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The aim of NBA Decisioning is ‘to maximise the 
number of positive responses at each point of 
interaction.’

We do this by:
• Testing different approaches,  
• Learning what works and what doesn’t and 
• Continually optimising the Decisioning process.

What is Next Best Action (NBA) Decisioning?

An NBA consists of four Personalisation Decisions and a Call to Action

What to present to a Customer? (Right Action)

When to present to the Customer? (Right Time)

Where to present to the Customer? (Right Channel)

How to present to the Customer? (Right Treatment)

What response options are available to the Customer?

Deliver 
NBAs

Capture 
Responses

Learn and 
Optimise

Interact 
with 

Customers
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Right Action

GenAI-Driven 
Personalisation

Right Action

Right Channel

Right Action

Right Channel

Right Treatment

Right Time

Right Action

Right Channel

Right Treatment

Time

NBA Personalisation Maturity Model
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NBAs render in Content Blocks Content Block Logic drives Personalisation

5. Top ranked ‘Flight + Car/Hotel’ 
proposition

6. Top ranked 
‘Service’ Action 

supporting 
Container 1

7. Top ranked 
‘Group Cross-Sell’ 

Action

8. Top ranked 
remaining Action

2. Top ranked ‘Disruption’ Action, else 
Top ranked ‘My Booking’ Action

3. Next ranked 
‘Sales Action

4. Top Ranked 
‘Holiday Cross-

Sell’ Action

1. Top ranked ‘Sales’ Action

NBA Decisioning Engagements often start here.

A good first ‘Minimum Lovable Product’ might be:

1. Delivery
• Select one Business Issue, e.g., Cross-Sell
• Select one Channel, e.g., Web
• Define 50-100 Actions that support of the Business 

Issue
• Identify success criteria
• Take the capability live in circa 90 days

2. Live
• Present the Actions to Customers
• Watch the Responses
• Learn from the Responses
• Get better and better at match Actions to 

Customers
• Measure activity against success criteria.

It is not unusual to have 500 to 1000 Actions in a 
mature system (British Airways have 9 million)

1. ‘Right Action’ Personalisation
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2. ‘Right Action, Right Channel’ Personalisation

Home Insurance Refresh
▪ A suite of digital collateral to 

target customers who we 
believe are approaching 
their home insurance 
renewal date, leveraging 
previous quotes, 
transactional & other data. 

▪ Designed with the aid of a 
Behavioural Psychologist, 
four behavioral levers have 
been identified to shape and 
determine the content.

▪ Delivers a consistent, 
omnichannel experience.
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3. ‘Right Action, Right Channel, Right Treatment’ Personalisation

Dimensions of Treatment Personalisation

Brand & Language

300 Actions

Channels, Touchpoint 
& Containers

1 Organisation
62 Brands
7 Languages

13 Channels
20-30 Touchpoints
30-50 Containers

Selection

Control Group
Champion-Challenger
Adaptive Models 

300 Actions x

62 Brands*  by 

7 Languages* by 

30-50 Containers* 
by

Selection Variants =

???????
*where relevant

▪ There are a potentially high volume of Treatments per Action, 
meaning we need to plan the solution carefully in advance

▪ Pega Adaptive Models can be deployed against hundreds of 
Actions and Thousands of Action/Treatment combinations. 

▪ NBA Personalisation allows us to learn based on what the 
Customer specifically sees and responds to.

▪ Learning and modelling at the NBA (Action x Treatment) level 
provides more valuable Models & more positive Responses

The importance of Learning & Decisioning at the NBA Level

Most likely NBA

Group
(could be dozens)

Insurance

Most likely Action

Sell Pet 
Insurance

Sell Car 
Insurance

Action
(could be hundreds)

0.53

0.59

Dog 
Image & 

Text

Cat Image 
& Text

Saab 
Image & 

Text

Volvo 
Image & 

Text

Action x Treatment (NBA)
(could be thousands)

0.68

0.42

0.35

0.41



9

4. ‘Right Action, Right Channel, Right Treatment, Right Time’ Personalisation

A B

OPTIMISING & LEVERAGING THE ADOBE DMP WITH PEGA DECISIONING

37%
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Right Action

GenAI-Driven 
Personalisation

Right Action

Right Channel

Right Action

Right Channel

Right Treatment

Right Time

Right Action

Right Channel

Right Treatment

NBA Personalisation Maturity Model
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5. Single Decisioning Brain + GenAI-Driven Personalisation

Merkle Predictions
The Brain can be educated to understand and 
report on the Action, Channel, Container, 
Treatment, CTA variations and combinations. 
(Swedbank example)

1. The Brain could tell GenAI what Text, Images 
including variants etc are required but it will 
still learn, decide and predict. 

2. GenAI will provide libraries of elements to 
support all Treatments

3. Humans will validate the body of Treatments 
and still play a key role within the process. 

4. The Brain will combine Treatment elements 
from the libraries rather than have significant 
volumes of pre-combined Treatments 

5. BAU Resourcing via Pega NBA Personalisation
will become very streamlined.

Autonomous Customer Engagement

Predict

Decide

Sense

Generate

Learn

Create

Ideate

Customer Decision Hub (CDH) – THE BRAIN
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