September 8, 2014

Forward-Looking Statements and
Non-GAAP Financial Measures

This material contains “forward-looking statements” within the meaning of federal securities laws, including
RevPAR, profit margin and earnings trends; the number of lodging properties we may add in future years; our
potential investment spending and share repurchases; and similar statements concerning possible future
events or expectations that are not historical facts. We caution you that these statements are not guarantees
of future performance and are subject to a number of risks and uncertainties, including changes in market
conditions; the continuation and pace of the economic recovery; supply and demand changes for hotel rooms;
competitive conditions in the lodging industry; relationships with clients and property owners; the availability
of capital to finance hotel growth and refurbishment; and other risk factors that we identify in our most recent
quarterly report on Form 10-Q; any of which could cause actual results to differ materially from the
expectations we express or imply here. We make these statements as of September 8, 2014 and we assume
no obligation to publicly update or revise any forward-looking statement, whether as a result of new
information, future events or otherwise.

Throughout the Security Analyst Meeting presentations we report certain financial measures, each identified
with the symbol "t," that are not required by, or presented in accordance with United States generally
accepted accounting principles (“GAAP”). We discuss our reasons for reporting these non-GAAP measures and
reconcile each to the most directly comparable GAAP measures at www.marriott.com/investor.
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Linnartz Endnotes

Slide 18 — International Arrivals
UNWTO Tourism Highlights 2014 Edition

Slides 19 & 20 — Gen X/Y
U.S. Census Bureau, International Database

Slide 24 — EDITION
STR Luxury Industry Revenue, December 2013

Slide 29 — Autograph Collection
As of June 30, 2014

Slide 31 & 32 — AC Hotels
As of June 30, 2014

Slide 35 — Moxy
As of June 30, 2014

Slide 36 — Moxy
STR Existing Supply Report, December 2011

Slide 41 - Ritz-Carlton
As of June 30, 2014

Slide 42 — Ritz-Carlton
STR Index Data, Last 12 months as of June 2014

Slide 43 — JW Marriott

Open and pipeline hotels as of June 30, 2014

Doubled customer awareness from 2010 to 2013, U.S.
Luxury Brand Tracking Survey, December 2013

Slide 44 - JW Marriott
1.D. Power & Associates 2012 and 2013

Slide 45 — Renaissance
As of June 30, 2014

Slide 46 — Marriott
As of June 30, 2014

Slide 48 — Marriott
Millward Brown, LRW, Hall & Partners (2013-2014)

Slide 49 — Social Media
Track Monitoring, January — June 2014

Slide 53 — Marriott Group Business
FY2013 North America and worldwide systemwide
room revenue by trip purpose

Slide 63 — Changes Now
STR Index Data for FY 2007 and FY2013

Slide 65 — Marriott Rewards

Number of Marriott Rewards members as of June 2014
Percent of stayed and paid room nights for June
2014YTD

Slide 66 — Marriott Rewards

J.D. Power 2014 Hotel Loyalty/Rewards Program
Satisfaction Report

Freddie Awards 2014 Hotel Program of the Year; also in
2013, 2012, 2011, 2010, 2009 and 2008

Slide 67 — Marriott Rewards

U.S. News and World Report 2014-2015 Best Rewards
Program

Bond Brand Loyalty, The Loyalty Report 2014

Slide 78 — Marriott.com
Visits per month YTD through 8/16/14
Gross room bookings represent reservations made.

Slide 79 — Marriott.com

FY2013 percent of visits to marriott.com via mobile
devices

Internet Retailer, November 2013

Slide 81 — Mobile

Check-in statistics since launch in November 2013
Check-out statistics since launch in February 2014
App downloads from August 2011 through August
2014, Distimo
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