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The Game Has
Changed

AI technology is being rapidly integrated across sectors:
Significant advancements in AI capabilities and applications.

Increased efficiency and automation: AL helps in
automating complex tasks and improving efficiency.

Transformative impact on industries: Industries from
healthcare to finance are being transformed by AL
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The Evolution of Data
Maturity and AI-Driven
Decisioning: A Strategic
Imperative

The evolution from static campaigns to personalized interactions.

Importance of a robust data strategy and AI-driven decisioning.

Blend360.com




Chief Marketing Officer
(CMO) Perspective
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1he Role of the
Chief Marketing Officer

B L[everaging data maturity to enhance customer engagement.

Blend360.com



Stages of Data Maturity Integrated Orchestration &
Personalization for CMOs

STAGE Static Campaigns
O 1 Broad and static content. _
STAGE AI-powered orchestration platforms.
Low engagement and ROL. O 5
STAGE Segment-Based Campaigns
O 2 High-level segmentation strategies. STAGE Hyper-personalized messaging.

06

Advanced Campaign Strategies

STAGE Rules-Based Campaigns
O 3 Rule-based automation for campaign efficiency.

STAGE Model-Based Campaigns
O 4 Predictive models and real-time data processing.



Al as a Game Changer

4 Q)

Advancements in LLMs Generative AI quality  Cloud server speed Data operability Advancementsinauto Massive leaps forward
(Large Language Models) High-quality outputs Faster processing improvements machine learning in just 18-24 months
Significant improvements from generative and response times Enhanced data More effective and Rapid advancements

in the capabilities of Al systems. due to improved integration and efficient auto machine in Al technology over

large language models. cloud server speeds. interoperability. learning technologies. the past two years.



Next Best Action
and Decisioning

B Leveraging Al for customer insights.
B Optimizing campaigns with predictive analytics.

B Implementing Next Best Action strategies.

Blend360.com



Imagining the
Possibilities

What if the customer experience could actua J(y’]_éak like I VN
this?: Envisioning a future where hyper—¢ srsonalization”

-

-

Hyper-personalization driven by AI could = ¥y Y 0010101 0@
revolutionize cusén};jou‘rn'eys. | ™Y
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Traditional Funnel-Based Strategies don’t reflect the
reality of today’s unpredictable customer journeys.

/..——'—

Traditional thinking:
Objective-based planning PURCHASE
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Rising Disruption
iNn the Industry

Incre

'::m Online buying for consumer g ISSehdengeorzggg;rave -2
| et here to stay and behaviors in i !' - |1C:)o digital gnd “ _

search, shop and service is s . ;
‘ el proliferation

3

rial and switching are Q!,P\J["

S rise as consumers adopt I]DI]
I et of value metrics —
“ rice and quality.

0 J Consumers have more choice
than ever & demand person:
experiences to stay loyal

|

Ecos

—m—r ply chain issues are driving
Customers engage across .
W . e increases and out-of-stocks,
0 multiple channels & expect
. : g consumers to look for new
consistent experiences

50Ns to stay loyal and engaged

@ Blend360.com
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)

Digital
Professional

®

@)

Chat/VAs

360 degree
view of the
customer



Consumers Demand Personalized
Experiences To Feel Empowered

1.5x

Employee satisfaction

1'6X Say personalization is important
Revenue Growth to a great experience

Say personalized & customized

Q _. experiences are more likely to be
1.7X RR N 19X purchased online and directly from
o manufacturer or brand
Customer Retention D@ Average order value

Don’t feel they “see themselves” in the
brand websites they engage with

As consumer expectations accelerate,
experiences must evolve

Source: McKinsey, The value of getting personalization right—or wrong—is multiplying November 12, 2021 | Article
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\What It ?

..every single communication from your brand to your
customers was specifically tailored to that individual?

il =

Language and Lifestyle Customer Attributes:
Dialog Models Imagery Demographics, Firmographics

Service Gl G ;&
Product 2" and 3 Party Data Attributes: Offer and Promotion
Preferences Contextual preferences, behaviors Motivators

Blend360.com
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\What It ?

..every single communication from your brand to your
customers was specifically tailored to that individual?

Based on...

Language and Lifestyle Customer Attributes:
Dialog Models Imagery Demographics, Firmographics

2" and 3" Party Data Attributes:
Contextual preferences, behaviors

@'N - -
.

Blend360.com
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\What It ?

..every channel is informed about the
customers most recent behavior, share the
same creative/content/message strategies,
and in real time can change the actions and
treatments your customer sees based on
this alignment.

DIRECT
MAIL

REWARDS
PROGRAM

EMAIL
& SMS

CUSTOMER
SERVICE

DTC
E-COMMERCE



\What It ?

..the decision of which channel, what time,
what message, what creative option, what
product offer, what promotional message,
what frequency, and what order were all
made in real-time, and free of manually built
“triggers” or “journeys”

THE Single Best Action

’he right message, paired with the right treatment,
delivered at the best time, in the preferred channel

= r ‘
)
Channel: Creative: Offer: Product: Target:
Email Male Imagery Discount iPhonell 2x/week

Blend360.com
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The Power of Data
and GenAl

Utilizing customer data attributes: Leveraging detailed
customer data to enhance AI-driven personalization.

Driving generative A1 prompts: Using data to
inform and refine generative Al outputs.

Creating the ‘perfect message’ for an individual: Tailoring
messages to individual preferences and behaviors.

P /



REAL TIME
DECISIONING

Time

Creative
Languages Channel
Image Sty|e Treatment
Offer/Promo

Preferences

CUSTOMER INSIGHTS &
BUSINESS VALUE

HYPER
PERSONALIZATION

AT SCALE

Delivering an experience that is meaningful
to each customer — relevant content, in their
preferred channel & in a timely manner.

Make me Mobile?

\ ond O

New Baby

Holiday Season & @

Vacation?

Order Return? @

e e
Card Offer

’@:’; Family Fall?

20

Get the most of
My Store?

Setup Family Profile?

9 MyRewards?

ot e

‘@— Baby Shower?

&

Blend360.com
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This is the Death of the
Traditional Journey

Orchestrating Journey’s To Align These Content Strateg

ignificant Operational

ible Journey Des

ies Creates S

igns

™

Demand to Curate, Manage, and Measure The Many Poss
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Major Implications tor
Content Production and
Content Scale
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Yesterday’s Content Worlo

Customer
Segmentation

B Segments are usually quite broad

B Segments are sometimes not shared
across channel teams or BUs

B Segments may not always use real-time or hyper
recent behavior as a factor in the segment

Content & Challenger / Champion

Messaging Trigger and Rules Based

Strategies Content Production
A B C

B Creative Options Tailored B Usually Siloed in Each Channel

to Entire Segment B Usually Limited Variations

B Creative Variations for (EG 3 Subject line variants,
testing as extensive 3 image variants)
as creative production
timelines allow

Dozens of Creatives,
Dynamic Creatives

Hard to Produce This much Content
Expensive, long timelines
Human directed testing hypothesis

Even dynamic creative is working
on limited resources

Blend360.com
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Rethinking
Segmentation

Audience segmentation as the first unlock of
nyper-personalization: Understanding and categorizing
your audience is crucial for effective personalization.

Challenges with current segmentation methods:
Traditional segmentation methods are often too
broad and fail to capture individual nuances.

Limitations of current segmentation: Ineffective segmentation
leads to missed opportunities in creating personalized experiences

24

Blend360.com
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The Challenge With
Segments & Personas

Broad-based segmentation is just the tip of the iceberg in personalization. To truly deliver personalization,
audience selection must include modeling a customer’s intent, purchase propensity, desired channel, and more.

Limitations of current segmentation: Ineffective segmentation leads to
missed opportunities in creating personalized experiences

KING CHARLES

Male

Bornin 1948
Raised in the UK
Married Twice
Lives in a Castle
Wealthy & Famous

0Zz7Y OSBOURNE

B Male

Bornin 1948
Raised in the UK
Married Twice
Lives in a Castle
Wealthy & Famous




Gen Al Unlocking
MASSIVE Content Scale

Individual Customer Generative Al Propensity Based
Prompting Solutions Content Delivery

ACTIONS CHANNELS TREATMENTS PROPENSITY

Do

10%

S7%

297

647%

507

1972

867

B Individuals can be identified by all systems B Gen Al Tools can create B Actions, Channels, Creative
AR (60 e GBI e (Yee 16 AT nearly infinite variations Treatments are all federated in real
available to generative AL targeting, _of c_:o_ntent ba_sed on time, and autq ML propen.sny models
and decisioning solutions individual attributes and make the decision, and will test all
promo offer solutions available creative variants at a 1-1 level

26

Massive
Content Scale

B Content volume becomes
thousands, if not millions,
if not built in complete
real time for every action!

Blend360.com
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\What does the Gen Al
Prompting Look Like

IDENTITY

4 %  Name: Chris Nolastname
P, =% | PID: 12345

J 3 Individual ID: 1493012
Treasure ID: 654813574

BEHAVIORAL DATA

Current products: iPhone 11

L12 MSRP spend: S

Product purchase date: March 12,2021
Account activation: March 12, 2017

Site usage: MEDIUM

Email Clicks L3 mos: 3 clicks

Email Opens L3 mos: 9 opens

Email Clicks L12 mos: 3 clicks

Email Opens L12 mos: 11 opens

Days since last click: 6 days

Opens per month (L12): 0.9 opens per month
Site Visits L3 mos: 4

Site Visits L12 mos: 5

Last engaged page category: Iphone Pre-Launch
Most frequent engaged page category:
Account Status and Billing

Known Cookies: 96352398
Email address: cholasthame@email.com
Street address: 123 Main St, Anywhere, US 12345

DEMOGRAPHIC DATA

Age: 64

Gender: Male

DMA: Austin, TX

Spending Velocity: &High
Annual Income: $S90,000

Children: Yes

Marital Status: Single

Persona: Style /'
Current Product Category: Apple, Phone

Estimated Buying stage: Research

Life Stage Job Change: yes
LTV (value) category: Good (3 of 5)
Lovyalist indicator: Gold

Brand Affinity: Luxury

PROMOTIONS AND OFFERS

Primary Offer: iPhone launch offer,
6 months Apple Music Unlimited

Secondary Offers:
B S250 trade in offer

B 20 GB limitless data
Do Not Offer: Family Plan, Multiple Lines

Channel:
B Primary. Email

B Secondary: SMS

Brilliant,
in every way.
Get our best
iPhone launch
offer ever.

Tt b

Dwevicas  Plww
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Are We Actually Goin
One to One”?

B One to one real-time is an unlikely destination for hyper-personalization. Attributes in our Customer Data That a Marketer

The relative compute power and value from this won’t match the effort. Might Use to Differentiate Creative and Content

B BUT — we can still think of the massive content scale we can achieve.
B Gender: 4 Attributes

B Family: 4 Attributes
B Generation: 5 Attributes
B Brand Affinity: 4 Attributes

B One — where a literal piece of generated content per individual in

IDENTITY

Marme: Chrizs Nokbstnames [
EL LR Elnl'l_::ill address astname@email.com
Irdividual ID: 1453012 T e

Tregsure 1D: 54813574 Streetaddress: 123 Main St, Arywhers, US 12345 G4 X F4 X G5 X BA4 = over 300 Creative Variants Possible.

Current products: iPhone 11 Age: B4 S — e — e — pe—

L12 MSRP spend: S Gendsr Male — ] B—
Product purchase date: March 12, 2021 DMA: Austin, TX

BEHAVIORAL DATA DEMOGRAPHIC DATA [ B I B 1= B

.Ji'-.r:::lf.:l::-LII'lt activation: March 12, 2017 5?1'|3-E!I'|E|ir'|!§| 'h-"E:I-::n-:::it;.-':_ '_1 -_Hi!;:lh i a ™ o I o i o i
Site usage: MEDILUM Annual Income: 590,000 pep— pep— pp— pep— pep—
Email Clicks L3 mos: 3 dlicks Children Yes p— p— — p— pe—

Email Opens L3 mos: 2 opens Marital Status: Single
Email Clicks L12 mos: 3 clicks
Email Opens L12 mos: 11 opens 3R PARTY DATA 1= 1o 1o

0 (m]
Days since last click: & days Persona: Style pe— e p— pe— pp— pup—
|::] |:|E' NS F:"Elr r|'|r_:|r_|t|‘-| | le:l [:I:;_i il |__|E' ns F:"E'r r|'||:-.r'|t|'| I:: urrent Fl r':l".:l Ut I:IratE'l:ll:'r}'l 'I:"FI |:'|E', F"I'_"::'I-lE! : — : — : — - c— : —

Site Visits LS mos: 4 Estimated Buying stage: Fesearch

Site Visits L12 mos: & Life Stage Job Change: yes

Last engaged page category: Iphone Pre-Launch LTV {value) category: Good (3 of 5) [ I ] I [

(=) (=)
Most frequent engaged page category: Loyalist indicator: Gold 5 — E — ; — pup— pep—
Account Status and Billing Brand Affinity: Lupcury pp— pep— pep— pe— pep—

Blend360.com
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The “OLD” Creative Production Process

STAGE Briefing & Campaign Kickoff

Document campaign objective,
ACTIVITY audience targets, testing
desires, creative Plan

Marketing Strategy, Marketing
Operators, Creative Directors

TIMING

Creative Versioning,
Copy, Mockups, Finals

Creative ideation and
iteration, segment, channel
and test support, mockups,

stakeholder approval

Marketing Agency,
Creative Departments,
Marketing Strategy

2-3 \Weeks

o

Legal and Compliance & QA

Brand guidelines, disclaimers
and product claims,
regulatory compliance,
copyright requirements

Legal, Compliance

1-2 Weeks

Asset Production

Brand and style guide
management and asset file
creation, and final approval
(print, digital, video, audio)

Marketing Agency,
Creative Departments

D.A.M.

Upload and file
centralization, organization,
distribution, tracking and
compliance adherence

Marketing Strategy,
Sales, Designers,
Developers, IT, Legal

Multiple stakeholders, lack

of clarity, communication

CHALLENGES research or alignment and
unrealistic timelines

LINEAR

M

Competing priorities,
insufficient processes
or resources, lack of
information and tight
turnaround time

Competing priorities,
insufficient resources,
changes to legal, compliance
or partner agreements

Disparate systems, asset
volume vs resources,
turnaround time, deviation
pf segment, channel
and test design

Ownership, user adoption,
integration, outdated
or incorrect metadata,
compliance maintenance
and lagged reporting
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The “AI” Process Measurement?

@ °
—_— o
=% K
—_— So?°

AI Assisted Compliance
and Verification

Prompting And AI AT Training Dojo, Brand Versioning Selection
Assisted Briefing Voice, Compliance and Training Dojo

STAGE D.A.M. Population

UI Interface, prompting Optimization and training Optimization and training Direct-from-AI asset AT review of distribution,
AI tools to assist in of model on channel, of model on segment creation and upload optimization, training
initial campaign ideation brand, regulatory and and test versions, final to populate D.A.M for and removal of non-
and creation legal requirements stakeholder approval centralization, etc. compliant assets

ACTIVITY

Marketing Strategy, Marketing Strategy, Marketing Agency, Marketing Operators,
Marketing Operators, Legal, Compliance Creative Departments, Al Compliance
Creative Directors Marketing Strategy

L

Ad31VdOd1NI ¢1USWSINSES|N

TIMING

Innumerable variations,
full segment and testing
strategy support,
ongoing training and
output optimization

Increased channel
specificity, optimized,
fortified and inherent
brand and compliance
standards

AI QA process to flag
issues, immediate
compliance training and
output optimization

Creation of versioning
ecosystem, increased
email and program
selection and testing

Streamlined alignment,
research repository and
comprehensive data
requirements and clarity

ADVANTAGES

Blend360.com
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How Are we Rethinking Technology Stacks

} CENTRALIZED DECISION PLATFORM }

)

Customer Data }

B Unified view of the customer

B Centralized analytics ecosystem to
bring combined view of performance
and optimization

} Event Stream vs API

B Data Integration — Event Stream integration
to sync data with faster response

B Centralized data hub

B Central Prop Dev
B Simulation and Testing
B Global Holdout Design

Centralized Personalization Engine

B Omni-Tests / Simulations
B Value Finder Execution
B Innovation Focused on Commercial Benefits

)

B Adaptive Models
B Regressive Models
B Offline Models

B LLM’s, NBA's, Dynamic QnA

B Customer Centric Planning
& Strategic Team

B Purposefully Collaborative CX Planning

Design {

4 Strategy 4




CONTENT
PRODUCTION
AUTOMATION

P
— Unified view of the customer
o_— Centralized analytics ecosystem
- to bring combined view of
performance and optimization
\_

p
Data Integration — Event Stream integration
to sync data with faster response
Centralized data hub

-

4 )

Generative
Al Content &
Asset DAM

@

mcy

CENTRALIZED DECISION PLATFORM = ==

Customer Data

— Event Stream vs API

B Unified view of the customer

B Centralized analytics ecosystem to bring
combined view of performance and optimization

AP
B Data Integration — Event Stream integration

to sync data with faster response

B Centralized data hub

B Central Prop Dev

B Simulation and Testing
B Global Holdout Design

|

B Adaptive Models
B Regressive Models
B Offline Models

B LLM’s, NBA’s, Dynamic QnA

-

B Omni-Tests / Simulations
B Value Finder Execution
B Innovation Focused on Commercial Benefits

B Customer Centric Planning & Strategic Team 5 i E
B Purposefully Collaborative CX Planning

Design

Strategy

Gen AI Prompting
& Generation Tools

@OpenAI

Adobe
- p@fh y stability.ai

A S PEGA

' ~~
a Ba d £p) ChatGP

4 )
Unified view of the customer
\/ Centralized analytics ecosystem
to bring combined view of
performance and optimization
- J

p
Unified view of the customer
Centralized analytics ecosystem
to bring combined view of
performance and optimization

-

Generative AT
Reinforcement
Training Tools
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TREATMENT AND
ACTIVATION

...........................
.
.
H
.
.
.

.
ooooooooooooooooooooo

/ N [ )
Omni-Channel Proposition Planning and Strategy Omni-Channel In-Bound Marketing And Coms
- L Site Marketing Customer Care App Marketing
@, - . & Cross-Sell / Up-Sell | o _ e
;== Retention/Call Deflection P Site Optimization QF Finance App Optimization
& Cross-Sell/ Up-Sell & Test/Simulation / Optimization Copy/Creative Frontline Agents Copy/Creative
- . J
CONTENT o— Jnified view of the customer Data Integration — Event Stream integration
PRODUCTION 8 — S etr;t_rallzed akl;\_aly(tjlc§ eco?ystem to sync data with faster response
AUTOMATION O BIING SOMBINE VISwW ot Centralized data hub
performance and optimization
4 N N\
Customer Data — Event Stream vs API Gen AT Prompting
& Generation Tools
4 N [ N\
22 PN
W Unified view of the customer M B Data Integration — Event Stream integration @OpenAI
B Centralized analytics ecosystem to bring to sync data with faster response c':dot.’fel y stability.ai
s combined view of performance and optimization B Centralized data hub FIrert
o
p N 8 m A=\ pPEGA
Generative 2 ~ 7N < ;_*
AI Content & a [ h € N %) chatcp
Asset DAM 8 M B Adapti e
aptive Models
% B Central Prop Dev : S
H - . . B Regressive Models
" % B Simulation and Test.mg B Offline Models L )
} { o B Global Holdout Design B LLM's, NBA's, Dynamic QnA
N 4 R
Q @ z g > g Generative Al
= ( N ( ) Reinforcement
N ) (uzil _ _ _ @% Training Tools
- Omnl—T_ests ! S|mula_t|ons B Customer Centric Planning & Strategic Team © & °
W Value Finder Execution B Purposefully Collaborative CX Plannin
| B Innovation Focused on Commercial Benefits . J 9 B 5] E
‘ ~ AN ) EE E
Design Strategy ) — ¢
N\ AN J
Unified view of the customer Unified view of the customer
\/ Centralized analytics ecosystem Centralized analytics ecosystem
to bring combined view of to bring combined view of
@“‘ performance and optimization performance and optimization
4 N [ - N
- N Adobe .
Customer Targeting DAM Experience Omni-Channel Out-Bound
" Manager
B Centralized Customer Segment mgmt.,. B Digital Asset Management 4 DSPs Onboarding @ Digital Media
B Campaign and customer taxonomy mgmt. B Asset Delivery o,  Programmatic ~ Identity Sync o~ CRM/Email
B ID Resolution Anonymous and Known B Automation and Customization ' PMPs AW 2p/3p Targeting f 1-1 Targeting
- N\ U\
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How We're Helping

Organizations Become
Hyper-Personalized
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Key Themes of
Hyper-Personalization
To Consider

2,
»{' M
5}

When is H.P. Right Should we H.P. All

for A Brand? Customers?

When does H.P. have meaning to Should we H.P. to all customers? What
your organization and your customer. about low LTV customers? \What
While H.P. is desireable to achieve, about unknown prospects without
the value must be established and much definition? These imperatives
supported to realize it’s potential. must be strategically designed.

=

Biig

Is Our Organization
Ready

Is the organization ready for this? H.P.

programs have maijor implications
on how creative, campaign planning,
and execution teams will work, and

operational readiness can prevent H.P.

Blend360.com
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Building Generative AI Technologies and Solutions to Support Content Scale

Rethink Organizational Processes, Internal Org Structures, and
Designing Ways of Working For Hyper-Personalization

De-Silo Business Units and CX Experiences With Strategic Planning
Support, Process Optimization, Organizational Design

Integrating Technologies Across the Martech, Customer
Data, Generative A, and Activation Stacks to Enable

Forming Operating Teams and Staffing for Our Clients to
Rapidly Transform Hyper-Personalization Capabilities

Building Measurement Capabilities for Unified View of the
Customer and Centralized Decision Measurement Solutions

c00.com
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Organizational Design

for Hyper-Personalization

We’re helping organizations
rethink and redesign their ways
of working, team structures, and
operating models for hyper-
personalized, generative Al
Omni-decision capabilities.

How does creative production
change”?

How do teams “de-silo” and put
CX first strategies in play? How
will campaign teams adapt to a
journey-less world?

BUSINESS UNIT
DIRECTED (Siloed)

BUSINESS TECH DELIVERY
UNITS UNIITS TEAMS

CONVENIENT
COLLABORATION
BUSINESS TECH DELIVERY
UNITS GOVERNANCE  TEAMS
‘ . ‘ o:

O

$

¢ @ .
O ‘e

0 'O %

< Current-State >

B Business units and
channel teams drive the
requirements based on
use-cases, testing ideas,
or in market learnings

B Requirements are driven
in silos to the tech units
and delivery teams

B BU’sintentionally cross

collaborate, however
strategies are still siloed
based on channel needs

B Tech teams are sharing some

services and data, but use
cases and requirements
are still delivered in silos

PUR DOSEFULLY
COLLABORATIVE

BUSINESS OMNI- INTEGRATED

UNITS STRATEGY  pp)vERY

TEAM

o ()%

< Future-State >

B Centralized strategic planning
ingests all customer interaction
demands, centrally plans
the decision functions

B Tech teams operate across
all functions and share
resources and capabilities




Technology Solution Design
and Implementation

Audience / .
‘ Segmentation Analytics DSP
P marketing cloud
ool _
¢

Cleanrooms /
Analytics

Reporting

We’re designing technology solution architectures
and implementing them. Aligning real time decision
solutions with generative Al technologies.

Is Out-of-the-box best? When does custom
application build make sense? \What tools today
are best positioned for long term sustainability?

Engagement Channels

D ORS wa@OVYIlfXxaa i

-]
MWA Verizon com Direct Indirect VR Chatbot ACSS Social DMP/DSP OBTM Push Email Print MMS 5MS Data

Cutbgand

Stores Stores

Request Otfers
Context Actions
Outcomes Treatments

IALZS '-mosn“e
OMNITURE LG [
Tabla
Teads
YAHOO!
St
AN AppNexus
' ampersand
MVP1: Add-A-Line .‘.. .
P 3
iy Gt Laa fiats procass
= = Bt S
= ==
l1. 2
R et
Fsal Tova e e e | | =
e 1= = !
; S : 5 o
e | - = [ = — fres .
o — = === = = |
s } | &= =
= i — N\
o s
- = — Ouibeuna
5 Q a Content Management
= S0 $
n-_:n— ey Futnam. T
i — ®
[ e = - s = -g
g - s - =
e = - o = 2
" - r A— w
= g
. O
e O
e . 34 -9
a 3
b D ]
e Generative Al
e —
T‘_ ¥ v,

™

! ! !
= e =

+—
A -
Connectors Pega Infi I"Ilty Scores Connector
(Hand-off ! Process ! Case)

3% Party Predictive Models

Relational DB Data Dalta Servicas i Raw Stream,
Marketing Events - Services Services, APIS

Streams: CDRs, recharges,
Other back-end processes External Trigger web analytics, click stream,
elc.
Provisioning systems Note: Multiple environmenis may be deployed fo
support business Q& and validation processes

38
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Operating Teams
and Program Offices

We're deploying teams and driving hyper-personalization programs
for our clients and transitioning those skills to internal functions.

Defined Roles & Responsibilities

i Pan 3, som ]

T

How do organizations enable these
capabilities in a lower risk deployment? e S

gt acquiee and retain g berm paobtabie cistomen

= lrciertand Rnkes & & sxpractstios of 104 3 L0 in planring s svorurion of a1 gral madka intiaves npakd ane narmer! -Fasnsit

Robes & Responsiidites

Bushess: Overad marieting siraseqy. plan, requisements, Digial Warkebng (0E= D333l chanre iwe! FECONMEndation, esecstion,

How do we maintain BAU while N ——

[re—pe— 7, GO SV nschescn segmunt sing & Seate
% Pring o <t Tech Respireraents br Engtel arieng Cormpoigrs
=t need Strategy = MAtiaging Hierar oy and Tave. aDigial Iwerey vrhestratos - Peronabized Fad to (haned Meda

0 To-Martet Campaign Calessar it Pla: Chavwed Pan, Madia Serategy as i

we transform to this world? ==

s et

Anatyst (A S5, MEL Ak A0S, € 5 @It A,
Meanirement and ! ' ey T e A MR T s S——
-F ol Campaige Riacap fnclesive of i¥fine, abow tig lina, ets. |

Optisization 1
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tratogy & imights Lasct " Comuited
Marketng crpavistors Feasagiof strelagy ercuing consiabeny among ecnels
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ol uartee e
i s minsg Eraje 1 foem S1art s Rsh, ehuding trestisg prosset pias o Beioes, ad overscing Tukget:
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Market Activation Planning Process

Digital Media & Owned Team

‘ Head of Digital Media, Paid

DISH/SLING/RW

‘ Jay Suh - VP Digital Contractor Role to be hired
Agency/Partner Existing Role
Contracted
Head of Orchestration and Agency/Partner Shared Resource
| Personalization Future
I | [
Manager, Digital Media Operations | GM - Digital Acquisition Planning | Senior Manager - Orchestration

Measurement Activation

senior Manager - Modeling &
DISH/SLING/RW | DISH/SLING/RW

aid Search Mgr

[ [
l'\:[ IR T b e
1 DISH/SUNG/RW

Dish TV, Ontech
f — Audience Modeling

SUNG

Creative Ops [ Production

RN, DSP, Server, Ad Ops -
Programmatic Mgr J_ _ SLNG
—————— I |» DSP, Server, Ad Ops - DISH

D3P, Server, Ad Ops - RW |

LI:
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am———————— ||

Omni-Channel Planning

DISH/SUNG/RW |

| Orchestrator - Site/App Insights & Analysts

Project Manager

o — Emall/CRM
[Hilary]
Digital Planning and Strategy
DISH Sling TV Martech Operations Team
Project Manager Strategist ‘ Analyst
.| Orehestrater - Site/App | M'"wzlzx‘;:g“"me
Digital Planning and Strategy - L
WIRELESS Orchestrator — Email/CRM Technologist - David
| Project Manager Wireless
| Strategist
Orchestrator = Site/App
Orchestrator — Email/CRM
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People: Campaign Operations Team

How can we prove the value of Gen
Al / Decision capabilities?

Rapid POC Deployment, and then Transition to Operating at Scale:

+  Toenable these new capabilities quickly, we will create a focused Tiger to Operating Business Office program
*  Collect 3-5 key customer interaction points and develop Gen-Al focused strategies and use cases to execute with the tiger team

Proof of Concept & Demonstrate ) Migration
Collect a focused 3-5 use case backlog that
will initiate good opportunities to
demanstrate Gen-Al capabilities, and
execute with a Tiger team

Expand the backlog of use cases and continue to deploy
with tiger team transiticning to an in-house “business
office” or strategic team focused on optimizing the program
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Tiger Team s Business Office

1
Transformation i Transformation CX Strategy and Enablement
Management ! Management Lead
Cloud | System Architecture :
Enablement ! {Kara) Financial Management
Financial E
sl ‘ & N N
Software i
Engineering \  Gen Al Content Gen Al Tech & Measurement
Release ! Operations Platforms Team
M |

soksstie ; A Marketing Enterprise Omnichannel

Infrastructure > Lead Solution Architect Measurement Lead

i Content and Salutions Measurament
Operations | = biuvaoee & Anaiymts

E Operations Cperations Operations
ey E Infrastructure Infrastructure Infrastructure

Optimization - Scale and Operate

Centralize all operations as a shared service focused on platform
managemaent, best practices development and new service
onboarding and develop product teams focused on net-new use
cases leveraging all new capabilities

Business Focused Product Teams
Product Team 1 Product Team 2 Product Team

Software Saftware Software
Engineering Engineering Engineering
Release Mgmt Release Mgmt Release Mgmt
Operations Operations Operations.
Infrastructure Infrastructure Infrastructure

Optimized CoE

Business Office Engineering
Transfermation Mgmt Infrastructure
Cloud Enablement Operations
Financial Mgmt Security

Marketer [/ Strategist

Campaign Strategy
Alignment with Biz objectives
Align with media/marketing
Audience strategy

Goal and KPI setting

D

Orchestrator

= Campaign Execution

» Workflow and process

& Program building (within tools)
& Campaign design

# Alignment with technology

* Design, run, and implement marketing campaigns
for all marketing functions, from paid media to lead
conversion to loyalty and LTV

+ Training & supporting both media and marketing

#» KPl & Reporting Strategy

» Audience analysis
(marketing/media/behavior)

o Audience modeling strategy

* Campaign tracking, pertormance

+ Report automation

Marketing Analyst

DCOE Org Design

# Platform operator / Admin

® Platform integration

# Develop within the platfarms
« Customize and expand tools
= Coordinate with IT

Technologist

GM - Digital Activation and

teams on the usage of marketing software and tools,
govern best practices

* Administrate the marketing software, and
coordinate with IT for complex integrations

* Automate campaigns and marketing
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Telco: Hyper-Personalization,

Generative AL, Omni-Decision Program

Client is deploying a new instance of Pega CDH, and
integrating their in-house generative Al capabilities and
campaign operations technology and teams to unlock
Hyper-Personalization

Previously, several instances of Pega, siloed by channels,
and operated by separate teams personalized treatments
for different CX use cases. \We're designing a new
centralized decision solution, and integrating the gen Al
and activation capabilities

Challenges

Multiple Pega instances, multiple management teams, multiple
development teams — large operating costs

Siloed channel planning, siloed decision capabilities — poor
customer experiences and mis-aligned targeting solutions

Traditional creative production limitations, content scale impossible

Solutions

Blend is implemented a new Pega CDH omni-channel decision engine

Blend is defining and designing new operating model to incorporate
generative Al into day-to-day campaign production

Blend is designing the full technology solution architecture in
co-collaboration with Verizon teams to support the new framework

Blend is designing a new unified measurement and unified dashboard
solution to measure omni-channel decisioning

40
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Impacts

Pega Architectures, Component Architecture
Design, Process Mapyping, Data Infrastructures:

MVP1: Add-A-Line
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Personalization / Service #]

Release Train 1
Personalization / Service #2

Program Layer
Release Train 2

Start-up

Personalization / Service #3
Product / Service #4
Dev Ops (Infra & Tooling)

Portfolio Layer

“Knowing What's Going On”
Data Insights

“Doing Something About It”

Omni-Channel - Component Architecture
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