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Disclaimer

LEI: 959800TZHQRUSHI1ESL13

Forwardlooking statements:

This announcement contains forwaldoking statements within the meaning of applicable securities laws. This cautionary statsnmeade for the purpose of providing protection for such forwhroking statements and is intended to qualify all forwdwdking statements made in, or
incorporated by reference into, this announcement. These statements can be identified by the fact that they do not reladehistbrical or current facts. By their nature, they involve risk and uncertainties because they relate to events andothepisnuinstances that will occur in the future.
Actual results could differ materially from those expressed or implied by such fodaakihg statements.
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or other variations of such words, or comparable terminology. They include, without limitation, any and all projectiopsaatmns relating to the results of operations, financial condition, cash flows, dividend policy, capital allocation, dleapacity plans, route network development,

competitive position, industry trends, strategy and regulatory developments of International Consolidated Airlines Groap,FS.AA 14 & dzo &A RA I NB dzy RSNIF 1 Ay3a FNBY GAYS (2 GAYS 06 édufureebeiesldidanaing plang, expested | & LI |y
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information known to the Group on the date of this announcement and speak as of the date of this announcement. Exceitek® requé | LILIX A Ol 6 S f g5 NBIdzA | GA2y 2N §KS NHzZ S& 27F |y éheGraupepiressy Higckims/aRySobligayion 6 K A OK
or undertaking to release publicly any update, revision, or correction to any fodwakdng statement contained hereinto réflO G | y& OKIF y3S Ay (KS DNRdzIQ&a SELISOGFGAZ2YA 2N I yeé OKkhstaénerdtighaSed Sy ias O2yRAGAZYAS

Actual results may differ from those expressed or implied in the fori@o#ling statements in this announcement as a resulamf number of known and unknown risks, uncertainties and other factors, including, but not limited to: changes in gememraleedmusiness, or market conditions; fuel

price volatility; foreign exchange rate fluctuations; changes in interest rates and financing conditions; the impact afipsnulgblic health emergencies, or travel restrictions; terrorist incidents, armed conflicts, or geopolitical instabiliyesihapplicable laws, regulations, or government policy

(including taxation, emissions trading schemes, and environmental regulation); the loss, reduction, or reallocation toflaispor changes to slot allocation rules and regulatidabpur relations, industrial action, or workforce constraints; disruptions to IT systems or cybersecurity incidents; the

outcome of litigation or regulatory proceedings; changes in competitive dynamics, consumer demand, or booking pattemshaimgisruptions; climathNBf I § SR NA &1 aT FyR (GKS DNRdzZLIQa | 6Af A& {2orB&hégd igidleet ahdicdpaciyddans y S&a & & G NI
many of which are difficult to predict and are generally beyond the control of the Group, and it is not reasonably possibladrate all factors that could cause actual results to differ materially from those anticipated. Accordingly, readessrofdhncement are cautioned against relying on
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looking statements made on or after the date of this announcement and attributable to IAG are expressly qualified irtitiedjr Iy the primary risks set out in that section.

Where forwardlooking statements in this announcement are based on data, forecasts, or estimates sourced from third part@sughdas not independently verified such information and makes no representation or warranty, express or implied, asucaity, completeness, or reliability.

To the fullest extent permitted by applicable law, neither the Group nor any of its directors, officers, employees, asadeispts any liability whatsoever for any loss, howsoever arising, from any use of, or reliance on,-fookiagl statements aatained in this announcement or any information
on which such statements are based.

These cautionary statements qualify all forwdodking statements contained in this announcement and all foralaoking statenents attributable to the Group or to persons acting on its behalf, whether made in writing or orally, including in investmtations, earnings calls, or other

communications.

Alternative Performance Measures:

<

This announcement contains, in addition to the financial information prepared in accordance with International FinanaigyRepo{ G I y Rl NRa o6 WLCw{ Q0 | yR RSNAGSR TN iKS DNERdzZLIQ& ¥ Anyhe Guidklihes ondlfetnati&eY Sy G ax | £ G S NJ
performance measures issued by the European Securities and Markets Authority (ESMA) on 5 October 2015. The performaoo¥ &hd @uf G KS DNR dzZlJQ& ad N} §S3&8 A& | 84Sa&SR dz@AYy3 | ydzyo SNdiRadditionttealfR® ¢ KS&aS Y S| & dzN
measurements, may differ to definitions given by regulatory bodies relevant to the Group and may differ to similarly etlendes presented by other companies.

For definitions and explanations of APMs, refer to the APMs section in the most recent published financial report afd@Ahaual report and accounts 2025 ese documents are available www.iairgroup.com


https://www.iairgroup.com/
https://www.iairgroup.com/media/ktnlp1jx/iag-annual-report-and-accounts-2025.pdf
https://www.iairgroup.com/
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IAG Strategy

Accelerating
CapitalLight Earnings

Luis Gallego
Chief Executive Officer, IAG




AGOS STRATEGY T OCLAESIMANGENS AWDRET IRNS

Strategic imperatives Through -the -cycle FY25
target ambition

-

A strong core -150
9 e | 15.1% ()
perating margin
Sustainable
profitability
Capital -light 13-16%
earnings growth RoIC 18.5%
: <1.8x .
A sus_tamable Net leverage 0.8x Accretive
value -creation framework growth




THE THREE BIGGEST VALUE CREATION LEVERS THAT SUPPORT THE STRATE
AMBITION THAT WE SET OUT IN 2023

Operating Profit ({@m)

>10% pa.l
593
422
2019 2023 2025 Ambition

Note: Group ambitions and targets per the Capital Markets Day 2023. British Airways and Iberia per respective Investor Insight Daysn November 2024 and June 2025 The metrics included in this slide are before exceptional items
1. Excludesimpact of HMRC decision on accounting treatment 6



IAG LOYALTY IS AN INTEGRAL PART OF THE GROUP

Recognises customers for
engaging with IAG and partners

Rewards customers for flying with

AWy

&

Increases loyalty
to our airlines

Builds greater share of customers

| AG and | AGO6s par t ne rflgingonourairlines

Rewards customer so
behaviour with the most important
aspirational activity: Travel

Key source of
and profits

Strong track record of profit growth

| AGO s

e vPeovideslaadiyect distribution channel

Stable profit delivery

Increases our engagement with
customers in between flights

Consistently high cash conversion

High profit margin and capital-light




IAG LOYALTY IS AN INCREASINGLY IMPORTANT PART OF OUR PORTFOLIO MI.

An increasingly important Profit doubled from 2019 & Hel ps to del i ver| | Mdtesntatget¥% achieve

source of profits, cash, 2025, with high free cash flow 15% through-the-cycle margin Glbn operating profi
and capital-light returns for IAG and margins target range further growth in the long  -term
Large and growing Increasingly important IAG Stable, high margins above
customer base earnings stream Group target
Active customers (m) Share of IAG Loyalty IAG Loyalty operating profit(Qm)3
in | AG6s opetating profit| (%)
T 1% ‘ 18% ‘ 19% ‘
10.6
9.4% 1 1bn |
593 : :
422 .
245 L
AMBITION
1. Active customers who engaged with IAG Loyalty (earned or redeemed) in last 12 months2. IAG Loyalty profit represents underlying profit as share of Group profit; 3. Represents underlying operating 8

profit on a pre -HMRC VAT dispute basis; statutory accounts report profit including VAT



|AG Loyalty
Building to a Billion

Adam Daniels
Chairman and Chief Executive Officer, IAG Loyalty



WE HAVE AN EXPERIENCED EXECUTIVE TEAM TO DELIVER OUR STRATEGY

PRESENTERS

Chairman and
Chief Executive Officer

Previous experience at:

BRITISH AIRWAYS -

Managing Director,
Holidays

Previous experience at:

—_—
BRITISH AIRWAYS

\/. TUI

o
ah

-

£
(N

Chief Financial Officer

4

o~

-~

Previous experience at:

dentsu

Chief Tech, Data & Al
Officer

Previous experience at:

—— INTERNATIONAL
BRITISH AIRWAYS IAG EI_FA.UIFL

3
‘gt‘v

)
o R

Chief Commercial Officer

Previous experience at:

| ——
Hilton BRITISHAIRWAYS = \AQANTAS
R THE STAY"

Fol

Chief People &
Communications Officer

Previous experience at:

THE

g 5. asos [
GROUP

Chief Customer Officer

Previous experience at:
IBERIA o  BAIN & COMPANY @

ZLATAM

Chief Retail Officer

Previous experience at:

BRITISH AIRW‘AF = IL\IOEOV\I'Q M &S

Our executive
team has deep
aviation and
loyalty expertise,
complemented

by crossindustry
leadership
experience across
financial services,

retail, digital and
global travel
businesses

Further details
on the
experience can
be found

in the Appendix

10
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IAG

Revenue Operating Profit

LOYALTY

>20%

Operating Margin

Operating Margin

Operating ——
Profit BRITISH AIRWAYS
Holidays
Revenue Growth (CAGR 2019 -25) Revenue Growth (CAGR 2019 -25)

11

Note: All figures shown are for FY25Represents underlying operating profit on a preHMRC VAT dispute basis; stat



WE OPERATE AT THE CENTRE OF LARGE GLOBAL INDUSTRIES

Loyalty currency is the 3
largest currency reserve

[)

worth of points issued each year?

1. Source: OnPoint Loyalty, The Currency Effect Global Survey Results arigtat insights, Multi - Currency Loyalty
Programs: Engage Customers Worldwide; 2. Skift, State of Travel 2025




DECADES OF LEADERSHIP IN TRAVEL AND LOYALTY

Established Rebranded
1955 1991
N N
1988 1991 2011
N N N
Legacy Single
programmes currency

=\

BRITISH < _ avios)
AIRWAYS IBERIA o PLUS ‘
MILES

Incorporation of

Holidays
2020 2024
|| ||

IAG

1. On Point Loyalty 2026 Top 100 airline loyalty programmes, valued IAG Loyalty at $10.34bn ranking it 4th highest in the wotd and the most valuable outside of the US

2

2026

Today we are
recognised as the

most valuable airline
loyalty business
outside of the US 1

Entering a new
phase of growth




OUR MODEL: INVESTING IN CUSTOMERS AND DRIVING VALUE FROM PARTNE

Sell Avios to partners
(IAG Loyalty makes money by selling Avios
at a higher price than the investment cost)

Ground commission
(IAG Loyalty makes money through
mark-up on packages)

Partners benefit from customer
acquisition, retention and share of wallet

Extract Invest to

higher drive deeper .
financial customer Avios Issuance
returns engagement Rewards

(Air & beyond)
Elite status points
Customer digital experience

Customers benefit from access Airlines and Group benefit from strong financial
to unique rewards and status contribution and increased customer loyalty

14



INTEGRATION OF LOYALTY AND HOLIDAYS STRENGTHENS GROWTH POTENT

IAG
L O YA LT Y 5% Holidays penetration

v

comes from BA Club members HOLIDAYS
15




LOYALTY MEMBERS GENERATE SIGNIFICANTLY HIGHER PROFITABILITY TO IA

P——. i
i 2 J Y Y >
3 7 72 OZ
> S = <= <
: ﬂ : BR\TTlsti
% \ pIRwAYS Profit to IAG Profit to IAG Profit to IAG

Loyalty member
who

Loyalty member who
not enrolled in

our programmes and

Average profitability of customers to IAG

(based on British Airways Club member activity)

1. Average FY25 profitability based on BA Club member activity flying on BA and other air partners and other activity with non-air Avios partners. Profit represents profit to group, i.e. including profit from airlines, from loyalty activity 16

and ground profit from BA holidays. For each multiple, profitability represents total average profit attributed to customers with each behaviour type.



High -margin, Concentrated Unique assets & Scaled partner & Clear path
capital -light in high -value unlock network drives to significant
cash generation customer differentiated value growth
segments rewards

~3x over-index in top Multi -airline currency
income segments in the with access to IAG airline
UK and ~5x in Spain inventory and status

High margins (>20%
Loyalty, ~10% Holidays)

125+ global strategic Glbn operating |
partners across industries in the mid -term

17



A CAPITAELLIGHT BUSINESS MODEL
WITH ATTRACTIVE ECONOMICS

Capital-light growth

Strong cash generation

High, stable operating
margins

Less seasonal & less
cycle-sensitive earnings

<£50m yearly capex
funding >10% business growth

High cash conversion with
>100%operating profit to free cash flow

>18% operating margin

Profitable
through the cycle




High-value Customers

SIGNIFICANT PRESENCE ACROSS THE GLOBE
WITH ACTIVE CUSTOMERS IN OVER 80 COUNTRIES

Active customer presence by country Avios is the loyalty currency of

[/ airlines

v QAWTQ‘,E%/ FINNAIR \(NLoganair

Scotland's Airline

Lower presence

>46m >10m >1m +600 19

Total loyalty Active customers 2 Holidays Holiday Airline partners

customers ! passengers destinations 3
13%cacR 202225

1. Total loyalty customers enrolled in an IAG airline loyalty programme; 2. Active customers who have engaged (earned or redeeme) in the last 12 months; 3. Cities and areas served by flight destination 19

Higher presence




CONCENTRATED IN HIGNALUE CUSTOMER SEGMENTS

We have an affl uent édriving superior spe

d k 2 . 6X Per-card spend on our

co-brands vs UK
more customers

] market average
=I F earning £100k+

vs UK loyalty market average

BRITISH AIRWAYS *

-. »)) 7997 ) barclaycard

5.1X

v
un
]
13
o
X
i
r4
g
14
i
=
<

more customers

earning 090k +
vs Spain loyalty market average

C FFROST

Note: Income data from IAG Loyalty customer surveys, comparison of IAGL customers with all people that are 20
engaged in loyalty in the region. Income represents household income




WE HAVE A UNIQUE SET OF STRATEGIC ASSETS

A set of structurally Widely used Avios currency airlines using Avios as their currency
hard-to-replicate | |
advantages

across travel,
spend and broader behaviours

Single platform connecting
customers, airlines & partners

would recommend Avios to a
friend in the UK (~75% in Spain)

Privileged access to IAG airline
iInventory offered as a reward

Status benefits underpinned on British Airways
by airline assets Holidays and select Avios Partners

SSSSSSNNNS  a

1. Reward seats reflect sectors flown using Avios (includes classic reward flights and Pay with Avios)

21



| Cusomerbaia

Our ecosystem | i
provides,ich, Ry
verified customer
data across V|||
travel, spend , "/ ———
and behaviour PR | |

i l w ¥

General - .

Which we use to inform __demographics | ,\\%;:;"ﬂ
decisions about our products, 1*"\‘-
pricing and offers to improve g ‘ V‘éi?:h
customer lifetime value -

22



OUR CUSTOMERS LOVE OUR DIFFERENTIATED REWARDS

Guaranteed availability

of flights
\

Guaranteed minimum number of
seats on British Airways and Iberia

Reward spend available on all
flights via Pay with Avios

Avios-Only Flights operated by
British Airways, Iberia and Aer Lingus

Breadth of partner network
for reward spend

N

ACross
mul ti pl e

QATARYE FINNAIR (NLoganar

Scotland's Airline

N

éand every
ail rl 1 spewdé

nactal
w u

K8
I
1 EE"N ’ S

23



THESE REWARDS POWER ACCESS TO WORLASS PARTNERSHIPS

TP

IAG

Our customers Customers are
highly value and willing to buy from
actively pursue our our partners to
unique rewards unlock those rewards




A WORLDCLASS PARTNER ECOSYSTEM

Breadth Quality Exclusive | Integrated
>125 Top-tier, globally Exclusive longterm Seamless 2 8 %

_ recognised brands partnerships earn-and-spend
Strategic partners through our
globally proprietary tech of customers muilti -

collect?, earning 69%

>1O’500 of total Avios issued
hotels

> D
>15%

CHASEQ <> REProL Co-brand share of UK credit
% W@R ‘ S card spend?®, equivalent to

QATAR % 11(0 S Uber With Avios, your everyday 1 2 ()/
: Oof UK GDP

sssssss
retallers ond make your

of partnership

% = g o 25 years
Q& o

1. City, town and areas served by flight destinations; 2. Based on active customers. 3. A multcollector is a member who collects with more than one partners with IAG airlines counted as one partners 25
3. Point of sale spend



BUILDING TO A BILLION

A cl| ear

Operating Profit!, EUR

Underlying market
growth

IAG airline growth &
performance

Strong credit card market
growth

path to

Customer engagement

Increase multicollection
Customer acquisition

Soss Sign rew partnerships
and activation

Enhance redemption

Accelerate customer availability

acquisition through Starlink

Increase Holidays
penetration
Enhance propositions
across business

Scale Holidays
platform & app

Primary pillars of growth

Clear Growth Path

Ulbn prof

New markets and
products
Expand Loyalty and
Holidays into new markets

Launch new Holidays
products

2025

1. Represents underlying operating profit on a pre-HMRC VAT dispute basis; statutory accounts report profit including VAT

Mid-Term

and beyond -
l and
Unlocking full |
potential of :
existing levers,

New
opportunities
(incl. inorganic)

Deeper
monetisation
of ecosystem

Continued
market and
airline growth

Long Term

26



Our Customers
and Markets

Silvia Espinosa delos Monteros
Chief Customer Officer, Loyalty




Concentrated
in high -value customer segments

B, @

Large and growing Premium behaviour Deepen engagement
customer base and high quality across the ecosystem

28



ACTIVE CUSTOMER BASE GROWING AT ~13% CAGR

>46m

enrolled customerst?

V

10.6
million

7.3m

2022 2023 2024 2025

1. Customers enrolled in IAG airline loyalty programmes. Note, the total number of enrolled customers in Avios currency programmes (including Qatar, Finnair and Loganair) is significantly higher;
2. Active customers are customers who have earned or redeemed Avios in the last 12 months

29



ACTIVE CUSTOMER BASE SPANNING OVER 80 COUNTRIES

Active customer
presence by country

countries with more
than 1k active customers

.

Lower presence Higher presence

Note: Active customers are customers who engaged with IAG Loyalty (earn or redeem Avios) in last 12 months

30



High-value Customers

SKEWED TOWARDS HIGHARNING SEGMENTS

Customer base household income compared to loyalty market And our proposition reflects this
B Country specific loyalty market IAG Loyalty customer base
higher vs UK
loyalty market
higher vs UK
loyalty market Premium Premium
co-brand cards holidays
<£50k £50-75k £75-100k >£100k >
higher vs Spain
- N higher vs Spain loyalty market _ -
o |Oya|ty market Premlum Tlerlng
cabins and (status and
inventory recognition)

< 045Kk 0 4 56 0k a 6 090k >09 0 k

Source: Income data from IAG Loyalty customer surveys, comparison of IAG Loyalty customers with all people that are engagedn Loyalty in the region. Income represents household income (combined

income of all income of all income earners in each household)




DEEP ENGAGEMENT ACROSS
ALL AREAS OF OUR ECOSYSTEM

aN

%

Air

5%

active customers

collect through
flying

. High-value Customers . . .

—=

Holiday Packages

~450K

holiday bookings
from British Airways
Club members

r—
=]
Financial Services Retail

~3Mm +£700m

customers earning spent on The
with financial Avios Store
services partners




MULTFCOLLECTORS ARE CRITICAL, DRIVING 69% OF AVIOS ISSUANCE

7sX,  Multi-collectors are members who collect with more than one partnéfr

3‘\6/’43 (e.g. Iberia & Repsol; Aer Lingus & Tesco Ireland; American Express & Uber)

Active customers and total issuance distribution by number of partners (2025)

B % Total active customers % Total issuance

69% of issuance from multicollectors

46%
31%
23%
1 PARTNER 2 PARTNERS 3+ PARTNERS

1. For multi-collection, we consider all IAG airlines as one partner 33



WE HAVE A DEEP UNDERSTANDING OF WHAT OUR CUSTOMERS VALUE

' J |

The club has lots of
positives and the | have enough points
accompanying app is to book flights & but |
useful, but | find the have difficulty finding
statement of accounts availability
difficult to understand

Without reward flights,
there is no way my
wife and | would be
able to afford long -

haul flights

Blending Avios and
cash is such a great
way to book travel as
I tds so flexibl

7y

Note: Quotes from IAG Loyalty customers from customer surveys 34




High-value Customers

DEEP ENGAGEMENT CREATES RICH CUSTOMER DATA WHICH WE ARE
STARTING TO LEVERAGE

The more customers engage withus, the more
touchpoints they haveacross our ecosystem

' Travel
preferences

@ We are at the start of our journey

General g o 2n 5 U

demographics

Case study in The Avios Shop

+17% basket -31% marketing
value growth cost reduction

There is significant opportunity to
QA4 leverage customer data in future




Clear path
to significant
growth

36



Clear Growth Path

MARKET AND CUSTOMER TRENDS
SUPPORT OUR LONGERM GROWTH

Appetite for experiences, Payment systems increasingly Shift towards higher value
particularly travel tied to loyalty and trusted holiday offerings

1.Skift State of Travel; 2 Mintel, UK Holiday Industry Review 2026 3. Margeta State of Payments Report 2025- survey of UK and US respondents; 4. ABTA holiday habits report 20286 (UK only) 37



ATTRACTIVE MARKETS WITH GROWTH POTENTIAL

Clear Growth Path

IAG presence

LOYALTY
Market

maturity

Overall market
attractiveness
for IAG Loyalty

A Large, mature loyalty
and credit card market
A Strong holidays market

VERY HIGH HIGH MODERATE

A Lower loyalty and credit
card maturity, but with
potential

A Opportunity on Holidays
supported by IB presence

LOW

A Lower loyalty maturity
and overall market size

A Small but strongly
growing Holidays market

A Attractive, mature loyalty A Mid loyalty maturity,
market with high high interchange fees
interchange fees and and fewer caps, but
high credit card uneven across countries
penetration

38



Clear Growth Path

A STRONG CUSTOMER PIPELINE WITH PROVEN CONVERSION
TO HIGHER ENGAGEMENT

Acquisition Multi-collection

122m ~3m

IAG airline Active loyalty Customers
passengers customers collecting with
more than one
partner
39

Note: Passengers refer to flight segments flown, while customers represent unique individuals engaging with the airline or loyalty ecosystem. Total enrolled loyalty customers represents customers enrolled in IAG airline loyalty programmes



Clear Growth Path

WITH A CLEAR PATH TO UNLOCKING FURTHER

GROWTH FROM OUR CUSTOMERS

Acquisition Enrolment

Starlink partnership to accelerate enrolment

We expect our partnership to supercharge loyalty uptake
and engagement across the airline customer base

Activation

V

More compelling partners and proposition

Enhancing our loyalty and holidays propositions to drive deeper
engagement and increase multi-collection of existing customers

40



[ cewormwnran
STARLINK WILL TRANSFORM CUSTOMER ACQUISITION AND ENGAGEMENT

— High -speed wifi across IAG airlines ( ' ~~ ' ‘ N7

British Alrways Wi-Fi

wifi.iberia.com FAMDR DR EOM
Iberia Wi-Fi British Alrways Wi-Fi Captive Wi-Fi X
\ 2 e ) Captive Wi-Fi
i > Captive Wi-Fi 5. > X > Y
= 500+ aircraft oA
> & EN Join the British Airways Club
i ® EN Join for free and collect Avios to spend on
flights, hotels and car hire. Earn tier points to
Enter your aCCOUn[ de[a“s unlock benefits including lounge access and

priority check-in.

C u Sto m e rS req u i red to S i g n u p o Let'S get yOU Connected Enter the email address associated with your Email address

e . loyalty programme account. "
Loyalty program membership gives you instant YOI PIVEYS jon.doe@gmail.com

or log into loyalty programmes. e s s

C Create password
Continue with

British Airways Club 2
First Name
1am a member s
Email address or membership 1D Jon
. on.doe@gmail com e
Join Iberia Club ! eee Exactly a5 show
Doe

am 18 years of or a par
providing'eensent for this de

access to Wi-Fi

Date of birth

01.01.2000

Country of residence

Z United Kingdom v
(] ! confirm | have read and agree to the
~— [Airline] Terms and Conditions
Jbject 1g the and the [Airline] Privacy Policy.
AP [[) Keep me up to date about offers, news
and travel inspiration from [Airfine] and its

subsidiaries
‘ Join the British Airways Club

STARLINK /L SUELELED /L STARLINK /

_—

STARLINK

41



Clear Growth Path




Loyalty

Rob McDonald

Chief Commercial Officer, Loyalty




CUSTOMER ENGAGEMENT POWERS THE LOYALTY FLYWHEEL

Customer starts collecting
additionally beyond
airlines to redeem faster

Customer creates an account
with an IAG airline and
collects Avios when flying

Extract Invest to

higher drive deeper
financial customer

returns engagement

Customer redeems their
Avios on a flight

The deeper a customer engages, the faster the flywheel turns, the more profitable the customer becomes

44



OUR LOYALTY STRENGTHS TODAY

Fo

Unique assets unlock Scaled partner network
differentiated rewards drives value

V &

We offer unique rewards We have created Our Avios channels and We have a broad range
to our customers a trusted brand platforms enable direct of Avios partners across
customer relationships industries




SIGNIFICANT CUSTOMER VALUE FROM OUR
DIFFERENTIATED REWARDS

Guaranteed availability
: B Customers able to redeem across
of flights with high
a broad range of everyday partners

customer value

Across airlineégand i
QATAR %€
FINNAIR
(NLoganar

Network serves
«x 200. ey . )
965 accounts linked to our case of wine for
Avios currency partners destinations 22.7k Avios + £7.6

46



PARTNERS BENEFIT FROM HIGHER ENGAGEMENT AND SPEND

Our partners use the Avios proposition to increase:

PARTNER EXAMPLES

5 = N\
| \J 14% reengagement
of lapsed customers after

Depih FACEUETEY just 2 weeks of partnership with us

of spend of spend
{
@ @ A UK casual dining
=~ partner realised

Customer Customer 50% Increase In average

acquisition retention transaction value

47



Scaled Partner Network

BUILDING A POWERFUL, CROBEDUSTRY PARTNER NETWORK

DBS O CHASE O wopi
Santander _ Q
Partners KBk
Capita/lOng, -
- laShuttle
- E BILT EH
Airlines iRevolut VISA alrajhi bank
dber @ QATARZE BPrme ewards
by It

capitalontap BBVA MELIA

Brands IHG



CROSSINDUSTRY PARTNERS DRIVE ENGAGEMENT IN DIFFERENT WAYS

. _‘ '
Ll %
Airlines Financial Services

Expanded global airline

Drive customer scale
network for customers

and behaviour

Avios Currency Exchange

Co-brand card partnerships

Bank Point to Avios exchange

49



Our partner ecosystem
covers almost all categories
of consumer spend

50



Credit card
purchases across
all industries

Our partner ecosystem
covers almost all categories
of consumer spend

Travel
retail

Banking

Media &

entertainment

51



Scaled Partner Network

OUR RETAIL AND TRAVEL PARTNERSHIPS PROVIDE EVERYDAY UTILITY TO
CUSTOMERS AND DEEPEN ENGAGEMENT

Uber

Loyalty members who have linked their Uber accounts havee

Greater overall Avios transaction frequency
(Average total number of Aviosearning transactions FY2%
6X l Retail and travel partnerships increase

49 customer engagement across

e the ecosystem, driving higher

38 profitability for IAG Loyalty
S
Non-Uber linked Uber linked %@
member member

1. Includes all transactions for an Uberlinked BA Club member across whole Avios ecosystem in FY25 i.e. Aviesarning transactions from Uber, but also with other partners 52



AVIOS IS AN INCREASINGLY INFLUENTIAL CONSUMER BRAND
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