COMES WITH
MAJOR BENEFITS
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TYB's Capabilities

Boost Customer Engagement: TYB helps brands run missions and
challenges that encourage customers to refer friends, leave reviews,
and share content. Then rewards users for participation.

Grow Brand Loyalty: Loyal customers are rewarded with
discounts, perks, or exclusive access to strengthen brand
relationships and community.

Track What Works: TYB integrates with eCommerce and CRM
tools to measure engagement, purchases, and ROI in one
centralized platform.



Value Proposition for Brands

Deepened Engagement: Brands can reward fans not
just for purchases, but also for feedback, content
creation, and referrals, fostering stronger connections

Earned Media & Organic Content: UGC, referrals,
social sharing (driven by community engagement.)

Better Customer Insights: Data from tasks, feedback,
and referrals helps brands learn what matters most to
customers.

| Higher Retention & LTV: TYB members purchase \
more often and drive repeat revenue (43% increase in
purchase frequency) & (247% LTV Increase)

/Scalability: Integrations (Shopity, etc.) tools for brands
to launch and measure campaigns. Growing brand

base (200+ brands).




Value Proposition for Customers

Fun & Recognition: Gamification features like leaderboards,
badges, and community identity make participation interactive and
more exciting than traditional loyalty programs.

Access to Exclusives: Members enjoy early access to product drops,
private events, and limited-edition collectibles.

Tangible Rewards: Customers can redeem points for physical and
digital products, discounts, and more.

More Rewarding Interactions: Customers earn rewards and status
not just for buying but also for contributing content, feedback, and
referrals.
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o
Oss ’ e ' on TYB since 2024
® (167.2k members)

Program Type: Digital Community - “G Collective”

Key Activities:
e Share product feedback to influence future launches
e Participate in exclusive giveaways (Basketball tickets giveaway)
and early product drops
e Earn Glossier Coins redeemable online and in-store

Community Members

125,000

Success Factors:
e Strong brand presence and loyal customer base
e Effective use of TYB's platform for community building
e Integration of both digital and in-store experiences

Results:

e The G Collective made history with over 10,000 sign-ups
on launch day — the largest first-day community activation
ever on TYB

e High engagement across reviews, challenges, and product
drops




p pp on TYB since 2025

(31.1k members)
Program Type: Community Engagement - “Poppi World”

Key Activities:
e Shop exclusive merch, earn one-of-a-kind rewards, & get early
access to drops
e Join special campaigns like “Intern for Alix Earle” or the POP STAR
challenge (winner received 2 concert tickets of choice)
e Connect directly with Poppi fans and team members in a branded

first? Go to "Shop" on our bran
page to add to cart '+

S community space

=
-

g |

Success Factors:
e High participation driven by exclusive prizes and influencer tie-ins
e Creative use of TYB’s tools to gamity engagement

Results:
e Rapid growth in community size and TYB engagement
poppi on tyb e Elevated brand visibility through relevant campaigns




GLOW RECIPE

on TYB since 2025
(329 members)

Program Type: “Glow Gang Ambassador” Program & Community Engagement

Key Activities:
e Early access to launches, exclusive events, content, and earn coins
for site credit
e Used TYB to spark excitement for a new serum launch by sending
exclusive lab samples to Glow Gang ambassadors

Success Factors:
« Ambassadors rallied their followers to guess the new product,
driving early buzz before the otfficial launch
e Strong community connection with skincare education and
visual storytelling
 Strategic use of pre-launch seeding and UGC to generate hype

Results:
e Gathered content and insights from their community before the
product launched, turning ambassadors into a key part of the release
strategy.

A910AR HOAD
Al Akl




TOPICALS

on TYB since 2022
(61k members)

Program Type: Community Engagement - “Spottie Sphere”

Key Activities:
e Missions centered on real skincare journeys, reviews, and
testimonials
e Frequent challenges and giveaways that keep the community
engaged and excited
o5 c|u'|'° e Used the TYB community to cast models for their exclusive 5-year

anniversary shirt campaign
access J P

Success Factors:
e Gave Topicals’ most dedicated fans a chance to be part of the launch
in a meaningful way
ST e Authentic content that resonates with Gen Z and Millennial
communities

Results:
s i | e Consistent participation in TYB challenges
. e Increased brand trust and loyalty through community transparency




O U ‘ \ I on TYB since 2022

(79.4k members)

Program Type: Community Engagement

Key Activities:
e Missions focused on haircare routines, product reviews, and referrals
e Frequent posts and polls to keep users engaged

Community Members

Success Factors: 58 ,0 o]0

e Leveraged TYB to integrate loyalty, rewards, and community
initiatives into one owned platform, boosting customer engagement
e Authentic, inclusive content celebrating all hair types

Results:
e Strong engagement and user-generated content growth
e Increased product reviews and community loyalty OUAI x tyb




on TYB since 2024
(110.1k members)

Program Type: Community Engagement - “Clean Beauty Crew”

Key Activities:

e Missions encouraging product reviews, referrals, and social sharing,
empowering members to share their voices and shape the future of
the beauty industry.

e Frequent polls & questionnaires to drive engagement

Community Members 3 5 o K
60,000 Success Factors:
40% o En.gaging content that encourages honest feedback
e Saie rewards their community for more than just purchases by
recognizing engagement and co-creation.
26%
it Results:
e According to Saie’s VP of Sales, TYB aligns with their focus on
15% fostering a strong, active community and helps deliver the types of

higher LTV vs

rewards members want, which in turn drives higher sales.




WAV I TALK

on TYB since Aug 2025
(1.9k members) 7

Program Type: Community Engagement - “Hair Talks”

Key Activities:

e Engages hair enthusiasts with creative challenges, rewards, and
exclusive access to events and product testing (NYC model
opportunity, Content Challenges - Share your hair & Tik Tok
GRWM)

e Encourages direct feedback and connection with the brand through
polls and product reviews

Success Factors:
e Strong community engagement through interactive challenges
e Building loyalty by offering unique perks and exclusive early access

Results:
e Growth in community size and active engagement on TYB
e Increased participation in challenges and user-generated content




BRAND

CONTENT STYLE

INCENTIVES

POST FREQUENCY

COMMUNITY
TONE

PARTICIPATION &
RESULTS

Relatable UGC, casual &

Giveaways (Paris
Sweepstakes &

Inconsistent and has
slowed down in recent

Friendly, inclusive,

10,000+ sign-ups launch

. . . .
G I o s s ’ e r: conversational Basketball tickets) months empowering day; high engagement
® Fun, vibrant visuals with Bonus coins, concert Slreing early
: : : Moderate Upbeat, Gen Z target engagement, high
influencer focus tickets, exclusive merch
referral rates
Lab samples Playful, community- e el |85, Ve
GLOW RECIPE Ambassador-led content S T P Monthly challenges driven Exclusive Community
(329 members)
: Challenges, model Fans featured in
Skin-care focused : L : :
‘rn PI c A L s content casting for merch Very frequent Supportive, inclusive campaigns; strong
campaign loyalty
Insider info, many Very frequent w/
Polls, loyalty & surveys opportunities to earn multiple post per week Skincare-focused Steady engagement
coin (polls/surveys)
3 Llezmsiprreit, clea Sustainable High participation (6-7k
beauty focus, Exclusive perks Moderate L S P P
: community-led per post)
educational
: Content Challenges Very frequent w/ : ..
WAV YTALK Sl coell e (share blowout), model multiple post per week Creative, energetic, fun Act1ye participation,
feedback requests : : growing member base
Opportunity, earn coins (challenges/surveys)




ommunity Examples - Glossier.

/& 2500 Glossier
Obsessions

' \ @ Glossier
: . . hey, let's go to In the clouds
. S _ : Where is your blush blindess? BB,  emmadale ¢4 21 ago pop-up this wknd? we can
| buo s oon (@ Ees el
Lip Line

Sh ..and i
@ Glossier op and if we get there early we

might get something from

@ Glossier C — — ¥ their holiday collection 93

love how close it is to my actual lip color, it
accentuates my lips & looks great with lipgloss over

Record a quick GRWM featuring
Plush Blush as the star *

X 2500 ® L

Don't miss our Brooklyn pop-

S 5 fayelashell #8% 2hago g
‘ 3§ Shared an Obsession up “In the Clouds” this
Flash Giveaway! Win two tickets weekend!

to Dallas Wings vs Phoenix Membership Keychain
@ Glossier

Mercury in Arlington tonight! ' €€ @ 666 entered

Challenges Giveaways Questionnaires Product Reviews NYC Pop-Up Event



Community Exampl

®-

welcome to poppi world! * if you
came from ig, drop a comment on our
giveaway post telling us why you

love tyb + upload a screenshot here
to enter!

& 200 ¥ 500

Get started

Giveaway

®

we’re SO back "7 cream soda has
officially returned to us @ grab your

first sight selfie and you just might
catch yourself on our socials "+

@ 100 750 ® L

Whether it’s just you or all your friends, take
a selfie with all the cream soda you find ®

make sure only poppi is visible in the photo
and that the logo is facing the camera %

See More

Get started

Challenges

EllaandElla! 4

. * Shared an Obsession

o -
pe® serve flavor sticker set

el @ poppi

Shop

SO0 good
Very realistic
Cute packaging

2d ago

¥ avl 44
f
. * Shared an Obsession

E. >
f‘ ﬂ. serve flavor sticker set

ol e i Shop
v § @ poppi

So fun that this isn’t just an regular sticker sheet,

but a full sized vinyl sticker set with neon colors

that <checks notes> *pop off* in total Poppi style!

Customer Reviews



Community Examples - TOPICALS

New Launch:
Sh P Now!

L

& +150

Product Launch | The Tiara Willis

Reset is now available to shop
on our website! 't

@ ® 312 entered

Product Launch

Topicals
@ 5h 38m left

One bar, three wins: fade marks,
even tone, smooth skin. The Faded
Bar is your daily boost to brighter
skin. How would you work it into
your routine?

100 & i

Questionnaire

& +150

Special Challenge | Fade it all
with the Faded Starter Kit "+

@4 @ 1.2k entered

Challenges

Obsessions

'o Amara ##4

* Shared an Obsession

Faded Brightening Cl...

: Shop
@ Topicals

It's fading the post acne hyperpigmentation marks

on my face really fast. My skin looks and feels

better than it has in years

H Amara #8% 1d ago

* Shared an Obsession

Slather Exfoliating & S...

Sho
@ Topicals g

My skin is so smooth since | started using the
slather exfoliating and smoothing bar, | can't

Customer Reviews



Community Examples - Q U A

@ ouAl

: OuAl -
. & Leave In Conditioner -...
Quick q: when do you wear your fave @ ;a;eugl e Shop
OUAI scent? L W . . .

Time to OUAIl-in. What do you think

@250 & L1 our best-selling product is?

This product is great and leaves your hair feeling so
soft and not to mention smelling great. The st.

& 250 250 & L+ Barts scent is amazing because it completes a st
Barts scented routine with all the benefits of ouai’s

regular leave in.

=)

sdjkm8 ## 1d ago

) i ‘ Shared an Obsession

Hair and Body Mist - S...

sh
@ ovual i

4 +collectible

BEACHES LOVE ST. BARTS | love this product because it smells amazing! This

product is the perfect summer it girl scent. You
smell like you’re at the beach living your best life,
4§ d @ 2.3kentered but is light enough to also be paired with a perfume
for a classier night out scent.

Polls Giveaways Questionnaires Customer Reviews



What product do you want to see S
Berry hues or toasted tones for fall from us next? '+ @ cyberlock h ag

o

makeup? o ’E, ¢ Shared an Obsession

@ 250 $ L1+

@ 250 ® . 7 SuperSuede™ Baked P...

© Shop

@ saie

so glowy and goes well on top of dew blush

cyberlock #4

@ ‘ Shared an Obsession

The Base Brush

@ Saie

Shop

couldn’t live without it, so perfect for liquid and
eg® 7.7« O s3 cream products esp the dew blush

Polls Questionnaires Customer Reviews



Community Examples - wWAVYTALK

@ Wavytalk

NYC-Based PAID Opportunity 7 |

Become a Wavytalk UGC Model with
our In-House Production Team! *NYC
Only*

& 2,950

Wavytalk is creating the next wave of hair
tools, and we're looking for NYC-based
talent to be featured in our in-house
creative production for UGC $P.

See more

Job-Opportunity

@ Wavytalk

Product Review W | Submit a
product review for Blowout Boost
Grande on our website!

® 750 L1+

Instructions:
1. Write and submit a product review of
our Blowout Boost Grande HERE.

2. Upload a photo of your completed

product review from the website to
earn coins.

Get started

g4 ® 66

Product Review

@ Wavytalk

TYB exclusive collab? 39 What color

should we do for our next hair tool
and which hair tool would it be?

@ 150 ® L+

TYB Exclusive Collab

@ Wavytalk

Content Challenge *=7: B2S TikTok
GRWM "+

- 3,000

Instructions:

Make a video getting ready for your first day

of classes using the new Blowout Boost
Grande on TikTok.

*If you are not a student, you can still
partipiate in this GRWM content challenge.

See More

Get started

4q o 13z

Content Challenge



Campaign with Strong Engagement

tyb Fans are entering to win
using Glossier’s TYB...

Glossier is giving
away a-3-d

trip to Paris for 2 of
their 119k fans on

~ BRANDS, TAKE NOTES &2

Y

D

o,

Glossier drove massive engagement with a Paris Sweepstakes campaign, offering fans the
chance to win a dream trip, premium luggage (in partnership with Away), and beauty
products. Entry required joining their TYB community, The G Collective, making it an
effective way to bring fans to their online community. The campaign generated
thousands of sign-ups and sparked high-quality UGC, valuable product feedback, and
excitement around upcoming launches.
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Defining Success on TYB

High Participation Rates — Strong brands often see 20-407%+ participation

Engagement Per Post — Top challenges receive hundreds of comments and reactions

User-Generated Content (UGC) — Campaigns generate branded photo/video content
for marketing

Reviews & Feedback — Brands use TYB to gather product insights and reviews pre-
or post-launch

Community Growth — Campaigns like Glossier’s sweepstakes drove 10K+ signups on
day one



Effective Program Formats

Unlockable perks keep members engaged long-
term

Tiered Rewards

Customer referrals boost growth

Referral Bonuses
and trust

Members are more engaged when offered

Exclusive Perks :
early access and exclusive rewards

Co-Creation Inviting feedback or content ideas makes
Challenges members feel included




