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Getting started with Pega Customer 

Decision Hub Foundation 

Description 
Before you begin learning, familiarize yourself with Pega Academy. Learn about the 

structure of the learning content, explore the content of the Pega Customer Decision Hub 

Foundation Mission, and learn how to access challenges in Pega Academy. 

Learning objectives 
After completing this module, you should be able to: 

• Explore what topics the mission covers. 

• Learn how to use the exercise system in Pega Academy. 

• Use Self-study Buddy to learn about Pega Infinity™. 
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Key features of Pega Customer Decision 

Hub 

Transcript 
 

Andrzej – Hi everyone. I am very excited to host this little chat and find out what exactly 

does the Pega Customer Decision Hub Foundation mission cover. My name is Andrzej 

Panfil, I am a senior curriculum developer at Pega, currently focusing on Pega NLP and 

Process AI. I was very curious what you will be learning during this training session as 

participant; so, I was thinking how to best find out, other than talking directly to the man 

himself who was teaching the same content at Pega World! So let me introduce you to Miki 

Muzsi, who has been with Pega for more than 20 years, currently being the curriculum 

owner for Pega Customer Decision Hub and Data Scientist. Welcome Miki!  

Miki – Hi Andrzej, thanks so much for having me. I am very happy to answer any questions 

you may have.  

Andrzej – That’s great, so let’s start with a simple one: who is the target audience, who do 

you think should take this training course?  

Miki – Well, so, since this training is meant to cover the Essentials of Pega Customer 

Decision Hub, I think that a variety of people could benefit from it. So, if you are a business 

leader, technology professional, a member of the marketing operations team, or even a 

Data Scientist – somebody who is looking to transform your decision-making processes and 

focus on driving better customer experiences, then I believe that this training is for you.  

Andrzej – I see, so, that is indeed a wide group… And what if I already have some 

experience using Customer Decision Hub? Would you still recommend it?   

Miki – Well, it really depends which version you have used. The other day, I was chatting to 

a former instructor, who used to teach Customer Decision Hub few years ago, and he was 

literally blown away when I’ve explained him the latest product features. So, during this 

training, you will obviously experience the latest released software, and we will cover things 

like Next-Best-Action Designer…[interrupted] 

Andrzej – Ok wait, wait, before we dive into product features, can you maybe just explain in 

simple terms what this Customer Decision Hub is all about, so that participants can have an 

idea what do they sign up for?  

Miki – Yeah, you are right, I tend to jump quickly into features since I am really excited 

about them. So very simply put, Pega Customer Decision Hub is revolutionizing marketing. 
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In a traditional approach, marketers search for potential customers from a database based 

on target demographics, geographies, financial means to make a purchase a product, and 

then they would identify a so-called customer segment, which is a subset of the total 

population, and then they target all these customers from the segment, across all channels, 

by sending them ONE specific offer. And the problem with this approach is that, only a low 

percentage of customers respond. So, while marketers may hit their short-term goal, in the 

long term, this approach will affect the relationship with customers.   

Andrzej – Ok, so what you are saying is that the traditional mass-marketing techniques that 

use segments, batches, and campaigns are not working anymore as they have become 

outdated and inefficient, right? So, what is the solution then?   

Miki – Yes, that’s exactly what I am saying. So, nowadays, the market has centered around 

real-time technologies and one-to-one customer interactions. At Pega, we call this 

capability, “1-to-1 Customer Engagement”, which enables companies to transition their 

marketing away from traditional one-to-many campaign-driven approach. And this is where 

Customer Decision Hub comes in the picture because the Customer Decision Hub forms 

the core of the customer engagement platform.   

And what you will learn during this training is how the Customer Decision Hub combines 

analytics, AI, business rules, customer data, and data collected during each customer 

interaction to make intelligent decisions; decisions which we call next best actions.   

Andrzej – Wow, next best actions, that’s some interesting stuff! Is there a way to get our 

hands on it and practice what we have learned?  

Miki – Of course! During the training, you will do some hands-on challenges, and 

experience how these next best actions are delivered across multiple channels. You will see 

2 use cases: how next best actions are presented in the contact center, and on a digital 

channel, on the web.   

Andrzej – Ok clear, now, so very simply put, the Customer Decision Hub is really a 

centralized brain used by every channel to deliver next best actions to the customer, right?  

Miki – Yes that’s right.   

Andrzej – Ok, so you mentioned also analytics and AI. Will you go into more details on this 

during the course?   

Miki – Yes, absolutely. However, before we talk about AI, you will first learn about the Next-

Best-Action Designer in the Customer Decision Hub portal. So, you learn how NBA Designer 

is used to create a set of actions, which will eventually be delivered as next best actions, and 

the set of engagement policies which are a set of business rules and practices that the 
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organization uses to determine which customers qualify for which actions. Once we cover 

engagement policies, we’ll talk about AI and Arbitration.   

Andrzej – Ok, ok, AI and Arbitration, that sounds pretty interesting. Could you maybe 

explain more about how AI and Arbitration are correlated?  

Miki – Yeah sure! So, arbitration is all about applying a relatively simple formula, to arrive at 

a priority calculation. And the action presented to the customer is the one with the highest 

priority. But one of the most relevant factors from the arbitration formula is the Propensity, 

which is calculated by AI. So, at Pega, we use AI not for self-driving cars or for generating a 

nice poem…  but we use AI to determine this Propensity, which is the likelihood of positive 

behavior, such as the likelihood of a customer accepting an offer or the likelihood of a 

customer clicking on a banner. For a new action, this propensity starts at 0.5 and as the 

system learns about customer behavior it continuously changes and adapts in real-time, 

without any involvement from a marketer or a data scientist.   

Andrzej – It sounds like there is a lot going on in the back end. Is there a way to see how 

these values are calculated so that we have a full transparency of this process?  

Miki – Absolutely. And this brings us to another feature you will learn about, the Customer 

Profile Viewer, which was recently introduced in the product. Among many other things, 

Customer Profile Viewer allows you to simulate a decision for a customer and get insights 

into how the decision was made. Specifically, you are able to inspect the Propensity details, 

and understand which are the predictors that increase the propensity, and which are the 

predictors that decrease the propensity of a given action.  

Andrzej – Oh wow! It feels like a lot of details and a lots of new product features will be 

covered. So, you mentioned Next Best Action Designer, Customer Profile Viewer, you told 

us how to explain the influence of AI and so on. But let me ask you this: What is your 

favorite product feature, or what would you call as ‘the coolest feature’ which we will learn 

during this training?  

Miki – Well, in my opinion, there are a lot of nice features in the product, but one of the 

most exciting one, recently introduced in the latest product version is Impact Analyzer. This 

is really, really an exciting new feature and it’s great to see it in the product.   

Andrzej – All right, Impact Analyzer, what a cool name! Now you made me very curious. 

What does this Impact Analyzer do?  

Miki – Well, it basically gives no excuses to marketers, or, to the next-best-action operations 

team to say that they don’t understand the value Customer Decision Hub brings.   

Andrzej – And why is that?!  
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Miki – Well, that’s because, Impact Analyzer allows you to monitor the overall health of your 

next-best-action system, and directly see how effective it is. It basically allows you to assess 

if your AI delivers you lift or not; in other words, it allows you to immediately see how much 

better off you are, using next-best-action and the AI models. And if you notice some issues 

in the lift charts, it helps you identify the root cause of them… as it makes clear suggestions 

where to look for improvements… And much related to this, are the usage of simulation 

tools like Scenario Planner which allows you to test alternative strategies or alternative 

configurations and see which one is best for your business. Or Value Finder simulations, 

which allows you to identify underserved customers, and then suggests actions for 

improvement – like adjusting engagement policies or creating new actions. But there is 

really so much more cool stuff I could talk about…  

Andrzej – Alright, alright! I can see that. That’s great. So, let’s summarize all this. To 

conclude, I will learn what next best action is all about. I will also learn about Next Best 

Action Designer, Customer Profile Viewer and then about AI driven propensity and action 

arbitration, correct?   

Miki – Yes! 

Andrzej – And finally, I will see how Impact Analyzer (which is your favorite feature) and 

other simulation tools work, to ensure a healthy next-best-action system, right?  

Miki – Spot on, absolutely right … and actually much more! So, if you are as excited as I am 

about all these product features, go ahead and get your Customer Decision Hub 

Foundation badge today! 

Andrzej – Alright, thank you so much for joining me today, Miki. And to those of you 

watching, if you want to see more episodes of tech talk, go to the video library on Pega 

community and once again thank you for joining us today! 
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Using the exercise system in Pega 

Academy 

Introduction 
In Pega Academy, the learning content follows a structured approach that is organized into 

Missions, which are collections of Modules, Topics, and Challenges, culminating in 

Mission tests, and (optionally) a Mission exercise directed to a learning goal.  

 

Missions are designed to provide the knowledge and skills necessary to close a capability 

gap, or to prepare learners for a certification exam.  
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Modules consist of a cluster of topics that are aligned with learning objectives, while topics, 

nested within modules, provide detailed, focused information that typically addresses 

specific purposes. 

 

Challenges serve as exercises in which learners apply technical concepts learned from 

modules within a cloud-based Pega Infinity environment.  
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Each challenge includes an exercise system, which is a hands-on learning environment in 

which students practice and implement their knowledge. The environment enables users to 

interact with an example Pega application, complete exercises, and gain practical 

experience. The exercise system is pre-configured with specific scenarios and tasks that 

align with the learning objectives of the mission. You access the exercise system through 

your Pega Academy account and follow the instructions provided in the course materials to 

complete the challenges.  

Access the exercise system from within each challenge by clicking Initialize Pega 

instance for this challenge.  

 

The system is user-specific, and results are not visible to other students. Upon initial access, 

the goal is to complete the challenge as soon as possible. If you stop using the system, it 
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will automatically suspend for a few hours. During this time, you can refresh the system 

and keep working on the challenge.  

 

However, after those few hours, the system is terminated. After termination, you can 

provision a fresh instance and start the challenge from the beginning.  

When you access the exercise system, you can launch Pega InfinityTM from its landing page, 

to access the Customer Decision Hub portal.  

Additionally, in the upper-left corner of the exercise system landing page, you can find the 

Application Switcher pane.  

You use this pane to switch between various applications. Some of these applications are:  

• U+ Bank website, which is a sample application using Customer Decision Hub, where 

users can log in and see personalized offers. 
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• Web Email, which provides access to the customer's email inbox for checking 

incoming messages. 

• Self-Study Buddy, an intelligent assistant specifically designed to assist Pega 

students in answering technical questions about Pegasystems' Pega Infinity software 

suite. 

 
• PG Admin, which provides an interface to help users manage and work with their 

databases, run queries, and organize data. In the right-upper corner of the PG 
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Admin landing page, youclick the Password icon to log in to each application.  
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One-to-one customer engagement 

Description 
Familiarize yourself with the one-to-one customer engagement paradigm. Learn about the 

business problems Pega Customer Decision Hub™ can solve and discover how Pega's omni-

channel AI delivers the right action during every customer interaction. 

Learning objectives 

• Explain the basics of the Next-Best-Action approach 

• Describe the purpose of Next-Best-Action Designer and its user interface 
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Next-Best-Action paradigm 

Introduction 
The value of big data and analytics is fully realized when every customer conversation 

delivers exactly the right message, the right offer, or the right level of service to provide a 

great experience while maximizing the customer’s value to the organization. With Pega 

Next-Best-Action, business experts develop decision strategies that combine predictive and 

adaptive analytics with traditional business rules to maximize this value. 

Transcript 

This is your customer. You want him to buy your products, use your services and have a 

great experience. And your competitors want the same thing.  To compete, you have to take 

the right action at every customer touch, ensuring that each conversation delivers exactly 

the right message, offer and level of service. You want to provide a great experience, while 

maximizing the customer’s value to your organization. 

  

 

Artificial Intelligence, or AI, can help—if you can get past the hype. Pega has been using AI 

to create real business value for years, driving real-time decisions that deliver awesome 

engagement on any channel and improving experiences for over 1.5 billion customers 

across the globe. 
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Pega’s omni-channel AI delivers the right action at every customer touch by crunching 

millions of data points in real-time. Make an offer, initiate a retention plan, predict a 

problem before it happens. Every decision generates the next-best-action for your 

customer, and your business. 
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Pega’s AI is built for business people, not scientists or developers. They design 

visual decision strategies that combine predictive analytics, algorithms developed through 

mining large sets of data, adaptive analytics, machine-learning algorithms that improve with 

each interaction, and traditional business rules that allow users to prioritize and arbitrate 

between decisions. 

 

Pega uses the strategy to look across all the potential actions you may take with a 

customer, make an offer, initiate a retention plan, open a service case, place an ad, and 

ensure exactly the right action is taken at every interaction and it works across all channels 

to provide a consistent experience in a store, on the phone, on the web, mobile, with the 

chat bot, or just some crazy tech that hasn’t even been invented yet.    
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And Pega connects to streams like mobile locations or network events to detect patterns 

and drive the Next Best Action proactively. And strategies are completely contextual. Any 

change in the customer’s context — a click, a reply, a location change, a Tweet — will trigger 

the Next Best Action. So, you can really listen to your customers and act accordingly. 
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Pega’s real-time, omni-channel AI puts the power in your hands, so you can optimize every 

customer interaction for experience, and value. 

 
 

  



 

21 

1:1 Customer Engagement paradigm 

The optimal outcome of every customer interaction is to provide a great experience while 

maximizing the value of the customer to the company. To achieve this outcome, you must 

perform the right action in the right channel at the right moment for each customer. In 

Pega Customer Decision Hub™, this feature is known as One-to-one Customer Engagement. 

Transcript 

The optimal outcome of every customer interaction is to provide a great experience while 

maximizing the value of the customer to the company. 

In a traditional approach marketers search for potential customers from a database based 

on target demographics, geographies, or financial means to make a purchase. Then, 

marketers target this customer segment across all channels, and all these customers 

receive offers for a specific product. 

The problem with this approach is that only a low percentage of customers respond or 

make a purchase. Marketers might hit their short-term goal, but in the long term, this 

approach affects the relationship with customers.  

As a result, the traditional marketing approach fails because of a lack of relevance, context, 

timing, and empathy.  
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Customers are more empowered than ever before. As a result, they have very high 

expectations for the experiences they receive from their service providers. Their 

experiences must make sense within the context of their lives and this means they must be 

meaningful, consistent, and personalized across every channel with which they interact. 

In business, the optimal outcome of every customer interaction is to provide a great 

experience while maximizing the customer’s value to the company. To achieve this, you 

must perform the right action in the right channel at the right moment for each customer. 

 

Traditional mass-marketing techniques that use segments, batches, and campaigns do not 

move the needle anymore; they are antiquated and unsustainable. The market has 

recentered around real-time technologies and one-to-one customer interactions.  
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The Pega approach to these interactions is through One-to-one Customer Engagement. 

Through One-to-one Customer Engagement, companies can transition their marketing 

away from a traditional one-to-many campaign-driven approach. A one-to-one approach 

allows companies to have consistent, contextual, and relevant conversations with individual 

customers across any channel or touch point. 
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The key to achieving One-to-one Customer Engagement is one centralized brain. 

In other words, one piece of intelligence acts as a single decision authority across your 

application ecosystem. 

Each channel or system profits from this single source of customer intelligence and can use 

it to gain insights or perform relevant actions. 

 

In Pega Customer Decision Hub, this centralized brain is the core feature that uses AI to 

enable One-to-one Customer Engagement. 

In Pega Infinity, Pega Customer Decision Hub forms the core of the customer engagement 

platform, which sits at the center of existing systems and channels in an enterprise. 

The “brain” collects data from every customer engagement across the enterprise to create 

predictions and decisions about every interaction in every channel. 

Pega Customer Decision Hub can directly integrate with third-party content management 

platforms such as Adobe Experience Manager and use the content that you develop in 

these platforms for personalized customer engagement. 

Continuous learning and decision-making are the foundation of a One-to-one Customer 

Engagement solution. 
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Customer Decision Hub combines analytics, business rules, customer data, and data 

collected during each customer interaction to create a set of actionable insights that it uses 

to make intelligent decisions. These decisions are known as the next best actions. 

 

Every next best action weighs customer needs against business needs to optimize decisions 

based on priorities set by the business manager. 
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In the milliseconds before interacting with a customer, Customer Decision Hub combines 

thousands of business rules and predictive and adaptive models that determine customer 

needs and interests to ensure the next best action is relevant by keeping it personal, timely, 

contextual, and empathetic.  

Customer Decision Hub identifies the best moments to make a sale, provide a service, 

make a retention offer, inform about an offer, or do nothing at all (for example, if no offer is 

relevant enough to warrant the customer’s attention). The system distributes next-best-

action decisions in real time to your channels, such as the web, mobile, and contact center. 

Pega Customer Decision Hub can also distribute next best actions to real-time paid 

channels such as Google, YouTube, Facebook, LinkedIn, and Instagram. Pega Customer 

Decision Hub also integrates with non-real-time outbound channels such as data 

management platforms (DMPs) and email.  

After the system distributes the next best actions and the “brain” receives customer 

responses, the process begins again. Customer Decision Hub distributes new next best 

actions in milliseconds. It captures every customer interaction in every channel to ensure 

consistency and an optimized customer experience across channels.  

 

For example, consider a customer, Miranda. With the centralized brain in place, instead of 

looking only at sales offers, the system begins with a list of all potential actions, such as 

service, retention, nurture, or a hardship message, everything that you can do for this 

customer now.  
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Although AI drives the next best actions, AI does not run rampant; it experiments on every 

person with every topic. Customer Decision Hub still allows marketers to maintain control 

and establish the criteria that AI must meet to consider beginning one of these 

conversations.  

For example, you establish eligibility rules that state the business cannot sell a card to 

someone under the age of 18. 

Then there are applicability rules to define if the action is appropriate at a given time. If 

Miranda already owns a competing or more valuable product, the business does not offer 

this product to her even though she is eligible. 

Suitability rules determine whether an action is in the best interest of a customer. For 

example, Miranda might be eligible for a card, and her current card does not offer as high 

of a cash-back offer. But because Miranda cannot make her monthly payments and might 

end up in collections, the business does not offer the card to her even though it can.  

So, if a customer fails to meet the conditions that you establish for an action, the AI does 

not consider that action. 

 

 

Once the system narrows down the list, AI takes over. AI first determines how likely each 

action is desirable to the customer. Next, it determines the value each option generates for 

the business. What is the impact if the customer reads the content or accepts an offer? 

Does it give you more revenue or reduce your costs? 
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You can add levers to make adjustments based on the current business situation. For 

example, the business can decide to nudge an offer if it needs to meet its financial goals or 

ramp down an offer if it runs low on inventory.  

For Miranda, the action that the system selects as the next best action is the one with the 

highest P*V*L value.  

 

 

 

In summary, Customer Decision Hub is the always-on brain that acts as a single, centralized 

decision authority. 

It uses data about the customer, including past interactions, as input. 

It uses advanced AI techniques to make predictions. 

Decision strategies (which combine traditional business rules with predictive, adaptive, and 

text analytics) deliver consistent and personalized next best actions across all channels. 
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You have reached the end of this video. 

  

               
 eal time next best actions

          
       
        

           
        

Information Insight Action

               
       

             
            

              
           

           
           

              
        

             
          

            
           

        
              

               
            



 

30 

Pega Customer Decision Hub overview 
Pega Customer Decision Hub™ optimizes customer lifetime value by providing an " always-

on brain" for your business. With Customer Decision Hub, you can unify your data, 

analytics, and channels into a single, connected experience so that you can predict 

customer needs in real-time. You then deliver hyper-personalized next best actions that 

drive long-term loyalty across channels and at scale. 

Transcript  
Most marketing stacks use a combination of channel-based decisioning solutions, that do 

not work out-of-the-box together and cannot keep pace with today's customers. The design 

of these marketing stacks intends to push products rather than solve problems. Building 

real relationships with today's customers means engaging them one-to-one, anticipating 

their needs, and delivering relevant experiences across channels.    

Pega Customer Decision Hub is the central decision engine of your marketing stack, 

constantly analyzing the context of the customer and recommending the most relevant, 

next best action to take, all in real time. Here is how it works.  

 

You first identify the outcomes that you want to achieve, such as increasing sales, reducing 

churn, or preventing service issues. These outcomes are called business issues. A business 

issue is the purpose behind the actions that you offer to customers. The business issues 

contain business groups to organize actions into categories.  



 

31 

 

Next, you create actions, such as upsell or cross-sell offers, retention bundles, and nurture 

messages that Customer Decision Hub uses to engage your customers. You create 

treatments, variations of these actions, to tailor that engagement to multiple channels. Each 

action and treatment automatically receive a predictive model, so our AI can determine 

exactly what each customer needs.  
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With Customer Decision Hub, the next-best-action customer journey takes a 

transformational approach by using real-time AI to prioritize across all potential journeys 

and actions to deliver more relevant customer experiences.  

Customer Decision Hub helps marketers leverage thousands of pieces of historical data and 

identify the actions and journeys that lead to positive engagement. Because Customer 

Decision Hub takes advantage of real-time machine learning, all the predictions are up to 

date, which ensures that customers receive personalized offers at each stage.  

You define a journey once across all business objectives, channels, and lines of business. 

Then, you add the different stages and assign the corresponding actions to each one. As 

customers move through their journeys, the AI learns continuously and automatically to 

identify which actions work best at each stage and pivots between selling, serving, and 

retaining in real time as the needs of customers change.  

Then, you define specific channel and action limits and limit overexposure to a specific 

action or group of actions. With outbound and inbound action limits, you restrict the 

number of actions that the system presents to customers in a given period of time. 

 

Next, you set rules of engagement so that Customer Decision Hub knows what customers 

are eligible for, when certain actions make sense, and what to prioritize in different 

situations. Engagement policies are a set of business rules and practices that the 

organization uses to determine which customers qualify for which next best actions. These 
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policies allow you to specify the conditions under which an action or group of actions a 

customer is eligible for.  

 

You balance customer relevance with business priorities by using arbitration. Arbitration is 

how Customer Decision Hub prioritizes the remaining list of eligible, applicable, and 

suitable actions from each group. On the Arbitration tab of Next-Best-Action Designer, you 

can define the AI controls that the system uses to rank the next best action for each 

customer. 
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Finally, you activate your next best actions in the intended delivery channels, which creates 

a "brain" that powers your entire engagement program.  

As you use the Next-Best-Action Designer user interface to define strategy criteria, the 

system uses these criteria to create the next-best-action strategy framework. This 

framework leverages best practices to generate next-best-action decision strategies at the 

enterprise level. These decision strategies are a combination of the business rules and AI 

models that form the core of Customer Decision Hub, which determines the personalized 

set of next best actions for each customer. There are several extension points in the 

framework. An extension point is an empty rule or activity that is intended to be overridden 

to meet the specific needs of the application.  

In most cases, you do not need to configure the strategy directly. However, Customer 

Decision Hub includes extension points if you need to add your own business logic to the 

framework.  

 

With Customer Decision Hub, you also have all the tools you need to test the AI, simulate 

different strategies, and find the right mix to optimize performance across your key 

performance indicators (KPIs). With Scenario Planner, you can compare different 

configurations, to see which one best impacts your business. With Value Finder, you can 

also identify underserved customers through simulation tests that allow you to investigate 

how an introduction of a new engagement policy might affect actions that are offered 

across a segment of customers. 
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Pega Customer Decision Hub is designed to address the needs of your customers. To fulfill 

this objective, the application is specifically configured to align with business requirements. 

You can access a summary of your application's configuration through the Application 

Overview. This landing page provides crucial details about enabled modules, 

environments, Rulesets, and metrics, and offers insights into the health of your next best 

action, suggesting areas for further review. 

The information from the Application Overview helps you understand how the 

application is currently configured and how it performs against the current configuration. 

For example, it showcases the number of active issues, groups, and actions within the 
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system, as well as provides information on treatments and the performance of actions. 

Additionally, it highlights areas that can benefit from improvement.  

 

Each time a customer engages with an offer, the channel calls Customer Decision Hub for a 

new next best action. Because Customer Decision Hub updates itself every time you receive 

a new piece of data, you constantly trigger new offers and messages as you learn more 

about each customer.  

So, whether customers browse the web, read an email or mobile message, talk with a CSR, 

or see a digital ad, that experience is all about them every time. Pega Customer Decision 

Hub helps you embrace empathy at scale across your entire enterprise, helps customers 

get what they need, and helps you generate hundreds of millions in incremental value 

every year.  
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Creating a Customer Engagement 

Blueprint with AI 

Description 
In this series of topics, you use the Customer Engagement Blueprint™ tool to design a 

comprehensive engagement strategy aimed at increasing product adoption among existing 

customers. 

Learning Objectives 
After completing this module, you should be able to: 

• Understand Customer Engagement Blueprint™.  

• Define engagement context for a strategy.  

• Analyze AI-generated personas.  

• Interpret customer segments for personalization.  

• Understand how configuration shapes engagement strategy. 

 

•  
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Pega Customer Engagement Blueprint 

introduction 

Introduction 
Explore how you can use  use Pega Customer Engagement Blueprint™ to create a strategy 

for U+ Bank to cross-sell credit cards to existing checking account customers. This topic 

introduces the tool by looking at what goes in and what comes out to get you oriented. 

Transcript 
Imagine that you are a marketing strategist at U+ Bank. You need to create a complete 

cross-selling strategy for credit cards, but where do you start?  

Traditionally, this process means weeks of research, workshops, and manual configuration. 

With Customer Engagement Blueprint, you can do all the work in minutes. 

See what goes in, and what comes out. 

 

To get started, you provide three things. First, your website URL: the AI agents analyze your 

site to understand your industry, products, services, and visual brand identity.  

Second, your business goal: you define what you want to achieve, whether that is growing 

the value of existing customers or acquiring new ones. 

And third, any supporting documents that you want to share, such as marketing briefs or 

strategy papers, which give the AI even more context to work with. 
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From these three inputs, Blueprint AI goes to work. It generates a set of customer 

experiences tailored to your goal and channels. 

What comes out is a Blueprint file, a complete, structured engagement strategy. This file 

contains Actions, which represent the specific offers and messages that you want to 

deliver, and treatments, which define exactly how each Action is presented across 

Channels such as email and web. 

When your strategy is ready, you download the Blueprint file and import it directly into 

Pega 1:1 Operations Manager. This import instantly transforms your strategic design into 

a technical implementation, with actions, treatments, and experiences already configured 

and ready for testing and deployment. 

In the following lessons, you define the engagement context for U+ Bank, configure the 

Blueprint settings, review the AI-generated Personas and brand voice, and then finally 

simulate the Next-Best-Action process to see exactly how the system selects the right offer 

for the right customer.  
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Starting a Customer Engagement 

Blueprint 
IntroductionExplore how to use Customer Engagement Blueprint™ to create a strategy for 

U+ Bank to cross-sell credit cards to existing checking account customers. This topic details 

the initial step of the six-step process by focusing on defining the engagement context by 

entering business details and the objective into the system. The tool then analyzes the 

bank's website to extract relevant business and brand information to support strategy 

development. 

Transcript 
Let us get started with The Pega Customer Engagement Blueprint. Here is the use case: U+ 

Bank wants to cross-sell credit cards to its existing checking account customers. Instead of 

manually designing the strategy, I’m going to use Pega Customer Engagement Blueprint, 

which uses AI to accelerate strategy development.  

 

Let me click Create a Blueprint on my dashboard to get started. 

Alright, I can see this is step 1 of a six-step process: Context, Setup, Personas, Brand, 

Experiences, and Summary. So, I need to fill in my business details and my objective. 

There's also an Upload supporting content button. Hmm, I'm curious what that's for. 

Let me ask Blueprint Agent. 

I'll ask: "What is the Upload supporting content button for?" 

Interesting. The agent explains that the button lets me provide additional documents that 

the Strategy Agent can analyze, such as marketing briefs or strategy documents. Good to 

know, though I don't have any documents to upload right now. 
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Alright, let me fill in the form. First, I need to change the organization name to U+ Bank. 

Next, the website URL. This part is important because the AI will analyze this site to 

understand the business structure. 



 

42 

Now for the Engagement Objective. Let me click the list to see the options. Because I want 

to cross-sell credit cards, which means growing the value of existing relationships, Grow 

customer value looks right. 

The system automatically fills in detailed information about growing customer value 

through cross-sell and upsell opportunities. But let me make this specific to our credit card 

objective. 

I'll update the objective details to Cross-selling credit card products to existing checking 

account customers. 
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Perfect. I now have everything filled in. I’ll click Next to start the website analysis. 

Excellent! I can see that the agents are analyzing the U+ Bank website to extract the 

information about the industry, products, services, and visual brand elements that will form 

the foundation for everything I build next. 
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Configuring the Customer Engagement 

Blueprint settings 

Introduction 
Pega Customer Engagement Blueprint™ analyzed the U+ Bank website to extract relevant 

business and brand information. In this topic, explore how to configure the outcomes and 

Channels that we want to use. 

Transcript 
Earlier, I defined U+ Bank's engagement context by providing its website URL and business 

objective: cross-selling credit cards to existing checking account customers. The AI agents 

started analyzing the website. Now let's see what they discovered and configure our 

Blueprint settings. The analysis is complete and I am now on the Setup page. Let us have a 

look at what the AI discovered.  

 

Blueprint identified the industry as Banking: that is correct. And for Products and Services, it 

extracted Checking, Savings, and Credit cards. Excellent. The AI analyzed the U+ Bank 

website and correctly identified the product catalog. In this scenario, Credit Cards come 

under the Cards category. This information will shape the personas and experiences we 

generate. 

Now I need to configure the Blueprint by selecting outcomes and Channels. I can see 

several options. The goal is to sell credit cards. Let me ask the Blueprint Agent about this. 

Which outcome should I select for cross-selling credit card customers? 

Interesting. The agent explains that I could use either Grow or Acquire. Grow focuses on 

expanding the customer relationship by offering additional products. Acquire focuses on 
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getting customers to adopt a new product. Because the bank wants to expand existing 

relationships with checking account customers, Grow  makes more sense for this use case. 

Alright, I'll select Grow  as the outcome. 

Good. Now I see a new section: What channels will you be communicating on? I 

have many options, but for cross-selling credit cards, Email and Web make the most sense. 

They are digital channels that support personalized, scalable outreach to existing 

customers. I’ll select both, and then click OK to confirm my selections. 

Great! The Channels are now confirmed as Email and Web. I can see that there are 

optional features available, Customer Journeys and Data Model, but I’ll proceed to the next 

step to see what the AI generates based on the  configuration. 

 

Excellent! Based on the Grow outcome and the U+ Bank website analysis, the AI is now 

generating customer personas that represent different segments of checking account 

customers who might be interested in credit cards.  
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Reviewing AI-generated Personas and 

brand voice 
You used the Pega Customer Engagement Blueprint™ tool to create a strategy for U+ Bank 

to cross-sell credit cards to existing checking account customers. In this topic, you will 

review the AI-generated Personas and brand voice. 

Transcript 
So far, the Blueprint contains the U+ Bank's engagement context, and uses "Grow" as the 

outcome and "Email" and "Web" as channels. The AI Agents began generating customer 

Personas based on these settings. Now it’s time to see what the Agents created. 

 

Perfect! The AI created comprehensive profiles that represent different checking account 

customer segments who might be interested in credit cards. But should I trust these AI-

generated Personas, or do I need traditional market research? Let me ask the Blueprint 

Agent about this. 

I will ask, “Do I need additional marketing research?” 

That is an extensive reply! It boils down to the advice that targeted marketing research is 

needed to further optimize the Customer Engagement Blueprint. 

Now let me check the Brand landing page to see what the AI extracted about U+ Bank's 

brand. 

The AI identified brand voice characteristics from the U+ Bank website. For example: Value-

Led, Plainspoken, Relationship-Aware and Measured Confidence. You can also configure 

your visual identity in the blueprint.  

The sample email shows how these characteristics are applied. The subject line and the 

message use a confident and informative tone 
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With these elements in place, the AI has created a solid foundation: customer personas 

representing different segments, brand voice characteristics ensuring consistent 

messaging, and you can configure the visual identity to maintain U+ Bank's look and feel. 

Based on our input, the agents create a set of customer experiences to support our use 

case. 

In another video, you will see how the Pega Next-Best-Action process uses these Personas 

and brand characteristics to determine the right offer for each customer through a seven-

stage filtering process. 
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Simulating Next Best Action 
You used the Pega Customer Engagement Blueprint™ tool to create a strategy for U+ Bank 

to cross-sell credit cards to existing checking account customers. In the topic Reviewing AI-

generated Personas and brand voice, the AI created a set of customer experiences. In this 

topic, you explore the Pega Next-Best-Action process to identify the best offer for a 

customer. 

Transcript 
In this demonstration, you will simulate the Pega Next-Best-Action process to identify the 

best offer for a customer.  

So far, U+ Bank's Blueprint has Grow as the outcome. The AI-generated Personas and 

brand characteristics underwent review in the Blueprint, and the AI has created customer 

experiences.  

On the Experiences landing page, I see the actions generated for each product. 

 

Time for a closer look at one of the credit card experiences. I see the treatments, one for 

web, one for email, that I can edit.  I’ll change the marketing principle to consistency and 

see what the agents come up with. 

Interesting suggestion! So, the experiences and messages are all fully adjustable to meet all 

 + Bank’s re uirements. 

Back on the Experiences landing page, I click Simulate the Next Best Action to see how 

Pega Customer Decision Hub™ determines the best offer for a customer. 

The simulation is asking me to select a Persona. I'll select Sarah, who manages her finances 

carefully. 

This is the seven-stage Next-Best-Action process; that is the heart of the Pega decisioning 

engine. I’ll step through each stage to understand how it filters all actions down to one best 

action. 

https://academy.pega.com/topic/reviewing-ai-generated-personas-and-brand-voice/v1/in/103436
https://academy.pega.com/topic/reviewing-ai-generated-personas-and-brand-voice/v1/in/103436
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Stage 1: Full library. All actions are available. This stage shows the complete catalog of 

offers. 

 

Stage 2: Eligibility. The system checks if Sarah legally qualifies for each offer. Factors like 

geographic restrictions, age requirements, regulatory compliance. The list is down to five 

actions now. One was filtered out because they weren't applicable for Sarah's situation. 

Stage 3: Applicability. This stage checks if it's the right time and context. Does Sarah already 

have this product? Is the timing appropriate?  

Stage 4: Suitability. This stage is about ethics and customer best interest. Does this offer 

truly align with Sarah’s budget?  

Stage 5: Constraints. This stage prevents customer overwhelm. Customer Decision Hub 

enforces channel limits. We don't want to bombard Sarah with too many emails or web 

banners. All five actions respect our constraints. 

Stage 6: Arbitration. This stage is where AI prioritization happens. Each action gets a priority 

score based on four factors: Propensity (so how likely Sarah is to accept), Context weighting 

(so what is the relevance right now), Action value, and Business Levers to set strategic 

priorities.  

Stage 7: Next Best Action. The winner! The Goal Savings Upgrade, web treatment, is 

selected as the best offer for Sarah. I can see the web treatment preview with a call-to-

action button. 

 



 

50 

Excellent! I see our complete Blueprint: all the Personas, brand voice, and experiences. 

There's an ROI calculator here. Time to get an estimate for U+ Bank's checking account 

customer base. 

The personalization, real-time decisioning, and contextual arbitration can generate this 

additional value by improving conversion rates and customer satisfaction. 

I’ll download the Blueprint file so I can import it directly into Pega 1:1 Operations Manager 

to jumpstart implementation later. 

Creating a Customer Engagement Blueprint demo is completed; you have learned: 

• Define engagement context.  

• Configure Blueprint settings. 

• Analyze AI-generated personas and brand voice. 

• Simulate Next-Best-Action. 

• Interpret customer segments for personalization. 
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Next best action in an omnichannel 

environment 

Description 
Pega’s omni-channel AI delivers the right action at every customer touch by crunching 

millions of data points in real-time. 

Learn how you can use Next-Best-Action to ensure a customer service representative takes 

relevant actions at every step during a customer interaction. Learn how easy it is to 

configure the brain by using the Next-Best-Action Designer to select the right offer for the 

right customer on a digital channel. 

Learning Objectives 

• Explain the benefits of Next-Best-Action in a contact-center 

• Explain how adaptive models are used to predict customer behavior 

• Describe the cross-sell on the web use case 

• Explain the purpose of key configurations in the Next-Best-Action Designer 
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Next best action in a contact center 
Pega Customer Decision Hub™ is an "always on" centralized decisioning "brain" that 

calculates a one-to-one business case for every Next-Best-Action recommendation. To 

create the business case, Customer Decision Hub combines the customer profile with 

previous interaction results, the current call context, and business rules, and then applies 

predictive analytics. Next-best-action recommendations occur across multiple channels, 

including the contact center.  

Transcript 
Next-best-action recommendations help to ensure that a Customer Service Representative 

(CSR) takes relevant actions at every step during a customer interaction. 

In this scenario, U+ Bank is a retail bank that uses Pega Customer Decision Hub (CDH) and 

Pega Customer Service in its contact center. All the configurations implemented by the 

decisioning architect in Pega Customer Decision Hub are visible to the CSR in Pega 

Customer Service, and help them achieve the best results when interacting with customers.  

 

 et’s consider an example of a customer interaction:  

A call comes into the U+ Bank service center from Emily Foster, a U+ customer. The system 

immediately routes the call to a CSR.  
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The call details from the interactive voice response (IVR) system indicate that Emily wants to 

discuss recent credit card transactions. 

Once the CSR accepts the call, all relevant details about Emily are displayed on the main 

application window. The next-best-action recommendations then guide the CSR to take the 

next step with Emily. 

In the lower-left corner of the screen, you can see the next best action that Customer 

Decision Hub recommends to the CSR. 

Customer Decision Hub is an "always on" centralized decision management "brain" that 

calculates a one-to-one business case for every next-best-action recommendation. 

Customer Decision Hub combines the customer profile with previous interaction results, 

the current call context, and business rules to create the business case, and then applies 

predictive analytics. 

Customer Decision Hub reevaluates the next best action and delivers a new 

recommendation when any new information becomes available. For example, when the 

customer responds to the recommended action. 
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In this case, the recommended action is to start a service task to handle Emily’s transaction 

dispute. So, the CSR carries out the task. However, the CSR is always in control and can 

select other service actions as appropriate during the conversation. 

 

Once the CSR completes the task, the system refreshes the next best action to show the 

next recommended action, which is to present a credit card offer. 

Customer Decision Hub analyzed Emily's credit score, which indicates that she is a 

customer with a high credit score. 

So, the highest recommendation is for a Standard credit card, a top offer, which is relevant 

for customers with high credit scores. 

The CSR can view more details about the recommended offer to discuss its benefits with 

Emily further. 
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After learning about the benefits of the offer, Emily is not convinced that it is a good offer 

for her. Therefore, the CSR presents the other available offers recommended by Customer 

Decision Hub.  

The CSR then presents the second top offer that is in the suggestions section. Now, Emily is 

interested in the offer, and she decides to accept it.  

 

When the CSR accepts the offer, the offer fulfillment is complete, and the customer 

response is recorded in the Interaction History.  

As a decisioning architect, you can use Pega Customer Decision Hub to input or configure 

data necessary to make the next best recommendations. 

The recent interaction between the CSR and the customer, Emily Foster, was captured and 

is now visible on the overview tab of Customer Profile Viewer.  
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Customer Profile viewer allows you to explore customer profile details such as 

demographics, active customer journeys, suppressed actions, recent interactions 

behavioral data, decision history, and interaction history. 

The Next best actions tab in Customer Profile Viewer shows what actions can be presented 

to the customer. You can provide some input parameters like direction, channel type, which 

real-time container to test, and what the next-best-action results would be. 

 

Apart from the tailored offers, you can also examine the arbitration factors: prioritization, 

weighing, and propensity for the final result. 



 

57 

Next-Best-Action Designer guides you through the creation of a next-best-action strategy 

for your business. Using its intuitive interface, proven best practices, and sophisticated 

underlying decisioning technology, you can automatically deliver personalized customer 

experiences across inbound, outbound, and paid channels.  

 

On the engagement policy tab of NBA designer, you can observe previously defined sets of 

actions belonging to specific issues and groups (in this case cross sell, credit cards). 

You, as the decisioning architect, can also define group-level engagement policies and 

action-level engagement policies. All the applied eligibility, applicability, and suitability 

conditions are visible on the Customer offers tab. 
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For an action, you can also define channel-specific treatments, which means that the action 

can be delivered to a customer by using a particular channel. The treatment contains all the 

data necessary for the CSR to offer the action to a customer. 

To summarize, the Customer Sales Representative offered a customer a Next-Best-Action 

that was selected by the “always on” centralized decision management “brain” from a set of 

actions defined and configured by the Decisioning Architect.  
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Next best action on digital 

Transcript 
Pega Customer Decision Hub can deliver the next-best-action recommendations through 

various inbound and outbound channels. Outbound messages involve proactively reaching 

out to customers, while inbound channels demand action from a customer. One such 

inbound channel is the web. For example, when a customer visits the website, they see the 

intended offers. 

 

Consider the following web channel scenario, which is a typical cross-selling use case. 

The next-best-action recommendations help to ensure that the customers of U+ Bank can 

see the tailor-made offer when visiting the website of the bank. The centralized decision 

management "brain" of Customer Decision Hub selects the next best action that is 

displayed for a customer based on configurations implemented by the Decisioning 

Architect. 
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U+ is a retail bank that wants to use its website as a marketing channel to improve One-to-

one Customer Engagement, drive sales, and deliver next best actions in real time. 

The bank has decided to use Pega Customer Decision Hub™ to recommend more relevant 

banner ads to its customers when they visit the website. 

When visiting the U+ Bank website, Troy, a customer, can see banner ads on various pages.  

For example, on the home page, U+ displays a hero banner at the top of the page, which is 

typically a larger image with larger typeface. 

Under that banner, there is space to display several tile banners, which are typically smaller. 
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When Troy logs in to his personal portal, he also sees a tile banner on the Account 

overview page. 

 

The main goal of U+ at this stage is to increase customer web engagement. When Troy 

clicks the Learn more link, the action shows his interest.  

This interaction is recorded as a click-through and helps measure the web engagement of 

the customer. 

After clicking Learn more, Troy can see featured credit card offers for which he can apply.  
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Behind the scenes of the next best actions, the complex decision engine is working to rank 

and select the best offer to display for each customer who visits the website.  

A combination of artificial intelligence (AI) and other business rules determine the options.  

 



 

63 

As a Decisioning Architect, you can define the business rules and other settings in Pega 

Customer Decision Hub by using Next-Best-Action Designer. 

 

Next-Best-Action Designer allows you to configure how you want the always-on brain to 

select the best offer for a customer.  

First, to ensure that the offer is displayed on the website, you need to verify that the 

business structure is in place and that the actions and treatments are defined. You can 

check that on the Engagement policy tab of Next-Best-Action Designer.  

In the Grow issue and Credit cards group, four actions are defined.   
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Each action has a set of conditions such as eligibility, applicability, and suitability specified. 

These conditions are engagement policies, and they qualify an offer or a group of offers for 

a customer. As a result, customers see only the offers which the organization believes they 

should receive.  

For example, when Troy logs in, he sees the Standard Card, but this offer is not applicable 

for Barbara, so it is never displayed; instead, she sees the Rewards Plus Card. 
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After the engagement policies have "whittled down" the total possible offers to a few, 

Customer Decision Hub uses arbitration to choose the top offer based on what is relevant 

for the customer right now. 

Arbitration aims at balancing customer relevance with business priorities. Specifically, 

propensity, context weighting, business value, and business levers have numerical values. 

The system then uses a simple formula to arrive at a prioritization value, which determines 

the selection of the top offer.  
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Additional configurations are required, such as enabling a web channel and adding a real-

time container, to present the offer on the website. Both settings are configurable on the 

Channels tab of Next-Best-Action Designer.  

A real-time container is a service that manages communication between Customer Decision 

Hub and external channels. It fetches the data configured in Customer Decision Hub and 

makes it possible to display it on a website. 

 

The recent Troy interaction that Customer Decision Hub captured is now visible in 

Customer Profile Viewer. You can observe whether the interaction was an impression or a 

click.  
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On the Next best actions tab of the Customer Profile Viewer, you can see the next-best-

action results based on the provided input parameters (for example, inbound direction and 

a web channel). 

In the action results table, you can observe that two out of four credit cards were filtered 

out, which means that they will not be presented to Troy. 

 

You have access to exclusive Pega GenAI™ capabilities if you are on Pega Cloud. 

After you view the next-best-action decisions for a customer, you can use the AI Insight 

feature, which uses Pega GenAI™ technology, to better explain the results that are 

displayed in the table.  

Enabling Pega GenAI, results in changes to the UI of Customer Profile Viewer. The fields 

marked with the Polaris icon give you access to the AI Insight feature. 
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After processing the results, the AI Insight provides the summary for the tested 

configuration. In this example, you receive a clear explanation that there are four candidate 

offers for Troy. However, only 2 actions passed, and 2 actions were filtered out due to the 

Suitability conditions. 

By clicking on the Polaris icon for each row in the Results column, you can access an 

explanation of the action results in the Action results explanation window, specific to the 

action. 

  

In this example, you will learn that the RewardsPlusCard is filtered out due to the suitability 

condition. 

 

You can explore the reasons behind this decision by utilizing the "Filtering by feature" 

option. The table displaying the decision results has been enhanced with multiple 

categories that might serve as the underlying cause for excluding certain actions. 
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You can for example, see how the engagement policies are used or why a customer does 

not receive an action. 

 

To summarize, when visiting the bank's website, the customer can see the next best action 

that the "always on" centralized decision management "brain" of Customer Decision Hub 

selected from a set of actions defined and configured by the Decisioning Architect. 

You have reached the end of this video. 
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Arbitration fundamentals 

Description 
Customers might still qualify for more than one action after you apply engagement policy 

rules. Learn how every next best action weighs customer needs against business objectives 

to optimize decisions based on the priorities that the business sets. 

Learning Objectives 

• Describe what action arbitration is and how it works. 

• Explain how the system considers customer needs and business objectives during 

arbitration. 

• Prioritize actions based on AI. 
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Action arbitration 
Pega Customer Decision Hub™ (CDH) combines analytics, business rules, customer data, 

and data collected during each customer interaction to create a set of actionable insights 

that CDH uses to make intelligent decisions. Arbitration aims to balance customer relevance 

and business priorities by weighing numerical values for the following factors: propensity, 

context weighting, business value, and business levers. Learn to create a simple formula for 

arriving at a prioritization value, which is used to select the top actions. 

Transcript 
This video explains the concept of action arbitration in Pega Customer Decision Hub. 

Pega Customer Decision Hub combines analytics, business rules, customer data, and data 

collected during each customer interaction to create a set of actionable insights that it uses 

to make intelligent decisions. These decisions are known as Next-Best-Actions. Every Next-

Best-Action weighs customer needs against business objectives to optimize decisions based 

on priorities set by the business manager. 

 

U+, a retail bank, wants to avoid offering random actions to its customers, so it uses Pega 

CDH to rank and select the next best actions for every customer. All the actions from the 

Bank’s offer move through several steps that whittle them down until the Next Best Action 

is selected. 
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The process starts with the catalog full of actions that the organization can offer to its 

customers. These actions belong to various issues and groups.  

The first step is to apply the Engagement Policies: Eligibility, Applicability, and Suitability 

conditions.  

Eligibility rules are used to determine whether customers are eligible for an action. Users 

must meet the condition for CDH to consider the action eligible. An example of an eligibility 

condition is the customer’s age. A customer can be offered a credit card only if they are 18 

years old or older.  

Applicability rules are used to limit what to offer, based on a customer’s current situation. 

For example, the bank wants to show a retention offer, instead of a credit card offer, to 

customers who are likely to churn in the near future. 

Suitability rules are used to define whether an offer is appropriate for a customer.  For 

example, if a customer is in debt and has a lot to pay off, the bank does not want to offer 

them a 30-year mortgage as it would not be empathetic.  
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The initial catalog of actions has been narrowed down by engagement policies. 

These engagement policies are a combination of business rules, for example, certain age 

requirements for a loan or some product compatibility rules, and predictive models which 

help predict customer behavior as customer churn or probability of default. These 

predictive models are created by data scientists in Pega, or other tools familiar to data 

scientists like Python, R, and H2O.AI. 

Before being presented to customers, the remaining actions go through a final stage known 

as the arbitration stage. This stage focuses on selecting and prioritizing the best actions that 

are most relevant for the customer at the present time. Arbitration balances customer 

relevance with business priorities using four components: Propensity, Context 

Weighting, Business Value, and Business Levers, each represented by numerical values. 
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Propensity is the predicted likelihood of positive behavior, such as the likelihood of a 

customer accepting an offer. 

The propensity value is calculated by AI and it is the foundation of the arbitration process.  

The higher the likelihood of a customer accepting an offer, the higher the Propensity value 

for that offer. For Example, when a customer is eligible to receive a Standard Credit Card 

and clicks the Standard Credit card offer on the Bank’s website the propensity of this action 

increases. 
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The AI is driven by adaptive models, self-learning mathematical models that use machine 

learning to make calculations. Adaptive models are a sub-group of predictive models that 

continuously adapt to new data as it becomes available. This means that the models are 

updated incrementally in real-time based on incoming data.  

The Customer Decision Hub is configured to calculate the propensity for each treatment. 

For the web treatment, Web_Click_Through_Rate is the out-of-the-box adaptive model. It 

predicts the likelihood of a customer clicking on a banner, which is considered a positive 

behavior. 

Context Weighting allows Pega Customer Decision Hub to consider the situational context 

for each action. For example, if a customer contacts the bank to close their account, the 

highest-priority action is to ensure that the customer is retained, even if they are eligible for 

other offers.  

Business Value enables you to assign a financial value to an action and prioritize high-

value actions over low-value ones. This value is typically normalized across Issues and 

Groups. For example, a 25-year mortgage is more profitable than a 15-year mortgage. So, in 

a situation where a customer is eligible for both plans, the 25-year mortgage will be ranked 

higher because of its higher business value.  

Business Levers allow the business to assert some level of control over the prioritization of 

actions defined within the system. Levers are used to manually nudge Customer Decision 

Hub toward Next-Best-Actions based on external factors. For example, the recommended 

Next-Best-Action might be to offer a credit card to a customer when they visit the home 

page. However, to meet a business goal, the Mortgage Line of Business favors a mortgage 

offer, even if that offer is ranked a little lower on the list of possible actions. 

Pega AI considers all four components to select the top offer for a customer. A simple 

formula P*C*V*L is used to arrive at a prioritization value, which is used to select the top 

actions. The action with the highest priority will be presented to a customer.  

 

In the current example, there are 5 actions that made it until the arbitration phase.  
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Assume the AI generates a propensity value for each of the actions which is a value 

between 0 and 1.  

Each action has a context weight set, which is a percentage value between 0% and 100%, 

business value in dollars, and business lever value in a percentage between 0% and 100%. 

Using the priority formula PCVL, with all of these values taken into account, we end up with 

a computed priority. Finally, the action with the highest priority is selected. In this case, it is 

a Standard Credit Card. 

 

In summary, arbitration is used to select and prioritize the best actions that are most 

relevant for the customer at the present time. Arbitration balances customer relevance with 

business priorities using the formula P*C*V*L. The top actions are selected based on the 

result of this multiplication – the prioritization value. 
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Action prioritization with AI 
Explore how AI-based arbitration works and how AI predicts customer behavior. Arbitration 

aims to balance customer relevance with business priorities. Pega Customer Decision Hub™ 

uses a formula to arrive at a prioritization value and select the top actions. The formula 

uses the propensity value that AI calculates. Propensity is the predicted likelihood of 

positive behavior, such as the likelihood of a customer accepting an offer. 

Transcript 
This demo shows you how AI-based arbitration works and explains how AI predicts 

customer behavior.  

U+ Bank, a retail bank, uses Pega Customer Decision Hub to display marketing offers to 

customers on its website. The bank wants to display more relevant offers to customers 

based on their behavior. There is an initial set of actions that belong to Grow Issue and 

Credit Cards Group created in Customer Decision Hub. 

 

After filtering by Engagement Policies, customer Troy is eligible for two credit card offers – 

Standard Card and Rewards Card. When he logs into the bank’s website, he sees the 

Standard Card offer. When you click the Polaris icon next to the card offer, you can 

examine the arbitration details, such as propensity value and priority value.  
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The offer presented to the customer is the one with the highest priority that the Pega 

Customer Decision Hub selects based on the arbitration settings. You define the Arbitration 

settings in the Next-Best-Action Designer of Customer Decision Hub. The purpose of 

arbitration aims is to balance customer relevance with business priorities. The system uses 

four components of arbitration, Propensity (P), Context weighting (C), Business 

value (V), and Business levers (L), represented by numerical values, to achieve this 

balance. With the P*C*V*L formula, Customer Decision Hub arrives at a prioritization value, 

which the system uses to select the top offers. 
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Typically, the propensity for every action starts at 0.5 or 50 percent, the same as the flip of a 

coin. This value is the default because the AI has no past customer behavior on which to 

base its predictions. After every interaction, the propensity increases or decreases 

accordingly.  

The Standard Card that is displayed for the customer Troy shows the propensity and 

priority equal 0.32, and it means that the system captured several interactions before.  

 

Consider the following interaction as an example: Troy logs in multiple times and sees the 

same Standard Card offer. On the first three visits, Troy ignores the offer. When he visits 

the website the fourth time, he clicks the offer to learn more. 

In Customer Profile Viewer, you can examine Troy’s interactions, the decision history, and 

the next best actions. First, load the decision history for the current use case to view the 

interactions recorded. In the table, the propensity changes after the system records each 

interaction. You can examine that the propensity decreases because Troy ignored the offer 

three times. Then, after he clicked Learn more, the propensity increased.  
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The configuration of the AI model behind these offers treats impressions that do not result 

in a click as a negative outcome. As a result, the propensity, and therefore the priority of 

that offer, decreases. The propensity and priority of the not-clicked offer keep decreasing 

until the model records a click (positive outcome). However, if Troy clicks the offer, the 

propensity and priority increase. Next, view the next-best-action recommendations to learn 

more about the action for which Troy qualifies. For the current use case, the direction is 

Inbound, and the channel is the Web. TopOffers is the real-time container service that 

manages communication between the Customer Decision Hub and the website of the bank. 

Based on the engagement policy rules, Troy is eligible for two credit card offers: the 

Standard card and the Rewards card. In Customer Profile Viewer, you can examine the 

arbitration factors using one of the following options: Explain prioritization, Explain 

weighting, or Explain propensity. In the Explain propensity view, you can check the 

influencing factors of a specific action for which Troy qualifies. The factors are the best-

performing predictors that contribute positively to the propensity of the offer and the 

predictors that contribute negatively to the propensity of the offer. 
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Customer Decision Hub calculates the propensity for each treatment. To understand how 

this works, study the Analytical model behind a treatment. This pop-up window provides 

a summary of the AI behind the treatment. In Customer Decision Hub, the AI that 

determines the propensity for positive behavior towards an action or treatment is an 

adaptive model.  

 

From here, you can navigate to the adaptive model in Prediction Studio, a workspace used 

to manage AI models. On the landing page of the Prediction Studio, every action is 

represented as a separate bubble on the bubble chart. Under the chart, separate Model 

reports for every action are available.  
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An adaptive model is a self-learning predictive model that uses machine learning to 

calculate propensity scores. It automatically determines the factors that help in predicting 

customer behavior. These predictors can include a customer’s demographic details, product 

and service usage, past interactions with the bank, and even contextual information such as 

the current channel of interaction. In the Predictor report, you can examine the 

performance of individual predictors. For example, you can see how the system 

automatically groups the values of a numeric predictor into bins and how the propensity to 

accept varies across the bins.  
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The behavior of one customer influences the propensity calculation for other customers 

with a similar profile.  

• You have reached the end of this video. You have learned: 

• How customer behavior influences the Propensity value. 

• Where in CDH you can update the Arbitration settings. 

• How customer behavior and next best actions are displayed in Customer Profile 

Viewer. 

• What are the adaptive models, and how to manage them.  
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Optimizing your next-best-action strategy 

Description 
Learn how to check the health of Pega Customer Decision Hub™ and improve the 

effectiveness of your next best actions. Impact Analyzer, Scenario Planner, and Value Finder 

are optimization tools that provide insight into the performance of your next best actions, 

identify opportunities for improvement, and help you adjust settings to create higher 

customer engagement and value capture. 

Learning objectives 

• Use Impact Analyzer to monitor the performance of your next best actions. 

• Use Scenario Planner to simulate ”what-if” scenarios to forecast results. 

• Use Value Finder to identify underserved customers and take action to improve their 

experience 

• Explain the connection between Impact Analyzer and Scenario Planner. 

• Explain the connection between Impact Analyzer and Value Finder. 
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Monitoring the health of the system using 

Impact Analyzer 
Impact Analyzer is a proactive monitoring tool that shows the overall health of your actions 

and highlights opportunities for improvement. The tool provides insight into the 

performance of your next best actions through the results of experiments that tell you what 

actions and configurations are working as expected, and where you can still improve.  

Transcript 
Impact Analyzer is a feature of Pega Customer Decision Hub™ that uses experimentation to 

track the effectiveness and overall health of next best actions. By utilizing this tool, you can 

gain insights into the effects of arbitration. Impact Analyzer conducts experiments with 

alternative prioritization and engagement policy filters on a small control group of 

customers. This enables you to assess whether or not the next best action is producing a 

positive effect. In addition to monitoring for basic lift, these control group experiments can 

also reveal opportunities to optimize and align the next best actions with your business 

goals. 

An experiment is a test with two sets of participants, the test group and the control group, 

in which the test group receives the originally arbitrated action and the control group 

receives an alternate action based on the type of experiment. 

 

You can use Impact Analyzer to carry out a variety of tests. For example, you can assess the 

effectiveness of the next best action against a random relevant action or actions, chosen 

based on propensity alone. Additionally, you can measure the performance of the next best 

action when arbitrating with no levers. You can also evaluate the performance of the 

adaptive model propensity against a random propensity. 
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Impact analyzer continuously monitors the health of the next best actions in the 

experiment, and presents the results in the form of two key performance indicators (KPIs): 

value lift, and engagement lift. Value lift measures how much a business can make from 

suggesting certain next best actions to customers, compared to a random relevant action. 

Engagement lift measures how much more likely customers are to click or accept a 

suggested next best action, compared to the random relevant action.  
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Note: Impact Analyzer calculates engagement and value lift metrics based on outcome 
events, such as Accepted, Clicked, or custom outcomes. Outcome aliases extend this 
capability by allowing Impact Analyzer to treat equivalent outcome signals from different 
channels as one logical outcome. This approach delivers consistent and accurate health 
metrics across all channels, ensuring your custom outcome signals are not missed. For more 
information on Outcome alias, refer to the Outcome Alias tab and creating outcome aliases. 

 

When a next best action is delivering lift, the overall health indicator highlights in green. The 

middle position of the indicator shows that there is room for improvement to better align 

actions to the business. The red highlight [the section on the left] means that something is 

wrong and needs your attention. The indicator is colored gray when the general health is 

not available due to insufficient data in one or more active tests. 

 

 

Impact Analyzer is available under Discovery tab in the left menu of Customer Decision 

Hub. 

One of the experiments that you can run is called How is Next-Best-Action performing against 

a random relevant action?  

https://pega-dev.zoominsoftware.io/bundle/customer-decision-hub-26/page/customer-decision-hub/cdh-portal/rtdg-outcome-alias.html
https://pega-dev.zoominsoftware.io/bundle/customer-decision-hub-26/page/customer-decision-hub/cdh-portal/rtdg-outcome-alias-create.html
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This test serves as a baseline check to ensure that the next best action is beating the 

random relevant action. At the very least, we expect the value lift - and ideally, both the 

value and engagement lift - to be positive, at the highest level across all issues and groups 

aggregated. If both value and engagement lifts are negative, there is an issue. This could 

mean that there is a problem with the underlying adaptive models, or that your 

engagement policies are too targeted. Another reason might be that your levers are 

excessively biased, and the next best action lacks the aptitude to optimize engagement or 

to capture value.  

The test widget presents a value lift of 128 percent and an engagement lift of 171 percent. 

Both values are positive, and the test is highlighted in green.  
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Another experiment is called How is adaptive model propensity performing against a random 

propensity? 

 

This experiment compares only Pega AI-driven model propensity with no context weight, no 

business value, and no business levers, against only randomly generated propensity. The 

experiment is another baseline check to ensure that the adaptive models that a next best 

action uses are delivering lift over random propensity.  

To monitor for basic lift, both presented experiments should be on at all times. 

Impact Analyzer offers a range of benefits to its users. One of the most significant benefits 

is the ability to collect data in real-time, allowing for real-time monitoring and testing of 

KPIs. Impact Analyzer also enables users to look for opportunities that they may have 

otherwise missed.  
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The primary user of Impact Analyzer is the Next Best Actions operations team, who are 

responsible for ensuring that the system runs optimally. However, the tool brings value to 

various lines of business, sales, marketing, and Data Scientists.  

You have reached the end of this video. You have learned: 

• How Impact Analyzer continuously monitors the performance and health of the 

system. 

• How Impact Analyzer conducts experiments by implementing alternative 

prioritization and engagement policy filters on a small control group of customers, 

to assess the effectiveness of next best actions.  

• How the experiments reveal opportunities to optimize and align next best actions 

with business goals.  
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Investigating the effect of business levers 

in action arbitration 
Impact Analyzer is a tool that uses experimentation to monitor the health and effectiveness 

of next best actions. Through various experiments, Impact Analyzer checks if the next best 

actions are delivering lift, and identifies opportunities to better optimize and align next-

best-action optimization with your business goals. To further analyze such cases, you can 

use Scenario Planner, which allows you to easily simulate ‘what-if’ scenarios to accurately 

forecast results, optimize strategies to hit specific goals, and explore the potential trade-offs 

of each option. Both Impact Analyzer and Scenario Planner are optimization tools that help 

you adjust Pega Customer Decision Hub™ settings so that the actions bring higher 

customer engagement and value capture. 

Transcript 
Business levers are one of the arbitration factors that allow the business to assert some 

level of control over the prioritization of actions defined within the system. One of the 

experiments in Impact Analyzer is the business levers experiment, which highlights 

opportunities that are missed because of the use of business levers. Using Scenario Planer, 

you can simulate different business levers settings, and assess which one has the right 

balance between missed opportunities and alignment with your business goals. 

Business Levers are used to manually nudge Customer Decision Hub toward next best 

actions based on external factors. For example, the recommended next best action might 

be to offer a credit card to a customer when they visit the home page. But to meet a 

business goal, the Mortgage Line of Business favors a mortgage offer, even if that offer is 

ranked a little lower on the list of possible actions. 

One of the experiments you can perform using Impact Analyzer is “How is next best action 

performing against arbitrating with no business levers ”. 

The business levers experiment highlights opportunities that are missed because of the use 

of business levers. This experiment evaluates the effectiveness of the full PCVL priority 

formula, which includes Propensity, Context, Business Value, and Business Levers, 

compared to arbitration with no business levers. 
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We expect that the next best actions should not outperform the control group with no 

levers in terms of value capture during this experiment. This is because the action that wins 

the impression using the full PCVL formula may not have the highest expected value 

capture. When next best actions arbitrate without any business levers, actions with the 

highest expected value capture will be presented. However, when business levers are 

applied, actions with lower expected value capture may be boosted and win the impression. 

Therefore, for this experiment, the value lift KPI is expected to be negative. This experiment 

can identify missed opportunities due to the use of business levers. When engagement or 

value lift is negative in this test, reducing lever values at the issue, group, and action levels 

can improve performance by giving next best actions the space to optimize. To ensure that 

the next best action is optimizing lift, the test widget provides recommendations to follow.  

In the following example, the experiment indicates an -18 percent value lift and -15 percent 

engagement lift, with an overall red status, which is in line with expectations. 
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To examine the impact of changing lever values, use Pega Scenario Planner. Scenario 

Planner allows you to easily simulate ‘what-if’ scenarios to accurately forecast results, 

optimize strategies to hit specific goals, and explore the potential trade-offs of each option. 

Scenario Planner also estimates the value that the subsequent next-best-action run creates 

using its current configuration. For example, you can observe whether prioritizing a specific 

action by increasing its business weight will likely result in an opportunity gain or an 

opportunity cost. 

Consider running a comparison simulation using a Scenario Planner to examine the 

difference between applying the full PCVL formula and the PCV formula without levers. 

Customer Decision Hub has various subsets of customer data available to run comparison 

simulations. The subsets of customers represent a sample of real customer data. For a 

Scenario Planner simulation, you use the same customer data sample for both simulations 

– one sample with full PCVL, and the comparison sample with the PCV formula. 
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The Scenario Planner landing page shows a number of useful key performance indicators 

(KPIs) including projected reach and projected acceptances, projected value capture, as well 

as historical acceptances, sends, and impressions. 

 

In this example, the value capture is shown as $6.68k, which represents the estimated value 

that will be generated by the upcoming next best action using the currently selected 

configurations. The delta is displayed in red and indicates that actions arbitrated without 

business levers result in a higher value. Based on the results obtained from the Scenario 

Planner, and taking into account your business goals, you can determine whether or not to 

update the business levers.  

If you choose to update the business levers settings in an attempt to increase the value lift 

and engagement lift, you can use Scenario Planner to compare the current simulation with 

the adjusted simulation. This time, Scenario Planner will compare two simulations with full 

PCVL formulas, to determine whether the newly adjusted settings are aligned with the 

business objectives and bring value. 

You have reached the end of this video. You have learned: 

• How Impact Analyzer identifies the value and engagement loss caused by applied 

business levers.  
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• How Scenario Planner enables users to simulate different scenarios and explore 

potential trade-offs, to optimize their business strategies.  

• How updating your business levers influences the Scenario Planner results. 
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Investigating the effect of applying 

engagement policies 
Impact Analyzer is a tool that uses experimentation to monitor the efficiency and health of 

next best actions. Through various experiments, it checks whether the next best actions 

deliver lift and identifies opportunities to better optimize and align next-best-action 

optimization with your business goals. With the help of Impact Analyzer, you can identify 

the value and engagement loss caused by excessively restrictive engagement policies. To 

further analyze such cases, you can use Pega Value Finder to identify underserved 

customers and take action to improve their experience. 

Transcript 
Engagement policies are a set of business rules and practices used by the organization to 

determine which customers are eligible for which next best actions. There is an experiment 

in Impact Analyzer, which measures the value and engagement loss caused by possibly too 

strict engagement policies. Pega Customer Decision Hub™ provides an additional 

optimization tool, Value Finder, which enables users to further explore this issue. The Value 

Finder helps users identify underserved customers and optimize their next best actions to 

deliver higher value. 

You can use the engagement policies to specify the conditions under which an action or 

group of actions a customer is eligible. There are three engagement policy 

conditions: Eligibility, Applicability, and Suitability. 

One of the experiments you can perform with Impact Analyzer is "How is Next-Best-Action 

performing against applying only eligibility criteria?". This experiment compares the next 

best action configured with full engagement policies and arbitration against the action 

configured with only Eligibility (without the Applicability and Suitability rules) followed by 

arbitration. The engagement policies need to be appropriately categorized for the "How is 

Next-Best-Action performing against applying only eligibility criteria?" experiment to work. 

Specifically, all the 'required' engagement policies need to be categorized as Eligibility 

criteria, while discretionary policies need to be categorized as Applicability and Suitability 

criteria. 

You can use this experiment to identify potential opportunity gains by making your 

engagement policies less restrictive. Sometimes, when engagement policies are too 

restrictive, actions with a high potential for engagement and value capture are filtered out 

and do not have a chance to compete for the impression. By eliminating non-essential 

engagement policies, you can put these offers back in place and increase customer 

engagement and value capture. In this experiment, the test group receives the fully-
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configured next best action, while the control group receives an action with only the 

eligibility criteria applied. 

 

In this example, Impact Analyzer indicates a -16 percent of value lift and -8 percent of 

engagement lift, and the overall status of the experiment is negative. The widget displays 

the recommendation that you can make your engagement policies less restrictive to 

increase the overall value capture. 

 

Pega Customer Decision Hub provides opportunities to engage empathetically by 

identifying "under-served" customers. By using the simulation tool Pega Value Finder, you 

can identify areas for improvement and monitor scenarios where customers receive no or 

only low-propensity actions. Value Finder also suggests actions you can take to increase the 

value capture, such as adjusting engagement policies or creating new actions and 

treatments. 
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Consider running a Value Finder simulation to indicate missed opportunities and 

underserved customers. 

 

Customer Decision Hub has various subsets of customer data available to run simulations, 

and the subsets of customers represent a sample of real customer data. For a Value Finder 

simulation, you use a subset of the customer data and apply all three engagement policy 

conditions. 

 

 
Once the simulation run is complete, the Value Finder landing page displays a pie chart with 

numbers of customers in different categories: 

• Receiving no actions represents the number of customers who received no actions. 

• Receiving only irrelevant actions represents the number of customers who 

received low-propensity actions. 

• Receiving at least 1 relevant action represents the customers who received high-

propensity actions. 

• Receiving only new actions represents the customers who received only new 

actions. 

Value Finder also displays customer categories tabs, with the number of customers filtered 

out because of the given engagement policy. In this case, the first customer category shows 

the number of customers who receive irrelevant actions because of eligibility conditions. In 

this case, it is 370 customers. Analysis of the first customer category suggests that the 

eligibility conditions might be too strict and exclude many customers. 
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When you click a particular category, you can run a simulation to see which conditions 

influence the actions negatively. Considering the business objectives and current conditions 

that you want to maintain, you can decide whether to loosen your eligibility rules or not. 

If you decide to update the engagement policies to increase lift and engagement values, 

you can perform an additional Value Finder simulation to determine the number of 

underserved customers that remain after you apply the new settings. 

You have reached the end of this video. You have learned: 

• How Impact Analyzer identifies the value and engagement loss caused by 

engagement policies. 

• How Value Finder identifies underserved customers and provides valuable insights. 

• How Impact Analyzer and Value Finder help businesses improve the optimization of 

next best actions and align them more effectively with their overall business goals. 
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