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Key loyalty 
insights and 
actions for 
future growth



The good news is everyone finally gets 
the value of Loyalty Programs
Consumers Business



1. Partnerships

2. Personalisation  

3. Payments - Agentic

The Three Trending Ps



Partnerships



Source: World’s largest loyalty programs research, Let’s Talk Loyalty - April 2026

APs largest loyalty programs by members



India Thailand Philippines Indonesia VietnamMalaysiaSingapore 

Getting closer to the top 50 are Asia’s often family-owned 
Conglomerate Loyalty Programs

Ready made horizontally integrated programs

Fast tracked loyalty adoption in SEA on a significant scale



Whilst in many other parts of the world the traditional 
coalition model has fallen apart



Replaced by one major brand with a super currency who 
can fully control & own the data

Superapps/marketplacesSupermarkets & telcos Traditional players



But even Super Programs 
need to be careful as the 
game can change in an 
instant…

Commonwealth Bank (AU) 
overturned a 20yr 
stranglehold Qantas had on 
credit card issuers in 
Australia by closing their 
card loyalty program and 
creating a new whole of bank 
currency called Yello.



Which has meant these super programs have had lean 
into their second currency, status credits/recognition
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So banks are making a come back with whole of bank 
loyalty (vs just cards) and that has an impact on everyone 

• 1. New source of open 
loop points but a 
recalibration of power 
between trading 
partners

• 2. Rival for existing  
partnership based 
programs



So how do 
you keep 
growing?
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Accessing third party transactions with Card Linking
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Cathay Pacific and Asia Miles now links cards to 
seamless earn at their partner network



$12 back
for every 
$1 invested.

Acquisition through hyper-personalisation at scale for 
advertisers

Mastercard Offers 
Network average return.



Monetisation through hyper-personalisation at scale 
for publishers

Value adds 
for free or 
advertising 
revenue

Commerce Media Networks.

Offer placement Brand placement



Personalisation



The right 
personalisation
can have up to 
30% incremental 
impact on your 
business revenue

Source: Mastercard, 
Dynamic Yield Client 
Results
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But why do 76% of consumers really 
prefer buying from companies that 
tailor experiences to their needs?

Source: Demand Sage's April 2026 Personalization Report



Because we’re lazy.



Bypasses complex 
choices to instantly save 
cognitive energy.

The psychology of personalisation
Why the human brain craves tailored experiences

01 The 
cognitive 
shortcut

Make life easy
Filters out modern 
information noise using 
biological triggers.

Eliminates choice 
overload and actively
prevents decision fatigue.



Personalisation in-store
Both Z Rewards (NZ) and McDonalds (US) use number plate identification to make the rewards 
program easier to access and personalize choices

Z Rewards 
Pay By Plate

McDonalds Personalised Menu Board



Personalising Rewards Experience Online
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Using Reward Points 
for payment will also 
soon be embedded in 
our every day devices 
e.g. Apple Pay



Rewards us naturally 
with something 
uniquely customised.

The psychology of personalisation
Why the human brain craves tailored experiences

Make us feel good
Triggers an immediate 
micro-dose of dopamine 
in the brain.

Creates a highly 
positive emotional 
and validation loop.

02 The 
reward 
mechanism



Personalisation to re-enforce program value



Personalisation Engines allow us to create 1:1 
personalisation in real time but you need good data

Behavourial data when digitally 
engaged 1st Party Data

Demographic
Loyalty Data

Transaction Data
Contextual Data

Mastercard Geo 
Spend Data
Actual Spend & 

Spend Propensity

High 
LTV Recently 

flew to 
Singapore

Prefers 
app to 
SMS

Frequent 
Flyer

Enrolled in 
loyalty 

program

DY Reacts Within The Session To

- Personalize Content, Messaging 
Across the whole customer lifecycle

- Personalized product, offers or 
rewards recommendation

Long 
haul

Jane 

A single view of Jane



Upselling customers
based on data insights

Dynamic Yield

Mastercard was able to identify 
that customers in certain locations 
had a higher instance to upgrade 
their hotel room choice.  

When geo data matched with IP 
address, suite content is promoted 
over standard rooms.

Geo data
insights

Standard Room

Suite



©
20

25
 M

as
te

rc
ar

d.
 P

ro
pr

ie
ta

ry
 a

nd
 C

on
fid

en
ti

al

29

Personalization maturity in APAC is a bit lacking

APAC was found ‘basic’ 
overall in its level of maturity 
compared with others 
regions such as North 
America.

To bridge this, we need to 
stabilize investment by 
dedicating people to 
personalisation technology 
so they can experiment and 
learn to make outcomes 
more effective.

Personalization Maturity in APAC

Source: Mastercard Dynamic Yield. The state of 
personalization maturity report in e-commerce – 2026.



Payment –
Agentic 
Commerce
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Source: Cognizant

of all online transactions 
could be agentic by 2030

50% 
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Agent-assisted 
commerce

Agents assist, but consumer 
makes the final purchase

Autonomous 
agentic commerce

Consumer sets the criteria; 
agents purchase independently

Types of agentic commerce





Product Catalogue (price, availability)

APIs (JSON readable language) 

Customer Profile (incl. loyalty profile)

Payment Gateway Payment GatewayPayment Gateway

Discover, 
Read & 

Negotiate

Pay 

Offers on Third Party Sites

Agentic 
Commerce Roles

Preference Paid Advertising

FAST



Product Catalogue (price, availability)

APIs (JSON readable language)

Customer Profile (incl. loyalty profile)

Payment Gateway Payment GatewayPayment Gateway

Discover, 
Read & 

Negotiate

Pay 

Agentic 
Commerce Roles Who Do I 

Trust?

Offers on Third Party Sites

Preference Paid Advertising



Product Catalogue (price, availability)

APIs (JSON readable language)

Customer Profile (incl. loyalty profile)

Payment Gateway Payment GatewayPayment Gateway

Discover, 
Read & 

Negotiate

Pay 

Agentic 
Commerce Roles

Master Agent to Verify Identity, Protocols, Record Actions Agent Pay 

Who Do I 
Trust?

Offers on Third Party Sites

Preference Paid Advertising
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Implications for loyalty programs...

Is your CVP 
rational, simple 
to understand 
& searchable?

Are you 
capturing a 

payment 
credential 
upfront?

How will you 
complement the 

experience 
beyond search & 

transaction?



1. Partnerships

2. Personalisation  

3. Payments - Agentic

The Three Trending Ps
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