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Digitally transformed
customer experiences —
the elusive differentiator

Even though Only
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Customer experiences are still disjointed
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A complete marketing solution

Leverage intelligent
e-commerce
.o Of your
S

Drive marketing efficacy @ 0)60

Boost advertising
performance

Predict customer intent, X
propensities, and next X

best everything

Build connected
campaigns in real time

Deliver end-to-end
l experiences across the
entire customer lifecycle

Unlock your data to —
engage with purpose R—
and drive profitability




A complete marketing solution

Marketing Commerce \,Qg;teur?tl MOb';eD&K Web Events Service Power App
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Customer data platform
@ Understand
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Leverage Respond Activate Self-learn
Al-powered segments and insights for In moments that matter with real- End-to-end experiences across Data and Al-driven, self-learning
1:1 hyper-personalized experiences time, event-based orchestration

all customer touchpoints and next best action optimization



Personas

Cameron
Marketing maven

Cameron has been working for Contoso
for 4 years. For her job, she relies on
MarTech to optimize customer
experiences and run effective and
efficient campaigns.

Victor
Data wrangler

Victor ensures the business teams at
Contoso have the appropriate data to
make informed business decisions and
operate in a rapidly changing
environment
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REAL TIME

Al-generated segments

Custamer lifetime value

$15,000

Pre-built Al models

Analyze business
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Cameron can deeply understand her customers and gain a comprehensive view across touchpoints—including transactions,
Cameron campaign responses, in—store or web \{isits, mobile app, onfalty red.emptiong, customer service encounters, social. interac.tions,
Marketing maven sentiment, or |oT signals. With Dynamics 365 Customer Insights, Victor can import the data or connect to an online service
using pre-built connectors for myriad first- and third-party data sources to create this view for Cameron.




Environment

Customer Insights & Retail

I ® | Good morning, Cl USER

gment It's here! Your new Al tool for customer retention

ubscription churn spots customers likely tc 1subscribe Yo an work to keep therr
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Recent segments View a

High-Value & High-Churn Risk Cust Customer with Complaints Customer Returns Customers with open cases
360-degree view of the customer
385 1.2K 150 64.5K
members members members members
Al-generated segments
Recent measures View a
Total Customers Total Sales
Pre-built Al models " 150.4K W 225.2K

Recent enrichments

Brands Interests

Analyze business

Check this out

Getting started with Customer Insights Unifying your customer data

Segmenting your customers

Victor can precisely identify the audience for his campaigns by leveraging Al-generated segments that are based on

Victor attributes such as recency, frequency, and monetization. These segments from Dynamics 365 Customer Insights are

imported directly in Dynamics 365 Marketing to make campaigns more effective or for fine-grained targeting in

Data Wrangler : f
event-driven customer journeys.



Understand

360-degree view of the customer

Al-generated segments
Pre-built Al models

Analyze business

Cameron
Marketing maven

Customer Insights

Home

Intelligence

Customers

Create My predictions

Segments

Measures Plan, market, and sell strategically with machine-learning models that use your data to predict customer behavior. Pick a pre-built model, or use your own.

Intelligence ~

Customer churn model (preview)

Product recommendations (preview) Customer lifetime value (preview)
Predictions
Use data from customer purchases and preferences to

suggest products they're most likely to want.

CLV predicts how much money customers are likely to

Custom models spend with your business during a specific timeframe.
P! Y gasp
Data e

Admin

Cameron can leverage ready-to-use Al templates and out-of-the-box predictions to easily predict customer lifetime value,
transactional and subscription churn, and to recommended the right next best products and services. She also has access
to the explanations behind the predictions.



Analytics
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Victor can evaluate the effectiveness of customer journeys with real-time analytics updates. He utilizes the built-in charts to

Victor highlight the flow density of journey participants through each step, analyzes channel performance using the deliverability
Data Wrangler funnel and undelivered category pie chart breakdown, and monitors goal accomplishment using the goal attainment chart.



Orchestrate journeys
in real time

i Dynamics 365 = Marketing
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Dynamics 365 Marketing
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T . Cameron can engage customers in moments that matter with event-based customer journey orchestration. The

Marketing maven

real-time nature of the journey enables Cameron to respond to the customers immediately and convert their
expression of interest into a sale.



Orchestrate

Real-time journey orchestration

Al-led channel recommendation
Al-powered next best content

Collaborate without leaving the flow

A/B Testing

Cameron
Marketing maven
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Audience distribution

Cameron can leverage Al-driven channel optimization to select the right channel and the right message for each customer,
at every step in their customer journey, without having to make a design-time choice or define a complex set of conditions.
By continuously learning from the way customers engage with marketing campaigns, Cameron can optimize the journey
to maximize the number of customers that reach the intended goal.
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Compelling content and personalized offers are a marketer's most powerful tool in engaging customers or
preventing them from churning. Cameron can build customer-centric journeys with the help of Al-powered next
best content.

Cameron
Marketing maven




= < Shipping confirmation © Draft Save | v P> Testsend [ Check content v -+ Ready to send i Tea

@ Home Chat
Design Preview and test W, Gy </> HTML *= Content ideas & A/B Test =

® Recent * Chats linked to

5 Pinned @ Kristin Watson 33 Toolbox
TU

<hello@contoso.com> You: Hi, ¢

O rc h e St ra te Customer engagement Elements  General styles

Subject: Add a subject

#3 Journeys

HE Analytics

= : : « Other chats @
Real-time journey orchestration 7 AR @/6&25@ 62{)(/6@%&

Thanksg
Audience ¢ < ‘ ='e You: Wha
g A
2 Segments j ; L] " . R New pro
L - . 0O You: Hi A
Al-led channel recommendation B8 Consent center Happy September, A ) o ﬁ Winter Sale /
\ ™ (@ Bistro wi
r) '~ You: Hi, ¢
Channels [{{ﬁrSt name}} P 2.54 Fivi )
' = Emails Open in Dynamics 365 TN Second
Al-powered next best content - S P

{k Push notifications A ‘ } Kristine
® ¢

[ Text messages

)

¢ Courtney Henry changed the

group name to Winter Sale
Collaborate without leaving the flow Assets Upcoming shipment

I\ Library

3:08 PM
Happy September, {{first name}} ! Hope you’re as excited as we are for your 2 reds Thanks Helen! Just wanted to
check if you approve this

0% Templates and 2 whites this quarter! You’ll be enjoying our newly curated artist series, with 2 b :
anner?

A/B Testing rich Bordeaux-style blends, and two of our new Reislings.
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Cameron can easily collaborate with her team without leaving the flow, enabling everyone to have the same

Cameron context, helping her to focus and create the highest impact journeys, emails and other content more efficiently.

Marketing maven




Dynamics 365 Marketing
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Cameron can optimize customer journeys by creating A/B tests with the same message across different channels, different

Cameron messages altogether, or any next action. With the new set of A/B testing tools, Cameron can confidently deliver the most
Marketing maven engaging messages through the best channels and increase the ROI of every journey.



15% off all our Forest Series! Free shipping on orders of $200 or more

Fabrikam

Engage at every
touchpoint




Boost advertising performance

Unify commerce

Activate across every touchpoint

Cameron
Marketing maven
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With a reach to over a billion people through engaging native and search ads, Microsoft Advertising is a great place for
Cameron to drive broad upper funnel presence and attract new high-value customers. Cameron can set up a special set
of creatives for high-value customers to curate and promote specific offers only for them.



15% off all our Forest Series! Free shipping on orders of $200 or more
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Cameron can give her customers the option to purchase when, how, and where they want—on any device—by

Cameron delivering a frictionless and consistent engagement across online and offline channels. Leveraging Al-driven

Marketing maven

recommendations, Cameron can improve cross-selling and increase basket of goods.



Boost advertising performance

Unify commerce

Activate across every touchpoint

Cameron
Marketing maven

15% off all our Forest Series! Free shipping on orders of $200 or more
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The new seasor

Cameron can connect and orchestrate journeys across marketing, commerce, sales, and service with a
shared view of every customer, enabling her organization to deliver exceptional experiences from lead
generation all the way to loyalty.




Use cases Unlock your data to engage your
customers and drive profitability

Predict customer intent, propensities, and
next best everything

Deliver end-to-end experiences across the
entire customer lifecycle

Engage at every touchpoint



Take the
next step

Visit the website

Learn how to personalize customer experiences by
unifying your data and generating new insights:
https://dynamics.microsoft.com/en-
us/marketing/overview/

Start a POC

See what your data is telling you through a POC with
trusted partners, sponsored by Microsoft.
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Unified patient data
sitting In a variety
of IT systems for a
360-degree view.

“The flexibility, extensibility, and ease of use of
Dynamics 365 enable rapid progress with data
enrichment, and this ensures that we provide the
best possible patient experience.”

J.D. Whitlock
Chief Information Officer

%dayton
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Better understanding of known
and unknown customers across
in-store and online channels.
Established a clear view of their
loyalty program members by
stitching together transactions.

“This is a very important time to understand our customers.
Many people are hesitant to go to restaurants, so we want to
understand customers’ concerns and market to them in a
highly targeted way that aligns with their values.”

Sashi Kommineni
Director of Enterprise Analytics




Raised more funds with precise
segmentation and Al-driven
insights. Reduced subscription
churn by using predictive
modeling to target donors
most likely to respond.

“Dynamics 365 Customer Insights helps us to segment the
right audiences, to focus on them, to engage them in a very
relevant way, and to retain them.”

Astrid van Vonderen
Head of Fundraising

unicef




Personalized multi-touchpoint
customer journeys to create
user experience continuity

“The journey designer is straightforward and easy to use. We
have flexibility to trigger our journeys in multiple ways from
our website and other Dynamics 365 products, and products
from other vendors. The journey can also react to customer
activities in real time.”

Liz Lee
IT Director, Leatherman Tool Group

LEATHERMAN




Mobilized 150,000 volunteers
into hundreds of relief efforts
— by consolidating multiple
journeys into one event-
triggered journey

“When | first heard about customer journey orchestration, to
say that | was exhilarated, would be an understatement.
Customer journey orchestration capability in Dynamics 365
Marketing has allowed me to build significantly fewer
segments and has automated deployments that used to take
my team and | hours to do.”

Dustin Lynch

Team Rubicon Sr. Associate,
Operations Support Mobilization




Keep each customer informed
throughout the customer
support lifecycle

“With customer-led journey orchestration in Dynamics
365 Marketing, our agents can gain a real-time, 360-
degree view of each customer and support their
experience.”

Jibu Mathew
Project Manager, HP Inc.
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