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How long does it
typically take for your
organisation to
produce marketing
campaigns?



How long does it take your

organisation to create an
O-=| entirely new marketing

campaign?

@ The Slido app must be installed on every computer you're presenting from S“do



https://www.slido.com/powerpoint-polling?utm_source=powerpoint&utm_medium=placeholder-slide
https://www.slido.com/support/ppi/how-to-change-the-design
https://www.slido.com/support/ppi/how-to-change-the-design

Today’s marketing workflows inhibit personalisation
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BUILD LAUNCH ANALYSE
Email Audience Testing
Build Results
_ Sync to Campaign
In-App Destination Performance
SMS Campaign Cohort
Setup Analysis

“There are 349 manual steps that get pushed
down on teams just to get a personalised
campaign out the door.”

- VP of Personalisation at a Fortune 50 company



Marketing teams are stuck in a chain of hand-offs
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—©
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True story...
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Create text splitter with vertical blank column

1 would like to build a web app in which | copy and paste a block of text and the web

[ J
I WO n d e r e d I f I C 0 ' I I d page creates a vertical blank column between the text that is 1/2 inch wide. Words in
the text should be on the left or right side of the vertical blank area and words

should NOT be split up so each is either on the left or the right.

® [ J
b u I I d q I I q t O S I I t Let me build a clean, self-contained HTML app for this. The key technique: CSS multi-column layout with
column-gap: 0.5in and agradient background that visually highlights the blank strip, keeping words

whole with hyphens: none .

the text around my

Thefilelsat /Users/adamgreco/Desktop/ClaudeCode/column-formatter.html — openitdirectlyin

cameraq, but I'm not e

e CSS column-count: 2 + column-gap: 8.5in — the browser automatically balances text into two

equal columns with a precise half-inch gap between them. Text flows left column = right column
(X X ]

¢ Blank column visual —a CSS linear-gradient on the background switches toalight blue at
exactly calc(50% - 8.25in) and back towhiteat calc(50% + 0.25in) . Since CSS multi-column
always places the gap at the center of the container, the gradient aligns perfectly with no extra DOM
elements needed.

* Words never split— hyphens: none, word-break: normal,and overflow-wrap: normal

ensure every word lands entirely on one side.

Paragraph-aware — blank lines in your pasted text create new paragraphs, each flowing naturally

L] n across the columns.

« Ctrl+Enter shortcut to format without clicking.

Iwould like to build a web app in which | copy and paste a block of text and the web page createsa I need the text to not wrap so the split occurs in the same sentence, not between
vertical blank column between the text that is 1/2 inch wide. Words in the text should be on the paragraphs
left or right side of the vertical blank area and words should NOT be split up so each is either on
the left or the right.  Hond afile
& Ask permissions Sonnet 4.6 The problem is multiple <p> block elements give CSS multi-column natural break points at paragraph

boundaries. The fix: treat all text as one continuous inline flow using <br><br> instead of separate

] ClaudeCode ) Local ~ block elements.

> Edited afile

The kev change: instead of solitting text into multinle <n> block elements (which gives CSS columns
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What if Marketing had its own version of Claude Code...

® O - Chat Cowork Code

I want to build a win back campaign for Charles & Keith...

+ @ Ask permissions v Sonnet4.6 )

[ ClaudeCode O Local v




What if you could build campaigns the way Claude builds code...

Directed by people

Research — Planning — Design — Approve — Build — launch — Analyze

Delivered by agents

Specialized Agent(s) .

» Prompt Agent(s) — 4od e — v/ Review & Approve
Campaign vision Research Assemble Kickstart review Human-in-the-loop
“Build me a Agents research Agents pull Legal agents approvals
campaign for campaign creative from review the Send to team for

our 25% off sale” performance your libraries campaign sign-off



..using unified customer data and all other contextual data

MARKETING CONTEXT LAYER

Customer Data Campaigns Content & Media DAMs
Business Context Brand Guidelines Internal Al/ML 3rd-Party Data
b
e ¢ © B8 0606 N & 0O 0O




Welcome to
the era of
Agentic
Marketing!

25% Off
Everything

Acme Goods Limited Time

s | Accessaries | Home
Shop the sale

p ¢

Use code 200FF at checkout 10 refresh yous rotation fot less.

Shop the sale

25% Off
Everything

For a limited time, take 25% off everything—the pieces you

\ : . .
Psbmiesaimtaclig sttt oo e ol 25% Off Everything

‘code 250FF at checkout and make it count while it lasts. Limited Time

5mp the sale

Acme Goods

Shop the sale

Acme Goods Curting | Shoe | Keoosiuds | e

25% Off
Everything

25% off aveny

H firstNamel,

findss,
checkout—ofter ends s00n,

Zind 70 11

Everything "

Hi (firstName),

For take 25% off

For " yo y " dissareis
repeat and the ones you've been eyeing. Use code 250FF at checkout to refresh slready wear on repeat and the ones you've been evelng. Use
Your rotation for less. code 250FF at checkout to refresh your rotation for less. Shopthe sala

25% off sverything you kove
NS th tme 10 1ua Yo retsnon, Tuks 259

Acme Goods



Define the campaign

<

Create a campaign % Public Users

Campaign name Additional context (optional)

Winback - Spring 2026 Enter additional context...
Campaign goal

I want to build a campaign that attempts to win back
customers for CHARLES & KEITH
(https:fwww.charleskeith.com/sg)

B+

The mare specific the goal, the better the Agent can help ideate y

Share any restrictions, business context, target segments, promotions, starter
copy examples, or personalization for the Agent

Cancel Create campaign




Provide brand-approved images and guidelines

M hightouch D

Greco Inc. ¢

b

&

=

Customer Studio

Lifecycle Studio

Ad Studio

Projects

Catalog

Settings

Al Decisioning

Intelligence

Identity Resolution

Integrations

Event Collection

Settings

Docs + Support

adam.greco@hightouch.ic

Settings

General  Brand

Reference images

Upload reference images for brand assets, examples, or creative inspiration.

¢

\

Meta ad creative 1from CHARL...

-

Meta ad creative 6 from CHARL...

[

Meta ad creative 3 from CHARL...

L )

Meta ad creative 7 from CHARL...

@® Upload

= .

Meta ad creative 4 from CHARL...

T ‘ -—

Meta ad creative 8 from CHARL...

Brand guidelines

Provide your brand guidelines, style preferences, tone of voice, and other |
document (PDF, TXT, or Markdown).

# Brand Guidelines

## Colors

- primary: #333333

- accent: #333333

- background: #FFFFFF
- textPrimary: #000000
- link: #009900

## Fonts

- Futura PT (heading)
- Segoe Ul (primary)
- Roboto (unknown)

## Brand Personality

- Tone: modern

- Energy: medium

- Target audience: fashion-conscious consumers




Al-Generated campaign brief

M hightouch

Greco Inc.

@ Home

+ Agents

@ Activation

@) Customer Studio
& Uutecycle Studio

Concepts

Campaigns
Messages
Templates
Images

@ Ad Studio

o

Al Decisioning
[ intelligence

& identity Resolution
89 Integrations

i$ Event Collection

2 Settings

@ Docs + Support

(8]

< Winbacks - Spring 2026

Your Winbacks — Spring 2026 campaign brief has been
created. Here's a summary of what's included:

Overview

A multi-channel re-engagement campaign (March-April
2026) targeting dormant customers with the Spring Summer
2026 Coliection as the creative anchor. Channels include
‘email, SMS, and push notifications.

Target Audience

Thvee primary segments totalling ~85,000 customers:

+ Lapsed Customers — no purchase In 6-12 months
(~45,000)

« Deep Dormant — no purchase in 12-18 months (~28,000)

* Lapsed Privilege Members — Inactive Siver/Gold
members (~12,000)

Further prioritised by historical AOV, category affinity, and
channel preterence.

Key Messages

Four message pilars buit around the theme "Step info

something new this spring™:

1. New Season, New Finds — Spring Summer 2026
Cotiection spotlight

2. Curated for You — pe 1

3. Privilege Perks Await — Membership benefit reminders for
Iapsed members

4. Effortiess Spring Styling — Cross-category "Compiete the
Look” pairings

Success Metrics
Metric Target
Reactivation Rate 8-12%
Revenue Attributed $$350,000+
Email Open Rate 25-32%
Click-Through Rate 3 4-7%

Ideation Generation Orchestration
Campaign brief Proview  Edn Version1 Curent & &,
Winbacks — Spring 2026
Overview

As we enter Spring 2026, this campaign targets dormant Charles & Keith customers — those who have not made a purchase in 6+ months — and re-engages them with the energy and freshness of the new Spring Summer 2026 Coliection. The goal is
10 reignite Interest, drive return visits o /g and retall d lapsed shoppers back into active buyers.

o muti-channel (emall, SMS, push) with a curated "We Miss You" narrative that spotlights new arrivals, seasonal must-haves, and exclusive Privilege Member incentives. Messaging will be modem,
aspirational, and design-led — consistent with the Charies & Kefth brand voice.

Campaign Window: March 2026 - April 2026 Channels: Emal, SMS, Push Notification Markets: Singapore (primary), with potential extension to APAC

Target Audience

Primary Segments

Segment Definition Est. Reach

Lapsed Customers No purchase in 6~12 months ~45,000

Deep Dormant No purchase in 12-18 months ~28,000

Lapsed Privilege Members Siiver or Gold members with no activity In 6+ months. ~12,000

&
Exclusions
- C who have L

. c d within the last 90 days
* Accounts flagged as inactive or invaiid

Prioritisation Filters

* High-value lapsed: Historical AOV of $$150+ of 3+ ifetime orders

« Category affinity: Segment further by last-purchased category (Shoes, Bags, Ac for product
+ Channel Oniline-only, in-st Wy, of

Key Messages

Overarching Narrative

“Step into something new this spring.” — A warm, design-forward invitation 10 rediscover Charles & Kelth, anchored in the Spring Summer 2026 Collection.




Upload approved templates for activation

Generate concepts

Email templates
@ Campaign brief will be used as the basis for Select templates to use as the basis for your emails
generating concepts.

5 templates selected Q Search templates...
Channels CHARLED & KEITH [ . "
Which channels should each concept include? —
N f By 1 ((EDITION_THEME]| R
Email Push SMS b s EE)
Additional instructions (optional) Newsletter Content Dig... Promotional Sale Re-engagement Win-B...

Add any specific requirements, variations, or constraints

What do you want these concepts to achieve? cn

HELLO, {[FIRST_NAME]]

Welcome Email New Collection Launch

The more

c, the better the Agent can D ideate

Cancel Generate



Al-Generated campaign concepts

M hightouch

Greco Inc.

(@]
*
(]
9

(o

b

Home

Agents

Activation

Customer Studio

Lifecycle Studio
Concepts
Campaigns
Messages
Templates
Images

Ad Studio

Al Decisioning
Intelligence
Identity Resolution
Integrations

Event Collection

Settings

D

& Winbacks - Spring 2026

Concepts

Deep Dormant Re-Introduction sae
A lot has changed - here's what's new. Position Charles & Keith as a bra...

AG) Updated 3 days ago

Spring Collection First Look ee

The Spring Summer 2026 Collection has arrived — and you get the first I...

Ad Updated 3 days ago

Browsing But Not Buying e
The spring pieces you've been eyeing are here — and they're worth a cl...

AH Updated 4 days ago.

Privilege Perks Reactivation ese
Your Privilege membership rewards are waiting — and spring is the perf...

A3 Updated 3 days ago

Complete the Look Cross-Sell ose

You already love one side of Charles & Keith — here's the rest. Spring ou...

A5 Updated 3 days ago

High-Profile Perks Reactivation oee
Your Privilege membership rewards are waiting — and spring is the perf...

G, Updated 4 days ago

Q Search concepts...

Browsers Only aee

The spring pieces you've been eyeing are here — and they're worth a cl...

A3 Updated 3 days ago

Semi-Dormant Re-Intro oo
A lot has changed — here's what's new. Position Charles & Keith as a br...

a3) Updated 4 days ago

High-Margin Cross-Sell e
You already love one side of Charles & Keith — here's the rest. Curated ...

A3) Updated 4 days ago




Edit campaign concepts manually or via Al

Mhightouch O e styled Edit # Version1 Prevois) 3 & 8 Mhightouch O e styledEait & Version4 (Curent) & 2 4
= Adda description... Add a description.
Grecolnc. o AL L Drand name P _ " Greco Inc. o
CHARLES & KEITH). Minimal punctuation. Use. ubject  Your spring look, stylg imagery Subject  Your spring look, styled
¢ : s c ollect »
© Home :m;’m’rg‘;ﬁs‘,w Now;:Diccolar ) ety A . urgency — Tone is aspirational and Preheader Curated pairings from the Spring Summer 2026 Collection
! ) inviting, consistent with the brand voice.
- Aoerits "I;r:::‘cl "’”m:;x e cmos ‘: K:lh ) Aaeis . y— i
) productnames — Lyla, Calla vete, Gabine, CHARLES & KEITH
Activation Aubriele collections. Relerence Spring Aot buyers to explore new categories CHARLES & KEITH
Summer 2026 Collection. Categories: ctivation : .
& Customer Studio Slingback Heels, Strappy Sandals, Shoulder NEWIN: SHOES BAGH ACGESSORIES « Brand fonts — Jost used throughout for headings and
Bags, Crossbody Bags, Statement Earrings, & Customer Studio body, with Arial allback for email compatit NEWIN: (SHOES: 'BAGS! ACCESSORIES
3 Lifecycle Studio Sunglasses. . -
1 Lifecycle Studio black text and charcoal CTAs, aligned with CHARLES &
Concepts <system_instructions> KEITH brand guidelines
1f you search the asset ibrary, you MUST e
Campaions always select the most appropriate image i 8 4 0
from the search resuits. DO NOT send review &
| Messages messages back to the user to select. paany
<leystem_instructions> R
Templates | Messages (EMesston)
Tomplates Version 1
"
oo 02127126 at 137 PM
@ Adstudio Here's your "The Styled Edit" email for the Winbacks — Spring Images
2026 campaign.
D AlDecisioning Subject ine: Your spring look, styled Preheader: Curated Ad Studio

Change the SHOP THE EDIT button to s:
pairings from the Spring Summer 2026 Collection <k

" SHOP THE LOOK
[ Intelligence 1) AlDecisioning
What'sincluded
% identity Resolution + Hero section — Full editorial festyle image showing a IS inteligence
82 Integrations. leading into the "Complete the Look” concept with a & Identity Resolution Updated the primary CTA button from "Shop the Edit" to "Shop
“Shop the Edit" CT# Look™.
it Evant Collection « Pairing 1 — Pointed-Toe Siingback Heels in Chalk paired 82 Integrations
gl 3 6 &L 0
foreach % Event Collection
. ing 2 — Ankle-Strap Block Heel Sandals in Black 2
pa ine Canvas Top % B Message |
with complementary styling notes

Ver:

Closing editorial section — Reinforces CHARLES & KEITH rsion 3
02/27/26 2t 1:45 PM

‘as afull styling destination across shoes, bags, and
‘accessories, with a "Explore Spring Summer 2026" CTA

Design notes

Have woman be on the beach
Visual-first, copy-light — Follows the editorial lookbook

imagery
No discounts or urgency — Tone is aspirational and
inviting, consistent with the brand voice

Updated both lifestyle images to a tropical beach setting. The

water and biue sky, while her outfit, handbag, and sandals
buyers to explore new categories i i

Brand fonts — Jost used throughout for headings and

| okt ot THE STYLED EDIT 5§ G
K s ’

COMPLETE THE LOOK

fresh, resort-ready spring feel.

Your favourte calegory, pired vih something new. Discover curated spring COMPLETE THE LOOK

pairings designed fo bring your whole lock fogether. S o THE STYLED LOOK

T Version 4 Your favourite category, paired with something new. Discover curated spring
02/27/26 at 1:48 PM

pairings designed fo bring your whole look fogether.

e
e ® SHOP THE LOOK

Dt chuck Reply to agent.
@ ”" 2 Settinas i

2 settings

® Docs + Support




Route campaign elements for approval

M hightouch O
Greco Inc. <

(@ Home

+ Agents

@ Activation

8 Customer Studio

& Lifecycle Studio
Concepts
Campaigns

| Messages
Templates
Images

Ad Studio

) Al Decisioning

[ Intelligence

& Identity Resolution

89 Integrations

% Event Collection

£3 Settings

@ Docs + Support

#6) adam.greco@hightouch.ic

The Styled Edit

Add a description...

Subject

P
Change the SHOP THE EDIT button to say veheacler

SHOP THE LOOK

Updated the primary CTA button from "Shop the Edit" to "Shop
the Look".

e & 0

U 7

Version 3
02/27/26 at 1:45 PM

Have woman be on the beach

Updated both lifestyle images to a tropical beach setting. The
woman now appears on white sand with turquoise ocean water
and blue sky, while her outfit, handbag, and sandals remain
unchanged. The beach backdrop gives the email a fresh,
resort-ready spring feel.

e & 0

B Message | Current

Version 4
02/27/26 at 1:48 PM

Reply to agent...

8 + 22 ®

+ Version4 Current §

~

Your spring look, styled
Curated pairings from the Spring Summer 2026 Collection

CHARLES & K

NEW IN

SHOES

BAGS

3

Approval

Request approval
Get feedback and approval you need to finalize your content

+ Invite approvers

Invite reviewers

Add reviewers

[ Search users...

jana.seehawer@hightouch.io

lizzie@hightouch.io

nate.wardwell@hightouch.io

robertyula@hightouch.io

summer@hightouch.io




Choose the audience for the campaign

B hightouch

Greco Inc.

) Home

+ Agents

(@)

Activation

[E) Customer Studio

b

Lifecycle Studio

Concepts

| Campaigns
Messages
Templates
Images

Ad Studio

4} Al Decisioning

I Intelligence

D

Messages

& Winbacks - Spring 2026

Ideation G

Content

Worth Another Look This Sg
Fresh spring styles are waiting iof

Your spring look, styled
Curated pairings from the Spring

Spring Summer 2026 Is Her
New collections. New silhouetted

Your Spring Edit Is Here

Add audience

+; Suggested audience

Complete the Look Cross-Sell — Single-Cate... Unable to calculate size

Single-category dormant buyers who only ever purchased shoes, bags, or

accessories and have not bought in 6+ months

sync

New season heels, bags, and sandals — now online

Sync
ar
Re-targeting Audience &
Sync
New audience Cancel Continue
=T AOU @uarence AT sync

Q, Search saved messages...

Last updated

02/27/26 &
02/27/26 &
02/27/26 &
02/27/26 &,

Export

Export

Export

Export




Choose the orchestration method

& hightouch (n]

Greco Inc. :

Messages
Q) Home

+ Agents

@ Activation

&} Customer Studio

& Litecycle Studio
Concepts

| Campaigns
Messages
Templates
Images

@ AdStudio

%) Al Decisioning

E E =

[ Intelligence

& Identity Resolution

39 Integrations

€ Winbacks - Spring 2026

Ledaatl o
Select a destination
[Q Search by name...
Content
Name Type Labels Last updated "+
Worth Another Look This Sy .
Fresh spring styles are waiting b Greco Google Sheets ﬂ ‘Google Sheets (Service Account) - 02/04/25 AG
Amplitude @ Amplitude - 02/01/25  (ac
Your spring look, styled ’ _ 9
Cursted pairings from the Spring Shopify () shopify - 02/01/25 (7
Attentive & Attentive -- 02/01/25 ?
Spring Summer 2026 Is Hed SFTP & sF1P - 02f01/25 (2
New collections. New sibouetty
Emarsys g Emarsys - 02/01/25 ?
Your Spring Edit Is Here Hightouch Personalization API D Hightouch Personalization API -- 02/01/25 2
New season heels, bags, and 5o
Google Sheets ﬂ ‘Google Sheets -- 02/01/25 ?
Eloqua Oq Eloqua . 02/01/25 ?

Q, Search saved messages...

Last updated

02/27126 &
02/2726 &,
02/27/26 &
02/2726 &

Export

Export

Export

Export




What if | want to
create ads?



Al-Generated digital advertisements!

(@)

+

D
1]

aN
(o

& hightouch

Greco Inc.

Home

Agents

Activation

Customer Studio

Lifecycle Studio

Ad Studio

Projects

Catalog

Settings

Al Decisioning

Intelligence

Identity Resolution

Integrations

Event Collection

< All projects

Initial Ad Creation

88 All ¢y Favorites

CHARLES & KEITH

PACK LIGHT, STYLE RIGHT

SHOP THE EDIT

CHARLES & KEITH

Boardroom
to Bar

One Bag. Every Occasion

Gt Yo | 3w Peoan

Shop Work Essentials

r

CHARLES & KEITH

MAIN CHARACTER ENERGY
Priced for Reality.

Q Search ads

CHARLES & KEITH

The
Finishing
Touch

Kristine Gittered
Wallet On Chain




Ads can be formatted for various ad networks and activated

# hightouch 0 < Back to Campus: The Calla for Every Scene

Greco Inc. <
Brief Image @ Currentversion ¢ [©) Instagram
@ Home
4 Agents
@ Activation Marketing

Sponsored

@) Customer Studio

& Lifecycle Studio

Ad Studio

| Projects
Catalog

Settings

{) Al Decisioning

03

(b Intelligence

&3 Identity Resolution

[e

89 Integrations

Send message >

DY W

i% Event Collection

Settings
9 How can | improve this asset?
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