Personalization at Scale: Ai-
Powered Growth Strategies for
Community Institutions.
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What you will learn:

€ 1 Turn data into action

« 2 Scale with limited resources
&: 3 Build agile frameworks

L 4 Quantify ROI

&t 5 Align your organization




Quick Poll

Who is currently using Al or machine learning
for marketing personalization?




Community institutions
can’'t outspend megabanks




The Competitive Gap

Megabanks

% Massive budgets
b But generic approach

e




1) CLOUD DEMOCRATIZES ACCESS 2) AMPLIFIES CORE STRENGTHS
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Enterprise capabilities now affordable for all. Local relationships become data moats.
CHANGES

3) SMALL TEAMS MOVE FASTER é ENERITENCI %% 4) FIRST-PARTY DATA IS YOUR FORTRESS
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Test in weeks, not quarters. Al learns from your unique data, creating a competitive advantage.




THE DATA MATURITY ROADMAP
FOR PERSONALIZATION A—

PERSONALIZATION, YOU NEED
TO REACH AT LEAST LEVEL 3
LEVEL 2: CONSOLIDATED { ¥
H @
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? COMMUNITY
- . INSTITUTIONS

Data unified but
largely underutilized.




Quick Poll
Where are you today?
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Siloed Consolidated Activated Optimized




DATA CONVERGENCE FOR PERSONALIZED ACTION

1) UNIFIED CUSTOMER PROFILE PRISM 2) BEHAVIORAL SIGNALS
+ Demographics A « Website/App Engagement
» Account Data g h * Email/SMS Response
+ Transaction History o « Branch Visit Frequency
* Product Holdings O'-: Y. /\ \ * Contact Center Interactions
f -
‘ ACTIVATIONQ
3) LIFE EVENT mmcnons Q 5 THE RIGHT MESSAGE.
+ College Graduation / NN THE RIGHT PERSON.
* Retirement > >

THE RIGHT MOMENT.

When you combine these three data sources, Al can g
powerful personalized insights and trigger the right action

*Slide design based on conceptual data con:

* Major Purchases (Home, Car)
* Income/Family Changes




DATA’'S POWER: AN EXPLOSION OF ACTION

)l

ACT THE 3X IMPACT:
From 'Browsing” to Pre-

Approved' in real-time,

ANALYZE

(Al & Predictions)

COLLECT L ACT
(Transaction & ANALYZE SEGMENT (Personalized &
Behavior Signals) (Al & Predictions) (Auto-Group) Timed Outreach)




5 HIGH-IMPACT Al USE CASES: MEASURABLE ROI

PREDICTIVE LIFE EVENT +6X

Marketing average
PROVEN
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*Ranges from published vendor case studies and industry resecch.*




Al Personalization: Industry
Momentum

achieving
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3-7x 40-60% 15-25%

Response Rate Cross-Sell Customer Incremental
Improvement Conversion 1 Attrition | Revenue

Sources: Forrester, Gartner, McKinsey, BCG (2024-2025)




REAL-WORLD IMPACT: @ AFTER Al (6-12 mo)

INDUSTRY 5-10% W

BENCHMARKS . email responsg /4 r/ fh?lilg;\\g'lq

Tvpical mid-sized institution transformatior ; = . ‘_1;‘7* 74’2///
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manual segments I P8 77/ ~ = IMPACT

*Graphic visualization of published benchmarks.

Source: Composite of published vendor case studies
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3 Pillars of Success

e

Automation

'
N

Test & Learn

&8

Omnichannel




VENDOR
SELECTION
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VENDOR SELECTION CHECKLISTQ

&

Banking experience
Pre-built models
Compliance certs
Core integrations

<[>

Technical

Real-time data
API-first
Multi-channel
Explainable Al

Scalable pricing
Pro services
Training included
Track record




5 VENDOR RED FLAGS: EVALUATE & ACT

/\ INO Fi REFERENCES
VAN CUSTOM DEV HEAVY
/\ |THE BLACK BOX

/\ |OPAQUE PRICING

I\ [12+ MONTH TIMELINE




ALIGN YOUR ORGANIZATION

Leadership




90-Day Implementatlon GOAL

GOAL
h — o AI Performance Optimized

Engine Omnichannel

ore

Multi-Channel Orchestration
Weekly Perf Reviews
Fail Fast and Iterate

Real-Time Triggers

Data Pipelines A/B Test Everything

Self-Serve Dashboards : Centralized Campaign Mgmt
Self-Serve Analytics Campaign Moduies Platform
Testand Leam Data-Driven Decision Makin
p Self-Serve Platforms Culture 9
Foundation Activate Optimize

1-30 Days 31-60 Days 61-90 Days

KEY VALUE: ADDRESS EACH GROUP'S CONCERNS UPFRONT AND EMPOWER WITH KEY TOO S




5 PITFALLS THAT
KILL Al PROJECTS
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5 PITFALLS TO AVOID

1 Z 2 X 3
Boiling the Ocean Tech Before Strategy Bad Data In
1254 f\\
4 & 5
Set & Forget Privacy Afterthought



FINAL Quick Poll

What's your BIGGEST Concern?
Data quality — Budget — Staff - Vendors — Buy-in




YOUR 30-DAY ACTION PLAN

o
0 Request demos from 3 CDP or
marketing automation vendors m
e
90-Day Roadmap chart with
0 clear milestones and owners

R
N
N

Sources: Forrester, Gartner, McKinsey, BCG (20*725)

Assess your data maturity level @

using the 4-level framework N
—7

Assemble your cross-functional " - 0 Magnifying glass metrics a
team — Marketing, IT \ ' clear ROI dashboard

Identify ONE high-value
personalization use case to pilot

Audit your existing marketing

pe
== Secure executive sponsorship
technology stack / 07

budget allocation

/4




THE STRATEGIC BLUEPRINT
5 KEY TAKEAWAYS e
7 EXECUTIVE SUMMARY £ -~ 3 2
' = GIS

Compounding Cost

[ S—
FAIL FAST,

ACHIEVE SCALE. :
WIN WITH DATA-CENTRICITY SCALE FASTER.

PERSONALIZATION. OVER TOOLS. w Mgléll?)’:lMCEl:‘I}llcsAL

FOR SUCCESS.

& 4R mm B .

KEY VALUE: EMPOWER YOUR ORGANIZATION WITH KEY TOOLS & ACHIEVE SUCCESS




Questions?

#fbforum

FINANCIAL BRAND

| FORUM
e ”



Thank you!

LINCOLN PARKS

& lincoln@webmobilefusion.com
X @IinCOInparkS FINANCIAL BRAND
. (678)-820-4572






