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THE OPPORTUNITY

The Race for
AI Value Realizatio / £~

Al
]

Explosion of IT
Systems & Data

M

Fragmented stacks
and data sprawl
create silos, latency,
and management
challenges.

Marketers using ~15
data sources in 2022
and ~18in 2025
(Salesforce)

&

Growing Journey

Complexity

More channels and
devices demand identity
continuity and real-time
context.

>50% of customers
engage 3-5 channels on
a typical journey; a
sample journey saw ~6
channel switches for a
single task.
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Decisioning
Divergence
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Advanced AI:

GenAl & Agentic

{
‘&

Adoption and use of
AI Decisioning
expands across
MarTech and IT
among pureplay
platforms (Pega).

a dentsu company

Market developments
from predictive to the
advanced GenAl and
Agentic systems that
plan, use tools, and
act autonomously.

Enterprise
AI Adoption

Firms reconciling initial AI
Pilots and enterprise
strategies with Decision
Management capabilities


https://martech.org/marketers-using-more-data-sources-in-search-of-better-data-quality/?utm_source=chatgpt.com
https://www.mckinsey.com.br/capabilities/operations/our-insights/redefine-the-omnichannel-approach-focus-on-what-truly-matters?utm_source=chatgpt.com

The Gold Standard
of Experience

A hotel Concierge
recommends that perfect tour,
specific to your interests

M

Have you ever had a white-glove experience that
spedifically addressed your unique needs?

A Personal Trainer A Sommelier
creates a perfect routine to picks the perfect bottle of wine,
meet your fitness goals tailored to your particular tastes



M

What if you could have the
same type of experience
on a digital channel?

We call these white-glove experiences
"Al Decisioning". ..

.. . And you need AI Agents to achieve them

.. . And you need to start now




I: WHY YOU SHOULD CARE

Im paCt 1 0 %
driven by
Al for real

clients ®
14°/o

increase in
click-through rates

24°/o

Increase in open rates
for email campaigns

Y

‘M Sources: PWC, Microsoft, Crunchbase, Salesforce, CISCO




AI TRENDS

Efficiency gains are
just the beginning Brands have initially looked to

agentic Al to drive efficiency,
which is the right place to start

Al agents will enable the next
level of real-time dynamic
The most mature brands will

personal Ization , Cd lled reinvest these efficiency gains to
drive a new era of Customer

o Experience.
. = i._» = Brands will achieve 1-1 by
Decisionin g combining CDP and C360 with
Content at Scale to drive Adaptive
Experience.




DECISIONING POV

Defining
Decisioning Al

Decisioning platforms are real-time

systems that choose and orchestrate
the next best action for each
customer — combining policies,
predictive/causal models, online
learning, and guardrails — and then
execute through your channels and

business services.

They leverage context and customer
data but cannot replace your
common Data or Marketing

Technology stack

M

o
WHAT IT IS

PRIMARY OBJECTIVES & CAPABILITIES

Next-Best Action/Offers

Selects the right action per person — real-time, under
constraints — using eligibility, goals, and model
scores, then returns an executable decision.

Adaptive/Reinforcement Learning

Uses ML algorithms (contextual bandits, uplift, RL) to
estimate effects from historic and live data and
improve decisions online.

Agentic AI Orchestration

LLM-based planner decomposes goals, assembles
steps, and chains tools (offers, pricing, CMS, CRM)
under policy, budgets, priorities, and fatigue.

MNote: Agentic orchestration is a systems layer that
coordinates and executes; it does not replace the
learners that determine effect.

M
WHAT IT IS NOT

SUPPLEMENTARY CAPABILITIES NEEDED

Not Content or Offer Management

Doesn’t own offer definition, assets, or eligibility rules.
Decisioning selects offers and calls that service; built-
in catalogs are lightweight, not full lifecycle platforms

Not an Enterprise AI Platform

Not the AI of everything: no content generation,
analytics/model hosting, or broad copilots — though it
can consume those services for action/orchestration.

Not a Robust Data or Identity
Platform
Not the customer system of record: lacks unification,

identity resolution, consent, and lineage — relies on
CDP/warehouse/ID graph.



@ Retention & Lifetime Value A" Omnichannel Orchestration

What a I‘e Proactive, personalized interventions reduce Coordinate what, when, and where to engage
= - churn and drive repeat purchase; decisioning across web, app, email, and service so each

CI Ients Buyl n_g targets win-back and loyalty actions to grow step is consistent and right-timed for the

When I nveStl 1] g lifetime value. individual.

in Decisioning AI?

Value-Based Outcomes

Al . . . E -

I@I Personalized Conversion Lift Customer Experience Boost
One-to-one offers and content selected in real Timely, relevant interactions across journeys
time to each customer’s Context, raising boost satisfaction and trust; Al selects hel pﬁJl
conversion rates and revenue per visit with responses and explanations, reducing friction.
next-best-action..

fl¢ Ops Automation & Risk Cut 2l Marketing ROI & Efficiency
Automate routine decisions and flag risk in Automate targeting, offers, and testing to cut
fraud, credit, and service; faster, consistent waste and focus spend where it lifts
outcomes with guardrails, fewer errors, and outcomes; improves ROI, lowers CAC, and

lower loss. increases team productivity.
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INTERACTION
MANAGEMENT

DECISION
SERVICES

AGENTIC AI

WORKFLOWS

—

What a d I g Ita I The Learner Agents decide what to try next, with which tools,

algorithms under which rules — and prove it was safe and worth it.

decisioning platform e T e conalAgentc AL they e
[ |
actually is

REAL TIME EVENTS Website | Mobile Event Capture | Omni-channel | External System

cd» 2«

Decis_ion
e —
DATA SOURCES

Goal to Plan Orchestration Tool & Skill Routing Chained Agents & Arbitration

Context Assembly & Memory | Policy/Guardrails | Governance, Exploration, Explainability

Platform Features

Interaction Management (channels &
experiences) collects context and events, calls the
Decision Service for a decision, executes the
chosen action in the channel, and records
outcomes.

Decision Services as learners (the “how to
learn™) and use propensity/uplift, MAB/CB, deep
bandits, RL, constrained optimization.

Agentic system (the “how to operate”): planner
(often an LLM), tool adapters, policy-as-code,
evaluators/guardrails, global arbitration,
observability.




Decisioning Maturity Curve

M

Decisioning
Starts Here

Level O

Segment, Rules-Based

Static segment-based, A/B
tests decide creatives/offers

¢ Manual Segments & Rules

Rules + predictive scoring rank
eligible offers and select the

Level 2

Predictive Decisioning

Adaptively reallocate traffic
towards one overall winner
Level 1

Auto-shifts traffic
Population-level winner
Always-on testing

One overall winner

Next-Best Action

top action for a customer

Level 3

Agentic Decisioning

A agent that uses context
features (ex: user, channel etc.)
to pick the best action per user

and situation.

Per-user decisions
Uses context data
Real-time learning
Handles many variants
Guardrails/policy ready

Rules & supervised models
Offline ranking of offers
Limited testing; fixed split

v

LOW

DECISIONING MATURITY

HIGH

11



TWO APPROACHES TO MODEL-BASED DECISIONING

“Big” vs. “Little” oo

Brain Decisioning

Centralized (“Big Brain”) Distributed (“Little Brain”)
Architecture Guidelines for CX Tools Centralized model use and Distributed decisioning tools, such
and Centralized Decisioning decision logic as CX-native solutions

V Consistent decisions
across touchpoints

V Localized decisions in
channels

When to Use Centralized:

» Cross-channel actions (NBA/NBO)

* Regulatory oversight required

» Advanced ML models (CLV, fraud, etc.)

Strenghts

V Complex model support
(e.g. BYOM in Data Cloud)

V Uses built-in CX Al
(e.g. MC Personalization)

(2]
=
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V Better for compliance and
auditing

When to Use Distributed:
» Lightweight content tweaks or personalization
» Channel-specific micro-optimizations

X Limited model
transparency / control

» Low-latency frontend actions X Inconsistent cross-

system actions

%2}
O
2
N
Q
=
<
35}
=

X Requires orchestration &
integration

Best Practice:
“Centralized I ntelligence,




Introducing the next
generation of Data Cloud

Data 360

The activation engine for
all your enterprise data

Personalization for every customer

Context for every agent




@) Data 360

Market-Leading Innovation at Enterprise Scale
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Growth & Product Scale

Heathrewr amazon
52+ Trillion 22+ Quadrillion
records ingested in FY25 records processed across Segments, Cls, & Queries in FY ‘“ié%ﬁéiiﬁf W
o . .
>30% via Zero Copy Network 4.7 Trillion <o
of total ingestion in FY25 Q4 Activations in FY25 T
P
ay.com.au
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How Data 36(Works e

Connect Harmonize Govern Segment & Activate

& Unify Predict . Anywhere

Agentforce

©

Predictive : Analytics
models ¢

Salesforce Insights

Prepare and Tag and

E Q | =5 transform classify

Business apps

qh workdoy D :E _':.-".l

ey

Salesforce apps

Data lakes & warehouses Map to a unified Segments — »

B o = metadata model Define policies

Unstructured Ad platforms

- ® 4+ QBB 0

APIs & SDKs identities

Actions =)

Enforce 3rd Party Business Apps

Search & RAG - 4

Salesforce Platform



Bring data from anywhere, in any way you want
Diving deeper int@lata connectivity

270+ connectors built specifically for how each team operates

Sales & Service Tech & IT Finance & HR Marketing Commerce Analytics

@ LY owas ' Jira ) GitHub (@ w O f. =zoo b -t @ =

b % e L * Permission aware * SAnd

Hy.
i

act-on
N dls connectors h xR
< [ > t o P O W o & @ o
E @ aws . I\ *1;‘:‘ e m j
3D SRS & o A N |
Productivity & A A .@j. m V 9 7 B s PN e vl E W @ F RN W

Communications

With flexibility to connect however you want And an understanding of different formats
Ingested Zero Copy Search federation >
=00 B=

to maintain

for indexing and to maintain
freshness Multi-modal | organized & unorganized content

accurate results freshness

Awareness of Source System Permissions




Personalization, Powered by Data 360

Delivers Next Best Action across every channel
Serverside Email Agents Mobile (Nov)
- N
: : : : Analytics &
ML D/eigsjsnl?i’r?ged RT Targeting Rules Agent Actions Experimentation AT
\ v )

Data Cloud

6 Ingestion
GA | Now

e Identity @ Segments @ Data Graphs




How Data 36@ctivates
trusted data everywhere

Deliver

Agentforce

< personalized, Power smarter, more
reaktime trusted Al agents with
experiences context
23 THE POREFEONT A) _
6 UMcEr'I:EI:aIgﬂg Sngsiqn rateswitr_] indEEd Szw)ﬂ-r{fc?ror?boar ing new
Heathrow | 49° msuerseavke 50%

Customer 360

Unlock
connected
customer journeys

30%
faster service case resolution

WYNDHAM 35%
WOTELS & AESORTS decreasei




dreamforce

Salesforce on
Salesforce:
Customer Zero




Our data was
fragmentedand

trapped

Fragmented Data

@
283M

disconnected profiles

A 3 f WS

Sl
T

100s PBs

signals in Amazon, Snowflake,

Google, etc

@ [ﬂ

+
+
Q4

Fragmented Experience

A

Problem routing
to right sales team witlhe
right data

Y%

Problem routing cases to
support engineersvith
right context

©
Consent captured

in many systems
and places

Incomplete Al Agents

&

Al Agents
missing context on
customers data

salesforce

Al Agents
missing context owompany
knowledge



Data 360
running
at scale

Unified Data

o
153M

Unified Profiles

IR
3.3M

Unified Accounts Mastered

Q)
68B

Integrated Signals

=)
700K

Documents into
56 Vector Indexes

()

Customer Zero Data 360

Connected Experience

&

1M/ month

Responses Routed Intelligently

5
1M+

Cases Enhanced

=
1B+

Emails powered by
2200+ segments

(0]
4M/Month

Harmonized Consent Updates

Scaled Al Agents

®+V

1.8M

Help + Website Agent Conversations

® + i

~20Kveek

Leads Worked by
SDR Agent

@ *a*

23K Month

Employees using
Sales Agent

24/7 — 365 Platform & Data Availability
17 Data Spaces 10+ Co-Dev Teams Al/Data Governance



Unify our Customer Profile Share in Community

Conversations, Likes
@ Salesforce Brand
@ Experience
Ads Seen, Ads Engaged

Product Demos
Pages View, Video P

Expand Success
Consulting Engagementg

Drive pipeline & ACV
More deals, faster close, higher "ot Uoeg @

Value Partners
Drive adoption, learning & ' Help & Training Salesiorces Videos
grOVVth Tickets, Cases, CS VideosWatched
Product usage, mastery, and AW \

' L Trailhead Suwh Salesforce Chat
expansion Trgﬁg,] ggrtifriz(i:latiec})?lsg g Feature Questions

Created engaged Trailblazers

Brand affinity, community
engagement

SamanthaTruthProfile

Use Sales Cloud > 3 >Nl -
\'AC, DA, NAS H Sales Cloud Trial S
Records Created »s

AE Engagement
Zooms, Calls




Al Decisions from the C360 Unified Truth Profile

Framework for Al driven growth —

0 Who Q What e Predict o Act

e Measure

Start a trial and Likelihood to Send a Slack Alert
explore products Respond to inspire AEs
Uplift in KPIs
Clicks
Views
Use Salesforce Likelihood to Show a product Plays
. Products Adopt (NAS) tutorial Calls
Samantha Smith laads
Deals
Role Watch Salesforce+ Recommend to Deal Sze
Videos Next best episode 3 next videos 2 Licenses tisee
Trails Taken
Industry Posts Made
Take Trails & Share : Recommend next
Relationship in Community et DestiIAY best Trails

Products



Confidential

Data360 driving actions that create an impact
with our open ecosystem ~

@ Customer 360 Data Cloud Agentforce@

Lead Scoring & Routing Personalized & Marketing C360 Analytics Slack Alerts for Sales Paid Media Advertising
with Al Proactive Service Nurture Journeys & Dashboards Teams

o \\ & ek “" @

+62% ACV $100M $28M YTD 3X $23M ACV SX

P/MQL Savings with Al agent case Automated ecommerce Pipe per attendee for strat Influenced via Slack Paid Media ROI
YIY resolution journey events notifications
Zero Copy BYOM File Federation
For Data Lakes and Warehouses For ML Models
N . aws 3 .
Eﬁ:: Enterprise Warehouse - Product Telemetry Data Web Interaction Data
95T+ 100s of Petabytes 27B+ records

S$10M+ Engineering Cost Savings



How do you start this
journey



MAKING IT REAL

Think Monumental, Build Incremental

Guiding principles create measurable success

Make it
Make it
Make it
FAST
START
[@’ Use case Feature = Brand <]>) Channel
LAY THE FOUNDATION ) launch expansion Ll expansion q expansion



Start Incremental

. . Insights/Engagement - Personalize
Unified Profiles data Profile Data Graph Communication
» Consolidate all + Track behavioral « Connect related entities e Al-driven
data sources signals audience
 Map customer i
+ Real-time identity * Calculate P segmentation
resolution engagement scores relationships  Dynamic content
« Single customer *  Predict customer « Enable contextual selection
view intent « Continuous

queries optimization

learning



Jointhe Datahlazen

community.

Learn Relevant Skills

Build your Data Cloud skills through Trailhead and-how
to content from Data Cloud experts.

Connect with Peers

Share best practices, use cases, and network. Hear what
works from other Datablazers.

Grow your Career

Showcase your expertise with exclusive events and .
networking opportunities. '
L ?

Join Now







Data 360 Subec E2E Redlme

Maximize the value of all your real time data

+ A~ Engagement Feed
Ingest Data Instantly @ - "TE

Capture and process diverse data sources in real time, [P , Nt Bt Ao >l g et
ensuring your system and Agentic Al have the mostioup %

date information

Ty
S Suietont tapet > B Website Visit

Collection Pages

Y B C . 2 o 1 i Ry > m Mobile App Visit
Resolve ldentities in Real Time e Vo0
Unify customer profiles by resolving identities instantly ¥ -
across touchpoints, creating a cohesive view of every |- T b S
interaction and preference. o - % e ] |

Generate Insights Dynamically

Analyze data in real time to generate actionable insights,
enabling personalized interactions and Agentic actions

GA | Now




Actions taken by
Admin at each stage

Salesforce
Touchpoints

-Salesforce

N
—
=
(@}
Q.
e
(&)
=
o
[

Discover

Subscribes to Email

Google Search

Watches Demo

Attended Marketing Event

Download Asset

3rd Party Site

[FYFYGiKEQa

(Salesforce + NeBalesforce)

[ dza G2 Y S NI W2 dzNy S &1

Consider/Decide

Completes Trail

Makes Purchase Decision

Engagement with
Sales Rep

Trailhead

Chat Bot

Virtual Networking

Attends Event

Gets Certified

R
@

Configures Data Cloud

Works with Salesforce Partner
for Implementation

. 3

Salesforce CSG

&

Admin Site/Community

&

Web Search

Jo

Implementation

Joins Forums

=

Grow and Renew

Reviews ROl metrics and
growth areas

Provides feedback on gaps

Contract Renewals

Salesforce Sales Rep
Engagement

Engages with Salesforce Apps
and Products



st C360 Data Cloud for Salesforce

Source Integrate Unify Inference/ML Activate Agents Channels

 Data Cloud Customer 360

-~ . i 360 Channel Agents § Q@O Agents M 795K  conlih
P Account c
¥ & persn ceou R Company i‘ to manage channel execution
Marketing Clouds ges Qoud Service CloudGoogle Anaytics
Urified g Unified % Urified Eﬂ] Urified
& '.: i o Individual ¢M  Conmct W  Account Compary 143 1 § L. Paid Media
9 Paid Search Agent &% 'F Advertising 56 Actvatons
Trailblazer Demandbase Linkedin  Salesforce+ ﬂ g;‘::m Segments
. Lead Nurture Agent "@@ Messaging | 130K conesanns
o
@ o v [@

Signal Sources 585 % Unified Signals  40B+
0 Sales Support Agent @@@ CRM
Omy62 OySF OmyCsS

W Jroare Efﬂ:‘t‘»‘e“‘e"‘ Eg;w‘n“y’“ Unified next best

{5 ]

W Vetsite Product g Trailhead actions
Engagement e Usage

Service Data
Warhouse

9 o
o g
. g e 3 9 5 Q
g g ]
3 «
8

»
o
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-] A

Events Prodict

Ontology System

b ol -

Semaphore  Salesforce
Onblagy

ey Emai Swort Agent Engagement Unified
Engagement Cases predictions

#: Unified Knowledge

= Product =k Goto Market - Salesforce

=
o
g
©
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" Product Product 5 Compary p a ' .
'i-l Featues Releases Types Ew=nts @ ocatons Jf oeparments

ﬂ jarodict flodict Segmens .'!. Irdustry @ Roles G Languages Data Graphs

Catlog ¥ Pricing

o

T‘- - e
Y | Product Swpport
L1 ekaing W% Trahead E e Search

Sevice  wordpress  Tralhead AppExchange Indexes
Knowledge

Product Help wcha
B oo B 8 mee

F -] sf* Data Shares

Patern &
n Develcper Release Custom Apps.
Saesforce+ Docs Docs
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B2 8 3 2 E
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Rainfocts  Google Drive  Slack
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