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Agenda

@ Al as a Disruption

e Al in the Product

e Al in our Process



Part
Designing
Through
Disruption
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FYI, we've been
here before...
a few times.



FYI, we've been World Wide Web
here befO re"' e Physical became digital.

e Brochures became websites.

a feW ti m eS. e Stores became ecommerce.

BIFOLD

= BROCHURE




FYI, we’ve been Agile Sprints
h e re b efO re ooo e Not about tools, but how you work.

o Design was no longer a “hand off” stage.

a feW tl m eS . o Arewiring of how we collaborate & iterate.

. WATERFALL
REQUIREMENT  ~
HEEIH_"_ _‘-‘ .

DEVELOPMENT N

TESTING -
MAINTENANCE




FYI, we’'ve been Mobile Apps
h e re befO re ooo o Everything moved from desk to pocket.

o Mobile-first, responsive layouts.

a feW tl m eS. o Gestures redefined rules of UI/UX.




Key insights
for design + Al

1 Disruptions will

- continue

, The technology

- isn’t the hard part
3 Embrace the

discomfort
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Campaign Settings
Best Send Dates

‘ Picking the right send date for a
message is one of the highest-

Campaign name

Enter a name...

ikl SeLto now impact decisions our users make.
-- select date & time -- CST ‘ %

So we built Al that surfaces the best
dates to send, right in the campaign
scheduling flow.

< Apr v~ 2026 v > 1 00 AM

Su Mo Tu We Th Fr Sa

PM
TAKEAWAY:
’ 0 Meet users where their mental
Lk . . i - model already lives.
19 20 21 22 23 . 25 6 55 ‘
26 27 28 29 30 1 2 72
 ENGAGEMENT KEY . . ENGAGEMENT KEY
| .Best z jﬁGrent Very Good Good ;
. . , . Best i Great Very Good Good




Stertu

Sck

Sct

Sct

Send Time Optimization Campaign Settings 11:05AM , 04:10PM & 06:20 PM
Analyzes engagement data Campaign name o z
and recommends Opt|ma| ‘ RCS Campaign Example E ‘ ++ Use send windows G}
send times — morning, Send date & time o TTTTrmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmes
afternoon, evening. ‘ 03/27/2026@ 11:05AM , 04:10 PM & 06:20 PM ‘

- -—_ )
But instead of just > @D + Use send winklows @
recommending, it offers to e it it e " _
aCt: one toggle and the Nnte Some LS. Im-ulrséaruhibit Tessu.gé'qg residents betﬂlpéreen: umpalgns

! . @ time. Please take this into consideratioh before scheduliig a t

platform automatically > 7 houslcommore B seicitiin
creates three separate : : :
broadcasts, one for each Audience e Fltock
WindOW. Eubeciibars B segment‘s,.. > HEEEﬂmpﬂign Example - Morning_S5TO - Nome

Q | RCS =] 4016
TAKEAWAY: only alow 1t ubseriptions ©  *.___....... .y - ————
Automate the calculation, - :

., RCS Campaign Example - Evening_STO

but preserve the approval o == s RCS text None
for a human. MDDl CHD 98E9 Tack Demmadsmmesds 5
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Image Optimizer
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Impo

reduces the overall file size.

The user always sees both
optimized and original, and

uploads an image,

Icks to optimize, and it
ops to the right

nsions for your
nel's specs, preserves

tant content and

can choose.

TAKEAWAY:
Build the escape
hatch option.

w, N

P S
¥
5. :_' ‘Q__- y i PNG

K . »
I N S
W s -

file-name.jpg

Upload file | Add media URL

e 1920x1080 e« 2.4MB

e B v L, S, —-’ -’-
Ny ST ; ( +. Al optimize)

Campaign name

RCS Rich Card

_ L\ +. Al optimize ]

Description

Suggestions

......

Suggestion chips

+ Reply or action chip

Advanced options

Fallback message

photo-1662947190722-5d27
PNG e 1920x1080 e

photo-1662947190722-5d272f82a526334...
PNG e 1920x1080 e 2.4MB

u
4 Ed}t message type

Optimize your image?

We've optimized your image for display in RCS messages.

Original

No changes to your original image

Al-optimized

Cropped to recommended ratio: 16:9
Important content moved into the “safe zone”

File size reduced to prevent failures

V.

Cancel Add optimized image — innns?®

L4
L 4

*
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Generative Al Copy

Enter a few simple detalls,
our LLM will generate 3+
options scored for optimal
performance.

Click to insert your
favorite option into the
message editor

Then edit or add further
customization and/or
personalization.

TAKEAWAY:

Give users options,
and let them edit any
Al-generated content.

Message

Enter your message here...

0/160 characters | 0 messages

©

Shorten URLs

E¥ Al/GENERATE COPY
Step 1 - Enter broadcast details below:

Enter brand name

Using at least 30 characters, tell us what
your message is about (ex: offer for women's

sweater sale)

Insert URL for CTA (optional)

Choose one or more message types... b

‘ Generate

Note: This message preview is only a visual guide. Please test
on a physical device.

Hey {{ first_name | default: "girl" }}! @ Spring is
finally here! Kick off the season with a fresh new
look! We're having a t-shirt sale just for you!
https://www.style.com/sale/spring

E% Al/ GENERATE COPY

Step 2 - Click on a message to use:

Hey girl! Spring is finally here! Kick off the
season with a fresh new look! We're
having a t-shirt sale just for you! https://
www.style.com/sale/spring

'~______________>

Spring into style with our fresh new tees!
Limited time offer: 20% off all women's
tees! Get ready to sweat, sizzle, and slay
in our comfy, stylish tops! https://
www.style.com/sale/spring

SUN'S OUT! Kick off spring with our
ultimate women's tee sale! 20% OFF all
styles! Don't miss out! https://
www.style.com/sale/spring




Overview  Subscription Growth

—,

[.,- Last 30 days

~ 1 |; All Channels RCS

SMS MMS

A

Ask a question or describe a task

Campaign Performance

Al Tools

Welcome, Jen

I'm your Vibes Al Assistant — | know your program, your campaigns and your audience. Ask me anything or pick a starting point below:

-~

o

-~

# b N
. Generate content ideas ) . Find campaign insights | |-\ View program trends __}

Edit widgets

A Alert: SMS opt-out rate trending up 0.1% Review =

TOTAL REVENUE REVENUE /| MESSGAE REVENUE / $ SPEND AVERAGE ORDER VALUE
$729K $0.90 119.8x $87.40

™ 4% vs last period ™ 4% vs last period ™ 4% vs last period Per attributed conversion
NEW SUBSCRIBERS OPT OUTS CLICK-THROUGH RATE CONVERSIONS

171K

™ 4% vs last period

171K

M 2% vs last period

6.1%

A +0.4 (3X in 90 days)

106K

~ 12% (best month ever!)

Suggestions & Opportunities

HIGH IMPACT

HIGH IMPACT
No acquisition pop-up active

VALUE ADD
Central time zone sends misaligned

QUICK WIN

Replicate Black Friday ‘Back to School’ send
Campaign drove 2.4x avg CTR. Similar structure est - est $34K revenue

RCS has 9.1% CTR - scale to product launched
Only 5 campaigns use RCS. Expanding to 3 more sends - est +$42K/mo

CT segment receives at 8am CT. Shift to Noon CT = est +1.2pp CTR

Comparable accounts see 31% more opt-ins with a pop-up = est +820 subs

+ Add Custom Insight

| Do something - :_].

| Do something - |

-
F s

| Do something > |

ll Do something - |

View Details =

Channel Performance

RCS Read 62.4% CTR 8.3% GOOD
=}
SMS Open 321% CTR 2.4% EXCELLENT

MMS Open 28.7% CTR 31% FAIR
fi

Engagement Quality

Delivery Rate

Opt-out Rate

Conversion Rate

Spam Complaints

Carrier Filter Rate

Benchmarks =

98.9% ™0.3%

0.41% +01%

4.8% ™ 0.6%

0.02% ¥ 0.01%

1.2% ~0.4%

Intelligence Hub

Dashboard that surfaces
the most relevant data and
Al-powered suggestions
based on a users role.

TAKEAWAY:
Role-aware Al is still
a design problem



Overview Subscription Growth ~ Campaign Perj :
: A Alert: SMS opt-out rate trending up 0.1% Review = :
Last 30 days v | (@SS RCs Sms .
| |
Welcome, Jen
I'm your Vibes Al Assistant — | know your program, your campaigns and your audience. Ask me anything or pick a starting point below:
.................... Generate contentideas, | |, Eind campaign insights || View programtrends | _ & @ occeecssssssssessen=
[ | |
TOTAL REVENUE : ( Generate content ideas ) ( Find campaign insights ) (wew program trends ) .
$’2K - - :
™ 4% vs last period ™ 4% vs last period ™ 4% vs last period
NEW SUBSCRIBERS OPT OUTS CLICK-THROUGH RATE CONVERSIONS
171K 171K 6.1% 106K
~ 4% vs last period A 2% vs last period T +0.4 (3X in 90 days) A 12% (best month ever!)
Suggestions & Opportunities + Add Custom Insight Channel Performance Jiew Detail Engagement Quality
wepicacs) - Suggestions & Opportunities + Add Custom Insight
No acquisit ERGHEAEn ‘
Replicate Black Friday ‘Back to School’ send ( Do something = )
Campaign drove 2.4x avg CTR. Similar structure est - est $34K revenue
Central tim
HIGH IMPACT
RCS has 9. No acquisition pop-up active - ( Do something _})
Comparable accounts see 31% more opt-ins with a pop-up = est +820 subs
VALUE ADD
CT segment receives at 8am CT. Shift to Noon CT = est +1.2pp CTR

™ 0.1%

™ 0.6%

J 0.01%

™ 0.4%

Al-driven alerts + CTA link

Al Assistant with role-
specific suggestions;
Opens a sidebar chat Ul
when user prompts

User specified widgets,
Including Al-driven data
Insights & suggestions
with action items



User Trust &
Adoption

Alis stillin the early
for most enterprise

The people using ou
enthusiastically are t
In already curious, al
tolerate some rough

adopter phase
users.

- Al features
ne ones who came

ready willing to
edges, already

motivated to experiment.

Al
NOW
\
Innovators Early Early Late Laggards
2.5% Adopters Majority Majority 16%
13.5% 34% 34%

100%

/9%

50%

257

o4 9Jeys 19eN



Al Design Principles

Al should help Transparency is
reduce decisions, contextual. Some Al
hot shift them. should be silent.

Build the escape
hatch first.



Part 3
Al INn our
Process
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Discovery

Workshop Transcription & Notes

o We had actionable insights & recommendations, and we kind of combined
personas as well, because we really were thinking about the idea of, like, a
customizable homepage where you're able to kind of pick and choose what you
would like to see.

» So that might be charts, it might be graphs, it might also be an insight where it's
like, I want to know insights about this particular thing. You're able to click an ad
button and kind of click and drag what you want.

e You can also have multiple different presets, so maybe you have one that's
focused on acquisition, other than that's focused on your recent campaigns, et
cetera, et cetera.

« We also thought about having a Al presets where they're telling us their vertical,
the outcomes they're looking for, and we kind of build a dashboard for them.

o We also said that there should be an export feature so that they can send it off to
someone who maybe doesn't have platform access and a feedback button.

e So if they're not seeing a particular graph, they're able to tell our data team, hey, |
would like this. Filters and, yeah. | think that's it.

» So were focused on doers (Marketing Specialist).

o We have next this here, the top side here, and then we have some sources of
information, like acquisition campaigns, and messages for revenue.

« And we generated insights next to it with what they can do next. create more
broadcasts like this message that perform really well, or calling out, they don't
have a pop-up, so they can create one.

e Then we go over to the message editor, so they're making a new SMS in Nexus
with Al generated audiences, and they can add additional filters that they'd like,
and the send times already updated.

e So all they have to do is hit send.

» And we also have some test results based on the broadcast they've sent.

¢ You can also generate a new test plan.

« It'll have all the messaging and the audiences for that test plan. So they can be
very efficient.

>

6 Jeff Steffgen

= Marketing Users

* Mobile Marketer - Doer
- Strategic Marketer - Decisig
*Data Analyst - Optimizer

- Tech Users
«IT - Martech set-up

won 0 26:32/1:01:42 I3

s B 1t [@E sHowmiE WX

iights [} Auto Chapters

INTROS m COMPANY / PEOPLE OVERVIEW
'
'S
m NEXT STEPS

{ERS

(2) Questions

Total Talk Time : 100% (24 Min)

eff Steffgen Talk Time: 100% (24 min)

I/ | NI [ R 1} | 1 N
Talk Time: 0%
(<1 min)

ate Senior Manager
rown, Customer Success

LONGEST MONOLOGUE

Talk Time: 10m 8s

|y |
SENTIMENT e Positive e Neutral e Negative
°
09 e © o9 - ® °-9®
o ¢ o g

= Notes 3 Transcript G5 As

Current template

Discovery B Change Template D

H1 H2 H3 B I Y & | = = 8

Key Takeaways

¢ The session served as the
introductory phase for gathering
customer pain points and aligning on
core personas to guid pla
Al and data intelligence hub.

* There was a strategic discussion
about evolving platform design
towards a federated product strategy
with a unified home page, aiming for
seamless access across products in
the future.

» The exercise used sticky notes and
group discussions to document
customer goals, pain points, and
specific issues with execution,
metrics, and integrations on the
platform.

« Different user groups were identified,
including marketing specialists,
strategic decision makers, IT
developers, data analysts, and
partners, to ensure diverse feedback
on product functionality and
integration.

P AVOMA

3¢ Claude

Synthesis of Datapoints

Al-Powered Personalization & Customization

Teams emphasized the need for intelligent, customizable interfaces
that adapt to user roles and goals. This includes Al-generated presets,
personalized dashboards, and smart recommendations based on user

context and vertical.

o Al presets where they're telling us their vertical, outcomes

e customizable homepage where you pick and choose what you see

» Al generated audiences with additional filters

Actionable Insights with Next Steps

Both teams prioritized surfacing insights that directly suggest actions
users can take. The focus is on reducing cognitive load by pairing data

« actionable insights & recommendations combined with personas

visualization with clear, executable recommendations.
« insights with what they can do next: create more broadcasts
« calling out they don't have pop-up, so create one

Workflow Efficiency & Automation
Teams designed for speed and reduced friction by pre-populating

information, automating setup, and streamlining multi-step processes.

The goal is to minimize manual work and accelerate time-to-action.

¢ send time's already updated, all they do is hit send
e generate new test plan with all messaging and audiences
 they can be very efficient with automated workflows

Flexible Dashboard & View Presets
Multiple configurable dashboard views emerged as a key pattern,

allowing users to create different perspectives based on their current

focus area or campaign goals.

o multiple different presets focused on acquisition or recent
campaigns

e pick and choose charts, graphs, or insights

e click and drag what you want on homepage

Cross-Platform Data Sharing

Teams recognized the need to share insights beyond platform users

through export and sharing features, acknowledging that decision-
makers may not have direct access.

o export feature to send to someone without platform access
« able to send dashboards off to stakeholders

User Feedback & Continuous Improvement

Building feedback mechanisms directly into the product allows users to
request missing features or data points, creating a channel for product

evolution based on real needs.

» feedback button if not seeing particular graph
« able to tell data team what they'd like

Integrated Creation & Testing Tools

Team 4 designed for seamless transitions from insight to creation to
testing, with tools that carry context forward and suggest test plans

based on performance data.

Rapid Wireframe Ideas

xxxxxxxx Smart Insight Feed & nockue 107 3

| + smart Feed @  Argenerated insights ranked by impact - personalized to your role and goals

© My Priorities & i " ] -

Quick Wins

wosreny | neven ewo [ L cneazons) TiSTONTS AcTED on
o Acauisiton $284K 6.8% 12/19 7

+10% st % action e R —
& Revenue

28 Audience

% Campaigns

.. Missing ametric you care about?
> Tell our data help you most.

& Share this insight digest with your team s Emall | (oSlack || WPDF

.

Mockup 1— Smart Insight Feed
Themes: Al-Powered Personalization & Customization - Actionable Insights with Next Steps -
User Feedback & Continuous Improvement - Cross-Platform Sharing - Proactive Anomaly Alerts

Your Customizable Homepage b oo 2 oF 3

Pick and choose what you see - drag to rearrange - save multiple presets
SEditlaout | Fsavepreset | Export | [ERENTCIVEEES

@ KPls Active preset + Create new preset

_—/ quisiti - &

 Acquisition & Al Dashboard Builder

zzzzzzz
Rebuild -+ Al Recommended Layout for Retail

you & goals u

Based on your vertical and role, we've selected 6 widgets.
hererie © il Retail / eCommerce curvent C =

I Food & Beverage

Revenue TD  CTR trend  Top segnents
‘Apply this layout -

nnnnnnn

I Healthcare

~ # Education
Automate Reports

< Add Widgets to Your Dashboard Browse all -+

] i ™ i +

= Copy score # Geo heatmap 7 AlBtestresults X Alerts & anomalies

Current layout — Acquisition preset

nnnnnnnnnn

.
" Nopopupfor now subscrbercapurs

monthly with

.. Missing a widget you need?
5 Requ

tequest
m our data team.

& Share this homepage view with stakeholders * Email % Export & Automat te.

Mockup 2 — Customizable Insight Homepage
Themes: Flexible Dashboard & View Presets - Al-Powered Personalization (Al preset builder +
vertical selector) - Click & drag widgets - Preset configurations - Export & Feedback loop

nnnnnn Insight — Create — Test I MOCKuP 3 0F 3
- Prem—|
Bl Toct Rosults + Triggered by this insight
,,,,,,,,,,,,,,,,,,,,,
uuuuuuuuu x 7
-
® send Time Opt.
Workflow Progress
B Journey Build
nnnnnn
M Backto-schoal send Build message & audience
send campaign I eogress;
7 Copy A/B test
Review test plan
S Alg ited A/t Up next
= Message Editor View full editor -/ Al-Generated Test Plan
New SMS — Back to School [ AlB ! d Time A1 ceeraTeD ‘1




Design System

Claude
8
v DESIGN_SYSTEM.md

o B DESIGN_SYSTEM.md

# Nexus Design System

> Auto-generated from Storybook index at “https://nexus.uat.vibes.com/__stories/
index.json®

> Architecture context sourced from Adam Dziubinski's *Nexus & Packages Front-End
Architecture Overviewsx.

> Update this file by re-running the sync script when new components are added.

## Architecture Overview
There are *xtwo separate repositoriessk that together make up the Nexus front-end:

*xkPackages Repoxk — The shared component library. Contains 54 UI component
packages, 12 API client packages, 6 utility libraries, and 6 type definition
packages. Both the Nexus team and the RCS Studio team consume from this repo.
Components here are published as independently versioned ‘@nexus/x  packages to a
private GitlLab Package Registry.

soNexus-UI Repo#k — The main web application. Imports “@nexus/x" components from
the registry and assembles them into pages, views, and workflows for end users.

App-specific components that don't belong in the shared library live here under

“src/components/" .

### Component Journey

1. Designer creates spec in Figma

2. Developer implements as a React component with Tailwind + TypeScript in
*packages/components/”

3. CI/CD pipeline automatically publishes versioned package to GitLab Package
Registry

4. Nexus-UI (and RCS Studio) install and import "@nexus/component—name’

### Tech Stack

| Layer | Technology |

=1

| Language | TypeScript |

| UI Framework | React 18 |

| Styling | Tailwind CSS |

| Component Variants | class—variance-authority (CVA) |

| Build Tool (App) | Vite |

| Build Tool (Packages) | TypeScript Compiler (tsc) |

| State Management | Zystand (UI state) + SWR (server data) |
| Forms & Validation | React Hook Form + Zod |

| Routing | React Router 6 |

| i18n | Lingui |

| Testing | Vitest (app) / Jest (packages) / Playwright (E2E + Storybook visual) |
| Component Dev | Storybook |

| Hosting | AWS S3 (static) |

### Nexus-UI App Structure

nexus-ui/src/

+« One folder per route/screen (HomePage, CampaignsPage, etc.)
« Complex feature UIs (CampaignBuilderPage, ABTestPage, etc.)

Design

Architecture Overview
Product Lines
Principles

Component Inventory
Storybook Reference
Color Tokens
Typography Tokens
Spacing Tokens
Corner Radius Tokens

N\

4% Claude

Claude Code

Is prompted to

create rapid

are built with
our existing
components.

Al-Assisted Workflow Guidelines

Anti-Patterns
Packages Repo

prototypes that

Code

<

)\ 2



Prototyping

Code Prototype in UAT

[ . \
B RCS Studio €& @ ADMIN Vibes UAT (2) Nolan Fel icidario
@ Admn | RCSAgents > @ NikkisBrand > © Nolon Test
b r @ Nolan Test e restwoce
(&%) K
o @ e
T Fo
s ::r t.':'# r - - - - Overview ® Messages “ Flows Links # Launch & Media . Test Devices & Settings Logs Analytics
e,
5 __"'I' Eg) Connectors R
@ e FIOWS Q
- B B W e W (9) peveloper
I Name Description Entry Point Messages Last Modified
oo Mar 27 Flow Test description [ hello 2
5] Testing description ( CoryTestView 4

Pull source Prompt in Claude Code

code to local with reference to
DESIGN_SYSTEM.md \ J

Output is actual working FE code in our
testing environment that can be put in front
of customers & stakeholder for feedback.
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