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Bank of
Ireland

295 NBA Delivered
218 NBA Activein CEE

LAUNCH Q122 Q222 Q322

Wealth Business
19% 15%
NI
10%

Mortgages EDB
7% 34%

FWB

5%

Q422

NBA CATEGORY
Care .
Missing I\ﬂormal\onl
- - . Wealth Management

Q123 Q223 Q@323 Q423 Q124 Mortgages l
Business Loans -
Insurance
Cards

Personal Loans
Service
48% PCA
Growth

Growth Retirement
52%

BOIPA
Savings
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Customer Decision Hub

The CDH brain and what goes into a decision

Request for

NBA(s)

Next-best-
actions
(100 ms)

How have they behaved?

What's in their profile?

What data has streamed in?
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Customer Decision Hub

The CDH brain and what is looks like in Bank of Ireland

i

Delivered

E“gi bi/i[
/_ﬁ’

BOUGHT >

Planned

Sources

O,
Customer : é\"q'?/\/g
O
Data Customer Analytics ‘Q PEGA <)

Planned
. A ‘Always-on’ single decisioning brain -

- Machine leaming across all customer touchpoints

» Predicted models

and Transformation
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Customer Decision Hub

Customer action library

Engagement policies

Request for
NBA(s)
Constraints
Next-best-
actions . .
(100 ms) Arbitration

The next best action(s)

The right message, paired with the right treatment,
delivered at the best time, in the preferred channel

E o> [ B

Web In-person Chat Mobile Email

—
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Business Operations Process

O—

User

P\

L S <+—

stage Report & Analyze Deploy Complete | Simulate |

Description Identify opportunities Review Al performance Review KPI performance Push release to production Approve entire release
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Reviewing And Optimizing Your CDH Performance

O—’I ___________ Capture Idea Plan Changes Build & Test Changes

Business Stage

User

1
1
1
1
1
1
1
:
| Description
1
1
1
1
1
1
1
1

stage Report & Analyze

Description Identify opportunities Review Al performance Review KPI performance
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Reviewing Your KPI Performance

O P—— < Capture Idea Plan Changes Build & Test Changes

Business Stage

User

1
1
1
1
1
1
1
:
| Description
1
1
1
1
1
1
1
1

stage Report & Analyze

Description Review KPI performance

How is my NBA Framework performing?

How are my NBAs and channels performing?

How are my NBAs impacting the business?



How Is My NBA Framework Performing?

PEGA Customer Decision Hub Search COHsample (Deveiomment  (CA

Impact Analyzer

Timeframe

Last 180 days.

Overall health
PEGA Customer Decision Hub BestPractice standard release [DEVELOPMENT

. —
Action Perfo +  Scenario Planner (" wep

Value Finder Scope Simulation PEGA Customer Decision Hub Search 2 ® BestPractice standard release [BEVELGPMENT

. Allissues ~ | Allissues_SampledCus (5-60... ——
journey Visual T Customer Profile Viewer (Actions ~ )
Hot Offers

Allissues / All groups Context Type Customer ID
impact Analyze
5 Active (5) Inactive (0) Customer v Customer ID v CusT1004
BestAction _ N Projected value capture ()
How is Next-Best-Action perforn
@ sunny Gleason Email address Lifetime value Churn risk Credit risk

Content
© £ .65K CUST1004 Sunny.Gleason@example.com
Alissues oo

Feb 13,2022 - A o Medium High
@ HiGH ConFDENCE
Simulation Testi
Overview Next best actions Behavioral data Decision history Interaction history

VALUELIFT  ENGAGEMENT LIFT Opportunity cost / gain of levers displays in single simulation nf

Audiences

0 0 &
74% 92% . Make Next-Best-Action decisions for the customer in the specified channel. The results by policies, d propensity.
. s ssue

Paid -4
R Direction * Channel + Real-time container Page placements (in priority order) () ~Context (optional) 3
Acquire Inbound ~ | web NextBestAction

> Viewmore
Grow Show all decision results  Show only decision results that will be delivered

Al results Top treatments
. ) Nurture P
How is Next-Best-Action perforn ur —_—

) Capture response

Allissues

reds |[ 2 ooty |[ o | s ‘
Feb 13,2022 - Aug 11,2022 @ 4 L. Export complete report
© HIGH CONFIDEN i Issue i Group : Name  Treatment ' Channel i Priority i Results

Recents
Nohistory VALUELIFT  ENGAGEMENT LIFT Nurture Creditcards CongratsOnYourNewc. 0.87

Nurture Creditcards Travelle... 0.80

Acquire Creditcards Balan forWo... 055

Nurture Creditcards Earn2xRewardsPoints 054

Acquire Mortgages L 3 053
Acquire Autoloans AutoNew60Months AutoNewOMonths_Web_1 034

Acquire Creditcards L rav.. L . 034

Acquire Mortgages TalkToAnAdvisor TalkToAnAdvisor_Web_1 033
Acquire Mortgages FirstMortgageFHA FirstMortgageFHA_ Web_1 032
Acquire Mortgages FirstMortgage FirstMortgage Web_1 032
Acquire Creditcards NewBasicCreditCardVisa NewBasicCreditCardVisaweb

Acquire Autoloans AutoNew4gMonths AutoNew48Months_Web_1




How Are My NBAs & Channels Performing?

ction Performance

Timeframe  Scope
| pally v | issue

Advanced filters

4lssues

Date

v 107721

Collections

Crosssell

Sales

Services

10/6/21

1055121

10/4721

1073721

10/2/21

101721

Issue (up to 10 selections) Channels

|| (coliections x ) (‘services x

(Generated by PEGA Customer Decision Hub

Action Performance

Timeframe: Monthly

a Action performance

View Action

Always-on actions VJ ‘ Grow

+:

 Weatihoffers

¢ M

Sends @

)

Treatments

Treatment

FTBMortgageWeb_Hero_1

View full action performance [

=10/13/21
=sales

ACarde. I—
Chart Data | License | Metadz

CDH Assistant A OEETEES

History =+ Chat

(QSearch...

)

Today

[J What are the top 3 perfo.. 2 i
[ whatis the average click rate for ...
) What are the top 3 performing ac...

[ what is my best performing chan...

This month

{-) why is my segment not running?
- Describe the application and its c..
- Describe the business structure o...
- What are the top 3 performing ac...
- What are the top 3 performing ac...
~ whatis the average click rate for ...

- How many impressions did Grow...

BestPractice standard release

LIS 1HIUIHTIGUUH Was TEUIEVEU Uil g Lie
CDHAnalyticsAndReportingTool automation with the metric
set to "clicks" and the timeframe set to "current month."

You
what about by click rte?

CDH Assistant
The top performing actions based on click rate are as follows:

1. Issue: Grow, Group: Credit cards, Action: Travel Credit
Card, Click/Accept rate: 34.4%
. Issue: Grow, Group: Mortgages, Action: Remortgage,
Click/Accept rate: 32.6%
. Issue: Grow, Group: Mortgages, Action: First Time Buyer
Mortgage, Click/Accept rate: 28.9%
. Issue: Grow, Group: Credit cards, Action: Platinum
Credit Card, Click/Accept rate: 11.9%
. Issue: Grow, Group: Credit cards, Action: Student
Rewards Credit Card, Click/Accept rate: 6.8%

This information was retrieved using the

CDHAnalyticsAndReportingTool automation with the metric
set to "click rate."

el

Message CDH Assistant

Verify Al-generated content for accuracy.
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Bank Of Ireland KPI Dashhoard

NBA Library

Active NBA

Top Performing Service & Growth NBA

> 11m per week

Impressions

>4 0Kk per week 0.38%

17%
0.27%

Engagements

Doubling of the Number of NBA in the
CEE Library through 2023

>1m engagement with Fraud NBA in

2023:

o 15% Reduction in Calls querying
Unrecognised Transactions with
correspondingincrease in self-serve
option

21% Increase in Growth NBA
Engagements in ‘23 vs ’22

Doubling of Call To Action driven
Customer Fulfilment post first click
when review period extended to within
30 days to within 120 days

/
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Exploring The Report & Analyze Stages

O—’I ___________ Capture Idea Plan Changes Build & Test Changes

Business Stage

User

1
1
1
1
1
1
1
:
| Description
1
1
1
1
1
1
1
1

stage Report & Analyze

Description Review Al performance

How are my adaptive and predictive models performing overall?

What do the adaptive models look like for specific actions and treatments?

How can | understand what is driving my my adaptive model performance?

PegaWorldiNspire



How Are My Adaptive Models Performing?

PEGA Customer Decision Hub

Impact Analyzer

PREDICTION STUDIO Application: CDHSample

Hpw is adaptive model propensity M

against a random propensity?
Busines: ue / Grol Action

All Grou|
Allissues

@ HIGH CONFIDENCE

Models

VALUE LIFT ENGAGEMENT LIFT

77% 150%
+/-12% +/-4%
Lift details
Settings

~~ View less

Weekly value and engagement lifts (week'

Business issue Group Action Treatment
Sales WealthOffers  IndividualRetirement... Wealth_Wet:
Sales CreditCards PaymentProtection  PaymentPro

Services Account IncreaseYourCreditLine Account_We

Refresh data

Direction Channel

Model performance of all the actions

Using an interactive treemap to visualize the performance. Red is lower performance, green is higher (better) performance.

It can be interesting to see which issues, groups or channels can be better predicted than others. Identifying categories of items for which the
predictions are poor can help to drive the search for better predictors, for example.

Overview of Model Performance

All contexts
Mobile_Click_Through_Rate
Mobile

Inbound

Informational pesonatouns |[*Insurance

I

|
=0g
=00

Mortgages
|| ooog
]

IO
0L




How About Specific Actions And Treatments?

| Overview Next best actions Behavioral data ision history Interaction history

lOutcomeCount [Inactiv
EEEE Ll ”agg‘: @ Make Next-Best-Action decisions for the customer in the specified channel. The results are dete. SIS
PREDICTION STUDIO ~

Channel context Direction * annel Real-time container » {8 [ voces [ Refreshdata

v | [ web ~ [ Next best action Business issue / Group

Show all decision results Show only decision results that will be delivered
since [Inactive] @ All results Top treatments P
64% —_—
> Capture response
#Al Insight

Qoo

Customer.CreditScore = Group

67%

O

i Group i Treatment

Creditcards PlatinumCreditCard PlatinumCreditCardWeb_Hero_1

Mortgages Remortgage RemortgageWeb_Hero_1

Creditcards  StudentRewardsCreditCard ~StudentRewardsCreditCardWeb_H

W4 Page 1 of6 »mi

Mortgages ~ FirstTimeBuyerMortgage  FTBMortgageWeb_Hero_1

Actual
Business issue Group Action Treatment Direction Channel # Responses ¥ Success rate (%) performance
(auc)

0000 0O

Creditcards TravelCreditCard TravelCreditCard_Web_Hero_1

WealthOffers  IndividualRetirement... Wealth_WebTreatment Inbound 186,310 86.23 Model report

CreditCards ~ PaymentProtection  PaymentProtectionTile01 Inbound 182,693 89.39 Model report

Services Account IncreaseYourCreditLine Account_WebTreatment Inbound 177,048 68.06 Model report

PegaWorldiNspire



What Is Driving My Adaptive Model Performance?

PREDICTION STUDIO - Application: BestPractice Search L (D) 4 | Business Operations

< Predictor: Customer.MKTCLWValue
Sz Madal cantavt

Predictor PerformanceBin Mobile_ Cllck Through Rate

Query: [(col("ResponseCount

IH.Mobile.Inbound.Accepted. pxLastOutcomeTime.DaysSince Customer.CAR Data.CAR ROl TERRITORY LST PURCHA
IH.Mobile.Inbound.Accepted. pyHistoricalOutcomeCount - - - - -
IH.Mobile. Inbound.Accepted. pxLastGroupID
IH.Mobile.Inbound. Impression. pyHistoricalOutcomeCount Univariate Missing  Residual
Predictor Status Type Performance Bins % % Positives Responsg

Responses (%)

Customer.CAR_Data.CAR_ROI_TERRITORY_LST_PURCHA Active symbolic 0.5719

Predictor Binning

0.060¢ Responses
—&- Propensity
0.050%

= T0.040%

»
i}
@
c
S
a
o
4]

-4

2
]
a
2
a
0.030%

0
LY 0, W, 0,
Range/Symbols Responses (%) # Po: OSSI/VZG/"@ (/?h/ < 'g Q’*{— b, s’ppe (3 & ksﬁr"( /::/,/074/ b///, e%

Ty Ops
Yo S ’ 4,
<181.92 20.65 X “ o re g Y
[181.92, 248.48> 7.41 e

@

[248.48,317.6> 7.53 Propensity Lift

[317.6,373.92> 5.87

MISSING
Galway

DLR Wicklow
CM & LM

[373.92, 555.68> 18.82

[555.68, 629.92> 7.45
Cork
Dublin South Kildare
Tipperary Clare
WL & LO
Kerry Limerick
Dublin North
Dublin City
Laois Offaly, Mayo & Rosc...
20.00% 40.00%
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Exploring The Discover Stage

O—’I ___________ Capture Idea Plan Changes Build & Test Changes

Business Stage

User

1
1
1
1
1
1
1
:
| Description
1
1
1
1
1
1
1
1

Discover

Identify opportunities

How can | find opportunities to improve my framework configuration?

Description

How can | find opportunities to improve the quality and volume of my actions and treatments?

How can | find opportunities to improve my adaptive models?

PegaWorldiNspire



How Can | Find Opportunities To Improve My
Framework Configuration?

I —_— PEGA Customer Decsion Hub Search Bestpractice standard release  BEVEOPIENT
alesCredi Segment1k

Customer Profile Viewer
1.000 Context Type Customer ID

Customer v Customer ID cusTI00a

Customer categories

Q Sunny Gleason Emailadd Uetime value Creditrisk
Analysis of the current customer nt. Click on a cust Sunny.Gleason@example.com
aly rent custom CcusT1004 ‘Sunny.Gl @ ple YY)
Customer distribution across stages

Katherine Prosacco Email address ifeime valve Chum sk

View the customer distribution across each of the engagement stages to identify how they imp 820 Medium

Overview ~_ Nextbestactions  pehavioraldata  Decisionhistory Interactionhistory Identities
. Receiving no actions

Make Next-Best-Action decisions fo the customer in the specified channel. The results a

—‘ Receiving only new actions, chamel context oirection+

4 by engagement poicies, constaints and propensiy. e chan
Channl age placements i priorty order) @ Context optional) @

- ‘ J[weo

Receiving only irrelevant ac

) Show alldecision results | Show only decision resuts that will be del

40% . Receiving at least 1 relevan _ Allresuits  Toptreatments

g
5
E
2
3
S

export complete report
> Capture response

#AlInsight

Eplanweightng v L mplete report
Toul Contet | Buner  Busiess
Treatment i cnmel { eome | weige § DU G P
(ssue)  (Group)
Morigages  FirstTimesuyeriorgage  FTaMortgageweb, Hero_1 a0 a0
Engagement stage

Action . Treatment Q8A . Journey : Outcome

ior
weight © weight ° weight ° weight © weight

8 Results
jant action 00 00 | fureeo BT
00 00 00 | Furereo IR
00 00

Mongages  Remortgage Remortgageweb,_Hero_1

Creditcards  TravelCreditc TravelCreditCard Web_Hero_1

5 3customers (03%)

or nt actions after applicability O Creditcards Studente StudentRewardsCreditCaraWeb_Hero_1 00
Creditcards  Platinu PlatinumCreditCardWeb,_Hero_1
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How Can I Find Opportunities To Improve The Quality
& Volume Of My Actions And Treatments?

Value Finder: SalesCredi Segment1k ki PEA - Automated insights and generated recommendations

ustom T Pega GenAl™ has created new suggestions to improve your messaging! Last run August §, 2023 at 3:57:16 PM UTC
s/ CreditCards 1,000
NEW INSIGHTS

Customer engagement after arbitration ———
1,000 cust Analysis of customers atments for U+ Gold Card vt ) )
) Dinesction datis
Recommendation ustomers. have a low response rate for thy Due 1 day from now
Create more relevant actions or attractive treatments for the identified customer groups to better engage them. reditCards. We have generated sample o]
blan stage” will initiate the process to upd! Define attribut Define availability Define engagement policy Define channels
658 customers (8.9%) nt configuration o—O0—

Only irrelevant actions after eligibility 5 Web

dini's principle of authority

Channels @

The following groups of similar customers only receive irrelevant actions after the eligibilty criteria are applied.
mal Add chann

Top discovered groups £ Manage descriptive fieid

Email channel group

Treatment 1 Cialdini's principle of
Customer group A PEE——
onfigure

Receiving only irrelevant actions Accuracy E

56.2% (370 of 658) 100.0% atments for Ut Personal Card Principle Tone
Cialdinis principle of informal

Description -

CLV is not Medium atments for Identity theft protection Generate field:
2 Headine (@ subject (8 Body (8 imag

CreditScore is between 394.78 and 587.78 L) L] & a

atments for U+ Personal Card  #ro,
g atleast 1 relevant action sis on the health benefits of the program
2. Customer group B

Receiving only irrelevant actions Accuracy
Receiving new ac: 36.9% (243 of 658) s

=D

Description

Not in group A

CLV is not Medium

Age s greater than 39 Identifier

CreditScore s less than or equal to 394.78 enessPromotion_Email_1

king numbe
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How Can | Find Areas To Improve My Adaptive Models?

“ PREDICTION STUDIO v Application: CDHSample . .
Missing values ¢

< Adaptive Model : Web_Click_Through_Rate

Monitor  Predictors ~ Outcomes  Settings

faprd  Customer.CAR_Data.CAR_ROI_TERRITORY_LST_PURCHA

respor,

Univariate Missing Residual
Predictor Status Type  Performance Bins % % Positives Response

Potential predictors PREVIEW RELEASE

. . . . Customer.CAR_Data.CAR_ROI_TERRITORY_LST PURCHA Active symbolic 0.5719 12
Pega Al continuously evaluates data model properties to suggest the best predictors for Adaptive Models. It calculates the Mutual Information score between

each property and the actual behavior using a sample of inferences. A higher score indicates a stronger predictor. This helps Pega Al identify the most
promising candidate predictors, improving the accuracy of the predicted behavior.

Predictor Binning

Responses

Name D Field type Role Propensity

Age Age Integer Potential predictor

o
i}
@
c
5]
a
@
41
o

Annual Income Annuallncome Decimal Potential predictor

City City Text Potential predictor M Gy, O G Co. O, Zm W, ke O, O,
’3814/ el“’s,, Up W g (4%“ ey, ;apere L Q(Oef,h/ e, 4/4/%7
CLV designation v - Text Potential predictor G ‘”4'/% 4 O, :Ca,. iy oty
T, €
Customer lifetime value CLV_VALUE Decimal Potential predictor e

Credit S CreditScore Integer Potential predictor

Propensity Lift a

Facebook Facebook Te Potential predictor
MISSING
< oAddress ’ y Galway
MailingAddress MailingAddress Text Potential predictor DLR Wicklow

CM & LM

Net wealth NetWealth Decimal Predictor Cork

Dublin South Kildare

Full Name pyFullName Text Potential predictor Tipperary C&\aLre

o]

Kerry Limerick

Dublin North

Dublin City

Laois Offaly, Mayo & Rosc...
~20.00% 0.00% 20.00% 40.00%
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Reviewing And Optimizing Your CDH Performance

O—’I ___________ Capture Idea Plan Changes Build & Test Changes

Business Stage

User

1
1
1
1
1
1
1
:
| Description
1
1
1
1
1
1
1
1

stage Report & Analyze

Description Identify opportunities Review Al performance Review KPI performance
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