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SAS Customer Intelligence
Turn Data into Action

Use all your data wherever it resides to create
Audiences within SAS’ Customer Data Platform

Deliver superior understanding into personalized,
omni-channel Customer Journeys

Activate messaging where it is most effective -
regardless of channel

Augment Decisions using real-time
data to inform analytics and advanced Al

Leverage the power of Generative Al
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Customer Intelligence
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Audience Management

Customer Intelligence 3460

Audiences 24

4 b . Search ) | :

>4°§ v Summary Metrics
% Audience Breakdown Audience Rows Processed @ Y Scheduled Audiences (10) Oct 30,2023 > [
200000 .
Total Number of Audiences ¢n  Next Best Action Ci @
1 45 5000 12:30 PM & 2:00 PM 4:00 BM
Iy J000E
() Al Audiences . = Email List
SO0 12:30 PM = 2:00 PM 4-00 EN
0 Status
Vlya o Active Audiences &~ Spa Bookings
. (/735 0/28 0/29 _M_
'::_:::' Failed Audiences 12:30 PM 2:00 PN 4:00 FM 00 PN 6:00 PM
iy AUd Ie nces () Inactive Audiences e . e 8:00 PN

e

Full chart view
TWILIO

MName Audience Source Status Frequency Date Run Modified by

COLLECT, IDENTIFY,
CURATE

Back to School Accounts ) Active MNone Jul 14, 2023, 3:16:17 PM Denise Patterson

Spa_Bookings 23_05 Long Term Custamers ) Active MNone May 13, 2023, 3:50:20 PM Denise Patterson

Look-a-like Purchasers Snowflake Accounts ) Active Mone May 13, 2023, 3:50:20 PM Denise Patterson

salesforce

Abandoned Retargeting Snowflake Accounts ) Active Scheduled May 13, 2023, 3:50:20 FM Denise Patterson

MNew Year Promo

Snowflake Accounts @ Active Scheduled  May 13, 2023, 3:50:20 PM Denise Patterson

OREC

DIRECT

Online Shoppers CustomerAcquisitions ) Active Scheduled May 13, 2023, 3:50:20 PM Denise Patterson

a¥e aVe aVe
O PP 9

Retail Shoppers CustomerAcquisitions ¥) Active Scheduled May 13, 2023, 3:50:20 PM Denise Patterson

OREC

DISCOVER
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Audience Management

Customer Intelligence 360

Pumpkin Spice Lovers

4 b | Y Audience Properties £ Orchestration &% Insights

©
>4 § Audience Data 6
O Filter v Customer Data
Audience source: | Customer Visit Data - Snowflake Y Audience size: 0
¥ Account Creation Date
3 Account Number Include the following:
& Account Status .
® Age s Age . Between
AND -
-1i- .
Vlya & Billing City | Billing City Equals
“ & Billing Country
° ,
Billing State
z Aud & eilns
udaiences

@ Billing Zip Code

e

R

TWILIO

Il Children Ry
& Email

& Employment Excl

COLLECT, IDENTIFY,
CURATE

fe
i)

# Account Number

Update Count Mext
& Account Creation Date paa - J .

@ Age

-

& First Name
M Gender
# Harmaoany Paints > Attributes
@ 1D

& Last Name

salesforce

P gf

o

# Last Payment Amount

OREC

DIRECT

(3 Last Payment Date

Ay Marital Status

OREC

DISCOVER

Company Confidential — For Internal Use Only :>®Sas®

Copyright © SAS Institute Inc. All rights reserved.



Create an audience
from a Segment Map

oS
ﬂ
= \ Audiences

e

TWILIO

COLLECT, IDENTIFY,
CURATE

salesforce

OREC

DIRECT

OREC
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Customer Intell igence 360

i= Holiday Event Planners

(@ This audience references more than one segment. Check the output for any duplicate audience members. x |

% Audience Properties

Audience Data

2 Filter

v Segments
f2 Couples
B Families
B Fitness

fo Fitness Gurus
Fh Travelers

v Attributes
9 Account Creation Date
@ Account Number
& Account Status
@ Age
& Billing City
& Billing Country
& Billing State
@ Billing Zip Code
Il Children
& Email
& Employment

& First Name

% Orchestration ‘ =

Estimated audience size: - | Update count |
Y Segments v
Segment map: | Getaway Promo ]
Include the following segments: o

[} Name 4+ Segment Code Added Context Count

Families SEG_3333

& Attributes v
Add attributes to use for targeting, personalization, and export files. @ 0 ‘e

& Segment Code

@ Subiject ID Value

0/10 attributes @

Osas



Audience Profiles

Customer Intelligence 360

iI=  Credit Card Balance Transfer O

Properties Y Audience t® Orchestration 8% Insights R|&

d;’] Total Audience Members Total Purchase Value Average Purchase Amount
w 1,234,424 $32,324,341 $3,592
: Age Gender First Name
800,000 800,000 800,000
. 600,000 : { 600,000 i 600,000
Vlya 400,000 =y : 400,000 f 400,000
- =8 200,000 »:
r—- AUd Iences ‘ 200,000 { 200,000
0

= Am
T 1 T

18-25 26-35 36-45 46-55 56-65 65+ T T T
Male Female High Value Missing

TWILIO

COLLECT, IDENTIFY,
CURATE

Email Addressability Loyalty Status

800,000

Platinum 234,482

Gold 123,432 11,234,424

400,00 Memb
DR800 Silver 65,654 D e

600,000

D Loyalty Status 541,348

200,000 || Bronze 341,364

DIRECT

N/A 543,252

DISCOVER
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Segment Map Enhancements

Customer Intelligence 360

= Age 20-60 - On-Premises

3 Segment Map Properties

o Permissions % Orchestration

L4

@ Age 20-60

28,000 Customer

N\

@na

G Employed = Full Time

8,000 Customer

LH]

(@ Employed = Full Time

8,000 Customer

Lk

/

' Node Menu
o
& Selection
®  Logic
L B Output
Vlya [g] Collaboration
s Audiences

- \ E MNote

@ And1

20,000 Customer

f [T] Text
COLLECT, IDENTIFY, :

CURATE

[l Image

Ty Group

l

salesforce

OREC

DIRECT

7 of 800 nodes used

OREC

DISCOVER
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' MNew Export 1

1,200 Customer

|11- B

1 om[=]

Add text here
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Segment Map Enhancements Modernized Segment Map Designer

* Improved readability and collaboration for

Segment Map designers:
* Node groups
 Snap-to-grid
* Insert Text box

Audiences * Drop anImage
 Drop a (sticky) Note

COLLECT, IDENTIFY,
CURATE

* New Criteria Node logic
* ""No value meets criteria”, “All values meet criteria”, "One

value meets criteria", "More than one value meets
criteria”

DISCOVER

* Refreshed visual design
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Audience and 360:Direct Roadmap for ‘24/25

Data Source and Foundations Audience Insight, Al and GenAl Overhaul 360:Direct UX
Additional Cloud DB Connections - Audience Insights and Profiles Improve Visual Design and add
Support Cloud DB integrations to Audience profiles including collaboration and readability of Map
Redshift, Azure SQL addressability, performance, Annotations
Audience Table Join U membership and cross-overs Grouping Nodes

. . Snap-to-Grid
GenAl Audience Builder More Flexible and Optimized Node Sizes

Support easy table joins for direct
connections Audience Builder and additional GenAl

Federated Audiences Capabilities Audience performance
measurement

Support combining audiences
regardless of source

c]
ey

@ 1232424 $32,324341  $3.592

D m

New Audience Source Jein Tables - Step 3 x
x amazon
i ' REDSHIFT

o

salesforce
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Customer Journey
Canvas

S5AS5® Customer Intelligence 360

= *Holiday Beach & Mountain Promo Campaign

¥ Journey Properties % Orchestration g} Insights

®E

wf spli

dﬂ Audience : ( 3 ( o . ) Beach Interast
B cmsi o 9 Wait o :

Big S d

'9 >pandars Holiday Promo Email 3 Days, run at 10:00 AM

m\‘ by sl i EST Mountain Interest

\W - ,-"I |

Remainder

Journeys

ANALYSE, ENHANCE,
ORCHESTRATE

Google Ads

|
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Journey Roadmap for ‘24/25

Scheduled “Fast-Batch” Journeys Real-time “Always-On” Journey Insights and Optimization
Journeys
New customer journey orchestration » |Improved Visual Design of existing  Journey Copilot
capability W/ modern UX & deep real-time Joumeys - Create a Journey template from
insights - Updated & modernized look and feel natural language and explain existing
Start with an Audience - Consistent UX across Journey types Journeys

Split flow based on Audience or Event
attributes

Orchestrate wait time b/w touchpoints
Multi-channel touchpoint support

Test holdout control groups

» Contact Policy Service

- Provide real-time Contact/Response
history exclusion, constraints and
optimization of nodes

Rich metrics and insights
..and more

Copyright © SAS Institute Inc. All rights reserved.




Simplified UX for
Campaign Tasks

Destinations

CONNECT, DELIVER,
RECORD

Google Ads
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Customer Intelligence 360

Back to School Campaign - Email

© Header @ Ssubject line A/B test
A Variant A: Fall New Arrivals Are Here!
B VariantB: Fallinto Style: Explore Our New Arrivals Inside! <%

To: |

From: promo@outdoorgear.com Reply-to:  help@outdoorgear.com

© Content @ o) Content A/B test

Back to School!

Click here to view the latest drops.

Sign up and get 20%

1 Review | { Fall Promo 1 v

Goo| v | | @ ¢ ¢ [ [cose]

(® Status

Publish status: Percent complete:

Not ready for publishing —

© Targeting
Eligible: Unspecified

Exclusions: Unspecified

© Send Options

Start date:  Nov 2, 2023 11:00 PM Recurring:  Biweekly

Time zone: (UTC +0:00) Etc/UTC

©@ Metrics

Primary metric: (%] Open Rate

Secondary metric:

@© Properties

£  Bulk Email ™ Seasonal Promotions

Back to School campaign for Sept 2023, featuring kids backpacks.

Osas



Simplified UX for
Campaign Tasks

Mew Task 1 - Bulk Push Motifications

) Content Status

Mew Creative 1 Android = Content Options Publish status: Percent complete:

() Ready for publishing —— 1| ()%

@ Targeting

Eligible: Audience_1
50% Off Party, Floral & Crafts

= = Arrangements, bushes, wreaths, ﬁ Exclusions:
DeSt I n at I 0 n S garlands, swags, stems everything at a
50% discount. Get ready to decorate the
house for this festive season. @ Metrics

CONNECT, DELIVER,
RECORD Primary metric:  f® Unique Opens

Secondary metric:

@ Send Options

Start date;  Nov 2, 2023 11:00 PM End date:  MNov 20, 2023 11:00 PM

lime zone:  (UTC +0:00) Ete/UTC Analysis ends: Newv 27, 2023 11:00 PM

@ Properties

[] Bulk Push Notification
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Simplified UX for
Campaign Tasks

Customer Intelligence 360

Back to School Campaign - Email | Go to 'k

Overview Real Time Success Metrics Exception Metrics Metrics by Occurrence Metrics Over Time Funnel Link Engagement Task Settings

¥ TasklInsights

. . . Flan
lul Email Insights Overview IPM- Jun1,9:30 AM x

@ @
@ In Progress Open Rate Unique Opens Click Rate Unigque Clicks

57.2% 12,987 57.2% 12,987

Total Unigque Opens @ Target amount @

12,987 25,000

Goal Metric Success
r | @ Insights Found Best responders: Ages 25-35 in North Carolina on mobile devices Trend Up: Opens on Jun 1, 3:15 PM

Destinations

CONNECT, DELIVER, Unique total
RECORD | 7

400

Sign up and get 20% off your first purchase!
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Applied Generative Al to GenAl Subject Lines
Email A/B Tests

SAS® Customer Intelligence 340 - raven

:= New Task 1 = Bulk Email A/B Test (Cloud)

E] Content = Header [& Rewview @ Targeting Properties & Permissions (% Orchestration 8 Insights

Specify the header information for the email. @ @D Subject line A/B test @

Hypothesis b3 Distribution
" Generate Subject Lines
The personalized subject line will resultin more Op

A Variant A: 50%

Holiday Promotion: Get 10% Off B VariantB: 50%

Subject:

Duration @
A | Holiday Promation: Get 10% Off| ) . ) )
. Subject lines: 24 v | hours
B Enter a Subject Line —~ . ) ) . . l .
L () Festive Savings Alert: Enjoy 10% Off This Holiday Season!

Destinations

Generate subject lines (") Holiday Cheer: Get 10% Off Your Favorite ltems! Criteria for A/B Test

Google Ads () Season's Greetings with 10% Off! Shop Now. P

Primary Metric:

CONNECT, DELIVER,
RECORD

To: @

%%email_contact%% © Celebrate with Savings: Exclusive 10% Off Holiday Proma! | Select M

| 2 (") Deck Your Discounts: Enjoy 10% OFf This Festive Seasan! Baseline conversion: @
rom:

Select a sender address: . Apply for Variant B |+ i

Reply-to: @ Refresh subject line options

Select a reply-to address:

©
=
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Destinations Roadmap for ‘24/25

Owned Channel Improvements

New OOTB SMS task

Support SMS marketing customers

New Layout Manager for Email

Support for OOTB templates and AMP
for email

Support HTML-based in-app
messages

Support flexibility and engaging creative
options

API/Server-Side Content Request

Determine eligibility for content on
website, mobile app or other channels

Copyright © SAS Institute Inc. All rights reserved

Enhance MarTech Ecosystem
Integration

New OOTB Social Ad tasks
LinkedIn, Snapchat, GV360

Custom Task Type Enhancements

Support additional export destination
options for customer flexibility incl.
SFTP

Community Connectors

SAS hosted community and partner
developed connectors to help customer
communications through 3rd party
channels

New CONNeCtor  Seie Consectin Template - S1ep 1

Improve UX and Useability

Overhaul existing Task UX
for usability

Support across all task types

Beview | | FalPromo 1 *

Back to School!
chisk vacy o vies one sacher wove:. [

i3 o o9 & 228 8 &SP A s » K




salesforce

Audiences Journeys Destinations j

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

salesforce

QREC
)DTREGC? New for 2025\

1l

O REC

DISCOVER

Marketing Decisioning

AUTOMATE, PERSONALIZE,
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Marketing Al

Analytics Challenges tacing
Marketing Organisations today

viya

aWs Google
.' Analytics
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salesforce

SAS" Customer Intelligence

0Qo =

1 (U 2 =

Resource Limitations Painful Data Preparation

Lack the skills, time, or Data prep takes too much time,
resources to truly deliver limiting how many analytics
marketing Al projects orgs can deliver.

© .
3 OO 4 X

Vendor Inflexibility Tool Mismatch
Struggle to get value from rigid Analytical tools do not cater
data requirements, lack of to marketers and their use
customization. cases today.

Osas



Marketing Decisioning
Decisioning Challenges

vya B 260

Marketing Decisioning

AUTOMATE, PERSONALIZE,
REAL-TIME

Company Confidential — For Internal Use Only
Copyright © SAS Institute Inc. All rights reserve d.

1 5= 2@

Data Fragmentation Channel Consistency

Data required from multiple Maintaining consistent messaging

sources including, customer across multiple marketing
behavior, preferences and offers channels

.........

Ji 4 Caf

Scalability and Speed Business Value
Managing large volumes of data, Balance of customer,
audiences, and campaigns competitive and organization
becomes more complex. priorities.

Osas
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