Singapore Summit - Adobe Experience....

Singapore Summit -
Adobe Experience
Platform Hands on
Lab


https://app.archbee.com/public/PUBLISHED-ObRkWuXxAKytJ2knEauf0

Exercise 1- Insights

Exercise 2 - Take Action




. Exercise 1 - Insights

Learning Objectives

In this exercise you will become familiar with the Customer Journey Analytics interface and
learn how to leverage it's adhoc analysis to understand the end to end journey customers
are taking across channels. We will showcase the significance in understanding all data
sources to answer your business questions and introduce some of the new features unique
to Customer Journey Analytics such as Forecasting, Guided Analysis, Intelligent Insights,

Journey Mapping and Summary Data Support.

Scenario

SecurFinancial are a leading retail bank offering personal banking services across a range
of loans, credit cards and insurance products. While business is good, the call center and
branch managers have been complaining that they need more staff to keep up with the
demand. As an analyst you've been tasked with identifying and locating any current issues
in their online journeys and locate opportunities to divert offline interactions to digital

channels.

Access

Your login credentials should be available on your desk including your lab participant

number.

Login via https://platform.adobe.com

Once authenticated switch to Customer Journey Analytics using the solution switcher:


https://platform.adobe.com/
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First we'll start by creating a new project from a pre-built template. This will provide you

with some initial insights while giving you an isolated area to explore the data further.

Under Workspace - Templates - adobe-demo-americas-275 templates you should see

a template called Singapore Summit (Template).

If you don't see it, check on the top right that the dataview is set to Singapore Summit.
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Hover over the template card and click to Use template

& conmermmeyiaees (Y vasvaagerent s Componens ok Lk sobeameamencnas. G @ & 0 @
Projects = Oeganization Templates

Templates ﬂ

e T =] 1 m u Mieril pibertly uried w W Gegpere S W
adobe-derma- amencis-175

gt

b
Learning patha.
Upgrade o Cusiomes kamey

Araiyticn
Singagore Summit [Template)
Irvdhprton b Creas (harnel Mewis and EPfs
arvailalde thegasgh Cusinmer Josmey Analytcr. Talke
e an. 4 Viarbng point dor sdboc sniyn dureg

Bl LbARapE Ergleh © S it AR R Bepatrvend

Take note of the following Ul components:
Panel - Each dashboard/project is made up of one or more panels

Data View - Controls what data is available to the report - keep in mind this includes

multiple datasets that can span multiple channels and data sources.
Date Range - The date range controls what data is displayed in the panel

Component Menus - Provides access to add additional visualisations, components and

panels to your report.
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For this exercise we will walk through the first panel together.
You can see immediately the new primary metrics exposed through CJA: Events,

Sessions and People. If you're familiar with Analytics you can think of these as being
equivalent to Hits, Visits and Visitors - but remember in Customer Journey Analytics we're
grouping data based on a person identifier, not a device (or cookie).

You can see immediately the new primary metrics exposed through CJA: Events,

Sessions and People. If you're familiar with Analytics you can think of these as being
equivalent to Hits, Visits and Visitors - but remember in Customer Journey Analytics we're

grouping data based on a person identifier, not a device (or cookie).
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Based on the forward looking date range defined for this panel, Customer Journey
Analytics has provided some automatic forecasting to predict how the data will continue to

trend over the coming weeks. You can leverage forecasting for:
Planning: By analyzing trends and predicting future outcomes, you can identify potential

opportunities and threats and adjust your strategies accordingly.
Budgeting: By forecasting future revenue and expenses, you can ensure that teams have

adequate funds to cover their costs and invest in growth opportunities.
Risk management: By anticipating future events and trends, you can take proactive steps

to mitigate risks and minimize potential losses.
Resource allocation: By predicting future demand, you can ensure the necessary
resources are available to meet customer needs and avoid stock-outs or overstocking.

Performance evaluation: By comparing actual results to forecasted results, you can
identify areas for improvement and make necessary adjustments.
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Since the event data ingested to CJA comes from multiple sources not just your website

l1 Wisbate
and app we can combine many different types of metrics into the same dashboard. Scroll
down to the expanded metrics and you can see some examples of the types of metrics we

can include and the source systems or interaction channels that these metrics were

collected from. Some will be specific per channel, for example the Calls metric comes
from the Call Center dataset, others will be shared across multiple source systems, for

example Total Applications.
* Expanded metrics
Event level data can be ingested from maltiple source systems and combined in a single connection. and dataview, allowing metrics from all intersction channets tor be shared in the same dashbcard.
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channel and devices per person.

By grouping data at the person level, we can start to analyze things like audience size per
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Now before we start our adhoc analysis let's save the project. Click on Project - Save.
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Give your project a unique name by including your lab number or last name. Then click
save.



1.2 Guided Analysis

Let's take a look at how SecurFinancials new account applications are trending over the

last few months.

We can use one of the new Guided Analysis options to quickly view this and break it down
by attributes like the account type, the channel the application was submitted on and/or

customer demographics.

Open the Guided Analysis panel on the left hand side, and drag the Trends option into your

dashboard under the first panel.
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Click to Create Trends
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We are immediately shown a quick trend line of all events from the last 30 full days.
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Change the Event that we want to analyse from Any event to Total Applications and add a
breakdown by Account Type.
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Top Tip - if you can't see the full event definition in the table, you can widen the

column by dragging the column divider in the heading.
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Now let's compare these results to those from last month. Click on Compare to past and
select Previous Period.
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We can see that applications for most account types have seen a small increase month on

month, but credit card applications have declined.
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Let's zoom in on this account type and see what other insights we can find. Remove the

breakdown by Account Type.
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Now add a filter on our events to include only credit card applications.
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We can see that Web and Mobile Web are performing particularly poorly while call center
and in branch applications have increased. Perhaps there is some friction on these

channels which is driving customers to the call center and/or in branch?
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Now let's use some profile information to analyse it further, change the breakdown from

Interaction Channel to Age Group.
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We can see that the drop in applications is coming predominantly from the younger age
groups 18-24 and 25-34
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Update the name of your analysis and click save. We'll continue to analyze the journey

customers are having across channels in the next exercise.
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Insights Unlocked!

e Credit Card Applications are trending down month on month

* Website channel across desktop and mobile is performing worse than other

channels

* The issue is predominantly impacting younger applicants between the age of 18

and 34.

Hypothesis:

* Younger customers seem to be getting stuck during the application process
online and are either dropping off or transferring to offline channels.

1.3 Analyzing the Journey

Now that we've generated some quick insights through the guided analysis, let's validate

our hypothesis through some cross channel journey analysis.

Scroll down to the panel labeled 1.3 Analyze the journey across channels.
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Here we can see the overlap of people interacting across channels. The Channel Overlap
venn diagrams show the overlap of customers engaging on the website AND the call

center or in branch is much higher than those who engage on the mobile app.

Looking at the Cross Channel Flow we can see the common path customers are taking
after landing on the website. We can see a good portion of customers are calling the call
center after visiting the website. Click the intelligent captions icon in the top right to use

generative Al to get a quick summary of the key insights from this visualisation.

*  Cross Channel Flow & v =

Surtiwitfc = Website | Pathing dimerdion: & Interaction Channel | Flow comaner. People | Repests: OFF | Firsulast ccoumence Imitng: O rF

®  Journey canvas

Intelligent Captions provide high level takeaways allowing you to share your findings easily

with other users. Use the arrow icons on the right to expand and collapse the captions.
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The flow visualisation is great for high level analysis but CJA's journey canvas allows us to
drill into exactly which paths customers are taking and where they are falling out of the

expected trajectory.

Scroll down to the Credit Card Application Journey Canvas. It has been prepopulated to
show the expected journey from viewing the credit card page on the website to

completing an online application.
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Click on the iicon in the node to see the components that make it up. The red line shows

the fall out between each node.

G The highest comersion rate of any path in this journey was 1% of 105,333 peogle. Leasn muse

Let's add to the journey to see the number of people who make a call to the call center
after starting the application process. Search for Calls in the components menu and drag

the Calls metric onto journey canvas.

B Cutonmts Resety Anbiytics -umvvavm M@m’ﬂ].

Now drag a connector from Credit Card Application Step 1 node to the Calls metric node.
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We can further breakdown the Calls node to understand what the reason was for the call.
Right click on the Calls node and select to Breakdown - In Journey Canvas by Call
Reason.

G The highest conversion rate of ary path in this jourmey was 0% of 11,610 peophe. Learn moee

We can see that the largest proportion of calls are related to questions around credit limits!
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With this kind of visualisation we can run deep analysis of fallout and fallthrough that
accommodates the most complex of user journeys crossing any number of channels,

dimensions and metrics.

Insights Unlocked!

* We've confirmed that customers are diverting from online credit card
applications to offline channels, in particular the call center

« The most common reason for these calls revolve around credit limits

Summary

Congratulations, you've completed the exercise to gather insights using Customer Journey
Analytics. Based on our analysis we can share the following back to management and the

marketing team at SecurFinancial:
Insights:

e Credit Card Applications are trending down month on month
* Website channel across desktop and mobile is performing worse than other channels

* Younger customers are more impacted than older customers



e Customers are diverting to call center channel and the most common reason relates
to credit limit queries

Recommendations:

e Verify that the credit limit options available on the web application form are the same
as those available on other channels

e Experiment with content and layout of credit limit information for younger applicants

e Ensure targeting of younger applicants for credit card marketing is properly vetted

Bonus Exercise: Omni-channel Attribution

Let's take a quick look now at the marketing channels which have had the most impact
historically on Credit Card Applications to provide insight on where we should focus our

upcoming marketing effort and budget.

Scroll down to the last panel in your dashboard. We can see here a quick visualisation to

show the top performing channels for both online and offline applications.
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Marketing Channels Performance - Credit Card Applications

If you scroll down to the data table which enables these visualisations, you can see we also
have summary data from Meta and Google to understand how many impressions, clicks
and the cost for these paid channels for the reporting period. This data is collected as
daily aggregates and can be tied to the person level event metrics through shared

Campaign Id's collected when a customer clicks through from an Ad.



With this summary level data we can start to report on advertising metrics like cost per
click, return on ad spend and cost per aquisition across not only online but offline channels

as well.
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For the purpose of this exercise we've used different attribution for online applications
(last touch within 5 days) vs offline applications (last touch within 10 days). You can easily
update the attribution model used depending on your organisations needs by right clicking

on the column heading and selecting modify attribution model.
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You can choose from any of the supported models including Adobe's algorithmic model

which uses Al/ML to allocates multi-touch attribution across channels.



Insights Unlocked!

* Meta is our top performing channel historically for credit card acquisitions, we
can focus new marketing efforts here.



2. Exercise 2 - Take Action

Learning Objectives

In this exercise you will learn how to view a real-time customer profile in Adobe Experience
Platform and understand how the different pieces of information collected about that

customer are stitched together through the evolving Identity Graph.

You will learn about the different types of audiences that can be created through the
Adobe Experience Platform Audience portal, including real-time audiences for onsite
personalisation using onboarded data as well as federated audiences minimizing data

movement from your existing data warehouse.

Scenario

As a marketer at SecurFinancial you've been briefed on the insights and recommendations

coming from the analysis team, together you've decided on the following action plan:
* A new multivariant content experiment will be applied to younger customers who
reach the credit card application form from the latest acquisition campaign.

* In addition to targeting younger customers, we want to drive credit card cross sell to
existing customers who have a good credit rating and have made small withdrawals
from their savings accounts over the last 3 months

* These audiences will be activated to social channels for targeted advertising to drive
traffic to the application form

Access

Switch from Customer Journey Analytics to Adobe Experience Platform using the solution

switcher.
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21 Visualise the Real-time Profile

Before we start creating audiences for our use case, let's take a quick look at a real time

profile and the identity graph.

Browse to Customer - Profiles and select the Browse tab.
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Profiles can be retrieved by any of the identities that are attached to that profile.

identity namespaces are leveraged depends on your organisations requirements.

exercise we will use a CRM ID to look up our profile.
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Type SUMMIT_SG into the Identity value field and click View
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This will find the profile with this CRM ID. Click the Profile Id to view the profile details.
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The Detail tab shows us some basic information about the profile, which fields are

displayed here can be customized according to business needs.
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There are 2 main types of data collected against the profile, attributes and events.

Click on the Attributes tab. Here you can see the attributes that have been ingested, note
that while we've used a clear text email address in our demo instance, this is not a

requirement, which identities and which attributes you ingest is entirely customizable.
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Click on the Events tab. Here you can see a chronological view of all the behavioural
events coming from different source systems for your profile. These are the same events

that you were analyzing in Customer Journey Analytics in exerise 1.
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Click on the Audience membership tab. Here you can see which audiences the profile is

currently a member of.
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Lastly, return to the Details tab and click to view the Identity Graph.
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Here you can see a visualisation of the Identity Graph linking all of the different sources of
information together to create our profile. You can see that there are multiple ECID's or
Cookie ID's attached to the profile, this represents the different devices that the customer

has identified themselves on.
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Use the slider to see how the graph grew as the profile interacted over time.
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2.2 Create a real-time audience
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Now you've seen the types of data that lives on our real-time profile, let's create an

audience targeting customers aged 18-24 who have visited the credit card application

page today. This is the audience that will be used to target the content optimization tests.

Click on Customer - Audiences and go to the Browse tab. This is the Audience Portal

where you'll find all of the centralized audiences, regardless of how they were created.

The origin column indicates where the audience was created:

* segmentation service - using data onboarded to the real-time profile

» federated audience composition - using data that lives in a remote data warehouse

e customer journey analytics - segments can be shared directly from the analysis done

in CJA.
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Change the option from compose audience to Build rule and click Create. We are going to

create a new rule based audience using the attributes and events in our profile.
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In the audience builder we can add attribute and event based rules. From the Attributes

tab, search for age and drag the Age 18-24 attribute into the builder.
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Now we want to add an event based rule. Change to the Events tab and search for URL.
Drage the Web page details > URL field into the builder.
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Change the operator from equals to contains and add the value credit-card. This will

qualify anyone who's viewed a web page with the word credit-card in the url.
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Now let's add a time frame so users will drop out of the audience if they don't show

continued interest. Change the setting from any time to In last 1 days.
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Lastly we need to give the audience a name and set the evaluation method. For the name
prefix it with your lab user number then something descriptive like Lab User XX -
Interested in Credit Cards 18-24.

For the evaluation method, change this to Edge. This means the audience will qualify in

real-time as the events are received into adobe's edge servers from the website.
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Click on Publish to create the audience.
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Action Taken!

You've created an audience that can be used to personalize the experience on the
website in real-time!

2.3. Create a federated audience



To further enhance the quality of the leads we're advertising to, let's access some of the

more sensitive data that is stored in SecurFinancials Snowflake data warehouse.

Using federated audience composition we can ask Snowflake to run queries and transfer to

Adobe only the resulting list of customer id's.

minimising duplication across systems.

Keeping sensitive data secure and

We build the query (or series of queries) that will run in Snowflake through what we call a

federated composition.

From the audience portal click to the Federated Compositions tab.
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Give your composition a unique Label and select the Secure_Financial Data Model - this

controls which federated database we connect with and which tables are accessible within

that warehouse.
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The activity properties appear on the right hand side. For the Build Audience activity we
need to select the schema (ie. table) from the data warehouse that we want to query.

Click on the schema field to open the list of mapped tables.
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Choose the SECUREFIN_PROFILES schema and click Confirm



Select a schema

Once selected, click Continue to configure the query parameters.

= [ reote trperence aeem ), Senerh Expuavienscn Clowd (344 ackobe derr. e 15 B vuncroiiwn @ @ & om [ ]
2 ol hudences + Summit FAC HOL Test {WKFIZ0) emeg | [ Save ot
Compositon @ Oesft  Lasi modifed 2 deys age ‘P -th == n
B audeeces
E dmine AR | m Builld audience ©
TFONLEFD
A )
iy Frofie e
Lreans padunoe
BB apseces
¥ Pripems Audience
Ui 7, i i o Mion wour S
¥ Prbay it the qutry Fresdeler
D Create sedens
¥ Data St ) Roaet sttty
a SECURFIN_PROFILES [deed] [}
T cherma
Contitue
B Faos
B st /‘HMBM
"8 O Gentnae a0 cutbaund Iran0n
F Morvtorng
w Federasted Data
% esdch
B miortoring

r
s

In the query builder, click the + icon to add a custom condition.



Edit audience

Select the CREDIT_SCORE attribute and click Confirm

Change the operate to greater than and the value to 661to find customers with a good

credit score.



Edit audience

You can check the number of qualifying profiles by clicking the calculate button at any

time.

Edit audience

Now we want to further filter the audience to include only customers who have made small

withdrawals from a savings account within the last 3 months. Click the + icon on the lower

branch to add another custom condition.



Edit audience

Scroll down to where you can see the linked tables. Select the TRANSACTIONS table and
click Confirm.

This automatically adds the condition that the profile must have linked transactions - click

the + icon again to add a condition about the type of transactions we're interested in.
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Select the TRANSACTION_DATE attribute and set the conditions to on or after and preset
N Months Ago and value 3.
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Add another condition for TRANSACTION_TYPE equal to Withdrawal
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Add another condition for ACCOUNT_TYPE equal to Savings
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Click Confirm to finish configuring the query.
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Back in the composition canvas, click to Save
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We can continue to add activities to the composition to add additional exclusions or
intersections with other data but for this simple use case we are ready to save the result of

our query as an audience. Click the + icon and select the Save Audience activity.
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Give your audience a name like Lab User XX - Pre-qualified CC Prospects.
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Next we have to configure the audience mapping, this is how we control which data fields

are transferred from Snowflake to Adobe. Click the + Add Audience Mapping button.



S [ recteirperence patieem L, Srares Expivairocn Ot {4} P Yo 275 B vorscrociwn @ @ & om -

G] Home udences + Lab User 08 « Credit Card Cross Sell
e Prospects (WEFIZY) vy | ey | — n
o Werksh COTpOUS & fesft TS § Tarite
B onhtomn - Save sudience O
LS aam
b e Case Playbooks | S L
List
w  Conrecions
Sawe buadberee
) Seeee
ot Tha BTty T, Pebie drabnsd WPt e
(5 Dessnaions ARt P work S Y AT BT
g A e inbets shee S pukeenr
i Dl sl Lewn e
2 ot r Creane psdhenie dusdamca bl 4
58 muserces e wwm-mwrwm]
e Save plenle
_Hﬂ-w- tamiran Mapyieg &
X etited » [CREDNT S00RE presies s g41) e th e pderin
WA [TRANLAC TR Kot i Ak Ausdepnoe Mappang
W Acogunts TR Py, Gt promtes s R
= Lt i £ - Po-cpussbifond] Croctit Select the primary idestity and Rameipsce i
iy Presies bty [Erren—
S0 Audences Py iiqmy s w ()
Selert on opesen w
3 Prapem Komitty rummemacn 8 (D)
L
¥ Privy i
¥ Data Scence
w Dt Masagemens;

In this case the only information we need from Snowflake are the customer id's, none of

the raw transaction data or credit information will leave Snowflake. Select the CRMID

attribute and click Confirm.

Once we've selected the identity field in snowflake we need to define which identity
namespace it will match to in Adobe Experience Platform. Set the ldentity Namespace
field to Demo System - CRMID.
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Click to Save the composition
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With our composition configured, click Start to run the workflow. This will execute the

query in Snowflake and transfer the results to Adobe.
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You can see the result of the query displayed as the composition executes.
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Click on Audiences beside the composition label to return to the audience portal.
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You should see your audience in the list of audiences with origin Federated Audience

Composition.
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Click on the audience name and you can see the details of the ingestion from Snowflake.
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From here we can activate the audience to any of the configured CDP destinations.

Action Taken!

You've successfully leveraged data stored in a remote Snowflake database to build
an audience for targeted advertising, leaving sensitive information like credit scores

and detailed transaction history in the remote database only.

2.4 Activate audiences

Once the audiences are created, regardless of where the audience originates from we can

activate them using RTCDP's Destination catalog.

Click on Destinations under the Connections menu on the left hand navigation, then move

to the Catalog tab.
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The catalog lists all of the available destination connectors, additional connectors can be

created by partners using our Destination SDK. You can browse the list to see if the

destinations your business uses are available.

Move now to the Browse tab, this shows the destination flows which have already been

configured in this instance.
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We want to use Adobe Target to experiment with updating the credit limit information on
our application form, by activating our real-time audience to Target we can restrict who is
exposed to the experiment.

You can see Adobe Target is already connected. Click on the 3 dots next to the destination

name and select to Activate Audiences.



Look for the audience you created in Step 2.2, and select it and click Next.
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The mapping step allows you to share profile attributes from Adobe RTCDP to Adobe

Target for inclusion in your Target experiences.

There are some already mapped here but

there is no need to update anything on this screen. Click Next
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Review the activation details and click Finish to connect your audience with Adobe Target.
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In order to ensure consistency, destinations cannot be updated concurrently. If you
encounter an error on the final step of the activation workflow this is likely the cause
due to so many lab participants completing the same action, you can ignore this error

or try the exercise again in a few moments.

Once your segment is successfully activated, click the product switcher to open Adobe

Target.
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Switch to the Audiences tab in Target and filter to view Adobe Experience Platform

audiences. You'll see your audience is available natively and ready to be used within a

personalisation activity.
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Next we'll activate the Federated Audience we created in step 2.3 to Meta for our cross sell

campaign.

Return to Experience Platform and navigate to Audiences. Find your audience and click

on the 3 dots next to it. You have the option here to Activate to destination. This is a just

a different way to initiate the activation flow.
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The mapping step controls how we reconcile profiles between Adobe and Meta. This is
configured the first time you activate an audience and does not need to be updated each
time. We are reconciling on Hashed Email and Hashed Phone number for the best chance

at matching. Click Next
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There is one extra step that is required by Meta, and that is to declare whether the Origin
of audience is first party coming directly from your customers or partner data or both.

Select that the audience has come directly from customers and click Next



) o Exprene Favieam

[

8 e

BED Dahbowd

Destinations

Activale desbinabon

Letrd drngioon Mg

Audience schedule

w L Cane Plabosks

BB rinosks [a

W Conrsciiont
3 S
3 Desmnation
~ Cumlomer
B el
BB apspeces
W st
W Arrouety
iy Frods
B audercen
W Proapsi
B el

80 ausencen

B Poicien
B s
E Osta Lfecyeie

~ Dats Schence

Y Ly Lkt 00 Pre-gruibifend Credhl Card Pr.

O Seanch Exparienes Cloud (3]

AN

O Newsudwnore O Actwstedaudienons |

Wi vl st

= @0 Pz 0

=3

Laly aaw 01 - Pre-qusblied Credn Card .. 30

Ehomie det arpn ]

Review the details of your activation and click Finish to create the equivalent audience

within the facebook business account as a custom audience.
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Your audience will appear in Meta Ads Manager within their Audiences list. The lab
facilitator will show this on the main screen. Data will start flowing into this audience in

streaming fashion, starting with a backfill of existing profiles and then any new profiles as

they qualify.
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Summary

Congratulations, you've completed the exercise to Take Action using Adobe's RTCDP

based on the insights from Customer Journey Analytics that we found in Exercise 1.
You have succesfully:

1. Used the fast moving data that's been ingested into Adobe Experience platform to
ensure the right experience is delivered in the moment to customers landing on the
website.

2. Leveraged SecurFinancial's existing investment in Snowflake to build a targeted list
of cross sell prospects for paid media, ensuring sensitive data is not transferred to
Adobe.

3. Activated those audiences to Adobe Target for onsite personalisation and Meta for
targeted advertising.






