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Personalization

Marketing Trends

Generative Al Composability

Increased Channel
Complexity Trust Focus

Skill Shortages

7%

CMO'’s are under
increased pressure to
demonstrate an ROI from
their Martech solutions

69% 63%

Believe the Quality of global marketers lack the skills to
their data is crucial to leverage the technology in their current
their success. marketing stack

Sources Neilsen Marketing Report, Gartner

75%

CMQO'’s have flat or
Decreasing Marketing
Budgets



It’s too late to wait and see

80% +20%  2.6X

of Marketers are increase in worker More likely to
integrating some efficiency without loss increase revenue by
form of Al into their in quality 10% or more

digital Marketing

Sources Nielsen Marketing Report, Gartner, IDC, Bain



Generative and predictive Al both hold
potential for marketers

| Cost Reduction Revenue Increase |




Generative is all about content

Al
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Generative Al as a Ul

HCL Marketing Cloud Assistant

HCL Marketing Cloud Assistant o Q

list the prepublished journeys

13:08

Currently, you have a total of 2
pre-published journeys
created . Please select the
journey you are interested in.

WEALTH MANAGEMENT - 672

One for All Banking
Transactions - 895

Not Interested

New User Registrations - 894
Credit Card Activation - 675

Product Catalog Journey - 669




The more you spend, the more you control

_ ‘ Off the shelf tools leveraging available models
+ Pre and post processing restrictions add guardrails

Customized 38 + Database look-ups tailor to the organization's needs

+ Fine-tuning to further tailor to the organization’s needs

$$$

Train your own 5355 I Build and train models from scratch




241 - (-241) +1

241 - (-241) + 1is equivalent to 241 + 241 + 1, which simplifies to 483 + 1. So
241 - (-241) + 1is equal to 484.




Predictive is all about impact
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Next Best Experience Propensity

Channel Affin'b



Causality moves beyond predicting
events to curating journeys

» Understand the causal relationship
between events

« Combine offer data with behavioral
data to bring insight to customer

journeys




Creepy vs. cool

e Prenatal

7 Folic Acid + DHA
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When you bring generative & predictive
together, things get personal

Personalization
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The conversational persuasiveness of personalized Al

Personalized,
Al powered
conversations Human to Human,

Personalized
can outperform
1T ERES Poraoi

Human to Al

—0.5 0.0 0.5 1.0 15
Odds of higher agreement relative change

On the Conversational Persuasiveness of Large Language
Models: A Randomized Controlled Trial
https://arxiv.org/pdf/2403.14380.pdf



Using Al to drive hyper-personalization

t Line Analysis

HCL Marketing Cloud Assistant o

list the prepublished journeys

Currently, you have a total of 2
pre-published journeys
created . Please select the
journey you are interested in.

WEALTH MANAGEMENT - 672

One for All Banking
Transactions - 895

Not Interested

Total:

Email & Smart Communicator
SMS: 0 E

AdTech 500

( ently, y
= Any Link Cicked? @ ur




Journey control

Personalization at scale....

Total:
Email:
SMS:
AdTech

B Smart Communicator
Any Link Clicked? m

Touchpoint ID : #000043334

Na
10% Off Channel test

rif

Check which Channel perform is better

Conclude Rule

Score condition is met

Path C Score
100 (Push - Open)

Total contacts passed
through the path (post
concluded)

13,644




It all comes down
to trust




Every Al initiative begins
and ends with data
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0 of global marketers say audience
o data is critical to their efforts.

o of global marketers are confident
Q) i their audience data

o Consumers are willing to share
() data but they expect a high value

return.
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HCLS

Fueling the Digital+

Find us at b '
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http://hcltechsw.com/
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