Prisma Campaigns

What is Prisma Campaigns?
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Prisma Campaigns is a marketing tool that helps Dashboard
financial institutions use their data to improve and Audience
personalize communications to their customers. Contacts

Segments Activity last 90 days 15 Nov, 2022 to 15 Feb 2023

- Communications

| joined the company right from the start. Campaians Total Contacts - 3,224,234 B % Contacts Reached [l % Contacts Interacted
We were only a team of 4 engineers and one designer. Landing Pages 7
, ) i Email Templates % Contacts Reached - 14%
Today we are 15+ people and I'm still the only designer Color Themes % Contacts nteracted - [ 12% s0%
at the com pany. Placeholders 2 aox
Campaign Categories Campaigns LIVE 12 -
Language & Client Messages (Today out of 329
20%
Orchestration ~ Campaigns Started ~ FE 32
Calendar Campaigns Finished « 17 0 T T T
. B 15 Nov, 22 1Dec, 22 15 Dec,ZZT 1Jan, 23 15 Jan, 23 1Feb, 23
My Role as a Product Designer .
Optimized Model Visit Statistics by Channel
+ ldeate and develop design concepts by iterating / Analysis
on wireframes and prototypes. e T s
. Execute Visual design and design System Operations Campaigns Categories Group Status Channels
e | e m e nts' zmlu”:\‘ Mjp_pim:lvb[ Reached ~ CTR ~ CR~ Unsubscriptions & Dismisses «
+ Create and maintain CSS and markup styles using I 93,923,741 B 13,90% & 16,67% &5 exE&m
an Atomic SCSS architecture approach e e
. q 0 q Funnel Debugger
Hand Off deSIgnS to englneers by addlng markup Usage [ click-through rate (CTR) Reached/Leads [ conversion rate (CR) Leads/Conversion
to Clojure/React applications. e 1%
* Gather client feedback and conduct internal Applications .
interviews to inform design improvements. e -
+ Manage outsourced marketing tasks. Push Notifications Setup w

AP Integrations

* Propose new ideas and present to internal
stakeholders.

Intendity Providers

Data Analysis

A new feature from scratch to the final solution

Challenge Goal Solution Target Audience

Marketing campaigns performance Allow customers to explore Build an Analytics screen where Marketing specialists
analysis is a keystone of improving historical and real-time marketing users can explore and visualize Ideate and develop communications
communication strategies. campaign data to draw conclusions marketing campaigns performance and assets to send to their
Providing this type of information about performance. (KPIs) on different time ranges and customers through Marketing
on the platform allows our in real-time. Campaigns.
customers to improve their The screen would allow customers They have medium to high technical
marketing strategy executions and to gather conclusions about their knowledge (HTML).
control over their communications. Marketing Campaign strategies.
Data Analysts.
Responsible for analyzing data and
providing insights and
recommendations to improve
marketing performance.

Summary . N

One of the most important things in developing human-
centered design (HCD) is prioritizing the needs and wants of ; v
the end-users when creating solutions. The iterative process

goes through research, ideation, prototyping, testing, and Research / Define Ideate Validation Solution
implementation. ® ® o [
Surveys Sketches User Testing
In our case, we gather all the information from our customers, Interviews Wireframes Reviews
ideate a solution, and after a couple of iterations, we moved to Competitive Analysis N .
implementation. Analyzing Data. ‘\ /’
\ /

Here you will see a quick view of the process. A e
Research / Define
During this stage, we focused on gathering all the user’'s needs and motivations As a part of understanding all the scenarios, we also analyzed the competition and
through different research and observation methods (quantitative and the type of data visualization charts and dashboards that worked better with
qualitative). marketing campaign KPlIs.
We started by doing user interviews and surveys to understand: In summary, some of the relevant data they were looking for to answer about

* What type of KPIs do our customers use to measure campaign success their campaigns were:

* How often do our customers measure results on communications + What type of communication had more success

+ Others * How the users behaved on the campaign, visits, conversions

* Measure qualitative and quantitive differences between one campaign to

In tandem, we analyzed all communications and requests our customers made another
through Support channels to understand their current pains in reviewing and + What type of behaviors customers had based on:
taking conclusions related to their campaigns. + Time the blast was scheduled;

+ Device usage
« Demographic/Customer data

© Ildeate

The first few sketches were exploratory on how to organize the
type of information we were expecting to collect, as well as
understand and highlight those which were relevant.

After a few iterations, we began doing low-fidelity sketches to
prepare a presentation deck and start the validation process
with internal stakeholders and customers.

The validation process involved presenting the possible
solutions to evaluate if there was any missing data that we
were missing, and if the information shown was relevant
enough to help make better decisions on new campaigns.

Home  Segments Campaigns Analysis Settings John Doe

Analysis

The user can easily select the campaign name and the time Campaign :D
range to display and review the corresponding statistics

Daily Visits

Started the screen by displaying Daily Visits data to show
how many users are consuming the marketing campaign on
a daily basis and what channel they are using to interact WEB s —_~——
with the campaign. -

@ Web @ Mobile ® VR Channel Period Trend

MOBILE
On the left side, we display an area chart with the series of # VR bt
Customers vs day hours to chart when users are most ATM -
Zequent/y interacting with the campaigns throughout the Y —
ay.

In the right table, we show data sorted by Channels to
identify how users are interacting with campaigns, including Conversions
# Customers by channel and the trend for each channel.

By channel Total $ Avg. Transaction Web @ Mobile
WEB s -
MOBILE - -
Following the Daily VISI.tS panel, we contmued with how VR e 2 - 27 5.000
Customers are converting on the Campaign, and how that =~ e e mom e ®
translates into revenue & goals for our Users. ATM E_— o e 5
FACEBOOK - 21 - 21
The information is divided into: 0 12hs 24hs
* Results separated by channel and time of the day users
converted ‘
* Ranking of the banners (Inbound channel) that created Top 5 Converion Banners Total Period trend
more conversions and conversion trend 400 x 500 Web G 6050 -
* Ranking of thg Emails (Outbound channel) that created 200 x 200 web 031 —__
more conversions.
600 x 180 web N 1088~ ——~
300 x 250 Web/Mobile CEEEEEE— 200 —_——
100 x 100 Mobile CGEEEEE—— 21 —_—
Top 5 Converion Messages Total Period trend
You have won a loan of USD 1.. G 2150 e
Valldaton #1 Press OK if you want to prese . ] 1931 —_————
Congratulations, your numb.. D 1538 —_—
Once we had low-fidelity mockups, we proceeded to conduct guided Fil i this form and particp.. p— 20—
interviews with our customers to understand if we were on the right
One more chance to receiv... [} 875 —_——
track.
Some of the feedback provided by our Customers, as well as internal
stakeholders, was:

+ Difficult to understand how each channel behaves
+ Also noticed that campaigns might have only one channel
turned on, and this layout might look very weak in those cases.
* Lack of general statistics per channel.
Hard to quickly see how successful the campaign is and whether
new strategy decisions need to be made before it continues.
Missing non-conversion data such as views, deliveries, and
interactions.
No personalization data statistics

® New iteration

After finishing all the interviews, surveys and receiving feedback, a
new low-fidelity iteration was made to evaluate.

Some of the priorities were:
+ Highlight campaign performance, running status, views, and
leads.
+ Organize statistics by channels, in silos, since it is very
uncommon to have several channels turned on.
+ More granularity in campaign statistics, such as Reached vs
Leads Analysis

campaon [T ooes [ [ | [-7-7— ]

@ Home  Segments Campaigns Analysis Settings John Doe

Reached vs Leads

® Reached ® Leads Daily View  Monthly View

Highlighting campaign status and user interactions. Easier 22%
to get a first impression of how the campaign is performing. === ""7"7ttmtTmoTommnomenns e

Reached: 9,943,9232

Leads:: 1,121,231 Apr May Jun

By channel Users by hour Users by month

WEB 22%

MOBILE 33% /\/\

0 12 24 Apr May Jun

Channels are now separated on different panels to support ... -9 Banners - Lead Generator
more data to review and analyze.

Global conversion: 70%  Total banner prints: 943,539

Banners conversion Total By Placeholder By Image
The information in the banner section involves: oo -—-—--0
i . 40% Banners2 18% Top leads Total
* Total channel data summary (conversion, banner prints, 400 x 500 Web., 200 x 200 web
etc...) TTommmmmmmmommsmmsmmmommemmemmns ot 400 x 500 Web 40%
i Personalization 1 30%
* Banners conversion rate (left) separated by 1 -, 200 » 200 wen o
~ we o
personalizatjons Personalization 2 25%
* Banners and Placeholders rankings (right) sorted by 30%  Banners3 18% (9 600 x 180 web 25%
conversions 400 x 500 Web., 200 x 200 web 300 x 250 Web/Mobile 21%
Personalization 1 30% 100 x 100 Mobile 14%

25% Banners1
200 x 200 web

Outbound - Lead generator

Email

Email Channel Global conversion: 10% Email sent: 1,943,935 Total opened: 1,943,935 Total clicked: 1,943,935

Chart showing blasts sent during the selected period, and ® Opened ® Sent
their performance (opened vs sent) ~ mmmemmsmssmsssssssossmssossees Sl

Below all blasts are listed with their content sent and their
statistics. Each blast can be opened to view their content and
details as well if they use personalizations or A/B testing.

Apr May Jun

Sents

40%  --[--[---- Total opened: 1,943,935  Total clicked: 1,943,935 View details
30%  --/--/---- Total opened: 1,943,935 Total clicked: 1,943,935 View details
25%  -=[--[---- Total opened: 1,943,935  Total clicked: 1,943,935 Close details

40% Email 1
Upcoming webinars this February

12% Personalization 1 View details
40% Personalization 2 View details
60% Email 1

Introducing new API authentication capabilities

Personalization 1

14% i i Total opened: 1,943,935  Total clicked: 1,943,935 View details

Channels with no stats (turned off) don't show anything. ~  —eeeemmm e ----@ SMS No SMS track

Push Notifications No push notifications to track

Validaton #2

After presenting the new mockup to internal and external
stakeholders, all concerns were met and solved. The only suggestion
we received before moving to high-fidelity mockups was:
* Given the possibility of multiple channels, the screen can
potentially be pretty long if channel statistics are displayed on
panels altogether.

® Final Solution

tRange | Allactivity ~ | From | 06/01/2020 [% to | 30/06/2023 [

For the final version, we made several changes to improve showing the
campaign performance, as well as including all the general and channel-
based information available to help customers drill down on details.

Campaign Results Overview Learn about Analysis stats

campaign interactic excluding Campaign Flow Reached stats) made on this selectec i of time

B Reached | Engaged Leads [ Conversions Dismisses

Regarding the Channel display, we added a tab control allowing to swap
between channels easily and avoiding making a long page with all
channels stacked. Each channel tab item appears depending on whether
or not it is used in the campaign.

3
IS
AR h nﬂﬂiwv"\ vl ﬁl MA i ,l ') A A A 1
P -® | L AL RASA AR AT ARy I A AN A D R el R AN AR
t 2( 2 202 t 2( 2 r Z |
. Time
. B . _—"—_— Ch I Reached Lead: C rted Dismissed Leads/Reached
Area chart showing campaign behavior through reached, annes eacne e o smisse eadsieac
engaged, leads, conversions, and dismisses Moot . ~ Business Events 0 1 0 0 /A
Emalil 171 7 7 0 4%
Below we show raw data in a table format
Referral 0 25 6 0 N/A
Web 16 15 15 0 93%
Totals 187 48 28 0 25%

» More Details

Channels are shown on different tabs to optimize screen

= Banners Referrals Outbound Business Events
T b f h f th h / . ¢ d Y Images / HTML Twitter, Facebook, Others Email, SMS, PushN, Others Trigger Campaign Funnel
space. 1abs items are shown | e cnannel Is turnea on.

Resuits are filtered by period - From 01/06/2020 To 07/01/2023

1l 1 1L 15

Banners were displayed 38 times. Banners were clicked 24 times Users converted 15 times ol

Banner Conversion
Between 01/06/2020 anc 1

Viewed Clicked Dismissed Leads Converted Clicked/Viewed|

Fraud Alert: Phishing Scams: August 2022 MobileBanner_EN

800x476 HomepageBannerMobileEnglish 7076 0 0 0 0 0%

Listing banners’ performance separated by placeholder
and A/B testing

‘ HomepageBannerMobileEnglish 7076 0 0 0 0 0%

Viewed Clicked Dismissed Leads Converted Clicked/Viewed|

Fraud Alert: Phishing Scams: August 2022_Website Banner_ES

1920x600 HomepageBannerDesktopSpanish 67 0 0 0 0 0%
_ /‘ HomepageBannerDesktopSpanish 0 0 0 0 0 N/A
n __ /‘ HomepageBannerDesktopSpanish 67 0 0 0 0 0%
Ranking top Banners by content and placeholders —~ ceeeiiiiiiiiii . @  Rankings
Between 08/31/2022 and 09/08/2022
Ranking by Images Viewed Clicked Dismissed Leads Converted Clicked/Viewed

Fraud Alert: Phishing Scams: August 2022_MobileBanner_EN

. 8899 0 0 0 0 0%
HomepageBannerMobileEnglish
Fraud Alert: Phishing Scams: August 2022_Website Banner_ES 75 0 0 0 0 0%
o
HomepageBannerDesktopSpanish
Fraud Alert: Phishing Scams: August 2022_Website Banner_ES 1 0 0 0 0 0%
HomepageBannerDesktopSpanish N
/‘ Fraud Alert: Phishing Scams: August 2022_Website Banner_EN 8899 0 0 o 0 0%
o
Website Banner_ES
- = 9
) clectRange | Allactivity ~ | From | 06/01/2020 [ to | 30/06/2023  [%4 6 0 0 0 0 0
Campaign Results Overview Learn about Analysis stats and Customer states Viewed Clicked Dismissed Leads Converted Clicked/Viewed
A mp. nteractions (excluding Campaign Flow Reached stats) made on this selectec 1 ¢ ul
8899 0 0 0 0 0%
) Reached W Engaged Leads [ Conversions Dismisses o o @ o o N
b
76 0 0 0 0 0%
75 0 0 0 0 0%
2 50
O
= 1 0 0 0 0 0%
8899 0 0 0 0 0%
8899 0 0 0 0 0%
I AN I | “ll \
A W J \ A | \ \
] L AN AT RN it IR AL, N LA AR A A R 1LY
( 1 202 Ap ) 112021 t 2021 an 2 Ap! ) 2(
Time
Channels Reached Leads Converted Dismissed Leads/Reached Conversions/Leads
Business Events 0 1 0 0 N/A 0%
Email 17 7 7 0 4% 100%
Referral 0 25 6 0 N/A 24%
Web 16 15 15 0 93% 100%
Totals 187 48 28 0 25% 58%
» More Details
= Banners Referrals Outbound Business Events Y I BIOSt data aggregatlon to VISUG/IZe
Images / HTML Twitter, Facebook, Others Email, SMS, PushN, Others Trigger Campaign Funnel Customers’ behavior dun’ng thIS perl'od
Results are filtered by period - From 08/31/2022 To 09/08/2022 Filter by channel
N 12075
Total sent
M Sent Opened Clicked
16,000
12,000
3,
S 8000
4,000
0 \
Time
From Blasts From Campaign flows

Outbound Blasts
Learn about not delivered emails

Between 08/31/2022 and 09/08/2022
» 48%  2022/09/01-17:18 12070 Sent 5814 Opened Clicked 4122 not delivered m Sogments: 2
v 100%  2022/09/01 - 16:45 4Sent 4Opened Clicked 0 notdelivered | FIELI= Segments: 4
English Spanish French
g Has A/B Testing
Sent Opened  Clicked . .
Top clicked links
All variants together
RareET el - - o > Showing all content variations from
e et i diforent e ffeuomer i e ey e @eemmememmmmm——a—
Subject: This is a subject in different languages {{customer.id}} @) () (0) . . . . .
Bl vevcicedine (Campaign Link] Funnel source: i0S 402 personalizations and a/b testing to
B
[Campaign Link] Funnel source: android 231 dﬁerent /Gnguages, fOf €CICh b/ClSt.
The customer preferred language is Spanish
www.companyuser.com/referral/970453045903970094 86
Name: Email 100% 100% 0%
e Subject: This is a subject in different languages {{customer.id}} ) @) () www.companyuser.com/referral/597004574572346332 75
& View clicked links
(1) www.instagram.com/company.user 4
Top clicked links bo . - www.facebook.com/company.user 1
[ All variants togethel B @ ©
1
53 (1) www.twitter.com/company.user 0
[Campaign Link] Funnel source: iOS 432
2 The field mailito: companyuser@gmail.com 0
[Campaign Link] Funnel source: android 231
mailito: companyuser1@gmail.com 0
..; - www.companyuser.com/referral/970453045903970094 86 9y 100% %
- i bl @ © (2) www.twitter.com/company.user 0
¥ www.companyuser.com/referral/597004574572346332 75
(2) www.instagram.com/company.user 0
(1) www.instagram.com/company.user 4
2% 100% 0%
L » 1-80f 12
#  www.facebook.com/company.user (I @ © Next °
H
(1) www.twitter.com/company.user 0
e mailito: companyuser@gmail.com 0 3)" ‘?g;”’ ‘[’0'
i [
- mailito: companyuser1 @gmail.com 0
(2) www.twitter.com/company.user 0

(2) www.instagram.com/company.user 0
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What is Prisma Campaigns?
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Prisma Campaigns is a marketing tool that helps @
financial institutions use their data to improve and
personalize communications to their customers.

Prisma

CAMPAIGNS
Dashboard

Audience
Contacts

Segments

- Communications

| joined the company right from the start.

We were only a team of 4 engineers and one designer.
Today we are 15+ people and I'm still the only designer
at the company.

My Role as a Product Designer

+ ldeate and develop design concepts by iterating
on wireframes and prototypes.

+ Execute visual design and design system =
elements.

+ Create and maintain CSS and markup styles using
an Atomic SCSS architecture approach

+ Hand off designs to engineers by adding markup
to Clojure/React applications.

*+ Gather client feedback and conduct internal
interviews to inform design improvements.

+ Manage outsourced marketing tasks.

* Propose new ideas and present to internal
stakeholders.

Project Case

Overview of how Email Communication Channel has
evolved over the years, from MVP to market fit and
through customer base and target audience growth.

Summary

In 2014 | started as the Founding Designer at Prisma where my first role
was to start research and gather information to build an MVP to validate
market fit. This process helped us define a scope and an accurate target
audience we wanted to fulfill their needs.

The development was successful and we validated market fit with a
growth of more than 70% YoY.

Along with the growth, the company expanded into the US market and
started selling the product to Credit Unions, which brought us a new
challenge, which was a new target audience who doesn't have the tools
to convert and upload their art into the platform.

| started new research and interviews with our new customers, and we
identified a solution, build a WYSIWYG designer as a new way to add their
design assets into Prisma campaigns.

Today, the product allows customers to upload their own assets as well
as design their designs inside the platform without any technical
restrictions.

Build the Product

MVP ldeation and Development

Challenge Goal

Financial institutions have Allow uploading communication
difficulties personalizing static assets (banners, emails, popups..),
assets and making their and integrate with existing
communications relevant using customer data to send relevant and
their own data. personalized communication.

Campaigns
Landing Pages
Email Templates
Color Themes
Placeholders
Campaign Cate:

Language & Client Messages

Orchestration A
Calendar

Priorities

Communication Policies

Optimized Model

¢/ Analysis

Channels engagement

Campaign performance

Operations
Column Mappings

Data Synchronization

Funnel Debugger

Usage

Settings

Applications

Email Setup

SMS Setup

Push Notifications Setup
APl Integrations

Intendity Providers

I click-through

Joined Prisma
2014

2015

Market Product Fit

|
|
2017 ®

|
|
|
|
2018 @
|
|
|
|
|
v

Solution

We propose a small wizard flow to
easily upload content and
personalize communications
through dynamic variables.
Communication channels can be
easily 'turn on/off' by turning a

switch on

the campaign definition.

Activity last 90 days 15 Nov, 2022 to 15 Feb 2023
Total Contacts ~ 3,224,234 B % contacts Reached % Contacts Interacted
(Today) 80%—
% Contacts Reached ~ 14%

60%
% Contacts Interacted ~ A 12%

40%
Campaigns LIVE ~ 12
(Today) ut of 329

20%
Campaigns Started » FEE 32
Campaigns Finished ~ &£ 17 0 T T T

15Nov, 22 1Dec, 22 15Dec, 22 1Jan,23 15 Jan, 23 1Feb, 23
Visit Statistics by Channel
Campaign Engagement last 90 days 15 Nov, 2022 to 15 Feb 2023 «
Campaigns Categories Group Status Channels

Reached » CTR~ Unsubscriptions & Dismisses

CR~
13,99% 3 16,67% B2 6% 3

rate (CTR) Reached/Leads [ Conversion rate (CR) Leads/Conversion

Build the Product

MVP Ideation and development

Solution

Minimum Valuable Product (MVP)

New Challenge
Expanding to US / New Target Audience

Solution

WYSIWYG Designer

Target Audience

Marketing specialists

Ideate and create communications
and assets to send to their
customers through Marketing
Campaigns.

They have medium to high technical
knowledge (HTML).

Last modified ite|

Members Survey

23 min ago

Webinar: Loan Ex

23 min ago

2022 winter Equit

Announcements H

23 min ago

3-mobile-280-10(

23 min ago

4-mobile-tablet-1

23 min ago

Banner Popup

23 min ago

Blasts scheduled

Next Scheduled
Today

Members Onboar
9:00

Mortgage offers
9:00

Promo - 2021

HELOC Recurring

HELOC Credit Ma

9:00

Verticals based on banks' . . @ ........ °

organizational structures and

Home  Segments Campaigns Analysis Settings John Doe

target audiences.

Campaign configuration,
period of time and ~ eeeeeeeeee s -
targeting segments.

Content is divided based on the ‘conceptual’ steps the
customer needs to go through to convert in a COMPAIGN. e oo e -
1. Lead generator
The way a Campaign communicates with the
customer (channel configuration)
2. Funnel
The list of steps the customer needs to go through
until conversion (fill in a form, answer questions...etc)
3. Convert
The action made by the campaign after the customer
converts (i.e. export customers in a .csv file).

By clicking on the Email Button, a 207

Campaigns > Credit Loans

pates [—/—/— | |[/—/— ] |
-@
1
® Lead Generator Funnel Converted
D Banners
G Outbound
_.-® Email SMS IVR

modal is displayed to load the content

Home  Segments Campaigns Analysis Settings John Doe
Campaig ne Crodit | nang
New Email
Dates
Subject Attachments @-f---{=====q-=-=------4
Segm
D
(]
D

Cancel

|—|ﬂﬂzl

Final Results

We completed the MVP and started testing it with one of our prospective
customers. We monitored and analyzed whether it met their needs, through
qualitative and quantitative data.

After measuring the usage, interactions, and reviews of the product, we confirmed
that it solved our customers' cases/needs.

8 Home Segments Campaigns Analysis Settings JohnDos

Campaigns > Credit Loans

Lead Generator Funnel Conversion

Banners

@) outbound

Subject Guest Speaker At the Credit Union's Annual Meeting!

Content Hey Martin!, we are honored to present a special guest!...

Market Product Fit

As our customer base grew, new challenges started appearing. We not only identified

new

features to add to the product, such as A/B Testing and content translation, but different
types of Financial Institutions started approaching us, such as Credit Unions. This created

a new target audience for us who didn't have any code knowledge.

New Challenge
Expanding to US / New Target Audience

Credit unions wanted to use Prisma Campaigns but found that, since it was

built with banks in mind, there was a steep learning curve to take full

advantage of the product. They didn't have many technical employees who

could build HTML or manage them within the platform.

Challenge Goal

Credit Union lacks technical Enable Credit Union employees to
employees who can create design create their own design assets
assets in HTML, creating a gap in within the platform without
adoption between the company and requiring HTML coding skills.

the product.

_____________ Mail headers configuration: From / Subject

The template option allows users to reutilize
previously uploaded designs, allowing fast and

easy customization

Personalization tags were added in the markup to allow
personalized communication content on the right column.

Apart from adding personalized content, it is possible to
add tags that bring Customer data into the markup, for
example {{customer.name}} or {{customer.age}}

Displaying content available to personalize.

New Outbound - Email

{IMAGE.HEADER}}

Address
Age

\ Animals

Content
Upload image

Add text

Solution

Develop a built-in WYSIWYG
designer that will allow Prisma
Campaigns customers to create and
personalize their own
communications without the need
for any coding knowledge.

* Highlighted in yellow are the notes related to the solution. The others are Ul changes made on the product evolution.

Based on our research and interviews with current customers, most of
them work on the same screens/areas, for example, building campaigns,

Cancel Back Finish

Target Audience

Marketing employees who ideate
and define marketing campaigns
with low-medium technical
knowledge.

or building segments.
&3¢ & | << creit Loans s
Once noticed that, we considered that changing the top header ~ «ceeceeenn --® Dates
navigation into a left (collapsable) column, would provide the user more Segment
screen space to work on the task, and still have access to any other area Lead Generator Funnel Converted
they choose at any moment.
Banners

Once the channel is turned on, the area of work is shown.

Email configuration and Email content are configured independently,
allowing the user to upload more than one email content to the same
email configuration

Adding A/B Testing and Translation functionalities. Once turned on,
the Ul allows the user to upload new Email content for each use case.

Right from the beginning the user decides which path wants to go ~ r=====mrmmsmsmmmssmsmnfosoeod
through: design their own or upload designs, allowing different types
of customers to go through their own flow journey

----®| Send Configuration

From

To

[ T+]
L 1

Translations

=== I®| A/B Testing [ 1D
[ 1D

Design your Email

Upload Design

SMS

The customer can use templates or start designing from scratch.
Templates, which are separated by financial institution categories,
are optional to fasten the creation process as well as show all the

design capabilities in the tool.

New templates can also be added to the library for later use.

Select a Template

Welcome

Communications

Promotions - Discounts - Loans

Loans Email

While designing, the customer can view/select a new template, as well
as preview their design on different devices.

Select Template

............................................................................... .

Our WYSIWYG designer makes it easy for customers to create beautiful

emails.

With drag-and-drop building, they can use layout components, design ~ ==========---
components, or context-only components (like the unsubscribe button

on email communications).

Layout

Components
The final solution contains a full set of functionalities that help our customers Other functionalities added in the process were:
create their own designs, personalize them with customer data, and test them * Subscription options
through A/B testing. Using pre-assembled templates, or dropping the component + View in browser
into a canvas in our WYSIWYG designer, the users can design communications + Reply to address, different than From address.
fast and easily, without any HTML knowledge.
Apart from that, the user can easily test their designs through A/B testing and
discover which version converts better.
< testing emails - |,
[EVEW‘:T]*:L 07/09/2022 to 07/09/2023 . = SEREE T(‘m[)‘éi“‘
Leads v/ Funnel Conversion Data Uploaded Data Model Customer Offer Settings
‘Communications
. o
e JEYIE
= = Fmail» ‘ Promotions
. & rum =
—, 321
'SEND CONFIGURATION } 4 Jﬁ — .
" ‘

From address i ‘

Repvly To ) ) @ Posma ‘A&g‘

Destination field r .’ Diacount shop st 50% o

Translations Press New Email
content based on your customer a

A/B Testing ‘ New Email ‘

e o —

(1) Send unique email per address -
This options lm ne email per address no matt

Upload Design
Upload or paste your HTML design
‘ode to u P

= SMS

Mother's Day - Birthday and Loans email template -

Hello World

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Fusce convallis

lobortis bibendum. Mauris consequat tincidunt iaculis.

Sed tempor libero

vitae leo accumsan facilisis. Fusce facilisis diam id gravida aliquet. Nulla

sed nunc id risus fringilla maximus.

Nunc malesuada tincidunt tempor. Suspendisse potenti. Maecenas et
nunc ipsum. Fusce lacinia, lorem ut auctor vestibulum, lorem mi

commodo arcu, et iaculis augue velit eget sapien. O

rci varius natoque

penatibus et magnis dis parturient montes, nascetur ridiculus mus.

Praesent quis mauris mollis, imperdiet leo et, sagittis nisl. Duis quis
viverra nisi. Nullam consequat pharetra elit at luctus. Mauris euismod
fringilla tempor. Sed non nibh non lacus lacinia pharetra sit amet at risus.
Mauris convallis turpis a semper iaculis. Suspendisse facilisis in nisi id

porttitor. Etiam vel ex nulla. In hac habitasse platea dict

umst.
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