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Does AI empower your 
loyalty programme 

or is it the other
way around?



Zsuzsa Kecsmar
Chief Strategy Officer and 
Co-founder
Antavo AI Loyalty Cloud

Here for 
today’s 
discussion 



Meet the Antavo Loyalty Operating 
System

Engine

Execution delivered

Ideas 
aligned

Planner

AI native

Performance 
understood

Optimizer

AI native

Co-pilot intelligence 
(Timi AI)
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Our Team behind the tech



1. UK loyalty trends

2. Transforming AI with loyalty

3. Meet Vivobarefoot
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Global Customer Loyalty Reports
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● 200 M+   member actions analyzed

● 2000    global marketer survey

● ( 0 000   global consumer survey

500M+

10.000

How we produced 
this report

3.000
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1. UK loyalty 
trends

How the UK 
loyalty market 
compares to the 
global trends
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POLL



UK customers 
are value driven 
and selective

● Only 54% of UK 
customers feel valued by 
loyalty programs

● 57% say it takes too long 
to earn rewards, and 47% 
find rewards unattractive
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More on page 30-33



UK customers 
are value driven 
and selective

● 33% UK consumers are 
more likely to join a 
loyalty program than 
last year 
(global average: 43%)
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The likelihood of consumers 
joining a loyalty program

More on page 30-33



UK customers 
are value driven 
and selective

● 83% of UK consumers join 
loyalty programs for 
money-saving benefits 
(global average: 71%)
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UK customers 
still prefer 
plastic card

● 51% of UK consumers 
still carry plastic card 
(global average: 43%)

● 47% also prefers digital 
cards
(global average: 42%)
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The UK 
over-indexes 
on data 
collection
● 81.0% of loyalty 

program owners are 
satisfied (global 
average: 83%)
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The UK 
over-indexes 
on data 
collection
● 74% cite customer data as 

a key satisfaction driver 

Globally, the #1 driver for 
satisfaction is fostering 
deeper engagement 
(65%)
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More on page 12-13
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3. Transforming 
loyalty with AI

Or the other 
way around?

G
LO

BA
L C

US
TO

M
ER

 LO
YA

LT
Y 

RE
PO

RT
 2

02
6



POLL



UK teams 
doesn’t fear 
data blindness

● 17% of UK program owners 
have no challenges 
analyzing loyalty data 
Globally this number is 
9%!

● 34% of leadership teams 
in the UK expect weekly 
analysis
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More on page 22-25



One of the most 
AI-forward in 
Europe

● 61% of UK loyalty teams 
already use AI-powered 
tools. Last year, it was only 
34%

Globally, AI usage in loyalty 
programs is just 51%. 
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More on page 22-25

AI preparedness

6.33 4.99

Don't offer a 
loyalty 

program

Already offer a 
loyalty 

program



One of the most 
AI-forward in 
Europe

● AI readiness is also 
higher among UK 
program owners: 
7.1 vs 6.3 globally  
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AI preparedness

6.33 4.99

Don't offer a 
loyalty 

program

Already offer a 
loyalty 

program



The AI data loop
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http://www.youtube.com/watch?v=Lqh33XC_fl8
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How Antavo & 
Vivobarefoot 
Work together
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Rebecca Goldsworthy
Loyalty Program 
Manager at Vivobarefoot



VivoRewards: 
Vivobarefoot’s New 
Global Loyalty Program
● Part of MyVivo, the program rewards 

members for real world actions, not just 
transactions.

● Data integration helped to connect 
behavioural signals, referrals, UGC and 
like-minded brands

● Launched after just 6 months of 
implementation



ENGAGEMENT

Challenges drive 
holistic brand 

engagement, from 
foot scans, ReVivo 
shoe returns and 

repairs.

RECONNECTING 
WITH NATURE

By integrating with 
Garmin, we gain insight 
into members’ physical 

movement, creating 
fun challenges that get 

members outdoors 
and reconnecting with 

nature.

FIXED EARN RATES

Point earn rates 
are fixed by 

product category 
to avoid the 

complexity of 119 
different 

currencies. 

FREE PERKS

Beyond just points, 
members enjoy 
free VivoHealth 
content, partner 
offers, and free 
birthday gifts.

VivoRewards is 
embedded  into all 
stages of the digital 
customer journey, 
creating a smooth 

user flow from points 
collection to voucher 

redemption.

SEAMLESS REWARDS 
EXPERIENCE

VivoRewards: Member Experience



● Early traction shows:

○ 26k members in the first 8 weeks

○ 67% uplift in monthly free VivoHealth 
course enrolments

○ Members across 98 countries

● Hard launch campaign coming in next 
few weeks

● A planned tech roadmap of 
optimisations: ‘Small frequent steps’

VivoRewards: So Far, 
What’s Next



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

Zsuzsa Kecsmar
Co-founder,
Chief Strategy Officer


