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Here for today’s
discussion

Zsuzsa Kecsmar

Chief Strategy Officer and
Co-founder
Antavo Al Loyalty Cloud




Powering the market’'s leading Al-powered loyalty platform
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The Antavo Loyalty OS for full loyalty program lifecycle

End-to-end Al technology suite Seamless customer experience
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Business
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Providing Value
For Customers
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Have you ever come across
Antavo’'s Global Customer
Loyalty Reports?
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Global Customer
Loyalty Report
6,500+ | 1,400+ 75,000+

DOWNLOADS WEBINAR REGISTRATIONS REACH
Since launch At the launch webinar In 2025 so far
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Consumer motivation to
join a loyalty program

Discountsandr 5 are the

#H1lince

Don’t underestimate
t ra n sa Ctio n a I Vq I ue Earning rewards, discounts, or cash back

Personalized offers

the #1incentive is still
financial

(Coming for the meCIt...) Exclusive members-only products

Free shipping / returns

Early access to sales

Partner rewards
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But loyalty needs
more than just good
deals

4 out of 10 customers want
more ways to earn points
(... staying for the gravy)
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How consumers prefer to interact

People a re I00king with loyalty programs

Mobile apps are the most popular way to interact

for convenience

Mobile app

Digital loyalty card

Gen Z, Millennials and Gen
X all prefer mobile o

interactions S

But older generations still stick to Providing smailfphons number
. in person at point of purchase
plastic cards

In emails or text message

Based on data from 10.000 consumers globally

antavo.com | Global Customer Loyalty Report 2025
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Get BOTH THE ‘25 & ‘26
Global Customer
Loyalty Reports

Are customers more loyal?

Loyalty apps vs digital cards?
ROI & budgeting trends

3000+ marketersf10.000+consumers
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Providing Value
For Marketers
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Which takes more time in
o-| Yourworkas aloyalty
program owner/Manager?
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Over 60% of
marketers say...

..that reporting takes more
time than acting on
insights

This puts marketers under a lot of
pressure

I Loyalty Programs in the Age of Value | Zsuzsa Kecsmar - Co-founder, Chief Strategy Officer SLQAEYOCYDE



The #1 valueis
ease of )
ma nagement =y

Speed of implementation

Ease of program

So the loyalty program is e

nOt Stqtlc other martech
And changes shall not need people . N e tedtres
ufrom IT" izaibilty

Based on data from 2600 professionals globally

Slobal Customer Loyalty Report 2026
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This business analyst is available 24/7 thanks to her Al avatar | REUTERS

Reuters @
3.92M subseribers



The Al co-pilot for loyalty program management

Improve Brand Engagement

Get loyalty members to engage outside of the buying cycle

Dashboard Analysis

e =2 @ O

Dashboard

@, Analyze

Monthly Points Earned (3} Top 5 Redeemed Rewards in last 12 mon... Monthly Transactions Over Past Year
4 Monthly trend of total loyalty polt Edit ved by
* customers over the past six months

A ple chart showing the disy n of the top
+ 5 most redeemed rewards by customers.in the
leyaity program.

A column chart showing how many
4. transactions occurred each month over the
past yesr in your loyalty program

Last year =
Last yearw
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Hete's your pie chart of the top 5
redeemed rewards! It shows each
reward's share of total redemptions,
Let me know if you'd like any deeper
insights—like redemption trends over
time or segment breakdowns|

How many transs

maonth over the

Sure thingl To visualize monthly
TrANsaction counts over the past year,
which chart type would you prefar?

» Line (great for trends)

= Column {clear comparison month-
to-month)

+ Bar (horzontal bars)

Let me know your pick and I'll
generate it for you,

| W4 Video call

antavo
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Optimizer




Providing Value
For Businesses

I Loyalty Programs in the Age of Value | Zsuzsa Kecsmar - Co-founder, Chief Strategy Officer SLQ/}TYOCLVOE



Del ive ri n g Va I u e Return::?.n. |nvestm?ar¥tof onalty Pzr?.grams ,
creates value

We don't know
| Prefer not to share

ROl of O

/\\
ROI of 8x or greater = gf.ag;:ive ROI
Successful loyalty

programs can generate
5.2X ROI

Pivot now, so you can start
generating value as soon as possible

ROI of 5x to 7x ROLof Ixto

Based on data from 2600 professionals globally
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Agentic Al is here

7 out of 10 companies are
willing to give agentic Ala go
So the time to pivot to Al-driven loyalty
inow
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How Antavo & Flying Tiger Copenhagen
work together

Zsuzsd Kecsmar David Thompson
Co-founder, Chief Strategy Officer at Product Owner

Antavo Al Loyalty Cloud at Flying Tiger Copenhagen
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Flying Tiger
Copenhagen Club

Welcome to the Club!
Here'’s a welcome

Flying Tiger
Copenhagen Club

- App-based loyalty program in
store (also self checkout)

- Launched in 6 weeks

- Reached 500,000 members
across 6 markets in 6 months

flying tiger | ANTAVO | THE GARDEN
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Approaching
1 million members...

- 8 marketsin 15 months

- Members have 60% higher
Heresswalome basket size and

fi

or you [|!
25

- Members visit 50% more often

off
discount
Expiry date: 30 maj

20:
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Ready to take action?
Book a 2-hour
workshop with us!

Zsuzsa Kecsmar

Co-founder,
Chief Strategy Officer

- antavo
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