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KL AEP Hands-On Lab

Welcome to the Adobe AEP Hands-on Lab - Kuala Lumpur Edition!

Today everyone will be doing Lab 1. Then you have the choice of Lab 2 or Lab 3. Please
select the exercise that is most relevant for your role and business objectives.
Exercise Target Audience

Lab 1- Introductionto New users to Adobe Experience Platform
AEP

Lab 2 - Journeys and Marketing automation and journey managers interested in

Content exploring Adobe Journey Optimizer

Lab 3 - Omni-channel Data and insights practitioners interested in exploring Customer

Insights Journey Analytics

Access

Login details have been provided on your desk. The provided laptops should already be

logged in but if not, feel free to login again using the provided details.

Login at https://platform.adobe.com

The password for all users is KIAEP@2025

If you have issues logging in raise your hand and one of the facilitators will come help

you.


https://platform.adobe.com/

2. Lab 1 - Introduction to AEP

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 rule-based audience builder, including real-time audiences for

onsite personalisation and look-alike audiences for expanded reach.

Scenario

SecurFinancial is a leading retail bank offering personal banking services across a range of
loans, credit cards and insurance products. They have recently completed their Adobe
Experience Platform Real-Time CDP implementation. With unified customer profiles and
real-time data streaming in from digital and offline channels, the bank is now ready to

activate its personalization strategy.

As part of a cross functional team you have been briefed on an upcoming campaign to

promote a new Travel Credit Card. The campaign brief includes:

* A personalised experience when customers land on the website from any of the
campaign ads

e Retargeting on social when users start an application but do not complete it

* Advertising suppression for anyone who made a purchase in the last month

Access

Before you get started please confirm that you are in the right sandbox - it should be HOL2
(AUS5)
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Before we start creating audiences for our use case, let's take a quick look at Adobe's

Unified Profile combining data from multiple sources into an actionable profile.

Browse to Customer - Profiles. The Overview dashboard shows insights on how many

profiles exist in the sandbox along with the distribution of identities.
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To lookup a specific profile, move to the Browse tab.
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Profiles can be retrieved by any of the identities that are attached to that profile. Which
identity namespaces are leveraged depends on your organisations requirements. For this

exercise we will use a CRM Id to look up your profile.

Start typing crm in the Identity namespace field, select Demo System - CRMID when it

appears.
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Type SUMMIT_CRM_01 into the Identity value field and click View
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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 Experience

Events. Profile can change over time while Experience Events represent point in time

interactions a profile has had with your brand, whether that's viewing a web page,

watching a show, making a booking, calling the call center or visiting a store.
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Click on the Attributes tab to view the full list of attributes ingested for this profile. These

attributes can come from different source systems, Adobe Experience Platform will merge

them in real-time.

Profiles « Prodite GodmuVmeg F2o SUMMIT-CRM-01A

Defail  Afribuies  Evends  Ausdnoe memberitip

Profile using menge pobicy Defwolt Timebased Last modified time: D8725/2025, 9:57 PM

Q,

ATTREUTE LAY MAME
ol cremikd

edid okl

el il

(=2 i
curmentTier wurreniTher
EnancialAdvisor financisladvivor
SnancialAdvsonD financiaslidisoeiD
BnbedBranch birledBranch
FOMgageHclde morigageticlder
e N AisuntNaTe
scxoardType woountType
wal Cholce Value

SUMAMIT_CRM_O1

FSAIANR0IIS6 4154 PGS IETTI0ENT

TNl Svpd o

Sedure Feandial BASIC
Credit Cad

¥

O Hub O Edge Wi Viewisow
T
_demoapac idenbification cone.crrmid

dernidpad HeRERCALION (ot fruil

1%

_demospac indeiduaiCharsctensticn b fancialDetailec.

_demospac indeddusiCharsberstic Bl francialDetailic..

inderiduaic] fxifimancisiDetailsc..

_demoapac indeddusiCharsctenstics fol firancaiDetailuc..

_ themiragu indeviday ICharad leriilich Bl prodiugts Qo

_demospac indevidusiChanssteristicn fel prodipets acoma .

consent.ooliecval



Click on the Events tab. Here you can see a chronological view of all the behavioural
experience events coming from different source systems for this profile. These events are

ingested in real-time from the sources like your website and mobile app.
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Move to the Audience membership tab. Here you can see which audiences the profile is
currently a member of, this list will update as the profile moves in and out of audiences
based on their attributes and behavior.
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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

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 some of the personalized

home page experience.

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.

* Custom Upload - directly from files
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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.



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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Set the value to yes
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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 or your name so you can easily recognise it later. Eg.
Lab User 01/ Olivia - 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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You've created an audience that can be used to personalize the experience on the

website in real-time!

2.3 View a sequential audience

We also want to retarget customers on Social channels when they start the credit card
application process but don't complete it, for this we can use Adobe's sequential
segmentation logic which allows you to understand where customers are at within a

specific process or journey.

From the Audiences - Browse screen, use the filter options to find Audiences tagged with
"credit-cards". You can use tags to group audiences using keywords, this can, for
example, help to identify which audiences belong to specific product groups or business

units.

Click to open the Started credit card application but didn't submit audience.
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In the overview screen you can see a description of the audience logic, the current

audience count along with the destinations that the audience has been activated to.
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Click to Edit audience. In the audience builder you can see that two events have been
chained together in a sequence, first the application start event followed by an application

submit event.
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filtering the application start to forms with Credit Card Application in the name.
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Click on the Submit event. The red line shows that we are excluding this event, to find

people who did NOT complete this action.
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For this audience we've limited it to events that occured in the last month, but you could go

even further to restrict the length of time between events as well.

between the events to see the options.
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Fields ) o Etribubes - [N stnibutes)

Adiridutes Evenis Adonoes
Ewents

a,

BROWSE ATTRIBUTES

I oo indrvidual Profile >

Within 1
Ewvens Bules
Exchode v Any ([ sutma') where
= Hame 1
equals v i‘!lul_':_\- Hame XDA ExperiencsEvienl s Wil 3 Web page deti

0 Coswpensit

[

Click the clock icon

3 0 1

BALITHD FROFLES (1)

Last updated
OB/26/2035 1138 am

016%

OF TOTAL
i Relesh eitirate (0
G hirw profiles
Wy Code view

o Apply access Labels

e ®
Starfed credit card appdcation bt ddn't submit

* Desqription

With sequential processing power we can create complex segmentation that follows

customer behaviours, this kind of logic often requires advanced SQL skills to create in

more traditional marketing tools.

Click on Cancel to return to the Aud

iences screen.



You've seen a sequential audience that can be used to retarget consumers across

paid, social and direct channels.

2.4 Activate audiences

Once an audience is 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 personalize the landing page for customers coming from
our paid media ads.

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

name and select to Activate Audiences.
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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 personalisation within your Target experiences.

is no need to update anything on this screen, just 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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This completes the exercise on Activation since we've already activated the
retargeting audience to Meta. If you want to see that flow you can read through the

guide below, all of the destinations follow the same step by step wizard for activation.

Next we'll activate the Retargeting Audience to Meta.

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
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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. 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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2.5 Al Assistant

In this exercise you'll discover how Al Assistant in Adobe Experience Platform can
revolutionize your data analysis workflows and boost team productivity by streamlining

complex tasks.

In Adobe Experience Platform, locate the Al Assistant panel on the right side of the screen.
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If prompted, review and accept the Beta Agreement to enable Al Assistant.
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Once enabled, Al Assistant will be available for use across Adobe Experience Platform and
Platform-based apps like Adobe Journey Optimizer, Adobe Customer Journey Analytics,

and Adobe Real-time Customer Data Platform.

Click on the lightbulb in the top right to open the discovery panel, here you'll find some

suggestions for the types of prompts by category that Al Assistant can help you with.
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The prompt will automatically populate in the text input box of Al Assistant, press enter to

execute the query and view Al Assistant's response.
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How is the identity graph built?

The identity graph is built through the Identity Service within Adobe
Experience Platform. This service links various identities to create a
comprehensive view of a single customer. Here's how the process generally
works:

1. Identity Collection: The Identity Service collects different types of identity
data, such as email addresses, phone numbers, and device identifiers.
Each of these identities is categorized under specific identity namespaces
(e.g, Email, Phone).

2. Linking Identities: The service establishes links between disparate
identities that represent the same entity. For example, if a customer
interacts with your brand using both an email address and a phone
number, the Identity Service can create a link between these identities,
indicating they belong to the same individual.

3. Identity Graph Creation: As identities are linked, they form an identity
graph. This graph is a collection of all the identities associated with a
single customer, allowing for a more unified view of customer interactions
across different channels.

4. Profile Merging: The Real-Time Customer Profile service then merges
profile fragments based on the identity graph, creating a comprehensive
profile that includes attributes, behaviors, identities, and audience
memberships.

This process enables businesses to understand their customers better and
deliver personalized experiences based on a complete view of their

interactions.
? Sources !ﬂ? [D 9

lask about Experience Platform

+ @ Suggestideas
Al-generated responses may be inaccurate or misleading. Be sure to double-check responses
and sources.

d

To verify the response provided you can review the Sources that are listed below the

response.
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number, the Identity Service can create a link between these identities,
indicating they belong to the same individual. 4

3. Identity Graph Creation: As identities are linked, they form an identity
graph. This graph is a collection of all the identities associated with a
single customer, allowing for a more unified view of customer interactions

across different channels. 1

4. Profile Merging: The Real-Time Customer Profile service then merges
profile fragments based on the identity graph, creating a comprehensive
profile that includes attributes, behaviors, identities, and audience

memberships. 3

derstand their customers better and

This process enables businesse
ased on a complete view of their

deliver personalized experi
interactions. 2

O LR

v Sources

1. Identity Service Overview: Identity graphs
3 ety Shrien Cuarvigee What I liart

3. Identity Service Overview: Terminology terminology
4, Identity Service Overview: How Identity Service..

‘- How can | manage or update identities within the identity graph?
S What are the benefits of having a well-structured identity graph?

- Can you explain more about the types of identities that can be linked in
the identity graph?

Ask about Experience Platform

| + ] @ Suggestideas
Al-generated responses may be inaccurate or misleading. Be sure to double-check responses
and sources.

4

Al Assistant is also able to help with Operational Insights based on what is configured
within your sandbox. In the Al Assistant input field, begin typing “What do you know about

audience +", the + will open the object selector.



This systematic approach allows businesses to maintain a clear and
comprehensive understandinn A~ thair crictarmare anhancine aarcanaslizatian
and engagement strategies.| Ups segmentDefinition schema

SCHEMAS | Title is UPS segmentDefinition schema

> Sources
‘ Journey Inbound External Segment Profile
Schema

) | SCHEMAS | Out of the box Profile schema for Journey

What do you know about audience +

\() Suggest ideas

Al-generated responses may be inaccurate or misleading. Be sure to double-check responses
and sources,

Start typing Has and you'll see the objects list update as you type. Select Has Active Car

Policy audience from the drop down.



Al Assistant T @D e
'Has Active Car Policy' (case-insento LOWER operation).

« In the final step, sort the results by audience name and forecast date.

> Source O LP

‘> What are the merge policies of audiences that have size greater than [number]?
‘- What is the highest value of size in audiences which are not streaming?

‘> What is the number of activated audiences which have size more than
[number]?

What questions do you have today?

Continue asking questions to get f; Has Mobile App
product documentation, and more| , o ences
Has Lapsed Car Policy
Example requests AUDIENCES

> What can Al Assistant help wit Has Active Car Policy
AUDIENCES \
‘- Can | delete a profile enabled

Has active home and car policy
AUDIENCES

> Show me all fields containing "

e e e e Edge Network flow from datastream gillies - Bajaj

Allianz (web) to dataset
67bdaf3ac09d222ab7631f5d

< Refresh SOURCES - FLOWS | AEP Edge Network data collection
flow with source datastream gillies - Bajaj Allianz (web)
and dataset 67bdaf3ac09d222ab7631f5d

What do you know about audience +Has Ac?

‘E‘ @ Suggest ideas E

Al-generated responses may be inaccurate or misleading. Be sure to double-check responses and
sources.

Once Al Assistant provides a response, take note of the structured output, which consists

of three key sections:

e Actual response and data — The primary insights retrieved from Adobe Experience
Platform.

* How Al Assistant interpreted your question — Explanation of Al Assistant’s reasoning.

* How the answer was derived — The logic and steps behind the response.



Part 1 of the response
contains the
information requested

Part 2 of the response
shows how Al Assistant
understood your query

Part 3 of the response
showcases the series of
steps Al Assistant took
to arrive at the answer.

Al Assistant G @ -
0 e

What do you know about audience Has Active Car Policy?

The audience named "Has Active Car Policy' has a total of 63 profiles. It is classified
as a batch audience and is not streaming. There are no other audiences that share
the same definition, and it is not used in any other audience.

Based on your question, here is the crafted query:

The query aims to gather details about the audience named 'Has Active Car Policy’,
including its total profiles, classification as a batch or streaming audience, and
counts of duplicate definitions and usage in other audiences.

« First, examine the list of all audiences to find the one named ‘Has Active Car
Policy".

+ Then, retrieve details such as the total number of profiles, whether it is a batch or
streaming audience, and the last updated time.

+ Next, check for any other audiences that have the same definition and count
them.

» Additionally, determine if this audience is used in any other audience and count
those instances.

+ In the final step, compile all this information into a single output.

« 1 out of 1 total results are shown.

> Source

Ask about Experience Platform

[:J @D Suggestideas =

Al-generated responses may be inaccurate or misleading. Be sure to double-check responses and
SQUICEs,

Click on "Show Source” within Al Assistant’s response. Select “"View Source Query" to

open the SQL query that was used to retrieve the response. Here you can review the

query, which includes comments explaining each step, to verify how Al Assistant arrived at

its answer.



Seurce query

SELECT
s.oudienceld AS eudiendeld, /* solect the cudierds
s.momd AS asdlenceMame, /* select the oudience namd
s.totolProfiles, 7* select the total eumber of pro
s.isBatch, /* select whether the oudiende is o bat
#.155treoming, /% select whether the cudience is o
S.updotedTime, /* select the lost updated wime of
COUNTs1 . definition) A5 duplicoteludienceCount, /*
COUNTE ss . dependentiodienceld) A5 usedinltherdudiend
FROM Mgy dim Safience AS § /* fros the audience (mfoesd
LEFT JOIN hiog cim nudience A5 s1 /* left join with the
o 5. definition = sl.definition /* motch on the de
AD 5 oudiencald < 31 oudienceld /° endure §
LEFT JOIH mewm
0N 5. oudienceld - 33.oudienceld /* motch on the ou
WHERE
LOWER( s name) LTKE LOWERD '¥Has Ackive Cor PolicyX'
GROUP BY
#.oudenceld, /* group by audience 1D *f
Sormg, S0 group By cudience nase v
s.totolProfiles, /* group by total profiles *F
s.isBotch, /* grows by batch stotus =/
#.is5treaming, /* group by streaming stotud o
$.updotedTimg /* group by lost updated tise 57
LIMIT 1 #* Llimit the utput to 1 row *F

Whis rded-oealy SO0 werifs Al ASibilant reaponses. 0 A sepponted aia query on Guiry
Serie

We can use Al Assistant to understand the overlap between audiences. Ask Al Assistant:
What is the profile overlap between audience "Has Lapsed Car Policy" and "Has Mobile
App"?
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What is the profile overlap between audience "Has Lapsed Car Policy” and "Has

Mobile App"?

Table R
AUDIENCE COUNT PCT_OVERLAP
Overlap 1 None
Has Lapsed Car Po... 26 3.85
Has Mobile App 6 16.67

Based on your question, here is the crafted query:

The query aims to determine the profile overlap between the audiences "Has
Lapsed Car Policy” and "Has Mobile App,” providing counts of profiles in each
audience and the overlap between them.

Here is how the results are obtained:

* First, examine the collection of customer profiles to gather information about
their audience memberships.

» Count the number of profiles that belong to the audience "Has Lapsed Car
Policy" with a status of 'realized".

» Count the number of profiles that belong to the audience "Has Mobile App" wo
a status of 'realized’.

Ask about Experience Platform

|EJ @ Suggestideas

Al-generated responses may be inaccurate or misleading. Be sure to double-check responses and
sources.

Here's how to interpret these values. 3.85% of Has Lapsed Car Policy audience has an
overlap with 16.67% of Has Mobile App. The total number of profiles common between
both of them is 1.

We can now start to use Al Assistant for audience discovery, for example we can check

data distribution of profiles. Ask Al Assistant: What are the top 5 cities where my profiles
live?



What are the top 5 cities where my profiles live?

Table & L

CITY_COUNT ary
1o “Sadar Bazar"
90 ‘RS"
3 “Sydney"
22 "Kolkata"

2 “Melbourne"

Based on your question, here is the crafted query:

This query aims to identify the top 25 cities where profiles reside, counting the
number of profiles in each city while excluding any entries where the city
information is missing.

Here is how the results are obtained:

 First, examine the collection that contains detailed information about customer
profiles.

« Filter out any profiles that do not have a specified city in their home address. o

 Next, group the remaining profiles by the city they reside in.

Ask about Experience Platform

|+ @ Suggestideas
Al-generated responses may be inaccurate or misleading. Be sure to double-check responses and
sources.

Now ask Al Assistant: How many profiles live in Sydney are over 35 and have an email
address?



How many profiles live in Sydney are over 35 and have an email address?

There are 30 profiles living in Sydney who are over 35 years old and have an email
address.

Based on your question, here is the crafted query:

The query counts the number of profiles that reside in Sydney, are aged over 35,
and possess an email address.

Here is how the results are obtained:

« First, examine the collection of profiles that contains detailed information about
each individual.

» Next, filter this collection to include only those profiles where the city in the
home address is "Sydney".

* Then, further narrow down the profiles to those who are in the age groups of 35-
44, 45-54, 55-64, or 65 and above.

« Finally, ensure that the profiles have a non-null email address.

> Source oG QP

‘- How many audiences that have time-to-live at most [number#1] days and
profile count at most [number#2] are there?

‘- How many datasets have no corresponding profile enabled schemas? °

Pl.sk about Experience Platform

‘El @ Suggestideas

Al-generated responses may be inaccurate or misleading. Be sure to double-check responses and
sources.

We hope you've enjoyed this sneak peak into some of the profile and audience

analysis capabilities coming to Al Assistant in the near future!

Summary

Congratulations, you've completed the Introduction to Adobe Experience Platform

exercise!



You have successfully:
1. Used the fast moving data that's been ingested into Adobe Experience platform to
create a real-time segment

2. Viewed how we can create complex audiences using sequential segmentation to
understand where a customer is within a series of actions.

3. Activated and audience to Adobe Target for on-site personalisation and optimisation
use cases and seen how we can activate audiences to Meta using hashed first party
identifiers.

4. Leveraged Al Assitant to help discover and validate audiences. Helping you make
faster, data-driven marketing decisions with ease.

If you still have time available, try the Journeys and Content exercise next!



3. Lab 2 - Journeys and Content

Learning Objectives
In this exercise you will:

1. Understand types of journey triggers
2. Design a multi-step journey
3. Generate brand aligned content using Al

4. Use experimentation to optimise content

Scenario

WKND is a fictional adventure apparel brand with a paid subscription service for avid
adventurers. WKND have built rich, real-time customer segments using Adobe Experience
Platform. Now, the marketing team wants to orchestrate personalised, cross-channel

journeys that respond to customer behavior in real time.

This lab will guide participants through designing and launching a trigger-based journey

using Adobe Journey Optimizer.

Journey: “Nurture Journey”

Trigger: Customer visits the website and starts a signup process but doesn't complete it.
Journey Flow:

1. Day O: Send personalised email with multiple variants
2. Day 2: If no engagement, send an SMS or Push notification to re-engage.

3. Exit: If customer completes the process at any time

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 Adobe Journey Optimizer using the solution switcher:
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2.1 Navigation Overview

Let's first take a quick look through the menu options on the left hand side.


https://platform.adobe.com/

Journey Management is where you will find your Campaigns, Journeys and global
Reporting. Campaigns are single channel bulk or recurring messages, while journeys are

multi-step and multi-channel.
Use Case Playbooks provide a catalog of use cases to get you started faster.
Decisioning is where you'll find the next best offer catalog and strategies.

Content Management is where you'll manage all of your content, including your Asset
Repository powered by Adobe Experience Manager Assets, re-usable multi-channel
Content Templates, HTML and Expression Fragments, Landing pages and Translations
for multi-lingual support. You'll also find your Brand guidelines here used to ensure all

content is brand aligned (BETA feature).

Data Management, Connections and Customer is where you can access the same shared
components as RT-CDP. The Unified Profile and Audience definitions are part of the core
Adobe Experience Platform and are shared by both solutions which helps to reduce

duplication and create consistent experiences across channels.

Administration is where you will find configuration items for journey triggers, custom

actions, channels and business rules to control channel based frequency capping.

2.2 Create Journey

Navigate to Journey Management - Journeys and click on Create Journey.
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Give your journey a name, add your lab user number or name so you can recognise it from
other lab participants. The journey properties are also where you can set up the re-

entrance criteria, set re-entry wait period to every 60 days. Click Save.
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Journeys can be triggered from individual events or when a customer enters or exits a
segment. You can see the events that are configured as journey triggers in the left panel -

this list is configurable and will depend on your implementation.
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Drag the StartSignup event into the panel as our journey trigger.
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The Actions panel is where you'll find the native messaging channels as well as any
custom channels or actions that have been enabled in the sandbox. Drag an Email action

onto the canvas and attach it to the trigger event.
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Before we configure the email content we'll finish the journey flow. Returning to the
events panel, drag a Reaction activity after the email and configure a Timeout of 2 days.
This triggers the journey to continue after 2 days along the timeout path if the customer

does not click the link in the email.
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Next drag a Push action onto the timeout path and click Save
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Lastly, we'll add exit criteria to remove profiles from the journey once they complete the
desired action, in this case completing their subscription. Click on the profile icon to the

right of the journey to open the exit criteria panel. Click the button to add the exit criteria.
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You can use events or audiences as exit criteria, for this example we'll use an event. Click

the icon to select an event.
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Select the FinishSignup event and click Save.
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Your journey should look like this.
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Next we'll add content to our messages.

2.3 Add Email Content

Click on the email activity in your journey, set the Email Configuration to 'email-marketing'
and click to Edit Content.
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Click to Edit email body
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For this exercise we'll start with a pre-defined content template. Open the tab to see the

Saved Templates, then select the WKND template.

Create your email
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Select design template =2

Ready for an adventure?
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2.4 Al Assistant and Brand alignment

Now we'll use Al Assistant to help us generate variations of this content to use for AB
testing. Al Assistant can be used to generate individual images or text components but in
this case we're going to generate new variations of the full email. Make sure you have

selected the Body of the email then click to open the Al Assistant.

Top Tip - To select the body click the lighter grey area surrounding the content of the

email.
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Before generating content we need to select the Brand Guidelines and provide a prompt.

Select WKND brand and add a prompt of your choosing. Select to generate subject line

and Preheader also.
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Brand *
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Inspire adventure and spending more
time outdoors

Describe what you'd like to generate.

@ subjectline @D Preheader

Text settings
Ak
None

Image settings
None

Brand assets
None

)

/" Generate ®

Al generated responses may be inaccurate. Please evaluate
outputs for accuracy and appropriateness to your use case.
See the Adobe GenAl User Guidelines.

Update the Text settings to select the Tone, Language and Communication Strategy.



Al Assistant

Generate Email

< Text settings

Communication strategy

Scarcity v
Language ®

English v
Tone

Inspirational v

GEETEED

Al generated responses may be inaccurate. Please evaluate
outputs for accuracy and appropriateness to your use case.
See the Adobe GenAl User Guidelines

Once you're happy with the settings click to Generate. You will shortly see two new

variations of the content generated.
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In this view you can review the content in detail, make updates to the prompt and
regenerate if needed. It's also where you can review whether or not the content aligns to

the Brand guidelines selected. Click on the Brand alignment
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Here you'll see the score along with any warnings for content mis-alignments which you

can review.
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From here you can either select one of the variations to use as your email content or we
can create an experiment and add the generated content as variations to test which

performs the best. Click the Enable experimentation toggle.
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Click the arrow in the top left to return to the journey.
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You can see the experiment configuration in the email properties from the journey canvas.

Click to Save the email.
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Click to Edit content again, you can see and edit the different variations. Click to

Configure Experiment
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Here you can update the success metric that will be used for determining the outcome of
the experiment and set a holdout group if desired. Click the toggles to add a 10% holdout

and distribute the rest of the target evenly over the variations.

Experiment settings - Email

Click to Save, and return back to the journey canvas clicking the arrow on the top left.

We can also enable predictive Send time optimization to send the messages at the most
appropriate time for each profile that enters the journey based on their historical

interactions. You can read more about Adobe's Send Time Optimization here.


https://experienceleague.adobe.com/en/docs/journey-optimizer/using/orchestrate-journeys/manage-journey/send-time-optimization#how-send-time
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2.5 Add Mobile Push Content

Lastly we'll add some content to our push notification, we can use Al Assistant to help with
this as well. Click on the push notification action in your journey, set the configuration and
click to Edit Content.
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Open the Al Assistant, add a text prompt and tick the elements you want to generate (title,

message and/or image). Click to Generate
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You can see the variations along with their brand alignment score, Al assistant has helped
to generate a title a body and an image for the push. Click to Apply your chosen variation.
Note: You may see a message saying "Error converting image to base64" - you can close

and ignore this as it's just part of our shared demo environment testing.
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Use the Expand View button at the bottom of the editor to show how the message will look

when previewed before clicking through.
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Click the arrow on the top left to return to your journey.
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Click to Save the push action. Your journey is now complete.



Lab User 011 - Nutwre journey
€ pumey | 8 Dt | Wrson) (Ueee) | D Sined asritnte gs “' . @

Q T -~ Actions: Push E

o
v v LI et
= D Reston bt

= D AuSEROE QUi

ol
= i} AddnriiChange
Canegory
= 3 Finisignun Marketing s
StartSignug. Email Emadl click
- . S Ll —  em™ g s
pash-dmdemodnn w x
= gl Purchase
epaw Frogrosnicy ful fod Ihe DHobed Calegery Sied
ehanneti.
o Edit conbiat
= i} ftApplication
= 3 SwiSgrug
[Espebrimmeni
Mot e
W submapplaton
tingual
» s BT Mot wided

Summary

Congratulations, you've successfully created a multi-channel triggered journey to nurture a
customer towards a desired outcome. You've used Al Assistant to quickly generate

variations without compromising on brand integrity.

If you still have time available, try one of the other labs!



4. Lab 3 - Omni-channel 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. They have recently upgraded from Adobe
Analytics to Customer Journey Analytics and connected previously silo'd report suites
from their mobile app and website into a single data view in CJA. They have also

connected data from the Call Center and In Branch interactions.

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

customer 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:
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3.1 Create a project

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 - Demo APAC templates you should see a template
called APAC AEP HOL (Template).

If you don't see it, check on the top right that the dataview is set to APAC AEP HOL.
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Hover over the template card and click to Use template
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APAC AEP HOL (Temgpdate)
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Take note of the following Ul components:

Panel - Each dashboard/project is made up of one or more panels
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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).
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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
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.

Page Views Emails Senit Push Sent [ Calls Total Applications
Inkesaction Chaanel 4 hampsos 18,262 1,206 3NN 140,623
Page:1/1 Rows: 50 1-Tof 7 py1 ey 32 cut fAMIA0L g Moy 32 cutef IR May 1T cutedAI08 gy Mgy 23 o ol FOST! ey My 1T et of 140,820
|1. Wiebsite 30TERA3 482% 0 00 o 0% o oo 26106 HEE®R
‘z Mabile App 2ATEA058 412% 0 o 0 00% 0 0% 0938 363%
X Mobile Web 48908 6% 0 o o o0% 0 0o% 4 1%
| 4 povalue : ook o o 0 0ok 0 00K 0 o
|s Adobe Journey Optionizes o o 16,962 100.1% 14206, 100.% 0 00w o 0k
|.s Call Center 0 o 0 ook 0 0 671 A0% 34630 2465
J'r In Branch 0o o 0 0 00% 0 ook 1307 165%

By grouping data at the person level, we can start to analyze things like audience size per

channel and devices per person.




* Audience size by data source

Customaer fourney Analiytics combdnes data from multiple dasasets, both cndine and ofine. Exch evem will be
adacdinted with the channed that it eriginated from.
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By normalizing 22 the person level we £an start 1o interrogate croax device ute caves, here we can see how many
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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 name. Then click save.
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3.2 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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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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Let's break it down now by interaction channel.
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We can see that Call Center and In Branch applications have increased. Perhaps there is
some friction on digital channels (web, mobile, mobile web) 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 younger age groups 18-24 and 25-34 are not performing quite as well

as the other age groups. Could this be a sign that more personalised messaging is required

for the younger age groups?
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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!

* Credit Card Applications are trending down month on month

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

* The issue seems to impacting younger applicants between the age of 18 and
34.

Hypothesis:

» Customers seem to be getting stuck during the application process and are
either dropping off or transferring to offline channels.

3.3 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.

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.
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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

INTERACTIGH INTERACTION INTERACTION
Ay 3 T /

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.




* Intelligent captions: Flow @ (R S G

Most common flow: The most popular flow was “Website” <> "Call Center” == “Website', representing 238,337(14.27%) “Peaple”.

Top banding: “Call Center” is the top entry paint with 95,139 (35.41%) "Peaple” Following "Call Center”, "Website™ asthe with 38,337 [40.30%) “Pecple”

Secondary Landing: "Maobile Aps” has igh landing rate comps the top Landing node, accounting for B1967 (X274%) People’.

Top retention: In Branch exhibits the highest retention, with an average of 96.67% “People” advancing to the next step.

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 mure

| & Account Type = Credit Card X

l

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.
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Now drag a connector from Credit Card Application Step 1 node to the Calls metric node.



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.

A The highest conversion rate of arvy path in this journey was 0% of 11,610 peophe. Learn muore

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

3.4 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 allocate multi-touch attribution across channels.

Insights Unlocked!

* Meta is our top performing channel historically for credit card acquisitions



3.5 Data Insights Agent

We've seen so far how Data Analysts can use Customer Journey Analytics to quickly

answer business questions but what about when an Analyst isn't available?
With Data Insights Agent, business users can now build this kind of analysis on their own.

Open the Al Assistant by clicking the icon in the top right.
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You might be asked to accept the Beta access agreement, you can safely do this in

our demo environment.
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Ask Al Assistant to "Trend Emails Sent from the last month".
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The Data Insights agent looks through all the data in the Data view, including the different

types of metrics and components, and translates my prompt to pick out the right

dimension, metric, and date range for this analysis.

It automatically generates a free form table that shows the correct time range, metric, and

dimension. Taking it a step further, it selects the best visualization to showcase the data

and answer my original prompt.

You can ask it to update the metrics or visualisation

Ask Al Assistant: "Update to a bar visualisation"

B Do Koy AR CE _l:mmv Teoki v Labs @@am’
¢ Olivias Summitlab Dushboard  ©F T o smsend changrs P Al Assistant @ -
Froject B el Componends  Share  Help
- o <
T W APACAEPHOL o= =
B Q Seerchcomponese T | 2 Trend Emsails Sent from last month (0 B APAMEPHIL v | v K
i What quertions do you have todayT
o Dl % Demp o segement P o7 vy oy DOt Ry 1, TS - Wy T, BRS Thee A Assistant in i b designed o belp o quickly analyre and
- el your data, snpwer produuct reguenty, snd much mOTe. Mere' what
[ » o Can expel o the Al Ausisiant in ClA:
E *  Line
Puge ¥ b T Al Assltant cin dugpart:
& CRMID » Errpdy Lmt o
— ¥ Tha Al Assistant Cannol suppori:
e *
T Example sequtst
Pageriame » - /\\/\/W w 3. e s | i oy A et CIAT
Show ol o \/\ - What were my botal events dor the last 3 mantha?
|
[o— + L0 \/Il S St paricincnss by erunaith this year
a
Cost Per ok [CPE) " r = - =
e
Toral Agrpleaticer
Adddied » rew wessalization
Preogie
& Freeform table PR == (. ]
Ermads Sert
S sk ot Citommer Moty Analyters
A 5 (el Pee Clek] w
Coy +
Show ull Page: 111 Rows: 400 131 ol 31 g o ol P |
AT T,y b puseris or malneding e v 12 Goutie theck
1 g 6, 200 nE Lk o ] e
& sGuIRTS +
b My 25 e ik

if it's not what you were after.
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Now let's dig a bit deeper and ask Al Assistant to "Compare Total Applications by

Account Type from May 2025 to June 2025"
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In seconds we can see the dip in credit card applications that we were investigating above!

Summary

Congratulations, you've completed the exercise to gather insights using Customer Journey

Analytics!



If you still have time available, try one of the other labs!



