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Sydney Summit AEP Hands-On

Welcome to the Adobe Summit AEP Hands-on Lab - Sydney Edition!

Please select one of the exercises below that most closely aligns to your current
experience and interest area with Adobe Experience Platform.
Exercise Target Audience

Lab 1 - Introduction New users to Adobe Experience Platform
to AEP

Lab 2 - Journeys and Existing CDP users interested in exploring Adobe Journey

Content Optimizer
Lab 3 - Omni- Existing Adobe Analytics Users or Data Analysts interested in
channel Insights exploring Customer Journey Analytics
Lab 4 - Federated Existing CDP or AJO users interested exploring the new
Audiences Federated Audience Composition Add on.

Access

Login details have been provided on your desk. Please log out of your existing Adobe login

before continuing.

Login at https://platform.adobe.com

The password for all users is Syd@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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21 The Unified Profile

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 erm in the ldentity namespace field, select Demo System - CRMID when it

appears.
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Type SUMMIT_CRM_O01 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.

1 Show display names

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.
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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
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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 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:

e 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.

e Custom Upload - directly from files



.mwm O, Soarch Expreimen Cloud [#641) ﬂmuw.m @ & d - H "

Moma Audienes 3] import setance || Creute sudsence
= ordons Cheerviem Compotons Feedi  Federsted pompalions
B onhbors | m] All Audignce
w Use Case Flaybooks
T @ 128 o 30 b Evahation semmary | @D Schrdleslaudimon @ 12
B ek
O wea w [T T [ CRLATED & LAST USDATED ™ W WA
W Conrpciiont
5 O Ha hctive Car Policy w48 Spmernizon sevvce AT, $.04 B GLTATHIES, -0 M e | | ]
Y Eouras
G O HoLdustome: Pecles w | W Sopmesondenice  ONMONSIMPML ARSSIEMPM [ ]
O Hagh Mosiiy Fremasm weom g SETviE IR0, B4 P CTAMIIS, 941 PM e | [ ]
w  Cusdomer
O i Lapsed Car Py “. W Sy s HATBARONS, B P RIS, & P [ iwrnnce. | _
HMH O Hasimctive home and cae by = | Sepmeatonsenice  NUIMONS SN MDA DAOPM [ e | [ |
” O s Mot App w7 S SETviE AIOATIIS, 212 P GRS, 20 P [
S iemtites
[ iederesied in Mamed Driver insucance o Segmentsionserdce  OUDATONTRDAAM  CHBATON, KM AM [ ]
w Broiped
[ Sexwfinancisl - Lookingfor s haase == | B SR JTVLE DRSNS, W P GRS, W55 P
8 et
O veckicke Queie - Bodky Type b Pickup ad [} Sagmerranan seryee UUTHRNE, 156 Pl SWEIHRS, L5E P .ﬂ_
B sudeece .
[ tieresied in Healh iraursnoe s a SEE TN ETVROE AN, TA4RM SASHROTE. TAS PM I.'ﬂ‘f”l'*_
= e D3 veehucie Quote - o Type bt Comwernivie woog Segmentpsonsenioe  OUIN00S, 195 PM U202, 155 P [[imrnncs |
s
=] [ Securfnancsl - Interesied in Heah imurance woo Segmensionservice (IO, BA1 P8 SWBRIHIY 84 A
B - M " " : A E T E—— =]
B onta Lfoeyee e [0 | dapm 3
. a4
Click to Create Audience.
Audiences 3] impoet sudence | | 4 Create safence

Overview  Browss  Composiesed  Feedi  Fedfenied compaditions /

[ m] All Audiences

Yy [a | rasotsn 8} Eeusonsummary | @D Scheduleallavdiences. @ 1
0O s v PROFILE DOUNT DN CRIATID % & LASTUSDATID W e BEIARDOWN W
O Has Active Car Policy O | Segmentation service  O/ZB2025 901 M D32872025, 501 M [ rance | [
0 0L Customes rofies " Sepmentationservice  ONWOOZSLEINEM  DG/ISI025 100 P ==
O Hagh Manithiy Presmierm .- B Segrrentation service  CEATIOZS 941 PM CAIFANS, $-41 PM [ e | [
O Has Lapsed Car Py s | 2% SERFTRNLIGN HETAE 03/300I005, 3:40 PM 03r30/2035, 341 PM El _
[0 Has acive home and cas policy oW Segrmentabion service /IR, F01 M O3I2BI025, 540 FM -uu_-c_-| _
O s Moksle App -7 Sopmmtationservice GUGAGGISZRPM OLOANESZ12EM |
O iserestid i Masned Deiver Insrsese 2 Sepnentation service OAIGAIIONS DRI AM OAID4/IE0S, 1M AM [ ]
O securFinancial - Losking for & hause e | o SERFTENLIGN SETCE OHISII0IS, 1059 P ORU2SIICIS, 1059 M
[ vehicle Cuobe - Body Type s Pckup @ Segmentation service O3IH025, 156 PM ORMI9IA0I5, 152 PM -wm]
O teaerested i Health bnserance - Segmentationservite QUGS TAAPM  DUONNZTASPM | s |
I vehicle Quete - Body Type is Comvertible . Segmentationservice  OWIMION1SSPM OWISIIS 155 M [[urance |
O SecurFinanciad - Inierested in Hoalth Insurance L a Segrmentation serdoe O TETO2E, 841 PM OIS, 844 P

¢ | | otzpages >

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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You can estimate the size of your audience at any time while configuring it. Click the
Refresh estimate link in the Audience properties panel
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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.



Audiences o Creste ()

Fiedds (D m/
Amtributes B Audiences

Q=
BEOWEE CLASSEE

T
wrefvea » Wil 3 Wel interacton ¥

i 3 Dprreaapin: b Gon B enageiL

o UL Tiacking Type

¥ Mievge Inberaciion LB Tuding Type

EVENT TYFLS

Artributes - nchude Age 18-35 equat

Add eyvends bo buikd a timeline

Cancel Save 31 draft m

“’ i Rt peslugied U

GUALIFIED FROFILEE (1) ST Pecrm s (5

0%

aF ToThL

o Refresh eiimate (D

e Code view

& Apply access labels

T

Evalsation mathed (D)

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.

(1]

.mwr\.umm 0, Soarch Dxpirerscn Choroed (34 B Tt ﬂmﬂuw*ﬂ.lt\'ﬂl @ & -a H .

[ Baudenget o Creabe (D) Cance St i vl m
e Werkdows

Fieldy @ o Altribube - nchuds Ape T gk 3
B nahbasd htribunes  Ewobld  Audened
Bewnite w
* M Cae Pl ®

0%

2 Roheh citimate (D
(L8
4 Code view

e, & Apphy scoes abeis

W Cusiomes kL S

Ly Lbier 0« stereited o oot condi 18- o

@ & & @ @

B wentiten

il ot
B moseeces UBL 0 ety W [+] -4 kst e (D)
> Proapeds

riciude Ape 6324 eqush s

Data Sche
Losimig {inclusde snadbence wh Bave at leass | Ay event
whiorg (URL pqusls crodi-card] ) and oosury n Lt 7
3 3 |dals)

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. Click the clock icon

between the events to see the options.
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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 Audiences 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.



Destinations » Activate destination

Select sudenor. Nugoag Arwsra
- L L

Available audiences

Qe = |

B s 4

O Securfinandisl - Interested in consoliditing finbnoes
| - inbereibed in Gold Credit Card

O Polcy Rerewal due in 2 weeks

[ Poloy Purchased in bast 7 days

DOlivia - Interested in Credd Cards 18-24

O Lead - Demagraphc - Children in Household

O Had active borne and car policy

O HasLapsed Car Policy

O HasActive Car Policy

O  HOL Customsr Profiles

Segmentation servioe

Segmentation tervice

Sigrranlalion ervite

Segmentation seree

Sefmentation iervice

Sisgrrnbation serve

Segmentation service

SETRNLEON W0

1item selected Chear all
"

AL

HRZEFILE KRN Ofivia - Iedereted in Credit Cards 18-24 x

o

The mapping step allows you to share profile attributes from Adobe RTCDP to Adobe

Target for personalisation within your Target experiences.

This is optional though, there

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.

Welcome!
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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.



Al Assistant Qo ®O -

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? @ 9

lsk about Experience Platform

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

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

response.



Al Assistant G @O -

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. !

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

2. Identity Service O iew: What i Identi

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

- How can | manage or update identities within the identity graph?
- 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,

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 Afthair fiscbammare anhancine aarcanalizatinn
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 +

|+ @ Suggestideas @
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 QP @D -
'Has Active Car Policy' (case-insento LOWER operation).

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

> Source o LR

- 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 morel /5 e o
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

T e r e el 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 67bdaf3ac09d222ab7631fSd

What do you know about audience +Has Ac?

“ is ‘ @ Suggestideas [ |
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:

* 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.

Al Assistant G @ -

3 i

What do you know about audience Has Active Car Policy?

Part 1 of the response The audience named 'Has Active Car Policy' has a total of 63 profiles. It is classified
contains the 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.
information requested

Based on your question, here is the crafted query:

Part 2 of the re sponse The q-.'uen,: aims to gather dHaJl:s ah:?ut the audience namedl Has Acltwe Car Policy’,
including its total profiles, classification as a batch or streaming audience, and
shows how Al Assistant counts of duplicate definitions and usage in other audiences.

understood your query

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

Policy".
Part 3 of the response
P ) » Then, retrieve details such as the total number of profiles, whether it is a batch or
showcases the series of streaming audience, and the last updated time.

steps Al Assistant took = Next, check for any other audiences that have the same definition and count
to arrive at the answer. 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.

= | out of 1 total results are shown.

* Source

Ask about Experience Platform
[i] @D Suggestideas
Al-generated responses may be inaccurate or misleading. Be sure to double-check responses and
SOUrces.

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.



Source query

SELECT
s.oudienceld A5 cudienceld, /* select the cudierce
S.romg AS sadlencelams, /* select the oudience nosd
5. totolProfiles, #* select the totol rumber of pro
s.isBorch, #* select whether the oudierse is o bot
. 1s5treoming, /* select whether the cudience is o
s updotedTime, /* select the lost updated time of
COUNT =1 definition) A5 duplicotedudiencelount, /*
COUNT 83 dependentiadienceld) A5 uiedinltherludiend
FROM Mg dim safience AS § /* frem the audience inforsd
LEFT JOIN hkg. dim_oudience A5 31 /™ left join with the
N 3. definition = sl.definition /* motch on the de
D 5 eudiendald < 31 oudigndeld /7 ardure GF doa
LEFT JOTH hig_br_base_oudience used by dependent ousdi el
O 5. pudienceld - ss.oudienceld /* motch on the ou
WHERL
LOWER(s .mame) LTKE LOWERD"¥Has Ackive Cor PolicyX®'
GROUP BY
i.oudienceld, /* grouwp by cudience 10 */
§.rmy, Y geoup By oudience mose TF
s.totolProfiles, / group by total profiles =F
$.isBotch, #* growp by botch stotus =7
#.085treoming, / group by streoming stotus 57
e /¥ group by lost updated tise %
# | LIMIT 1 /% limit the output to 1 row */
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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"?



Al Assistant Qg @ -

!
Sl

What is the profile overlap between audience "Has Lapsed Car Policy” and "Has

Mobile App"?

Table &
AUDIENCE COUNT PCT_OVERLAP
Overlap 1 None
Has Lapsed Car Po... 26 385
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
|\ + J @D 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 S cities where my profiles live?

Table & L

CITY_COUNT ary
10 “Sadar Bazar"
90 "RS"
31 “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
i + \ @ 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 G PR

‘- 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? o

P\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

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

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.

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 hame, 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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Select an entry event or a read audience activity

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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Click to Save the criteria.
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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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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.
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Create your email
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Click to Use this Template

Select design template
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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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Describe what you'd like to generate.

@ Subjectline @D Preheader
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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
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Language ®
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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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Click to Preview a variation.
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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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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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Choose one or both of the variations to Add to Experiment
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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
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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.
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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.
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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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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).

B Cumiomes ey Ansiythcs m Datis Managermsst = Cormponents = Tools = Labrs

¢ APAC AP HOL (Template] 77

Phame v wrmcwrd dhanges

1,838
eut ol LG

pemesic 8 @ Pum @

Fropeci B bsevi  Components  Share  Help

(=)

= 31 CIA Introduction (1) B APACAIFHOL ¥ W X
B

Laad Bwepicn plas. U wereric fnecand
r h 3 B & sttt i i oy Ol covmpintnil) o 4, 2005 - Jud L 3R
]
= * Trend Ling
i Mcrvirg wwery i chgrtal ooy avenis v vie rreTstd TR kry TR o R, U and waiSon, B e, SRR B people. W 8 Miow sl S1 s AcTu: SOreCaning S0 prodict how the dets will £t 9 B v S omn e
& Peauie &

Everity

= Expanded Metrics snd Channels

A L LB 0 B T Y Va8 LS SYTHTR 0] EOMVTabd 1 U COPITAON, 0] e, om0 53 TN CRAWRRE ) ek SN 0 Dt 1578 CRADCES
vamm Push Mictifications Sorit Er-lu

interaction Channel I e

RANLIED
Page 11 Rowe 400 Mol 6 o a1 oot ol MATRRE oy 1l ORI g T Rl M n g

s |IM o now

Based on the forward looking date range defined for this panel, Customer Journey

----------------------------

- mu_
0 ar [ 4

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
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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

Customers joumey Analiytics combines data from multiple datasets, both online and ofine. Each event will be

Anaadiated with the channed that it sriginated from.
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Now before we start our adhoc analysis let's save the project.
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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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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



Y r—— _D‘lmv Companentive  Toolw  Labu P —— - O R

0 Ronal Applicanions [Crednce {0 1 Vot Apglnnans ICredn G 00 Totsl Applcotonn fonbt Ca . 01 Notal Appbcnons [Credn G 000 Vot ypbanons (G €a.. 04 Tk Appbcatona fori o
| A W o Apptcason [Credeca 1 T edaca e o (1 okl Apphicasons [Cred Ca
T Y TOTAL ¥ ARG v L Ll Lol - Ll L g v v v
b Vol dopplgtenen (T Cad] | B BN v |5 - 34 = Tus s Piw AR Fila i i i Reesil e uiSEd
0 Prevass posad L w L w it L # ] # ] ]
B et RS-y o 305 g L L b i s - o L e L
Tkl st (L] | A, Al i |- 090 b 3 L 1% Tk s i B WRITH L] T B ]
B Proviows poed A s or e r - [ [ 4 ] 4
I e, 2025 My, 1004 e e 3 o 1 - 5 L] 1 ] 1
L Tkl il o (i Caed} | A, Al e | 2% 38 - =t AN T P L M B T 10T AT KaTn
0 Provous peicd 245 s [ s [ o a o [ o a
I A 15, 2035 -May B, HIZS (e a3 5 E= b £ ™ o L] ) L]
1 Tatal ppbcatans (Cnrdd Card] | & AL e |60+ = TR o 13 E E T hnem R sha E sHne
B Prevoss pecd T4 T = ] £ W i @ o [ o @
1 Ao b 53 - M 306 T ko A4 AT b w e L o L m
1 Totad ippcassans (Cnrdn Casd] | & A uoes | 55 - 84 - i i iy T R siaTh ieE e st i wigEen
25 Preves peood FEL Hi et W o EL L L] L L] L]
I Ao b 3305 ke L 3005 fre F M ur " H o e i L m

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 seems to impacting younger applicants between the age of 18 and
34.
Hypothesis:

e 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.
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®  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

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!

e 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.

Ask Al Assistant to "Trend Emails Sent from the last month".
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it o et tharted, e are 3 b mgcrtant Shings 10 ko By cheiting "hetepe’ yous sgree b the

Expet e B ATEemEnt below.

e g A B L1 A T T MBS PRAAAT b T A B ST B3, T TR T

agrewmeni(y) with Adobe.
Bets Agresment
mumwmmamn‘ﬂmmmm

[prommpet and auscaciannd respomie) s in bats [Beta’) Wou hiveby sckmawiedge ths the une
of et i previcied i " without warmsnty of any kind Adabe thall haver na chiigation &
i, cormet, updine, change, madiy o ehenwiie suppor the Bets You ane advised
o use canion s not o reby in e wary o the comedt lencioning or performance of sech
Brta andlior sicompanying matensly. The Bets b consdened Confidential indsrmation of
A, Acdelhe g L promps, contml, dats, and other materiat Sl aon ingat

imporied e e Bel viched 0 Yoas fow precnt and
dereeioprmant, Ay Feediack (information negaing the Brts induding bt not bmited i
problerm o delect you encounier whils uiing the Bets, wggeition, impeowementt, and
PeeeTaTa T i Bry Vonh Adkober it Perebry dnsgred b Adsbe induding 8l
righis, tithe, andl ingevest in and B0 swch Fewdbock: Your upe of the Bets it govemed by e
abowe Adobe Experience Cloud Generatve Al Uner Guidebnes.

M Cumiomes ey Ansiythcs - Components = Tooks Labs
o Oflivis’s Summitiab Dashboard 17 e oo e s —
Propect B8 e Components  Share  Help o
1 W APACAEFHOL
£ Channiels Perd - Credit Cand Applications
® Q) Seercheompasere T | 1
Orling =2
J & uawucan - T 1
Wmpreisons | CostPer ik § AdCost Cowper ik [ Lt Bsh ] S
= } {dumenary [ (CPE) wmeiey) o] Parven ¥ Persm 0
Worek } =" =
P i f crm Crodit Cand
Markating Chann HAETE SHAUD LR AT il AT
& CRMID ¥ P Rown . T AwI maeSE AR AWERGAD el i e
R—— N 1 Meta WETH WA O AUD WAL TEBA4M ALD BB G185 ALD A% Al 2R R4S N
2 Googe 1044 1NN DMEAUD LEW  MEABAUD 1M GISAUD SREW FLRIT te WA
Bugr Mase »
1 inAp e L mald | QCOMID 00% rrvgiad 2907 10 = Rt
Show ol
& Ervall 0 e iald  Q00AUD Q0w Irvaslic 1s48 Tiiw i e
o + 5 Mol o Iald | QCOMUD DO% vl 1 [T
& Fah 0 mald 00OMUD 00% irwvalid PR LT
ot Per Chok [CRC) -
T Puld Search 0 Q0 mald  QOOAUD 0O0% rrvpind Load 45 B0 AN
e Appliatiany A bnturad Sen b b Il QBOAUD 05% el PPN [T
Propie . Tk 0 G Al D0OAUD 00% sl PRI ME N
T ¥ Teevision 0 s Imald | 0COMUD 00% irvvalid LRt o
T Friet L wabd Q00 AUD 00% rresind Lo Y
A EFE (et Por k] W
T Seviatiete o Il QCOMUD OO% vl e 0T Y
Show ol
T Derect Mol 0 WAl 00OMUD 00% s Lt We 1%
& SGMARTS + “

Al Addistant

@ o s B
q)m

s Fipeesl b urrerly sutikde of the capaielities of the A Adsatest i

oM D, WL S i el viiw T, ¢ it i Buald vl spednie
IR I AL WWORIDBOR ULSNE bt requaits (e g, "Berdd
ewenti Last st ). Pheuris ik bt asether LN coreepl of apert ol

o dats
&9 P

What quiritions do you have odeyT

et A LR o Ck b e 10 et ol Graschily aniibyD il
wplor e data, snwwer product reguentt, and mach mare Here's wiat

PR A ExpaR ASY It A AL i AL

D Tha Al Assistant can nugpert:

B Thak Al ASESIB] CRREE FAPDRL:

Exmps teiptth
S o o | g vy A e B CIAT

Sep Wt were sy otad evensis bor the Last 3 moniin?

b S s by mreeth this pear

®» -_ﬁmmsmwnm-m

-
Mmmhm-aml-m#
[E-A———

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.
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You can ask it to update the metrics or visualisation if it's not what you were after.

Ask Al Assistant: "Update to a bar visualisation"
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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!



5. Lab 4 - Federated Audiences

Learning Objectives

In this exercise you will learn how to create a federated audience composition and save the

results of your composition as an audience in Adobe Experience Platform.

Scenario

SecurFinancial are a leading retail bank offering personal banking services across a range
of loans, credit cards and insurance products. They have successfully implemented
Adobe Experience Platform Real-Time CDP and are actively using it to build and activate
audiences. However, as the bank scales its personalisation efforts, it encounters a new
challenge: some critical customer data remains in external systems due to regulatory,

operational, or architectural constraints.

To address this, SecurFinancial has adopted Federated Audience Composition.

Why SecurFinancial Chose Federated Audience Composition:

1. Data Residency & Compliance:
Certain customer data (e.g., credit scores, risk profiles, or sensitive financial
indicators) must remain in on-prem or third-party systems due to compliance
with financial regulations.

2. Operational Efficiency:
Moving large volumes of data into AEP for segmentation was time-consuming
and costly. Federated composition allows the bank to query external data
sources without ingesting them into AEP.

3. Faster Time-to-Market:
Marketing teams can now build audiences that include external attributes

without waiting for data ingestion pipelines to complete.

4. Unified Segmentation Strategy:
Enables the creation of hybrid audiences that combine real-time CDP data with
external data sources like core banking systems, CRM, or risk engines.



Lab Use Case: High-Value Credit Card Upsell

Objective:
Target customers who are eligible for a premium credit card based on financial criteria.

Federated Audience Criteria:

e Credit score above 661.
* Household income over $200,000.

* No failed payments in the last 12 months.

Activation Channels:

* Personalised email with pre-approved offer from Adobe Journey Optimizer
* Mobile push notification with “Apply Now" CTA via Adobe Journey Optimizer

* Web personalisation on login dashboard via Adobe Target

Access
Switch from Customer Journey Analytics to Adobe Experience Platform using the solution
switcher.
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Once loaded, confirm that you are in the right sandbox - it should be FAC (AUS5)
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4.1 View the Connection and Mapping
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For this exercise the connection to our Snowflake data warehouse has already been

established. You can view the connection by navigating to Federated Data - Federated

Databases:
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After establishing the connection, we need to map the tables and fields that will be

available to AEP users to query. Click on the Models menu item under Federated Data.
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Each schema outlines a table in the data warehouse along with the fields that are visible to
AEP users. Click on SECURFIN_PROFILES to view the mapping. Columns can be hidden

from view if desired by editing the schema description. The schema is generated

automatically after selecting the table through the connection - updates to the source

schema can also be automatically retrieved when needed.

You have read only access so you won't see the edit options shown in the image

below.

Once the tables are mapped, we need to define how they relate to each other.

Models and open the Data model tab.

Return to
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Here schemas are grouped into data models. Click to open the SECURE_FINANCIAL data
model. Here you can see the schemas that are included and the links that have been
defined between them, for example records in SECURFIN_PROFILES are linked to one or
more (1:N) SECUREFIN_ACCOUNTS - we will use these link definitions in our composition

to easily join tables and change the query from reading one table to another.
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Click on the Canvas View to show an ER diagram view of the mapped data model.
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4.2 Create a federated audience

Using federated audience composition we can ask Snowflake to run queries and transfer to
Adobe only the resulting list of customer id's. Keeping sensitive data secure and

minimising duplication across systems.

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

federated composition.

For this exercise, we will create a single query joining profiles and transactions in
snowflake to understand customers with a credit score over 661 who have not had any
failed payments in the last 12 months. We'll execute that query in snowflake and return to
Adobe a list of CRM Id's only.

From the audience portal click to the Federated Compositions tab.
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Give your composition a unique Label (and your name or lab number so you can recognise
it again) and select the SECUR_FINANCIAL Data Model - this controls which federated

database we connect with and which tables are accessible within that warehouse. Then

click Create.
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Click the plus icon in your composition and add a Build Audience activity.
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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.
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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 not had any
failed payments in the last 12 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 - we
want customers that haven't had specific transactions so change the Operator to do not

exist such as.

Edit audience

[ERDONT_SCORE greases than d1) ARG | TRANSACTIONS Exiss)

Now click the + to add a new sub condition to our query.
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Select the PAYMENT_STATUS attribute

Set the value to Failure
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[CRIDNT_SCORE greader than a1} AND [ TRANSACTICNS Do noteds? pach ax PAYMENT_STATUS equal o Fallere]

Add another custom condition by clicking on the plus.

Edit audience

[CRDINT_SCORE graste thin $61) AND [ TRANSACTIONS Do not st puch st PAYMENT _STATUS qual o Fallere]

Select the TRANSACTION_DATE attribute and set the conditions to on or after and preset
N Months Ago and value 12.



Edit audience

[CRIDNT_SCORE greader than 41} AND [ TRANSACTICNS Do not st pach ax (RATMINT STATUS equal to Fadlere) ANTH TRANSACTION DATE greater San of eqeal o 13 months age)]

You can click the Calculate link to refresh the count. Click Confirm to finish configuring

the query.

Edit audience

[CRIDNT_SCORE greader than d41) AND [ TRANSACTICNS Do noteds? pch ax (RAYMINT STATUS equal fo Fallere) ANTH{ TRANSACTION DATE greater San or equal o 1 months age)]

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.
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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. Click through to the

Targeting Dimension and then select the CRMID attribute and click Confirm.



Select attribute

Attributes » Create audience » Targeting dimension

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 and click Select.
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Your settings should look like this:
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If you want, you can add additional audience mapping attributes to send additional
data fields from snowflake to AEP as part of the audience context, but this is not
required. These additional attributes can be used for personalisation in AJO or

passed to connected destinations via RT-CDP.
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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.



= [ rcote Exprance Patizem O, Saarch Experiesce Cloud [B4) vercarac [P rcoss @ O P m @

Audiences 3] import setance || Creute sudsence
¥ Connacony
Owerview  Browss  Compoiitens  Feedi  Fedemled oomgamons
' o ‘\
[ =} Al Auliericns.
G Omtnsion
~ Customer T |a HS oS AP Evaluation sommary | @D Schedule ol suiences @D |8
B ol
O wea v R COUNT o USDATE FRICUERCT W CREATED Y W AR
[ - y
O  Seasfnsscisl: Loskeglora hose s E Segrreriation serve Edge e Bk Fhal 448 S80.000T
& wostited =
O Sensfinesisl - istencied in consolding Snmos e | SefrErlalsn HTveE Edge efrbBods Fhal- 4o BlabsITE
¥ Proipem D Cosnsatrs veted M Mo T 6 IVl B s e B ApeE T Mt et v Gl o
¥ Ay O Sesfnancil - steneried inlowms s SeTerLan v Edge B Pl A5 A e T B
D0 L ey 8- Pre-cuaied £ Prospecis L B Fedarannd Ausfanioe COMgorion Mot sibaduled iy Gl ¥

- R &

W Data Masagement
T3 schemm

B ren

B osteeis
B quee

BB Monitoring

w Federabed Cats

o 1 ollpage

Click on the audience name and you can see the details of the ingestion from Snowflake.
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Congratulations, you've created your first Federated Audience!  You can now activate

them using RTCDP's Destination catalog or target them in a Campaign or Journey in AJO.

Beyond the audience membership, any additional attributes that are passed from the

warehouse are also available for activation or personalisation.



i
?
5

(@ Home Fudences o+ Lab User 08 - Pre-gualified CC Prospets.
e ekl Btad
B onntows
Aidience summary
3 Uk Cane Plbosis
P BRI M 4] e MR
3 Connamon
Lab User 01 - Pra-qualified OC Protpects,
S
~ Cusiomer
B rolien
Fenderuted L
@ o
Arvem L
& wdontives Bone
Tagi
» Accgunts ”
aryrie wse
oipren.
* Publahed
¥ ey
i progaras
P Dala Siente
¥ Dats Matagement Sample fil
~ Foderated Dute
e Modeh e P T Ama
B ideniering
) Faderated databunes
¥ DeckonMaragemant

Q) Soarch ixprrenon Gl (34

Ingestion detsils

[ Sr——

0 @

SEEREREIY]
- R
* e § P

bami Ky -
[

* Prodsisng

RAST WAL

o Ps @

@ Appdy sooes Lates

ilabe devre- w27 B WA A L1 (WA}

(5 Acwae s demramon

Agtivated destinations

You dor't have amy destinations yet.

Connect o a destnalion to taget your audenoes to all
your marketing channets.

Congratulations, you've completed the exercise on Federated Audience Composition.

You learned how SecurFinancial extends its segmentation capabilities by querying external

data sources—without ingesting them—enabling faster, compliant, and more flexible

audience creation.

We've only barely touched the surface of the types of audiences that can be built with

Federated Compositions - we'll dive further into the different use cases supported and

some more advanced composition examples after the break today!

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



