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Technological Evolution:
The Segmentation Boom

e Remember how email, ESPs, CDPs, and digital data made list
segmentation easier and “smarter.”’

e Targeting abandoned carts, geographic offers, or
interest-based segments became the status quo for digital
marketing.
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Legacy Trigger Logic:
How Rule-Based
Messaging Worked

e Static rules (“send email after 3 hours if cart is abandoned,
2+ products viewed, or “no purchase”)

e Examples: Cart Abandonment, Product Abandonment,
Browse Triggers, Category Abandonment, Back in Stock,
Price Drop, Low Inventory

e Granular but still segment-based—everyone in a segment got
identical journey and creative
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Real-World
Segmentation Logic:
Visual Example

e Diagram/timeline:
o Send Cart Drip 1 at 3h
o SendDrip2at27h
o SendDrip 3 at76h
o Manual orchestration, manual testing, fixed eligibility
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Real-World
Segmentation Logic:
Visual Example

e Problem: Marketer creates rules, but these can’t react to live
shopper behavior or learn in real time
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The Shortcomings of
Traditional
Segmentation

e One-size-fits-many approach creates friction, wasted effort,
and limited ROI

e Static journeys can’t keep up with shopper preferences,
timing, or channel usage
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The Shortcomings of
Traditional
Segmentation

e Problem: Resource-intensive, slow to iterate, capped scale
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The Industry Shift:Rise
of Al & the Demand for
Personalization

e Today’s buyers expect 1:1 relevance—segments feel stale,
promotions generic

e Marketers want adaptive, learning-based automation that
eliminates tedious, repetitive build-outs

e Quest for true marketing automation and decisioning for
optimal conversions

Wunderkind
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The Wunderkind
Breakthrough: AMP &
Al Decisioning

Shift to Autonomous Marketing Platform (AMP)
Real-time identity recognition (de-anonymizing 3-6x more
site visitors)

e Al-driven decisioning: platform chooses who, what, when,
how, where—no more manual rules or segments needed

e Adaptive orchestration: timing, channel, prioritization,
content, and offer, all optimized live

Wunderkind
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" From Classic Playbooks
to Al Experiences

Trigger Type

Cart/Product/Category
Abandonment

Price Drop

Back in Stock, OOS,
Post-Purchase

Wunderkind

Legacy (Classic)

Static timing, fixed
channel, segment sends
(e.g., anyone who
abandons gets the same

drip)

Only to people who
viewed/clicked

Manual eligibility and
recency rules

AMP/AI (Al Experiences)

Dynamic send time & channel,

individualized message and
cadence per shopper

Expanded with Al affinity

modeling—reach those likely
interested, even if never viewed ‘

directly

Al recommends relevant
alternatives, next-best produ
personalized timing/channel

L
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Deep Dive:
Al Abandonment

e Al learns timing/channel per shopper (real behavior: open,
click, preference)
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Deep Dive:
Al Abandonment

e Al learns timing/channel per shopper (real behavior: open,
click, preference)

e Inbeta, 15%+ conversion lifts, 30% unsubscribe rate
reduction compared to rule-based journeys
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Deep Dive: Al Catalog &
Afhnity Expansion
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Deep Dive: Al Catalog &
Afhnity Expansion

e Al Catalog uses product affinity modeling—not just “browsed
X,” but behavioral lookalikes—expanding reach by up to
+59% and revenue lifts of up to 12% over classic approach
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Deep Dive: Al Catalog &
Afhnity Expansion

e Al Catalog uses product affinity modeling—not just “browsed
X,” but behavioral lookalikes—expanding reach by up to
+59% and revenue lifts of up to 12% over classic approach

e Qualifies more high-intent users, automates manual
segmentation entirely
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e Out-of-Stock: Al recommends similar in-stock items; 15-25%
of out-of-stock abandoners converted to purchasers in early
results
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15-35%, grow LTV 20-40%, boost post-purchase engagement
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Al Experiences for the
Full Funnel

e Out-of-Stock: Al recommends similar in-stock items; 15-25%
of out-of-stock abandoners converted to purchasers in early
results

e Post-Purchase: Next-best recommendations increase AOV
15-35%, grow LTV 20-40%, boost post-purchase engagement
up to 45%

e All channels: Al selects whether to send via email/SMS per
user, per campaign
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The Data/Al Under the
Hood
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The Data/Al Under the
Hood

e Multi-signal scoring: open/click history, recency, device,
product/brand affinity, purchase propensity—all inputs
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The Data/Al Under the
Hood

e Multi-signal scoring: open/click history, recency, device,
product/brand affinity, purchase propensity—all inputs
e Models:
o Send-time optimization
o Channel optimization
o Purchase intent and product affinity
e No more segment set-up: true 1:1 messaging delivered at
scale
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Real-World Results:

Business Outcomes &
Impact

e Al Abandonment: 15-30% conversion rate lifts, 30%
reduction in unsubscribes

e Al Catalog: 35%-59% increase in unique email reach, 12-40%
revenue lift

e Al Experiences now outperform or match classic journeys,
proving impact at scale
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Inspiration/Call to
Action: The Future of
Autonomous Marketing

e Al means never building a segment again; every send is
bespoke, for every customer, every time

e Remove the guesswork, unshackle marketers to focus on
strategy and creative

e AMP is the gateway to marketing’s next era: efficiency,
agility, and ROI at an unprecedented level

Wunderkind

49



50

Go Beyond Segmentation
With Your ESP or CRM!
Practical Steps TODAY

e Optimize trigger logic
o Move from simple segments (e.g., "cart abandoners in
Chicago") to event-driven messaging like cart, product,
or category abandonment. Use available triggers
creatively: segment by user actions, not just
demographics.

Wunderkind
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Go Beyond Segmentation
With Your ESP or CRM!
Practical Steps TODAY

e Leverage behavioral data
o Combine on-site actions (views, carts, purchases),
recency/frequency of engagement, and cross-channel
behavior in your ESP/CRM to refine targeting and create
more relevant message journeys.

Wunderkind
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Go Beyond Segmentation
With Your ESP or CRM!
Practical Steps TODAY

e Personalize copy and offers dynamically
o Use dynamic content blocks in emails/SMS: insert last
viewed products, personalized discounts, or
recommendations based on prior activity instead of
static, “segment-based” creative.

Wunderkind
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Go Beyond Segmentation
With Your ESP or CRM!
Practical Steps TODAY

e Experiment with send-time and channel optimization
o Test and learn: adjust send times, mix SMS/email, and
iterate based on open/click rates for different cohorts.
Begin adopting a culture of continuous improvement
(“test, learn, scale”) to mimic Al-driven optimization.

Wunderkind
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Go Beyond Segmentation
With Your ESP or CRM!
Practical Steps TODAY

e Don’t wait for tomorrow’s tech—today’s tools let you
personalize for individuals, not segments.
e Challenge yourself:
o Swap one batch segment for a dynamic trigger and
watch engagement rise!
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" Dive In:

Dynamic Experiences
Guide
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