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BRING YOUR DATA TO LIFE

Create highly personalized
omnhnichannel user experiences
that engage and convert

Turn customer data into tailored marketing with a
premium, user-friendly personalization platform



Integrations designed to fit your tech stack

Raptor’s Personalization Platform
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Product & Content recommendations

Use behavioral data from every step of the customer journey to deliver
the most precise product or content recommendations to each
individual user.

Personalization for website will improve your online performance
metrics such as:

« Conversion Rate

« Average Order Value
* Revenue per Visit

« Time Spent on Site

« andmany others!

bexo
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Customer Data Platform

The CDP
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Single Customer View

Get to know your customers

= 8%
®=  ChurnRisk =1 ~ €51

Average Order Value

€362

Predicted Lifetime Value

3,19

Predicted Order 365 Days



Customer insights

Churned Potential Loyal
High
CLVv
Example..
Medium Q Give bonuses to highly valued customers. If
cLv a customer spends € 1000 in a year, they
- will receive 1096 of that amount as an
£ annual bonus -i.e. € 100"
Low i\
CLv
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Roadmap and feature sneak peek



Premium
Integrations

Raptor
Features

Maintenance

Centralized AUTH service (SSO)

Recommendations in DXP

Search Personalization

Al-suggested Conversions

Relation Data Schemas

Merchandising: Select audiences on CDP
account + Clone Campaign to sister acc.

Person Data Export API

Image proxy caching
Upgrade Triggers and Tracking to .net core

Upgrade to Typesense v. 30

Qualifio Campaign Datain CDP
Actito / Raptor Integrations Upgrade
Integrated CDP in DXP

Audience Builder Chatbot
Al-suggested Audiences

Al Profiling

Upgrade Calculated Attributes

Merchandising: Multiple Campaignsin same
module: Multi-campaign support

Remake Analytics & Insights

ID Alignment across Products

Migration to Vue.js 3

Upgrade Trigger Masters
|bexa Connect Activation
Harmonization of UX/UI

Localization of the Control Panel

Al Model: Engagement Scoring
Al Model: Product Affinities

Upgrade User Management / Permissions

Zero-searches fix

Support Multiple Typesense Versions
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Feature Sneak peek
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< Winter Jackets Reset
@ Kids segment Edit

Audience Builder Audience Insights Need more help? Read documentation

-

4
@ [} Disable statement ~ ~ Showless Audience preview
Q 1 Refresh to view updated numbers
Did v Buy orderlinew... « at least at most exactly ° within between All Time v
@ Total population Profiles in audience
29.262.977 17.956
CategoryPath v equalto v 231521 M no (kundeid) (0.29%)
4.322.496 12.370
+
coid (0.5%)
24.985.076 126.018
—m [] Disable statement A~ Show less email (0.51%)
2.370.796 12.198
Have v Reference | C v equal to v Kids
telefonnummer (0.53%)
+ Add filter 2.130.313 11.380
G m [ Disable statement A Show less G Export ¢ Save & Refresh
D Have v Predicted alive (%) v greater than v - 70 +



Current challenges:

Audience Builder

© Blank canvas
® Deep knowledge of data models, events, and fields
© Steep learning curve - limits adoption

® Low inspiration and limited discovery

bexo



[] Disable statement A Show less

) . 1 time L .
Did w Buy orderlinew... -~ at least at most exactly ® within between All Time v

FILTERS

CategoryPath - Websi

e

be ~ equal to - 231521 -

—m [] Disable statement ~  Show less

Have v Reference t’. v equal to v Kids
+ Add filter

—m [] Disable statement A Show less
Have v Predicted alive (%) v greater than - . 70 *
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Why a Audience Builder Chatbot

Start with natural language
Enables self-service for non-technical teams
Drives broader adoption and greater CDP value

Faster time-to-audience and higher user confidence

bexo
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®
@ $+ Audience Chatbot Reset

&
Need more help? Read documentation
‘ o Can you find me the persons who are most likely to buy a winter jacket for kids?
@
@
Audience preview

@ Refresh to view updated numbers
@

Total population Profiles in audience

29.262.977 0

no (kundeid) (0%)

4.322.496 0

coid (0%)

24.985.076 0

email (0%)

2.370.796 0

telefonnummer (0%)

2.130.313 0

C Save & Refresh

G

O What can | help you with? </



. ve & Refresh es
@ <+ Audience Chatbot -
a Need more help? Read documentation
‘ o Can you find me the persons who are most likely to buy a winter jacket for kids?
e
@ B | found the 17,956 persons who are most highly likely to buy a winter jacket inthe Kids Audience preview
@ Category Refresh to view updated numbers
= Historically purchased or viewed winter jackets e Lo 7 DT
£ Have previously bought product from the kids category or have kids (based on person data) 29.262.977 17.956
 High predicted alive score (inthe top 25%) s .
4.322.496 12.370
Do you want me to describe what characterize theaudience?
coid (0.5%)
24.985.076 126.018
email (0.51%)
2.370.796 12.198
telefonnummer (0.53%)
2.130.313 11.380
= Export C Save & Refresh
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@ <+ Audience Chatbot -
a Need help? Read d i
‘ o Can you find me the persons who are most likely to buy a winter jacket for kids?
@
@ B | found the 17,956 persons who are most highly likely to buy a winter jacket inthe Kids Audience preview
@ Category Refresh to view updated numbers
@ J—
= Historically purchased or viewed winter jackets Total population Profiles in audience
£ Have previously bought product from the kids category or have kids (based on person data) 29.262.977 17.956
 High predicted alive score (inthe top 25%) s .
4.322.496 12.370
Do you want me to describe what characterize theaudience?
coid (0.5%)
24.985.076 126.018
Yesplease.
email (0.51%)
2.370.796 12.198

Okay. This audience primarily consists of men aged 35-40 and women aged 28-45, with a — .
strong interest in lower-to mid-priced brands. They typically shop for family-related 2.130.313 11.380
products and show high responsiveness to value-driven promotions and seasonal offers.

They convert more often online than offline (70% online only), comparedto the rest of the = Bport ¢ Save&Refresh
customer base. Main channel for contact isrecommended to be Email & Instagram.

O <



How is it done?

Based on product information and user benaviour
Vectorized and mapped into a shared embedding space
LM model understands both semantic context and user intent

Customers, which behavior in the embedding space most closely
aligns with the products are selected

bexo



Audience Builder Chatbot

Outcome
£ Faster activation, fewer mistakes, and
audience creation accessible to everyone

bexo
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What is Qualifio?

interactive marketing campaigns

across all your digital channels

actionable data from your audience

profiles with zero-party data




Collect customer data continuously

X HKitchenAid

Win 1 Artisan K400 KitchenAid Blender

2 winnaars per week, van 19 juli tot 15 augustus 2021.

PROMOTIONS

200

1500 Points
Total: 1500

LAURA

™
LAUVUKA K\

1500/3000
Silver §

REWARD HISTORY TRANSACTION HISTORY




Now

Back-office and analytics
Text edition with Al assistance

Campaigns
Scratch card as available format for all customers

Campaigns
Shared prize-set across several campaigns

Compliance
Major accessibility release

Integrations
Qualifio SDK to deploy easily campaigns on native

apps

Portals
Receipt recognition deeper integration
with Hashting

Next

Back-office and analytics
Ul/UX harmonization

Campaigns
Product recommendations based on answers
(Quable)

Integrations
Emails via external tools (SMTP)

Compliance
Additional formats fully accessible

Integrations
SFTP Export from loyalty portals

Portals
Advanced customization of portals designs

Later

Campaigns
Higher peak capacity management (10x)

Back-office and analytics
Tactical Al features

Back-office and analytics
Organisation-level features

Integrations
Opening up APIs/QNTM integrations



Interaction-based product recommendation
¢ Quable & Raptor

Display personalised product

recommendations for participants at Discover your ideal NEURAE

the end of your campaigns. A e by
brfyrng the emotions

» Refine recommendations based on Mo Fer 1 you fskin .

participant answers

® Refine recommendation in rewards
programs based on profile

© Connect your campaigns to your
oroduct catalogue (PIM or e-
commerce): Quable, Shopify, etc.

bexo



Further improvements on our interaction-based

loyalty programs

J

Jan

Jan

Jan

J

J

J

Portal editor improvements for better
and easier customization

bexo

an 15, 2026

14, 2026

12,2026

10, 2026

an 9, 2026

an 8, 2026

an 5, 2026

Activity / Status

Cashbacks

Rewards incentivizing

APl Openness

Advanced limits on earn and
DUrn scenarios



Improvements on the campaigns

Simple copy

Campaign name Guitar Helix contest - EN (1)

Language French e

Form v

o Translate automatically the content in french

Share a common prize list

Share commeon participation limits
Enter the verification code sent

. to your phone at < Back
+32 497 57 86 39

3 4

- & N @

The Future of Artificial Intelligence

i Artificial Intelligence (Al) is rapidly transforming the world as we knaw it. From self-driving cars to personalized recommendations on
Prize From =T streaming platiorms, Al is becoming deeply integrated into our daily lives. However, as the technology advances, it raises important
questions about ethics, privacy, and the future of work

Using prizes in a campaign motivates people to participate

2 One of the most exciting developments in Al is the rise of generative models. These systems can create realistic images, compose music,
Add and manage the details of your prizes in this section,

and even wirite human-like text, This capabilities open up new possibilities for creativity and innovation.
Despite the challenges, the potential ===~ =& A1 == immnmnn =

- 4t === free up humans to focus on more
complex and creative endeavors. In 45 Al ASSISTANT x sarlier and with greater accuracy.

5

o #  Improve Writing ~ Fix Grammar
Apply a common prize list or calendar from another campaign 5 Make Shorter 0 Make Longer
T Professional 4 Casual
%, Translate.. [0 custom Prampt...

X Close > Skip this step

bexo



Benoit Delisse
VP Product Unit Actito
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Communication through ages

Yeah !l Thanks mister Gutenberg and school Home TV for each
[tsastart Now my reach is better The era of mass campaign

lbexo



Today

THE DAILY ATTENTION OVEROLOAD

A 10PM

Hyper connectea Overloaded
anywhere and anytime Small amount of time per topic

bexo



Actito helps marketeers to deliver theright
message, with theright personalization,
totheright person, attheright time,
through theright channel.

0eX0O



Why choose us?

@

/
A

=

Data base and No-code omnichannel 10 natively integrated
security orchestration powered by Al channels

@@

Ractito

@octito Every journey counts.Together.



A rich data model

Build for marketing Datamart Studio

o« Starmodel centered on Profile  owees |2 acmosmo

« Reasonable granularity, history \

- Rely on segmentation Bortme X

Accessible eveywhere in Actito D Aeewmien | &

- Targeting
 Personnalisation
e Scenarios

@ Pushcompoigns o
© Whatsapp campaigns (7

B Formsandpages 2

bexo

® ACTITO4Travel
fe=)

4931 profiles

Adresse e-mail ¥ ¢
e-Mail adidress
FavouriteAgency o380

3=
' = Agency

No description

@

S 2 & L B Kk
Boite aux lettres abe ADC
Adaress box
Code postal iz ABC
Address postol coge
Conselller Ro A0

No desenption
- A L + B |

sy % moa

4+ Createatoble &

v ’; Actito Customer Signals

No description

Date

IDCRM * @ abc ABC
10 Cortoct

Product ID & 122

Product ID

Ne description

g U0 & L B X

Productimage cotibtes

Intent signal id % 2

Brand e ARG
Morgue
ProductName ahc ABC



A seamless experience across all channels

App Push WhatsApp

L E
3

Messaging
Web Push

SMS @

Ads

Call center

OGeneraI _ eTarget - eMessage
data group

Create the message of the new e-mail campaign

# Editor Create new message i Personalizations @ Check links More =

ps

&

Native channels & expertise
« Email deliverability
+ SDKspecialists

Print
Email
o Check —— — e Sending
and test
o General e Targgt ——— o Message o Check o Sending
data Eroup and test
Check and test
Testing group test v
Test profile Intarget Language Spam Comment A/B Interaction Actions
& enlastName v French MNotexecuted £ A/B -
& testName testName ® French Notexecuted & B @
enen v English MNotexecuted o ®

iBé(Q




Orchestration

Journey builder
A/Btesting

Best sending moment
Engagement scores
External signals

Attributes Segmentations Subscriptions

Segmentation list

+ Add @ View | ¢ Update | @ Delete
Name Type Segments

h .
EngagementScore ‘v VeryGood, Good, Fair, Low, NotEr

bexo

Raptor Signals - pr. (CEEISITD
DATE FILTER
@ 30/12/2026 - 2000112026
@ Preview
B Summory
Activotion moment
@ 2900172026 1406
Finalization moment
Stop moment

Sending moment
optimization status
Disabled

{==tah,

£

Continue

WSend a push notfcation

Send the campaign Travel destingtion - peice drop

4 Customers Signals

For each creation
(Price drop)

Q

8956
(100.00%)

» Subscription 'App Push notification’ = Y

=

| (62.87%) |

3333 |
(37 21%)

Send

0

eman

5623
(62.87%)

s soon os the campokgn Travel destination - price

drop is opened and
cancel
after 48 hour(s)

Qsendanemoll 0‘0

the compaign Trgvel destingtion - price drog

Continue
05 500N 05 the compaign Emall Travel destination
- price drop émail i< opened and
cancel
ofter 48 hours)
L T ()



: FOCUS
Actito Roqdmup + Channel coverage

« Altoimprove productivity and decision-making
« Partners &integrations

____ Now NEXT L RuTRE

Al = Workflow Designer Assistant Al = Campaign Analyst Assistant Al - Prompt for Targeting

Channel - WhatsApp Transactional & AP Orchestration - Alert Center enhancements Al = Multi-Channel Content Adaptation

Orchestration - Check and Test,

Channel - In-App > Basic workflow Channel - In-App > Advanced features T

Channel - Flexible Email Templates for Advanced

Personalization Orchestration — Best channel

Channel = Flexible Email Templates

Data - Mobile Native Data Model > Tags Channel = New Push channel features Channel - RCS
Data - App Events Data - Custom Events > Web & Mobile Channel - Advanced Email Editor Customization
= Dashboard > Customization = Dashboard > Drafts shortcuts Data - Location-based Marketing

Data - Seamless Web & App behavior tracking

0 __..
Factito - Every journey counts.Together.
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Head of Proauct, Quable



PIM/DAM for omnicanal diffusion

Databases @&

Files :}
Videos @ Data
SOurces
Photos g

Suppliers e

bexo

== E-commerce / websites

..  Marketplaces
-
E] Mobile apps

et

Omnichannel @ Customercare
distribution -

ﬁ Points of sales

PIM & DAM

Enrichment

= Catalogs, brochures

B Distributors/resellers



Roadmap 2026

@
(-Al)

AAn
(] ]
A\ /4

bexo

NOW NEXT

* Bulk Al enrichment - LIVE * Al Orchestration
Al * Al asset tagging

* Rework Channels
UXx « Rework Downloads
* Rework Navigation

Channel * Live data update
* Quable < Ibexa premium integration * Ibexa app switcher * Join + Mapping export
Global * ERP update - Offer simplification

» Upgrade Symfony 7

* Quality score
Product « Improved completeness
* Improved variants



&2 Automation: Skyrocket productivity

NOW - Discovery

NEXT - Key Initiatives

0 Translation Automation ‘. Al-Powered Quality
* Translation project creation * Al project creation
 Bulk translation processing * Al bulk proof-reading
« Streamlined workflow management * Intelligent content validation

LATER - Future Enhancements

« Automatic link improvement - Intelligent relationship mapping

beay



&2 Automation: Skyrocket productivity

Q search products or assets...

Projects

Q search...

Project name

Summer 2024 Collection Launch

New Product Line - Spring 2025

bexo

Fall/Winter 2024 Apparel Transl..

Translation of 2024 Swimwear L...

View and manage your translation projects.

Statut

¥ In progress

& Completed

{ Published

{ Published

Source

1 1 French (FR)

1 ) French (FR)

1§ French (FR)

1 ) French (FR)

Target

= English (UK)

2= gnglish (US)

2 English (UK)

i Arabic (OM)

Products

23

45

il
Translator Progress
AC Alexandre Carlier 0%
g Thibault Duchemin O 100%
AC Alexandre Carlier O 100%
AC Alexandre Carlier O 100%

Summer 2024 Collection Launch

<
French - English

O\ Search product

Chanel 19 poudré - Parfum
Brisa Cubana - Parfum
o Show me love - Eau de toil...
C v Lady Million - Eau de toilet...

Yves Saint Laurent - Libre

l Dior - Sauvage

Chanel - Coco Mademais...

a Armani - Stronger with Yo...

Data locale
Frangais (FR) P @

+ New project

Deadline

Tommorow :

Mon. Aug. 23

Mon. Aug. 23

Mon. Aug. 23

23/23

= Chanel 19 poudré - Parfum
| SKU_543743434332

Nom

Description

Note de téte

Note de coeur

Note de fond

O 0 0 0 0 o0 o o

Conseils d'utilisation

French

Chanel 19 poudré - Parfum

L'interprétation poudrée et soyeuse de la composition
originelle de N°19. Un fleuri-poudré-vert ol les notes

poudrées de I'iris rencontrent la douceur des muscs blancs.

fleuri-boisé-vert

galbanum

iris pallida

L'eau de parfum en vaporisateur pour un geste ample et

Status Completed ~ { Synchronize

+. Translate with Deepl < >
English
Chanel 19 poudré - Perfume
Paragraph v B I U 5 @ =v o

A silky, powdery interpretation of the original N°19
composition. A powdery-green floral where the powdery
notes of iris meet the softness of white musk.

flowery-woody-green
galbanum
iris pallida

Eau de Parfum spray for a full, supple scent on skin or clothes.



Automation outcome

Up to 90% daily recurring tasks automated

Turning arepository to a smart publication tool

bexo



= DAM: Expand its reach

NOW - Discovery

‘ Global Enhancement

Comprehensive improvements to DAM features, performance, and user experience across all
modules.

NEXT - Strategic Evolution

—— Create a standalone DAM offer inside Quable

* Independent deployment and scaling
» Dedicated optimization and enhancement plans

» Native and flexible integration capabilities

o)’




All assets

All assets

Frangais (FR)

DAM: Expand its reach

P g

+ Ajouter un média v

1y Filter 08 88 =

CLASSIFICATION

", Lastadded

v @ Marque
>
» [l Logos JPG ( &
» @ Charte graphique ; ‘;t “
o -
~ [ Produits N ‘ &
. %, ® s
~ [ Prét a porter \ '
(”l-
~ [ Collections ¢
» B Enfants
» B Adulte =a
» [ Categories <o\ Barbotteuse_col informations

» @B Campagnes B é - Nom

E+3

e

» & i .
BB Réseau sociaux Variations

Barbotteuse_col_matelos Publicité_nouvelle_collection_2025

» BB Presse et RP
Thumbnail

i 3 photo_

Foss

» [ Corporate
rait_video.jpec

» BB Archives

Historique Description

Barbotteuse _col Bienvenue a bord de la chaine officielle de Petit Bateau !

© A
Méta-données
Depuis 130 ans, on milite pour une mode qui traverse le
=5 temps. Chez Petit Bateau, ce sont les enfants qui nous
Commentaires inspirent. Alors on crée, on innove, on invente, tout le

temps. pour faire des vétements pour toute la famille.

Canaux prévus

Barbotteuse_col_matelos WEBP

Segments

Collection

Réglement _retour sondem PDF

024

Barbotteuse

e<Q0

—



DAM evolution outcome

Move from 40% — ~80-90% Gartner mandatory coverage

Integrates natively with 1bexa ecosystem

INncrease market reach

bexo



your time!
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