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Today’s Subject Matter Experts
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Propensity
how likely is the 
customer to accept 
this action?

Old Way
use propensity scores
to refine campaign 
segmentation

New Way
use propensity scores 
to select most relevant 
conversations

Demographics

Propensity

Eligibility

Behaviors

Product
Targets
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Rewards Card Offer 0.3%

Mortgage Loan Offer 0.1%

Missing Email Address 4.0%

Travel Notification 3.0%

Unclaimed Rewards Alert 14.1%

Waive Annual Fee For One Year 5.6%

COVID-19 Support 6.0%

Hurricane Relief Package 0.0%

Propensity-Driven Decisioning



Traditional Journey Orchestration
Driven By Rules, Logic, and Connected Flows
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Next Best Experience
Levering Up Journeys, In Real-Time

Potential Actions

 Sales: Rewards Card Offer

 Sales: Home Equity Loan

 Sales: Mortgage Loan Offer

 Service: Update Account Information

 Service: Travel Notification

 Service: COVID-19 Payment Holiday

 Retention: Manage Your Rewards Video

 Retention: Waive Annual Fee 1 Year

 Retention: Personal Finance Class
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Available Creative 
Versions For This Action

Version Propensity

Version #1 14.3%

Version #2 51.1%

Version #3 44.3%

Version #4 33.6%

Next Best Creative Decisioning



British Airways
Tailoring the onboard experience 
with personalized actions 
delivered by flight-crew

Swedbank
Actions and creative 
decisioned in real-time with 
Pega-Adobe integration

O2
Personalizing retention 
bundles in real-time, using live 
customer feedback data

Real-World Examples
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