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Time Online 8 hours 52
minutes/day,

Social Media #1 in
influencer followership

Digital Finance 91.3%
adoption.

+

Philippines : The Attention Economy

MANILA

World’'s Most Online Nation

9 hours online daily

Fierce Attention Economy

Brands compete with every influencer, social trend, and

digital distraction.

Personalization is Survival

To win, brands must cut through the noise with hyper-relevant,

personalized experiences.



lemnisk The Two-Front War Every Business Leader is Fighting

The Performance Mandate

In today's economy, every dollar must deliver. The market

demands fast, measurable ROl to win “Attention War”

The Compliance Mandate

Data Privacy Act (RA 10173) means data protection is no longer

Market Pressure ll Regulatory Pressure

Demanding perforrmance, Demanding compliznce cost

ROIl, Cost-cutting DataProtection Optiona|; it's mandated.
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The Leadership Dilemma

Leaders must deliver results while managing rising

regulatory complexity



lemnisk The Root Cause : A Shattered View of the Customer

DATA SILOS

POOR DATA QUALITY

LACK OF REAL TIME DATA SETS

POOR DATA GOVERNANCE

SECURITY & PRIVACY GAPS & LIMITATIONS
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The Missing Link

Another MarTech silo, or the central,
system connecting all others.

Bridge to Performance

Bridges your data chaos directly to
performance goals.

What's Missing ?

The Intelligent Core

Real-Time, Unified View

Unifies fragmented data into a single,
living, real-time customer profile.

A Foundation of Trust

Built for new regulations, respecting
PIl and Data Privacy Act by design.



lemnisk  Customer Data Platform: Bridging Data, Al & Marketing Success
CDP
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lemnisk Al Evolution: Why This Core is Essential for the Al Era
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Driving advancements and innovations through Al

Each wave, from Predictive to Generative to the future of Agentic Al, is more powerful than the last, but all

share one non-negotiable requirement: clean, unified, real-time data.
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Entity-Level Identity Resolution

Unify customer intelligence across all business lines for
precise engagement.

Model Context Protocol (MCP) Compliance

Ensure secure data flow between Al models to power real-
time intelligent decisions.

Real-Time Predictive Scoring

Act on intent by scoring audiences based on purchase
likelihood or churn risk.

Flexible Deployment Architecture

On-Prem, Private Cloud or SaaS, Zero Copy

What a modern CDP should look like ?

Voice-to-CDP Integration

Transcribe contact center recordings and extract sentiment
for rich personalization.

2 B\
|
Y74 FEREAN NS
Y e I =

THE

MODERN

CDP

ECOSYSTEM

Open Al & Model Interoperability

A modern CDP must democratize Al, connect to any Al
model - your data, your rules, your choice of Al.



lemnisk How CDPs will empower the Future of Marketing

® Universe of Customer Assets

CDP Powered
MarTech Use Cases

Universe of
Customers

Universe of
Customer o
Interactions
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Lemnisk CDP in Action




o AlA Accelerates Digital
lemnisk Transformation Using Lemnisk CDP
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CHALLENGE

OBJECTIVES:

e Acquire online behavioural data & integrate it with first-party

offline data

e Convert more visitors into actual leads

ENTER LEMNISK CUSTOMER DATA PLATFORM

e Deterministically stitched 15t party customer data (offline) and web

data (online)

AlA existing customers tagged using identity resolution

)

SOLUTION Offline-online micro-segments created using rich insights from the CDP

Website drop-offs (existing customers) brought back via 1:1

hyper-personalization




lemnisk AlA Philippines Outcomes After Just One Year @

OBJECTIVES FROM BASELINE TO ACTUAL WITH CDP UPLIFT

1.1% baseline 1.3% lead generated via retargeting +20% ?
Increase Lead and off-site/on-site personalization . _ .
- tion Rat —) —) uplift from baseline with
eneration Rate i 0
30% of leads are 48% of leads are returning visitors an upside of 10% MoM
L improvement
returning visitors
9% Lemnisk leads converted
Improve Lead 2-3% leads converted +50% 4
Conversion Rate m—) over downloads vs m—) .
vs. leads downloaded A o Ll el better conversion rate
o -
Profile \ A ; Tagged 2.2M CDP profiles 64%
o profile tagging an
: P S5 =) 743k - existing customers (offline) — :
Enrichment matching on aia.com.ph of total tagged are online
1.4M - anonymous online visitors profiles
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Objective: Target repeat website

visitors based on their

product intent.

Solution: Users’ behaviour can be
captured across the
website for different
products and they can be

targeted accordingly

KPI: 50% increase in online

conversions

Driving Conversion with Repeat Visitor Intelligence

Protect your health and grow your wealth with exclsv<
discounts on selected protection and investment plans.

Better Health,
Wealth
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CDP Use Case

decides to drop off from the site

The user’s details are
sent to an LMS/Call Center

He looks at a product page for some time and

lemnisk

A user visits the website

Exit Intent Lead Form

Unable to decide on a plan?
Let our agents guide you.
Fill the details

The user is also targeted with
personalized messages on SMS
and WhatsApp

®

An exit intent lead form is
displayed to capture his details

The CDP detects his real-time
intent to exit the page



lemnisk Lead to Conversion

Solution: Orchestrate the entire nurturing for

Objective: Nurture the user journey KPI: 2X increase in lead-to-conversion

digital leads using Journey Builder,

for digital leads to drive ratio.

conversions. website engagements, & digital channels.

Step 2: Premium Calculation Page
Step 1: Lead Form

Step 3: Personal Details

Step 4: Confirmation Page
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Unable to decide on a plan? \X

Hi Lee,

Complete the purchase of

your DIRECT - AIA Term

Cover and secure your
family’s future.

RESUME APPLICATION

A user enters the lemnisk

buying journey for

0]

N

from completing
the purchase of
your term cover.

. o LIFESTYLE DETAILS
Let our agents guide you. . o ansr he ollowing quastion oo
¥ Whole Life Insurance e Fill the details = REV'EW YOUR PAYMENT
m q “"m'” " YDURPA‘FMEM‘T;ELEC‘I‘I.OM. -
TAKE A LOOK AT THE PLANS WE HAVE FOR YOU
’ S-YEARTERM © $§7.66 20-YEARTERM © 551461 TERM TO AGE 65 @ §518.01 6 ’ s
Mol pape et sty pasmrst Moy ganmare HEALTH DETARS . s 551801
R N [ e
A
4 <
yV N , User doesn’t resume
Hilee, You are the application
one Step away

lemnisk

Avail now & get a
discount on the
processing fee.

_{.

. . - . RESUME
Whole Life Insurance The CDP sends a User drops off User drops off from The CDP sends a APPLICATION
personalized from the buying the buying journey personalized WhatsApp - The user is
email to the user journey after after Step 3 message to the user - ‘ targeted by a
Step 2 call center agent
WhatsApp
Email ‘ Workflow Automation Use Case | Call Center




o Transactional Push Notifications
lemnisk

Push Delivery Al Hilal Bank

Expire - 60 seconds Today, 12:33PM

Hi Sam, AED 248.00 is debited from
Alc XXXX6791 for Credit Card

payment via Al Hilal NetBanking. Call
600 522 229 if txn not done by you

Push Delivery
Expire — 60 seconds

Error — User I

Offline 4), @,

¥

Fall Back SMS Today, 12:33PM

Hi Sam, AED 248.00 is debited from
Alc XXXX6791 for Credit Card
payment via Al Hilal NetBanking. Call
600 522 229 if txn not done by you

Transactional Data
Via API

A8080

Today, 12:35PM

Alert: You've spent AED 55.00 on your

VISA Platinum card **91XXX at DUBAI

MALL on 21/08/2023 at 11:07AM GST.

Please call 600 522 229 if this was not
made by you.

_ Monday, 21 August
: X ______________ o

. Lemnisk CDP :
..'. ... 1 2 ‘ 3

Lemnisk CDP invokes corresponding
channels and messages

Today, 12:37PM

You've spent AED 60.13 On AL Hilal
Bank CREDIT Card xx8855 At ..YAS
MALL_ On 2023-08-15:20:37:57

Avl bal: AED 13435.07 Curr O/s:
AED.906.93 Not you? Call 600 522 229

Hi Sam, AED 248.00 is debited from A/c
XXXX6791 for Credit Card payment via Al
Hilal NetBanking. Call 600 522 229 if txn
not done by you

Pad

Insights

> 20 Million Monthly SMS

Notification Center

Cost Saving Success App Push
Delivered




lemnisk Lemnisk On-Prem CDP Solution - Al-Rajhi Takaful @S‘.Z@

Al Rajhi Takaful
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Challenges Solutions Benefits

Fragmented data across
sources limited Integrated 9 systems (CRM,
personalization and Genesys, Mismar) for multi-
engagement. channel messaging

18% increase in visit-to-lead
conversions via intent-based
personalisation.

Limited cross-channel : Improved experience , 7%
C Used real-time Kafka : :
communication reduced : : MoM increase in product
o triggers for dynamic : :
upsell opportunities. leads from inactive users

cross-sell campaigns using targeted campaigns
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lemnisk Case Study: End to End Automation nIvo

Health Insurance

a___ o Display <
Pza : A L channels Q (o3 o
C'\ ) C ol d Impact in FY24

) Email ‘ 10%
Cm@ Customer infoblp Increase on MoM leads
= | Portal ‘\\} \\

Tesl g © ight® @
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C | App PR S A\ SO Lead to Conversion Rate
$60K saved

. by automating and optimizin
¥ CRM f N - : y 8 P 8
Cﬁ%3 C geeidl EXp°rt‘ N\ = renewal campaigns

C WhatsApp ‘ Tubefm

infobip communication is evolution. ..

N

facebook
Google Ads Ads

= 27N\
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Acquisition Retention Growth Branding

Hero Product Broadcast Pre-Renewal Drip Campaign Rider Upsells New Policy Onboarding

Lead Form pop-up on Exit Intent Lapsed Policy Drip Campaign Multi Year Renewals Nudge App Install Nudges

Product Intent based nudges Life Stage Based Crossell Marketing Campaigns Support
Regulatory Updates




lemnisk Visit the Lemnisk Booth

To get a sneak peek at Lemnisk  ESEEE% Sl word's Leading

ENTERPRISES

Trust Lemnisk

Al-First Customer

and how we are bringing all of Data Platform P
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Web Clickstream App Event Stream Data Lake Offline Files
New Customer Lead Conversion
Acquisition Rate

° ° - _——
I S ; I Ve = +20% +50%
uplift from baseline better conversion
, Lemnisk CDP with an upside of 10%
MoM improvement
. . t B t h 2

1. Customer One View 2. Entity-Level Identity Resolution

Policy Type: Life Insurance ~ of  BEREENscaeac-. ine i iti

ovcy Typer Lie nsurance SRR profiles tagged, 64% online identities
Engagement Score: 83 / 100 1
Preferred Contact Time: 10AM to 12PM

5 Mary Thomas
+65-9XXX-XX00
QP Profile Enrichment
Policy : #HI-4B****201 (Active) Il ll. 2-2M

Trusted By

QN QIR QIKX QN QI

3. Predictive Segmentation

il

0.67 i . e R R AIA Philippines AIA Thailand AIA Australia AIA Malaysia AIA Singapore
MH 'y wylail s gyl ey
P BAaAs|Alanz®  ADCE PP
Bope | — 1 =
niva OO 2360 Deloitte.

Our Recognitions

Break data silos. Power Al-driven decisions. FORRESTER ~ Everest Group® m

Personalize at scale with a privacy-first design.

Certified For Infosec
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