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Digital Body Language—
What does that mean?

Customer Centricity

It refers to reading customer signals—what they say, how they behave on your app 
or site, and how they engage with emails.

Confidence that Strengthens Connections 

Using good data creates better experiences for customers. We help brands “listen 
at scale” and focus on what’s most important by cutting down internal data glut.



Mold your 
messaging

Merge content and technology
to get it right.

T R E N D  O N E
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85%
of marketing execs are concerned their 
messages aren’t hitting home

54%
are worried about the implications of 
ineffective messaging

Key Takeaway

This level of concern is, well, concerning! 

That’s a lot of messages and campaigns to 

worry about landing properly…

GTM Motion

A single customer engagement platform 

allows you to listen, analyze, and adjust 

messaging in real time. Imagine how having 

this type of insight would improve confidence 

on customer sentiment…

K E Y  S T A T



How Brands Utilize 
Personalized Messages 

37%
send-time optimization and countdown timers

36%
customer data and preferences

36%
achievements or special occasions

Key Takeaway

A balanced customer engagement strategy 

combines content-driven tactics, like 

adapting your brand voice in creative copy, 

with tech-driven solutions, like AI, to 

automate and enhance messaging.

GTM Motion

Personalization using customer names and 

milestones (birthdays, etc.) is still important, 

but there is a huge opportunity to lean on 

tech to optimize further.



Build trust through 
transparency

Advanced personalization relies on 
openness and trust to succeed.

T R E N D   T W O



99%
of executives say data privacy 
concerns have affected their plans 
for advanced personalization.
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K E Y  S T A T
Key Takeaway

Marketing leaders want to leverage 

personalization but hesitate due to customer 

data privacy concerns. Their challenge isn’t 

just about compliance – it’s about building 

trust.

GTM Motion

Executives are prioritizing ethical data use 

and customer trust. Braze helps brands 

strike the right balance by matching data, 

timing, and content to responsibly create 

meaningful engagement.



Enhance experiences 
over time with AI

Scale, experiment, and drive continuous 
improvement today, with AI as your copilot.

T R E N D  T H R E E



Top-performing brands 
that add AI to their 
engagement strategy

Key Takeaway

AI helps marketers adjust messages in real 

time, demonstrating that they are listening to 

customers’ digital body language.

Sales motion: Upsell & Retention

• Worry less about messages landing 

properly if you’re always adjusting as you 

go. BrazeAI gives the already powerful 

platform personalization superpowers.

39%
Are more likely to use AI to adjust messages 
based on engagement

19%
more likely to use AI for personalized item 
recommendations 

K E Y  S T A T



No time for testing? 
Let AI do the work.

Key Takeaway

Testing gets deprioritized when marketers are 

pressed for time, furthering the lack of 

confidence that execs already feel about their 

understanding of customers.

GTM Motion

Mitigate risk by deploying AI to streamline testing, 

getting a better picture of customer sentiment, 

faster.

79%
of marketing execs aren’t fully confident in 
understanding user preferences and sentiment 

32%
of marketing execs want to test engagement 
strategies but lack the resources to do so.

K E Y  S T A T



Key Takeaway

AI can be a time-saver and fast track to real-

time analysis of customer data and customer 

sentiment.

GTM Motion

Go beyond basic personalization: Real-time 

analytics and AI-powered tools help you 

understand customers better as campaigns are 

in motion.

Where else are marketers 
using AI?

K E Y  S T A T

39%
use AI-powered analytics to perform more 
advanced analysis of customer data

38%
use AI-powered tools to understand customer 
sentiment 



How Can Business 

Adapt to These 

Evolving Trends?



Henry Roberto
Solution Consultant, 
Indonesia

How Business Can 
Adopt These Trend?



Let’s Invite “Braze Apparel” ! 
(Roleplay)

Head of CX & 
Omnichannel, 
Braze Apparel

Bakti Oetomo

10 years curating a high-touch boutique 

experience, now leading full digitalization

2025 mission: shift 60 % of GMV from 

offline & third-party marketplaces to 

owned channels without lowering AOV.

Key obstacle: marketplace fees erode 

margin; we must rebuild a “personal 

shopper” vibe on-screen
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Targeted acquisition plan



In Braze, we’re using Audience Sync

Allows you to use the data that you 

collected in Braze to create 

segments that can be synced to 

your ads platforms to make your 

paid media targeting better.



Customer Acquisition: Customer’s View

Anggi matches the high-value customer 

segment at your store. Based on her 

similarities with that Braze audience, she 

was targeted with an acquisition ad on 

Tiktok. 

EXPERIENCE

Anggi saw the ad, signed up, and making 

transaction in your app.

Anggi is a savvy millennial in 
the market and a fashion 
enthusiast

After transaction, Anggi was immediately 

removed from the acquisition campaigns.



Managing Anonymous Customer



Omnichannel Onboarding Journey Consideration Decision



Online-to-Offline



Online to Offline Journey Consideration Decision



Multi-Brand Management



Multi-store Retention



Replicate my best sales digitally



Predictive 
Suite

Predictive 
Events

Predictive 
Churn

Conversion 
Correlations

Estimated Real 
Open Rate

Personalization 
Suite

Intelligent 
Timing

Intelligent 
Channel

Intelligent 
Selection

Winning/
Personalized 
Variant/Paths

AI Item 
Recommendations 

Project 
Catalyst

Roadmap

Creative
Suite

AI Copywriting

AI Image 
Generator

AI Content QA

Brand 
Guidelines/Tone 

Control

Predictive 
suite

Personalization 
suite

Creative
suite

Agentic AI



28OfferFit – Confidential

Can be 
broad segments …

The old state of the art in CRM decisioning: “Next Best Action”

52

12

83

87

21

Churn

13

92

30

72

78

Cross-sell

… or grids of 
microsegments

Experiments to 
find the best:

Frequency

Offer

Creative

Channel

Timing

… for each 
segment or 

microsegment

If customer 
is in 

segment X, 
then do Y

Customers Predictive models Segmentation Testing Rules

All 100 combinations 
of churn decile and cross-

sell decile

High cross-sell propensity

High churn risk



29OfferFit – Confidential

It’s Good. But has caveats.

● Takes too long to answer questions

● Can’t address all levers (channel, timing, 
frequency, message, product, incentive, etc.)

● Too labor-intensive to test at a microsegment level 

● Doesn’t personalize within each (micro)segment

● Unclear if results hold over time or in different 
contexts



30OfferFit – Confidential

High churn risk

AI decisioning agents choose optimal actions for each customer

Goal Action bank

High churn riskCreative variants

High churn riskHigh churn riskSend times

High churn riskHigh churn riskOffers

Revenue, 
conversions, 
or any other  
business KPI

AI decisions

10% off Creative #15 Mon 2 pm

Free month Creative #3 Fri 7:15 am

No offer Creative #27 Tue 8 pm

Free month Creative #3 Tue 2 pm

15% off Creative #16 Sat 8 am

Often includes 
other dimensions 
as well (frequency, 
channel, etc.)



Project Catalyst
Coming Soon!



CONFIDENTIAL

Project Catalyst: How it Works

Input the goals and guidelines of an initiative, 

across journey,  content, item 

recommendations and Incentives

System generates hundreds of potential 

journeys, content, items, and incentives

Optimization models tests different 

combinations and tailors the experience to 

each individual

Beta H1 2025
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Thank You
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