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Asia Pacific Marketing & Communication Plan
EXECUTIVE SUMMARY

China & South East Asia Market Outlook & Opportunities

* Nearing 90% of pre-pandemic levels.

* Top Destinations: Thailand, Japan, South Korea, Malaysia, and Singapore (growing interest in Europe and North America).
* Consumer Trends: Luxury travel, digital-first planning, wellness experiences are key motivators for travelers.

Key Objectives:

* Strengthening Preferred Hotels & Resorts’ Brand Presence
* Drive outbound travel from China into top destinations

* Drive inter-regional travel in APAC

* Strengthen the | Prefer Membership in APAC

Key Strategic Initiatives:

* Execute multiple marketing campaigns annually around peak travel seasons promoting a special offer.

Utilize PR, Social media, influencer partnerships, and digital marketing activations to drive visibility, demand and bookings to hotels in the region.
* Expand UnionPay and partner initiatives

* Optimize the China website & Chinese booking experience
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Introduction of HOGO

HOGO is a full-service digital marketing firm specializing in hospitality,

tourism, and travel-related marketing. With offices in Macau and Japan,
HOGO brings deep expertise in key APAC markets, allowing us to deliver
highly effective, localized digital strategies.

KEY STRATEGIC FOCUS FOR 2025
* China Digital Strategy & Website Infrastructure
* China Market Strategy & Digital Advertising

* Southeast Asia Market Expansion

* Enhancing I Prefer Digital Engagement in APAC



CHINA OUTBOUND TRAVEL.:
MARKETING, PUBLIC RELATIONS & SOCIAL MEDIA
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China Outbound Travel

UPDATE & MARKET OVERVIEW

Market Recovery & Growth

* Strong Rebound: Outbound travel continues to recover, nearing 90% of pre-pandemic levels.

* Visa & Flight Improvements: More visa-free agreements (e.g., Thailand, Malaysia, Singapore) &
increased international flight capacity.

* Government Support: Policies encouraging outbound tourism, easing restrictions, and boosting
international partnerships.

Top Destinations

* Asia-Pacific Dominates: Thailand, Malaysia, Japan, South Korea, and Singapore remain top choices
due to proximity & ease of access. :

* Long-Haul Interest Grows: Europe & North America see a steady rise, particularly among FIT and
luxury travelers.

Traveler Preferences & Behavior

* High Demand for Luxury & Unique Experiences: Personalized travel, cultural immersion, and
premium stays in focus.

* Digital-First Planning: WeChat, Xiaohongshu (Red Note), and Douyin shape destination choices.

* Sustainability & Wellness: Eco-conscious and wellness-driven trips gain traction.

Key Segments to Watch

* Young & Affluent Millennials/Gen Z: Seeking trendy, Instagrammable destinations.

* Silver Economy (Aging Travelers): Wealthy retirees traveling for leisure & medical tourism.
* MICE & Business Travel: Resurgence in corporate travel and international conferences.




China Outbound & Domestic Travel

Tactics & Channels

Drive bookings with an exclusive offer targeted to affluent travelers in

China across multiple marketing channels.

m * Audience: Chinese Luxury Travelers

* Execute 5 new major campaigns annually, strategically aligned with

peak travel periods to maximize impact:

Lunar New Year 2025 — Executed
Labor Day — March

Summer Holiday —May & June
National Day / Golden Week — August
Winter Travel — Oct & November

Lunar New Year 2026 — December

m »  Offer Strategy:

Advance Purchased (MKTADV): Discount-based, yield-able
rate plan to promote in marketing campaigns
Regionalization of Last-Minute Escapes (Marketplace Hotels

only)

Channels

Brand.cn (China website) — Always on
@ Email Marketing — Pulse
Monthly Regional I Prefer Regional Account Summary — Pulse

ﬁ Organic Social Media (WeChat, Weibo, Rednote) — Always on

@ Sponsored influencer content to support key market campaigns — Pulse

[+ Influencer stays (organic) - Pulse
[ ]
[ ]
‘@:.Pald Social / Digital / Programmatic Ads — Pulse

QPaid Search (SEM) - Pulse

?Partner Marketing (UnionPay) — Always on with seasonal pulses



China Outbound Travel

TECHNOLOGY- ADVANCING DIGITAL CAPABILITIES

We are enhancing our digital infrastructure to better serve APAC travelers, with a focus on China. By optimizing
technology, improving UX, and integrating loyalty solutions, we drive more direct bookings for our hotel partners.

China Website Booking Engine — Top Priority

Optimizing the China website’s booking engine is our top digital priority, ensuring a seamless, localized reservation
experience. Our agency and tech teams are focused on enabling booking channels and making them simple and easy to
use.

Phased Enhancements for the China Website
We are taking a phased approach to improving the overall China website experience, including:

*UX/UI Enhancements — Improving design and navigation for a more intuitive and engaging user experience

*Content & SEO Updates — Optimizing content for relevance and visibility while adhering to China’s SEO best practices
*| Prefer Integration — Expanding loyalty program reach by seamlessly integrating | Prefer into the website for easier
engagement

WeChat Mini Program Optimization
We will enhance the WeChat Mini Program to boost content promotion, brand awareness, and engagement with Chinese
travelers, leveraging optimization opportunities from our third-party provider.

*  While still an important digital touchpoint, the Mini Program will remain secondary to the booking engine on the
China website, as its full optimization requires integration with multiple agencies.
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SOUTHEAST ASIA MARKETING




South-East Asia: Inter-Regional Marketing

Tactics & Channels

Drive bookings with an exclusive offer targeted to affluent travelers in Asia Pacific across Channels

multiple marketing channels.
Brand.com (English website) — Always on

* Audience: APAC Luxury Travelers
q Paid Search (SEM) — Always on

m * Execute two regional brand campaigns annually including

e Summer holiday travel campaign — April & May @ Email Marketing — Pulses

*  Winter holiday travel campaign — Sept & Oct
Monthly | Prefer Account Summary — Pulses

m * Offer Strategy:

* Advance Purchased (MKTADV): Discount-based, yield-able rate plan to @ Organic Social Media — Pulse

promote in marketing campaigns

* Regionalization of Last-Minute Escapes (Marketplace Hotels only) &n Group FAM Trip/ Influencer Stays (organic) — Pulses

,@: Paid Social / Digital / Programmatic Ads — Pulses
adele



South-East Asia: Global Marketing

Tactics & Channels

Drive demand, visibility and bookings to hotels in South-East Asia from an audience of
global luxury travelers by inspiring costumers to explore our portfolio of unique

properties in the region.

* Audience: Global Luxury Travelers

* Marketplace Destination Campaigns (Marketplace Participating Hotels only)
* Asia Pacific - May
* Southeast Asia - August

* Destination Singapore + Malaysia — November

* Unforgettable Moments — Global Merchandising Campaign
* Promotes an ownable, value-add, non-discounted rate program that highlights

experience, builds the brand and does not dilute ADRs.

* Legend Hotels Marketing

* Dedicated Marketing promoting Preferred Hotels & Resort’s Legend Collection

Channels
Brand.com (English website) — Always on
q Paid Search (SEM) — Always on
@ Email Marketing — Pulses
Monthly | Prefer Account Summary — Pulses
@ Organic Social Media — Pulse
&ﬂ Group FAM Trip/ Influencer Stays (organic) — Pulses

,@: Paid Social / Digital / Programmatic Ads — Pulses
adele



PR & SOCIAL MEDIA REGIONAL STRATEGY
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THE REGIONAL TEAM

Stephanie Dowling Antonia Robinson
SVP — PR, Corporate Sr Director, PR &
Communications Social Media EMEA, SAMEA,

SEA
Arobinson@preferredhotels.co
m

Sdowling@preferredhotels.com

Silvia Meng Alexandra Toms Yuriko Ito
Director, PR, China Sr. Manager, Social Director,
Smeng@preferrdhotels. Media Global Marketing & PR
om atoms@preferredhotels.c Japan

Yito@preferredhotels.com

om

*New PR & Social Media Manager to be added as primary contact once recruited

You can review our full 2025 global integrated PR & Social media strategy live on PreferredNet here,
and our full 2025 global social media strategy on PreferredNet here.
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https://preferrednet.net/public-relations-social/preferred-hotels-resorts/pr-and-social-media-action-plan-2025/?n=side:Preferred%20Hotels%20&%20Resorts:PR%20and%20Social%20Media%20Action%20Plan%202025&e=event61
https://preferrednet.net/public-relations-social/social-media/social-media-content-strategy-2025/?n=side:Social%20Media:Social%20Media%20Content%20Strategy%202025&e=event61

Public Relations & Social Media

OBJECTIVES
The PR and social media team aims to:

e Elevate brand awareness for Preferred Hotels & Resorts across the
region

e Strengthen brand identity through the Believe in Travel brand ethos and
iconic pineapple logo

e Build trust with high quality media outlets and influencers through
relationship maintenance, events, deskside, and media/influencer stays
opportunities

e Build top-of-mind brand awareness across social media and share
inspiring content on Global and China key platforms

e Align with global efforts to promote global programs including Pineapple
Week, Preferred Pets, Preferred Golf

e Continue promote I Prefer Hotel Rewards as the ultimate loyalty
program through PR efforts. Create I Prefer social media contents and
run campaigns to drive traffic to both the global and the China website I
Prefer page, encourage I Prefer enrollment, and stimulate bookings.

e Implement “In the Region, For the Region” approach to spotlight new
and existing members, promote regional trends, and elevate regional thought
leaders




Public Relations & Social Media

TACTICS
Key Tactics for Regional Engagement & To Support Member Hotels:

 New member onboarding and ongoing member support: As an extension of
member hotel teams, the PR team offers continuous guidance in PR and social media.
This support includes personalized advice, creative strategies, and hands-on
assistance to help members highlight their unique offerings.

» Distribute regional press releases announcing member spotlights and news,
personnel updates, trends, and significant growth milestones including development
data.

» Spotlight regional leadership, including sales, revenue, business development
leaders, and key member hoteliers (e.g., Area Managing Directors, General Managers)
through thought leadership opportunities.

« Organize brand events and co-op events in key media markets to generate
buzz and engage top-tier journalists and content creators.

« Facilitate individual media visits for prominent journalists and content creators,
showcasing regional member hotels.

« Apply and secure media recognitions and awards for the brand in key
regional markets. Provide strategic consultation on PR activities during business
reviews with member hotels.

» Spotlights on social Media: All regional efforts to be spotlighted across social
media channels with a B2B focus on LinkedIn and member emphasis across B2C
channels.




REGIONAL EVENTS, CONFERENCES, & DESKSIDE TOURS

Actions Include:

+ Attend Industry Global Conferences & Events: ILTM Singapore (June 30 — July
3), AHICE Far East in Tokyo (September 4-5), Hospitality Japan Conference (October 8 — 9),
ITB Asia-Pacific Singapore (October 15 — 17)

+ Preferred Hotels & Resorts Global Conference: May 13 — 16 — support with PR and
social media activity including learning sessions, media attendance at the Gala dinner, and a

content creator FAM trip
+ Attend Media Conference: IMM in Singapore (October)

* Media deskside tours and meetings: take place in key markets including Hong Kong,

Beijing , Sydney, Kular Lumpur, Singapore, Tokyo, Shanghai, and Guangzhou

* Media Co-Op Events in Paris, April (Legend Collection Hotels), London, June (all hotels),
New York, June (Legend and new openings), Beijing, September (Legend Collection Hotels),
Mexico City, December (all hotels)
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GLOBAL SPOTLIGHTS - PR & SOCIAL MEDIA

Key Brand Global News with Regional Emphasis:
o Quarterly new member announcements
New Legend Collection members
New openings
Trends
Personnel announcements and events (LinkedIn)
Awards
Support of marketing campaigns
Partnerships and I Prefer
Pineapple Week
Preferred Pride
Preferred Pets

O O 0O O O O O o0 O O

Evergreen Content Themes with Regional Emphasis:

o Best of travel (destinations, experiences, views, cultural excursions)
Weddings (honeymoons, engagements, babymoons)
Spa & wellness (wellness offerings, unique treatments, pools)
Beaches

Golf

O O O O O O O O O O O
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HOTELS & RESORTS

Design & architecture
Adventure

Family travel
Food & wine (restaurants, vineyards, experiences, wine cellars, Michelin Star restaurant
Art & culture (installations, art collections, exhibitions)

Unique offerings (boats, super cars, water spots, libraries)
Ecotourism

BEYOND
GREEN

. preferredhotels &

preferredhotels  Find a home from home, the whole family or
ed selection of

Grosvenor House Suites, UK

#ThePreferredLife #PreferredResidences #GroupTravel

#Vacationinspiration

@ asideofsweet & Amazing spots! v
30w 1like Reply
@ andararesort See you in Phuket! °
5 ¥ 30w llike Reply

GO Liked by ditzyali and 621 others

© Addacomment

preferredhotels &
Original audio

preferredhotels & Happy Lunar New Year!
From our family to yours, we wish you a happy and prosperous
year of the Rabbit.

wa: @siva_wwc
#ThePreferredLife #BelievelnTravel #YearOfTheRabbit
#LunarNewYear #Malaysia #CNY #LNY

swiss.helicopterpilot &

108w 1like Reply

mac.spain @sophiewaldram We've been here £ Would have
been so cool to see this & xx

108w 2likes Reply
——  View replies (1)
loconeko.au happy LUNAR new year @ & [l &

8w 2likes Reply

glossmodeme # Spectacular way to celebrate all the blessings
& abundance of the Lunar New Year!l! ~ [l @

8w 1like Reply

michaelacarrot & So beautiful &
08w 1like Reply



preferredhotels
A Blomaist + Pt. 8 Starry dream. (Slowed Down)

. preferredhotels & In just over a month and a half, Tokyo will
transform as Japan’s iconic cherry blossom season returs.

REGIONAL IMPORTANT DATES 2025

ASPAC spotlights on global channels: :
*Additional dates to be added on an ongoing basis ‘ %@‘% N
Hotel ChinZaris6 Tok N

s @Kyoko1903 featuring @hotelchinzansotokyo_official

in.
in spri

« Lunar New Year, year of the snake - January . .
* Cherry Blossom Season (Japan) - March - April e .
* Songkran Festival (Thailand) - April @ il °
« Singapore Garden Festival (October)
« F1 Singapore Grand Prix (October 3-5) voav R

€)@ Liked by ditzyali and others

Spotlight on China channels:

Across WeChat, Sina Weibo and Little Redbook the team will run social
media campaigns throughout the year to support brand awareness elevation,
key marketing campaigns, China outbound market strategy.

* Chinese New Year 8888 offer- January

« Labor Day Holiday - April & May

» Preferred Pineapple Week - June

* Summer Vocation/Unforgettable Moment - July & August

* Golden Week Holiday — August, September, October

* Double 11 - October, November

» Winter Escape/Legend Festive - December, January 2026

. preferredhotels &

. preferredhotels & Lunar New Year and its beautiful season of
celebration is almost here, marked by delicious feasts, dazzling
firecrackers, graceful lion dances, and the joyful exchange of red
enveloped among family and friends.

Long revered as the color of good fortune, positivity, and vitality,
red takes center stage during this auspicious time. In honor of
the occasion, we're delighted to share some of our favorite
spaces around the world where this powerful color truly shines.

s : Durango Resort (Las Vegas, NV), The Longemont Hotel
Shenyang (Shenyang, China), Hotel Metropole Geneve (Geneva,
Switzerland), The Landmark Bangkok (Bangkok. Thailand),
Cerulean Tower Tokyu (Tokyo, Japan), Wynn Las Vegas (Las Vegas,
NV), Virgin Hotels Edinburgh (Edinburgh, UK), Hotel Unique (Sao
Paolo, Brazil)

#ThePreferredLife #IPreferHotelRewards #Red #LunarNewYear
#Gongheifatchoy #GongXiFaCai #Travel #LuxuryTravel
#YearOfTheSnake

hotelspacemag Very red!
3 1like Reply
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MARKETING & COMMUNICATION CALENDAR

| PREFER'

HOTEL REWARDS

HOTELS & RESORTS

JAN FEB MAR APR MAY JUN JUL AUG SEP oCT NOv DEC

BRAND LEVEL - CHINA REGIONAL MARKETING (IN LANGUAGE)

Winter Travel Lunar New Year
Audience: China Audience: China

-] -] o2

Lunar New Year
Seasonal Regional Marketing Audience: China
Ghinese Audience [oTH

Summer Holiday Nation Day
Audience: China Audience: China

[- 1. ¥oLH [-JeE=H

Labor Day

Monthly Regional Account
Summary/Newsletter 1X per month 1Xpermonth 1X permonth 1Xper month

Chinese Audience

BRAND LEVEL - SOUTH EAST ASIA REGIO!

AL MARKE

X Summer Holiday Winter Travel
Seasonal Regional Marketing Audience: South East Asia Audience: South East Asia
South EastAsia Audience o - -

Monthly Regional Account
Summary/Newsletter 1X per month 1X per month 1X per month 1X per month
South East Asia Audience

‘ORGANIC SOCIAL MEDIA - CHINA REGIONAL

Sk & Winter Spa Experience

Profrred Prcappla Wook
TravelTrands/Top Tavel NewMomborHotels | gepch, iiand, Welinss Intemational Frtomed Pocorie ek Farily Travel & ulinary - new seasonal Logond -k &Wintsr | Lagang-Foovtsomson
Destinations 2025 in Shanghai Chidrers Day EE SummerFun menu for autumn SpaExperience
NewOpancd Hatels
. Afica- Widness Now Openings 2026
. . . |
Chinese Social Media Nian Ye Fan . Intemational Chiren's Day Summer Carm, . Wedding & Romance tacape
3 StPatrici's Day Mountains, Wildness Gity Walk, ; Autumn Foliage Tauel 10 viarm destnation (Return of Macau)
Platforms Key Dates, Seasonal (GNY EVE DINNER) ‘Culnary- Summer Menu University Travel Gond Nast Tovetar = R S o)
Trends Topic (WeChat, Sina DeubleTt SHiDestination
Weibo & RED NOTE) ER—— i Blomearm semeon | OUdor Experiences Legend Collection gt Boacn &l Wedding & Romance Logend - Urban
Chinese New Yes Spring B e Lo B A ) Phenomenon Halloween
) Beaches & lslands Summer Camp, Logend.- Historical
New Openings i NMAQ1 World Whisky Day Breathtaking Pool Views ity e e NMA Q3
NMAQ2 Golden Week Holiday
China social media campaign (User generated
gonentand flance coniaek parnersdih | e Yoo Soring Gotaway i ol Prtamod Pragpoia ook
g inal uencers aligne Labor Day Holiday " eampaign Summer Holiday National Heliday.Golden Week Holiday Offer Legand Fastive/Winter Escaps
e e, 8888 Points Labor Day Holiday Legend Coliection e

key topics and major festivals. )

Co OPERATIVE MARKETING / THE MARKETPLACE

RATE PROGRAMS - | Prefer Member rate, Stay More Save More, Preferred Suite, Preferred Bed & Breakfast, Advance Purchase, Extended Stay, Preferred Local. Union Pay, American Express, Mastercard & Visa Bank Programs

Branded Rate Programs . : erca:
Always-on Marketing Always - on Marketing / Audience: Global

Global Audience R A

Dranded Rate :"‘:_‘i:"" Always - on Marketing / Audience: Global
ways-on Marketin
Global Audience R A8

DESTINATIONS & EXPERIENCE MARKETING

Destination Marketing Always - on Marketing / Audience: Global

Always-on Marketing
Global Audience BRooAna

Destination Destination Destination
) Asia Pacific South East Asia Singapore & Malaysia
Destinations Pushes Audience: Global Audience: Global Audience: Global

Global Audience
2@e; 2ae;

Experience Wellness i i Experience Wellness, Experience Culinary, Experience Winter Sun,

e

Audience: Global Islands, Resort Escapes| Allinclusive and Pets Resort Escapes and Heart of the City Family Travel and
Experience Pushes and Residences Audience: Global Pet Travel and Boutique Wellness
Global Audience Audience: Global Audience: Global Audience: Global Audience: Global

® @ o o 2@} [ JokA (Y=L DR @e

Last Minute Escapes

oy 2 Weaka Yz Versons 2 LME Per Month 2LME Per Month 2LME Per Month 2 LME Per Month 2LME Per Month 2LME Per Month 2 LME Per Month 2 LME Per Month 2LME Per Month 2 LME Per Manth 2LME Per Month 2LME Per Month
- Audience: Global+ | Audience: Global + | Audience: Global+ | Audience: Global+ | Audience: Global + i + i Audience: Global + | Audience: Global+ | Audience: Global+ | Audience: Global +
- Global Audience: inc all APAC Version APAC Version APAC Version APAC Version APAC Version APAC Version APAC Version APAC Version APAC Version APAC Version APAC Version APAC Version
participating hotels Globally
~Regional Audience: Inc APAC hotels | [ B [ @3 2 Qe 280 [ Yo kA 2@ 2@ [- ¥ oLA 2@ 0
only China

2
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2025 GROWTH AND SUCCESS

PARTNERSHIPS THAT MAKE A DIFFERENCE

& & & & &

SCALABLE & ACCESS NEW Drives FREE HOTEL

REGIONAL { FREFER CUSTOMERS & INCREMENTAL PARTICIPATION

SSSX%LHVQTSE LOW-COST HOTEL REVENUE
MARKETING




REACH NEW MARKETS & [EEmet:
DRIVE ACQUISITION &
REVENUE
iioreree N e
ACCEPT UPI iﬁﬁ ACTIVATIONS

ACCEPTED IN 180
COUNTRIES



| PREFER ENROLMENT

MASTERCARD ASPAC

. price'esS SpeCiOlS = Add your Mastercard card to ey PRODUCT

i ——— . Mastercard Priceless Specials Campaign

Global

| Prefer Hotel Rewards - Over 10,000 / Prefer enrolments

A loyalty program for one-of-a-kind hotels around the world.

D . Targeting over 10M card members across
e eem e first select o ASPAC

. 11,000+ room nights booked from new
members

| Prefer Hotel Rewards from Preferred Travel Group, extends points for multiple redemption options and
other complimentary benefits to members upon eligible stays at more than 600 participating hotels and
resorts in over 80 countries. Members instantly receive stay benefits bosed on their tier status, including
free WiFi, early check-in, late check-out, and complimentary room upgrades. Members will earn points on
eligible room nights, which can then be redeemed for free nights and experiences at properties worldwide.



GROWING THE DATABASE

| PREFER ACQUISITION

S CATHAY

TARGETING SOUTH ASIA

LAUNCHED
OCT 2024

POINTS & MARKETING
FUNDED BY PHR & CATHAY

REACH QUALIFIED

MEMBERS FREQUENT FLYERS

> CATHAY PACIFIC

Dear Mr Ghosh

Mamoersh o - 108300CK7T1
N cATHAY! | it

ELEVATE YOUR TRAVEL EXPERIENCES) ~

Your Match Made in Travel - | Prefer Silver Status Awaits

22 Janusry 2025

AtCathay, ue's your at every stage of your joumey, whether you're
fylng with us, booking accameodations, oc discovering new destinations. We are theilled to announce that, doe 10
your enthusiastic respouse. we've extended our promotian with Preferred Hotels & Resorts” guest benefit program,

1 Prafer Hotel Rewards.
1 Prafer opens the doar to exclusive privileges and exceptional hospitality at aver 600 of the workd’s finest hoteks.

As a vaued Cathay Green member, for & limited time oaly®, you'll enjay  welcame boaus of $00 paiats which can
be redeemed towards futire Preferred Hotel & Resosts stays. As a Silver S Prefer member you will akso receive
besefies such as sates, early choek-in, late check-out and eam points an
eligible stays

ianced room upgrades, exclusive msembes

Joii I Prefer today to receive your fast track offer and discover a world of eravel spporcusities.

*Offer expires an 1 7th February 2025,

Foc members who are already enrolied in I Prefer bat wast to take advantage of ¢

status grant, visit iprefes comicon

ind quote the Cachay Pacific promation,

Click ke to view eur Termes and Cendisions.

S CATHAY PACIFIC

Dear Ms Sathish

Mersterst No - 162 000K 708

Your Match Made in Travel - / Prefer Gold Status Awaits

22 Jarvsary 2025

ArCishay, e s sy every stsgpe ol yvir jouemesy, whether you're
Dying with i, booking sosenesodisioes, of dscoverisg new destintion:. We iee Gelled  sncunc: hal, de 1o
youis enfhisisstic st s, we'Ve cxlendal oo prisotien With Frefemed Hoteli & Rews’ gucs banefi progrsm,
I Prefer Hote Rewseds,

I Prefer cpen the oot 1o exehisive privikegss and excepticas baspitality st over 600 of the wurld's Giocet bates.

As s Vil Cithary o saenber, for & limiskod ticme oaly*, you'll cnpoy o s track Lo J Prefer Gold stalis sad &
welosene bz of 500 ponts which e be rrdcermed svsads fuatire Preforred Hotels & Resas stays. As # Gold 2

o you will benciita sech - curly chock-
=, e check-oul, cam postts on dligitle sty anad 4 welssene amenity

Juie I F i £ eravel

*Offer expires o 176 Febesasy 2025

I Prefe - , Vil iprefer comcoe
it a0 ot the Catuay Pacilic prootien.

*Click hure o vie oy Torwa amd Comdttions.

> CATHAY PACIFIC

Dear Mr Bangafoe

Membership No - 182 X000K 456

Your Match Made in Travel - | Prefer Gold Status Awaits
22 January 2025

At Cathay, we's g your

ey stage of your joumey, whether you're

flying with us, booking accomemodations, oc discavering new destinations. We are theilled ta annownce that, due 10
‘your enthuslaseic response. we've extended our promotian with Preferred Hotels & Resorts” guest benefit program,
18refer Hotel Rewards.

1 Prafer opens the doar 1 exclasive privileges and exceptional hospitality at aver 600 of the workd's fiaest hotels

As a valued Cathay Silver membez, for a limited dme anly*, you'll eajoy 3 fast track to 7 Prefer Gold status and
welcame boaws of $00 points which can be redecmed towants future Preferred Hotels & Resarts stays. As a Gold 1

o you will fits such as upgades. rates. carly check.
in, laze check-out, earn points o eligible says and a webcome amenity

Jols I Prfer today to receive your fast rack offer and discover a

1d of eravel spportunities.
*Offer expires an | Tth Febouary 2025

Focmembers who are already enrolled ia £ Frefer but wast t0 take advantage of the status grant, visit ipeete
tactus and quote the Cathay Pacific pramotion.

9Click here to view eur Terms and Cenditions,

> CATHAY PACIFIC

Dear Mr Mehta

Membershp No - 107 J00CK 484

N caray | Zidevuds

Your Match Made in Travel - / Prefer Titanium Status Awaits

22 January 2025

A !Iuy. we' your ce at every stage of your joumey, whether you're
ftyisfwith us, booking accammodations, or discovering new destinations. We are theilled to announce that, doe 1o
‘your enthuslastic response, we've extended our promotion with Prefecred Hotels & Resots” guest benefit program,
1 Prefer Hotel Rewards.

1 Prafer opens the doar t excluskve privileges and exceptional hospitality at over 600 of the work's finest botels.
As a valued Cathay Diamond membez, for a limited time anly®, you'll enjoy a fast track t J Prafér Titanium stasus
and a welcame banus of $00 points which can be redeemed towards future Preferred Hotels & Resonts stays. As @
Titanium 1 Prefer member you will also receive benefits soch as enhianced rwom upgeades, eadty check-in, late check-
out. exchusive member rates, 2 welcame ansesity and a food asd beverage offec

Jola I Prefer today to receive your fast erack offer and discover a world of cravel opportunities.

*Offer expires an | Tth February 2

Foc members who are already enrolled L I Prefer but wasit 10 take advantage of the status grant, visi [prefes.com/coo.

st s and quote the Cathay Pacific pramation.

9Click ke to view eur Termes and Conditions,

Join I Prefer now




PARTNERSHIPS DRIVE REVENUE

AMEX STATEMENT CREDIT 24

¥ Spend S500, Get S100

P Free for hotels:
AMEX/PHR funded

P Reach new customers:
6.6M impressions delivered

@ Drives incremental revenue:
S25M Spend in ‘24

§p No operational req for hotels:
We manage it all
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