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MarTech today is shifting its focus from execution of campaigns to experience and journey of the Customer, 

Example of MarTech powered Campaign Orchestration Engine

Customer Data 
AI models predicting 
Customer Propensity

Personalised Targeting
Offer / Ad on Facebook

Third party website
Searches about the 

product/ offer on Google

Rogers.com
Personalised Dynamic Ad 

Behind Sign-in
Email Offer

Personalised Landing 
Page

Customer sees offer and 
engages in Chat

Signs up for the Offer
Customer uses the TFN in 
the email and reaches Call 

Centre

Upsell App
Purchase is complete, 
engage customer with 

relevant content

Conversion
Data on customer 

interaction and result sent 
back to strengthen AI 

further

Data Driven, Customer centric approach that adjusts to individual customer needs in real time and across channels
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Automated Execution & Testing Real Time Data & DetectionCustomer & Market Data  AI  Driven Decisions Personalization

• Scale  journey orchestration for 
triggered comms in all channels

• Integrate event steaming for personal 
offer in RT on digital

• Present the right offer based on 
customer 360

• Arbitrate based on  MoT, AI models & 
Cx behaviour in Real time

• Capture time sensitive Moments of Truth 
(MoT) data in low latency 

• Provide online and offline moments for RT 
action & presentment

• Leverage  Customer behavioral data 
across RCI ( RSM, TSC, etc)

• Integrate 3rd party consumer data for 
insights & MoTs

• Dynamic content based on Cx MoT 
& preferences

• Tailor channel comm treatment 
based on preferred channel 

Structured Data 

Data Science
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Marketing Data Science Platform



Why

Where

When

Who

What

Churn

Models

Offer Optimization

Converged Churn Models

Product  Specific Models

Customer Segment Models

Carrier Prediction

Interbrand Models

Prepaid to Postpaid
0/0/2

2/0/3

Black Friday/Cyber Monday Churn

3/6/12 Months Churn Prediction

End of Promotion

Churn Triggers

Device Discount Prediction

Insight: Retention requires over 20+ models to provide full product support
Requirement: Data, model operations and campaign activation need to be standardized



Requirement: Bring data together from across the 
business

Ch
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Insight: Higher Churn for customers who did not activate Insight: Customers with multiple products are less likely 

to churn

Requirement: Collate billions of network data points 
daily



Requirement: Rescore customer base in real-time
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Insight: Customers that visit retail churn more oftenInsight: High risk calls are time sensitive churn trigger

Requirement: Use NLP/GenAI to analyze agent notes



Requirement: Monitor model performance
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Insight: Issues in input data cause intermittent 
model performance issues Insight: All models decay over time

Requirement: Monitor model inputs



Marketing Data Science Platform
Data 

Sources Ingestion & Processing Data Architecture Data Science & Monitoring Activation

Databases 
(Customer Data) 

Streams 
(Wireless Tower Data)

Files (Demographics)

Web services (OpenAI)

Near Real Time

Batch

Unity 
Catalog

Model Feature 
Store

Target 
Data Store

Model Output 
Store

Databricks
Notebooks

Data Drift

Model Validation
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