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AT&T Product Leadership Portfolio

Director, Customer Identity Management as a Product
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Customer identity, omnichannel experience,
fulfillment innovation and enterprise

platform leadership.

2026 EDITION [——

LEADERSHLP. ‘ ‘ Building trusted identity experiences CUSTOMER FIRST
INNOVATION. that connect people, simplify journeys, BOLD THINKING
and power the future of AT&T.
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EXECUTIVE SNAPSHOI

CUSTOMER—CENTERED
PRODUCT LEADER

CORE STRENGTHS

20+ vears transforming AT&T customer experiences, )
fulfillment capabilities and enterprise product platforms. @ Inspiring product leadership >

s
| translate complex operating problems into emnshannel suaegy
scaled product capabilities — bridging strategy, TR ———

data, digital channels and frontline execution. with technology

Executive presence

20+ 10 150+

Years at AT&T Roles across product, New identity attributes
CX, operations

$200M+ 45K  AOK:

Projected EBITDA from Frontline employees Digital upgrades enabled
fulfillment initiatives supported by CHIL in one quarter
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EXPERTENCE

2025-Present @ | Director, Customer Identity Management as a Product

- Own customer identity platform strategy across profile, graph
and enterprise data services.

| * Led the customer identity data profile reset, the first Identity
Data Service, and converged product indicators.

® | Director, CX Product, Broadband & Converged Product
¢ Led CX governance and customer advocacy across broadband
and converged product initiatives.
* Ensured strategic roadmap delivery with quality and
experience consistency.

® | Director, Omnichannel CX Strategy

| ¢ Led omnichannel CX strategy across wireless and
broadband experiences.

* Led development of the Customer History & Interaction Log.

|
® | Director, Omnichannel & Fulfillment Operations

* Owned omnichannel and fulfillment strategy, capabilities
and roadmap.

® | Associate Director, Omnichannel & Emerging Digital Programs
¢ Led Buy Online Pick Up In-Store, appointments, IoT activation,

certified pre-owned and same-day delivery initiatives.

EDUCATION & CREDENTIALS

p\ University of North Texas —
=]

Bachelor of Applied Arts & Sciences, 1995

(\9) Certified SAFe 4.5

C@ Trained SAFe 6 Management

LET?”S CONNECT

9 Dallas, TX

B archer.thomas@att.com

m linkedin.com/in/archerthomas
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PORTFOLIO OVERVIEW

A product portfolio built
across channels, data and operations

8
Praeery
2 S &R
A A :‘:’F
4
veaoctons | Connent
g
Y X
] i
Predan o Owvces

() I ‘ Identity & Data

Products

Customer Identity as a Product

Customer identity data profile reset
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Identity Data Service

Converged Product Indicators
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‘ Omnichannel &
Digital CX

Start Anywhere, Finish Anywhere (SAFA)
Retail Appointment Scheduler

Buy Online, Pickup In-Store

Retail Traffic Control

myATT Discover

Easy Activation Portal

Dynamic Store Pages
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" Fulfillment & Commerce
Platforms

Extended Aisle — Direct Fulfillment in OPUS

Digital Upgrades — 40K initiative

Certified Pre-Owned Store

Same-Day White-Glove Delivery by Enjoy

Charge for Fulfillment

BOPIS Reservation Enhancements

Gig Worker Fulfillment

CUSTOMER FIRST

LEADERSHIP. ‘
INNOVATION.
IMPACT.

Connecting z'dentity, experiences and operations

to deliver seamless, intelligent experiences BOLD THINKING

that move our business forward.
ENTERPRISE IMPACT
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First-party
data
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Segments Third-party
data

PRODUCT LEADERSHIP HIGHLIGHT

Customer Identity -

Interactions Consent

as a Product :

Modern data foundation for enterprise lﬁl

Products

CX, sales and personalization. 8

Accounts

ﬁ NEW ROLE STARTING

/{/)I‘i/ 2025 € Household Overview

Converged Products Pre-Contact View

0 Customer identity data profile reset e Custom query + enterprise access 0 =

Introduced a custom query feature that does not

No rcant s
@ .

Reset and redesigned the Customer Identity ; : Wesiass Faree romeont
require new development or a product Pl interval. - .

data profile to a new construct that collects " i L
: ; The data service is accessible by enterprise D Mt D) st
150+ new customer data attributes and growing. A >
applications and platforms that utilize customer
data, bringing Product Organizations to parity o
with Marketing organizations.
oot Sons 7S o
. \ . g > e . & 2 Opportuney Hghghts
Identity Data Service B racors
Proposed and created the first Identity Data Service o COﬂverged Product Indicators e e et
that aggregates customer data from first- and third- Created the first enterprise platform converged 3 . :
party data sources and harmonizes that data in a product indicators, enabling sales channels to
single customer graph. have a pre-dispositioned view of the product
sets any given customer has upon contact.

S 1 50+ @ 1 St Enterprise-wide 03 3600

New attributes Identity Data Service access Customer view
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CUSTOMER EXPERIE !
Connected experiences.

OMNIC HAN NEL v
TRANSFORMATION — @ © © © ©
DIGITAL FIRST

Omnichannel transformation created convenience, consistency

3 s 5 2 Schedule Retail Appointment
and speed across ATE&T's digital and retail experiences.

Make Appointments Change Appointments | ° Ready for pickup

Q () l Start Anywhere, Finish Anywhere (SAFA) Vour gadbr s seady
< . r May 2024 125 Main St

) @ Enabled customers to st;u:l an order in digital o - Yodoy ueth 8:00 PAL

or retail and retrieve and finish it in the other channel. : s
S 8 y Get directions >
® ? e o " ”
: . . 3 uw X % T 2%
( ) 2 Mobile-first operating model sl " e (gl
» % ®» N Wyous phons e,

Enterprise capabilities were prioritized
for the mobile application first.

Jnt reschedilo or
cancel your appoRtment

o I

() ’3 Store-level inventory

.

Allowed customers to see local product
availability and choose a store with stock.

()l Buy Online, Pickup In-Store
“Irial Jaunch in May 2013; national launch in February 2014.
Targeted 12-15% of digital orders; actual trial
performance exceeded 20%.

Dg Out for delivery

Estimated delivery
May 20, 10:00 AM - 1:00 PM
()') Retail Appointment Scheduler

A . Track your order >
Implemented a scheduling system to reduce long waits

and manage traffic to company-owned retail locations.

CUSTOMER FIRST

LEADERSHIP.

SAFA APl Mobile
INNOVATION. Seamless customer Connected systems First in experience, BOLD THINKING
IMPACT. journeys and real-time data first in execution

ENTERPRISE IMPACT

2026 EDITION p——




AT&T CUSTOMER EXPERIENCE

INNOVATING

CONVENIENCE.

ELEVATING

EXPERIENCES.

Strategic innovations that create new
ways to connect, engage, and deliver
value to our customers—anytime,
anywhere.

AT&T REMOTE VENDING KIOS

SCOPE

Enable a remote sales vending kiosk to be placed in strategic
locations of high traffic to enable a new remote sales channel
for AT&T wireless products.

KEY HIGHLIGHTS

» Concept launched for AT&T prepaid phones,
accessories, and calling cards in 2015

» 5 Kiosks were placed in select locations
across the US (Airports)

» Evaluated Forrester data & conducted
Compete study

» 55% of Consumers receptive to the concept

» Convenience is the major driver for using
a self-service kiosk

* Consumers are likely to perform both
transactional and self-service on a kiosk

* Adoption is growing - over one million
self-service machines are in use today (U.S.)

MYATT DISCOVER - AUGMENTED REA

Features of myAT&T Discover

Integrated with myAT&T Moblle experience—-
no login required

Leverages augmented reality (AR) technology
to deliver an enhanced and immersive digita
experience by using image, object, and sound
recognition enabling the customer to instantly:-

+ obtain product information

+  make purchases

* activate services

= troubleshoot/resolve services & equipment

Expandable platform with the ability integrate
additional technologies & use cases

(¢

KEY OBJECTIVES

2 New Revenue O Innovative Solutions

Efficient Distribution @ Increased CX through

8, Speed & Convenience ConPeties

myAT&T Discover

TROURES SNOSTH HASOloR Targeted Use Cases

Meaningful Customer Discovery

Sales & Markoting Partnenhip

myAT&T Discover

Cuasoners com accen drectly from myATAT mobe

View Service Optiont Wil Scon

Adsitionol feotures: Review ond Aotings. Product Comparison, Doto Plons, Favorites, Matery, (hot

(
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[Fulfillment +
commerce platforms .. ..

Extended Aisle — o Digital Upgrades — 0 Certified Pre-Owned Store o Same-Day White-Glove
Direct Fulfillment in OPUS 40K initiative

Delivery by Enjoy
Unified the retail and virtual Led enhancements to att.com Created the certified pre-owned

inventory pools and enabled fulfillment messaging and UX
customers to ship products

directly to their doorstep while
shopping in-store.

Created AT&T’s first same-day
store on att.com. Delivered 5K+ delivery solution. Customers
improvements that contributed activations and $2M+ long-term selected same-day or scheduled
to 40K+ digital upgrades in value in the first 12 months, and delivery, 30% of the time in

: 2 participating cities, and when
one quarter. introduced the first three-format offered these options customers
punch-out SIM card. transacted 20%+ more.

@

Seamless experiences.
On your terms.

Choose how you get i ‘ . CERT'FIED
PRE-
- o OWNEp

I <t
MPOCtodt, Coryy fred,
8ult 10 partopy

CB Out for delivery
| - Estimated defivery
E. May 20, 10,00 AM - 1:00 PM
] |
Track your order > |
MICRO STANDARD - 4
T

SK+

activations in the first
one quarter 12 months

digital upgrades in long-term value delivered

of customers selected same-day
in the first 12 months

or scheduled delivery

—4 2026 EDITION ’7

LEADERSHIP. INNOVATION. IMPACT.
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OPERATING SYSTEMS FOR CX

) Overview

Customer

Accounts

experience .
platforms

Customer History &
Interaction Log (CHIL)

Created a centralized repository of customer history and
interactions so agents and customers could see the same
information and communicate more effectively. Initial
releases saved an estimated 31 seconds of average handle
time and 4+ agent clicks for 45K frontline employees.
Conservative estimates indicated $3.2M in annual benefits

and a 0.1 overall NPS improvement.

Customer 360

Jessica Smith
JS 555-123-4567

Overview

Interaction Timeline

Qe Today

Inbound Call
ussed bill

In-Store Visit

Returned accessory

Charge for Fulfillment
Dynamic surcharge capability
across fulfillment options;
$77M EBITDA three-year

projection.

BOPIS Reservation Enhancements
Addressed the risk window between
order and pick; targeted 272K

affected retail orders representing

19% of retail order activity.

3\
@) Retail Associate v

Online
Account Snapshot
123456769 High

Wireless (1)

Intemnet

Protection

Recent Notes

Customer is travel

Gig Worker Fulfillment
Designed third-party last-mile
routing using stores as shipping
nodes; projected $57M EBITDA,

+34% take-rate and +22% conversion.

31s

AVERAGE HANDLE TIME
SAVED (PER INTERACTION)

3.2 M

C ()Qa—i i

ANNUAL BENEFITS
FROM CHIL

FRONTLINE EMPLOYEES
IMPACTED

$77TM

THREE-YEAR EBITDA
PROJECTION

$57M

PROJECTED EBITDA FROM
GIG FULFILLMENT




AT&T

RECOGNITION

AWARDS AND

EXECUTIVIE

RECOGNITION

Multiple Mass Markets Connection Awards — 2022 - 2026
Product Design and Delivery

TIP — The Innovation Platform Award — 2017

Retail Traffic Control concept

Technology Development President’s Award — 2017

Platform innovation and customer experience

ATNO Conference Award by John Donovan — 2016

ATE&T Discover App / AR prototype

Wireless CEO Conference Award by Ralph de la Vega — 2015
Wireless digital channel leadership

AT&T Mobility Digital Channel Velocity Award — 2014
Digital channel execution

AT&T Summit Award — 2013

Mass-market product and channel impact

66

Repeated recognition for platform innovation,

customer experience and digital product impact.

& atar

TIP
THE INNOVATION
PLATFORM
AWARD

2017

RETAIL TRAFFIC
CONTROL CONCEPT

- WIRELESS
= ATaT CEO
CONFERENCE
/ AWARD
/k ATNO

|/ CONFERENCE ] BY RALPH

AWARD / DE LA VEGA
BY JOHN DONOVAN

2016

WIRELESS DIGITAL

DISCOVER APP /
PROTOTYPE

AT&T

—

TECHNOLOGY
DEVELOPMENT
PRESIDENT'S
AWARD

2017
PLATFORM INNOVATION

AND CUSTOMER
EXPERIENCE

OCITY
AWARD

SUMMIT
AWARD
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