » Focus on discovery by
experience preferences to member stories to share highlighting the illustrative &
provide similar personal experiences at unique experiences that make

recommendations different brands & properties each brand distinctive

15



Enhance existing Lifecycle communications by highlighting
new stay opportunities

Direct audience to landing pages that feature new hotels & stay opportunities

« Avoid constant updates of triggered communications

» Future state: leverage stay history, Abandoned Search & propensity model logic to
provide location and property recommendations

Renewers, Achievers & Winback/Hello Again
Redemptions

Halo openings pull-through New properties, destinations &
brand landing pages as new
reasons to engage

16



Promotions, Offers
& Deals

Broaden awareness of available offers and
utilize member data to deliver more relevant
recommendations

* Increase focus on 2016 MegaBonus and key
promotional campaigns

* Broaden the pool of quality offers featured in Hotel
Specials

« Facilitate continued support of MEB offers by
increasing relevancy

17



There will be increased focus on key promotions in 2016

MegaBonus: Unlocking the Journey
* Universal base offer: Stay 2 nights, get 1
» Targeted offers: Stay X nights for X points &

* Unlocked bonus targeted offers: Additional nights,
additional bonus points

Midyear promotion
* Entice select members to choose Marriott properties
for their summer vacation

 Promotional details TBD but under consideration:
— Bonus elite night credits
— Temporary elite status upgrade for the summer

Campaigns should align with messaging and theme
of these key promotions

You've Unlocked a New Offer: 2,500 Points

Congratulations|, Alexandria]! You've stayed twice and achieved MegaBonus®
wins #1 and #2. Want more? Go for win #3: Make one more stay* and earn 2,500
bonus points.

3
WIN

u eamed a free nightafter  You unlocked your new Now eam 2,500 bonus points
bonus points offer on your next stay - enjoy!

we
SUMMER VACATION IDEAS

D puguit of the ongs 17 =




Broaden the pool of quality offers featured in Hotel Specials

* CMS migration will increase total pool of offers (April)

e Increase contributors to content
* Global promotions
 MRCC

e More brands

* Improve propensity model for targeting (underway)

19



Facilitate continued support of MEB offers by increasing
relevancy

* Feature radius-targeting MEB
offers on account page

 Position as last minute local
weekend getaways

ooooo

MEB E &«
Offers SO

» Limit availability to members to = 5
highlight as program benefit

Offers

20



Booking/Stay
Experience

Provide members with relevant content to
enhance their stay and get more from their
membership during their travel

* Member marketing content modules within booking
cycle messaging highlighting recommendations &
opportunities

» Identify opportunities to leverage travel tips &
insight content for upcoming trips

* Updates, confirmations, and summaries in
eNews/Benefits account module

21



Member marketing content modules within booking cycle
messaging highlighting recommendations & opportunities

* Elevate & integrate stay benefits into the “Enhance your stay” section
* Destination recommendations, travel tips & insight

* Reinforce awareness of current program news & features

* Personalize with redemption opportunities based on existing points

Abandoned Booking Pre-Arrival

Search Confirmation

* Opportunities & offers * Inspiration & Discovery  Information about your stay
* Things you might need * On property benefits &
* Travel tips features

* Redemption opportunities

22



Identify opportunities to leverage travel tips & insight

content for upcoming trips

Develop a communication triggered against
leisure travel booked well in advance to
facilitate a more fulfilling travel experience

* Direct messaging related to trip

e “Things to do” recommendations & inspiration

» Property features highlight & upsell
» Travel preparation, tips & reminders

Concepts

INTERNATIONAL TRAVEL CHECKLIST

The Most Important Things To Do & Bring Wit

se this to-do list as a guide before you set off on your international /|
Weeks Before You Go

Check Your Passport's Expiratio|
Some countries require you to hold a
passport that will be valid for 6 months

your intended departure date. Check to
ensure your passport won't expire befo
leave your destination.

Get Vaccinated:
Tell your doctor the countries you're pl.

to visit and ask if you need to get any ¢
vaccinations before you go.

Research & Purchase Insurand

Check to see if your existing health insi
= will cover you in the country you're visif
+ it won't, research and buy an'internatio

Research what the weather
may be like whllt_ag/ou're .
traveling. Set aside appropriate

M PLACES WELOVE

Austin: Live Music Capital

Discover what keeps Austin weird and vty its the Ive music capital of the worid
Visit five music venues, unique art museums and eciectc shops

The Broken Spoke »

L4

Q Harry Ransom Center »

pemanent display at the University of Texas

Second Street District »

block stretch of Austin's entertainment district.

Practice your two-step at this authentic Texas honky-
tonk where both locals and legends play live music.

See the Gutenberg Bible and the First Photograph on

Explore the eclecic, locally-owned shops along a three-

health insurance gacka e to protect yo

case you get sick/hurt abroad.

HOW'S THE WEATHER? PREPARE YOUR g
Studies show that health{
habits, exercise, and slo
adapting your sleeping p|
can help prevent jetlag.

MAKE A PACKMGUST:
You're less likely to forget something]
you make a list of everything you ne|
to bring with you.

p Track Of Current Events:

ttention to the news to make sure
travels will be safe. This is

' Fially important when traveling

g political unrest.

‘ eep Your Call \éom bank and creﬁ
it card companies to tel

n‘g/(\:;eldét them wheplr'a and when
4 us.Vaing you'll be traveling.

our Packing Li

Adapter Plug/Voltage Conver|

o
ﬁ A '
Bring appropriate electrical

’mm, converters with you if you wa

your phone, 1a§xop, and other|
devices to work.

MOTHER'S DAY, NEW HOTEL OFFERS & SURF N TURF CLUB

e o

WATERSIDE

A Very Special Mother's Day Lunch

Fabulous 3-course meal with manicure or pedicure - ‘ -
vouchor inluded for Mum!
We're also spoiling her with carnations & o S
chocolate treat! &
Price £29.95pp ~
TermsApply

Overnight Foodie Package

« i-night stay & breakdast
« 3-course dinner in our award-winning restaurant
& a bottle of Prosecco.

Relaxation Spa Overnight Package

« t-night stay & breakdast

« 1 relaxing spa treatment per person

« 2 welcome cocktails per person
Foodie & Overnight Package Prices:
150 for 2 people: March-May

£175 for 2 people: June-August

Terms Apply

D EXED

Ultimate Getaway Package

A



Updates, confirmations & summaries in eNews account module

Reiterate key travel information that reinforces our awareness of members’ travel
* Confirmations & updates for upcoming stays
* Opportunities for upcoming stay (e.g. mobile check in for 1 M points sweeps)
* Summaries of recent stay activity

Weekly Stats
Hi . here are your weekly stats.
— A

~ i

TOTAL DISTANCE
26 1 1 3.73 mites
= . miles
5.57 it

TOTAL CALS BURNED

6 14,623 f»UO}:L,

13,150 seeps

Last week's step winners

8,800 515

i Adam L.
7

3 . Andrea D

] ? Andy M
a

2,261 s

Jess M. &3

WEIGHT CHANGE
g 140.01

0 0 arent leaderboard

XS 140.0n
Last week's badges

AV EP DURATION Ii\" @

Jrery .

- —
b min

ee my badges

Y& AMTRAK
Guest Rewards’

Point Totals
posted as of Movember 20, 2015

38,966..

Select Plus until 022872017
16,120

] 20,000

November Eaming
November 1 -30, 2015
Anntrak Travel 3,200
Pariner L]
Other 4,800
MasterCard 0
MasterCard Point Rebate L1
8,000
TOTAL POINTE THIS MGN TH

DECEMBER eSTATEMENT

Point Activity

maost recent points posied

NP to WAS 11/18/15 556
PROMOTION 11718115 556
WAS to NYP 11718715 i}
BOMNUS 11/19/15 278

MY ACCOUNT

—J [IFIITE

- ——
- AL\ IT REVIEW
Review your oo

recent stay

October 07 to October 08, 2015
The Westin Alexandria

24



Updated 2016
Communications
Architecture

25



J\arriott
REWARDS.

Member Marketing Communications Architecture Vision

Yes Agency Services ~ “Business Confidential®

S

Drive lifetime loyalty through distinctive communications

P ey X
/5 \
k ONBOARD \%_@
® Lifecycle Communications (Communications that address email and program lifecycle)

Commemorative

Birthday

Onboarding

that enhance member’s travel experience

MR Solos

First Stay

)

Elite Status Communications (communications about member status)

Near Thresholds

N

Anniversary Lifetime Stays/Points
Milestones

Friend referral summary

Achievers /| Renewers Taste of Gold

2
Lifetime Achievers

Early Activation

2nd stay Nonmember

Base Communications (ongoins ications based on marketing calendar)

METT Hotel Specials

Elite Off Track

Buy Back

eNews Nonmember Destinations
Account Module
Program content &
experiences

Buzz content

Refer a Friend e Travel Inspiration

e Brand Experiences
Project Orange e Stay Opportunities

®Booking Cycle Communications (commmuications that revolve around booking activites) ® Earnings & Redemptions —— S j
Post-Stay Survey Abandoned Search Booking Confirmation
. : Promotion
Incent Redemption Post Redemption Touchpoints

Advanced booking

g Existing (:) Evolve & Enhance

[

@ over ity opporaniy

@ AutomatedTriggered

26
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*200000000000 0,

Q1 2016 . v Q2 2016 1.1 Q3 2016 1u.s.,

- Q1 2016 Quarterly/Monthly Reviews

- Q2 2016 Quarterly Planning

- Orchestration/Abandoned Search
- PO segment focus

- Halo markets and hotels

- Kick off: Future data requirements

- Project Orange strategy
- 2™ stay Nonmember strategy
- Account Module Phase II (Data)

- Destinations
- eNews Account Module Phase I

- 2016 Learning Agenda update
- Program KPI baseline & tracking
- Destinations Top module test

- Subject line test & roll on campaigns

Yes Lifecycle Marketing Communications Strategies — *Business Confidential*

- Q2 2016 Quarterly/Monthly Reviews
- Q8 2016 Quarterly Planning

- Orchestration launch
- New Positioning planning
- SPG migration planning

- SPG integration strategy

- New Positioning strategy

- Refer a friend PO strategy

- Midyear promo PO and acquisition strategy

- Non-Member acquisition in PO Benefits
- Midyear promo launch
- Account Module for PO Benefits

- Automated Lifecycle subj line test rollout

* Planning will include Orchestration, New positining & SPG migration

- Q3 2016 Quarterly/Monthly Reviews
- Q4 2016 Quarterly Planning

- Orchestration/PO

- Adobe migration

- SPG integration launch
- New Positioning launch

- Year in Review Strategy
- Fall MegaBonus PO and acquisition strategy
- Achievement Framework strategy

- New Template launch

- SPG Integration launch

- MegaBonus optimizations

- Refer a friend PO campaign

- Account Module Phase II (Data)

- Automated Lifecycle subj line test rollout

Marriott Rewards Email Program 2016 Roadmap

Q4 2016 0cc.0e.

- Q4 2016 Quarterly/Monthly Reviews
- Q1 2017 Quarterly Planning
-2017 VOR Update

- Orchestration/PO

- Adobe migration

- SPG migration details

- Achievement Framework launch

- Commemorative Solo strategies

- BuyBack optimization

- Anniversary optimization

- Booking cycle content module planning

- Year in Review (Solo, eNews)

- Optimized Anniversary

- Achievement Framework campagin
- Lifetime Achiever

- Commemorative Solo Phase I

- Automated Lifecycle subj line test rollout



Next Steps

Team review & feedback

Update for internal roadshow

Conduct planning sessions for near term priorities

Finalize roadmap v2

Update Test & Learn agenda

28



Appendix
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Assessment Framework Summary |
2016 MR Key Opportunities

Foundation: Knowledge, Data &Tools

* Define measureable KPIs related to program objectives

» Access to more customer data to improve offer, property & content relevancy
+ Lay groundwork for campaign orchestration

Strategies & Campaigns

 Prioritize areas of focus against top program objectives

* Enhance Base communications

« Enhance Lifecycle triggers to feature stay opportunities

* Increase the value of Booking cycle communications with MR relevant content
* Develop nonmember-specific campaigns and communications

User Experience & Design

» Template optimizations to further align with objectives

* Redesign towards new brand positioning

Stewards of ideal & comprehensive member experience

Integrate with other channels and MR marketing initiatives

Continue to leverage digital technologies to deliver innovative experiences

30



Measure performance by segments

Elite status tiers to define segments

ey T T T

Active 2.80 M 1.08 M 522 K 317K 4713 M
Inactive N/A 6.08 M 557 K 81K 39K 6.76 M
Total 4.82 M 8.88 M 1.64 M 603 K 356 K 16.31 M
AYoY* -28.9 % +12.8% +0.1% +30.7% +11.7% -4.5%
Next steps:

Baseline performance of segments as well as monitor audience counts MoM & YoY
Understand & monitor segment migration

* Notes

- Email capture on/off in 2014 & 2015 decreased YoY nonmembers and increased elite status members
- Asofl0/15

- Active: members who have had a stay in the last 12 months

31



2016 Vision summary

Base Communications Lifecycle, Earning & Redemption
* eNews: Evolve content towards program content - Develop a triggered email to nonmembers with a
& experiences 2nd stay
* Hotel Specials: Increase pool of offers - Enhance Winback & Redemption communications
* Nonmember: Develop standalone, ongoing with stay opportunity content
communication & refer a friend campaigns - Develop automated commemorative Solos
* Destinations: Travel inspiration, stay opportunities
& content Elite Status
* Develop new member communication for MRCC . peyelop a Lifetime achievement recognition
recipients automated communication
Booking Cycle
- Leverage modules in Booking Confirmation & Pre-
arrival
- Develop a Pre-arrival touch for advanced
bookings

32



Marriott Rewards 2016 Loyalty Strateqgy

To drive customer lifetime loyalty while ensuring program security and sustainability

SIMPLICITY

A seamiess & fiex

CUR

RENCY

< 1o tareet
O target

RECOGNITION

Tangible and intangible
benefits that bestow 2
feeling of
APPRECIATION

o A Orner
on the Custome

« Eite Enhancements

EXPLORATION

Diverse & inspinng
EXPERIENCES
that encourage program
engagement and
discovery of new spaces
nearand far

* Rewards Partnership
Strategy

= Proxomity-based
Marketing

CONNECTION

Social connection
through a
COMMUNITY
of members
to share expenences

« Dgital Community
 Social Log-in

SECURITY

Cer
strong

PROTECTION

P

of member accounts a

program mmtegrty

nd

SUSTAINABILITY

A financal

INFRASTRUCTURE
that balances program
and property financals
whie driving revenue

to the company

*  Medic Degsion-
making Framework

» Demand-based
pricng

* Identity-based marketing

FOUNDATION

A robust set of CAPABILITIES that provides the groundwork to buid industry-leading loyalty

= Enroliment & acquisition

» Personaizaton

= Ppiatform modemization




Additional data requirements

Existing metrics help evaluate some campaign objectives & goals
(bookings)
- Standard email KPIs

Additional metrics can provide a more comprehensive understanding of
awareness & engagement

- Future currency usage - Registrations
- Redemption type - Enrollment
- Program feature usage (Fab Four) - Credit Card

- Website engagement (Omniture data) - Social share
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