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How do we effectively integrate
Generative Al into solutions?
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We think that using these models are as simple as...

Super Powerful

ﬁ

outputs

GenAl Model!

INputs
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Example - autonomous vehicles

Autonomous
ﬁ . ﬁ
GPS Vehicle Model Turn right
Cameras,
LIDAR,
Sensors,
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Reality - many models + lots of code!

Path Behavior
planning Arbitration

Perception
and
| ocalization

Motion
Controllers
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Valuable GenAl tools require much more than a single ‘super model’

AT

Analytical Models Orchestration Layers Knowledge access Intuitive Integrations
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Differentiating (and providing value) with GenAl

 GenAl did a bit GenAl did all of |
of the work the work

¢||>

!

We want to build here!
CCCCCCCCCCC S GSsas
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How do we know that integrating
Generative Al is useful?
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Can GenAl
increase Human

Productivity?

Over 18 tasks GenAl users:
« completed12% more tasks

o 25.1% quicker
* 40% higher quality
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https://papers.ssrn.com/sol3/papers.cfm?abstract_id=4573321

Quality
improvement by
using GenAl across
18 different tasks

0.6

Can GenAl 08

Increase Human o
Productivity? .
Did not
. | nAl
When Al wasn’t suited - useGe
for the task, users where 01
19% less likely to produce |
correct solutions! 0.0
1 2 3 4 g 6 7
Quality


https://papers.ssrn.com/sol3/papers.cfm?abstract_id=4573321

How do we do we build with
Generative Al in CI?
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Generative Al Strategy
For 2024 and beyond
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Company Confidential

Content
Generation

Recommend subject lines,
adjust tone/style of content,
email generation with RAG.

User
Experience

Chat assistant for navigation,
enablement, and providing
instructions on how to
accomplish tasks in CI1360.
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Cl360’s GenAl Focus Areas

Segmentation

Build audiences from
marketer descriptions, chat
with an assistant to better
understand your audience.

Metadata
Generation

Classify contentin our
system, apply analytics,
surface insights to users.

Orchestration

Create customer journeys
from text descriptions,
configure objects (tasks,
segments) through GenAl
assistants.

0sas



Strategic Principles

for building with GenAl
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2

3

Incremental
Development

Purpose-built, tailored
capabilities

Purpose over
Hype

Leverage GenAl
where it aligns with
strategic goals.

Reduce Time
to Value

| et users be more
productive on our
solutions.

0sas
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Incremental
Development

« Immersive

Enable dynamic, context-aware
dialogues for a comprehensive
range of scenarios

Enhanced

Builds off existing foundational
elements, requires more
substantial changes to solution

Build audiences Generate subject
lines Classify content :
Foundational
Adjust content Documentation/ e Enhance core features with
Navigation . minimal adjustments to existing
style/tone Chatbot audiences solution
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Purpose over
Hype

Solution Driven Development

|dentify problems or needs , o
and seek the appropriate Technology Driven Development ¥

technology to address it.

Seeking applications for a
particular technology, often
driven by the excitement and
potential.

SAS

%
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Reduce Time
to Value
Accelerate > & .| Enhance decision
onboarding § § -S| making
Improve data C{Q/ LLMs can Recommend
insights OOU actions
— | | (— !
Automate | /&y .~ ———| Modulate
workflows |FHo= — content
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2024 Generative Al Preview
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A/B Subject Line Generation =57 | Recommend

o actions

SAS® Customer Intelligence 360 - raven

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

E] Content = Header [a Review € Targeting Properties &n Permissions % Orchestration B Insights

Specify the header information for the email. @ @ Subject line A/B test @
Hypothesis Distribution
The personalized subject line will result in more Opens than the non-personalized subject line.

A Variant A: 50%

B Variant B; 50%
Subject:

Duration @
A | Holiday Promotion: Get 10% Offl

24 v Hours

Generate subject lines Criteria for A/B Test
Primary Metric:
To: @
%%email_contact®%%

Select v

Baseline conversion: @
Fram: @

Select a sender address:

Reply-to: @
Select a reply-to address:
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A/B Subject Line Generation =57 | Recommend

o actions

SAS® Customer Intelligence 340 - raven

:= New Task 1 - Bulk Email A/B Test (Cloud)
[El Content i Header (& Review @ Targeting Properties  do Permissions (% Orchestration B Insights

Specify the header information for the email. @ @) Subjectline A/B test @

Hypothesis be Distribution
P Generate Subject Lines
The persanalized subject line will result in more Op

A Variant A: 50%

Haliday Promation: Get 10% Offt B Variant B: 50%

Subject:

Duration @
A | Holiday Promotion: Get 10% Off!
. Subject lines: 24 v | hours
Entera _".ll:"|l:f. t Line ) !

() Festive Savings Alert: Enjoy 10% Off This Holiday Season!

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

() Season's Greetings with 10% OFf! Shop Maw,
To: @

Primary Metric:
%%email_contact%% 0 Celebrate with Savings: Exclusive 10% Off Holiday Proma! [ Select M

I 2 () Deck Your Discounts: Enjoy 10% OFf This Festive Season! Baseline conversion: @
rom:

Select a sender address: . Apply for VariantB | ¥ :

Reply-to: @ Refresh subject line aptions

Select a reply-to address:
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A/B Subject Line Generation =57 | Recommend

o actions

SAS® Customer Intelligence 340 - raven

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

[El Content  iZ Header [ Review €k Targeting Properties Permissions  [% Orchestration B8 Insights

Specify the header information for the email. @

a Subject line A/B test @
Hypothesis Distribution
The persanalized subject line will result in more Opens than the non-personalized subject line.

A Variant A: 50%

B VariantB: 50%
Subject:

Duration @
A | Holiday Promotion: Get 10% Off|

Q

. 24
B | Celebrate with Savings: Exclusive 10% Off Holiday Fromao! ¢ '

c) Gen Al u
Rk

r

Generate subject lines Criteria for A/B Test
Prima ry Metric:
To: @

%%email_contact%%

Select r

Baseline conversion: @
Fram: @

Select a sender address:

Reply-to: @

Select a reply-to address:
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AUdience Gener‘ation (| Enhance decision

making

Customers with Policies Expiring

Properties YW Audience % Orchestration 8% Insights

Audience Data Estimated audience size: --

P Filter

% Generate an Audience

[ Account Creation Date
Describe your new audience: 3@

# Account Number

Build me an audience of customers who...
& Account Status

@ Age
& Billing City

& Billing Country

Suggestions: | %%, Customers who live in Brussels <., Attributes include Name, Address, and Age

& Billing State

@ Billing Zip Code
Il Children

& Email %  Customer Data
& Employment

& First Name

% Attributes

Gender
& 1o

# Harmony Points

@ 1D
& Last Mame

@ Last Payment Amount
[ Last Payment Date

& Marital Status

L A AN AAANANANNN——————N————R—R—R—R—R—R—R=®R>®R—_R—RRRANNN A iiiRSRSEE
[ '. FI " I
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AUdience Gener‘ation (| Enhance decision

making

er Intellige

Customers with Policies Expiring

Properties % Audience % Orchestration 8% Insights

Audience Data Estimated audience size: --

£ Filter

% Generate an Audience

[%] Account Creation Date
Describe your new audience: @

@ Account Number

Build me an audience of customers that have a policy set to expire in 60 days who live in the Syddanmark region. I'd like to also have

& Account Status ) )
their customer attributes of name, address, policy date and email address.

@ Age

& Billing City

& Billing Country

& Billing State Generate
@ Billing Zip Code

0l Children
& Ernail % Customer Data

Suggestions: | <%, Customers who live in Brussels <, Attributes include Name, Address, and Age

& Employment Audience source: | Customer Visit Data - Snowflake

& First Name
& Gender

Include the following:

@ Harmony Points

| Policy End Date l Isin the next | &0 | Days
@ ID ' ' '

& Last Name ' [ Region [ Equals | Syddanmark

@ Last Payment Amount

[ Last Payment Date

& Marital Status
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O Accelerate

Chat ASSiStant onboarding

SAS® Customer Intelligance 360

Home
Craft the Customer Experience

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

Insights
PLANNING

Plans

Commitments RESOURCE CENTER IWANTTO

Invoices
My Workflows What's new

My Workflow Tasks Help Center

CONTENT DELIVERY 3 ] - Create an audience Create a segment Create an email Create a direct marketing list
Connect with communities

Activities
Tutorials
Tasks

Contact technical support

Segments

Create a mobile in-app Create a mobile push
message notification

Audiences Tour the home page Set up a mobile app spot Personalize a mobile app

Data Views

RIS MY RECENTLY MODIFIED ITEMS SCHEDULED ITEMS

Messages

B Testloan Internal Search D Filter

(@ Ready * Oct30,2023 4:14 PM
Assets Name Type Scheduled Date Published By

Creatives

e Facebook Custom Audience [ Segment Map Feb 5,2024 4:00 AM EST &4 Rob.Sneath@sas.com
Events

Spots

OPTIMIZATION

Optimization Input Data

CONFIGURATION

Connections Dashboard MY RECENT RESULTS

General Settings

Data Processing

L4

Tenant: Demo - Vertical - Finance (prdfin1)
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Custom Integrations
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Generative Al in Action

Plan

Brainstorm potential segments, customer
journeys, and channel-specific creatives
using GenAl and marketer input.

(%% Segment

Leverage Generative Al to recommend
the optimal segments based off your
Inputs.

Create O

Use Generative Al to build channel-
specific, hyper-personalized content.
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Integration Formula

Fetch relevant
information (product
descriptions, sample

emails, etc.)

Knowledge

Base

Customer Custom

> Function

Connector

Intelligence 360

Merge data into Pattern checking, i

prompt template, response formatting,
retrieve context error handling > @ LLM API

Input data, eg.:
- natural language as entered by user
- structured facts, drop-downs etc.
- real-time and calculated data: customer
behavior, analytical insights etc.
- Previous Al responses
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Custom Integrations

Bring your own GenAl model (sample AWS architecture)

5 SAS Customer Intelligence 360

=T

Custom Assistants GenAl Connector

N\

Content Generation
Segment building
Campaign planning
Real-time web

OpenAl Endpoint

— @ —> GPT-4

a )\

AWS Lambda

personalization
+ Etc.

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

yd
N

Call model
provider

Amazon SageMaker

pd
~

Fetch
Context

Vv

?\

Amazon Kendra

% -

Amazon Bedrock

N
A\ 4

Document
Retrieval

Amazon S3

Amazon
Titan

Claude v?2

0sas



Custom Integration: Email Assistant

New Task 1 — Triggered Email

Home

Content i= Header [& Review @ Targeting Properties do Permissions & Orchestration &8 Insights

Insights

REANDIN S Standard @

Plans Name:

Commitments

Description:

Invoices

My Workflows Tasks

My Workflow Tasks
CONTENT DELIVERY Code: ® TSK_1970

Activities
[] Generate contact events based on the email send event @

Tasks
Custom @

Segments
Al Email Assistant Al Email Assistant
MultiLLM Email Gen

Audiences

Data Views
Product

CONTENT Category

Messages Product

Creatives
Product

Assets Features

SETUP
Generate Segment

Events

Spots Segment

OPTIMIZATION This segment will be used in email generation

Optimization Input Data )
Email

Optimization Scenarios Guidelines

CONFIGURATION Additional information for email generation.

Generate Content

L A AN AAANANANNN——————N————R—R—R—R—R—R—R=®R>®R—_R—RRRANNN A iiiRSRSEE
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Custom Assistant for SAS Marketing

Advanced Segmentation

1. Contact profile — Data Science Flow
2.
Job level

Jobh title or
keywords

Interest Area

] SAS user only [1 SAE only
profile

_

Company Confidential

[ Board
Chairman/Member

O C-level

(] Director

[ Education — Students
[ Education — Professors
O Finance

O Fraud

[ Risk

X Information Technology
] Marketing

[ Production

[ sales

X Business Intelligence
X Analyst

X Analytics

X Data

X Insights

Xl Reporting

] Brand

X Analytics

X Artificial Intelligence
Xl Data Management

— For Internal Use Only
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(] Division/Department Head

] VP/VP - Associate
Manager - Senior

] General - Administration
General - Analytics/Data

Science/Business Intelligence

General — Consulting

[ General — Executive
Management

O General - Government
Professionals

[ General - Health/Medical
Professions

Customer

Architect

Systems

[ Actuary

Statistician

O Risk

O Fraud

Business Intelligence

[ Customer Intelligence
Risk

X Manager
X Staff

[ General — Human
Resources

[ General - Legal

[ General - Operations
[ General - Purchasing &
Procurement

X General - Research &
Development

[ Digital

[ Operations

X Other: Data Scientists,
Machine Learning Engineers,
Business Analysts

X Fraud
X |Platform|

Segment Profiler

segment
Description

. Generate Segment |

Job Levels

Job Functions

Job Title or

Keywords

Interest Areas

SAS User Profile

Other
Recommendations

Contact Profile - Data Science Flow

C-level, Director, Division/Department Head, VP/VP - Associate, Manager - Senior, Manager

General - Analytics/Data Science/Business Intelligence, Information Technology, General - Research &
Development

Data, Analytics, Data Scientists, Machine Learning Engineers, Analyst, Business Intelligence, Insights,
Reporting, Statistician

Analytics, Artificial Intelligence, Data Management, Business Intelligence, Customer Intelligence

SAS user only

- Years of Experience

- Education Level

- Specific skill set

- Industry of Work

- Company Size

- Level of SAS usage (casual, moderate, intensive)

- Membership in Professional Organizations

- Preferred Learning Method (online courses, webinars, etc.)
- Social Media Presence / Engagement

- Region or Location

- Languages Spoken

- Preferred time for communication.

- Engagement level with previous communications.

Reset

§sas
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