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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: AI helps in 
automating complex tasks and improving efficiency.

Transformative impact on industries: Industries from 
healthcare to finance are being transformed by AI.



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.
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Chief Marketing Officer  
(CMO) Perspective
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The Role of the  
Chief Marketing Officer 

	■ Leveraging data maturity to enhance customer engagement.
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Stages of Data Maturity Integrated Orchestration & 
Personalization for CMOs

Advanced Campaign Strategies

Static Campaigns
Broad and static content.

Low engagement and ROI.

Segment-Based Campaigns
High-level segmentation strategies.

AI-powered orchestration platforms.

Hyper-personalized messaging.

STAGE 

01 STAGE 

05 
STAGE 

02 STAGE 

06 

STAGE 

04 

STAGE 

03 
Rules-Based Campaigns
Rule-based automation for campaign efficiency.

Model-Based Campaigns
Predictive models and real-time data processing.
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AI as a Game Changer

Advancements in LLMs  
(Large Language Models)

Significant improvements 
in the capabilities of 

large language models.

Generative AI quality

High-quality outputs 
from generative 

AI systems.

Cloud server speed

Faster processing 
and response times 

due to improved 
cloud server speeds.

Data operability 
improvements

 Enhanced data 
integration and 
interoperability.

Advancements in auto 
machine learning

More effective and 
efficient auto machine 
learning technologies.

Massive leaps forward 
in just 18-24 months

Rapid advancements 
in AI technology over 

the past two years.

Blend360.com
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Next Best Action  
and Decisioning

	■ Leveraging AI for customer insights.

	■ Optimizing campaigns with predictive analytics.

	■ Implementing Next Best Action strategies.
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Imagining the 
Possibilities
What if the customer experience could actually look like 
this?: Envisioning a future where hyper-personalization 
creates seamless and tailored customer experiences.

Potential of hyper-personalization:  
Hyper-personalization driven by AI could 
revolutionize customer journeys.



Traditional Funnel-Based Strategies don’t reflect the 
reality of today’s unpredictable customer journeys. 

Traditional thinking:  
Objective-based planning
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Rising Disruption  
in the Industry

Increasing content demands
Digital shelf demands have 
increased exponentially 
due to shifts to digital and 
channel proliferation

Rapid market changes 
Online buying for consumer goods is 
here to stay and behaviors in how they 
search, shop and service is shifting

01

02

03

04

05

06

Empowered shoppers and buyers
Consumers have more choice 
than ever & demand personalized 
experiences to stay loyal

Rise of hybrid shopping
Customers engage across 
multiple channels & expect 
consistent experiences

New value drivers
Brand trial and switching are 
on the rise as consumers adopt 
a new set of value metrics 
beyond price and quality.

Ecosystem pressures
Supply chain issues are driving 
price increases and out-of-stocks, 
forcing consumers to look for new 
reasons to stay loyal and engaged

Blend360.com
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Chat/VAs

Systems of engagement

Systems of automation

Systems of insights

360 degree 
view of the  
customer

Digital
Professional

Email

Store

Marketing

SMS

Web

Mobile

App

Social

Service

Smart Tv

Video

Search

Print

Media
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Consumers Demand Personalized 
Experiences To Feel Empowered

Blend360.com
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As consumer expectations accelerate, 
experiences must evolve

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

1.5x
Employee satisfaction

1.6x
Revenue Growth

1.9x
Average order value

1.7x
Customer Retention

71%

58%

60%

Say personalization is important 
to a great experience

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

Say personalized & customized  
experiences are more likely to be  
purchased online and directly from 
manufacturer or brand



What If ?
…every single communication from your brand to your 
customers was specifically tailored to that individual?

Based on...
Language and  
Dialog Models

Lifestyle  
Imagery

Customer Attributes:  
Demographics, Firmographics

2nd and 3rd Party Data Attributes:  
Contextual preferences, behaviors

Product  
Preferences

Offer and Promotion 
Motivators

Marketing 

Sales

Service

Inbound Outbound

15

Blend360.com



Marketing 

Sales

Service

Inbound Outbound

What If ?
…every single communication from your brand to your 
customers was specifically tailored to that individual?

Based on...
Language and  
Dialog Models

Lifestyle  
Imagery

Customer Attributes:  
Demographics, Firmographics

2nd and 3rd Party Data Attributes:  
Contextual preferences, behaviors

Product  
Preferences

Offer and Promotion 
Motivators
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What If ?
…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. 

MOMENTS

EXPERIENCES

RELATIONSHIPS

CUSTOMER 
SERVICE

DTC 
E-COMMERCE

SITE

EMAIL 
& SMS

DIRECT 
MAIL

REWARDS 
PROGRAM

APP

17



What If ?
…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
The right message, paired with the right treatment, 
delivered at the best time, in the preferred channel

DECISION

Channel:
Email

Creative:
Male Imagery

Offer: 
Discount

Product:
iPhone11

Target:
2x/week

Blend360.com
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The Power of Data 
and GenAI
Utilizing customer data attributes: Leveraging detailed 
customer data to enhance AI-driven personalization. 

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

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

Treatment
Offer/Promo

Creative
Languages

Image Style
Preferences

CUSTOMER INSIGHTS &  
BUSINESS VALUE

GEN AI
REAL TIME

 DECISIONING

HYPER 
PERSONALIZATION 
AT SCALE

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

Blend360.com
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This is the Death of the 
Traditional Journey
Orchestrating Journey’s To Align These Content Strategies Creates Significant Operational 
Demand to Curate, Manage, and Measure The Many Possible Journey Designs
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Major Implications for 
Content Production and 
Content Scale

Blend360.com
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Yesterday’s Content World

A B C

	■ Segments are usually quite broad

	■ Segments are sometimes not shared 
across channel teams or BUs 

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

Customer  
Segmentation

Content &  
Messaging  
Strategies

Challenger / Champion 
Trigger and Rules Based 

Content Production

A B C

Dozens of Creatives,  
Dynamic Creatives

	■ Creative Options Tailored 
to Entire Segment 

	■ Creative Variations for 
testing as extensive 
as creative production 
timelines allow

	■ Usually Siloed in Each Channel

	■ Usually Limited Variations 
(EG 3 Subject line variants, 
3 image variants)

	■ Hard to Produce This much Content

	■ Expensive, long timelines

	■ Human directed testing hypothesis

	■ Even dynamic creative is working 
on limited resources
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Yesterday’s Content World
Rethinking 
Segmentation
Audience segmentation as the first unlock of  
hyper-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

Blend360.com

24



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
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KING CHARLES
	■ Male
	■ Born in 1948
	■ Raised in the UK
	■ Married Twice
	■ Lives in a Castle
	■ Wealthy & Famous

OZZY OSBOURNE
	■ Male
	■ Born in 1948
	■ Raised in the UK
	■ Married Twice
	■ Lives in a Castle
	■ Wealthy & Famous
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Individual Customer

	■ Individuals can be identified by all systems

	■ Attributes of each customer record are 
available to generative AI, targeting, 
and decisioning solutions 

	■ Gen AI Tools can create 
nearly infinite variations 
of content based on 
individual attributes and 
promo offer solutions 

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

	■ Actions, Channels, Creative 
Treatments are all federated in real 
time, and auto ML propensity models 
make the decision, and will test all 
available creative variants at a 1-1 level 

Generative AI  
Prompting Solutions

Propensity Based  
Content Delivery 

ACTIONS     CHANNELS	 TREATMENTS	 PROPENSITY

71%

25%

10%

37%

29%

64%

50%

19%

86%

Massive  
Content Scale

Gen AI Unlocking  
MASSIVE Content Scale



Name:  Chris Nolastname
LPID:  12345
Individual ID:  I493012
Treasure ID: 654813574

IDENTITY

PROMOTIONS AND OFFERSKnown Cookies:  96352398
Email address:  cnolastname@email.com
Street address:  123 Main St, Anywhere, US 12345

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

Secondary Offers: 
	■ $250 trade in offer

	■ 20 GB limitless data

Do Not Offer: Family Plan, Multiple Lines

Channel: 
	■ Primary: Email

	■ Secondary: SMS

Current products:  iPhone 11
L12 MSRP spend:   $
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

Age:  64
Gender:  Male
DMA:  Austin, TX
Spending Velocity:  9 = High
Annual Income:  $90,000
Children:  Yes
Marital Status:  Single

BEHAVIORAL DATA DEMOGRAPHIC DATA

3RD PARTY DATA

Persona:  Style
Current Product Category:  Apple, Phone
Estimated Buying stage:  Research
Life Stage Job Change:  yes
LTV (value) category:  Good (3 of 5)
Loyalist indicator:  Gold
Brand Affinity: Luxury

What does the Gen Ai 
Prompting Look Like
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Are We Actually Going 
One to One? 

	■ One to one real-time is an unlikely destination for hyper-personalization.  
The relative compute power and value from this won’t match the effort. 

	■ BUT – we can still think of the massive content scale we can achieve.

	■ One – where a literal piece of generated content per individual in

Attributes in our Customer Data That a Marketer 
Might Use to Differentiate Creative and Content

	■ Gender: 4 Attributes

	■ Family: 4 Attributes 

	■ Generation: 5 Attributes

	■ Brand Affinity: 4 Attributes

G4 X F4 X G5 X BA4 = over 300 Creative Variants Possible.
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The “OLD” Creative Production Process 

STAGE Briefing & Campaign Kickoff Creative Versioning, 
Copy, Mockups, Finals Legal and Compliance & QA Asset Production D.A.M. 

ACTIVITY
Document campaign objective, 

audience targets, testing 
desires, creative Plan

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

stakeholder approval

Brand guidelines, disclaimers 
and product claims, 

regulatory compliance, 
copyright requirements

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

Upload and file 
centralization, organization, 

distribution, tracking and 
compliance adherence

WHO Marketing Strategy, Marketing 
Operators, Creative Directors

Marketing Agency, 
Creative Departments, 

Marketing Strategy
Legal, Compliance Marketing Agency, 

Creative Departments

Marketing Strategy, 
Sales, Designers, 

Developers, IT, Legal

TIMING 2-5 Days 2-3 Weeks 1-2 Weeks 2-3 Weeks 1 Week

CHALLENGES

Multiple stakeholders, lack 
of clarity, communication 
research or alignment and 

unrealistic timelines 

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

LINEAR

SILO
ED
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The “AI” Process Measurement?

STAGE Prompting And AI 
Assisted Briefing

AI Training Dojo, Brand 
Voice, Compliance

Versioning Selection 
and Training Dojo D.A.M. Population AI Assisted Compliance 

and Verification

ACTIVITY

UI Interface, prompting 
AI tools to assist in 

initial campaign ideation 
and creation 

Optimization and training 
of model on channel, 
brand, regulatory and 

legal requirements

Optimization and training 
of model on segment 
and test versions, final 
stakeholder approval 

Direct-from-AI asset 
creation and upload 

to populate D.A.M for 
centralization, etc.

AI review of distribution, 
optimization, training 
and removal of non-

compliant assets

WHO Marketing Strategy, 
Marketing Operators, 

Creative Directors

Marketing Strategy, 
Legal, Compliance

Marketing Agency, 
Creative Departments, 

Marketing Strategy

AI
Marketing Operators, 

Compliance

TIMING Hours 2-3 Days 2-3 Days 1-2 Days Hours

ADVANTAGES

Streamlined alignment, 
research repository and  

comprehensive data 
requirements and clarity

Increased channel 
specificity, optimized, 
fortified and inherent 

brand and compliance 
standards

Creation of versioning 
ecosystem, increased 

email and program 
selection and testing 

Innumerable variations, 
full segment and testing 

strategy support, 
ongoing training and 
output optimization

AI QA process to flag 
issues, immediate 

compliance training and 
output optimization

DYNAMIC

M
easurem

ent? IN
TEG

R
ATED
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How Are we Rethinking Technology Stacks

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

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

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

	■ Adaptive Models 
	■ Regressive Models
	■ Offline Models 
	■ LLM’s, NBA’s, Dynamic QnA

Centralized Personalization Engine

	■ Data Integration – Event Stream integration 
to sync data with faster response 

	■ Centralized data hub 

	■ Customer Centric Planning 
& Strategic Team

	■ Purposefully Collaborative CX Planning

Customer Data

Design 

C
EN

TR
A

LI
ZE

D
 D

EC
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IO
N

 P
LA

TF
O

R
M

Event Stream vs API

Strategy



	■ Unified view of the customer
	■ Centralized analytics ecosystem to bring 

combined view of performance and optimization

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

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

	■ Adaptive Models 
	■ Regressive Models
	■ Offline Models 
	■ LLM’s, NBA’s, Dynamic QnA

Centralized Personalization Engine

	■ Data Integration – Event Stream integration 
to sync data with faster response 

	■ Centralized data hub 

	■ Customer Centric Planning & Strategic Team
	■ Purposefully Collaborative CX Planning

Customer Data

Design 

Event Stream vs API

Strategy

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

CONTENT  
PRODUCTION 
AUTOMATION 

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

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

Gen AI Prompting  
& Generation Tools

Generative AI  
Reinforcement  
Training Tools

Generative 
AI Content & 
Asset DAM

Data Integration – Event Stream integration 
to sync data with faster response 
Centralized data hub
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 ■ Unified view of the customer
 ■ Centralized analytics ecosystem to bring 

combined view of performance and optimization

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

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

 ■ Adaptive Models 
 ■ Regressive Models
 ■ Offline Models 
 ■ LLM’s, NBA’s, Dynamic QnA

Centralized Personalization Engine

 ■ Data Integration – Event Stream integration 
to sync data with faster response 

 ■ Centralized data hub 

 ■ Customer Centric Planning & Strategic Team
 ■ Purposefully Collaborative CX Planning

Customer Data

Design 

Event Stream vs API

Strategy

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

CONTENT  
PRODUCTION 
AUTOMATION 

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

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

Gen AI Prompting  
& Generation Tools

Generative AI  
Reinforcement  
Training Tools

Generative 
AI Content & 
Asset DAM

Data Integration – Event Stream integration 
to sync data with faster response 
Centralized data hub
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TREATMENT AND 
ACTIVATION

Omni-Channel Proposition Planning and Strategy

Customer Targeting DAM Omni-Channel Out-Bound

Retention / Call Deflection 

Cross-Sell / Up-Sell

	■ Centralized Customer Segment mgmt.,. 
	■ Campaign and customer taxonomy mgmt. 
	■ ID Resolution Anonymous and Known

	■ Digital Asset Management 
	■ Asset Delivery
	■ Automation and Customization 

DSPs
Programmatic 
PMPs 

Onboarding
Identity Sync
2p/3p Targeting

Digital Media 
CRM/Email
1-1 Targeting

Cross-Sell / Up-Sell

Test / Simulation / Optimization

Site Marketing
Site Optimization
Copy/Creative

Customer Care
Finance
Frontline Agents

App Marketing
App Optimization
Copy/Creative

Omni-Channel In-Bound Marketing And Coms
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How We’re Helping  
Organizations Become  
Hyper-Personalized
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Key Themes of  
Hyper-Personalization  
To Consider

When is H.P. Right  
for A Brand?
When does H.P. have meaning to 
your organization and your customer. 
While H.P. is desireable to achieve, 
the value must be established and 
supported to realize it’s potential.

Should we H.P. All 
Customers? 
Should we H.P. to all customers? What 
about low LTV customers? What 
about unknown prospects without 
much definition? These imperatives 
must be strategically designed. 

Is Our Organization 
Ready
Is the organization ready for this? H.P. 
programs have major implications 
on how creative, campaign planning, 
and execution teams will work, and 
operational readiness can prevent H.P.  



Blend360.com

36

How We’re Helping  
Our Clients Transform

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 AI, 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 



We’re helping organizations 
rethink and redesign their ways 
of working, team structures, and 
operating models for hyper-
personalized, generative AI, 
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)

CONVENIENT  
COLLABORATION

< Current-State > < Future-State >

PURPOSEFULLY  
COLLABORATIVE

D E LIV E R Y 
TE AM S

B U S IN E S S  
U N ITS

TE C H  
U N IITS

B U S IN E S S  
U N ITS

D E LIV E R Y 
TE AM S

TE C H  
G O V E R N AN C E

B U S IN E S S  
U N ITS

O M N I-
S TR ATE G Y 

TE AM

IN TE G R ATE D  
D E LIV E R Y

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

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

	■ BU’s intentionally cross 
collaborate, however 
strategies are still siloed 
based on channel needs 

	■ Tech teams are sharing some 
services and data, but use 
cases and requirements 
are still delivered in silos

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

	■ Tech teams operate across 
all functions and share 
resources and capabilities 
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Organizational Design  
for Hyper-Personalization 



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

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

Blend360.com
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Technology Solution Design 
and Implementation



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

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

How do we maintain BAU while 
we transform to this world? 

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

Defined Roles & Responsibilities

Blend360.com

39

Operating Teams 
and Program Offices



Client is deploying a new instance of Pega CDH, and 
integrating their in-house generative AI 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 AI 
and activation capabilities

	■ 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

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

	■ Blend is defining and designing new operating model to incorporate 
generative AI 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 

Challenges

Solutions

Blend360.com
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Telco: Hyper-Personalization,  
Generative AI, Omni-Decision Program 



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

Impacts

Blend360.com
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