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TODAY'S AGENDA

Sep ’17 Program Review

o Program Summary & Trends
o Key Storylines

o Testing Summary

o Actionable Insights

o Industry Insights

Available Sep ‘17 Campaign Reviews

o eNews

o Hotel Specials

o Destinations

o Solos

o Lifecycle Namott
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4 ’ PROGRAM SUMMARY

PROGRAM IS 13% BEHIND 5 M ROOM NIGHT

G @AEeptember, program has generated 3.37 M RN, 67% of goal
* 4 Yr. trend indicates program should be at 77% of goal by September to achieve forecast

4yrtrend 3.87 M

80% RMN'I.'S
70% e :
60% UL Actual: 3.37 M
£0% - MNTS
40% S
30% ===
20% =
10% ==
0%
Jan Feb Mar Apr May Jun Jul Aug Sep
—2017 % to Goal - - 4 Yr Avg Monthly % to Goal
Aarrioft
*Based on EIR data .RHIE"\;.V.f.Ii.I.D"S. UQS




PROGRAM SUMMARY

EMAIL ENGAGEMENT REPORT

* 2.4% more members received 1+ emails in Sep compared to Aug
* 45% of members are engaged in MR emails (down 2% MoM due in part to below avg. Solo engagement)

# of MR Members Received 1+ Emails

17,760,426

17,800,000 - 17,329,781

16,134,85
15,689,251

16,200,000 15,757,457

115,678,390

14,600,000 -

13,000,000 -

Apr May Jun Jul Aug Sep

*Report Key:

- Received: # of emails received during time period

- Engaged: Received Opened and Clicked + Received not Opened but Clicked
- Passive: Received Opened but not Clicked

- Unengaged: Received not Opened and not Clicked

100%

80%

60%

40%

20%

0%

% of Email Interaction (MR Mbr)

8% 9%

Apr May

mUnengaged % of Total

7% 10%

Jun Jul

= Passive % of Total

9% 10%

Aug Sep

Engaged % of Total

Marrioft
REWARDS




6 ’ PROGRAM SUMMARY

SEPTEMBER 2017 EMAIL PROGRAM PERFORMANCE

* 7.4% open rate decline driven by low Solo and Lifecycle open rates; eNews remained flat at 23.8%
* MegaBonus announcement in eNews drove financial lifts (+26% MoM and +14% vs. 12MAvg.)

99% 95.0MM 21.6% 20.5MM
Delivery Rate ‘* Delivered Open Rate *‘* Unigue Opens
0.0 pts. +5.7% -1.6 pts. -1.4%
0.16% 2.2% 2.1MM 10.1%
Unsubscribe Rate Click Rate Unique Clicks CTOR
0.0 pts. +0.1 pt. +11.6% +1.2 pts.
Financial
186.4K 426.6K $66.7MM 9.0% 2.0
Bookings | RoomNights [ | Revenue Conversion ] BPK
+13.0% +10.7% +13.8% +0.1 pts. +6.9%
Marrioft
Comparison against 12-month average
Using EIR Financial Data

REWARDS

2000000008008
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PROGRAM SUMMARY

Hotel

Program eNews Specials Dest. Solos Lifecycle

Audience*
- Total - 5 13.4M
£| Delivered T% 8.7%
3
< Unsub Rate
Delivery Rate

Opens

Click Rate

Engagement

Unique Clicks -
11.6%

Click to Open 10.1%
1.2 pts

Rate
) 186.4K | 747K
Bookings '
13.0% 79.7
RoomNights 426.6 K [ 171.1 K| 25.4K
10.7% 7

Financial
z
-
m
=
(=
m
R
- o
W
8 N
o2 z
R

Bookings per
Delivered(K)

- Calculated using Mailable Openers* from Active, Inactive, and Non Member Counts
- Total Mailable minus anyone who has not clicked/opened an email in past 15 months

METT

- Using EIR Financial Data
- Month compared to 12-mo rolling avg.

Executive Dashboard

MegaBonus announcement
increased email engagement in
eNews, impacting overall program
KPI's

Welcome and Onboarding series
drove Lifecycle open rate declines
. Welcome: tested SL in Sep

. Onboarding: need deep dive
to pinpoint issues

Marrioft
REWARDS

Yes



8 ' PROGRAM SUMMARY

KEY STORYLINES

1. Continue to see positive lifts with new email template

2. Positive impact of promotional content in eNews, but different
outcome in Hotel Specials

3.  Campaign optimization drives increases & learnings for future efforts
4. Highlighted Solo’s: NFL Kick-off and Drive Bookings

M\arrioft
REWARDS




9 ’ KEY STORYLINE: TEMPLATE 2.0

CONSISTENT INCREASES IN EMAIL ENGAGEMENT AFTER MOVING
TO NEW TEMPLATE

22.8%

Open Rate

+0.1 pts. ——

__ +0.3% +13.6%

Aarrioft
*June 28-Sep 17 campaigns compared to 12-Month Avg. (June ‘16 — May ‘17) REWARDS




10 ’ KEY STORYLINE: TEMPLATE 2.0

LIFECYCLE EMAILS ARE CONSISTENTLY SHOWING AN INCREASED
CTOR SINCE NEW TEMPLATE CHANGE

eNews Hotel Lifecycle

-0.1 pt. +8.9 pts.
+7.2% -1.2% +50.6%
) , ) , Aarriott
*June 28-Sep’17 campaigns compared to 12-Month Avg. (June ‘16 — May '17) REWARDS ll%
...............




11 & KEY STORYLINE: ENEWS

SEPT 17 ENEWS

Engagement

SL = Your Account: New MegaBonus Has Arrived

23.8% 4.7%
Open Rate . ] Click Rate
0.0 pts. +1.4 pts.
19.7%
CTO Rate
+6.0 pts.
Financial
171.1K $27MM
Room Nights | | Revenue
+75.9% +81.1%
10.1% 4.8
Conversion | BPK
+1.2 pts. +62.4%

*Compared to 12-month average

HEADER
5% clks, 5% bks

Si1AT 1YWILE.
GET A FREE NIGHT
UNLOCK MORE.

.b»

” |
TOP OFFER a
76% clks, 83% bks

TOP OFFER 2
3% clks, 1% bks

MEMBER MODULE
9% clks, 6% bks

SEARCH
2% clks, 2% bks

TRAVEL, TRANSFORMED

Exclusive travel deals.
ekt v Vo b

Eam up to 1,000 points.

REWARDS
3% clks, 1% bks

i -

(&) CLICK TO PLAY VIDEO

WE'RE ON MESSENGER,
MITCHELL.

MESSENGER FEAT.
0% clks, 0% bks

PLAN YOUR NEXT TRIP TO THE
MILE HIGH CITY

™ ™
Palace Hotel  Carlton®, Denver nver
and Spa. Downtown City
Autograph Bock Now Center Hotel
ollection*®

DEST. CONTENT
1% clks, 0% bks

Q
NOW OPEN

MOXY NYC
Times Square
Sosk i epic kyine views and 8

HOTEL OPENING

1% clks, 0% bks

SAVE 20% WITH eBREAKS*

More brands. More
countries.
n

FIND YOUR NEXT
WEEKEND ADVENTURE.

EBREAKS
0% clks, 0% bks

T 5 AN N

MegaBonus announced in eNews

in place of Solo

* 83% of bkgs from Top Offer

* Generated more revenue than
past MegaBonus Solo’s (section
& campaign)

* Pulled engagement from other
sections

Subiject line test leveraging

excitement and mystery drove an

8% higher open rate:

* Your Account: New MegaBonus
Has Arrived (37.2%)

* Your Account: Earn a Free Night
(34.6%)

* Your Account: New MegaBonus!
Earn a Free Night (34.5%)

Future consideration/test: eNews
vs. Solo announcement

* Which one drives more
registrations and revenue?

Marrioft
REWARDS

Yes



12

KEY STORYLINE: HOTEL SPECIALS

SEPT 17 HOTEL

Engagement

SL = Erica’s October Travel Deals

18.5% 1.4%
Open Rate . ] Click Rate
0.0 pts. 0.0 pts.

7.7%

CTO Rate

0.0 pts.

Financial

25.4K $3.9MM
Room Nights | | Revenue
-11.8% -11.6%
7.8% 1.1
Conversion BPK
-0.7 pts. 7.7%

*Compared to 12-month average

HEADER
18% clks, 22% bks

Al

GET OUT THERE,
MITCHELL.

FIELD OFFER
G 59% clks, 52% bks

® MEMBER MODULE
M 12% clks, 16% bks

MRCC
1% clks, 0% bks

Q

COLLECT EPIC MOMENTS.

s
== »

TakeaCountry  Dine and leam
wise with Chef izard

MOMENTS

3% clks, 1% bks

See all experiences )

MIDDLE OFFER

2% clks, 5% bks

& DOOK NOW. Reep £a

§ ! Earn even more for your stays
1 rougn January 15, 2018
'

Book Today ~ MegaBonus

DISCOVER MORE PLACES.

W DEST.NAV BAR |
1% clks,1% bks

WE PICKED THESE JUST FOR YOU.

NSEEKERS SAVE 20%.

CURATED
OFFERS
vt 3%k 21% bks

)
Up to 20% off in NYC 2,500 Points in NOLA

Book NYC Book New Orleans
Qo
SAVE 20% WITH eBREAKS®.

EBREAKS
1% clks, 1% bks

Open rates are up 8% MoM and
2% YoY, but previous declines led
to test plans for upcoming months

2d time testing Friday deployment

to lift CTOR:

* Up 4% MoM

« Continue to monitor performance
(last test in Oct)

34% more clicks on Field Offer
section; 1 in 3 clicks on See All
CTA

Only 2% of the clicks to the
MegaBonus offer; lowest seen for
MegaBonus in that section

Curated Offers section: '20% off
NYC’ offer had the highest click
engagement (24%) and conversion
(5.6%) for section

Marrioft
REWARDS

2000000008008

Yes
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KEY STORYLINE: HOTEL SPECIALS

ENGAGEMENT OBSERVATION

Most clicked content:

MegaBonus (Middle Offer)
Destinations Nav Bar

eBreaks (last module)

Country Cruise (Moments)
MRCC

Thanksgiving Parade (Moments)

4.2K
2.4K
2.0K
1.9K
1.4K
1.4K

19K
61 BKS

Use Points

707 i
19 BKS

See all experiences >

Use Points

42K

534 BKS |

Q
IT'S MEGABONUS TIME.

Book Today

oy, I > 2
3 b/ Book Now. Keep Earning.

' Eam even more for your stays
through January 15, 2018

MegaBonus

DISCOVER MORE PLACEY

Caribbean > | Los Angeles »

24K
96 BKS

X
WE PICKED THESE JUST FOR YOU.

SUNSEEKERS SAVE 20%.

Head to Florida this fall and save w your hotel
in advance

Save 20%

11K
49 BKS

>

= -

Up to 20% off in NYC 2,500 Points in NOLA

Book NYC Book New Orleans

0 20K

SAVE 20% WITH eBREAKS 101 BKS

FIND YOUR NEXT
WEEKEND ADVENTURE.

Discover last-min oss North

Save 20%

Marrioft
REWARDS

2000000008008
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KEY STORYLINE: DESTINATIONS

SEPT ‘17 DESTINATIONS [

22.0% 1.4%
Open Rate . ] Click Rate
-0.3 pts. T +0.1 pts.
6.3%
CTO Rate
+0.6 pts.
Financial
22.3K $3.5MM
Room Nights ] Revenue
-11.0% -8.5%
5.2% 0.7
Conversion | BPK
-1.6 pts. -16.6%

Engagement

SL = Top 6 Hotel Rooftops

PRI

TOP 6 HOTEL ROOFTOPS

Checken...then check out these jaw-dropping views.

TOP OFFER

75% clks, 66% bks

Experience New York's largest The city is at your feet from this
rooftop bar scene rooftop terrace.

See NYC See Rome.

Take in a baseball game from 22 Warm up at the firepit and enjoy
stories high. views of the river.

See San Diego See Savannah

*Compared to 12-month average

Q
GET READY FOR YOUR TRIP, MITCHELL:

WHAT TO DO, SEE & EAT

Explore Chicago

UPCOMING TRIP
1% clks, 2% bks

MIDDLE OFFER
1% clks, 0% bks

YOU'LL FALL FOR THESE TRIPS.

TS

Stay close to Easy weekend Long-distance
home and save. escapes. romance.

Stoycotion Ty 9 Best Small Town: Love in Porie

TRIP PLANNER

11% clks, 7% bks

Fascination style subject line drove
an open rate lift of 5% YoY and 1%
MoM, but down 1% vs. 12-month
avg.

Email generated 21% more clicks
than 12-month avg.

*  75% of email clicks to Top Offer

 Recommend theme for future
campaigns — perfect content for
carousel test

Top offer engagement:

* NYC - 27% of section clicks
* Las Vegas - 22% ...

* Savannah-17% ...

Trip Planner section: 2" highest
click volume & % of clicks since
Destinations launch

* 59% clicked weekend getaway

» Higher engagement with themed
content vs. locations — test this

Marrioft u&s

REWARDS

2000000008008



15 B KEY STORYLINE: SOLO

START OFF FOOTBALL
SEAS LI

Email drove below program
average performance on primary
email KPI's

NFL KICK-OFF SOLO

) Subject line similar to Aug NFL
Email Engagement . = | Moments, but missing
Basic SL = Football Fans: Get in the Game with These Members-Only Experiences ooy omar . e personallzatlon (nOt In pre-header)
Elite SL = Today Only! Save Up to 50% During Our Football Flash Sale FOAVEOPTO 0% & YOU COULD WAKE UP AT . Aug SL: [FNAME], Take a Look
s ELT O

at These Members-Only
Moments (23% open rate)

18% | | 4.1%

y ?ofen Sate Sgilo R;"te Open and CTO rate declines
1 ::/g rogram e \f,g rogram mostly from Basic-Low Point
audience; consider sending to
previous NFL engagers and/or
shop earners
) EIR EIR Blk/ .
Moments Solos Delivered Bookings Revenue Open% CTO% | Conv% Del (K) Other Recommendations:
NFL Moments Solos 517y 13.4M 79K $2.7M 18.0% 4.1% 8.0% 0.6 ¢ Leverage personalization
Basic - Low Point 9.4 M 911 $3058K 157% 25% 24% 0.l o Subject line or pre-header
Basic - Mid Point 1.9 M 944  $2943K 202% 49% 51% 05 (name, your)
Basic - High Point  641.3 K 553 $1596 K 24.9% 6.0% 57% 0.9 o Ema” body (pts_’ name)
Elite - Low Point  248.4 K 161 $406K 232% 40% 70% 06
Elite - Mid Point  3740K  1.0K  $2974K 241% 77% 138% 26
Elite - High Point  821.5K 44K  $1.6M 287% 100% 185% 53 Marrioft

REWARDS

2000000008008

Yes
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KEY STORYLINE: SOLO

DRIVE BOOKINGS SOLO :
GENERATED $4.8MM
AND 12.6K BOOKINGS

Engagement

SL = Save up to 35% on resort vacations.

6.9%

CTO Rate

17.4%

Open Rate

-4.2 pts. vs. Program
avg.

-3.2 pts. vs. Program avg.

10.0%

Conversion

+1.0 pts. \llqsalgerogram avg.

IT'S MEGABONUS® TIME

M Book Now. Keep Eaming

Eam even more for your stays
through January 15, 2018,

2] ﬂ Book Today ~ MegaBonus®

Tt Deals

CHOOSE YOUR
NEXT ADVENTURE.
2 e &

SAVE 20% WITH eBREAKS®.

FIND YOUR NEXT
WEE

erica

Dreaming of @
8 Tropical Vacation?

Save up to 35% on over 40 resorts.
for steys now through December 7,
2017,

Book Now

Solo drove $4.8MM in incremental
revenue featuring Travel Deals,
Marriott Vacation Club, and
MegaBonus content

Open rate decreased 28% MoM;

personalization tactics moved to pre-

header (“Your’ and First Name):

» Sep SL: Save up to 35% on resort
vacations.

* Aug SL: We've found your next
vacation, [FNAME].

CTOR decreased 26% MoM, but the
conversion rate increased 19% MoM

Consider lifting CTOR in future
campaigns with...

« Personalized destinations content
(CEI module from eNews)

« An exclusive member offer

Marrioft
REWARDS

2000000008008

Yes



SEPTEMBER TESTING &
OPTIMIZATION SUMMARY

DESTINATIONS « ENEWS

HOTEL SPECIALS  DRIVE BOOKING
SOLO



18 B TESTING & OPTIMIZATION SUMMARY: DESTINATIONS

SECTION CLICK DECLINES FROM FIRST
DESTINATIONS UPCOMING TRIP TEST - CONTINUE
TESTING

Control Test

-50%
% of Clicks
Q Q

GET READY FOR YOUR TRIP, MEGHAN: GET READY FOR YOUR TRIP, MEGHAN:

YOUR UPCOMING TRIP TO LOS
ANGELES

WHAT TO DO, SEE & EAT

S——— . Explore Los Angeles
Local Tips

Hypothesis: a more direct
message about getting to know the
location you're traveling to will
increase clicks

Methodology: target top 5
destinations out of 17 with test

message,; list split 50/50

Test #1 results:

. Test group % of module
clicks down 50% vs. control

. Consistent declines across
all 5 locations

Declines stem from higher
engagement with Rooftop Top
Offer (75% of campaigns clicks)

Recommendations:
. Include location in headline
. More direct language
“Plan Your Trip to Los Angeles”

Yes

Marrioft
REWARDS




19 & TESTING & OPTIMIZATION SUMMARY: HOTEL SPECIALS

120% HIGHER SECTION CTOR WITH EBREAK S | & e e et 2 e
LIFESTYLE MODULE IN HOTEL SPECIALS vs. map

Hypothesis: Lifestyle image version is
more on brand, engaging, bigger and

+120% LIfeSter Image Map Image will drive more engagement
CTOR Q Q
SHVE 200 WITH ARREAKSS: SAVE 20% WITH eBREAKS®. Lifestyle version generated a higher

CTOR at the campaign & link level all

FIND YOUR NEXT y Find your next weekend 3 months. .
WEEKEND ADVENTURE. VS. F-[ Q@ adventure. + 1.5% higher campaign-level CTOR*

Discover last-minute deals across North America. l\‘ ﬁ JL’ 1‘5 Fhi:c:\a/jlast_mmme deals across R 120% h|gher CTOR*

Save 20% . ‘C w
' 0 Save 20%
Future test recommendations:

. Test a different on-brand
lifestyle image (keep fresh)
. Test different image in article
Sep’17. Hotel Specials | . EIR EIR style layout
Delivered Open%
eBreaks Test Bookings | Revenue
Map Image 5.1 M 58K $I9M 186% 7.7% 7.9% .1 *Statistically significant
Lifestyle Image 5.1 M 56 K $I.8M 18.6% | 7.8% I 7.5% .1 Aarrioft

REWARDS UQS
2000000008008




20 B TEST & OPTIMIZATION SUMMARY: HOTEL SPECIALS

61 3% LIFT WITH HOTEL SPECIALS SMARTMATRIX TEST

OPTIMIZED IMAGES - CTOR TOP 4 PERFORMING IMAGES

GET QUT THEREL, ’ New York > ‘ Caribbean >
s (B o
I 1T ® > @

Q Q> QS O xC & e &P > @ > >
\Q.\o . 600% Q O(\éo ‘(.\\0‘2}% o(,\\s@ «0&0(\ N K\'b(\b QQQ} Qo"o\’o eré\ VL\\'fé\ 0Q\\fb OQ}\Q
O
Nalca M © oev &
Y

OPTIMIZED vs CONTROL LIFT

CONTROL IMAGES - CTOR

COLECT EPic MOMENTS. Control _ 61.29% Lift
anm

TokeaCounuy ChatDinnerar Qs Frime

S i, Optimized ~ 0.11%

Use Poiras Use Points Use Poines

T Segment Opens Clicks  CTOR LIFT SSK-I;'A\‘T;ISCT A?\IACLE
o = ook Now, Ke-ep Eommg
“* I Control 273,477 192  0.07%
& Q (s} & > o Q o o Q > »
. & F & O & ¥ ° @6‘ P E NS & é\\“q Optimized 1,810,367 2,050 0.11% 61.29% 99.9%
N S O F & S S
GO <~ ¥ £
DISCOVER MORE PLACES. <~ & Aarrioft | 11D¢
= Y

REWARDDS |




TEST & OPTIMIZATION SUMMARY: ENEWS

21.3% CTOR LIFT WITH ENEWS SMARTMATRIX TEST

OPTIMIZED IMAGES - CTOR

) 2 & NS \Q;o <0 (\’b\ (’\\-rb \’06 \'b&"
> & > Y N\ N
© o{\\ «00 ] ox\'b YS\Q,Q’ Qo" é@q@ v,gb P P
\/0

CONTROL IMAGES - CTOR

O & & & & & & & & & O
T &S E S D
@0 ?,(\ o) <O O‘<\ \,0 Dol 2)

\/09

TOP 4 PERFORMING IMAGES

‘ New York > ‘ London >

OPTIMIZED vs CONTROL LIFT

Optimized 0.06%

) STATISTICAL
Segment Opens Clicks CTOR LIFT SIGNIFICANCE
Control 238,348 112 0.05%
Optimized 1,584,270 903 0.06% 21.30% 98%

Marrioft | 11D¢

REWARDDS |




22 ’ TEST & OPTIMIZATION SUMMARY: SOLO

31% LIFT WITH DRIVE BOOKINGS SOLO SMARTMATRIX TEST

OPTIMIZED IMAGES - CTOR

CONTROL IMAGES - CTOR

New York Caribbean Orlando Boston DC Los

TOP 4 PERFORMING IMAGES

Angeles

OPTIMIZED vs CONTROL LIFT

New York Caribbean Orlando Boston DC Los
Angeles

Control  0.39% 31.0% Lift
. STATISTICAL
Segment  Opens Clicks CTOR LIFT SIGNIFICANCE
Control 56,164 219 0.39%
Optimized 443,823 2,267 0.51%  31.0% 99.9%
Aarrioft
REWARDS u%
------- @088ssss
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24 ' ACTIONABLE INSIGHTS

ENGAGEMENT AND BOOKING RECOMMENDATIONS

- Consider using eNews to announce MegaBonus in
future to drive engagement & bookings

o  Fall ‘17 eNews Announcement 13MM Del $22MM
Rev
o Summer ‘17 Announcement 12MM Del $18MM Rev
o Spring ‘17 Announcement 9MM Del $20MM Rev Th q
. Fall 16 Preview 8MM Del  $7MM Rev - eme
o Summer 16 Announcement 10MM Del $16MM Rev T e i Location
— . . Q
« Leverage themed content in final Destinations WHERE TO BOOK NOW.
m Od u Ie Stay close to Easy weeker;d
o  Test adding things-to-do copy to headline of locations version Romaandsave. ‘acapes. \‘T#’
. . . . Y Montreal Seattle Salt Lake City
+ Use personalization tactics to increase relevancy _ [ fe——————
and engagement
o Inredemption messages, remind member of current point balance when
there is no member module
o Remind near-level member that next stay or redemption count towards Marriott
reaching Elite REWARDS UQS
+200000000888s5




INDUSTRY INSIGHTS



Hilton]

26 B INDUSTRY INSIGHTS

EXPERIENCES

spg.moments

take the adventure trip of a
lifetime to Zanzibar

Spg.moments

you know you have
Hilton Honors Points saved ups
Let us show you all the ways you can use
them!

view auction

You're up

GET IN THE GAME
THIS POSTSEASON™

jam with Blues Traveler v
frontman John Popper ", o

learn more

o Barcelona culture through
ncluding 3 tour of the Palay

McLaren-Honda VIP
Experience in Abu Dhabi

view auction
ortu

Top feature shows
members enjoying
experience

sl great Paul O'Nell
see Lady Antebellum live in

use your points formeet & greets, = ¢ concert in Nashville
concert ticket§ & more.

" ¢ »
_, bl

learn more

view auction

indulge your taste buds
at Conrad Algarve

il 3
O irhppingapeaes, andinbre Electric Daisy Carnival VIP
experience in Orlando

Top of the class.

view auction

agging

ayman Cookout
‘Grand
discover see Lady Antebellum live in

BID NOW
concert in Europe

WILD DIVISION
CARD SERIES’

-
MLE"
World Seri

VIEW ALL MLB* MOMENTS >

+ Eat and drink yous
NYC Wine and Fo

VIEW ALL

N,

view auction

VIEW MORE AUCTIONS

LEABUE
CHAMPIONSHIP
SERIES'

learn more

VIEW MORE AUCTIONS




27 & INDUSTRY INSIGHTS

HILTON PROMOTIONS & POINT OFFERS

ation reminder multivariate testing

' =
with

stay twice as

i’ double points

stay twice as
Be in the heart of it all and feel twice as

A
-double points
. 4 inspired on every stay through December 31

Be'in the heart of it all and fegl twice as
inspired on every stay through December-31.

register in 1-click

Incent redemption featured in foot

» Leverages icons
* Presence in promo solos romances

point accumulation
* Thematic use in point offer solos

e

Here ar : 2 ¢ reat ways to use your 5,000 Points

Hilton
Here are 2 great ways to use your 5,000 Points

stay twice as with

double points == 20
P — =
Combine your Points with

on every stay through December 31,
Book a stay with any

combination of Points and up to 10 family or friends

money starting at 5,000. with Points Pooling.

Book a stay with any Combine your Points with
combination of Points and up to 10 family or friends
‘money starting at 5,000. ‘with Points Pooling.

Introducing even more ways to use your Points.

-
Introducing even more ways to use your Points.
== B il

=
= Book with any amount Pool Points with Bid on exclusive
Bookwithany amount Pool Points with Bid on exclusive oPelots oner ¢ iy ard frisen. b aciczas
family and friends. experiences.

of Points & Money.

m [ 1
account login 4 s
Introducing even more ways to use your Points.

e BT
Introducing even more ways to use your Points. m
— %)x

Bid on exclusive

EL il
—= Book with any amount Pool Points with
ks of Points & Money.  family and friends. experiences.

stay twice as with
) stay twice as with

-double points:: ¢
'Z| double points

Be in the heart of it all and fegl twice as

inspired on every stay through December-31.
Pool Points with

You're signed up to earn Double Points on everyf
family and friends.

stay through December 31 Start earning today] (e,

of Points & Mony.

Here are 3 great ways to use your Triple Points

== @ SEL

Redeem Points for  Use your Points to Pool Points with
reward stays with shop at up to 10 family
Points & Money Amazon.com or friends

Redeem Pointsfor  Use yeuir Pointsto  Pool Points with
reward stays with up to 10 family
Points & Money or friends

Introducing even more ways to use your Points.
Introducing even more ways to use your Points.

&l
s & i Y

Pool Points with Bid on exclusive
family and friends. experiences,

Amaxen com

Book with any amount
ot Pt & Money. tarmty o rands experiences.
Book with any amount

of Points & Money.

copy/colo

eative, headline copy, &




28 B INDUSTRY INSIGHTS

A new season of
inspiration

i A Pt el e i New season, new
= B adventures

uptoa $200 1
i o

CARLSON

I acan J——

HYATT REGENCY SAIPAN

@)
Hilton

- lifke ~\ Discover the District z ' s

v s
EXPERIENCE THE T et Lo
CHANGING LEAVES

L

Excerience La
bist

Fall Special

AND AL AT GHCF, SUMMER TURNS WTO FALL.

Superior rooms starting at $119. niquesy bl re
with parking & two drinks G G o i anly s Vs 0 v e o
Cotene v S o ey
BOOK NOW
SHECAL OFFERS

LI CAPE & TERRACE - == RADISSON HOTEL
10 s for 3 wvering wih t fookres em o i DENVER CENTRAL

5 is calling

DR Save Now>

1 Macna —— [

COOL WEATHER, HOT SAVINGS

As the weather begins to change, Country Inns & Sultes By ot " § SPGeresort
Carison™ imvites you to seve 15% this fall on your stay of two COUNTRYLINNS e on 9 LearnMore>
or more nights through October 31, 2017, UTES MARGUETTE shoop

a1 1o Do ysting
BOOK NOW

fcus. Explore>

Eoccsin haipn
ks s ambarty pettarsis
e Carme s tesod 89

RELAX AT THE SPA MOUNTAIN ACTITIES

xard Family endy vacatiors
el i

Canada turns 150

s QYSALE e s s B

Ao 3 HUES Ob Ban Ferass
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PARTNER SUPPORT

Spg.imr\m-‘n

Pre
Guest

Ted

Your stay
Your call.

SELECT THE WAY YOU SAVE
WITH AAAICAA
From Hawaii to New York City and more,
the options are endless across
our more than 1,300 hotels worldwide.

Save up to 15% off
our best available rates, daily breakfast for two,
resort credits and more.

SAVE NOW

UOU BTG AESART Wk i, sl

[Hilton]

check out our partner offers

share your opinion and earn
1,250 Bonus Points

reward yourself with 500
Bonus Points

earn points with one of our
many partners

FROM USD
join the weekenders,
book direct at Hilton.com

PERROOM PERNIGHT *

drive away with

when you rent a car with
Alamo, Enterprise, or

Hilton
HONORS

on points ‘

earn 500 per rental plus
500 points a day on a car rental

_——

Alamo] Bhterprise] XNational

Get a $20 statement credit for
spending $50 or more in a
single purchase at Whole
Foods Market® with your Hyatt
Credit Card.

Register your Hyatt Credit Card and make a $50+
purchase by September 25, 2017. One per person. See
Terms below.

REGISTER NOW

B |
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WEEKLY/ WEEKEND DEALS

You're one click
away from a
Weekend
Getaway

Get away this weekend. Check in on September 21,
22 or 23 to enjoy this week's deals.

LET'S GO

account login

weekend

- — v
el =~ -
. e~ 4..

join the family weekenders
with breakfast,
premium wifi and late checkout’

book the lowest price at Hilton.com

VIEW DFFERS

,_ix
Follow™. "
YOUR TEAM 3,

MAKE IT A 3-DAY WEEKE|
AND SAVE 50% ON SUNI!E

IMREADY
|

REACH GREAT HEIGHTS WITH EMPIRE
STATE BUILDING TICKETS

START EARNING 2X HILTON HONORS
POINTS DURING YOUR NEXT STAY

)
NEXT STEP

SAVOR SACRAMENTO WITH $25
T0 RO CITY CAFE

EXTEND YOUR WEEKEND FOR LESS:
SAVE 50% ON SUNDAY NIGHT

'“.'u" P

[USW”
limited time offer
- (R award N'élfd’ [Hilton]

learn more

=

T Apply. Offer ends 10/4/207.

spg-hot escapes
nav

SPG" MEMBERS | NON-MEMBERS
UPTO 20% UPTO 15%

Saveon stays over the next 6 weeks in New York,
Georga, Califormia and more exciting destingbions

W New York - Times Square

WEBSITE GOES LIVE EVERY WEDNESDAY AT 6:00 PM
HONG KONG /10:00 AM GREENWICH MEAN TIME / 6:00
AM EASTERN TIME

spg.hot escapes

Escape with weekly savings
BOOK BY SATURDAY

£ LIKE US ON FACEBOOK FOR THE FIRST LOOK AT OUR LATEST DEALS
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MEMBER RATES

pay less as a Hilton Honors

member when you book through

Spg. Trouble viewing this mail? View it n you browser
Starwood To ensure you receive future e-mails, please add gccustservice@starwoodhotels.com to
el Ve akies nis . o | the app or at Hilton.com.

Join today -
easy & free.

COMPLETE BOOKING

AiRayyan Hotel Doha, Curie Calisetion by Hilton

. .3
It looks like you left without completing your booking. Here’s a great Diwlomat Resort & Spa Holyweod, Curio Collection by Hilten, Flor

.
reason to come back and book: Lock in our lowest rates with SPG et in the kmw.
Member Exclusive Rates — the best available rate at SPG hotels and P'llS, Gﬂl°¥ other instant benefits on every stay na'gl i show allthe the
resorts. Book right here on our site, and, as an SPG member, you’ll Hilton H ety yeu. S
also get free Wi-Fi and earn Starpoints® for your stay. b

Learn about our
SPG MEMBER EXCLUSIVE RATES »

Hilton Honors members get instant All Carlson mailings have featured
e i Shoose Polms toviry benefits when booking at Hilton.com member rates in footer since Apr ‘17

Wi-Fi* Check-in** Your Room*** Free Nights
N o)
$ Y| =]

freewi-f™ digital check-in™*

Marrioft
REWARDS
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A true SPG

NEW LOCATIONS & RENOVATIONS i Ll

more hotels to give you a better SPG® stay.

LEARN MORE »

New properties, nfos cagos sEsor vIELAS & s
renovations, &
upcoming openings

B

)
Hilton

Hilton Stamford Hotel & Executive Meeting Center

L% - .
3 = . WNT

e Exciting Launches o §
ERRLL e've taunched the Four Points by Sheraton
IS  Cuenca; The Westin Cozumel, The Westin

Los Cabos Resort Vilas & Spa;
and The Aloft Montevideo

LEARN MORE »

( |
/| CHECK OUT THE
! | NEW FLAVOR OF

257 Offie N

-

Come back, enjoy our
renovations & save

BOOK & SAVE

BOOK RED CAMPINAS >>

oo s o o TS
DISCOVER THE SPIRIT OF CAMPINA
locale draws

g 1y
EAT & DRINK

Big Renovations «
We've renovated the Sheraton Santo
Domingo Hotel and The Westin Grand

Cayman Seven Mie Beach Resort & Spa
to make your stay even more enjoyable.

LIVELY NIGHTLIFE

Previously booked location

renovations and % discount

HOTEL AMENITIES

Opening Soon «
ART & GALLER'ES Coming soon: Solaz, a Luxury Collection Resort, Los.

Cabos, Aloft Celaya and Four Points by Sheraton
Puebla; more options for your stay in Mexico.
LEARN MORE »

e QYFAYE o KR
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35 B SEPTEMBER 2017 EMAIL PROGRAM REVIEW: KPI TRENDS

CONV% UP 19% MOM AND 2% YOY Open% was the lowest

since Apr’13

24%

Open%

23%

LY Open% CTO% was the highest since
" Sep’16

20%

22%

Oct-16 Nov-16 Dec-16 Jan-17 Feb-17 Mar-17 Apr-17 May-17 Jun-17 Jul-17 Aug-17 Sep-17

—Open% - - LY Open%
13%

o Conv% was up 19% MoM,
LY CTO% T 2% YoY, and 2% above the
: S cTow ‘ 12-month avg

10%
9%
8%
7%
6%
5%
4%

Oct-16 Nov-16 Dec-16 Jan-17 Feb-17 Mar-17 Apr-17 May-17 Jun-17 Jul-17 Aug-17 Sep-17

—CTO% == LY CTO%
12%

1% LY Conv%

10%

AN T N~

7% an_nv%
” Aarrioft

Oct-16  Nov-16  Dec-l6  Jan-17  Feb-17  Mar-I7  Apr-I7  May-17  Junl7  Ju-l7  Augl7  Sep-17 REWARDS
+200000000888s5

Yes

——Conv% LY Conv%
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SEPTEMBER 2017 EMAIL PROGRAM REVIEW: TEMPLATE 2.0 EXECUTIVE DASHBOARD

Program

Engagement

Open Rate

22.8%
0.1 pts

Click to Open
Rate

9.9% 15.9% 8.0%
1.2 pts 1.5 pts -0.1 pts

Financial

7.9% 8.7% 8.0%
Conversion Rate
-1.4 pts -1.2 pts -0.7 pts
1.8

Bookings per
Delivered(K)

-3.3%

eNews

25.0%
2.0 pts

Hotel

Specials

18.0%
-0.9 pts

Dest.

21.6%
-0.8 pts
6.0%
0.4 pts
5.4%
-1.9 pts

34 1.1 0.7
2.7% -13.7% -23.2%

Reg.

Con. Solos

55.1% 32.5%
7.7%
-1.0 pts

24.9%
-0.4 pts

10.6
-15.2%

Lifecycle

26.4%
8.9 pts

4.8%
-2.4 pts

-11.6%

MRCC

21.5%
-0.4 pts

2.3%
-0.5 pts

7.6%
-2.1 pts

-35.9%

Note: Using EIR Financial Data

. Template 2.0
Campaign . Template 2.0 Data
Switch Date

MB Registration Confirmation 06/28/17 T/17 - 9130017
Abandoned Search 06/28/17 6/28/17 - 9/30/17
Achiever 06/28/17 6/28/17 - 9/30/17
Renwer 06/28/17 6/28/17 - 9/30/17
Lifetime Achiever 06/28/17 6/28/17 - 9/30/17
Welcome Points Series 06/28/17 7717 - 9130017
Welcome Miles Series 06/28/17 717 - 9130117
Welcome Existing 06/28/17 71T - 9130117
Welcome Double Opt-in 06/28/17 7717 - 9130017
Welcome Flipper 06/28/17 TN/17 - 9130017
Welcome Non-Member 06/28/17 71T - 9130117
eNews 07/06/17 Jul'l7 - Sep'17
Destinations 07/14/17 Jul'17 - Sep'17
MRCC Dom/Can 07/18/17 Jul'l7 - Sep '17
Hotel Specials 07/25/17 Jul'17 - Sep'17
Post Redemption 08/16/17 8/16/17-9/30/17
Near Level 08/16/17 8/16/17-9/30/17
MRCC Qtr Newsletter 08/17/17 Aug'l7

MRCC Anniversary 09/29/17 Sep'I7

MRCC Free Night Certificate 09/29/17 Sep'l7

*KPI's based off A between 12-month avg
(Jun ‘“16-May ‘17) vs various template 2.0

time tables

REWARDS

2000000008008

Marrioft

Yes



ADDITIONAL SEPTEMBER 2017
CAMPAIGN REVIEWS
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SEP 17 ENEWS EMAIL KPI TRENDS

35%

30%
LY Open% Open%
25% \\/"‘ ~___._. =T ===
0 "‘-\ - \\ ”
15% - ,\\ - . _LY-ETO% ~-
10% \_//;;; E
59 LY Conv% Conv%
0% T T T T

Oct-16 Nov-16 Dec-16 Jan-17 Feb-17 Mar-17 Apr-17 May-17 Jun-17 Jul-17 Aug-17 Sep-17

—Open%

CTO%

Conv% -- LY Open% --LYCTO% LY Conv%

BPK was the highest since Sep
“16

Open% was slightly above 12-

month avg; a subject line test

was conducted with a statistically

significant winner:

* Your Account: New MegaBonus
Has Arrived (37.2%)

* Your Account: Earn a Free Night
(34.6%)

* Your Account: New MegaBonus!
Earn a Free Night (34.5%)

CTO% was the highest since Sep
'16

Conv% was 13% above the 12-
month avg and up 23% MoM

A\arrioft
REWARDS

2000000008008

Yes
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SEPTEMBER 17 ENEWS SECTIONS

September eNews announced Fall MegaBonus and generated 211K more clicks than the 12-month avg & the
4t highest click volume since May ‘13
 Top Offer section generated the 2" highest click volume since Jun ‘13
o ‘MB Register’ offer accounted for 99% of Top Offer clicks and was sent to 84% of the total
audience (Click% = 4.0%)
= MegaBonus generated more clicks and a higher % of clicks than any MegaBonus offer
before Sep ‘13
+ All other section click volumes were below their respective 12-month avgs
o Rewards section generated the fewest clicks since Nov ‘14
= ‘SPG Link’ offer was served to 13% of the audience and generated a 0.1% Click%
o ‘Messenger Feature’ was served to 86% of the audience and generated a 0.01% Click%
o eBreaks click volume and % of clicks was the lowest since it was first being featured (Apr ‘16)
o Both ‘Search’ and ‘Header’ sections accounted for the lowest % of clicks since before Jan '16
o Member Module generated the lowest click volume & % of clicks since first being featured
o Destinations Navigation Bar and Destinations Propensity module generated the lowest click
volumes and % of clicks since first being featured

Conv% was 25% above the 12-month avg
» Top Offer section Conv% was 42% above the 12-month avg

o Conv% was 24% above MB Top Offer avg and generated the most revenue since Jan ‘15
+ Conv% was below avg for all other sections

HEADER
5% clks, 5% bks

SI1AT 1VILE.
GET A FREE NIGHT.
UNLOCK MORE.

Earn 8 roe ight-pius mare bonus points &
" 0

A
TOP OFFER g
76% clks, 83% bks

e A G

TOP OFFER 2
3% clks, 1% bks

MEMBER MODULE
9% clks, 6% bks

SEARCH
2% clks, 2% bks

TRAVEL, TRANSFORMED

Exclusive travel deals.
Weok 2t e boacn? Weshend i
e cty?

e Al Deaie

Eam up to 1,000 points.
Ervollin Visa Checkout and sam.
s

REWARDS
3% clks, 1% bks

Save Up to 20% across the
USA.

More brands. More
es

Link your Mot Rewarss® ang

SPG* azcounts o get stanus mach

wranater poris ana mare.

Link Accounts

(&) CLICK TO PLAY VIDEO

Seorch avollability.
ot 4,700+ hotals
worldwide

WE'RE ON MESSENGER,
MITCHELL.

MESSENGER FE
0% clks, 0% bks

PLAN YOUR NEXT TRIP TO THE
MILE HIGH CITY

ow T Renalssance®
Palace Hotel  Carlton®, Denver Denver
and Spa, Downtown City
Autograph Book Now Center Hotel
Collection®

DEST. CONTENT

1% clks, 0% bks

<
NOW OPEN

)

MOXY NYC Residence Inn«
Times Square London Bridge
‘Soak i epic skyine Erjoy your extended stay a short

HOTEL OPENINGS

1% clks, 0% bks

SAVE 20% WITH eBREAKS*

FIND YOUR NEXT
WEEKEND ADVENTURE.

EBREAKS
0% clks, 0% bks

T - A N
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SEP ‘17 ENEWS DESTINATIONS PROPENSITY SECTION

ANALYSIS

Dest. Prop.

% of Audience

Dest. Prop.

Dest. Prop.

Delivered Click%

Destinations Propensity exposure and
Click% were the lowest since first being
featured in May; click engagement may
have been cannibalized by MegaBonus
top offer

Sep '17 eNews
Delivered | Click%
Dest. Propensity

DC I3M 0.03%

NYC I3M 0.09%
Atlanta 5224 K  0.03%

San Francisco 340.8K  0.06%
Phoenix 3164K  0.05%
Boston 288.0K  0.06%
Chicago 276.1 K 0.04%
New Orleans 2453 K  0.03%
Denver 219.2K 0.03%
Miami 186.7 K 0.00%

Dallas 140.3 K  0.03%

Savannah 185K  0.09%
Orlando 103.6 K  0.06%
London 449K 0.18%

Caribbean 104K 0.17%
Hawaii 74K 0.22%
Italy 1.8 K 0.71%

HERO/CTA
35% clks, 35% bks

PLAN YOUR NEXT TRIP TO THE
MILE HIGH CITY

See Denver

The Brown The Ritz- Renaissance®
Palace Hotel Carlton®, Denver
and Spa, Denver Downtown City
Autograph Center Hotel
Collection® Book Now
Book Now
Book Now
PROPERTIES

0, (0)
65% clks, 65% bks arrioft

REWARDS

2000000008008
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SEP 17 HOTEL SPECIALS EMAIL
KPI TRENDS

25%

20%

15%

LY CTO%
% === - - oo _—=-----====== ==
—
0,
. CTO% Conv%
0% T T T 1
Oct-16 Nov-16 Dec-16 Jan-17 Feb-17 Mar-17 Apr-17 May-17 Jun-17 Jul-17 Aug-17 Sep-17
—Open% CTO% Conv% -- LY Open% --LYCTO% LY Conv%

Open% was slightly above the 12-
month avg and up MoM/YoY 8% &
2% respectively

CTO% was up 4% MoM and 1%
above the 12-month avg

Conv% was the 2" |owest in 2017 to-
date

Marrioft
REWARDS

sess00000000ss.

Yes
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18% clks, 22% bks

2% clks, 5% bks

'~ Book Now. Keep Earning.

4

Earn even more for your stays
through January 16, 2018.

SEP ‘17 HOTEL SPECIALS LINK ANALYSIS -

GET OUT THERE,
MITCHELL.

BookToday ~ MegaBonus'

DEST. NAV BAR
1% clks,1% bks

X
WE PICKED THESE JUST FOR YOU.

Hotel Specials generated 4.8K (3%) more clicks than the 12-month avg
+ Field offers generated 27.8 K (34%) more clicks than the 12-month section avg
o ‘See All Deals CTA’ continued to drive more clicks (37% of section) than any other link
* Member Module generated 3% more clicks MoM and slightly more clicks than the Jul+Aug 2017 avg
 Curated Offers generated 809 more clicks MoM

o ‘20% off NYC’ offer had the highest click engagement (24% of section) and Conv% (5.6%) in
the Curated Offers section

FIELD OFFERS
59% clks, 52% bks

7 w

o

® 3

SUNSEEKERS SAVE 20%.

Head to Florida this fal and sa\ y
in adv

All other sections experienced click volume decreases from their respective section avgs
+ Moments section click volume was the lowest since first being introduced (Jun *16) R

o ‘Little Goat’ generated the lowest % of section clicks (15%) MEMBER MODULE
* % of clicks to the MegaBonus offer was the lowest out of any MB offer featured in Middle Offer position 12% clks, 16% bks

 eBreaks click volume was the lowest since first being introduced (Mar '16) and has been decreasing
25% on avg MoM since May ‘17

Conv% was the 3™ lowest since Jan ‘16 MRCC UpIo20%OMNYC 2500 Fonts I NOLA
+ Both ‘Header and ‘Member Module’ Conv%’s were the lowest since template 2.0 retrofit BockNYe ook New Oreens
o Conv% was 19.7% below the 12-month ‘template elements’ avg
° EBREAKS

+ ‘Filed offers Conv% is typically ~2% lower than overall mailing; increased click engagement to this COLLECT EPIC MOMENTS.
FIND YOUR NEXT

section may have impacted total Conv% g n
— WEEKEND ADVENTURE.

CURATED OFFERS
3% clks, 21% bks

+ ‘Curated Offers’ Conv% was the lowest since first being featured (Jul '17)
o Alllinks generated lower Conv%’s than the section avg S i Graaaan . Gabite
o ‘Gaylord’ offer generated the lowest Conv%, along with the least amount of clicks O N AR

Setsailonthe  Cook alongside James  Enjoy views of the
Norwegian Pearl with  Beard Award-Winning  iconic Thanksgiving
your favorite outiaws. Chef Stephanie |zard. parade In NYC.

MOMENT

3% clks, 1%
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SEP ‘17 HOTEL SPECIALS LINK ANALYSIS

Observations
Most clicked content:
. MegaBonus (Middle Offer) 4.2 K

X
WE PICKED THESE JUST FOR YOU.

SUNSEEKERS SAVE 20%.

Head to Florida this fall and save ur hotel
in advanc:

Save 20%
Q

COLLECT EPIC MOMENTS.

. eBreaks 20K 5 A 4slallB:<<
- Country Cruise (Moments) 1.9K < : o= &

. MRCC 14K
. Thanksgiving Parade 1.4K
. 20% Off NYC 1.3K

Use Points Use Points Use Points

See all experiences > Up to 20% off in NYC 2,500 Points in NOLA

Book NYC Book New Orleans

Q

IT'S MEGABONUS TIME.

- o 2.0K
) Iy, > 24
&/ Book Now. Keep Eaming. SAVE 20% WITH eBREAKSIRREToE I =17ESS

i f l Eam even more for your stays
through January 15, 2018,

SockToday  MegaBonus: FIND YOUR NEXT
WEEKEND ADVENTURE.

Discover last-m s North America.

Save 20%
DISCOVER MORE PLACES 24K
96 BKS




44 ’ TESTING & OPTIMIZATION SUMMARY
In August & September, Hotel

HOTEL SPECIALS DAY OF WEEK TEST #2 Specials was sert outon Fiday
SHOWS DECLINES IN CTOR deployment

YoY, Aug + Sep Open%

decreased 3.8%

* Aug ‘17 + Sep ‘17 Open%
decrease was 6.4% lower from

Hotel Specials

CTO% respective 12-month avg than
Day of Week Aug ‘16 + Sep 16
Aug '16 - JU| "7 18.6% 7.9% YoY, Aug + Sep CTO% decreased
18.8%
Aug'l7 +Sep'l7 178% 7.5% - Aug “17 + Sep “17 CTO%

decrease was 312.7% lower
20 | 7 A from respective 12-month avg
than Aug ‘16 + Sep '16

Marrioft
REWARDS

sess00000000ss.

Yes
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SEP 17 DESTINATIONS EMAIL KPI
TRENDS

30%

25% Open%
20%
LY Open%

15%

10% Conv% LY COHV%

5% B@(\ — L ----== —

cTO% LY CTO%
0% T T T T T T T T T T T 1
QOct-16 Nov-16 Dec-16 Jan-17 Feb-17 Mar-17 Apr-17 May-17 Jun-17 Jul-17 Aug-17 Sep-17
—Open% —CTO% —Conv% -- LY Open% --LYCTO% LY Conv%

Open% was 1% below the
12-month avg but up YoY
and MoM by 5% & 1%
respectively

CTO% was the 3" highest
since launch (Mar ‘16)

Conv% was the lowest since
launch (Mar ‘16)

Marrioft
REWARDS

2000000008008

Yes
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SEPTEMBER ‘17 DESTINATIONS LINK ANALYSIS

September Destinations generated 39.5 K (21%) more clicks than the 12-month avg
+ Top Offer featured ‘Top 6 Hotel Rooftop Pools’ and accounted for 75% of clicks; the
highest since Destinations launch (Mar‘16)
o The following rooftops attracted the most clicks:
= NYC — 27% of section clicks
= Las Vegas — 22% of section clicks
= Savannah — 17% of section clicks
o Sep '16 Top Offer featured ‘6 of Our Favorite Pools’ and generated 72% of overall
clicks
= Orlando was the most clicked pool last year
= Las Vegas generated a similar click volume YoY and was the 2" most clicked pool
« Trip Planner featured ‘Fall Trips’ and categorized by distance; section generated the 2nd
highest click volume & % of clicks since Destinations launch
o ‘Small Towns’ offer accounted for 59% of section clicks, ‘Staycation’ accounted for
30%, and Long-Distance 11%
o In 2017, Trip Planner offers with thematic headline text generate a greater % of clicks
than location text
= Recommendation: Test trip planner section thematic vs location headline text

Conv% was the lowest since launch
+ All sections generated Conv%’s below their respective 12-month avg

HEADER
® 10% clks, 22% bks =

MR

L

TOP 6 HOTEL ROOFTOPS

Checkein...then check out these jaw-dropping views.

TOP OFFER

75% clks, 66% bks

Experience New York' largest The cty is at your feet from this
op bar scene. rooftop terrace.

See NYC See Rome.

Take in a basebail game from 22

Warm up at the firepit and enjoy
storles high. the river.

See San Diego See Savannah

Q
GET READY FOR YOUR TRIP, MITCHELL:

WHAT TO DO, SEE & EAT

Explore Chicago

M urpcomING TRIP
1% clks, 2% bks

MIDDLE OFFER
1% clks, 0% bks

YOU'LL FALL FOR THESE TRIPS.

Easy weekend
escapes.

Long-distance
romance.

Stay close to
home and save.

Staycotion Ti 9 Bost Small Tow Love in Poris

TRIP PLANNER

11% clks, 7% bks

Yes

Marrioft
REWARDS

2000000008008
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NFL KICK-OFF AND DRIVE BOOKING SOLO’S
CONTRIBUTED TO MONTHLY SOLO DECLINES

Program Solos

Audience

Total 95.0M | 29.0M
Delivered 5.7% 13.6%
Unsub Rate 0.16% 0.16%
-0.0 pts | 0.0 pts

99% 99%

Delivery Rate ‘
-0.0 pts | 0.2 pts

Engagement

Open Rate 21.6% 20.5%
-1.6 pts |-3.2 pts
205M | 6.0M

Opens
-1.4% -1.7%
2.2% 1.5%
Click Rate -
0.1 pts (-0.9 pts
2.1 M [4374K
Unique Clicks )
11.6% | - %
Click to Open 10.1% 3%
Rate 1.2 pts |-2.6 pts

Financial

186.4K | 50.6 K
Bookings
13.0% | -15.2%

RoomNights

Revenue

Conversion Rate

Bookings per

Delivered(K)

Solo Open% was the lowest since before
Jan ‘12

» NFL Kick-off & Drive Bookings Open%’s
were lower than similar mailings and
lower than all other September solos

CTO% was the 2" lowest since Apr ‘16

* MoM, NFL Kick-off Solo CTO%
decreased 25% and was lower than all
other September Solos

Conv% was the highest since Jan ‘17

 Drive Bookings Solo Conv% was 2%
above the solo 12-month avg

September ‘17 Launches of Note:

* NFL Kick-off (46% of Solos Sep Del.)

+ Drive Bookings (36% of Solos Sep Del.)
* MB Reg Con (2% of Solos Sep Del.)

* MB Unlock (0.2% of Solos Sep Del.)

Marrioft
REWARDS

2000000008008

Yes
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Find A onare O

START OFF FOOTBALL

NFL KICK-OFF

SEASON LIKE A CHAMP

All Mid & Low Point

All Mid & High Point

EIR EIR B/
Open% CTO% | Conv%

Moments Solos Delivered

Q
GAME CHANGERS [

FOOTBALL FLASH SALE
SAVE UP TO 50% OFF

Save up 1o 50X off 1

Q

GAME CHANGERS

YOU COULD WAKE UP AT
SUPER BOWL LII

Sieep e stachum the.

Bookings Revenue Del (K)

NFL Moments Solos (sep'17) 134 M 79K $2.7M  18.0% 4.1% 8.0% 0.6
Basic - Low Point 9.4 M 9l $3058K 157% 2.5% @ 24% 0.1

Basic - Mid Point 1.9 M 944 $2943K 202% 49% 51% 0.5

Basic - High Point  641.3 K 553 $1596K 249% 60% 57% 0.9

Elite - Low Point 2484 K 161 $406K 232% 4.0% 70% 0.6

Elite - Mid Point  374.0 K 10K $2974K 24.1% 77% 13.8% 26

Elite - High Point  821.5 K 44K $1.6M  287% 100% 185% 53

All High Point

EIR EIR Bk/
Open% | CTO% Convi%

NFL Solos Delivered

Bookings | Revenue Del (K)

NFL Moments Solos (Sep'17)  13.4 M 79K $27M 18.0% 4.1%  8.0% 0.6
NFL Moments Solos (aug'17)  13.1 M 13.7K $50M  233% 54%  83% Il
NFL Shop (Oct'1sp 9.9 M 29K $1.0M 19.0% 2.6%  6.0% 03

NFL 50-to-50 Winner (an'lg) 3.2 M 10.7 K $36M  221% 46% 8I1% 08
NFL 50-t0-50 (0cc'15)  13.0M 18.1 K $62M  214% 114% 57% 1.4

GET IN ON THE ACTION.

oetenre -

Mid & High Point Elite

$30 OFF AT
NFLSHOP.COM

All Mid & High Point

Mid & High Point Basics

SAVE 10% AT
OM

September NFL Solo was segmented into 6
segments based on points (low/mid/high) and
status (basic/elite)

NFL Solo Open% decreased 21% MoM

» Sep Basic SL: Football Fans: Get in the
Game with These Members-Only
Experiences

» Sep Elite SL: Today Only! Save Up to 50%
During Our Football Flash Sale

» Aug SL: [FNAME], Take a Look at These
Members-Only Moments

NFL Solo CTO% and Conv% decreased 25% &
2% MoM respectively
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49 B DRIVE BOOKINGS SOLO °

IT'S MEGABONUS' TIME.

B Book Now. Keep Eammg

Earm even mor tays
throl th ney\s e

DRIVE BOOKING S e =« - — oot el Do Mo,
. é:xHTolSDs\t/zEmng Marriott Vacation Club, and eBreaks

Q
SAVE 20% WITH eBREAKS®.

Open% decreased 28% MoM and was
——. 27% below_the }Z—month solo avg;
WEEKEND ADVENTURE. August subject line included ‘your’ and
g was personalized

+ Sep SL: Save up to 35% on resort
vacations.

* Aug SL: We've found your next
vacation, [FNAME].

Dreaming of a
8 Tropical Vacation?
Save up to 35% on over 40 resorts

CTO% decreased 26% MoM and was
31% below the 12-month solo avg

Conv% increased 19% MoM and was

Naghis o

T . : : ' 2% above the 12-month solo avg

Drive Bookings
Delivered Open% | CTO% Conv%
Solos Bookmgs Revenue Del (K)
Sep'l7 105M 12.6 K $48 M 17.4%  6.9% 10.0%
Aug'l7 9.6 M 18.3 K $64M  242%  9.3% 8.4% Marrioft

e i 0 s as 1074 260 ewaros | YBS



50 B MEGABONUS REGISTRATION CONFIRMATION SOLO

MB REGISTRATION CONFIRMATION

Engagement

57.1% 7.8%

Open Rate CTO Rate

28.1% 12.5

Conversion Rate BPK

uuuuuuuuuuu s Fing & Reserve Q

MegaBonus

FREE NIGHT AHEAD.

You're registered for MegaBonuss, Mitchell, Simply
complete two stays* by January 15, 2018, to eam your free
night — then unlock even more.

O
Q

SR

Book Now

10

MB Reg Con Solos: EIR EIR Bld/
Delivered Open% CTO% | Conv%

Ist Month Results Bookings | Revenue Del (K)
Fall'I7 5188 K 65K $20M 57.1% 7.8% 28.1% 12.5
Summer '17  431.5K 44K $14M  594% 65% 26.5% 10.3
Spring'17  517.7 K 6.1 K $22M  575% 83% 24.7% 1.8
Fall'l6 524.6 K 6.9 K $24M  683% 7.8% 24.7% 13.2

EXPLORE. BOOK. EARN.

Early results show Fall ‘17 BPK is
above other 2017 reg
confirmations, however, is down
6% YoY

Open% is below the last 3

MegaBonus periods; previous

registration confirmation subject

lines pertained to points

 Fall ‘17 SL: You're Registered to
Earn a Free Night

* Summer “17 SL: You're On Your
Way to Infinite Points

» Spring ‘17 SL: You're Registered to
Earn 2X Points

» Fall ‘16 SL: Great Choice:
[5,000][50,000] Points

CTO% was down slightly YoY

Conv% was above the previous 3
MegaBonus periods
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51 B MEGABONUS UNLOCK SOLO

MEGABONUS UNLOCK

Engagement

71.9%

Open Rate

69.6%

CTO Rate

33.0%

Conversion Rate

165.3

BPK

MegaBonus Solos: EIR

Delivered

Ist Month Results

Fall'17 Unlock  59.9 K 9.9 K

Fall '17 Registration Confirmation 518.8 K 65K
Registration Confirmation Avg. 451.7 K 57K
Achievement Avg. 103.6 K 8.4 K

Bookings Revenue

EIR
Open% CTO% Conv%
$3.3M  T1.9% 69.6%
$2.0M 57.1% 7.8%
$2.IM 587% 8.8%
$29M  709% 44.1%

33.0%
28.1%
24.7%
26.1%

Bk/
Del (K)
165.3
12.5
12.7
814

Unlock Registration
Confirmation

MegoBonus

2,000 BONUS

POINTS AHEAI

Pt e

EARN 2,000 BONUS
POINTS.

MegaBonus'

YOUR MEGABONUS PROGRESS

Q

Stay Twice Stay Onee. Stay Agoir
EomaFreNight  Ean2,000Roints  Unlock Tha Offer

Above average engagementin
unlock emails; combined results

Missing campaign results for each
email due to set-up issues in Sep;
corrected for Oct.

In Unlock, we are using Wylei
dynamic content assembly in Top
Offer

In Unlock Reg Confirmation, we
are using Wylei SmartMatrix image
optimization in the bottom module
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52

SEPTEMBER 2017 MR CAMPAIGN REVIEWS: LIFECYCLE

A SPIKE IN WELCOME POINTS SERIES
VOLUME CAUSED OPEN% & CONV% LOWS

Program Lifecycle

Total 95.0 M 6.5 M
Delivered 5.7 14.8%
o
g 0.16% | 0.29%
2| Unsub Rate ‘
2 -0.0 pts | 0.0 pts
99% 97%
Delivery Rate
-0.0 pts
Open Rate
Opens
o
g
£ :
2, Click Rate
b
=
L
Unique Clicks

11.6%

Click to Open 10.1%
1.2 pts 5.7 pts

Financial

- 86.4 K 1K
B[’kags -
426.6 K | 749K
RoomMights
10.7% 26.6%
$66.7M | 31
Revenue
13.8%

9.0%
0.1 pts

Conversion Rate

Bookings per 2.0
Delivered(K) 6.9% 12.67%

Open% was the 3™ lowest since Sep ‘14
+ Welcome Miles series Open% was the 2" lowest since

Jan ‘15
o Welcome & EES1 Open%'’s were the 2"
lowest since Jan ‘15
Welcome Points series Open% was the 3™ lowest
since Jan '15
o Welcome, EES2, & EES3 Open%'’s were 3™
lowest since Jan ‘15
o EES1 Open% was 2" lowest since Jan ‘15
Onboarding series generated the 2" lowest Open%
since launch (Mar ‘16)

o Onboarding #1 Open% was the lowest since
launch and Onboarding #3 Open% was the
2nd lowest

Hello Again accounted for 8% of Sep lifecycle delivered
volume and generated the lowest Open% since Jan ‘12

CTO% was the 2" highest since May '15, but down 2%
MoM

The following campaigns generated the highest CTO%
since Jan ‘16: Post-Redemption, Silver Focus
Invitation, SPG Security & Upgrade, New Member
Activation

The following campaigns generated the 2" highest
CTO% since Jan ‘16: Achiever, Anniversary, Lifetime
Achiever, Welcome Emails

Conv% was the 2" lowest since May ‘14

The following campaigns generated the lowest Conv%
since Jan ‘16: Anniversary, Near Level, Non OTA
Enrollment, Onboarding series, Post-Redemption,
Silver Focus Invitation, SPG Security

The following campaigns generated the 2" lowest

Conv% since Jan ‘16: Incent Redemption,

Reactivation, Welcome Emails
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53 B LIFECYCLE: ELITE OFF-TRACK

ELITE OFF-TRACK

Lifecycle:

EIR EIR
Delivered
Elite Off-Track Bookings Revenue
2017 46K $I.7M  484%
2016 14K  $5574K 508%

187.2 K
l61.3K

HOLD ON TO THESE PLATINUM ELITE BENEFITS

2L f +50%

A

34.5%
6.0%

Open% CTO% Conv% | Unsub%

14.8%
28.7%

[0 loox |2 1984 47 4129 sdx 61% 1915%)

(e Tt I
BlJ/ -

Del (K)
0.03% 248
0.02% 88

.......

KEEP YOUR PLATINUM
ELITE STATUS.

Wiete bending the rules for youl, FNAME]
Stay just [xx] more nights’ in 2017 to keep your
Platinum Elite Status with this exclusive offer.

Q
HOLD ON TO THESE PLATINUM ELITE
BENEFITS.™

Guaranteed  Complimentary
Late Checkout  Room Upgrade

50% Bonus
Points on Stays

ELITE BENEFITS.™

T

entary  25% Bonus
pgrade  Points on Stays

Open rates below 2016
average

«  Consider subject line
test if continued
declines

CTOR increased to 35%
which is 83% above 2016
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