Personalized offer
Email

8 Email S gl
To: Amelia Smith vy ; G B3 Review details

You're just one step away from _ Push notification
earning Blue Rewards. il M3

Beyond Points and Perks:
: PARADISE

Turn Customer Data into awdf

Lifetime Value arn rewar: soneverytrlp'

Retained members

2 Al suggestions

_ ask
: _

o Activate re-engagement plan \ : T 213%
for churned members ‘

Adobe



Today’s speakers

Adam Wilson

Director,
Marketing Operations

Blue Rewards

Adobe

Julie Hoffmann

Global Director,
Industry Strategy

Adobe

Tyler Hogue

Principal Product
Marketing Manager

Adobe
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Agenda

The state of travel and loyalty

Customer engagement and loyalty in the
world of Al

AJO Loyalty demo
Operationalizing loyalty marketing

Q&A

Adobe ;

2 Personalized email

@ Nudge Silver members High
close to Gold

Tier opportunity 1hour ago

TROPICAR
FSCAPE ¢

\

P T SIRTY SO (S S e

\> W."\’ =\ 18 o s}
« ¢
ol .
i\ E

i

Patricia Reed

Silver Tier
Points balance 4,280
Last purchase a month ago
Engagement Rising
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If you could unlock one loyalty capability tomorrow,

what would move the needle most?
(Select one)

O O 0

A single, unified Real-time, Omnichannel Al-generated insights
view of every personalized orchestration (email, and next-best-action
member across challenges and SMS, push, in-app, recommendations
touchpoints rewards web)

AdObe © 2026 Adobe. All Rights



The state of travel and loyalty

Julie Hoffmann

Global Director, Industry Strategy
Adobe

Adobe
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What loyal travelers expect has changed
which changes everything

Loyalty needs

Al powered

Exp?rler::e led human & | Pelr;sonallzed A Loy;él‘iyt:‘:atlic’:,eels loyalty engagement
oyalty digital service Oyalty mometis w y
L L L L L

Travelers choose and
return to brands that
deliver memorable
moments, not just point
balances

Members expect
seamless self-service
for routine needs and

high-touch human
moments when it
matters most

Your loyalty has paid off.
Your suite is ready.

R
Will this make The best loyalty
ny trip better? interactions blend smart
Or just reward automation with genuine
my spend? human are
Adobe

Members expect
recognition and
relevance at every
touchpoint- not
generic offers based
on tier alone

Your Kauai 4
Adventure Awaits

Context aware
rewards and
gamified
communications
across the full travel
journey

Wellness, adventure, and nature
nature travel are driving
bookingdecisions — loyalty
programs that tap into passions
passions earn deeper
commitment

Create challenges that
reflect their passions
(wellness, outdoor;
cultural) and drive higher
redemption and retention

Members increasingly
expect their loyalty
program to anticipate
needs, surface, relevant
offers and guide their next
trip, not just

LN
-
r,

Hello, Sophie.

Personalized
itineraries and
proactivity are the
new loyalty currency

© 2026 Adobe. All Rights Reserved. Adobe
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Customer loyalty relies on experience, and every moment
matters

Customers are easy to lose...

...and hard to gain

e i

2.4

# of bad experiences
before churning

8

# of good experiences
needed to capture
share of wallet

Adobe




Why loyalty, why now?
Channel modernization isn’t enough, growth now depends on it to drive retention
and lifetime value

e N
Why loyalty matters? Rising CAC, Ios§ of dlrec'f customer access
+ retention/margin pressure
- J
e N
What’s changing? # Transactions to ongoing relationships
o J
f L) ) h-f () k- d \
Why is this critical now? é Discovery is shi tmg (e.g:, Gen.A.I) making owne
relationships critical
- J
e N
. Drive a behavioral change that increases retention,
The goal with loyalty g
preference & lifetime value
- J

Loyalty = Influencing the next customer
action, not just rewarding the last one

AdObe © 2026 Adobe. All Rights Reserved. Adobe 8
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Loyalty is evolving from points to personalization

Hyper-personalized,
Experiential enabled by Al
= Rise of gamification, status tiers, » Loyaltyis ? growth engine and means
. ) i for capturing zero-party data
Transactional and exclusive experiences

- Loyalty became a tool for brand = Teams and tactics are integrated with

= Simple point accumulation broader CX strate
and redemption differentiation and emotional &Y
connection = Agents to enable automated workflows
= Siloed programs, disconnected for loyalty marketers

from broader CX strategy = Still heavy reliance on

vendor services
= Dominated by legacy tech and
manual services
m/ Shift 3

Shift 2

Shift 1

AdObe © 2026 Adobe. All Rights Reserved. Adobe
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Customer engagement and loyalty in the world of Al

Tyler Hogue

Principal Product Marketing Manager
Adobe

Adobe

Confidential.




The rules of customer
acquisition have
changed

Al referral engnes are absorbingthe top
of the funnel. Brands that built growth on
organic discovery are exposed. The
response is not to fight for Al citations
alone, it's to build relationships that
don't need them

Adobe

11

50%+

Source: Gartner, 2025

30%

Source: Bain & Company;,
February 2025

718%

Source: eMarketer,
February 2026

60%

Source: Bain & Company;,
February 2025

© 2026 Adobe. All Rights Reserved Adobe
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decline in organic search traffic to
websites by 2028 as generative A
search scales.

of consumers rely on Al-generated
summaries for at least 40% of their
searches —shifting the discovery moment
away from brand-owned channels.

of retail executives believe that gen Al
will weaken brand loyalty by focusing

consumer choice on value or fit rather
than brand recognition by 2027

Increase in average customer
acquisition costs over the last 5
years.



These milliseconds are the

culmination of planning, effort,
and execution.

And customers decide instantly.

Adobe

Planning N7

Discovery (@¥ Optimization
They spend only

400ms

deciding if a message

) is relevant.
Targeting RO Content

activation

Content creation

Lo

Experimentation

12 © 2026 Adobe. All Rights Reserved. Adobe
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https://business.adobe.com/resources/sdk/reimagining-customer-journey-management.html

Customer experiences are getting worse, not better

Only

16%

of consumers describe
their brand experiences
as excellent

Only

45%

of consumers say

businesses deeply

understand their
needs

s &
_ Twilio, State of Customer Engagement, 2025

Adobe



The cost of a weak CX is real:

Churn, unsubscribes, erosion of customer lifetime value

Customer

Activated prospect

Prospect

S33B

Abandoned cart or
browsing due to

ﬂ checkout problems

Loyal customer

* I

S33B

Revenue lost due to
inadequate information or
support in-store and online

Acquisition Activation Engagement

Maximizing Customer Experience with a Strong Data Foundation, S&P Global Market Intelligence November 2025

Adobe

Loyalty

© 2026 Adobe. All Rights Reserved. Adobe 14
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Static, inflexible data and orchestration
orchestration restricts ability to engage
engage based on real-time signals.

Why the
disconnect?

Siloed teams and tools prolong time-
to-engage and reduce consistency of
the customer experience.

Channel-first approach based on marketing
calendar and channel metrics instead of
intended customer experience outcomes.

AdObe 15 © 2026 Adobe. All Rights Reserved. Adobe Confidential.




Stand out with
customer-centric engagement

@ More relevant Search: Noise

Q_ cancelling

More timely headphones

Tiktok: Travel

B . ;
@ More persona lized must haves ] Sunday, March 10
1:47

AUDIO @
Go beyond siloed marketing campaigns and REFINED &
channel-centric interactions by putting the customer at "N
the center of your engagement efforts.

Adobe

Confidential.




Disrupt the static, channel-led mindset
for more engaging customer experiences

Legacy approach A New approach
Channel-led approach Customer-centric approach
@ Channel-led strategy Experience-led strategy
driven by marketing calendar B driven by intended customer experience outcomes
Static list management [__7‘9 Rgal-tlme data N _
to inform in-the-moment decisions at time of engagement

a Lagging insights e Continuous optimization with agentic Al

with guesswork & channel-specific KPIs 8 that adapts experiences to drive customer LTV, loyalty,
and retention

AdObe © 2026 Adobe. All Rights Reserved. Adobe

Confidential.




Adobe

Introducing

Adobe Journey Optimizer Loyalty

The experience layer your approach to loyalty has been missing

Good morning, Maya

Discover loyalty insights, optimize challenges, and grow engagement

Ask about program performance, opportunities, or what to do next.

() Learn £O  Identify P Create ﬂ‘é Optimize

2 Your loyalty snapshot

O, Personalize ()" Allinsights
June 10th 2026

Program health is steady overall with r’,’g strong new member growth . @Jenna shared a growth and engagement opportunity with you, focused on

alll softening tier conversion rates . This month's ? challenge completion is up, plus new insights on how to keep up the momentum.

f,"g Strong new membership growth ulll Softening tier conversion rate <P Challenge completion increase
0,
A21% N2.61% A1.26%

i i S : C-,E Explore
Loyalty membership continues to trend upward, with steady overall growth and a +2.1% increase MoM.

Al suggestions &
Al suggestions surface prioritized actions and

opportunities to optimize program performance

Activate new loyalty members early t

Challenge opportunity - 1 hour ago

Create a new-member onboarding challenge
within the first 7 days that rewards completin

. Shared by Lucy

R Dismiss B8 Detai

Nudge members up to higher tiers '

© 2026 Adobe. All Rights Reserved. Adobe
Confidential.



Adobe Journey Optimizer Loyalty

&

Adobe

Accelerate performance with agentic Al

Leverage always-on, agentic Al that acts as an extension
of your team to surface predictive insights, action on
recommendations, and measure impact across your program

Personalize gamification

Unlock a holistic view of members to design and deploy
intelligent, gamified loyalty challenges with tasks and
rewards that adapt to customer behavior

Orchestrate loyalty experiences

Bring loyalty to life by designing and delivering personalized
content in real-time, across whichever
channel is most relevant to consumers in the moment

Your next adventure?
To: Amelia Smith

PARADISE
AWAITS.

Book your stay.

A recommendation
‘ﬂ based on her travel

interests.

Amelia Smith

Frequent Traveler

Last seenitem  Travel style
Beach Holidays  Leisure

July 2026




AJO Loyalty
Al-powered loyalty workflows

N
il

Adobe

Surface high-impact insights

Always-on Al learns what drives member engagement,
redemption, and lifetime value to identify potential loyalists
and churn risks

Accelerate loyalty optimization

Agentic workflows built on industry-leading Al minimize
manual analysis and help loyalty teams scale by proactively
surfacing strategic recommendations and building tactics

Measure incremental ROI

Prove the value of your loyalty program by analyzing
journeys and tying loyalty actions to business outcomes like
CLV and AQV

©

20 2026 Adobe. All Rights Reserved. Adobe

Confidential.

July 2026

Which tier is currently
underperforming?

Q2 is underperforming below industry
benchmark

50k

0

® Benchmark @ Actual



AJO Loyalty
Personalized gamification

Adobe

Unify loyalty signals

Integrate loyalty data to build enriched member profiles,
enable smarter segmentation, and target loyalty experiences
more precisely

Launch intelligent, personalized

challenges

Intuitive design tools allow team members to create, activate
and track participant status in personalized challenges

Tailor rewards to optimize performance

Maximize the impact of incentives by personalizing reward
types and amounts based on customer data such as lifetime
value, engagement recency, and more

GA July 2026

/) TaskA

Task A

Streak
Members can repeat the same task
multiple times.

of consumers are more likely to

7 70 participate in a loyalty program that

0 incorporates gamification




Omnichannel loyalty orchestration

ﬂ Build personalized content
&J Design personalized, on-brand challenge messaging fast with Al e One more trip and you're in!

To: Patricia Reed

content generation, quality checks, and asset management, all via
an easy drag-and-drop editor

Engage consumers where ever they are

Deliver content on the channels that are most likely to impact
behavior— email, SMS, push, in-app, web, and more

2y Patricia Reed
‘ Frequent Traveler
Embed loyalty into customer journeys

Extend loyalty communications as a natural part of the broader | Silver
customer journey, so the program feels connected to the brand
experience rather than bolted on

Tier member Points
24,500

AdObe © 2026 Adobe. All Rights Reserved. Adobe 22
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Operationalizing loyalty marketing

Adam Wilson

Director, Marketing Operations
Blue Rewards

Adobe

Confidential.




Driving customer loyalty for over 30 years

Dlue

rewards

Adobe




Driving customer loyalty for over 30 years

Adobe

;
Acme Inc.

Luma Industry

Wldgets Ltd.

Confidential.



Loyalty programs are

everywhere...

22

Number of loyalty
programs Canadians
belong to

What does it take to make it successful
Turning a loyalty program into a loyalty exp

Source: adviso LoyalT, 2025

Adobe
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https://www.newswire.ca/news-releases/announcing-the-2025-edition-of-loyalt-the-most-comprehensive-study-of-canadian-retail-loyalty-program-performance-827734826.html?utm_source=chatgpt.com
https://www.newswire.ca/news-releases/announcing-the-2025-edition-of-loyalt-the-most-comprehensive-study-of-canadian-retail-loyalty-program-performance-827734826.html?utm_source=chatgpt.com
https://www.newswire.ca/news-releases/announcing-the-2025-edition-of-loyalt-the-most-comprehensive-study-of-canadian-retail-loyalty-program-performance-827734826.html?utm_source=chatgpt.com

Loyalty programs are ...but consumer attention is

everywhere... difficult to sustain

22

programs Canadians programs Canadians
belong to belong to

Number of loyalty 9 Number of loyalty

-
What does it take to make it successfully?
Turning a loyalty program into a loyalty experie

Source: adviso LoyalT, 2025

Adobe
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Loyalty experiences drive incremental value

_— 200%

more valuable
more valuable

a Digitally engaged multiple channels

Member engaged on

Baseline member member

Adobe




Pillars of recommendation-worthy loyalty

& ?

Reflect
values

Recoghnize &
reward

Useful Save Inspire
time

Functional

Source: Internal research & antavo Global Customer Loyalty Report (2025)

Adobe

N

Care Key part

of your
life

Emotional
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@ Points per dollars spent

Amount earned should reflectamount
Building o
experiences wit

these pillars

Perception of effort
Engagement is heavily influenced by
comparing reward value effort required.

Time to recognition
The less time between action and reward, the

more likely it is behaviors become habits.

AdObe 30 © 2026 Adobe. All Rights Reserved. Adobe Confidential.




How is AJO Loyalty different from journeys?
The challenge with challenges

Toscs MR
[ Toocs R
ooz R
[ Toocs R,
" Taskc2 R
oo RN,
CToscs
[ Toocs R
™ Taskcz R
" Toscs I
o1
oo R — S

e Reviard!)
TS TS
Tl
[ Toocs R
o1
s

— S
— —L
— —
— —{
| Enroll piy Task 2y puy —
— —{
— —{
— S — —L
— —

Additional issues that AJO Loyalty solves for:

Latency Audience cap Audience sprawl Event aggregation

Adobe

Confidential.




Overcoming challenges for scaled gamification

& ®©

Re-claimed Scale gamified Simplified
development experience design personalization
resources

Gamification built into Lower technical barrier Run challenges
existing stack, saving enables marketers to simultaneously across
6+ months of technical participate more directly in key audiences.
development. experience design.

Adobe
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Resources

Adaptive loyalty, Al traffic to travel sites
powered by Al ~-—- - e soars 200%

Introducing Adobe Journey Optimizer Rioua for Dustnons' e esomme’, - =
Loyalty — Adaptive loyalty
orchestration powered by Al.

Adobe report: Al traffic to travel sites
g S Cinie soars nearly 200% as Al visitors now
o outperform traditional sources.

Personalize every customer Personalize multichannel Create smarter loyalt
interaction with Al experiences with Adobe experiences with Al

— __| ADOBE JOURNEY OPTIMZER LOTALTY
Adobe named a Leader in Design smar.ter, real-time
s g multichannel marketing hubs. = l°yalty to drive
customer Dicoves e Adabe g oether ek e ey, s engagement.
like they're your only - = dobe Journey Optinizee oyelty works seanlessly slongsidey

custol

Evolve loyalty beyond static rules and rewards.

AdObe © 2026 Adobe. All Rights Reserved. Adobe
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https://business.adobe.com/products/journey-optimizer/loyalty.html
https://business.adobe.com/blog/adobe-report-ai-traffic-travel-sites-surges-200-percent
https://business.adobe.com/blog/adobe-report-ai-traffic-travel-sites-surges-200-percent
https://business.adobe.com/blog/adobe-report-ai-traffic-travel-sites-surges-200-percent
https://business.adobe.com/blog/brand-recall-report
https://business.adobe.com/blog/brand-recall-report
https://business.adobe.com/blog/brand-recall-report
https://business.adobe.com/blog/introducing-adobe-journey-optimizer-loyalty
https://business.adobe.com/blog/brand-recall-report
https://business.adobe.com/products/journey-optimizer/loyalty.html
https://business.adobe.com/blog/adobe-report-ai-traffic-travel-sites-surges-200-percent
https://business.adobe.com/solutions/customer-engagement.html
https://business.adobe.com/resources/reports/gartner-mq-multichannel-marketing-hubs-2025.html

Resources

Build essential Al skills
for marketing

Shape the future of
marketing with Adobe

Adobe

Adobe Linked}]
Al Essentials for Marketers

=

Build the Al skills you need with learning tailored for Marketers.
Expert insights and practical instruction to help you lead in the Al era.

START YOUR LEARNING JOURNEY

Shape the future of
marketing with Adobe’s Al
platform.

d, pre

» Watch video ( Get newsletter

Learn about the latest innovations from Adobe
Summit.

Read The Best of Summit blog

Unlock personalizati

at scale with Al

Unlock personalization at scale in the era
of Al

2N\
h 38

Evaluate your organization's Brand visibility is the new Generative Al vs agentic Al i
readiness for Al. competitive advantage. marketing.

© 2026 Adobe. All Rights Reserved. Adobe
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https://business.adobe.com/solutions/martech-leader.html
https://business.adobe.com/solutions/martech-leader.html
https://business.adobe.com/solutions/marketing-leader.html
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https://business.adobe.com/solutions/marketing-leader.html
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