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How are we approaching Generative Al?

What capabilities can | use today?

What capabilities should | expect soon?

How do we deliver trustworthy Al capabilities?

What are we doing in the Agentic Al space?
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How are we
approaching
Generative Al?



Approximate diffusion of Al technology in 2025

Al Search
Results
passive use

—aa

innovators early early majority late majority laggards

adopters Scott Brinker, chiefmartec.com

Osas
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https://chiefmartec.com/2025/03/everything-you-could-want-to-know-about-ai-martech-stacks-and-the-2025-marketing-technology-landscape/

Generative Al Focus Areas

Help marketers move taster, reduce manual work, and make
confident decisions with Al-powered insights and automation.

GSas
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How we distinguish Al capabilities

Assistants

Perform small, focused
tasks on demand

Ex: Generate subject lines

Copilots

Responsibility

Guide users through How broadly does Al
workflows with suggestions support the user?

Ex: Chat over documentation

Agents

Act with autonomy to
achieve user goals

Agency

How independent can the Al system act?

Ex: Create a Scheduled Journey
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Drivers of
our current
roadmap.

Deploy Al to accelerate time to value
in CI360.

Enable the safe and trustworthy use
of Al.

Recognize the impact Al Agents
are likely to have on software.

Distribute Al investments broadly
across the 360 portfolio.




Cl 360 & GenAl Agents

Intelligent collaborators working alongside users to

@ streamline tasks and automate actions

Embedded within the full user experience spanning
O

across all modules of 360
° Continuously learn to deliver more personalized

and proactive support

Osas



What capabilities
can | use today?



Subject Line Generation

.....

s & B

[B] Content i= Header [« Review

Specify the header information for the email. @

Subject:

& Targeting

* Innovative Email — Bulk Email (Uploaded Data)

Properties

#n Permissions

t% Orchestration

E% Insights

E It j conference season - meet us in Orlando!

To: @

Sh%email_contact%%

From: @

Select a sender address:

Reply-to: @

Select a reply-to address:

3
&nant: Demo - Vertical - Finance (prdfin1)

® O Subject line A/B test @
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S5A5* Customer Intelligence 360

Customer Intelligence 360 Copilot

& Audiences (44) ® B @ & & |Fiter o )
s o
] Data Source Mame Audience Source Status Size iration Frequen
_ 9 cy i
o]
o
] 5:0:,‘2 Audience from Signals All Customer Table A Inactive = - Mone o
)
o g Welcome to the SAS Customer
o S i Cust DB ' PR Scheduled : ,
B = ol Big Spenders i i e S Intelligence 360 Copilot
| ] Call Center - Salesforce Call Center - Salesf... A\ Inactive - a None How can | help you today?
=] L] 5:::.'& Cash Back Shoppers Customer_DB /N Inactive - . None
= | ony Churn Recipe Audience Churn Recipe Audi... /A Inactive = o MNone Audience channel usage
g b _
J e Churners - Gold Card All Customer Table A\ Inactive " - None
& p _ _ |
- ] 2ie Credit Card Gold Custo. .. All Customer Table A Inactive - o None Upload Audiences
=]
. | 5-}:,-?- Customer Profile - Snow. .. Customer Profile - ... /N Inactive - - Nane
2% Customers Aged 40 Customer_DB Inactive - = Nane
& a i ? B & Audient:ﬁs from Direct Segments
v | 5 Direct --> Audience Segments & Failed e = MNone
o
| 5 DirectAudienciall DirectSource A Inactive - = MNone
& L] Q Engaged Repeat Visitors GA Data A Inactive e = MNone
:E L] &y Engagement Recipe Au... Engagement Recip... A Inactive - - Naone
B ] . Example Redshift Audie... Redshift Customer ... ) Active 97,382 8 days MNone
EE|
@ ] D Fuzzy Matched Gaming ... Fuzzy Matched Ga... /N Inactive - = Mane
_ ] %1:? Gold Card Churners All Customer Table A Inactive - - None
@, J £°:f Golden Customers Customers Demo /A Inactive - - MNone
S O 5 High Income Adults Finance BC Data /N Inactive . - Nane
3 _ :
L G High Propensity Recipe ... High Propensity Re... /N Inactive - = None Ask the Copilot... 1 B
3
: , ) Al-generated content. Evaluate accuracy and suitability before use.
enant: Demo - Vertical - Finance (prdfin1)

o] "\

SAS®™ Customer Intelligence 360 Copilot
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Audience Assistant (New Ul)

" SAS® Customer Intelligence 360

= = *test 2] Close

Y Audience Properties t® Orchestration

Audience Data Estimated audience size: -- Preview data & Assist

Filter jo)

& CUSTOMERLANGUAGE Y Criteria 5

g & CUSTOMERSINCE
@ CUSTOMERSTATUS Audience source: Brian Source | )

& EDUCATION
4, & EMAIL Include the following: c

o & FACEBOOKINFLUENCE
® FACEBOOKINFLUENCESCORE
& & FACEBOOKNAME +
@ &% FIRSTPURCHASEDT
& FORENAME
& GENDER
® HHOLDID
@® INCOME i Exclusions
& INCOMEGROUP \
& INDIVID
& JOB
& MARITALSTATUS
& MEMBER_STATUS
& MOBILE
& PHONE
® PROMOTEDLST12MNTH
® PROMOTEDLSTIMNTH
® PROMOTEDLST24MNTH
® PROMOTEDLST3MNTH
® PROMOTEDLST6MNTH
& RELIGION

@& REVENUELAST24MNTH
A RFEFVENIIFI ST12MNTH
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= Attributes >




What are the
upcoming GenAl
features?



( SAS® Customer Intelligence 360 Copilot * 0%

Explain Agent

Near-term roadmap = —

e I'd be happy to help you create a retention journey! Let
me gather a bit more information to make this as
effective as possible.

Goal: Deliver multiple agents in 2026 alongside a variety of Al assistants.

What's the goal of this retention journey? (e.q.,
reduce churn, increase repeat purchases, re-
engage inactive customers)

( Add Criteria ) Who is the target audience? (Should I search for

® an existing audience, or do you have one in
ourneys - o

. S R Generate a Criteria v What channels do you want to use? (e.g., email,
v bt S SMS, push notifications)
@ Cutoner. Do you have existing tasks/campaigns that

- _J O U r n e y S A ge nt (Q 2) . :m:” Cmmmm— should be included in this journey, or should we

& Gender create placeholders for new content?

° ; ::MM Mote: Al-penerated queries and resuting data sets may be incormect. Confirm the query captures your desired conditions = Any specific timing or flow in mind? (e.q., send
[ ) e B oo o email immediately, wait 3 days, send reminder,
& ciy H etc.)
& Zip code ]
& AgeGroup 1| % Eligibility Criteria
& Income Group If you'd like me to make these decisions and create a

& First Name (+]

Q . Q :l & LastName standard retention journey with best practices, just let
- U d | e n C e S g e n t Q 3 - Q g:::::rs(ore = fale * J| Ao me know and I'll proceed with a recommended

® Interest Rates
o & [ e approach!

& Region
& Occupation [axc] Age Group Equals v || 2135 [\D )

- Destinations

& e |
& Customer Type fn

@& Customer Group

- Generate push notification alternatives (Q2) \ =

Marketing Decisioning: Generate Criteria

How can | help you today?

— Generate SMS notification alternatives (Q3)

&
. . . [ Attribute Options ) kAl-generated content. Evaluate accuracy and suitability before use. y
— U d E [ S b l Q3 Select the attributes that you want a project user to be able to add to their project output,
pdate Email Subject line generator (Q3) e ° joumeys Agent

£ Column Filter

+ Marketing Al

“SAS® Customer Intalligencs 360

| 4 Billing Zip Code - Table One (Customers)

Drag columns here

R . Q t _F | t t- (Q 3 ) | & Gender - Table One (Customers) ® = Annual Subscription Churn  Trined Previewmodel v © i B  Clos
eC I eS e I l O r a a re ara | OI I - - Columrs 0745 Hﬁ‘
> Table Columns Training View details
Objective @
> Customers =] Key Performance Measures
. o] o . .
N J optimize @
|’ ] I | | I | I | . . : =
arketl ng olumn ecommendations Taining @ Your model is performing well in helping identify customers who are likely to churn within the next three months. With a recall of 82%, it successfully captures a large majority of the customers who
. @ are actually at risk of leaving. This means your team can proactively engage most of the right people before they churn - which aligns closely with your stated goal
. . . . Additionally, the model's accuracy of 87% shows it's generall making the right predictions across the board while a specificity of 89% reflects its strength in identifying loyal customers who are likely
& eigibity @ tostay. The precision of 70% suggests that while some outreach might go to customers who wouldn't have churned, the trade-off is worthwhile given the high recall - allowing youto prioritize
. r e | e | | O | | . =3 customer retention with confidence.
E [ | I : S | I & Schedule @)
7 \ @ Churn Prediction Harmony - F1 Score
x
o
N Sihili iteria Custpmes s . e | =
—_— e e rat e E | g I I I ty r | t e r | o X \¢‘/ Generate Title Text This metric reflects how well your retention efforts strike a balance between catching customers at risk of lsaving and avaiding unnecessary actions. Our score is 78 out of 1, indicating the level of harmony
1 Monitoring @@ between precision and recall

Current title text: 40% discount on Floral decorations

Accuracy Precision Recall Specificity

- Application Experience Journeys: Autocomplete | mmemer ~ ~ ~ ~

© Bloom Big: 40% Off Floral Decor
':::' Hurry - 40% Off All Floral Decorations

. .
C at e go ry - b as e d G n rat I V | S E E tt | n g S ( Q 1 ) () Flowers That Wow - Now 40% Off i 0urpremn-c-ns:‘bgc;;u;s::nler behavior are When we think a:;zi.;zwlgmeaue, we're We identify 82% oflcustum:rswhude(ldem We|dent\fyE?%o‘fus{umerswhodg(\de1o
E 3 E E E 3 //\ i corre: of the time. corre o time. eave. cave.

() Your Floral Favorites: 40% Off

(_) Petals, Beauty & 40% Savings (@) Why This Matters N

- Al-assisted autocomplete capabilities (Q1) \ ==

Is there anything you would l'\keto;ange? Mal’ketll’]g Al MOde[ Exp[alnablllty

— Search Agent (Q2) CS&S

How Often We're Right Canfidence in Spotting Leaving Customers Finding Customers Before They Leave Finding Customers Before They Leave

L = J

Copyright © SAS Institute Inc. All rights reserved. Push Notifications: Content Suggestions



How do we deliver
trustworthy Al
capabilities?

Yes, we are EU Al act compliant



Al capabilities exhibit a jagged frontier

* Inside the frontier

Tasks where Al is fast and consistent with limited
human oversight.

*

Inside the
frontier

On the frontier

Boundary tasks where Al is not reliable and
should only be done with significant oversite.

Outside the
* frontier * Outside the frontier
Tasks where without human intervention and
oversight, Al will degrade performance.

On the
frontier

— Al Abilities
— — Equally difficult tasks

Osas
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Delivering trustworthy Al means
building inside the frontier.

* Inside the frontier

Content generation, copilot’s, journey builder
agent, Al explanations, Al data exploration

On the frontier
Multi-agent coordination for campaign building, Al
image variations, Al-led campaign planning

*

Inside the
frontier

Outside the
* frontier * Outside the frontier
Autonomous execution of campaigns, continual
optimization, 100% Al marketing content

On the
frontier

— Al Abilities
— — Equally difficult tasks

Osas
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While monitoring

*

Inside the
frontier

On the

frontier

Inside the
frontier

— Al Abilities
— — Equally difficult tasks

Osas
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Whitepaper on CI360’s approach to GenAl

“This white paper provides an
overview of the generative Al
capabilities present in SAS Customer
Intelligence 360 - along with the
activation, integration, deployment,
security and governance aspects that
enterprises should consider when
putting generative Al into action.”

SAS Customer Intelligence 360:

Approach to
Enterprise-Ready
Generative Al

External link: https://dam-

cdn.sas.orangelogic.com/Assetlink//6481do8kmhadn485lebpg/2t/4u/2b4/sa
s-customer-intelligence360-generative-ai.pdf.pdf
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Admins can enable Gen Al in tenant settings today.

SAS®* Customer Intelligence 360

O Filter

Roles
Groups
Default Permissions

Inactivity Time-out

System Configuration

Search Tags

Assets

Content Management System Integration

2RO

Configure Tenant

u}
u}

Messages
Approvals
Workflows
Folders
Manage Locks

5 E D g

Calculated Items
Job Summary Notifications
Code Format

&

Manage Business Contexts
Business Context Code Format
| Generative Al

Website Configuration
SAS Tag Instructions
Domains

Traffic Sources

Forms

Page Categories

Page Views
Document Downloads
Visitor Profiles

Event Tracking

Page URLs

Form Fields
Personally Identifiable Information

Q Number Formats

Generative Al

(@ Changes to these settings do not take effect until the next time that you sign in to the application. X

Enable Generative Al @D @

By enabling GenAl for your organization, yvou acknowledge and agree that the terms found at
www.sas.com/generative-ai-terms apply to your organization's use of the Offering.

Pl Opt out of content generation.

Opt out of using generative Al to create outbound marketing content, such as email subjects, push notifications, and so on.

E Opt out of customer data.

Opt out of enabling generative Al to interact with customer data. For example, when this option is enabled you cannot use
generative Al to create audiences.

Copyright © SAS Institute Inc. All rights reserved.
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What are we doing
In the Agentic Al
space?



A brief tangent on human’s vs Al in chess

What does this tell us about how humans experience progress of Al systems?

Chess ranking Human win rate
100% —
=2 Equivalence to humans
was sudden
3250- 80% —
3000
60% —
2750
O
w
2500
40% -
2250
2000 20% -
1750- Progress in chess was \,./\
steady
0% —
I I I I I | | |
1990 2000 2010 2020 1990 2000 2010 2020

http://andyljones.com/posts/horses.html

Osas
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Al across many domains show exponential improvement.
In short: we should be taking this ‘agent thing’ seriously!

Al time horizons are increasing in many domains : METR
Task length (at 50% success rate)
4 hrs - -
Mock AIME Pl
: GPQA Diamond /A Prad
1 hr- Tesla FSD -
' 7 LiveCodeBench
15 min - y/ SWE-bench Verified
] MATH ®
4 min T
1 min A
& A orld
15 sec 1 WebArena
4 sec RLBench
] @ | METR-HRS
| .~ (Original Time Horizons)
lsecy
2020 2022 2024 2026
CC-BY Model release date metr.org

Copyright © SAS Institute Inc. All rights reserve d.
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Customer Intelligence

>0% SAS 360 Agent &

P salesforce

Audiences Journeys Destinations

COLLECT, IDENTIFY, ANALYZE, ENHANCE, CONNECT, DELIVER,
CURATE ORCHESTRATE RECORD

Marketing Al Marketing Decisioning

ADVISE, AUTOMATE, PERSONALIZE,
SUPPORT, GENERATE REAL-TIME

Gsas
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CI360 along side users.

23
u
Welcome to the CI360 Agent

autonomously using your inputs as needed.

With specialization of L

Your agent will plan, strategize and help semi-

individual agents

The future: A multi-agent system, operating

Self-directed multi-agent

/ coordination

L Manages

Audience Recipes Journey
Agent Agent
Operates Operates Operates

Customer :

Copyright © SAS Institute Inc. All rights reserved.

Agent

Customer

Journeys

Operates

a

Search

Agent

Operates

Object Search
Services
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CI360 along side users.

The future: A multi-agent system, operating

Phase 1 o2

Welcome to the CI360 Agent

autonomously using your inputs as needed.

With specialization of L

Your agent will plan, strategize and help semi-

) Self-directed multi-agent

/ coordination

individual agents .

-

Audience Recipes
Agent Agent
Operates Operates Operates

Customer :

Copyright © SAS Institute Inc. All rights reserved.

Journey
Agent

Customer

Journeys

|
S

Search

Agent

Operates Operates

Object Search
Services

Osas



Coming Q2

Journeys

Agent

Copyright © SAS Institute Inc. All rights reserved.

& [ Create Reactivation Journey with
Multi-Channel Flow

1. Create reactivation journey with 5% conversion
goal, 5% holdout group, and weekly Tuesday
morning schedule

. Build journey flow: Starting with Push node, 2-
day wait, then split into ‘No response’ and
responded’ paths

. Configure Path A (No response): SMS - Push -»
SMS with purchase split leading to Push or SMS
endpoints

. Configure Path B (responded): Push - Push
with purchase split leading to Push or SMS
endpoints

. Link the GBQ audience as the entry audience
for the journey

I'll create your reactivation journey with the exact
flow from your diagram: 12 nodes total (7 Push, 4
SMS, 1 Wait), branching based on response and
purchase behavior. Which GBQ audience would you
like me to use - gbqtest or eric-Audience3-GBQ?

Multi-modal inputs (images, briefs,
text)

Agent retrieves relevant objects
to create Journey

HITL checkpoints during planning
and at journey creation.

Osas



design-master.cidev.sas.us

Craft the Customer Experience

Plan, design, activate and measure customer touchpoints and journeys.

Resource Center | Want To

What's new

/i‘w d . :';:\ &
nv' Create an audience r;“.,-‘g' Create a segment
Ih}

Create a direct

- Create an email 3 2
Help Center marketing list

st
1

Tutorials

Set up a mobile app Personalize a
spot . mobile app

Create a mobile in-
app message

Create a mobile
push notification

Contact technical support

Tour the home page

My Recently Modified Items

There are no recently modified items.

My Recent Results

Scheduled Items

0O Filter

Name

=] CommunicationwWRefine...

oy TNGBUGS-22751_AllNod...
TNGBUGS-22751_UsingA...
fabath_2Criterial AndSpli...
TNGBUGS-22751_UsingA...

3LinkNodesLinkingTo_TN...

Type

Direct Task
Segment Map
Segment Map
Segment Map
Segment Map

Segment Map

Scheduled Date

Jan 26, 2026 10:15 AM EST
Jan 26, 2026 10:40 AM EST
Jan 26, 2026 11:40 AM EST
Jan 26, 2026 11:45 AM EST
Jan 26, 2026 11:45 AM EST

Jan 26, 2026 11:50 AM EST

Activated By

zhuojun.zhang@sas.com
Fariba.Bat-haee(@sas.com
brad.bergeson@sas.com
sccassistadvsegl(@yahoo.com
Fariba.Bat-haee(@sas.com

Fariba.Bat-haee(@sas.com




e Based on my search, here’s what needs your attention:

Coming Q2

« 5 tasks with errors - These have actual error
states or parsing issues and should be
investigated first
117 out-of-sync tasks - These tasks are
experiencing synchronization issues that could
affect their performance

Review Recommended:

« 643 tasks in Designing status - These are drafts
that haven't been completed or activated yet.
This is a large backlog that may need cleanup

« 19 paused tasks - These were intentionally
paused but may need to be resumed or archived

The error tasks include issues like "TNGANLY-7003-
500 parsing error 3" and "test email ab performance
state error™ which suggest technical problems that
could impact campaign delivery.

Would you like me to provide more details on any
specific category, or would you like to focus on
resolving a particular set of these tasks?

Search

- Ability to search for Tasks and

Agent Audiences in your tenant.

- Can answer operational and
performance related questions.

- Will progressively expose additional
object types to this agent.

Osas
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2 design-master.cidev.sas.us

SAS® Customer Intelligence 360 : SAS® Customer Intelligence 360 Copilot

Explain Agent

= = * Reactivation Journey - Journey (Schedule... Designing

£
Engagement Metrics

Journey Purpose

#o Reactivation
O =no

0 rpuskiNnoTFIC..

=z SR End - Purchased (
> =l SPUT 3 Doubile click to configure day buffer)

Target Goal What can | create for you today?
purchase

g Conversion rate: 5%
© eno

End - No Purchass
(7 day buffer)

remainder
57 sms

Double click to configure

Success Events

O &=

End - Purchased (7 %] Completed Journey
day buffer)

© enO

End - No Purchase
(7 day buffer)

How can | help you today?

&

Al-generated content. Evaluate accuracy and suitability before use.




—

DISCUSSION

Q&A
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